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Introduction

The landmarking of tourism

The purpose of this encyclopedia is to act as a
quick reference source or guide to the wide range
of basic definitions, concepts, themes, issues,
methods, perspectives and institutions embraced
by tourism in its disparate manifestations. The
volume is designed to represent its multidisciplin-
ary scope, nature, composition, and transforma-
tion; to facilitate research, education, consultancy
and practical inquiries; and/or to act as a starting
point for both wide-ranging and specialised
explorations in this ubiquitous phenomenon, which
is now the world’s largest industry. This reference
book, like those in its genre, as will be noted shortly,
has succeeded in meeting some of its goals but
remains unfulfilled in others.

The original aim at fulfilment, the beginning, is
one of the most problematic aspects of any new
project, especially an unprecedented one. So it was
with the development and production of this
Encyclopedia of Tourism, as it started its journey into
the landscape of knowledge, with no models to
choose from and no blue prints to follow: travelling
uncharted terrains, crossing unbridged passes,
falling into unmarked canyons, finding unattended
niches, and even discovering virgin lands and
meeting other fellow backpackers and explorers.
Almost every move — situated between the starting
point of this searching journey and its finishing line
— suggests a long tale, to be merely summarised
here. But first should come the exploratory context
which gave rise to this academic expedition.

The scientification of tourism

As a field of study evolves toward maturity, new

informed measures, which denote successive pro-
gression and signal desired transition, are intro-
duced and pursued: towards promising goals which
potentially advance the body of knowledge to new
frontiers. An overview of such cumulative strides in
tourism would illustrate this unfolding scientifica-
tion journey in general and its coming of age. To
this point, mention of many developments would fit
the occasion. But only three are cited here, and all
are among those with which this writer is most
familiar, from their origins onward.

The scientification process, for the purpose of
this introduction, may begin with the 1960s, when
tourism eventually graduated from its economic-
ally-driven phase (concerned solely with real or
perceived monetary returns). With this transforma-
tion, the time had come to create new pathways
toward the inclusive picture of this knowledge area.
It seemed reasonable that, as the vista broadened,
the move would help uncover its hidden dimen-
sions, especially its sociocultural structure which
had remained buried and thus least understood
carlier on. At about this juncture, a new journal
saw its debut, with no commitments to the tourism
industry as such and to the already-surfaced and
well-polished economic pillars. The first issue of
Annals of Tourism Research: A Social Sciences Journal
appeared in 1973. With its take-off, another
augmenting academic gateway was burst open, a
cornerstone was installed, and suddenly a small yet
directed journey into the far-stretching landscape
was on its way.

To reach its scholarly purpose — of being
‘ultimately dedicated to developing theoretical
constructs... . [in order]...to expand frontiers of
knowledge in tourism’ — Annals continued with a
long and challenging expedition, moving along its



xviii  Introduction

mission-driven course. Since the early days of this
social science journal, its multidisciplinary editors
have been guiding digs and discoveries of an army
of authors, transforming the initial narrow pathway
into a paved highway for the long-haul journey to
the heartland. Together, editors and authors have
already mapped and landmarked the territory
along their direct and indirect exploratory routes
and niches. This team, many times stronger today,
has continued its persistent digging for the main
structures and functions of tourism: by experiment-
ing with various tools, by excavating neglected
sociocultural depths, by unearthing unexpected
treasures, by posing new questions, and by putting
together their finds to explain what constitutes this
phenomenon. Annals people (whose twenty-five
years of finds are ‘inventoried’ in the Silver
Annversary Supplement of their journal), along with
the finds of other searching and digging groups,
now spread across multiple plateaux, have already
met some initial goals, with many touchstones in
place and landmarks installed for succeeding
expeditions. Significantly, all along the widespread
exploration, teams have been inspired by the
vastness of open fields and the refreshingly holistic
insights this ever-searching quest or ‘pilgrimage’
inspires. These efforts, which saw their beginning
mostly in the 1970s (often without any co-
ordination among them) helped in slowly but
surely emancipating tourism from its earlier
unidirectional economic/marketing bounds, in
favour of a bird’s-eye survey of what lies around.
Thus, Annals as a single, planned departure in
this direction, alongside many other efforts initiated
about the same time, led and paved alternative
pathways, to build and occupy new niches and to
make advancements on many fronts. These now-
expanded and fertile grounds soon gave birth to,
among other things, a score of thematically diverse
academic journals and a larger number of knowl-
edge-based books, with most diverging from the
earlier pioneers. These publications, mostly based
on fieldwork, were further reinforced and espe-
cially legitimised as more universities seriously
committed to education and research in this field.
These collective acts of research and education, of
discovery and conquest, of pushing the boundaries,
of mapping and landmarking the whole landscape,
were at all times guided a fortior: by challenging

questions nurtured with the multidisciplinary
carry-on baggage of tools and concepts. The
population of trained guides, researchers and
educators, alert to the surrounding conditions
and movements, indubitably signalled that the
scientification transformation was indeed on the
march in many directions.

Continuation of these purposeful explorations,
characterised by a sense of mission, perseverance
and endurance, have encountered many high-
points, inevitably leaving their own marks and signs
pointing toward higher goals. Celebration of new
grounds covered and summits reached came in
1988, with the founding of a multidisciplinary
community of scholars in tourism research under
the flagship of the International Academy for the
Study of Tourism. Obviously no informed action is
born or no ship embarks without a gestation period
of design and building of the vessel; in this case,
years of consultation among like-minded indivi-
duals to prepare for the Academy, contrasted with
years of solitary contemplation for the Annals.

A third scholarly example that marks this
evolving scientification — of forming and expanding
the knowledge base, crossing already established
frontiers, building infrastructural bridges for reach-
ing new plateaux, and more — is the birth of this
encyclopedia. Some of the developmental aspects
of the encyclopedia should be a propos for this
introduction. Its brief story — including exploratory
processes, with fixed itineraries, detours and short-
cuts, for its own landing — is again a part of the
travelogue of the longer journey, offering a fitting
commentary on the formation of knowledge in this

field.

The encyclopedia project

Progress in research and scholarship should not be
seen in isolation. Attempts in and by various fields
of investigation bring to light many similarities and
differences, operating as additional lenses to view
and interpret what has been achieved and what lies
still ahead. The search for parallels, especially in
established disciplines, compellingly clarifies that
cach field has its own beginnings, with ideas shaped
and nurtured, definitions formed and challenged,
signposts marked and shifted, boundaries formed
and redrawn, legitimatisation attempted and



reasoned, unique issues identified and analysed,
theories invented and contested, methodologies
copied and adjusted, applications made and
sharpened. These efforts, whether performed
individually or collectively, all contribute paving
bricks (some half-baked) which shape the contour
of purposeful journeys (or ‘pilgrimages’ to many)
for knowledge (or the ‘truth’), leading the explora-
tion beyond the visible peaks and valleys, to
destinations mostly hidden from view.

In the case of tourism, during its short course of
research and scholarship, the journey has occa-
sionally reached new heights affording panoramic
views of the expanding landscape and inviting new
thoughts and perspectives. On such rare occasions,
the march may be halted momentarily to write
‘memoirs’ or travelogues. For this discussion, two
types of such expositions come to mind. One, a
register or travelogue of the whole journey, recalls
what preceded the beginning, takes stock of what
has been crossed, claims discoveries made, names
peaks and valleys passed, lists new lands mapped,
and even notes sites bypassed and opportunities
lost. Such an annals of knowledge stored and
merits acquired can refine the hindsight into a
history of the field, first broadly brushed then
gradually detailed, to show the patterns and
conditions shaping the flow, from one development
to the next, from one phase to its successor.

Significantly from this overlooking vantage,
during this special recollection moment, the wind-
shield view can be synergized with the rear-view
for the production of a different ‘memoir’ of the
journey. This second type gathers into its covers
extracts (or snapshots) from the whole expedition,
by featuring an inventory of individual bricks and
mortars, tools and methods, shapes and patterns,
occupied niches and unfilled cavities. Such a
registry of the known and tentative, practices and
philosophies, can result in a handy assortment of
brief texts which would constitute the contents of
an encyclopedia: intended to enable and guide the
rest of the expedition, to influence research
itineraries, to suggest goals and paths, to indicate
challenges and opportunities, and more. While the
first ‘memoir’ — the history of this scientification
(including its main events and players) — is yet to be
fully researched and written, the encyclopedia
suggested 1itself as an urgently needed travel
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companion, as a carry-on baggage on this scholarly
journey. With this outlook, from this heightened
plateau, the ambition to publish this reference book
was conceived, gradually gestated, and slowly
brought to fruition.

Seeing a need for and making a commitment to
this reference source was easy from that high
altitude, but its practical development in the
ordinary plains below proved quite otherwise.
The real challenge of producing this publication
began immediately after the publishing contract
was signed. Initial questions were many, including
what actually constitutes a tourism encyclopedia,
what should be included or excluded and why, how
long each entry should be, who should write the
selected entries, what format would work best, and
much more. To comment on one of these concerns,
for example, even if a list of ‘headwords’ (for
eventual entries) could be magically produced,
there still must be coherent procedures to generate,
co-ordinate, evaluate and discipline some hundreds
of contributions for inclusion. Despite these
ambiguities, or in the absence of a tested plan or
a blueprint in this field, this first traditional
encyclopedia devoted to tourism seemed almost
of itself to be determined to begin.

The initial decision, recorded in the 1995
project proposal submitted to the publisher, was
that the volume be international in scope and
multidisciplinary in nature and treatment, thus
offering the best road map to those landscape
topographies native to tourism. In many respects,
Annals of Tourism Research served to model the
development of the project at hand. From personal
knowledge of expertise in the field and outside
msights sought, a multidisciplinary editorial team
was formed in early 1996. Their disciplinary
representations, in alphabetic order, included
anthropology, economics, education, environment,
geography, history, hospitality, leisure, manage-
ment, marketing, political science, psychology,
recreation, religion, sociology and transportation.
Additional fields could indeed have been added,
but to expedite the project and keep it timely, this
team, with the rich range of expertise among them,
was deemed a representative compromise. In
addition to disciplinary editors, a smaller number
were appointed to oversee the development of

entries relating to major tourism generating/
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receiving countries, important associations and
selected academic journals. The intent for the
whole team was to methodically enlarge the
coverage into a more comprehensive reference
book, but without forgetting that the whole could
not contain more than 500,000 words.

Once appointed, the editorial board members
were invited to suggest headwords that they
believed should be developed for inclusion. As
much as possible, they were to focus on the
thematic areas assigned to each. The disciplinary
editors, for example, were asked especially to name
those concepts, methods, tools and so on imported
from their fields to this. The country, association
and journal editors were also asked to recommend
headword lists for their respective areas. For
instance, it was left entirely to the two associate
editors for countries to suggest, from their knowl-
edge of international tourism, which actually or
potentially important national level markets/desti-
nations should be covered. All editors were asked
to suggest entry lengths for their proposed head-
words. Four length choices were possible: 60, 400,
1,000 or 1,600 words.

When editors’ separate lists were collated,
several repeated headwords had been indepen-
dently suggested by a number of them. This clearly
suggested that, among other things, these terms are
not unique to one but common to several fields,
something eventual authors had to keep in mind
when preparing their entries. The collated list, with
comments and notes, was circulated among the
editorial team, inviting further review, and to
suggest more additions, deletions, revisions and
consolidations. The product of this process, a more
refined master list, still once more was forwarded to
the whole team, in quest of further adjustments.
After this long Delphi-like procedure, a list of
headwords (and entry lengths) was finally ready.

At this point, the master list was subdivided
amongst the disciplines/specialities, with each
tailored list assigned to its respective associate
editor. The board members also received author
guidelines and sample entries for each of the four
aforementioned lengths. They had already been
authorized to choose their own authors. Their
names and institutional affiliations were gradually
submitted to the chief editor. While the editorial

team received comments and suggestions, includ-

ing names for those headwords still without
authors, the management of their respective tasks
was left to them. The editors set their own
strategies In motion, reaffirming assignments,
sending their authors guidelines and sample entries
through the publisher, guiding the development of
each entry, receiving and reading submissions and
requesting revisions, until the entries were ready
and recommended for inclusion. This process took
more than two years, filled with many frustrating
moments for almost everyone, including unfore-
seen circumstances, avoidable and unavoidable
duplications among contributions, as well as
attempts to quickly seek authorial volunteers for
the unforthcoming or somehow unattended entries.
An account of these consuming moments (to use a
mild term) does not belong to this brief story.
When the bulk of entries were submitted and the
chief editor began the initial round of editing, this
development phase proved as absorbing as the
carlier ones. To produce a useful volume, for
instance, the needs of eventual international and
multidisciplinary users had to influence the editing
process and shape the outcome. The work had to
be closely co-ordinated with each editor, many
authors had to be reached (directly or through their
associate editors), and further revisions had to be
made. All this in order to adjust the coverage, to
clarify the discussion, to promote uniformity
among the entries, to monitor the length (often
favouring reduction in order to accommodate
more entries), to use terms better understood by
the mixed audiences, and the like. The easiest of
these tasks was to insure adherence to writing
guidelines and other stylistic requirements (the
publisher was to finally correct those still not in
conformity). The actual editing process as a whole
proved to be very complicated, troubled by
language problems or choice of words/terms,
cross-cultural differences of authors, their disciplin-
ary distinctions or orientations, misunderstood
assignments or scopes, incomplete coverage and
exaggerated ‘promotional’ pieces (especially in
relation to the country entries), among others.
Emendations during this phase made some authors
and their editors less than pleased, but the book’s
integrity, intent and style could not be compro-
mised. Even so, on a few occasions the rules had to
be mildly flexed simply to bring the project to a



closure. As entries went through this process, the
revised submissions were forwarded to the pub-
lisher, in alphabetic blocks. With the transfer of the
last block of entries, the work of the Chief Editor —
some four years later — seemed to be over.

It was at this time that the actual production
work by the publisher began, with their copy-editor
also reviewing every entry — to catch missed
inconsistencies, to further edit each submission
for grammar and flow, to delete entry-less head-
words, to send page proofs to the respective
authors, to incorporate allowable changes into
their entries and, wter alia, to finally polish all to a
publishable, well-integrated whole. The publisher
also produced the author and subjects indices, as
well as introduced other measures to enhance this
reference book’s quality and usefulness. The
editorial team was not involved during this phase,
but the chief editor and publisher continuously
worked together, their geographical separation
bridged with e-mails. The full story — of some
edited entries lost in the cyberspace between
Wisconsin and London, of some original mildly-
edited versions popping up as actual page proofs, of
some chasing and locating of authors who had
moved in the meantime, etc. — would make this

introduction unnecessarily long

The structure and contents

This volume contains over 1200 alphabetically
arranged, signed entries. In the body of each entry,
direct cross-references, noted in bold type, in-
dicate that an entry under this headword appears
elsewhere in the encyclopedia. Moreover, the ‘see
also’ list at the end of some entries directs the
reader to additional related headwords. The
Subject Index suggests a vast range of terms under
their own headwords or discussed within other
entries. In this way, the index becomes a major key
in more fully utilising the encyclopedia.

The number of words allocated to each head-
word determined its scope. Thus, shorter entries
use every word to quickly cover the subject, while
longer ones obviously have more room to man-
ocuvre. Many entries come with references.
Authors themselves decided to devote the allotted
words entirely to discussing the subject itself, or to

pose limits in order to make room for appending
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useful ‘further references’ (with or without annota-
tion, representing important/relevant publications
on the theme). Entries exceeding their word
allocations were often shortened during the editing
process (with some small length deviations al-
lowed).

When this volume is used to quickly look up a
term, one may tend to place ‘tourism’ in front of
the headword. But this, as well as ‘tourist’, ‘travel’
and ‘traveller’, are used only when absolutely
necessary. For instance, if one wants to read about
‘tourism carrying capacity’, the first word is
understood and thus omitted in the headword. As
a matter of fact, since the whole collection is
devoted to the subject of tourism, the constant use
of the term in both headwords and in discussion
seemed redundant. The decision in favour of
reducing such occurrences was made at the outset,
sometimes to the dismay of a few authors.
Similarly, inclusion of ‘tourism’ as a headword by
itself was not even in the plan, because the whole
publication is attempting to discuss what tourism is,
what it covers, and how it is studied. But, at last, a
short yet holistic frame found its way in. Another
editorial decision, to enhance uniformity, was to
have almost all headword titles appear in their
singular forms. Only a few, for the sake of clarity or
necessity, appear in the plural.

An examination of the headword list (pages xv—
xxxv), or the volume as a whole, would reveal that,
despite all efforts, still a few ‘obvious’ entries are
not included in a publication calling itself an
encyclopedia. Some missing ones had actually been
assigned, but not submitted, despite promises.
When deadlines could be extended, they were re-
assigned. To move on, it was decided not to further
jeopardise the whole production process by
attempting to properly cross-reference late submis-
sions or to wait for unforthcoming entries. It was
hoped that ‘dummy’ headwords and/or the
Subject Index would lead the reader to entries
which partly compensate for this limitation. While
exclusion of some headwords in the volume and
keywords in the index is unfortunate, one category
of entries was intentionally left out. In contrast to
most other encyclopaedias, here it was decided to
do without biographies of the leading scholars in
this field. It was reasoned that it would be
extremely difficult to decide whom to include and



xxii Introduction

why in this early stage of the journey Page
limitations made this ‘convenient’ decision appeal-
ing. When tourism eventually reaches a more
advanced level of maturity, future studies covering
the history of this new academic field, as well as
next editions of this or similar reference publica-
tions, will be in a better position to feature profiles
of its pioneer architects.

Among other problems, some related entries
prepared by different authors made the same or
similar points. When feasible, the degree of
duplication was reduced, through editing and/or
cross-referencing. But on a number of occasions,
few changes could be made, lest a discussion be
incomplete or incomprehensive. Further, many
entries were conveying particular ‘flavours’ closely
related to their authors’ disciplinary position/
geographic location. Some were altered, but a
few, to keep their integrity, remained almost
unchanged. Also, certain knowledge/subject areas
are unevenly represented in this volume, due to
how comprehensively each editor defined the task.
Whilst this ‘uneven’ treatment may be appreciated
by some readers, others would think differently.
Similarly, there is a bias or greater representation
of associations headquartered in North America
and/or which are US-specific. This was in some
ways due to their dominant or lead positions in the
field, especially when some editors thought so. One
could argue that many of these associations could
still, despite this bias, serve as ‘models’ for the rest
of the world.

The publisher’s preference for British spelling
was agreed to without hesitation. While this was
amongst the simpler issues, linguistic differences
were not. The specific use of a given term in one
(English) language circle versus another is a case in
point: campground or caravan park, catering or
restaurant business, and hiring or renting a car
exemplify a manifold pesky problem. So, too,
differently framed concepts and themes can be
difficult to comprehend outside their immediate
circles. As much as possible, attempts were made to
add synonymous terms or notations, to help the
reader make the connection. Even such a see-
mingly universal term as ‘industry’, often used in
association with tourism, is confusing in some
languages, especially in Spanish-speaking coun-
tries. But because of the growing international

acceptance of tourism as an industry, as spear-
headed and advocated by leading organisations,
the encyclopedia opted in favour of the term
(reserving ‘sector’ for categories typically placed
under it, like the hotel sector). Therefore, such
complications with linguistic distinctions, disciplin-
ary boundaries, and even geopolitical views proved
a constant challenge to this very international
publication produced by a very international group
of editors and authors.

Voila, the end result

This Encyclopedia of Tourism and the Silver Anniversary
Supplement of Annals (volume 25, pp. 989-1119),
while different from one another, stand as symbolic
scholarly landmarks. The anniversary issue of
Annals is a guide to twenty-five years of knowledge
accumulation appearing in one single research
journal. But the encyclopedia is not bounded by a
given source or time. It is a fuller reference to all
that applies to tourism, by covering the range of
what is known, what is tentative, and all that falls in
between. Together, despite this contrast, these two
reference sources provide a rear-view mirror and a
windshield toward the future of research and
scholarship in this field. Based on these two
contributions, amongst many more, today the
landscape appears better mapped and understood,
the research foundation in place, with a sense of
purpose and direction in the air.

This young multidisciplinary field has indeed
achieved much to its credit (and credibility) in a
short span of time, and this ‘memoir’ celebrates the
cumulative accomplishment. According to a Chi-
nese proverb, ‘a journey of a thousand miles begins
with a single step’. As this volume demonstrates,
the scientification journey has indeed progressed,
but all participants in it are conscious of the long
road ahead. Its successful continuation will have to
include many augmenting and innovative measures
in order to expand and accentuate the multi-
disciplinarity of tourism; to more fully recognize
and articulate both its art and science properties; to
cross-fertilise these qualities of scope and nature in
order to engineer a research infrastructure con-
ducive to rigor and passion, method and inter-
pretation; to envision new summits to be reached
through pathbreaking pursuits; to keep track of the



shifting sands as the landscape transforms (as the
scientification histories are yet to be written); and
thus to systematically and cumulatively form,
embody, and fortify this corpus of knowledge as
the bedrock upon which future tourism scholarship
sets its course, on its way to attain the legitimacy it
secks for positioning itself in higher scholarly
circles.

Returning to now and the encyclopedia, this
project finally reaches its users after five years of
working co-operation, as briefly detailed in this
introduction. It was accomplished through the
efforts of a committed team of editors and authors,
from many disciplines, from many countries, from
a multitude of perspectives. Together, they have
built a truly international and multidisciplinary
monument, depicting the whole field whose bricks
and building blocks of knowledge are featured as
over 1200 snapshots in this volume. This collection,
intended as a reference book and a landmark for
the scientification journey, aims to facilitate and
promote research and scholarship in this field’s
broad and opening future. For those in education,
this publication can both inform and arm them
with various multidisciplinary lenses and tools and,
further, it can guide their students toward a four de
Jorce in this landscape, with the hope that they take
residency in their choice niches. For those active in
operational organs, business headquarters of the
industry, consultants, and other ‘practitioners’, this
is a source of knowledge and answers to some of
their initial questions. To the newcomer to this line
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of investigation, this is a treasure ready to inform
and guide.

Could this project have been cast better in
scope, focus, treatment and packaging? Now the
user is in the best position to answer such questions.
As the journey continues, the emerging retro-
spectives gained with the passage of time will
suggest how (in)sufficiently it was prepared for the
road ahead. Alas, the clock cannot be turned back
and the book appears as is. Despite its limitations
(some outlined above), this reference volume takes
satisfaction in having partly charted and mapped
the landscape and thus in aiding to the ongoing
expansion of knowledge, for the journey to reach
its next height affording a fuller vista of new
frontiers extending beyond this dawn. As such, the
project has served its time-framed and book-bound
goal at this particular juncture, by making available
a register of an emerging knowledge mosaic, by
providing a model for other publications, including
its own future editions which should be pursued in
the near future. In fact this very encyclopedia has
been a journey of its own, not a destination. This
single-mission excursion, with its scholarly souve-
nirs stock-piled on board, has reached home: but
the stay will have to be short. With the academic
explorations in tourism so rapidly expanding
worldwide, this Encyclopedia of Tourism will partici-
pate in further accelerating, advancing expeditions,
as the scientification journey continues, with much
of its corpus still lying in the horizons ahead.

Jafar Jafari
Chief editor



Acknowledgements

Writing a full and fair acknowledgement for a
project as involved and time consuming as this one
is not an easy task. The twenty-three associate
editors are the main architects of this encyclopedia.
Significantly, some of them went out of their way to
set the stage, write the script and play their
respective parts, including even on many instances
taking care of those entries left unattended by
delinquent authors. Together, the board members
and their authors contributed to the formation of
this structure, brick by brick. The ensemble are the
ones who have shaped the corpus and soul of this
reference book.

On the publisher side, it was a sheer pleasure to
work with Denise Rea at Routledge. With almost
daily e-mail contacts — and immediate replies from
her — progress was made as efficiently as a project
of this nature deserves. At the end, it took Tarquin
Acevedo and Morgen Witzel to bring the project to
its final production stage. During the proofreading
stage, University of Wisconsin-Stout graduate
students Scott Graff and Richard Frazier assisted
in checking over some parts of the volume. The
beginning of this project was aided by another
graduate student, Seon Kim, who helped with the
master headword list and checked on and sorted
out submitted entries.

Special acknowledgements are due for the
support and co-operation of the Universitat de les
Illes Balears Tourism School in Spain, where the
chief editor spent his 19978 sabbatical leave. This

was the period during which the project was taking
shape, with the University of the Balearic Islands
doing all it could to facilitate its development
during the said period. The home institution of the
chief editor, where this project saw its beginning
and its completion, is also dutifully recognised.
Finally, personally he acknowledges the accommo-
dating part that his family played in tolerating him,
literally locked in his office on the campuses of
University of Wisconsin-Stout or Universitat de les
Illes Balears, day in and day out, and then again
hopelessly glued to his laptop when at home. In
addition to this support and accommodation, his
wife and two children also helped during different
phases of this project, including double-checking
on the headwords, printing documents, faxing
contributions, and searching for missing entries.
Although only the name of chief editor appears
on the cover of the book (as is the tradition with
Routledge), in truth this publication, as it must be
clear by now, represents the labour of all editors
and authors of this production and those named
above (several more not listed for the sake of
brevity). This is their volume. On behalf of all
editors and contributors to this Encyclopedia of
Tourism — committed to the advancement of
knowledge in this field — this volume is dedicated
to researchers who are ‘religiously’ conquering,
populating, mapping and landmarking this newly
formed multidisciplinary landscape of knowledge.
Jafar Jafari, Chief Editor



Aborigine

accessibility

accommodation

accounting

acculturation

achievement

ACTA Turistica

action research

activity

activity space

adaptation

adventure tourism
advertisements, envy in
advertisements, format of
advertising

African Travel Association
Agenda 21

agrotourism

AIDS

Air Transport Association of America
aircraft, supersonic

airline distribution systems
Airline Reporting Corporation
airline

airport

alcohol

alienation

allocentric

alternative tourism

amenity, user-oriented
American Hotel and Motel Association
American Society of Travel Agents
Anatolia

animation

Annals of Tourism Research
anomie

Antarctic tourism

Entry list

anthropology

anticipation

anti-tourism

appropriate tourism

appropriation

archaeology

Arctic tourism

Argentina

arrival/departure card

art

articulation, programme

Asia Pacific Journal of Tourism Research

Asia Pacific Tourism Association

asset management

Association Internationale d’Experts Scientifiques
du Tourisme

Association Mondiale pour la Formation Hételiere
et Touristique

Association of Conference and Events Directors-
International

Association of Travel Marketing Executives

attention

attitude

attraction

attraction, religious

attractivity

attribution theory

auditing

Australia

Austria

authenticity

automatic interaction detection

automation

back office
back-stage

Bahamas

balance of payments



xxvi Entry list

bar

Barbados

bed and breakfast

behaviour

behaviour, recreation

benchmarking

benefit—cost analysis

benefits

Bermuda 1

binary structure of advertisements

biological diversity

board

borders

branding

Brazil

break

break-even point analysis

brochure

budget hotel

budgetary control

budgeting

Bureau International de Tourisme Social

Bureau International pour le Tourisme et les
Echanges de la Jeunesse

burnout

bushwalking

business format

business travel

buying decisions

cafeteria

Cahier Espaces

camping

Canada

car rental

caravan park

career

Caribbean Tourism Organisation
carrying capacity

carrying capacity, recreational
cash flow

catering

catering, airline

causal model

central reservation

centrally planned economy
centre—periphery

chain hotels

change

change, sociocultural

charter, air

Chile

China

choice set

Chunnel

circuit tourism

city office

civil aviation authority
class

class of service
classification

cliché

climate

club

cluster analysis

code of ethics

codes of ethics, environmental
code sharing

cognition

cognitive dissonance
collaborative education
collective bargaining
Colombia

colonisation
commercialisation
commissary
commoditisation
communication mix
community
community approach
community attitude
community development
community planning
community recreation
comparative advantage
comparative study
compatible
compensation administration
competitive advantage
competitiveness
compliance

computer reservation system
concentration ratio
concession

concierge

conflict

conjoint analysis
connotation
conservation
consortium



conspicuous consumption

consumerism

content analysis

contestation

contingent valuation

continuum model

Contours

control system

convention and visitor bureau

convention business

Cornell Quarterly

corporate finance

corporate strategy

corporate structure

correspondence analysis

cosmopolitanism

cost

Costa Rica

Council on Hotel Restaurant and Institutional
Education

country house hotel

countryside

creative tourism

crime

critics

cross-cultural education

cross-cultural management

cross-cultural study

cross-training

crowding

cruise line

Cruise Lines International Association

Cuba

cuisine

cultural conservation

cultural survival

cultural tourism

culture broker

culture shock

culture, corporate

culture, invention of

culture, organisational

culture, tourism

curative tourism

currency control

curriculum design

cycle

Cyprus

Czech Republic

Entry list

database marketing
decision making
decision support system
definition

Delphi technique
demand

demand, air travel
demand, recreational
democratisation
demography
demonstration effect
Denmark

denotation
dependency theory
deregulation, airline
design and layout
destination
destination choice
destination management
destination management company
destination management organisation
developing country
development
development era
deviance

diagonal integration
diet

differentiation

direct marketing
disciplinary action
discourse
discretionary travel
discriminant analysis
disease

displacement
distance decay
distance education
distribution channel
diversionary tourist
domestic tourism
Dominican Republic
drinking

ecoethics

ecologically sustainable tourism
ecology

economic development
economics

economics, ecological
economies of scale

xxvil



xxviii  Entry list

ecoresort

ecotourism

Ecotourism Society, The
Ecuador

Ecumenical Coalition on Third World Tourism
education

education, computer-assisted
education effectiveness
education, entrepreneurial
education, environmental
education/industry relationship
education level

education media

education method

education, multidisciplinary
education policy

education, recreation
efficiency

Egypt

electronic promotion source
emergency management
employment

employment law

enclave tourism

encounter

energy

entrepreneurship

environment

environmental aesthetics
environmental auditing
environmental compatibility
environmental engineering
environmental management, best practice
environmental management systems
environmental rehabilitation
environmental valuation
eroticism

escape

Espaces

Estudios y Perspectivas en Turismo
Estudios Turisticos

ethnic group

ethnic tourism

ethnicity

ethnocentrism

ethnography

ethnology

European Travel Commission
European Union

event management

event marketing
event

evolution

exclave

excursion

excursionist

executive development
exoticism

expatriate
expectation

expenses estimation
experience
experimental research
exploration
externalities

facilitation

facilities management

factor analysis

factory tourism

fairs

fairy tales

fantasy

farm tourism

fast food

feasibility study

feast

Federal Aviation Administration

Federation of International Youth Travel
Organisation

feminism

ferry

festival

Festival Management and Event Tourism

festival, religious

film

financial control

financial objectives

Finland

Finnish University Network for Tourism Studies

FIU Hospitality Review

flow

food

food and beverage cost analysis

food-borne illness

food service, contract

forecasting

foreign exchange

foreign independent tours

foreign investment



forest recreation
formulae

Fourth World

France

franchising

freedom

freedom, perceived
frequent flyer programme
fun

future

gambling

game park reserve
game theory
gastronomy

gateway

gaze

gender

geographical information system
geography

geography, recreational
Germany

ghetto

gift

global distribution systems
globalisation

golf tourism
government

grading system

Grand Tour

gravity model

Greece

green marketing
green tourism
greenhouse effect
greenspeak

gross profit

group business market
group inclusive tour
group travel market
growth

guest

guidebook

guided tour

hayjj
handicapped
handicraft
hard tourism
health
hedonism

Entry list

heliocentrism

heritage

hiking

hill stations

hippie

historical tourism

history

holiday camp

holistic approach

Holy Land

home delivery

homecoming

homelessness

homesickness

homosexuality

Hong Kong

horizontal integration

hospitality

hospitality information system

Hospitality Sales and Marketing Association
International

host and guest

hotel

hotel, airport

human resource development

humour

Hungary

hyperreality

iconography
identity

ideology

image

image, destination
impact

impact, economic
impact, environmental
impact assessment, environmental
imperialism

import substitution
inbound

incentive

index, trip

India

indigenous

indirect tourism
individual mass
individualism
Indonesia

industrial recreation

XXIX



xxx Entry list

industrial tourism

industry

inevitability

information centre

informal economy

information source

information technology

Information Technology and Tourism

infrastructure

innovation

input-output analysis

Institute of Certified Travel Agents

Instituto de Estudios Turisticos

integrated environmental management

intellectual property

internal marketing

International Academy for the Study of Tourism

International Air Transport Association

International Association of Amusement Parks and
Attractions

International Association of Convention and
Visitors Bureaus

International aviation bilateral

international aviation liberalisation

international aviation organisations

international aviation rights

International Civil Aviation Organisation

International Forum of Travel and Tourism
Advocates

International Geographical Union

International Hotel and Restaurant Association

International Journal of Contemporary Hospitality
Management

International Journal of Hospitality Management

International Journal of Tourism Research

International Labour Organisation

international organisation

International Society of Travel and Tourism
Educators

International Sociological Association

International Tourism Reports

international tourism

international understanding

internationalisation

Internet

interpretation

intervening opportunity

interview

inventory

inversion

nvestment
investment decision
Iran

Ireland

Israel

Italy

itinerary

Jamaica

Japan

job design analysis

joint venture

Journal of Applied Recreation Research

Journal of Gambling Studies

Journal of Hospitality and Leisure Marketing

Journal of Hospitality and Tourism Research

Journal of International Hospitality, Leisure and
Tourism Management

Journal of Leisure Research

Journal of Park and Recreation Administration

Journal of Restaurant and Foodservice Marketing

Journal of Sustainable Tourism

Journal of Tourism Studies

Journal of Travel & Tourism Marketing

Journal of Travel Research

Journal of Vacation Marketing

journalism

jungle tourism

Kaabah

Kenya

keying

knowledge acquisition
Korea

labour relations

land tenure

landscape

landscape evaluation

language of tourism

Latin American Confederation of Tourist
Organisations

law

leadership

leakage

learning curve

legal aspects

legislation

legislation, environmental

leisure

Leisure Sciences



Leisure Studies
leisure tourist
length of stay
licensing

life cycle

life cycle, destination
lifeseeing

lifestyle

liminality

limit of acceptable change
literary tourism
local

local organisation
localisation curve
location

location quotient
locational analysis
location quotient
longitudinal study
long range
loyalty

ludic

magazine

magic

Malaysia

Malta

management
management accounting
management contract
Managing Leisure
manpower development
map

marginality

marker

market

market analysis

market segmentation
markets, contestable
marketing

marketing audit
marketing, destination

marketing information system

marketing, international
marketing mix
marketing objective
marketing plan
marketing research
mass tourism

mass tourism, organised

Entry list

master plan

media

media planning
media, recreational
meeting planner
meetings business
merchandising
merger

metaphor
methodology
Mexico

middleman
migration

minorities

model

modernity

modular programme
Morocco

motel

motion sickness
motivation
motivation, intrinsic
motive manipulation
motor coach tourism
mountaineering
multidimensional scaling
multinational firm
multiplier effect
museum

music

myth

national character

national park

National Recreation and Park Association
National Restaurant Association
National Tour Foundation
National tourism administration
nationalism

natives

nature

nature tourism

nature trail

nearest neighbour analysis
need, recreational
neo-colonialism

Nepal

Netherlands, the
neurocomputing

new product development

xXxx1



xxxii  Entry list

New Zealand
non-discretionary income
non-governmental organisation
non-profit organisation
Norway

nostalgia

novelty

occupancy rate
occupational safety
off-road vehicle
operating cost
opportunity cost
opportunity set
optimal arousal
organisation design

Organisation for Economic Cooperation and

Development
orientalism
orienteering
other
outbound
outdoor recreation
outsourcing
overseas office

Pacific Asia Travel Association
Pacific Rim

Pacific Tourism Review
package tour

paid vacation

paradigm

paradise

paratransit

park

participation, recreation
partnership

pastoral care

patrimony

payroll cost analysis
peace

People on the Move
perception, environmental
perceptual mapping
performance appraisal
performance indicators
performance standard
personal selling

Peru

phenomenology
Philippines, the

photography

piety

pilgrim

pilgrimage

pilgrimage route
pilgrimage site
placelessness

planning

planning, environmental
planning, recreation
play

pleasure periphery
pleasure tourist

Poland

polar

policy

political development
political economy
political science
political socialisation
political stability
pollution management
pornography

Portugal

postcard
post-industrial
postmodernism

power

precautionary principle
preservation

prestige

pricing

principal components analysis
product

product life cycle
product planning
product positioning
productivity
professional native
professionalism

profit

profit centre

profit margin

profit sensitivity analysis
profit variance analysis
promotion, place
promotion, puns in
property management system
prostitution

protected area



prototypical tourism form
pseudo-event
psychographics
psychology

public goods
public health
public participation
public relations
purchasing
purpose

push—pull factors

qualitative research
quality

quality, environmental
quality, transportation
quantitative method
quest

race
radio

rail

ratio analysis

rebirth

reception

recreation

recreation business district
recreation centre
recreation experience
recreation manager
recreation opportunity spectrum
recruitment

recycling

region

regional organisation
register

regression

regulation, self

regulatory agency
relationship marketing
relics

religion

religious centre

remote sensing

rent

repeat tourist
representation

research and development
reservation

residential recreation
resort

Entry list

resort club

resort development, integrated
resort enclave

resort hotel

resort morphology
resource-based amenity
resource evaluation
resources

responsible tourism
restaurant

return on investment
revenue forecasting
rhetoric

risk

risk analysis

risk, perceived

rite of passage

ritual

roles

romanticism

room night

route system

rules

rural recreation
rural tourism

Russia

sacred journey

safari

safety

sales force management
sales promotions
sanitation

satellite account
satisfaction
satisfaction, customer
scale of development
scenic drive

seamless service
seasonality

second home

security

segmentation, a posteriori
segmentation, a priori
self-actualisation
self-discovery
semiotics

senior tourism

service

service delivery system

XxXili



xxxiv  Entry list

service quality

sex tourism
Seychelles

shopping

shrine

sight

sightseeing

sign

significant omission
Singapore

site

site analysis

site, sacred

sites, biblical

skiing

Slovenia

small business management
smuggling

social control

social interaction
social recreation
social relations
social situation
social tourism
socialisation

Society and Leisure/Loisir et Société
sociolinguistics
sociology

soft tourism

South Africa
souvenir

souvenir, religious
spa

space allocation
Spain

spatial interaction
special interest group
sponsored event
sport, recreational
sports tourism
staged authenticity
standardisation
statistics

stereotype
strangeness

stranger

strategic business unit
strategic marketing
strategic planning
strategy formulation

structuralism
substitution

summer cottage

sun, sand, sea and sex
sunlust

supply

survey

survey, guest
sustainable development
Sweden

Switzerland

SWOT analysis
symbolism

systems theory

Taiwan

target marketing
tax

taxi

teacher education
technology
telemarketing
television

Teoros

terrorism

testimony

Thailand
thanatourism
theme park

theory

Third World

time

time budget
timeshare

tipping

tour

tour guide

tour operator

tour wholesaler
tourism

Tourism Analysis
Tourism Economics
Tourism Management
tourism organisations
Tourism Recreation Research
tourism, secular
Tourism Society
tourism system
Tourisme

tourist



tourist as child

Tourist Review, The

tourist, recreational

tourist space

tourist trap

trade show

trading area

tradition

training

transactional analysis
transit

transportation
transportation, globalisation of
transportation pricing
travel

travel advisory

travel agency

Travel and Tourism Analyst
Travel and Tourism Research Association
travel cost method

Travel Industry Association of America
travel literature

travel writer

treaty

trekking

trend

Trinet

Tunisia

Turismo em Analise
Turizam

Turkey

turnover

typology, tourist

underdevelopment
UNESCO

unfamiliarity

uniform system of accounting
United Kingdom

United States

Entry list xxxv

urban recreation
urban tourism
US Travel Data Center

vacation

vacation hinterland
vacationscape

value added

values

Venezuela

vertical integration

video

vineyard

virtual reality

Visions in Leisure and Business
visiting friends and relatives
visitor

voluntary sector

walking tour

wanderlust

war

waste management

wayfinding

weekend

wilderness

wildland recreation

work ethic

World Bank

World Leisure and Recreation
World Recreation and Leisure Association
World Tourism Organization
World Travel and Tourism Council

World Wide Web
xenophobia

yield management
yield percentage
youth pilgrimage
youth tourism

zoning



Aborigine

Having reviewed research on the impacts of
tourism on Aboriginal communities in Australia,
Altman and Finlayson (1991) concluded that the
demands of tourism and the provision of goods
and services for tourism by Aboriginal popula-
tions are fundamentally incompatible. Aboriginal
peoples are not integrated into the dominant
Euroaustralian economy, and the business of
tourism has rigorous service encounter require-
ments, resulting in an intensity of management
performance and expectancy with which Abori-
ginal people tend not to be comfortable. How-
ever, Altman and Finlayson’s synopsis adjudged
that there are clear benefits to both the industry
and to indigenous communities from an
enhanced Aboriginal involvement in tourism,
although for the foreseeable future it envisaged
that Aboriginal participation would be largely
indirect, informal, small scale and in need of
public subvention.

Hollinshead (1996) has further explored the fit
of Aboriginal communities within the tourism
marketplace, yielding ten precepts to guide future
research and management action. These proposi-
tions emphasise the fragility of the Aboriginal
cultural and environmental ‘product’ for tourism,
stressing that no Aboriginal involvement in tourism
can meaningfully occur until the host group or
community senses (sce host and guest) that such
participation will help render it secure within its
traditional lands. These precepts also underscore
the high value Aboriginal populations place on
‘identity’, ‘community’ and ‘spirituality’ above

any desire to engage in tourism itself, however
financially rewarding that call may appear. With
regard to the external tourism industry, the latter
study sees the immediate challenge being whether
tourism can sincerely learn to project the mystical
and now agonistical numenology of particular,
differentiated Aboriginal inheritances, rather than
insipidly portraying some homogenous and objec-
tified phenomenology of those cultures. To that
end, it will have to now learn — after Pécheux
(1982)

compose them within what is decidedly the new/

to disidentify its narratives (that is,

different/oppositional ideological structures of in-
digenous cosmology).

Such genuine attempts at disidentification will
constitute a significant attempt to contest the
incremental appropriation of indigenous knowl-
edge (and culture) by mainstream industry dis-
course. That battle for reflexive perspectivity will
be a prodigious dialectical battleground in cul-
tural tourism during the twenty-first century,
and will not be limited to indigenous Australia.
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accessibility

Accessibility refers to the ease or difficulty of taking
advantage of an opportunity. The concept is
commonly used in a spatial context in regards to
the physical distance between a user and a tourism
facility, that distance being measured in a straight
line or along a route, by travel time, or by cost
measured in monetary terms, or even in the degree
of fatigue that is involved in overcoming the friction
of distance. Maps may be drawn to display
visually the travel times to a destination using
1sochrones (lines of equal travel time), with the lines
generally extending outwards along major trans-
portation corridors. However, there may be
considerable differences between accessibility as
determined by such measures and what is being
perceived by potential tourists, and they may
trade off travel time for money by substituting
faster but more expensive transportation modes.
At a regional level, statistical methods have been
used to assess the interaction of demand and
supply for a particular resource at any point to
calculate the potential, or accessibility, of that
point. This concept has been used widely in
transportation studies and marketing (Smith
1983). Changes in accessibility have major im-
plications for tourism. Thus, for example, exten-
sions of airline networks, frequency of flights and
sizes of planes have greatly increased long-haul
travel and the accessibility of distant locations.
However, improved accessibility does not always
stimulate tourism businesses. For example, Lundg-
ren (1983) has shown how improvements in road
transportation have allowed individuals to travel
farther more quickly, thereby turning overnight
into day-trip destinations and undermining the
market for small accommeodation establishments
in intermediate locations. More generally, accessi-
bility may be influenced by factors other than
proximity, for example price, membership status
and licensing regulations. Thus, even though a
potential user may be very close to an opportunity,

use may be prevented by barriers other than
distance.

See also: distance decay; gravity model
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accommodation

Accommodation is a term used to encompass the
provision of bedroom facilities on a commercial
basis within the hospitality/tourism industry. Pri-
marily it is associated with the hotel sector, and is
readily applied to properties as diverse as business
and conference hotels, resort hotels, motels
and budget hotels, guest houses and bed and
breakfast establishments. Accommodation also
embraces other forms of hespitality outlets, such
as university halls of residence, youth hostels,
residential care facilities and hospital hotel services.
The demand for accommodation has developed
in response to the rapid advances in transporta-
tion, with both business and recreational travel
expanding at a phenomenal rate throughout the
twentieth century. The demand itself is divided
into the major and distinct markets, including
business, recreation or leisure. In turn, these
and other markets may be further fragmented into
finer segments, users with differing needs, all
concerned with the determining factors of price,
location and quality. This overall demand, and
the subsequent provision of a range of accommo-
dation, emanates from the economic circumstances
of both the developed and developing countries.
When considering the accommodation sector’s
wider economic context, it is instructive to review
the dynamic relationship between economic
development and the demand for accommoda-
tion by business tourists and their companies. The



initial phase in a developing economy is dominated
by manufacturing. There will be some accommo-
dation demand as a result but it will not be high
volume, with business people only requiring a small
number of hotel rooms for very short stays.

The second phase is normally when the
service industries begin to assume greater
importance, in response to the previous economic
growth created by manufacturing industry. Service
sector companies mature into multi-unit opera-
tions, as in banking, other financial services, retail
and leisure. This second phase boosts demand for
accommodation, as a greater number of mobile
business executives travel to more sales calls,
meetings, training courses and conferences. The
third phase sees all demand for accommodation
stabilising, with any real growth being marginal,
perhaps from international markets. Firms are
now in the process of developing their own
regional networks of offices, training centres and
conference facilities. Further, with the increasing
use of technology, more and more executives are
working from home and there is less need to be
away from it on expensive business trips. In this
mature economic scenario, competition is fierce
and cost reductions, such as travel and hotel
expenses, are an important means of maintaining
profitability.

Recent statistics confirm the worldwide im-
portance of the business market, estimating that it
accounts for 38 per cent of accommodation
demand, compared with 36 per cent for tourists
and 14 per cent for conference delegates. The
remainder is made up of government officials and
visiting friends and relatives. Hotels in
appropriate locations have developed their goods
and services and product to capture the lucrative
business market, which sustains high room rates
and high profit margins. The executive requires
quality accommodation, with private bathroom
facilities, telephone and an area for working. Some
hotels are developing bedrooms which double up
as an ‘office away from the office’, including well-lit
desks, laptop computers, fax and modem plug-in
points, teletext television and access to a profes-
sionally managed business and communications
centre. Some refurbished hotels in London and
elsewhere include all the above executive facilities
plus a number of apartment-style suites, with full

accommodation 3

kitchen and dining room, twenty-four-hour room
and valet service, air conditioning, power showers
and trouser press, express laundry, personal room
safes, satellite television, CD and video with free
‘library’ service and an Internet link.

The demand for accommodation may also be of
great economic value, for instance worth over £8
billion to the UK annually. However its character-
istics and needs can be very different. The family
market tends to have a lower average expenditure
but visitors often stay for much longer than the
business traveller, and sometimes at different times
such as weekends and traditional holiday periods.
The pleasure tourist is more price-sensitive, as
visitors are paying from their own pocket and are
sensitive to economic conditions at both the point
of origin and the point of destination. Demand can
also be drastically affected by civil unrest, trans-
portation problems and terrorism. A recreational
tourist is constrained by wvacation time, by
disposable income and by a destination’s image
and reputation for such basics as weather, language
and friendliness (see also tourist, recreational).
This form of accommodation demand has been
related to the ‘push’ end ‘pull’ factors of holiday
choice (sec motivation; push—pull factors).
The ‘push’ factors are those which motivate the
tourist to travel to a specific destination, while
the ‘pull’ factors are those which positively attract a
tourist to a certain location. The quality of
accommodation and its value for money can be a
powerful ‘pull’ factor.

The accommodation needs of the pleasure and
business tourists are in some ways different.
Holiday-makers want a more relaxed environ-
ment, with the emphasis on enjoyment and
entertainment. The tourist would rather have
comfortable armchairs and sofas than a formal
work station or desk area. In-house video and
access to swimming pool and leisure activities
become important needs within, and supplemen-
tary to, the bedroom, which needs to be more of a
‘home from home’ than an ‘office away from the
office’.

The increase in the demand for leisure and for
business-oriented accommodation has been inter-
national in range and competitiveness is on a
global basis. Large international hotel chains have
expanded by acquisition and by franchising
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across Europe, the Americas and the Far East.
Many such companies have clearly segmented their
markets, providing accommodation of various
types and quality levels to ensure that a range of
prices and packages are available. This global
expansion has accelerated the impact of technology
on the reservations side of the valuable accom-
modation market. Major companies and consortia
must continuously review and update their cen-
tral reservation networks, now regularly inter-
faced with the airlines, car-hire firms, travel agents
and tour operators. It was recently estimated that
around 30 per cent of hotel rooms are now booked
via central reservations networks, that another 30
per cent are made through travel agencies, and
that only about 36 per cent of all bookings are
made directly by the client. Such trends seem
certain to continue, being gradually influenced by
Internet bookings made from home or office (see
also information technology).

Apart from advanced reservations systems and
staff, the accommodation sector consists of several
key operational departments within hotels, namely
reception, housekeeping and accounting. From
the check-in at reception, the success of the guest’s
experience is significantly determined by the
friendly and efficient service given by the accom-
modation department’s employees. Reception,
including porters and the concierge, is a focal
point of customer care and the provision of
information and guest services. The housekeeping
department has the responsibility of ensuring that
there is strict maintenance of standards of cleanli-
ness and presentation of bedrooms, bathrooms and
corridors. At the check-out end of the accommo-
dation experience, there needs to be accurate
billing and charging of guest accounts, with the
professionalism to be sure that the method of
payment is valid and that the company or personal
account is in order, with all services received
included at the agreed rate. Sales turnover must
be maximised, as the rooms division of hotels is
often the most important in terms of turnover and
profitability.

Further reading
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accounting

Accounting is the generic term applied to systems
for the quantitative description or projection of
income, wealth and their various components.
Income and wealth are related in an accounting
system as follows. Income is a flow concept, while
wealth is a stock concept; a positive flow of income
Is an increase in wealth, and a negative flow of
income (a loss) is a decrease in wealth. Income as a
flow relates to a period of time (such as a year, a
quarter or a month) and is typically depicted in a
statement of income, while wealth as a stock relates
to a point in time (normally the beginning or end of
such a period) and is depicted in a balance sheet or
statement of financial position.

Types of accounting system include national
accounts (the preserve of economic statisticians
rather than accountants, and sometimes termed
macro accounting), and the accounts of organisa-
tions in national and local government and of
private sector organisations including companies,
such as hotels, restaurants and airline (micro-
accounting). National accounts are based not on
capturing and analysing data by means of book-
keeping, but on statistical estimates (sce balance
of payments). The other types of accounts,
namely micro accounting, employ double-entry
book-keeping, but not all governmental accounts
recognise the distinction between capital and
revenue which is crucial to the depiction of income
and wealth.



Capital expenditure results in the acquisition of
long-lived assets, which are positive components of
net wealth, while revenue expenditure results in
expense, which is a negative component of net
income. Thus, with capital expenditure, cash (an
asset) is typically exchanged for some other kind of
asset, either tangible such as a hotel building or
intangible such as a legal property right; net wealth
is unaffected. By contrast, with revenue expendi-
ture cash is spent (for example, on paying salaries)
but no asset is acquired; net wealth is reduced.
Most assets are used up or otherwise lose value
over time, and this loss of value is recognised in the
accounting system as an expense and a reduction
of net wealth.

As well as acquiring long-lived assets such as
buildings or machines (sometimes called fixed
assets), organisations may purchase items for resale
or for use in production. The term stock (or
‘inventory’ in American English) is used to refer
to such items, which are included among the
organisation’s assets. Examples of stocks would
include goods purchased for resale in souvenir
shops, duty-free outlets and other forms of retail
distribution, whereas goods purchased for use in
production may include material to make up T-
shirts, wood for carving and so on. In addition, the
giving and receiving of trade credit gives rise to
accounts receivable from trade debtors and
accounts payable to trade creditors. The former
are part of the organisation’s assets (positive
components of net wealth), while the latter are
liabilities (negative components of net wealth).
Amounts borrowed by the organisation as loans
are another form of liability. The total of assets less
liabilities (the net wealth) equals the equity of the
organisation. A common problem within the
tourism industry is the operation of businesses with
high ratios of liabilities, which may result in
business failure.

The double-entry principle requires every trans-
action to be analysed according to the destination
(debit) and source (credit) of the flow of wealth
involved, and book-keeping entries are made to
reflect both debit and credit. Thus, the purchase of
an item of stock, such as wine for the cellar of a
restaurant, using trade credit requires a debit entry
to the stock account (the destination) and a credit
entry to the trade creditor’s account (the source).
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When the creditor is paid, the trade creditor’s
account is debited and the cash or bank account is
credited. Neither of these transactions affects the
total of assets less liabilities (net wealth which
corresponds to the organisation’s equity). By
contrast, when the restaurant staff’s salaries are
paid, a payroll expense account is debited and the
cash or bank account is credited. In this case, the
total of assets less liabilities is reduced by the
amount of the decrease in cash, and correspond-
ingly the organisation’s equity is reduced by the
amount of the expense.

Within a single-entry system of accounting, net
income for a period (surplus or deficit) is calculated
by deducting the total of assets less liabilities at the
beginning of the period from the total of assets less
liabilities at the end of the period. By contrast,
within a double-entry accounting system, net
mncome for a period is calculated by deducting
the total of expenses from the total of gross income
or revenue. Within such a system, the relationship
between the balance sheet and the statement of
income in double-entry terms means that a flow of
gross income or revenue (credit) is reflected in an
increase in assets or a decrease in liabilities (debit).
Likewise, expense (debit) is reflected in a decrease
in assets or an increase in liabilities (credit). Thus,
an excess of revenue over expense for a period
(positive net income) is reflected in an increase
(credit) to the organisation’s equity as well as an
increase (debit) to the total of its assets less
liabilities, while an excess of expense over revenue
(negative net income) is reflected in a decrease
(debit) to the equity as well as a decrease (credit) to
the total of assets less liabilities.

For commercial organisations, positive net
income is referred to as profit, and negative net
income as loss. Non-commercial or not-for-profit
organisations tend to use the terms ‘surplus’ and
‘deficit’. In addition to the focus on flows of wealth-
components which make up profit or loss,
accounting is concerned with the reasons for
changes in an organisation’s cash resources (cash
flows) during a period. These changes are analysed
into various categories in a periodic cash flow
statement. This is the third component, together
with the balance sheet and the statement of
income, of the organisation’s financial statements.

The cash flow of tourism-related businesses can be
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extremely important because of the seasonal nature
of this industry (see also seasonality). There may
be times of the year when business is highly active,
but others when the business may become slow or
even dormant. In order to survive, businesses
subject to such seasonal swings in trade must take
into account their cash flow projections throughout
the year. The effects of seasonality on the ability of
businesses in the tourism industry to earn enough
revenue and to control their expenses so as to make
an annual profit are similarly crucial.

Finally, for any but very small organisations, the
accounting system consists of two interlocking
subsystems: financial accounting and manage-
ment accounting. The financial statements
produced by the former are concerned with the
organisation as a whole, and are produced for the
benefit of those not involved in the management of
the organisation such as shareholders. Production
of financial accounting statements is normally
annual with interim statements being produced
either six-monthly or quarterly. The annual
financial statements may be subject to auditing.
The statements produced by management ac-
counting are concerned with sub-units within the
organisation, some of which (profit centres) may
have separately identified revenue and expenses so
that their contribution to overall profit (profit
contribution) can be calculated, while for others
(cost centres) only the expenses are separately
identified. Management accounting statements are
produced at frequent intervals, such as monthly,
and in conjunction with budgeting are an
important part of an organisation’s financial
controls. However, given the nature of the tourism
industry, many establishments are quite small and,
as such, are unlikely to involve shareholders outside
of the operators and their families.

See also: uniform system of accounting
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acculturation

Acculturation is a concept that has been closely
associated with American anthropology, but has
also been used in sociology, psychology and
elsewhere. The term gained currency in the late

nineteenth century as a way of looking at a certain
kind of culture change. Usually, it refers to the
social processes and consequent social and psycho-
logical changes that occur when peoples of
different cultures come into contact. Along with
the concept of diffusion, which refers to a people’s
acquisition of traits from another culture, it may be
contrasted with independent invention which has
been employed to indicate internally generated
sociocultural change. It should be distinguished
from assimilation, which refers to the absorption of
one group by another, and not confused with
enculturation or socialisation which are con-
cepts for the process whereby growing individuals
acquire the culture of their native group. British
anthropologists have used the concept of culture
contact to embrace roughly the same phenomena
as acculturation.

Although acculturation theoretically embraces
all cases of culture contact and the resulting
changes in all of the parties involved, like the
notion of development, it has mostly been
employed in first-hand studies of the impact of a
hegemonic Western culture on native cultures, as
in colonialism or neo-colonialism. Considering the
state of the world during the rise of Western
imperialism and its often profound effect on less-
developed natives who were the principal subjects
of anthropological studies, it is easy to see why
terms like development or the narrower notion of
acculturation came into being. Rarely does one
encounter in the literature the term being used in
the broader sense to indicate a two-way process.
Though there have been some attempts to connect
different aspects of acculturation in a systematic
way — as, for example, concerning the relationship
between cultural compatibilities and personal and
social conflict — one would be hard put to claim
that acculturation, like evolution, ever has acquired
the status of a full-blown theory. It has mostly been
employed in a descriptive way.

Perhaps the most authoritative discussion of the
concept of acculturation is to be found in the
formulation of the seminar convened by the
(American) Social Science Research Council
(1954), a group made up of psychologically
sensitive anthropologists and sociologists. This
seminar, in its ‘exploratory formulation’ envisaged

four principal facets of the phenomenon: the



evolving (autonomous) cultural systems of different
peoples who have come into contact, the contact
situation, the associated conjunctive (social) rela-
tionships involved, and the resulting processes of
sociocultural (including psychological) change. The
general causal direction, therefore, is from the first
to the fourth facets, although feedback loops would
not seem to be ruled out.

From the viewpoint of present-day anthropol-
ogy, this formulation has a number of inadequacies
that include its functionalist orientation towards
autonomous, integrated, self-regulating cultural
systems (which tends to de-emphasise fragmenta-
tion, contentiousness, and reproductive dynamics),
its failure to attend to relevant sociocultural
contexts — as in, for instance, colonialism — and
its lack of consideration of the production and
distribution of poewer in acculturative transactions.
If these inadequacies are addressed and the
necessary adjustments made, it would seem that
the concept of acculturation could continue to be a
powerful master scheme for viewing culture
contact, not only in the contemporary world but
others as well.

The investigation of tourism as a transcultural
phenomenon of many forms and aspects can
benefit from the adoption of such a scheme.
Indeed, anthropological studies of tourism, which
so far have been mostly confined to issues
associated with the impact of Western tourism on
the development of native cultures, already have
made liberal use of acculturation as well as the
concept of development. Further studies over the
entire range of touristic contact situations are
needed. Continuing work on the consequences of
tourism for tourists and their agents also can be
comprehended as a kind of reverse acculturation,
although the job of following through such
reactions back into tourism generating cultures
should be seriously considered. Finally, the study of
the production of tourism and tourists (with their
various motivations), which may be conceived of
as setting in motion the touristic acculturative
process in the first place, merits extended attention.
It would seem, therefore, that a suitably revised
view of acculturation would provide a useful
anthropologically oriented overview for cross-
cultural investigations of various aspects of tourism

achievement 7

m all of its forms from a variety of theoretical
perspectives.

Further reading

Berry, J. W. (1979) ‘Social and cultural change’, in
H.C. Triandis and R. Brislin (eds), Handbook of
Cross-Cultural Psychology, vol. 5, Boston: Allyn and
Bacon. (Acculturation seen from a psychological
point of view.)

Lindon, R. (ed.) (1940) Acculturation in Seven American
Indian Tribes, New York and London: Appleton-
Century. (A range of examples of acculturation
involving whites and Indians.)

Nash, D. (1996) Anthropology of Tourism, Oxford:
Pergamon Press. (Chapter 5 includes a discus-
sion of acculturation as a master scheme for the
anthropological study of tourism.)

Nuiiez, T. (1989) “Touristic studies in anthropolo-
gical perspective’, in V. Smith (ed.), Hosts and
Guests:  The Anthropology of Tourism, 2nd edn,
Philadelphia: University of Pennsylvania Press.
(The study of tourism in anthropology, with
some exceptions, is seen as following the same
line of development as the study of accultura-
tion.)

DENNISON NASH, USA

achievement

The motive to achieve or succeed is not limited to
work settings and has been used to understand
tourism motivation in diverse activities and
places. The formative ideas in achievement
motivation date back to early psychology writers
such as McClelland and Adler, who emphasised the
importance of social factors in understanding
human motivation. In a tourism context, achieve-
ment has been linked to concepts of mastery and
competence and has been featured in studies of
moderate risk activities such as scuba diving and
skiing.

Achievement is frequently related to a discussion
of intrinsic and extrinsic motivation. The former
refers to behaviours that individuals conduct
because these behaviours are inherently reward-
ing and satisfying. For intrinsically motivated
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behaviours, tourists care little about the social
reactions of other people. For extrinsically moti-
vated ones, reaching the goal is vital and the
success 1s fully dependent on the perceived or direct
judgement of other people. In the tourism context,
extrinsic motivation has been seen as equivalent to
achievement motivation. For example, climbing a
specific mountain might be either extrinsically
motivated (it is only worthwhile if everyone knows
the climber reaches the top) or intrinsically
motivated (it is worthwhile no matter how far
one climbs). There is some evidence that achieve-
ment motivation holds potential hazards for a
tourist, since a failure to reach a publicly
sanctioned goal may result in disappointment and
a sense of failure. Highly intrinsically motivated
individuals are less likely to be distressed if their
actions do not meet their ambitions.

There are also links between achievement
motivation and the perception of time, as people
high in the need for achievement show greater
signs of frustration and boredom as they perceive
time to pass more slowly than it actually does.
Achievement motivation measures have not been
used widely in tourism research, but may hold
some promise for individuals who are learning
new activities and who are seeking social approval
for their pursuits. Understanding the mix of
motives may also help some tourism operators
provide enough time for highly achievement
oriented individuals to reach the goals and
achieve the outcome so necessary for their
satisfaction.

Further reading

Fielding, K., Pearce, PL. and Hughes, K. (1992)
‘Climbing Ayers Rock: relating motivation, time
perception and enjoyment’, Journal of Tourism
Studies 3(2): 49-57.

Graef, R., GCsikszentmihalyi, M. and Giannino,
S.M. (1983) ‘Measuring intrinsic motivation in
everyday life’, Leisure Studies 2: 155-68.

PHILIP L. PEARCE, AUSTRALIA

acquisition see merger

ACTA Turistica

Acta Turistica is a bilingual (Croatian and English)
journal. It publishes articles resulting from
research conducted at the University of Zagreb,
as well as submissions received from outside
researchers. Its articles are aimed at academics,
students and practitioners. All submissions are
subject to editorial approval (double-blind review).
Only those not published previously may be
considered. Articles written in other languages
than English will also be considered. First
published in 1989, the journal is published twice
yearly by the University of Zagreb Faculty of
Economics (ISSN 0353-5177).

RENE BARETJE, FRANCE

action research

Action research is concerned with diagnosing a
problem in a specific context and attempting to
solve it in that frame. It has been used extensively
in social science research since the 1960s. This
research method, however, has become widely
known partly because of the supposed incompat-
ibility between the apparently separate entities of
action and research. As each has its own ideology
and procedures, when linked, action and research
appear as uneasy allies.

An apparent incompatibility between action and
research is that while research requires a clear
purpose, action is random, tentative and non-
committal. However, action research can be
systematic, although the techniques used are not
necessarily set in advance. Both qualitative
research and quantitative methods can be
used, although the former are more common. The
research process is reflexive, involving planning,
acting, observing and reflecting on data to generate
new research questions, before continuing with the
next stage of planning, acting and so on.

Action research has been employed when a
change in a social situation is sought, and
involves an investigation of the intervention and its
implications. It frequently involves different practi-
tioner groups researching their own practices. Such
groups are attempting to gain understanding of



their social practices and the contexts in which the
practices are conducted in order to improve these
practices. Most action research is small scale and
collaborative within and sometimes between prac-
titioner groups. For some researchers, collaboration
is the attraction of the research method and a key
to understanding what is under investigation.
However, defining the roles of those conducting
this form of research 1is critical, but when
collaborative action research works well it can be
an emancipating experience.

In tourism, action research can be used by
employee groups, such as travel agency staff,
airline cabin crew (see airline) or heritage
interpretation officers, to better understand their
work environment in an attempt to improve it.
Action research can also aid tourism instructors to
improve the quality of their activities.

Action research has the advantage that it is
clearly goal-driven, may provide innovative ap-
proaches to problem-solving and can be reward-
ing for participants. Although it may lack the
rigour of true scientific research, it is viewed as a
preferable alternative to more subjective and
impressionistic approaches to problem-solving.
The chief disadvantages are that far too much
data may be collected, some of which is later
rejected, the research can be very time-consuming,
the direction of the research may often appear
unclear and knowing when to stop is not easy.

Further reading

Carr, S. and Kemmis, S. (1986) Becoming Critical:
FEducation, Knowledge and Action Research, Lewes:
Falmer Press. (Contributes to the theory of
action research in an educational setting.)

Kemmis, S. and McTaggart, R. (1982) The Action
Research Planner, Geelong, Victoria: Deakin Uni-
versity Press. (Provides guidance on how to
conduct action research.)

McNift, J. (1988) Action Research: Principles and
Practice, London: Macmillan. (Comments on
both the theory and practice of action
research.)

PETER MASON, NEW ZEALAND
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activity

Activity is a general term which refers to patterns
of behaviour or movement. In the tourism
context, activities can be seen as those things done
while on vacation. In psychology, activities are
seen as specific responses to environments and as
such represent the link between what individuals
are seeking from an experience (their motives or
expectations) and what the environment allows.
Thus destinations and attractions can be seen as
offering opportunities for visitors to engage in
various activities.

There are several areas of tourism research and
management practice which are concerned with
activities. In market segmentation research, for
example, activities that visitors seek or actually
choose to participate in can be used as a basis for
distinguishing between tourist groups. Activities are
also an important component of the management
of visitors in natural environments. The recrea-
tion opportunity spectrum, for instance, is a
system for deciding on the locations of facilities and
access which allow for certain activities to be
restricted to certain areas. At the core of this system
is the proposal that visitors choose activities which
reflect their motivations or needs.

The analysis of activities has also been a
research area in environmental psychology and in
human geography. In the latter case, the most
common focus has been on the spatial locations
and distributions of activities. In tourism, this work
can be seen in studies of tourist time budgets. In
environmental psychology, researchers have con-
centrated on either understanding how environ-
ments influence activities or on how activities can
be used to define places.

Further reading

Canter, D. (1977) The Psychology of Place, London:
Architectural Press. (Discusses the central role of
activities in understanding places.)

Moscardo, G., Morrison, A.M., Pearce, PL., Lang,
C. and O’Leary, J'T. (1996) ‘Understanding
vacation destination choice through travel mo-
tivation and activities’, Journal of Vacation Market-
ing 2(2): 109-22. (Provides a review of the role of
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activities in tourism, as a link between motiva-
tion and destination choice.)

GIANNA MOSCARDO, AUSTRALIA

activity space

The activity or action space of an individual refers
to the assemblage of places in which specific
activities, such as sleeping, feeding and working
usually occur. All these places are connected by an
elaborate network of paths, along which users of
these places travel according to more or less strict
daily, weekly or seasonal routines. The activity
spaces of individuals are akin to territories, but
these overlap to varying degrees and differ
according to such variables as gender, age, race
and socioeconomic status. The concept has been
applied frequently to studies of leisure activities
(Elson 1976) and linked to the patterns of move-
ment in and the images of cities (Lynch 1960).
Husbands (1986) has shown that the evaluations
of the qualities of sites and the activity spaces of
residents of destination areas differ markedly
from those of tourists. Furthermore, the patterns
of movement and associated perceptions of place
vary greatly between visitors of different types.
Pearce (1987) reports work on Lourdes which
shows that pilgrims travelling in groups have
more confined movements than those who are
independent. Somewhat similarly, Lucas (1964)
found that visitors to a wilderness area travelling
by canoe had larger activity spaces and more
constraining definitions of wilderness than those
going by boat. Some work has been conducted, for
example by Cooper (1981), on visitor search
behaviours which helps to understand how
visitors explore destinations and how the activity
spaces of visitors in destination areas are formed.
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GEOFFREY WALL, CANADA

adaptation

When culturally diverse groups of individuals come
into contact, there will be inevitable impacts on
each others’ value system, social fabric, cultural
structure, political and economic processes. At the
social level, the outcome is usually assimilation,
acculturation, segregation or integration. At the
individuallevel, the result maybe more transitory and
assume the form of ‘passing’, exaggerated chauvin-
ism, marginality or cultural mediation. Adaptation
thus occurs at both social and individual levels.

Adaptation is often used to describe the process
of psychological reaction whereby groups or
individuals accept and adjust themselves to fit into
a novel or unfamiliar environment. The original
concept of adaptation emerged from evolutionary
selection. Cultural innovation must either adapt
or alter pre-existing traits within a culture, in
neighbouring cultural systems or in the natural
environment. The more adaptable the cultural
group is, the better the chance of its survival. As
some cultures continuously grow more adaptive and
powerful, they will tend to dominate less privileged
cultures. Such dominance may be manifested in
genocide, assimilation, segregation, imperialism
or colonialism (see colonialisation).

Although both domestic and international
tourism involve cultural exchange, the cultural
clash is more evident in the latter. According to
Valene Smith’s tourist typology (see typology,
tourist), explorers can easily adapt themselves to
local norms, but incipient mass tourists cannot
adjust to the lifestyles of the destination com-
munity. However, tourists’ levels of adaptation are



not always a concern since they are expected to
have little involvement in the core relations of the
host culture. It is the host population that must find
a way to accommodate the norms of tourists.
When the destination people impose their values
and norms on to visitors and deny the value of the
tourist culture (see culture, tourism), this is
‘exaggerated chauvinism’. This type of adaptation
is evident when the host culture is in the First
World. On the other hand, when the local
inhabitants, particularly in the Third World,
forego their traditional values and norms in return
for a perceived superior tourist culture, this type of
adaptation is called ‘passing’. Yet, host adaptation
is not always affected by ‘passing’. Rather, it often
chooses to adapt to the tourist culture in order to
derive benefits from tourism development.

Further reading

Smith, V. (1989) Hosts and Guests: The Anthropology of
Tourism, 2nd edn, Philadelphia: University of
Pennsylvania Press.

Furnham, A. and Bochem, S. (1986) Culture Shock:
Psychological Reactions to Unfamiliar Environments,
London: Routledge.

ATSUKO HASHIMOTO, CANADA

adventure tourism

Adventure tourism involves trips with the specific
purpose of exploring a new experience, often
involving perceived risk or controlled danger
associated with personal challenges, in a natural
environment or exotic setting. One can think of a
continuum of adventure tourism from ‘soft’ to
‘hard’ adventure. The ‘harder’ the choice, the
greater is the physical challenge, perceived risk and
the element of danger (see motivation; recrea-
tion; typology, tourist). The adventurer choice
of potential activities range from hiking and
walking tours to mountain climbing (see
mountaineering), whitewater racing and kayak-
ing. Today, such excursions are available for all
ages worldwide, but countries such as New
Zealand, Nepal, Kenya and Tanzania are
among popular adventure destinations.

advertisements, envy in 11

By definition, adventure tourism involves the use
of a destination’s natural resource base (see also
nature tourism). The topography and natural
features of some countries and regions are
especially well suited for this form of tourism. In
some parts of the world, such as in Nepal, there is
concern about the long-term sustainability of
adventure tourism. Another important issue is with
respect to the safety of certain activities and the
need for rigorous traiming for the staff of
adventure tour operators. This has been as the
result of the growing number of fatalities and
serious injuries that have occurred during adven-
ture tourism excursions.

Adventure tourism involves both a special
interest market segmentation and a growing
number of specialised tour operators who provide
the equipment, experienced tour guides and
itineraries. Adventure tourism is considered to
be a growth market which has been accompanied
by the development of an ever-increasing inven-
tory of adventure tours, the increased sale of
recreational equipment and the publishing of
specialised magazines and journals related to
this subject. The increasing interest in adventure
tourism has also led to the staging of specialised
adventure travel shows and exhibitions, and to the
formation of professional associations.

See also: alternative tourism; typology, tourist

Further reading

Sung, H.H., Morrison, A.M. and O’Leary, J.T.
(1997) ‘Definitions of adventure travel: concep-
tual framework for empirical application from
the providers’ perspective’, Asia Pacific Journal of
Tourism Research 1(2): 47-68. (A study of how
adventure operators define this market and its
tourists.)

ALASTAIR M. MORRISON, USA
HEIDI H. SUNG, USA

advertisements, envy in

Like other forms of advertising, tourism promo-
tion often relies on the creation of envy. Thus,
potential tourists who view a glamorous couple
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surrounded by symbols of luxury in a foreign
setting envy them to the point of wishing to
exchange places with them and, in their desire,
create self-envy. This technique is frequently
employed in hotel and resort publicity.

See also: promotion, place

GRAHAM M.S. DANN, UK

advertisements, format of

In tourism marketing, format relates principally to
the positioning, size, shape, content and structure
of advertisements appearing in newspapers and
brochures. Of these considerations, structure has
received the most attention, focusing as it does on
the appellative function of language and the
general AIDA format of advertising (capture
attention, maintain interest, create desire and get

action).

GRAHAM M.S. DANN, UK

advertising

Advertising is commercial or paid communication
using one or more media other than personal
selling, face-to-face meetings of salespersons and
customers. Media used to transmit advertising
include broadcast (such as television, radio, and
movie theatre commercials), print (newspaper and
magazine advertisements, catalogues, information
guides or brochures, and direct mail literature),
electronic (computer websites and telephone mar-
keting), signs (in-store displays, outdoor billboards),
and speciality advertising (brand names/symbols
on merchandise, premiums or free merchandise,
sky-writing and ads on blimps). Among other
objectives, advertising is used to gain customer
awareness of a product, service, brand or idea;
to increase customer knowledge about how to go
about buying and using the product or service; to
generate a positive image, as well as positive
attitudes and preferences for buying the product or
service, among customers; and to cause purchases
of the same during the current time period and in

the future by new and repeat customers (see also
marketing).

Tourism advertising may be categorised into five
types: image advertising only, image advertising
with a linkage-advertising offer, offers focused on
linkage-advertising, linkage-advertising materials,
and direct-response advertising. Image advertising
is advertising that attempts to build a three-way
assoclation among the behaviour being advertised,
one or more benefits and target market customers.
Image advertising usually includes both an illustra-
tion and ad copy to gain comprehension and
acceptance of the three-way association: the image.
Image advertising includes the headline and some
of the copy of a magazine advertisement promot-
ing, for example, leisure travel to Cyprus:

800 BCc. What is Aphrodite doing in Cyprus?
Loving it. On the Island of Cyprus, the Goddess
of Seduction is said to have emerged from the
waves at Aphrodite’s rock. Her passion was
shared with many others, including Cleopatra
and Leonardo da Vinci. Now you can share it,
too! Fly back nine millennia to a land of
sunshine, Greek temples, Roman amphitheatres,
and some of the best hotels and food in the
Mediterranean.

The above quote is actually the contents of two
full-colour photographs (published in Condé Nast
Traveler in March 1997) included in this one-third
page ad. One shows Aphrodite’s rock’, and the
other a tourist in a bathing suit on the beach facing
the rock. A primary objective of such an image ad
is to cause automatic retrieval from memory of the
three-way association ad promoting Cyprus as a
leisure destination.

After being exposed to this image message,
might Cyprus be retrieved automatically when
next time one hears or reads the name ‘Aphrodite’?
Building such automatic retrievals is a major
objective of image advertising. Achieving auto-
matic retrieval of a brand’s name when thinking
about another object or a benefit causes the brand
to be more available for thinking. Because a brand
is more likely to be purchased if a customer is
thinking about the brand versus brands not being
thought about, increases in availability in custo-
mers’ minds are often goals of advertisers (see
branding; product positioning).



The image technique with a linkage-ad offer has
the highest share of advertising expenditures in
tourism.  The Cyprus—Aphrodite—tourist image
also included a linkage offer: ‘Call...for a full-
colour brochure or visit [our website]’. The
linkage-ad is the full-colour brochure itself. The
use of image advertising coupled with the linkage
can be very effective because several objectives may
be accomplished. The image projected in the ad
helps to build awareness and positive attitude
toward the product-service, and the linkage helps
to build knowledge and skills to use in buying and
experiencing the product-service. Small-space,
classified ads are examples of advertising focused
on making offers of linkage; usually such materials
are free and are mailed to inquirers with no
charges for postage and handling. Given the high
cost per inquiry of publishing, handling and
mailing linkage-advertising, as well as the free
linkage offer, a key issue is whether or not the
revenue return resulting from the adverting is
greater than the cost. Extensive examinations of its
effectiveness are performed each year to provide
specific answers to this question.

The linkage-advertising materials can be cate-
gorised into two types: detailed information on
how to go about buying and using the tourism
product or service versus a brochure of photo-
graphs with sparse information. An example of the
first category is the information guide to Prince
Edward Island, Canada.
includes a brochure that includes date and details

Each year this guide

of festivals; the unique facilities and rates per night
of hotels, motels, bed and breakfast homes
and campgrounds; specific attractions to see and
things to do in each county and city; detailed
features of all attractions and parks in this
Canadian province; and detailed maps of alter-
native touring routes and where to stop in each of
its three counties.

Direct response advertising (see direct mar-
keting) are communications that include an offer
to sell a product or service within the ad itself. For
example, another ad, included in a one-sixth page
ad in Condé Nast Traveler (March 1997) by Hide-
aways International, says: ‘Enrol me for member-
ship at $99 per year — including my bonus (Enclose
check, MC, Visa, Discover or Am Ex number and

expiration date).” Many advertisers with products—

advertising 13

services that might be sold using direct response
versus other types have determined that the former
is less effective than using image in combination
with linkage-advertising. However, the ad by
Hideaways International may be an exception to
this rule of thumb.

Steps in the advertising process include deciding
on target customers to guide the design of the
creative message, selection of the media, choice of
specific media vehicles (which television pro-
gramme, radio stations or newspapers); selection
of an ad schedule (which months, days, hours to
run the ads and with what frequencies). Possibly
the biggest mistake in planning an advertising
campaign i3 to begin with the assumption that the
objective is to reach everyone. Such an objective
follows from believing the false proposition that a
given tourism product-service has something to
offer everybody. To build a positive image, a
product—service needs to be focused on a limited
appeal, highly desired by a given target group of
customers. Several research studies support the
proposition that a specific tourism brand must first
be retrieved from memory quickly when the
If the
ad message does not build a unique association

customer thinks about a specific benefit.

with such a desired benefit, the product-service is
unlikely to be retrieved when the customer is
thinking about buying it. Irying to appeal to
everybody weakens the likelihood that the offer is
uniquely satisfying for anyone (see market
segmentation).

Tourism related advertising is done each year by
many specific destinations. Cities, regions, coun-
ties, states, provinces and countries plan annual
advertising campaigns. Advertising is also done
each year by hotel, restaurant, transportation, and
attraction, as well as other tourism-related indus-
tries. Most of these firms do both push and pull
advertising. Push advertising includes commercial
communications directed to reach travel agents
and persons in related industries who influence
tourist choices. Pull advertising includes commer-
cial communications directed at reaching the
potential tourist. Measures of advertising effective-
ness are focused on the amount of additional
revenue generated from the advertising campaign
that would not have occurred without running the

campaign. High-quality research methods are
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available to make the assessments, but their
execution is usually expensive (see marketing
research).

Consequently, proxy measures of net profit
impact are used in most research on advertising
effectiveness. One such proxy is unaided aware-
ness, as to how much increase resulted from
running the ads that would not have occurred
without them. However, the most widely used
measures of advertising effectiveness include cost
per thousand readers or viewers exposed to the
advertisement and aided recall measures. 'This
measure equals the cost of the ad divided by the
number of thousands of persons exposed to it. The
aided recall measure is showing ads to persons,
usually to subscribers of magazines or television
viewers, after the persons had an opportunity to
read or view them, and asking if they recalled
seeing them. Aided recall has not been found to be
an accurate predictor of the influence of advertis-
ing on purchases. However, this measure has been
used for many decades. It has historical top-of-
mind-awareness as a measure of advertising
effectiveness.

Further reading

Ritchie, J.R.B. (1996) ‘Beacons of light in an
expanding universe: an assessment of the state-
of-the-art in tourism marketing/marketing re-
search’, Journal of Travel and Tourism Marketing 5(4):
49-84.

Woodside, A.G. (1990) ‘Measuring advertising
effectiveness in destination marketing strategies’,
Journal of Travel Research 29(2): 3-8.

—— (1996) Measuring the Effectiveness of Image and
Linkage Advertising, Westport, C'T: Quorum Books.
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African Travel Association

The purpose of the African Travel Association
(ATA) is to promote African destinations, particu-
larly in the North American market. Established in
1975, it is an international non-profit, non-political
industry association. A different African country
hosts its annual congresses and trade shows cach

time. Headquartered in New York, Africa Travel
News 1s one of its publications.

TURGUT VAR, USA

Agenda 21

Agenda 21 is a comprehensive program of action
adopted in June 1992 by 182 governments at the
United Nations conference on Environment and
Development, known as the Earth Summit. It
provides a blueprint for securing the sustainable
future of the planet into the twenty-first century. It
identifies issues that represent economic and ecolo-
gical disasters and presents a strategy for transition to
more sustainable development practices.

SALAH E.A. WAHAB, EGYPT

agrotourism

Agrotourism, sometimes spelled agritourism and
also often called farm tourism, refers to the
provision of touristic opportunities on working
farms. Many farms are located in attractive rural
settings which, although work environments, may
also be interesting leisure locations to urban
residents. Agrotourism implies a closer interaction
with rural landscapes and residents than the
mere viewing of scenery. Accommodation may
be provided on farms for visitors in such forms as
bed and breakfast or campsites, produce may
be sold through ‘pick-your-own’ schemes or farm
markets, blossom or other tours may be arranged
depending on location. Opportunities for active
recreations such as hiking, fishing, horseback
riding and snowmobiling may be provided depend-
ing upon the resources available. In these and other
ways, farmers can gain a supplementary income
from tourism and, if successful, this activity may
even eventually replace farming as the major
income earner of the enterprise.

Agrotourism is often viewed as a means of
stimulating the economies of declining rural areas.
However, success depends very much on access to
markets and the nature of the farm enterprise, with
mixed farms raising both animals and crops in
varied topography being usually more attractive



than monocultures. Furthermore, it has been found
that those farmers most in need of a supplementary
income are often least able to benefit from
agrotourism because they lack the necessary

capital, management and marketing skills.

Further reading

Cox, LJ. and Fox, M. (1991) ‘Agriculturally based
leisure activities’, The Journal of Tourism Studies 2:
18-27.

Davies, E.'T. and Gilbert, D.C. (1992) ‘A case study
of the development of farm tourism in Wales’,
Tourism Management 13: 56—63.

Evans, NJ. and Ilbery, B.W. (1989) ‘A conceptual
framework for investigating farm-based accom-
modation and tourism in Britain’, Journal of Rural
Studies 5: 257-66.

Telfer, D. and Wall, G. (1996) ‘Linkages between
tourism and food production’, Annals of Tourism
Research 23(3): 635-53.

Weaver, D.B. and Fennell, D.A. (1997) ‘The
vacation farm sector in Saskatchewan: a profile
of operations’, Tourism Management 18: 357-65.

GEOFFREY WALL, CANADA

AIDS

An estimated 17 million people (according to the
World Health Organisation in 1995) suffer from
Acquired Immunodeficiency Syndrome (AIDS),
mainly transmitted through unprotected sexual
intercourse. Increased risk behaviour on vacation
has led to various assessments of infections during
international tourism, though no reliable
global estimates of tourists’ AIDS acquisition
abroad are available. Some countries have adopted
AIDS-related entry restrictions and some have
legislated against sex tourism.

PETER GRABOWSKI, UK

Air Transport Association of
America

The means of travel from one destination to
another has changed drastically over the past one
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hundred years and continues to change at an
increasing rate. Technology, advances in commu-
nication, ease of travel and market demand have
increased the volume of air transportation, cargo
and passengers alike. Nine out of ten commercial
travellers (buses, trains, ships and planes) use air
transportation within the United States, and 95 per
cent do so to go abroad. As the airline industry or
sector has grown and evolved, so has the influence
and involvement of special interest groups and
governmental bodies, which have varying agendas.
Some airline carriers have joined forces to meet the
needs and challenges of these outside influences
and involvements. One such organisation is Air
Transport Association of America (ATAA).

The Association was founded in 1936 with its
primary mission to, according to the association,
‘help stabilise a fledgling industry through govern-
ment regulation of routes and rates’. As this sector
has modified and changed over the years, so has
the mission of ATAA, which is to support its
member carriers by promoting safety, cost effec-
tiveness and technological advances. The associa-
tion currently has twenty-two members, as well as
three non-USA air carriers.

As the demand for air travel continues to grow
throughout the world, a greater emphasis will be
placed on airline carriers to be more efficient and
effective. Those carriers which can co-operate with
one another will have a competitive advantage.
ATAA provides its members a venue to develop co-
operative efforts to fulfil the demands of govern-
mental agencies, special interest groups and
consumers. The headquarters of the ATAA is
located in Washington, DC.

RUSSELL R. CURRIE, CANADA

air travel demand se¢ demand, air travel

aircraft, supersonic

A supersonic aircraft is one capable of flying faster
than the speed of sound. For example, within the
world of commercial aviation, the Concorde
carries 100 passengers and a crew of nine at a
cruising speed of 2,170 kilometres per hour, or
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1,350 miles per hour. By comparison, a Boeing 747
jumbo jet’ cruises at 1,015 kmh.

ANTHONY G. SHEPPARD, USA

airline deregulation see deregulation, airline

airline distribution systems

Airline distribution systems are the means by which
airlines make their flight capacity available to
customers for purchase. Airlines tend to use a
variety of distribution channels to reach customers,
often a mixture of both direct and indirect means.
The latter methods involve the use of intermedi-
aries such as retail travel agents (see travel
agencies) or tour operators. Some airlines use
direct distribution channels without any intermedi-
ary organisations. The role of the travel agent has
traditionally been important in airline distribution
systems, although this appears to be changing.

More direct means of distributing airline
products have assumed significance also and
include bookings by telephone (often a toll-free
number) or online. Airline distribution systems
which exploit technology have been evolving
rapidly. Computer reservation systems, inter-
active kiosks and the Intermet are examples of
these. This is a dynamic field of activity and further
developments are likely.

Some airline seats are sold as part of an air
inclusive package tour, with tour wholesalers
such as tour operators combining the different
components of these packages. Airlines can per-
form the wholesaling function themselves, and
many do so today This is particularly true in
countries such as the United States where the
domestic market is deregulated. Airlines may also
own their own retail travel outlets, although many
do not.

The importance of travel agencies as a system
used to distribute airline capacity varies among
countries. Their role is to act as an intermediary
between the airlines, wholesalers and consumers.
Commission is paid by the airline or wholesaler for
the service that they offer. Travel agents usually
employ some form of computer system due to the

complexities of meeting consumer needs when
making bookings on their behalf. Some act as
consolidators, distributing scheduled and flight-
only charter seats for airlines. The latter will often
have some form of affiliation with the other
organisations in their chain of distribution.
Viewdata is a generic term used to describe
information systems that previously dominated
the leisure travel agency network in some
countries. These early systems used telephone
lines to transmit data among channel members.
Computer reservation systems and more recently
the Internet have advantages over prior commu-
nication systems, although they are more con-
troversial since they can bypass travel agents in

some instances.

Further reading

Poon, A. (1993) Tourism, Technology and Competitive
Strategies, Oxford: CAB International. (Provides
an overview of the different stages in the
development of CRS and major issues surround-
ing them, especially Chapter 7, pp. 172-94.)

LESLEY PENDER, UK

Airline Reporting Corporation

The purpose of the Airline Reporting Corporation
(ARC) is to provide a method of approving
authorised agency locations for the sale of
transportation and cost effective procedures for
processing records and funds of such sales to
carrier customers. The process provides a combi-
nation of fixed reporting requirements, for ease of
record keeping, with variation of payment terms
for competitive purpose. The Industry Agents’
Handbook, provides, among other things, the basic
ticketing and reporting requirements for over
47,000 ARC-approved travel agency locations
to report and settle ticketing transactions with the
carrier participants by means of ARC Standard
Ticket and Area Settlement Plan. ARC is located
in Arlington, Virginia in the United States.

TURGUT VAR, USA
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Airlines (air carriers) provide commercial trans-
portation linking numerous origins and destina-
tions worldwide on both domestic and
international routes. Airlines are owned in either
the private or public sectors. In the United States
airlines have always been privately owned, while in
most countries airlines developed under govern-
ment ownership. For those with government own-
ership, generally only one airline of that country
provides international service. Recently there has
been a movement toward deregulation of the
airline industry, domestically and internationally.

A number of different types of airlines provide
service. One way of classification is by what is
transported: passengers only, cargo only, or both
passengers and cargo. The latter type predomi-
nates in both domestic and international transpor-
tation, especially for wide-body aircraft service.
Some airlines such as Korean Airlines and North-
west Airlines carry substantial amounts of cargo in
addition to passengers.

Because airlines often operate in competitive
environments, certain managerial functions are
significant. Marketing receives considerable
attention due to the need to convince potential
passengers to fly on a particular airline. This can be
a difficult task, since the basic airline product is
generally homogeneous. Airlines often differentiate
themselves from competition through such ele-
ments as in-flight services, schedules, points served
and frequent flyer programmes.

Operations is another major managerial func-
tion of an airline. In its simplest form, operations is
the provision of the basic service of transporting
passengers between two airports. Operations,
however, 1s much more complex and includes
other elements of service. The primary operating
areas are flight operations, terminal operations,
and maintenance and repair. Flight operations
includes the activities of cockpit and cabin crews,
along with in-flight service. Terminal operations
includes services such as ticketing, check-in and
baggage handling. Maintenance and repair sup-
ports the overall operations of the airline and its
equipment.

A number of significant changes are taking place
which affect airlines. Among the foremost is
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deregulation of the industry, with many govern-
ment-owned airlines such as British Airways and
Japan Airlines having been privatised. The increas-
ing use of code sharing and alliances amongst
airlines has changed industry competition. Man-
agers and others adapt to these changes or risk
failure of the airline.

Further reading

Guillebaud, D. and Bond, R. (1997) ‘Surviving the
customer’, Aurline Business March: 54ff. (Discusses
some important airline strategies.)

Hanlon, J.P. (1996) Global Airlines: Competition in
a Transnational Industry, Oxford: Butterworth-
Heinemann. (An overview of the current and

emerging airline industry.)

FREDRICK M. COLLISON, USA

airport hotels se hotel, airport

airport

Airports are a key link between airlines, tourists
and travel destinations. While vast attention has
recently been given to airline services and growing
air travel demand (sec demand, air travel),
airports received little attention despite their
importance. Carriers, travellers and airport autho-
rities now realise that more attention should be
paid to the subject, especially for airport conges-
tion.

Technology has much to do with congestion,
particularly with the introduction of wide-body
aircraft. Airports built to accommodate narrow-
body aircraft could not easily accommodate the
larger wide-body jets, which forced airport plan-
ners to rethink, rebuild and refinance airport
facilities. Today’s aircraft have greater range and
larger carrying capacity and require longer
runways, necessitating additional land and reconfi-
gured airport buildings.

Deregulation contributed to congestion, with
many carriers adopting hub-and-spoke route
structures. These route systems reduce costs

and enhance revenue by increasing dominance at
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the hub airport, but expand demand for facilities,
approaches, and take-off and landing slots. In-
creased service offerings and lower prices brought
about by deregulation increased demand for travel,
and such demand funnelled through hub airports
worsened airport congestion.

Proposed solutions are as numerous as the
problems. Some countries plan to build new
facilities to deal with causes of congestion and to
realise future opportunities. This strategy requires
vast amounts of land and capital resources which
are not always available. Airports in this position
may only be able to expand existing facilities. Both
of these strategies are especially evident in Asia. For
many hub airports, such as traditional gateway
airports in the United States and Europe, even
modest physical expansion is impossible. In
response, airports generally have developed alloca-
tion mechanisms for take-off and landing slots.
Given the projected growth of air travel into the
next century, these are stopgap measures at best.

Further reading

Doganis, R. (1992) The Airport Business, London:
Routledge. (A basic text on airport management
and operations, especially the overview of
airports in Chapter One and management issues
in Chapter Two.)

Golaszewski, R. (1992) ‘Aviation infrastructure: a
time for perestroika?’, Logistics and Transportation
Review 28(1): 75-101. (Examines the provision of
airports and air traffic control in the USA, the
funding of these systems, and potential changes
in governance, pricing, and allocation methods.)

Saunders, L.}, and Shepperd, W.G. (1993) Airlines:
setting constraints on hub dominance’, Logistics
and Transportation Review 29(3): 201-20. (Focuses
on the relationship between hub dominance and
airline pricing and suggests that limiting hub
dominance might improve air system efficiency.)

KEVIN BOBERG, USA

alcohol

Alcohol is a chemical compound consisting of
carbon, hydrogen and oxygen atoms. It is pro-

duced when a liquid containing sugar is fermented
and/or distilled. Depending on the type of
alcoholic beverage, there are different ingredients
used.

Beer is usually brewed from malted barley,
although corn and rye have been used to make
beer. It is then mixed with yeast and flavoured with
hops. The term ‘beer’ includes lager (a clear, light-
bodied, refreshing beer), ale (fuller-bodied and
more bitter than lager), stout (a dark ale with a
sweet, strong, malt flavour) and pilsner (a term
which means that the beer is made in the style of
the famous beer brewed in Pilsner, Bohemia). The
alcoholic content of beer ranges from 4 per cent to
about 16 per cent by volume.

Wine is made from fermented grape juice, but
other fruits have been used to produce wines.
Wines can be categorised into four main groups.
Still wines can be dry, semi-sweet or sweet, and
may be red, white or rosé. Sparkling wines have
added carbon dioxide, making them bubbly.
Champagnes are fermented in the bottle with
champagne yeast. Fortified wines have been
enhanced in flavour and texture by the addition
of brandy or other liquor. Examples include sherry
and port. Aromatic wines are wines flavoured with
herbs or spices (an example is vermouth).

Liquor, also known as spirit, is an alcoholic
beverage made from grains or plants that have
been fermented and later distilled. These beverages
are noticeably higher in alcohol content, averaging
40 per cent, or 80 proof, although some liquors can
have as much as 151 per cent alcohol content. The
most common grains used are corn, rye and barley.
Such beverages made from these ingredients
include Scotch whisky, bourbon, malt liquor and
gin. Other popular beverages are vodka, which is
made from grains; rum, which is made from
fermented sugarcane juice or molasses; cognac,
which is distilled from wine and aged in wood; and
tequila, which is made from the fermented and
distilled sap of the agave plant.

Alcohol has been a part of tourism for centuries,
being enjoyed by some as part of a social setting
where adults can relax and enjoy each other’s
company. Tourists frequently partake of local
beverages, and vineyards are now popular

attractions.



See also: drinking; licensing

Further reading

Katsigris, C. and Porter, M. (1991) The Bar and
Beverage Book, New York: Wiley. (Provides an
overview of bars and beverages.)

Lipinski, R. and Lipinski, K. (1989) Professional
Guide to Alcoholic Beverages, New York: Van
Nostrand Reinhold. (Discusses storing, serving,
and selling wines, beers and spirits.)

JOHN R. WALKER, USA

alienation

Alienation is the sense of estrangement from a
situation, society, group or culture. It is the feeling
or state of uninvolvement, of literally being an
alien. In other words, it suggests the sense of not
belonging.

Although use of the term can be traced back to
classical philosophy, its modern usage is most
closely associated with sociology and the work
of Karl Marx (1818-83). According to Marx, the
advent of the Industrial Revolution, capitalism and
the ensuing division of labour and ‘relations of
production’ between the workers and the capitalists
(the owners of production systems) resulted in
people becoming increasingly alienated from the
society in which they lived and worked. Continuing
economic and technological advance, particularly
in transport and communications, has done little to
reverse this trend and, for many, alienation is a
defining characteristic of modern societies. That s,
their people are believed to suffer from a feeling of
isolation, placelessness, powerlessness and
meaninglessness (sec anomie).

However, tourism provides the opportunity to
escape, albeit temporarily, from this alienated
condition, and it is thus within the sphere of
motivation that the concept of alienation is of
most relevance to tourism. For example, Cohen’s
(1979) phenomenology of tourist experiences is
based upon the notion that people experience
varying degrees of alienation within their home
environment (see continuum models). Those

who are more alienated, whose spiritual centre lies
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‘out there’, are more disposed to seek out tourism
experiences that will embellish or add meaning to
their lives than those less alienated tourists who
seek more recreational experiences. In a similar
vein, MacCannell suggests that all people experi-
ence alienation in modern societies and tourists
are, in effect, modern day pilgrims secking reality
or authenticity in other times and places. In this
latter sense, tourism can also be considered a form
of time travel. Thus, the increasing popularity of
heritage tourism is also linked to alienation in as
much as the desire to visit historic sites may be
motivated by the nostalgic yearning (see nostal-
gia) for a premodern (implicitly, non-alienated)
era.

References

Cohen, E. (1979) A Phenomenology of Tourist
Experiences’, Sociology 13: 179-201.

Further reading

MacCannell, D. (1989) The Tourist: A New Theory of
the Leisure Class, 2nd edn, New York: Schocken
Books.

Sharpley, R. (1994) Tourism, Tourists and Sociely,
Huntingdon: Elm Publications.

RICHARD SHARPLEY, UK

allocentric

Stanley Plog proposed that travellers could be
classified along a single travel confidence dimen-
sion which resulted in three major categories;
allocentrics, midcentrics and psychocentrics. Allo-
centrics are confident, enthusiastic, internationally
oriented travellers. The scheme was popularised by
being widely reported in tourism textbooks, but its
continuing usefulness is questionable due to its
simple unidimensional nature, lack of measure-
ment details and its dominant North American
focus.

See also: motivation

PHILIP L. PEARCE, AUSTRALIA
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alternative tourism

The concept and term ‘alternative tourism’ was
particularly fashionable during the 1970s and
1980s, when criticism of the excesses of mass
tourism culminated (see critics). Affecting a
wide variety of fields, alternative tourism became
part of a broader movement searching for active
and innovative solutions to replace a situation
considered intolerable and with dangerous impli-
cations for the future. The nature of this reaction is
at the same time ethical, ideological and political;
the concept is clearly a rejection of existing ideas,
which are deemed inadequate and obsolete.

The difficulty encountered in defining ‘alter-
native’ tourism stems from the numerous meanings
of this term which is both ambitious and vague. As
an examination of various World Tourism
Organization publications would reveal, it is
frequently confused with adjectives of a similar
meaning, such as integrated, adapted, controlled,
endogenous, responsible, authentic, equitable, con-
vivial and participative, with the list being
constantly extended depending on its semantic
form. The term ‘alternative’ is the largest and most
encompassing of these concepts, each correspond-
ing to the search for new aims in diverse fields but
converging in their desire to stop an uncontrollable
development of tourism. This form of tourism, it
is argued, comes with dubious consequences,
including overpopulated and inundated resorts
and social problems, with tourists confined to
their golden ghettos and locals to their impover-
ished conditions.

The search for a substitute to the traditional
model and its consequences encompasses six main
areas which constitute the criteria for alternative
tourism. The first concerns the inspiration which
leads to a decision and realisation of the holiday. It
can be considered alternative when it follows a
search for originality instead of choosing present
practices, which could lead to a wide range of
outdoor activities, both sporting and cultural. In
many cases, this search can prove to be elitist and
expensive, like the luxury holidays which shun the
crammed, conventional resorts; on the other hand
this also appeals to young adventurous travellers
with limited financial means but with a desire to

stray from the beaten track of commercial tourism
(see youth tourism).

The second criterion concerns the pioneers of
alternative holidays, especially those who refuse to
assimilate with ordinary tourists through a desire to
be different, and those who because of lack of
money cannot access the more expensive amenities
and resorts. This also includes the followers of
social tourism, the backpackers and the wealthy
devotees of organised, long-distance holidays of
discovery and adventure, as well as enthusiasts of
ethno-tourism and ecotourism. In this way,
alternative tourism contributes to the continuing
process of market and product segmentation
which characterises modern tourism.

The destination of the holiday and the
location chosen by tourists form additional criteria
for differentiation. This same desire to be
different leads people to choose new destinations,
described in tourism advertisements as exotic,
pioneering, undiscovered, new, unexplored or
primitive. For as long as the signposted route and
the most visited places (towns, developed resorts)
remain part of the international tourism
network, they will be carefully avoided and
bypassed, to the benefit of protected regions and
deeply rural areas which in theory offer a more
authentic experience (see authenticity), preser-
ving traditions which elsewhere are in danger of
disappearing forever. In general, these destinations,
once deemed a far cry from the standard tour and
only visited by ‘alternative’ tourists, are eventually
discovered by mass tourism and moulded into the
image of the developed resorts.

Alternative tourism is distinguished by the most
original forms of welcome, echoing the principles
which define it and the chosen style of the tourism
development. It can be either a specific type of
accommodation (usually, one of the various
types of local housing or ecological lodgings) or
the adaptation of a classic formula (such as
family hotels, chalets, lodges and camps, as well as
holiday villages and furnished houses) where
appropriate. Alternative tourism can also be
defined by the specialised tour operators who
function in this sector with specific objectives.
Depending on the country and product offered,
this includes either non-profit organisations or
travel agencies and tour operators whose



‘alternative’ philosophy can be expressed in such
terms as ecological preservation of emergy and
water, the recycling of used water and waste,
subsidised transport and accommodation to en-
courage a wide clientele, training and employ-
ment of specialised guides for environmental
exploration, and the like.

Finally, the uniqueness of alternative tourism lies
in the nature and quality of the relationship it has
with the local environment. The term should be
reserved for progressive developments which are
planned, controlled and expanded by the local
community, and which, in fair partnership
with future developers, will remain respectful of
natural and human ecosystems and economical in
their use of essential resources. In this way,
alternative tourism embraces the principles of
lasting and sustainable development and its
principle commercial manifestation, ecotourism.

Further reading

Cazes, G. (1989) ‘Alternative tourism: reflections on
an ambiguous concept’, Towards Appropriate Tour-
wsm: The Case of Developing Countries, London: Peter
Lang, 117-26.

Cohen, E. (1989) ‘Alternative tourism: a critique’,
in H.L. Theuns and EM. Ter Ver Singh (eds),
Towards Appropriate Tourism: The Case of Developing
Countries, London: Peter Lang, 127-42.

Lanfant, MLE,, Allcock, J.B. and Brunner, E. (1995)
International Tourism: Identity and Change, London:
Sage.

Pearce, D. (1989) Tourist Development, London and
New York: Longman.

Theuns, H.L. and Ter Vir Singh, FM. (1989)
Towards Appropriate Tourism: The Case of Developing

Countries, London: Peter Lang

GEORGES CAZES, FRANCE

amenity, user-oriented

Destinations located in proximity to population
concentrations are user-oriented. Providers of
tourism goods and services attempt to maximise
the delivery of leisure amenities by positioning their
facilities at accessible locations within short dis-
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tances or travel times of potential markets. Hotels
and motels, and restaurants and entertainment

venues in resorts strive to minimise travel costs.

LISLE S. MITCHELL, USA

American Hotel and Motel
Association

The American Hotel and Motel Association
(AHMA) is a trade association representing the
$72 billion lodging industry in the United States.
It was founded in Chicago in 1910. It is a
federation of hotel and motel associations with
headquarters in Washington DC, with associations
in all fifty states, the District of Columbia, Puerto
Rico and the US Virgin Islands.

AHMA represents over 10,000 individual hotels,
motels, resorts, comprising 1.4 million transient
rooms. Membership is also open to professional
and academic personnel. The association has over
forty committees that provide leadership and
guidance in developing programmes and activities
to its members. Members receive Register (the
official newsletter), unlimited access to the AHMA
information centre, Lodging magazine and other
services. The association organises conventions and
workshops across the United States.

The American Hotel Association Directory
Corporation, a subsidiary of AHMA, publishes
Lodging and the Directory of Hotel and Motel Companies.
Its Educational Institute, another subsidiary, sup-
ports educational and institutional research for the
lodging industry. Founded in 1952 as a non-profit
educational foundation, it is the largest source of
quality training and educational materials for the
industry.

MARYAM KHAN, USA

American Society of Travel
Agents

An increase in demand for accessibility to
destinations throughout the world has forced
travel-related businesses to overcome or remove
such barrier is

barriers to tourism. One
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‘reliability’ in service delivery. Continuity among
service providers fosters ‘assurances’ that tourism
experiences will take place as planned. This in
turn decreases apprehension toward tourism,
making it more likeable and less arduous both
physically and emotionally for individuals. In
response to a need by tourists, businesses are
now working together and forming partner-
ships for the provision of tourism-related ser-
vices. The American Society of Travel Agents
(ASTA) is one such organisation.

The society was founded in 1931 as the
American Steamship and Tourist Agents Associa-
tion. ASTAs mission is to enhance the profes-
sionalism of its members worldwide through
effective representation in business and govern-
ment affairs, education and training and by
identifying and responding to the needs of the
travelling public. ASTA claims to be the largest
travel trade organisation in the world. The
society 1s comprised of 28,600 members in 168
countries, although the majority are USA-based
members.

Its membership is divided into two categories,
active and allied. The former are travel agencies
and the other suppliers and providers of tourism
products. The typical active member of ASTA
has 58 per cent of its business in leisure and 42
per cent in commercial travel sales. To provide
cohesiveness and reliable service from one business
to another, members must operate and abide by a
code of ethics, which in turn is monitored by the
association.

ASTA provides a number of services to its
members and the public at large. The society
convenes several meetings and conferences per
year in addition to trade shows. In the form of
bursaries and scholarships, about $50,000 is made
available to students of tourism and academic
researchers each year. Support services provide
members with access to legal and industry affairs
information.

As the number of individuals who travel
continues to grow, a greater demand will be
placed on the tourism industry for the uniformity
and reliability of related services. ASTA and its
member agencies have taken steps to respond to
this demand. The society updates members and the

public on scam operations, and provides resources
and travel tips information.

RUSSELL R. CURRIE, CANADA

amusement park see theme park

Anatolia

Anatolia: An  International Journal of Tourism and
Hospitality Research, was published in Turkish from
its launch in 1990, but switched to English in 1998.
Its overall mission is to provide an outlet for studies
which make a significant contribution to the
understanding, practice and education of tourism
and hespitality. Through its update on Medi-
terranean tourism, Anatolia also aims to heighten
awareness of the region as a significant player in
tourism. Submissions are reviewed by a double-
blind review system. The journal is published
quarterly by Nazmi Kozak (ISSN 1300—4220).

RENE BARET]JE, FRANCE

animation

Animation is a form of care for guests or tourists
with the aim of fostering their behaviour and
consequently enticing enthusiasm for certain
touristic activities in order to promote specific
experiences. Tourist and cultural institutions in-
creasingly interpret animation as a form of
communicative leisure work with the objective to
free up tourists from their homebound or frequent
passivity, to create more intensive sensitivity for
new forms of experience and to even facilitate joint
adventures, leading to customer satisfaction.

HARALD PECHLANER, AUSTRIA

Annals of Tourism Research

Annals of Tourism Research is a social sciences journal
focusing upon the academic perspectives on
tourism. While striving for a balance of theory
and application, Annals is ultimately dedicated to



developing conceptual constructs. To perform its
role in the development of a theoretically inte-
grated and methodologically enriched multidisci-
plinary body of knowledge, Annals publishes
manuscripts dealing with various aspects of the
tourism phenomenon. All manuscripts are refereed
anonymously (double blind) by at least three
reviewers from different disciplines. It regularly
publishes full-length articles (abstracts in English
and French), research notes and reports, comments
and reviews. First published in 1973, the journal is
published quarterly by Pergamon Press (ISSN
0160-7383).

RENE BARET]JE, FRANCE

anomie

Anomie is a state of normlessness, powerlessness
and meaninglessness that pervades society, in
contrast to its effects on personality. It was
identified by the French sociologist Emile Dur-
kheim as leading in extreme cases to suicide. In
tourism research, anomie has been linked to
motivation, particularly among people whose
dearth of interpersonal contacts in the home
environment, such as the elderly, encourages them
to look for a sense of belonging elsewhere. It may
also be experienced by the relatively privileged who
do not perceive the need to seek enhanced status
through tourism (via ‘trip dropping’, mixing with
the rich and famous and so on), but who instead
gain satisfaction from well-tried solutions (repeat
vacationers) (see prestige).

Anomie is a push factor since it is found in the
home setting (sec push—pull factors), although
pull factors of the destination can be promoted
as appealing to those who lack adequate commu-
nication in their monotonous lives. Hence the
popularity of group pursuits (such as dancing,
bingo or coach tours) which emphasise the
communitarian aspects of touristic encounters,
and of activities which are presented as timeless
alternatives to the dull nine-to-five routine of the
factory or office.

However, anomie should not be confused with
alienation. The latter, attributed to Karl Marx,
refers to the estrangement undergone at the
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individual level through relationships based on
forced labour. Here, a feeling of exploitation
derives from loss of creativity in the workplace,
thus rendering workers alienated from the product,
themselves, their species being, their colleagues and
the owners of the means of production. Where the
concept of strangeness is used in devising tourist
typologies, it is connected with the theorising of
Georg Simmel rather than that of Karl Marx (see
also typology, tourist).

Further reading

Dann, G. (1977) Anomie, ego-enhancement and
tourism’, Annals of Tourism Research 4: 184—94.
Durkheim, E. (1970) Suicide: A Study in Sociology,
trans. J. Spaulding and G. Simpson, London:

Routledge and Kegan Paul.

GRAHAM M.S. DANN, UK

Antarctic tourism

All touristic activities in Antarctica other than
those directly associated with scientific research
and the normal operations of government bases
are referred to as Antarctic tourism. This ‘new’
destination receives over 10,000 visitors per
annum, 90 per cent of whom arrive by sea.
Because of the extreme climatic conditions,
Antarctic tourism is highly seasonal (sec season-
ality) and relatively expensive with safety and
environmental issues being major management
concerns. This development, similar to that of
Arctic tourism, is now receiving serious scholarly

attention.

C. MICHAEL HALL, NEW ZEALAND

anthropology

Anthropology, a broad based discipline that studies
humankind in all places and times, can be
subdivided into physical, archacological (see
archaeology), linguistic and sociocultural fields.
If the focus is on anthropology in tourism, aspects
of tourism sights, sites, behaviours and
relationships may be examined and understood
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from the applicable purview of all these fields.
However, almost all anthropological research of
tourism is by sociocultural anthropologists.

A review of the literature encompasses a variety
of sources on the subject, written and used by social
sclentists in a range of disciplines. Major works
documenting a new academic interest in the
anthropology of tourism were published in the
1970s. A special issue of Annals of Tourism
Research published in 1983, and entries on
tourism in the Annual Review of Sociology and Annual
Review of Anthropology, published in 1984 and 1989
respectively, marked this emerging field. The
applied and interpretative questions have led to
such research themes as tourism political econ-
omy, social change and semiotics. lollowing
general trends in anthropology since the 1970s,
tourism studies have moved away from a unilineal
progress-oriented perspective on tourism develop-
ment as modernisation toward postmodern con-
cepts of globalisation and hyperrreality (see
postmodernism).

Focus on the tourist has led to analyses of
motivation as a search for structure and meaning
in modern and postmodern times. There is some
general agreement that a tourist can be defined as
a person who uses leisure time to voluntarily visit
away from home for the purpose of experiencing
change. While most accept these characteristics in
common, many scholars argue that there is no
generic tourist. Rather, types of tourist can be
understood and classified by a range of motivations
linked to social and cultural factors. Theories of
tourist motivation have ranged from pilgrimage
to play to imperialism. Regional histories of
tourism vary significantly from religiously inspired
travel to elite educational experiences that over
time may have been democratised into mass
tourism, domestic tourism and interna-
tional tourism. The consumption of culture as
ideas and artefacts (see souvenirs), marketed as
myths and commodities to tourists seeking
authenticity, is a major topic of study in neo-
Marxist and semiotic analyses.

The producers of these commodities and
services and inhabitants of destinations, labelled
variously as hosts (in opposition to guests, see
hosts and guests) are also a major subject of
investigation. These studies range from functional

descriptions to designs for development. Tourism
has often been perceived by researchers as a form
of imperialism, a negative force that is inflicted by
elite metropoles on poor populations. Documented
tourism impacts include ghettoisation (sce ghetto)
of locals into low-status jobs (sce employment)
and denigration of the local environment, social
system and cultural heritage. Prostitution for sex
tourism is a global example. However with local
control, tourism can provide positive local change
in rural and urban settings. A more moderate
perspective on the possible impacts of tourism
uses concepts such as alternative tourism and
sustainable development. Local producers can
have positive links with tourists, intranational
institutions, international agencies, transnational
tourism industry and anthropologists/academi-
cians. These applied political economy studies
search for more equitable distribution of the
rewards and costs of tourism. Its potential in
promoting the cultural survival of indigenous
peoples living in protected regions and parks is a
topic of particular concern for anthropologists
working in these communities.

Ciriteria of difference, including gender, sexu-
ality, race, ethnicity, nationality, age and local
versus tourist create the stereotypes, hierarchies
and relationships basic to tourism production and
consumption. Longitudinal ethnographies docu-
menting social change in industry, institutions and
communities, multidisciplinary research and the
emic studies of tourism are providing data for
theorists. Ethnographies that detail specific situa-
tions are being used to construct an ethnology of
tourism for cross-cultural comparisons on a wide
range of variables. As the anthropology of tourism
engages a variety of theoretical paradigms includ-
ing feminism, critical theory and political
ecology, significant understandings of this phenom-
enon will emerge.

Social scientists in other disciplines including
geography and economics began studying
tourism impacts before anthropologists took note.
There is regional variation in the practice and
acceptance of the anthropology of tourism within
the discipline. Anthropology departments in the
United States are significantly less engaged with
the topic, despite the fact that a number of the
primary figures in the anthropology of tourism



since the 1970s have been from this country.
Anthropology of tourism programmes are well
established in some European and Asia-Pacific
academies.

Anthropologists have long worked with peoples
situated in what has been labelled the Third
World and Fourth World, but they often did
not incorporate the tourism activities they
witnessed into their research. A good deal of
rumination about why this may have been points
to issues of the identification of anthropologists in
the field as tourists, their discomfort in recognising
that tourists conduct business with ‘their’ exotic
people (sec exoticism), and the perception of
some Western anthropologists that tourism is a
frivolous subject. Despite the pervasive nature of
global tourism, its environmental impact, socio-
cultural impact and economic impact, not all
anthropologists consider tourism a worthy topic of
investigation.

What may be a very thin line between the
perceived knowledge of a ludic tourist and a
playful anthropologist is a topic that some scholars
contest and others celebrate as reflections of gaze.
Links of local knowledge systems to the global
political economy and concepts of authenti-
city of experience lead to questions about
whether the ‘Other’ is for real, and in whose
terms. The anthropology of tourism needs to
grapple with these questions, and other complex
topics about tourism and the movement and
displacement of peoples, the re-creation of local,
ethnic and national identities, and the legitimisa-
tion of cultural forms and ideas in a world shaped
by globalisation and balkanisation. Tourism em-
bodies globalising and localising forces in the
transnational marketing (see multinational
firm) of specific places and peoples.

Anthropology in tourism encompasses the
markers of sameness and difference of human
populations that tourists consume. Knowledge of
ethnic customs, local heritage, the production of
tradition in response to modernity, the history of
human settlement, arts, dance, theatre, music,
rituals, language, environmental adaptation,
social norms and population movement are some
of the themes that draw tourists to specific sites.
Local arts and handicrafts produced for souvenirs
may be simplified, mass-produced simulacra, or
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new expressions of a cultural aesthetic. Heritage
sites may be restorations of actual buildings and
landscape, while cultural theme parks like
Disney’s Epcot Centre are constructed samplers.

Archacological research provides information
and artefacts that may become the basis of tourism
attractions. Tourists visit reconstructed sites, from
Mesa Verde to Williamsburg in the United States
to Chichén Itza in Mexico, to name just a few
examples. They are drawn there often by popu-
larised cultural anthropology and archaeology
accounts. Museums around the world display the
artefacts of past cultures obtained through archae-
ological research. Replica sites, such as the Lascaux
cave paintings in Irance, are another way of
presenting past cultures while protecting the actual
site.

Physical anthropology research also provides
information used in tourism attractions. Early
hominid sites, museum displays and interpreta-
tive primate exhibits link humankind to their
ancestors. Research vacations, where volunteers
work with sociocultural anthropologists, physical
anthropologists and archaeologists to help collect
data, is another aspect of anthropology in tourism.
Linguistic anthropology informs socio-linguistic
analysis of language in tourism marketing, putting
a focus on how cultural content in the consumer’s
thinking is being shaped and reflected by market
forces.

The ethics of anthropology are a critical but
often covert aspect of tourism studies. An anthro-
pologist’s first responsibility is to the community
they are studying. Whether they are engaged in an
applied project or theoretical research, anthropol-
ogists are mindful of the effects of their work. It
may be easy to see that one needs to promote
equity for impoverished tourism producers. But the
host community could also include government
bureaucrats, multinational business executives and
wealthy tourists. Anthropologists’ relationship to
tourism profit-makers and the tourists themselves
may not be as clear, but ultimately is a critical part
to the whole representation and understanding
of tourism. The anthropology of and in tourism are
linked by their ethical imperative to represent
people fairly and equally in all their rich diversity
through time and space.
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Further reading

Castafieda, Q. (1996) In the Museum of Maya Culture:
Touring Chichén Itza, Minneapolis, MN: University
of Minnesota Press. (Provides an example of the
anthropology of tourism.)

Crick, M. (1994) ‘Anthropology and the study of
tourism: theoretical and personal reflections’ , in
Resplendent Sites, Discordant Voices: Sri Lankans and
International Tourism, Char: Harwood Academic
Publishers, 1-17. (An ethnography with a cogent
overview of the global political economy of
tourism.)

Graburn, N. (1996) “Tourism’, in D. Levinson and
M. Ember (eds), The Encyclopedia of Cultural
Anthropology, vol. 4, New York: Henry Holt &
Co, 1316-20. (An introduction, with emphasis
on pilgrimage, play, historical and comparative
perspectives in the study of tourism.)

Nash, D. (1996) Anthropology of Tourism, Oxford:
Elsevier Science. (Provides perspectives on tour-
ism as a form of development or acculturation,
as a personal transition, and as a social super-
structure.)

Selwyn, T. (1995) “The anthropology of tourism:
reflections on the state of the art’, in A.V. Seaton
(ed.), Tourism: The State of the Art, Chichester:
Wiley, 729-36. (A overview of the field with
insight into future directions.)

Smith, V. (1989) Host and Guests: The Anthropology of
Tourism, 2nd edn, Philadelphia: University of
Pennsylvania Press. (A classic collection of
articles which helped to popularise the study of
tourism.)

MARGARET B. SWAIN, USA

anticipation

Anticipation is the first phase of the tourism
experience, followed by travel to the site, on-
site stay, return travel and post-tourism recollec-
tions. As the first phase, it is an umbrella term for
the heightened attention, information collection
and tourist attitudes which precede the experi-
ence. Studying attitudes in the anticipation phase is
valuable for marketing projects and satisfac-

tion research.

Anticipation may vary in its time frames. For
many tourists there is a two to three-month period
between making bookings and being at the
destination, while others might have much
longer or shorter anticipation periods. The length
of the period will affect the processes which are
active during this phase. Some prepare themselves
extensively for their experience, particularly when
this anticipated experience involves novel cultural
contexts and high risk medical areas (see health).
These physical and conceptual preparations for
tourism are invariably augmented by a sponta-
neous information search, making news items and
other material pertaining to the destination more
noticeable to the tourist and more relevant than
before.

Tourists” anticipation of their holiday or vaca-
tion may be a mix of holistic destination images
and specific expectations. Such expectations are a
subgroup of attitudes which they will hold towards
tourism products and services. It is commonly
suggested that attitudes or specific expectations
held in the anticipation phase need to be equalled
or surpassed for the traveller to have a satisfying
holiday experience. There are some problems with
this approach. First, it fails to consider that the
experience may also alter the more holistic
destination images and attributes which could by
themselves contribute substantially to satisfaction.
Further, the close alignment between specific
expectations and outcomes may be conceptually
sound but in practice difficult to assess. For
example it is uncertain exactly when expectations
should be measured, since in a long anticipation
phase pre-travel attitudes might change markedly
as new information is absorbed. Second, the
logistical difficulties of accessing tourists in their
own homes in the anticipation phase may limit
effective research in this area. More importantly,
there is the problem of reactivity in measuring
expectations. The questions asked may focus
tourists’ minds on issues which they had not
considered and shape the very attitudes being
assessed. Measuring holistic images and using
motives as a level of analysis rather than expecta-
tions may be possible solutions to these dilemmas.

PHILIP L. PEARCE, AUSTRALIA



anti-tourism

Anti-tourism is a generic term for adverse criticism
of tourists and tourism. Tourism has always had
its critics, often members of elite groups who have
themselves been frequent tourists. In the early
nineteenth century, European aristocrats ridiculed
middle-class tourists arriving at locations for-
merly patronised only by the privileged. Later, the
middle classes themselves made fun of working-
class trippers taking seaside excursions as the
railways opened up more places to more people.
The main criticisms of tourists were that they
travelled in large conformist groups, had little
knowledge of the areas or cultures they were
visiting, were spoon-fed elementary information,
were crass in their behaviour, and strove to ape
the lifestyles of their betters. Inter-class friction at
destinations was a common theme in serious and
satirical literature well into the twentieth century.
In the twentieth century, an influential variant of
anti-tourism polemic has come from writers who
nostalgically lament that travel is being replaced by
its banal substitute: tourism. The historical validity
of the distinction between travel and tourism is
debatable. Early pilgrims, for example, often
travelled in large groups, used guidebooks for
instant information and behaved badly ‘en route’.
Moreover, the Grand Tour, the supposed
apotheosis of independent travel, was a conformist
itinerary of set-piece stops, undertaken by young
aristocrats who took tutor-guides with them to
explain the sights, and who were often as likely to
drink and fornicate as the ‘lager louts’ of
contemporary mass tourism. The first use of
the word ‘tourist’ in a periodical of 1800 indicates
that tourists and travellers were synonymous.
Today, the rhetoric of anti-tourism has shifted
from the inadequacies of the tourist to the negative
sociocultural and environmental impacts of
tourism as a social process. Anti-tourism factions
include social scientists who have often been
caustic about the tourism industry and its
impacts, and who have advocated a
conservationist, protection-from-tourists attitude
to ‘traditional’ cultures and environments abroad
(while preserving their own rights to go anywhere).
For anti-tourism commentators, the tourist pro-
blem is nearly always other people, not those like
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themselves. Ironically, anti-tourism has created
marketing opportunities for the tourism industry.
Specialist tour operators now promote exclusive
products to affluent markets by calling them ‘travel’
rather than ‘tourism’ packages. Other operators
have developed alternative tourism products
for those unwilling to see themselves as ‘ordinary’
tourists.

Further reading

Boorstin, D. (1964) The Image: A Guide to Pseudo
Fuvents in America, New York: Atheneum.

Mitchell, R.J. (1964) The Spring Voyage: The Ferusalem
Pilgrimage, 1458, London: John Murray.

Wheeller, B. (1993) ‘Sustaining the ego?’, Journal of
Sustainable Tourism 1(2).

A.V. SEATON, UK

appropriate tourism

Appropriate tourism emerged as a response to
political and sociocultural quests of the past two
decades, as well as to disllusionment with mass
tourism. It is associated with sustainable and soft
tourism forms. It emphasises small-scale devel-
opment, recognition of needs other than those of
material consumption, and preservation of the
quality and stability of both natural resources
and human resources.

See also: alternative tourism

YORGHOS APOSTOLOPOULOS, USA

appropriation

In tourism, appropriation usually refers to the
transfer of ownership or control of the industry in
destination areas from local to outside interests.
Related to dependency theory and neo-
colonialism, it also describes the process
whereby local communities become economically
and culturally dependent on a foreign-dominated
tourism industry. As regards heritage or culture,
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appropriation is the social construction of con-
tested reality by political discourse.

RICHARD SHARPLEY, UK

archaeology

Archaeology is the scientific study of past cultures,
both prehistoric and historic. Although documents
are not eschewed when available, most of the data
for archacological research consists of the material
remains of past societies. While tourism per se has
not been a major traditional focus of academic
archaeological research, the extensive use of
archaeological sites as tourism destinations has
generated interest in the interaction of archae-
ological sites and tourism. The major areas of
discussion include decision making about which
archaeological resources should be developed for
tourists, methods for developing sites, the effect of
visitors on archacological sites and ways to
protect sites, and the politics of the presentation
of the past. Archaeologists interested in cultural
resource management, conservation and public
archaeology in particular deal with issues central to
tourism.

Archaeological sites and museums housing
archaeological remains are integral to much of
heritage and cultural tourism, but market-
ing strategies also sometimes stress adventure,
education, exoticism or education. Most of
archaeological tourism is oriented toward short
visits to such sites; however, opportunities for
individuals to participate directly in this research
are also possible. Some archaeological projects are
funded partially with money derived from fees paid
by volunteer workers while others, particularly in
Europe, use volunteers as labour and provide room
and board.

Almost every region and nation has archae-
ological sites that can potentially be developed for
tourism. The choice of sites for development and
their subsequent visitation rates has tended to
depend on both the accessibility of the site and
whether or not it is spectacular. Many archae-
ological resources represent an important and
interesting part of heritage, but are visually
unimpressive. The reasons for developing such

sites as attractions are both economic and
political. When used as a part of a general
marketing scheme, as in Mexico, Greece and
the American Southwest, archaeology can attract
numerous visitors to an area, increasing the use of
hotels, restaurants and other facilities as well as
generating money from entrance fees and the sales
of related souvenirs. Money earned through
entrance fees is often reinvested in maintenance
and development, but most archaeological sites
and museums do not obtain enough revenue on
entrance fees alone to be self-sufficient.

At minimum, the development of a site for
tourism entails providing access, rudimentary
services such as water and toilets, and basic
protection of the site’s resources. The attractiveness
of a local site can be enhanced by the addition of
museums, guidebooks, guided walks, reconstruc-
tions and sound and lights shows. Some of these
developments are controversial. For example,
archaeologists generally object to sound and lights
shows because they entail unnecessary destruction
of sites when cables and lights are installed, and
often romanticise and trivialise the past in their
presentation of it. There is increasing interest in
planning the logical development of archaeologi-
cal resources, including attention to traffic flow,
handicap accessibility (see handicapped) and the
diverse desires of consumers.

The development of archaeological resources for
tourism increases the speed of degradations of sites.
As the intensity of visitation increases, costs to the
resource also increase. Foot and vehicular traffic,
human breath, exhaust, the construction of facil-
ities to serve visitors, vandalism and the collection
of artefacts or architectural remains for souvenirs
all degrade archaeological resources. Furthermore,
touristic development of any regiom, because it
entails the construction of roads, sewage systems,
airports, hotels and other elements of infrastruc-
ture, threatens archaeological resources even
when they themselves are not the direct focus of
tourism activities. Paradoxically, however, develop-
ment also provides a measure of protection against
overt looting and illegal excavations, since re-
sources become more visible and more heavily
guarded. Measures taken to protect archaeological
sites include stabilisation of ruins, signs and videos
instructing visitors about appropriate site etiquette,



guards and restricting access. While the democratic
ideal would be unlimited access, at some sites it has
been necessary to limit visitors to only portions of
the site or to viewing it from behind barriers. At
some sites such as the cave of Lascaux, where the
breath from visitors was causing irreparable
damage to the cave painting, access has been
totally denied. Researchers are allowed within the
cave for very limited time periods, but tourists must
visit a replica instead.

Because there is a constant tension between
preservation and use, there are arguments in the
field about the extent to which archaeological
resources should be developed for tourism. On the
one hand, all use of a site entails some degradation
of the resource. On the other, a large part the goal
of archaeology is understanding the past and
communicating that information to others. The
general public is a major consumer of archae-
ological knowledge, and visitation to sites and
archaeological museums provides an important
aspect of public education. Some archaeologists
argue that there is an ethical and in some countries
perhaps even a legal obligation to provide the
public access to the past and information about it.

Archaeological resources also have propagan-
distic value and the control of interpretation is a
contested arena. Governments, for example, can
use archaeological displays to demonstrate a
glorious past, define the position and role of
minorities or classes within the society, and
create notions of unity. Archaeologists are anxious
to use the same sites to explain archaeological
strategies for understanding the past, and to build
public interest in the preservation of the past and
support for archaeological activities. Other groups,
such as indigenous peoples, have both alternative
agendas and ways of interpreting the past, and
these are increasingly incorporated in the pre-
sentation of the past.

Further reading

Boniface, P. (1995) Managing Quality Cultural Tourism,
London and New York: Routledge. (See parti-
cularly chapters 3 and 4.)

Silberman, N.A. (1989) Between Past and Present:
Archaeology, Ideology, and Nationalism in the Modern
Middle Fast, New York: Henry Holt and Co. (An
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analysis of the use of archaeology as propa-
ganda.)

Smith, G.S. and Ehrenhard, J.E. (1991) Protecting the
Past, Boca Raton, FL: CRC Press. (Covers
archaeology and public expectations, education,
site disturbance and site protection pro-
grammes.)

KATHRYN A. KAMP, USA

Arctic tourism

Tourism activities which occur north of the
Arctic Circle constitute Arctic tourism. Road access
is possible in Alaska, Canada, Russia and
Scandinavia. Northern Scandinavia receives over
500,000 visitors a year, with tourist numbers
increasing in other parts of the continental Arctic.
Cruising and ecotourism also exist in Greenland,
northern Russia and the Canadian Arctic, and is
often associated with the interests of indigenous
peoples. Tourism development in both Arctic and
Antarctic regions has been focus of recent scholarly
treatments.

See also: Antarctic tourism; polar

C. MICHAEL HALL, NEW ZEALAND

Argentina

Argentina is a country of considerable natural
diversity. In the northeastern and northern areas
rain forests predominate, with the internationally
renowned Iguazu Falls being a particular focus.
Along the western border of the country are the
mountainous Andes. To the south, the Patagonian
Andes are a wilder country featuring wide open
spaces and unspoiled habitats. Further south still is
the Antarctic region with its unique fauna and
flora. The Valdes Peninsula has an especially large
concentrations of South Atlantic fauna. In central
Argentina, the pampas offer the traditional image
of the country, that of ranching, cattle raising and
the South American equivalent of the cowboy, the
gaucho. The city of Buenos Aires offers a blend of
European styles and a full range of commercial and
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shopping activities as well as the seat of govern-
ment.

Tourism in Argentina has traditionally been of
minor economic importance, but since the begin-
ning of the 1990s this has begun to change as the
rate of growth in arrivals accelerated, outperform-
ing world averages by a considerable margin, albeit
from a small base relative to the country’s size and
apparent potential. In 1995, for example, 4.1
million international tourists spent $4.3 billion
dollars when visiting this country. Investment in
the sector is growing rapidly. During the period
1991-4, 206 accommeodation establishments
were opened, 59 were expanded and 142 new
projects were started, together offering over
277,000 hotel beds. Some 450,000 jobs are directly
supported by the tourism industry. Adequate air
transport access is essential for Argentina, and the
government is in the process of restructuring its
airports, setting up a national airports system and
encouraging privatisation and open skies policies.
Air services to the country have doubled in number
since 1991. Tourism is being developed on the
basis of the National Secretary of Tourism’s
Strategic Marketing Plan, which aims to attract
tourists from Europe, North America and South
American markets as well as the Asian countries.

CARLOS ERNESTO, ARGENTINA

arrival/departure card

Arrival and departure cards, completed by passen-
gers at borders and international airports, are
used by governments to control the international
flow of travellers. They contain information on the
passenger’s name, place and date of birth,
nationality, arrival or departure details and reason
for travel. They contain useful information used
by national tourism offices and the tourism
industry itself.

TIAN McDONNELL, AUSTRALIA

art

Technically an oxymoron or ‘denial in terms,” the
phrase ‘tourist art’ is universally used to describe all

that is false, ugly, and overpriced in the worldwide
marketplace for contemporary arts and crafts. It
includes not only sleazy souvenirs bought in
airports (‘airport art’,) but spiritless ‘folk dance’
shows around hotel pools and lacklustre carvings,
paintings, clothing, and artefacts sold in shops,
galleries and so-called duty-free zones. But the
objects bought and sold through tourism represent
an immense amount of economic, not to say
political and cultural interchange. But not all of this
is bad. Indeed, some truly remarkable and
important arts were created for or first recognised
in tourism settings.

From time immemorial, tourists have brought
back trophies; sailors brought from ancient Greece
the souvenirs that stimulated classical Roman art,
and travellers on the Silk Road exchanged the
goods of China for those of Europe, not only silk in
all its variety but pasta, porcelain and gunpowder.
The earliest known African art works in Europe
were ivory carvings brought across the Sahara from
Nigeria, followed by ‘Afro-Portuguese ivories’ made
by African artisans brought up to Europe. Some
400 years later, African sculptures traded by sailors
for drinks in Paris bars influenced Braque, Picasso,
Modigliani and the Cubists. Napoleonic grave-
robbers brought back not only the Rosetta Stone
but also the artefacts that produced the Egyptian
Revival in architecture. The myth of El Dorado
was supported by the gold jewellery brought from
Cocle, Quimbaya and other South American
sites, with designs so popular that reproductions
of many pieces are still sold in museum shops.

Much more recent developments also illustrate
the innate and unpredictable power of cultural
interchange, no matter how casual, unplanned, ill-
intentioned or misunderstood. Geoffrey Bardon,
teaching in the Australian outback in 1971,
suggested that the local Aboriginal men (see
Aborigine) decorate a bare wall on a shed using
mythical subject-matter and the ‘pointillist’ techni-
que they used in body and sand paintings, but
replacing the traditional coloured muds with more
permanent gouache watercolours. The results were
so popular that smaller examples were painted on
bark panels and soon on fibre board and canvas for
sale to tourists en route to the nearby immense
stone monolith and Aboriginal sacred area now
called Uluru. The unique paintings soon provided



a much-needed source of local income. As women
developed another technique derived from body
painting, galleries in Sydney, Melbourne and
elsewhere displayed the brilliant results as both
tourists and Euro-Australians began to collect
avidly. But, much to the frustration of art
historians, the Aboriginal artists consider their
myth-derived subject matter as sacred and hence
secret, and will only explain that their paintings are
maps seen from above outlining the activities of
mythical beings in the ‘Dream-ing’ or Creation
Era.

Another successful tourist art, Haitian painting,
was originated by American watercolorist DeWitt
Peters in the late 1940s when he persuaded a group
of young men to try their hand at drawing and
painting with materials provided by him. They
soon developed a straightforward descriptive style
which was fun to do and likely to sell. Genre
subjects include landscapes and market scenes,
Vodun rituals, the RaRa Carnival and other
festivals, and magic subjects such as a profusely
flowering tree that suggests a kneeling human
form. Wood carvings and pierced wrought iron
hangings made from discarded and flattened oil
drums are also now made, bringing both honour
and income to this island nation.

Artists sometimes try to ‘psych out’ tourists, like
the Congo basket-maker who noted that Belgian
colonial housewives seemed to love the ceramic tea
sets made by his neighbouring ceramicists. Thus he
made a basketry teaset which, though not un-
attractive, was totally useless and nonsensical
tourist art. But a colonial housewife did indeed
buy the teaset as a trophy/keepsake of her
adventures in the Congo.

At the heart of the issue of authenticity is the
intention of the artist. If he is producing an object
for his own people, authenticity is assured because
his audience is as informed as he of correct design
and execution. But when he makes an object for
tourists, he has a much less well-informed audi-
ence, and can play with themes and materials and
be more casual with technique (see staged
authenticity). But even if he does his best to
produce an object perfect in his culture’s terms, it
may somehow have lost its spirit. The thousands of
Swiss cuckoo clocks richly carved with leaves and
birds in fine hardwoods have lost any sense of
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artistry. They are merely skilful, complete, one of
many. Indeed, in the interplay between artist’s
intent and ‘the eye of the beholder’, a wide range of
authenticity can be found.

Other examples of fine tourist art are the
imaginative hardwood tree-of-life carvings of the
Makonde of Tanzania; the pottery, turquoise and
silver jewellery, and weavings of the Hopi and
Navajo of the US Southwest; the batiks of
Indonesia; the tie-dyes of West Africa; the silks
of Thailand and India; the arts of China and
Japan, many of them in styles dating back two
millennia; the woven and embroidered textiles of
the Andes; the masks and other artefacts from
Papua New Guinea; the stone carvings of the
Canadian Inuit (Eskimo); and the storyboards and
lapa barkcloth of many South Pacific islands.

Finally, it is important to report that sensitive
and far-seeing postmodernist art historians have
begun collecting Hawaiian rubber dolls that do the
hula; Mexican papier-mache toys; miniature Eiffel
Towers and Statues of Liberty; and china plates
displaying the portraits of ‘Chuck and Dr’, all in
sincere appreciation of international ‘pop culture’
and the ‘kitsch’ it produces. Thus, even though
much tourist art is good, when it is bad enough it
becomes ‘significant.’

Further reading

Graburn, N.-H.H. (ed.) (1976) Ethnic and Tourist Arts,
Berkeley, CA.

Jules-Rosette, B. (1984) The Messages of Tourist Art,
New York: Plenum.

DANIEL K. CROWLEY, TRINIDAD AND TOBAGO

articulation, programme

Coordinating educational requirements, levels or
units among varying institutions to enable the
student to successfully progress through various
stages in the learning process on a continuous
uninterrupted basis is an example of vertical
programme articulation. By integrating the curri-
culum, teaching and learning experiences across a

programme, for example by incorporating facets of
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tourism, marketing and research methods, a
student benefits from horizontal articulation.

See also: education; training

K.S. (KAYE) CHON, USA

Asia Pacific Journal of Tourism
Research

The Asia Pacific Journal of Tourism Research publishes
both empirically and theoretically based studies
which advance education, research and profes-
sional standards in the field of tourism in the Asia
Pacific region. The journal seeks to publish
original full-length articles and short research
notes, reports and reviews, and uses a double-
blind review process. First published in 1996, it
appears twice yearly and is published by the Asia
Pacific Tourism Association (ISSN 1094-
1665).

RENE BARETJE, FRANCE

Asia Pacific Tourism Association

The Asia Pacific Tourism Association was formed
by academic representatives from twelve Asian—
Pacific Rim countries in 1995. With headquarters
in Pusan, Korea, the association now has 365
members representing seventeen countries. Its
conferences are held annually in a member
country. The Asia Pacific Journal of Tour-
ism Research is the official organ of the
association.

BANG SIK LEE, KOREA

asset management

The term ‘asset (or assets) management’ indicates
an aspect of managing a business organisation
which focuses on its assets. In general, the objective
Is to Improve return on investment by optimis-
ing asset turnover, or by ensuring that the
organisation does not tie up investment which
it does not strictly require. For this purpose, assets
may be divided into cash and cash equivalents,

working capital and fixed assets. Cash equivalents
are highly liquid securities such as treasury bills
which are an alternative to bank deposits for
holding liquid funds. Working capital consists
mainly of accounts receivable from debtors plus
stocks held for production or sale; net working
capital is arrived at by deducting accounts payable
to creditors.

The management of cash and cash equiva-
lents is part of the treasurer’s function in an
organisation. However, only in large organisations
will one or more people be appointed to exercise
this function; in smaller organisations it is one of
the functions of the chief financial executive. The
latter is also responsible for determining the policy
regarding customer credit and monitoring the
execution of this policy so that the amount of
trade debtors is optimal for the business. A liberal
policy leads to an excessive amount of funds being
tied up in debtors and an increased risk of bad
debts; a tight policy means discontented customers
and lost sales. Related to this is the negotiation of
payment terms with suppliers, there may be a
trade-off between obtaining longer supplier credit
and achieving price reductions. For tour operators,
a key aspect of working capital management is its
timing of advance payments receivable from
customers and the timing of payments to suppliers
of hotel rooms and airline seats.

Stock or inventory control is an important part
of asset management in manufacturing and retail-
ing organisations. In high-volume retailing, for
example, efficient information technology-
based stock control is a key competitive feature.
Fixed assets include plant and machinery, vehicles
(including ships and aircraft) and property (real
estate). In general, the task of asset management is
to ensure that a proper level of usage of all such
assets is achieved, and that surplus assets are sold
off. In the hotel sector, property management
systems are a key feature of managing property
assets. The term ‘asset management’ is also used to
refer to the activities of the managers of investment
funds, whose objectives are to achieve a satisfactory
combination of income and capital growth for the
fund.

SIMON ARCHER, UK



Association Internationale
d’Experts Scientifiques du
Tourisme

The aim of this tourism research association,
known as AIEST, is to foster friendly relations
among its members, to promote scientific activity
on the part of its members, to provide documenta-
tion services, to facilitate exchange of views and
experience, to support the activity of tourism
centres of research and education, and to develop
relations among its members and institutions. Its
main activities include organising an annual
conference and publishing The Tourist Review,
its official organ, as well as conference proceedings.
The Association was founded in 1951, and had 380
members from some fifty countries in 1998. Its
headquarters is in St. Gallen, Switzerland.

ORHAN ICOZ, TURKEY

Association Mondiale pour la
Formation Hoteliere et
Touristique

The Association Mondiale pour la Formation
Hoteliere et Touristique (World Association for
Hospitality and Tourism Training) or AMFORHT
was founded in 1969 in Nice, France, as a platform
for exchange and cooperation among official
international organisations (especially the World
Tourism Organization), private industry opera-
tors and companies, and educators, in order to
define, adapt, develop and promote hospitality and
tourism education and training. The membership
of AMFORHT (institutes, universities, educators
and consultants) is worldwide. Its headquarters are
located in Nice.

SERGE PERROT, FRANCE

Association of Conference and
Events Directors-International

The Association of Conference and Events
Directors-International (ACED-I) promotes high
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standards of business and ethical conduct and
fosters communication and sharing of concepts and
ideas among its members. It collaborates with sister
associations in an effort to unite the profession.
The association encourages research projects that
enhance the effectiveness and credibility of con-
ference and event services. ACED-I is located in
Fort Collins, Colorado, United States.

TURGUT VAR, USA

Association of Travel Marketing
Executives

The Association of Travel Marketing Executives
(ATME), with its headquarters in New York,
represents the interest of tourism marketing
executives. Its mission is to facilitate education
and professionalism in this field. It provides and
facilitates networking opportunities, insights and
information, strategic partnership opportunities,
new realms of professional possibilities, and solu-
tions to marketing challenges to its members.

ATME has over 600 national members and
about thirty international members. Among other
benefits, members receive subscriptions to 7ravel
Marketing Decisions Magazine (quarterly) which pub-
lishes articles ranging from destination marketing
to new technology. ATME organises annual
conferences and monthly meetings.

MARYAM KHAN, USA

attention

Attention is a concept from psychology which
refers to the concentration of senses, thought and/
or awareness on an object or feature of the
environment. Directing and focusing senses and
thoughts on a particular feature of the environment
is a necessary prerequisite for processing informa-
tion about the feature and for acting or behaving.
Attention is an important concept in psychology
because it determines what is considered in
conscious thought. It precedes perception and
cognition. In simpler terms, if people are to
process and remember information, then one must

first be sure that their attention is directed towards
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that information. In tourism, attention can be seen
as a necessary, but not necessarily sufficient,
condition for such communication exercises as
the advertising campaigns used in destination
marketing, safety information and interpreta-
tion.

Two types of attention have been described by
psychologists: passive or reflexive, and active or
volitional. Active attention refers to situations in
which people consciously choose to direct their
attention towards something, which requires effort.
An example would be a tourist with a particular
interest in a period of history who deliberately
concentrates on reading text and displays on that
topic in a museum. Passive or reflexive attention
is a response to some characteristic of the
environment and requires no conscious effort or
decisions on the part of the individual. The classic
example is the ability of people to recognise and
focus on their own name being used in another
conversation at a crowded party.

Much research has been directed towards
understanding the aspects of the environment
which attract human attention. An understanding
of such aspects is important in the design of
successful communication efforts. Several factors
have been found to consistently draw people’s
attention. The first of these is the intensity of
stimuli used. Attention is automatically given to
very loud, large or brightly coloured stimuli.
Change and movement in the environment also
draw human attention, as do comflict and the
appearance of something unexpected. Attention is
also given to objects or features which are
connected to something of personal interest or
relevance. This is an example of the influence of
motivation on people’s perceptions and actions.

Further reading

Hayes, N. (1994) Foundations of Psychology, London:
Routledge. (A comprehensive introduction to
psychology as a discipline; pp. 49-62 provide a
good introduction to the concept of attention
and its use in psychology.)

Kahneman, D. (1973) Attention and Effort, Engel-
woods Cliffs, NJ: Prentice-Hall. (A review of
attention research in psychology and the pre-

sentation of a theoretical model to describe the
relationship between attention and cognition.)

GIANNA MOSCARDO, AUSTRALIA

attitude

There is broad agreement that attitudes are
cognitive structures for organising one’s experience
of the world (see cognition). The term has its
origins in the notion of people taking a stance,
position or even a certain type of posture towards
objects, people and settings. The development of
the term in the last fifty years has been to clarify
three main components of attitudes: the knowledge
of or beliefs about an object or topic; a positive or
negative evaluation of that object or topic; and a
direction or imperative on how to behave when the
object or topic is encountered. Attitudes may be
held at a broad or a fine-grained scale and they
may be focused towards either activities, people or
abstract concepts.

Attitudes are a prime organising construct in the
field of tourist behaviour, and many survey
studies of visitors and host communities are
centrally concerned with assessing attitudes (see
satisfaction). In the broad array of terms which
exist to describe cognitive structures and the
psychological functioning of tourists, the term
‘attitude’ may be seen as the pre-eminent concept.
It is virtually synonymous with the term ‘opinion’,
which it has largely replaced in the social science
literature. Attitudes is a more generic term than
beliefs which refers exclusively to the knowledge
component of attitudes, while the expression
‘values’ summarises clusters of attitudes on a
particular topic. Social representations are an
even larger framework for understanding attitudes,
as it considers not just the aggregated attitudes of
individuals into values but the shared views of a
community towards major topics of social signifi-
cance. On a more detailed scale, expectations can
be defined as pre-travel or pre-experience attitudes,
while satisfaction studies can be conceptualised as
attitude research conducted after the trip.

Much of the research conducted by social
psychologists has concentrated on understanding
the structure of attitudes and how to change



attitudes. Contemporary thinking about attitudes
suggests that there are linked sets of attitudes on
key topics (such as health, politics, sexuality or
tourism development). These linked attitudes have
been termed ‘social representations’. In order to
understand attitudes to a specific topic such as
tourism development, it is often useful to under-
stand people’s network of attitudes or the social
representation of the whole issue and to assess
people’s social identity or group membership,

since social forces are important determinants of

why people hold attitudes.

Current attitude change theories propose that
there are two different ways in which people can
process information to create or change attitudes:
either through a central route, which is also
referred to as systematic processing, or through a
peripheral route, sometimes known as heuristic
processing. When peripheral processing is at work,
people use very little of the available information
and they employ short cuts and familiar routines to
guide behaviour. In central processing, people
carefully examine and analyse much of the
available information. Attitudes developed through
systematic processing are likely to be more detailed,
more consistently related to behaviour and harder
to change than those adopted through a peripheral
route. Peripheral processing is illustrated by tourists
accepting stereotypic clichéd views of the visited
hosts and holding attitudes towards them which are
largely influenced by media and external sources
rather than by a thoughtful consideration of the
actual contact experiences. Research on mind-
fulness is also linked to this approach, with the
concept of mindfulness referring to a central
processing route and that of mindlessness char-
acterising the peripheral or heuristic approach.

In assessing attitudes, it is valuable to use a
number of control groups or baseline measures in
field studies since the very process of researching
attitudes and trying to monitor their change can
influence the investigation. Attitudes are tradition-
ally measured on five to seven-point rating scales
with ranges such as ‘strongly agree’ to ‘strongly
disagree’. In evaluating attitude research, it is
usually insightful to ask both the direction
(evaluative) component of the attitude and the
importance of holding that attitude on the topic to
the individual.
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There are frequent comments in the literature
that attitudes do not form a close link to actual
behaviour. There are several reasons why such
inconsistencies might exist. It may be that the
questions asked to elicit attitudes were not
sufficiently specific. Additionally, if the topic is of
little relevance to the individual, the respondent
may express an attitude which has few immediate
behavioural consequences. It is notable that
negative attitudes are often more detailed and
well-organised and are likely to have been subject
to central or systematic processing. Much existing
tourism consumer research has been cast within a
loose attitudinal framework, as have studies relat-
ing to the recreational use of the environment.
These studies could be enhanced by closer
attention to contemporary advances in attitude
theory and measurement. Several studies of
tourists’ post-return attitude changes have been
reported. In these studies group package tourists
were shown to change their attitudes as a
consequence of the actual experience. When
favourable holidays took place and initial pre-
departure attitudes were positive, even more
positive attitudes were acquired. Less satisfactory
holiday experiences and moderate pre-trip state of
mind resulted in some negative attitudes to host
cultures.

See also: community attitude

Further reading

Chaiken, S. and Stangor, C. (1987) ‘Attitudes and
attitude change’, Annual Review of Psychology 38:
575-630.

Pearce, PL. (1982) The Social Psychology of Tourist
Behaviour, Oxford: Pergamon.

Pearce, PL., Moscardo, G.M. and Ross, G.F. (1996)
Tourism Community Relationships, Oxford: Elsevier.

Ryan, C. (1995) Assessing Tourist Satisfaction, London:
Routledge.

PHILIP L. PEARCE, AUSTRALIA

attraction

Attractions are more than just a site or an event;
they are an integral part of a larger tourism system
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that also consists of tourists and markers.
Attraction typologies vary considerably depending
on whether they are being used for marketing or
planning purposes. No site, sight or event is an
attractions in itself. It only becomes one when a
tourism system is created to designate and elevate it
to the status of an attraction. Almost any object —
real or intangible — may be designated as having
some special quality which allows it to be elevated
through advertising to the status of an attraction.

The only intrinsic requirement of the object is
that it is associated with a location. This
differentiates attractions from other consumable
goods. Rather than bringing the goods to the
consumer, the tourist must go to the attraction to
experience it. Thus, the system that creates and
supports an attraction must have three major
components to exist: an object or event located at a
site, a tourist or consumer, and a marker, an
image that tells the tourist why the object or event
is of interest. This definition has been widely
accepted since MacCanell’s work on the semio-
tics of tourism in the 1970s. It is around these
three basic elements that the entire tourism
industry is constructed.

The objects from which attractions are created
are typically environmental and cultural re-
sources. Tourism can be viewed as an industry
that turns these resources into products. Irom the
perspective of the tourist, they consist of objects to
see, activities to do and experiences to remember.
Most attractions, including events, have some type
of nucleus that epitomises the experience. How
this nucleus is presented is important in influencing
the experience. The tourist’s expectations of the
attraction nucleus begin to be shaped from the very
first realisation that it exists. Through various types
of media (including word of mouth), an image of
the attraction is created over time, often well before
the actual trip. These sources of information are
known as generating markers as they are located in
the location from which the trip originates.
Expectations and anticipation continue to be
shaped as the trip is underway (through transit
markers) and, in spatial terms, the closer the tourist
comes to the attraction nucleus, the more promi-
nent the messages and markers become.

Marker messages come from all types of

communication, including schooling, news media

and popular media. The popularity of a book or
movie can create an attraction where none existed
before. Professional marketing firms are often hired
to create or change the image of an attraction. A
failure in the marker portion of the system can
often lead to visitor disappointment. Most major
destinations consist of a collection of attraction
nuclei, the most important of which are considered
primary while less important ones are considered
secondary and tertiary. From the tourist’s perspec-
tive, the destination itself may be considered as
much of an attraction as any of the separate
attraction components. This is especially true at the
scale of the major countries and regions of the
world. At the same time, if a primary attraction is
not included on an itinerary, most first-time
visitors to a destination will not consider taking the
tour.

Attractions may be either clustered in a single
location or distributed in a linear or dispersed
pattern. These different spatial patterns are
important in the planning and management of
attractions. Linear dispersion requires circuit tour-
ing by automobile or rail, and accessibility is a
major concern in their planning and development.
Destinations in which attractions are clustered
must plan for a proper mix of activities to provide
variety and stimulation, which will encourage both
longer visitor stays and repeat visitation. The
clustering of attraction nuclei can also be used to
concentrate tourism in isolated enclaves, thereby
conserving natural resources (see conservation)
and limiting some of the negative impacts of
mass tourism. Such enclaves, however, can
sometimes turn into tourist ghettos.

The assessment of attractions is a common part
of planning and marketing and is undertaken to
understand the competitive advantage of one
place over others. Attractions are inventoried, and
their potential for development (or need for
protection) are studied. No single agreed-upon
typology of attractions exists to conduct an
inventory, in part because most places have their
own distinctive qualities. Attraction inventories
have been approached in one or more of three
ways. The most common approach is to group
attractions into nominal categories (also referred to
as formal and ideographic). Such categories
include cultural artefacts and nature. Examples



of the former include special structures (buildings,
bridges, monuments), communities, theme
parks, cuisine and works of art. Nature includes
mountains and other scenery, vegetation, climate
and nature preserves and parks. Depending on
the place and the purpose of the attraction
inventory, other types of categories are often
combined with the nominal ones.

Attractions may also be classified into cognitive
or perceptual categories (see cognition), such as
authenticity, educational, adventurous and re-
creational. They can be inventoried based on their
organisational or structural characteristics, includ-
ing isolated or clustered, urban or rural, low or
high capacity, and seasonal or year-round attrac-
tion (see seasonality). The cognitive approach to
attraction inventories is used when the destination
image is of primary interest for marketing
purposes. The organisational approach is used
when undertaking community planning and
controlling the development process are the main
concern.

Further reading

Gunn, C.A. (1972) Vacationscape: Designing Tourist
Regions, Austin, TX: Bureau of Business Re-
search, University of Texas.

Leiper, N. (1990) “Tourist attraction systems’, Annals
of Tourism Research 17: 367-84.

Lew, Alan A. (1987) ‘A framework of tourist
attraction research’, Annals of Tourism Research
14: 533-75.

MacCannell, D. (1976) A New Theory of the Leisure
Class, New York: Schocken Books.

Walsh-Heron, J. and Stevens, T. (1990) The
Management of Visitor Attractions and Events, Engle-
wood Cliffs, NJ: Prentice Hall.

ALAN A. LEW, USA

attraction, religious

Religious attractions are places or events
which are recognised by individuals or groups as
worthy of devotion and visitation. As religious or
sacred phenomena, they stand out from the
profane and commonplace. They can be distin-
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guished primarily by the intensity of the perceived
holiness. Not all religious phenomena that are
venerated or visited by devout believers or tourists
have equal status or perceived holiness. So-called
mystico-religious sites are perceived as the most
sacred because adherents of a religion believe
that God and man are brought into direct context
through them. Homelands, the second level of
sanctity, are sacred attractions because they
represent the roots of individuals or peoples. These
are historical sacred sites that have been assigned
sanctity as a result of an event occurring there (see
also site, sacred). Israel as the homeland of
Judaism, and Utah together with the Rocky
Mountains and Jackson County (Missouri) as the
homeland of Mormonism, are typical examples of
such religious attractions that influence the
touristic activities of their believers. At the lowest
level of sacred space are the historical attractions
that have been assigned sanctity as a result of
significant events occurring there. Mormon exam-
ples include Joseph Smith’s birthplace and Kirt-
land (Ohio) where the first Mormon temple was
built.

Religious attractions can also be objects as well
certain events and activities that are both venerated
and visited by believers. Of special importance
among the religious objects in all religions are
natural sacred attractions such as holy mountains,
caves, rivers, rocks and stones, animals, plants and
trees. Wayside sanctuaries like figures, symbols and
chapters are to be found especially in the main
Christian denominations. Temples, stupas, pago-
das, shrines, synagogues, churches and mosques
are the most striking religious attractions that are
built because they house the deity or give shelter to
the devotees. Sometimes even religiously-
influenced settlements are attractions for the
adherents of a religion, such as the monasteries
in various religions. So-called civil religions and
ideologies also have at their disposal quasi-religious
attractions like historical battlegrounds, tombs,
mausoleums and monuments venerated and visited
by their adherents.

Religious festivals, conferences, church meet-
ings and congresses with local, regional, national
and international catchment areas are attractions
for a different number of believers. Diocese
meetings in the Roman Catholic Church have
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their location at the bishop’s seat. Annual
meetings of Christian organisations and associa-
tions as well as national and regional church
meetings have variable locations. From this one
can recognise that for the tourist the religious
event is the religious attraction and not the
variable location.

Further reading

Park, C.C. (1994) Sacred Worlds: An Introduction to
Geography and Religion, London: Routledge.

Rinschede, G. (1992) ‘Forms of religious tourism’,
Annals of Tourism Research 19: 51-67.

—— (1999) Religionsgeographie, Braunschweig:
Westermann.

Vukoni¢, B. (1997) Tourism and Religion, Oxford:
Elsevier Science.

GISBERT RINSCHEDE, GERMANY

attractivity

Attractivity is a quantitative measure of the ability
of a destination or facility to draw tourists. It is
often used in the context of gravity models,
although analysts use the concept in other tools as
well. Regardless of the specific tool, the concept is
normally used as a variable in a model to explain
or forecast visitor levels.

There are four basic approaches to measuring
the attractiveness of a region : simple exogenous,
complex exogenous, inferred exogenous and
endogenous. Simple exogenous refers to the use
of a single variable, such as the number of hotel
rooms, to represent the attractiveness of a
destination. The complex exogenous approach
combines two or more descriptive variables, such
as mean hours of sunshine and mean high
temperatures, into a single composite index. Both
of these measures require the analyst to select the
relevant variable(s) and, in the case of the
complex exogenous approach, to specify how the
variables are to be combined.

The inferred exogenous approach takes a
different tack. This method is based on the
revealed preferences for destinations, either
through comparing visitor levels or through a

survey ranking alternative destinations. The
endogenous approach defines attractivity as a
statistically estimated coefficient in a visitor fore-
casting model. Ultimately, the choice of the
approach to measuring attractivity is a function
of the purpose of the study, the data available and
the analytical abilities of the researcher.

See also: attraction

Further reading

Cesario, EJ. (1973) ‘A generalized trip distribution
model’, Journal of Regional Science 13: 233-248.
(Use of endogenous approach to measuring
attractivity.)

Ellis, J.B. and Van Doren, C.S. (1966) ‘A compara-
tive evaluation of gravity and systems theory
models for statewide recreational flows’, Journal
of Regional Science 6: 57-70. (Classic reference for
trip forecasting; includes examples of complex
exogenous attractivity indices.)

Ewing, G.O. and Kulka, T. (1979) ‘Revealed and
stated preference analysis of ski resort attrac-
tiveness’, Leisure Sciences 2: 249-76. (As an
example of inferred exogenous approach, iden-
tifies potential problems and suggests solutions in
the approach.)

STEPHEN SMITH, CANADA

attribution theory

When misfortune occurs, such as when a holiday
experience turns out badly and/or a tourist
receives a personal affront, there is a need to
explain or account for the problem. Attribution
theory is directed at understanding how people
account for, or explain, problematic events. The
negative event prompts individuals to ask why did
this happen and, further, perhaps identify who or
what is responsible for this sequence of events. The
answers to these questions are important to
researchers, since explanations which are finally
located at the door of the tourism business or
organisation could have long term consequences
for profitability and repeat visitation.

The rich literature on attribution theory in
psychological inquiry is usually seen as beginning



with the work of Heider, who noted there were
three personal disposition factors (ability, power,
and intention) and three situational factors (task
difficulty, opportunity or luck) which must be
taken into account when explaining unsatisfactory
outcomes (see satisfaction). Other researchers
such as Jones and Davis added to Heider’s idea by
proposing that attributions will vary according to
whether or not individuals are likely to have some
knowledge of the consequences of their beha-
viour and are able to perform the behaviour.
Kelley noted important differences between re-
peated situations and individual events as well as
highlighting what has been termed the funda-
mental attribution error. The ‘error’ refers to
people’s predisposition to make themselves look
good in a social context by attributing unexpected
negative outcomes to the behaviour of others,
while positive ones are attributed to their own skill
or influence.

In the tourism context, attribution theory has
been applied to studies of tourists’ complaints. It
can be argued that tourists who attribute negative
outcomes to individual factors (such as explaining
seasickness in terms of their own constitution) will
be less likely to be dissatisfied than those who
attribute the negative situations to tourism busi-
nesses (such as feeling ill because of poor boat
management). Attitudes towards tourism devel-
opment may also be understood through attribu-
tion theory. For example, when a controversial
development proceeds, attributions based on
negative individual dispositional characteristics
(such as crookedness, collusion, insensitivity to
community perspectives) may ultimately be
harmful to tourism decision making processes
and thus to business interests.

Further reading

Pearce, PL. and Moscardo, G.M. (1984) ‘Making
sense of tourists’ complaints’, International fournal
of Tourism Management 5: 20-3.

Shaver, K.G. (1985) The Attribution of Blame, New
York: Springer Verlag,

PHILIP L. PEARCE, AUSTRALIA
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auditing

Auditing is the examination of the financial
statements of an organisation, with reference to
the underlying accounting records and other
evidence, by an independent party (the auditor) in
order to express an opinion on the adequacy of
those financial statements. In the case of external
auditing, what counts as adequacy is generally laid
down by law or by a regulatory agency. In the
United Kingdom and other member states of the
European Union, the general criterion of
adequacy is whether the financial statements give
a ‘true and fair view’ of the financial position and
results of the organisation. However, the term ‘true
and fair view’ is interpreted somewhat differently
in different member states. For example, in
Germany there is a specific requirement that the
true and fair view should be given in compliance
with generally accepted accounting principles. In
the United States, the criterion is fair presentation
in accordance with generally accepted accounting
principles. On the basis of the audit, the auditor
writes a statement of opinion. The form and
wording of such statements of opinion usually
follows standards issued by the auditor’s profes-
sional body in the light of legal requirements.
Typically, the auditor’s opinion states either that
the financial statements satisfy the criterion of
adequacy without reservation (a clean opinion), or
that they do so subject to certain specified matters
or with the exception of the treatment of one or
more specified items (a qualified opinion), or that
the auditor is unable to express an opinion (a
disclaimer).

The independent party who carries out an
external audit must be an accountant who holds a
legally recognised qualification as an auditor. In
some countries, a firm (professional partnership) of
auditors may act as auditor, and the auditor’s
opinion is signed in the firm’s name. In other
countries, a qualified auditor must sign in his or her
own name; in the case of a firm, this means that it
1s the partner in charge of the audit who signs in his
or her name. The scope of an auditor’s work is
based on testing the proper functioning of the
organisation’s accounting systems using sampling
techniques. This includes obtaining independent
verification of bank balances and of a sample of
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debtor and creditor balances, and physical verifica-
tion of a sample of inventories and fixed assets.
Principles of auditing in tourism are not any
different from those used in other businesses.
However, because of the specific nature of tourism
services, some variations have been introduced.

SIMON ARCHER, UK

Australia

The large island continent of Australia, with an
area of more than 4.7 million square kilometres
(almost 3 million square miles) ranks as the sixth
largest country in the world. It is a large relatively
compact land mass, stretching from the tropics to
the southern island of Tasmania. The population of
some 19 million people is concentrated around the
east and southeast coast and in the southwest, and
in the major cities like Sydney and Melbourne. The
arid interior is sparsely populated, as is the
monsoonal region in the tropical north.

The Australian landscape is noted for some
remarkable topographic features such as the
massive monolith of Uluru (Ayers Rock) in the
Red Centre of the continent. The country is dotted
with hundreds of national parks, and off the
northeastern coast of Queensland is the largest and
longest coral formation in the world, the Great
Barrier Reef (now a marine national park and a
World Heritage site). This is one of Australia’s most
compelling attractions, both for domestic tour-
ism and international tourism with over thirty
resorts established on the reef islands and coral
cays. Equally remarkable is the strange and varied
animal and bird life, which is significantly different
from that of other continents and is thought to be
the result of isolation over millions of years. Fauna
characteristic of Australia, such as kangaroos and
koalas, frill-neck lizards and an amazing variety of
colourful and unusual birds, are an endless source
of fascination for tourists from other parts of the
world.

The original inhabitants of Australia, the
Aborigines, have been displaced over the past
200 years of European settlement and are now
highly urbanised and often disadvantaged. Large
streams of immigrants since the Second World

War, from Europe and increasingly from Asia, are
changing the character of the Australian people
and making Australia a multicultural nation. While
this is regretted in some quarters, it does add to the
appeal of the country to tourists and to its many
natural and cultural attractions for tourism.

In Australia, as in comparable Western societies,
tourism is a major national industry of economic,
sociocultural and environmental significance.
However, this position of strength was relatively
slow to evolve. The great distances separating
Australia from major centres of world populations
and the unknown and unpublicised nature of its
attractions meant that Australia was neglected for
tourism development until late in the twentieth
century. Established destinations in the northern
hemisphere remained dominant as attractions, and
it was not until the 1960s and 1970s that Australia
was ‘discovered’ as a region with tourism potential.

Distance was a problem not only internationally
but also within Australia, because of the size of the
landmass and the skewed distribution of population
centres around selected parts of the coastline.
Domestic tourism was a challenge, and even today
remains time-consuming and expensive; distance
continues to inhibit the growth of isolated
destinations. Despite the history of Australian
settlement, characterised by immigrants from
abroad (some of them involuntary convict labour),
exposure of the continent to the world at large had
to await improved transportation technology
and communications and changes in social atti-
tudes towards tourism and tourists.

Such advances are relative, and even the fastest
jets continue to take upwards of fourteen hours to
cross the Pacific from North America and as much
as twenty-four hours to reach parts of Europe from
Sydney and Melbourne. Improvements in commu-
nications and information technology have
certainly helped, but awareness and attitudes in
the outside world regarding Australia as a place to
visit remain somewhat distorted. Typical are false
perceptions of kangaroos and other native animals
roaming the city streets, a countryside overrun with
deadly snakes and spiders, coastal waters teeming
with sharks, and urban settlements devoid of
modern comforts, medical care or cultural attrac-

tions.



The real picture is in stark contrast, and the
diverse and unique attractions of Australia, sup-
ported by increasingly sophisticated infrastruc-
ture and solidly promoted around the world, have
led to some of the highest growth rates in tourism
across the globe. Since the Second World War
tourism in Australia has emerged as a significant
economic, social and cultural activity. Rising real
incomes, increased leisure time, growing aware-
ness of tourism opportunities, rising mobility and
improvements in transportation, and shifts in tastes
have led to an upsurge in the quantity and quality
of tourism activities demanded by the Australian
population. At the same time, growing affluence in
many countries — in particular, the emergence of
leisured classes in neighbouring parts of East and
South Asia — relaxation of travel restrictions and
the easing of political tensions, along with declining
real costs and time involved in international
tourism, have seen Australia emerge as a popular
destination for foreign tourists. The industry now
generates export earnings which exceed those from
traditional exports such as coal, wool, wheat and
minerals.

One of the main reasons for the rapid growth in
Australia tourism in the past two decades, as
already noted, has been the desire of both domestic
and international tourists to experience at first
hand Auwustralia’s unique natural and cultural
environment. This is both an opportunity and
a challenge for the future development of tourism
in Australia, with a need to encourage a healthy
and growing industry in accordance with the
principles of ecological sustainability.

Despite a downturn in tourism activity in the
early 1990s (experienced worldwide), the number
of international visitors to Australia is predicted to
grow at an impressive rate into the next century,
reaching around 9 million by the year 2005. This
will translate into over $17 billion annually in
export earnings during a period when many of
Australia’s staple export industries are in decline.
Between 1980 and 1995, visitor arrivals increased
by an average of 10 per cent a year, while tourism
export earnings grew in real terms by 12 per cent
annually. When coupled with domestic tourism, it
is predicted that in year 2005 about 160 million
tourist nights will be spent in Australia each year.

Japan remains the largest single source of
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international tourism to Australia, with close to
one million arrivals. Despite some lingering pockets
of anti-Japanese sentiment, this market is expected
to grow by a healthy 7 per cent per year. Other
Asian sources of tourists include Hong Kong,
Korea, Malaysia, Singapore, Thailand, Tai-
wan and China. Visitors from North America,
New Zealand and Europe also contribute
strongly to this international volume. The staging
of the 2000 Olympics in Sydney and 2001
Federation celebrations should enhance Australia’s
appeal as a destination.

The most favoured destinations within the
country are the major cities of Sydney and
Melbourne, followed by the Gold Coast near
Brisbane in southeast Queensland and the Great
Barrier Reef. The inland region, or ‘outback’ as it
is known, is increasing in popularity as facilities for
tourists improve, transport is upgraded and a wider
variety of natural and cultural opportunities is on
offer. An interesting trend is the involvement of
more Aboriginal groups in tourism enterprises.
Indigenous tourism is fast establishing a recog-
nised role in Australian tourism, particularly in the
northern interior. Interest in Aboriginal culture is
strong, and commercial opportunities are being
developed in the sale of handicrafts, provision of
traditional foods (‘bush tucker’) and visits to
Aboriginal-managed national parks such as Ka-
kadu and Uluru.

In common with many parts of the world, a
strong interest is developing in nature tourism
or ecotourism in Australia. A National Ecotour-
ism Strategy has been formulated, complemented
by some initiatives at the state level. An interna-
tional research centre in ecotourism has been
established and a National Ecotourism Association
formed. A number of international conferences
have been organised, and strong moves are being
made towards a national ecotourism accreditation
scheme. This is important because the growing
demand for tourism based on Australia’s natural
and cultural heritage is leading to a rapid
increase in the number of such operators and
establishments. This in turn places pressure
on sensitive environments and communities, in-
cluding indigenous groups. Tourism remains a
relatively unregulated activity in Australia, but
this may change as evidence grows for the need
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for some guidelines in the interests of sustainable
development. Sites of cultural significance and
the physical fabric of heritage areas may need at
least interim protection until educational and
interpretative programmes can bring about posi-
tive changes in attitude and behaviour (see
education; interpretation).

The environmental consequences of tourism are
now well documented in Australia, and support for
more sustainable forms of it is growing among
industry operatives. Several groups have drawn up
environmental codes of ethics, and regulation and
self-regulation of tourism development are wide-
spread and accepted, especially in the larger scale
corporate undertakings (see also regulation,
self). Benchmarking, performance indica-
tors and best practice environmental management
are features of a more environmentally aware
approach to tourism management. However, a
range of incentives and sanctions may be needed to
encourage the adoption of these practices among
smaller scale operators.

The future growth of Australian tourism seems
assured, with industry backing and a strong
commitment by governments at national and state
levels. The endorsement of a National Tourism
Strategy reflects this confidence in the future of the
Australian tourism product. A further encouraging
development is the establishment in 1997 of a Co-
operative Research Centre for Sustainable Tourism
as a collaborative venture between government,
research institutions and the tourism industry.

Further reading

McKnight, T. (1995) Oceania, The Geography of
Australia, New Zealand, and the Pacific Islands,
Englewood Cliffs, NJ: Prentice Hall.

Office of National Tourism (1996) Forecast, Can-
berra: Commonwealth Department of Industry,
Science and Tourism.

JOHN ]J. PIGRAM, AUSTRALIA

Austria

Austria is a small country, with a land area of
83,845 square kilometres (ranked 113 in the world

in terms of size), located in the centre of Central
Europe. With a total population of 7,862,000
(1993) it has a population density of 94 inhabitants
per square kilometre. Its gross national product per
inhabitant in 1993 amounted to $23,510, which
puts it in the upper 10 per cent of European
countries.

Similar to other industrialised European coun-
tries, Austria i1s showing a decline in both its
agricultural and industrial sectors in terms of their
contribution to the national product (GNP), and
has similarly seen a long-term rise of its tertiary
(service) sector, which in 1995 achieved 65 per cent
of GNP. Tourism and related products and services
occupy a prominent role within the tertiary sector.
Depending on the sectorial accounts included in
and counted as tourism activity, it amounted to 7.5
per cent of the GNP in 1995 if expenditure of
international tourism is included only, or 13
per cent if all direct and indirect tourism-related
expenditures are counted. In terms of employ-
ment, 6.5 per cent of Austria’s labour force works
in tourism (1995), which puts it among the most
tourism employment-intensive countries in the
world. In the same year, Austria recorded 18.2
million tourist arrivals from abroad which, trans-
lated into 117.2 million overnight stays, puts
Austria in terms of international tourism into fifth
position following France, Italy, the United
States and Spain. On a per capita basis, Austria’s
tourist industry produces receipts per inhabitant
amounting to $2,100 (1993), the highest such figure
in the world; Austria is followed by Switzerland
as a distant runner-up with a per inhabitant
contribution of $1,200.

Although Austria’s tourism has had a long
history dating back to the times of the Austro-
Hungarian monarchy, its present position has been
rather the result of post Second World War
developments. Notably, the 1960s and 1970s,
which coincided with a rapid postwar expansion
of Germany’s economy, saw the development of
mass tourism fed to a large measure by the
neighbouring countries of Germany and Switzer-
land, which traditionally have accounted for three-
quarters of all overnight stays. The Benelux
countries, Great Britain and France usually
account for another 20-22 per cent, which leaves
a relatively small share for long-haul travel and



tourism originating in the Americas and Asia.
Austria’s central location in the heart of the Alps
and its proximity to some of the most prosperous
European countries, combined with the liberal-
1sation measures adopted with the formation of the
European Common Market and European
Union (of which Austria became a member in
1995), have been among the major determinants of
Austria’s postwar growth in tourism.

Austria’s built attractions are a rich cultural
heritage and a thousand-year history in which it
had formerly played a far more important political
and international role than it does today. Austria’s
large and medium-sized cities offer both the
remnants of various centuries of cultural develop-
ment, particularly from the periods of the baroque,
rococo and fin-de-siécle, which can be seen in
numerous museums and galleries and the still-
existing architecture, and which is recreated
through musical and theatrical events (see also
museums).

At the same time, Austria possesses natural
attractions in the form of scenic mountains,
idyllic mountain villages and traditions associated
with the alpine rural way of life. Six out of Austria’s
nine provinces are either entirely covered by
mountains, like Tyrol, or have large mountain
districts, some of which combined with adjoining
lake districts. Only Austria’s most eastern province,
Burgenland, features flat lands which form part of
the Pannonian plains. In many regions, alpine
tourism operates in both the winter and summer
seasons (see seasonality). Austria’s 117 million
total overnight stays in 1995 (inclusive of domestic
tourists) can be broken down as follows: alpine
summer tourism, 41.9 per cent; alpine winter
tourism, 33.0 per cent; spa tourism, 15.4 per cent;
and city tourism, 7 per cent.

Out of the total 117 million overnight stays, 30.1
million (30 per cent) were domestic travellers. The
average length of vacation in 1995 was recorded
as 4.3 days for domestic and 5.07 days for foreign
travellers. To accommodate tourism flows of this
size, Austria has 80,947 enterprises in the field of
accommodation, with a total capacity of
1,222,577 beds (1995 figures). Half of this capacity
represents, however, private non-registered inns,
rest and holiday homes, specialised spa and

recreation institutions, and mountain refuges.
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Officially registered commercial enterprises of the
accommodation and food industry include 18,120
firms, with a bed capacity of 678,349 (1995), with
25.4 per cent falling into the 4/5-star category, 27.4
per cent being 3-star operations and the remaining
46.9 per cent belonging to the 2-star and I-star
categories (see classification). The overall
occupancy rate in 1995 stood at 26.9 per cent
(30.7 per cent for registered enterprises and 16.2
per cent for all the other non-registered accom-
modation organisations).

Tourism development and marketing beyond
the level of individual enterprises is carried out by
local, regional, provincial and national boards. By
regulation, all registered enterprises are members
of their respective industry sections of the provin-
cial chambers of commerce, which in turn are
represented in the Federal Chamber of Commerce,
a very important lobbying institution in terms of
industrial policies aimed at tourism. The impor-
tance of international tourism for Austria is
probably best highlichted by two critical figures.
On average, more than 11 per cent of Austria’s
payments for imported goods and services are
covered by proceeds from international tourism,
which on average also represents over 18 per cent
of Austria’s total foreign income from exporting
goods and services as shown in the balance of
payments.

Further reading

Austrian Central Statistical Office (1996) Der
Fremdenverkehr in Osterreich im Jahre 1995, Vienna:
Republic of Austria, Austrian Central Statistical
Office.

Ministry of Economic Affairs (1996) Bericht iiber die
Lage der Tourismus- und Freizeitwirtschaft in Osterreich
1995, Vienna: Ministry of Economic Affairs.

Smeral, E. (1994) Tourismus 2005, Vienna: Ueber-
reuter Verlag.
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authenticity

A concern for authenticity is a modern value and
ideal that resulted from the experience of
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inauthenticity and alienation in modern society.
Such a development can be dated back to
Rousseau. A touristic concern for authenticity
appeared in nineteenth-century England, where
travellers tried to distinguish themselves, the agents
of genuine travel, from ‘tourists’. However, it is only
about two decades ago that authenticity was
introduced by MacCannell (1973) into tourism
social sciences as a research programme. Since
then it has become an agenda for study, and there
has been a rapid growth in literature focusing on
this theme. Although the ‘quest for authenticity’ is
criticised as oversimplifying tourist experiences, it
qualifies as a key category in the sociology of
motivations.

The original usage of authenticity was in the
museum, conveying the meaning of whether
objects of art are what they appear to be or are
claimed to be, and hence worth the price that is
asked for them. It is perhaps such a museum-linked
usage of authenticity which has been extended to
tourism. As a result, products of tourism such as
works of art, festivals, rituals, cuisine, dress,
housing and others are usually described as
authentic or inauthentic in terms of the criterion
of whether they are made or enacted by locals
according to custom or tradition. Bruner (1994) has
transcended this narrow meaning of authenticity
by identifying four meanings of authenticity based
on verisimilitude, genuineness, originality and
authority. Thus, ‘authenticity’ not only means
‘original’, but also refers to the authenticity of
reproduction and simulation, both of which also
involve authentication by authorities and powers.
Selwyn (1996) divides authenticity into two
separate types: authenticity as knowledge (‘cool
authenticity’) and authenticity as feeling (‘hot
authenticity’). Wang (1999) further classifies
authenticity in tourism into three different types:
objective, constructive (or symbolic) and existential.
The sociologists usually ask three kinds of questions
with respect to authenticity in tourism: why tourists
quest for authenticity; how authenticity is experi-
enced, constructed or produced in tourism; and
what the consequences of the search for authenti-
city in tourism are.

While tourism was criticised as pseudo-events
which tourists enjoyed, MacCannell argued that
modern tourists are in search of authentic

experiences, which ‘parallels concerns for the
sacred in primitive society’ (1973: 590). Tourism
is thus seen as a kind of secular pilgrimage on a
quest for authenticity which exists elsewhere and in
other cultures, especially primitive or pre-modern
cultures. For MacCannell, the reason why tourists
seck authenticity is a structural one; it is the
inauthenticity and alienation of modernity that
motivate tourists to search for authentic experi-
ences elsewhere.

How authenticity is experienced, constructed or
produced in tourism is, however, controversial.
Generally speaking, five approaches to this issue
can be identified. First is the approach of cognitive
objectivism. Authenticity is treated as the originals or
origins, including traditional cultures and people,
which are to be cognised by tourists. Paradoxically,
the quest for such a kind of authenticity often ends
up as contrived experiences of ‘staged authen-
ticity’ (MacCannell 1973). Later on, this approach
1s loosened by stratifying tourists in terms of the
relationships between social class, travel career
and varying cognitive abilities (see cognition) or
demands for different degrees of authenticity.
Second is constructivist approach. This appears as a
revision of the objectivist approach, which is
sometimes criticised as too crude a position.
Authenticity is seen as a product of social or
cultural construction rather than an objective
attribute of reality out there, waiting to be
unearthed and cognised. Authenticity is thus
described as ‘negotiable’, emerging, hermeneutic
(Cohen 1988), or involving a power struggle
regarding interpretation of heritage or toured
objects (Bruner 1994). Seen this way, the authen-
ticity of the past or of traditions, for example, is no
more than an ‘invention’ in terms of the need and
power of the present. Third is the semiotic approach
(see semiotics). The holders of this approach
argue that tourists are the ‘armies of semioticians’
who search for signs of authenticity. According to
Culler, ‘to be fully satistying the sight needs to be
certified as authentic. It must have markers of
authenticity attached to it. Without those markers,
it could not be experienced as authentic’ (1981:
137). Tourism is thus no more than a collection of
signs of authenticity, and what tourists quest for is
merely symbolic authenticity (see symbolism).



Fourth is the ¢nitical approach. Supporters of this
approach critically examine the representation of
the ‘Other’ in tourism marketing (for example,
tourism brochures) and reveal a neo-colonialist
ideology that is hidden in the Western discourse,
or image, of authenticity (sec neo-colonialism).
The touristic quest for the authenticity of the Other
is seen as no more than a projection of Western
stereotyped, biased and neo-colonialist imagery of
the noble savage, which has nothing to do with any
real assessment of the mnatives in the Third
World. Fifth is the postmodernist approach. This
approach is characterised by abolishing the dis-
tinction between copies and originals, or between
signs and reality. The modern world is seen as a
hyperreality, neither real nor false. The modern
world is also explained as a simulation which
admits no originals, no origins, and no real
referents but only endless simulation. Accordingly,
postmodernists declare an end of authenticity and
justify inauthenticity in tourism.

It 1s argued that the quest for authenticity may
bring about certain social and cultural conse-
quences. This is often called the ‘dilemma of
authenticity’. For some, this dilemma means that,
to be experienced as authentic, a sight must be
marked as one; however, what is being marked as
authentic is simultaneously inauthentic because it is
mediated. For others, the dilemma of authenticity
is rather that the very act of quest for authenticity
may destroy authenticity itself, since the only full
condition of authenticity is isolation. Tourism, as
an agent of cultural commoditisation, may thus
destroy the meaning of traditional culture.
However, this thesis was criticised as an over-
generalisation, for commoditisation is not necessarily
destructive to the meaning of cultural products
(Cohen 1988). As a postmodern response to the
dilemma of authenticity, Cohen (1995) suggests a
‘sustainable authenticity’ by justifying the contrived
or copied authenticity in order to use it to prevent
authentic cultures from being tourismified and
hence destroyed.

As such, tourism in search of authenticity is one
of the modern indicators or indexes of the
ambivalence of modernity. People are tourists away
from home because they ‘hate’ something relating
to modernity such as the lack of authenticity and
the loss of real self. Simultaneously, however,
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tourists are able to get away just because of certain
enabling conditions of modernity which they ‘love’,
such as higher living standards and so on. One
cannot ultimately solve the contradiction of
modernity and overcome the ambivalence of
modernity. Thus, to be ‘away and at home’ may
be a persisting dialectic of the contemporary
lifestyles, and a touristic search for authenticity
may be a sociocultural responsive action with
respect to the existential condition of modernity.
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automatic interaction detection

Automatic interaction detection (AID) is a multi-
variate data analysis technique designed to segment
markets and define or optimise customer-
oriented management strategies. AID was intro-
duced into social research in the late 1960s as an a
priori or criterion segmentation technique. It is
considered to be an explanatory method to support
consumer or product-related decision making.
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It has been applied to tourism research since the
late 1970s. In 1990, some methodological im-
provements were realised, mainly through valida-
tion of AID results using discriminant analysis.

Fields of application include the identification of
target groups such as different tourist types, the
explanation of consumer or tourism behaviour,
the detection of market niches and gaps in the
tourism supply or quality deficiencies. The most
important underlying assumptions are correctly
drawn master samples with sample sizes of more
than 2,000 cases, and a fairly evenly distributed
dependent variable. With regard to the scaling
level, all types of variables may be used in the
analysis, the dependent variable being treated as
dichotomous (with values of zero and one).
Restrictive statistical assumptions are not required;
the data may contain non-linearities, correlations
and interaction effects.

The AID algorithm divides the master sample
sequentially into a symmetric tree diagram of non-
overlapping subgroups (cells). It defines the target
group/cell by showing at each step or branch the
explanatory variable (or the combination of its
categories) with the highest significance. Each cell
is characterised by two parameters, cell size N and
cell mean Y. N represents the number of cases in
the cell as a percentage of all cases, while Y denotes
the portion of cases where the dependent variable
has the value of unity. At each partitioning step, the
pair of subgroups attaining the highest explanatory
power (explained variance) is computed by the
formula.

The technique’s major advantages lie in the
transparency and the easy interpretation of its
results. Advanced applications may include the use
of combined dependent variables or factorised
predictors.

Further reading

Assael, H. (1970) ‘Segmenting markets by group
purchasing behaviour: an application of the AID
technique’, Journal of Marketing Research 7: 153-8.
(Highlights the fundamental ideas of the AID
technique.)

Vavrik, UA. and Mazanec, J.A. (1990) ‘A priori
and a posteriori travel market segmentation:

tailoring automatic interaction detection and

cluster analysis for tourism marketing’, Les
Caluers du  Tourisme, Série C, no. 62. (These
authors demonstrate how to combine AID and
discriminant analysis for significance testing.)
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automation

During the past several years, nothing has
increased professionalism or more greatly
enhanced customer services within the tourism
industry than automation. Technology will
continue to change the way tourism companies
plan, co-ordinate, control and evaluate operations.
Automated information system design and imple-
mentation is one of the fastest changing aspects of
the industry. Future technological developments
will be more intuitive, object-oriented, global and
portable. The traditional approach of cultivating
an appropriate level of computer literacy in order
to render a more effective utilisation of technology
is rapidly changing.

As the industry continues to increase its Inter-
net participation through the development of
home pages and web sites, there is an increasing
worldwide exposure for global distribution of
products and services (scc information tech-
nology). Although a problem in the past, secure
electronic transactions are becoming more reliable
given sophisticated encryption schemes for encod-
ing and decoding proprietary data. Together,
higher transmission speeds and increased reliability
will create a much more feasible environment for
cyber-tourism and virtual commerce.

Advanced user interfaces have become increas-
ingly intuitive, thereby enabling clients to quickly
become familiar with applications that have
traditionally been in the domain of tourism
specialists. Newer applications require correspond-
ingly less formal training, and recent develop-
ments in computer operating systems have resulted
in movement from a character user interface to a
graphical user interface. This factor has been of
significant importance in the design and imple-
mentation of tourism information systems (see
marketing information system). The near
future development of a multimedia user



interface ensures that such applications will remain
an integral part of the tourism landscape.

In addition to these user interfaces, there has
also been a growing interest in intuitive recognition
technologies. Touch recognition involves data entry
through physical contact with a special surface or
screen. Touchscreen terminals are capable of
moving large quantities of data easily, and hence
provide an effective data processing option for a
variety of tourism industry applications. Some
applications rely upon a hand-held terminal, while
others depend upon optical character recognition.
The computer’s ability to decipher and process
more intuitive forms of input, for example, hand-
written documentation, extends automation be-
yond previous expectations. The ability to
configure a tourism system using open architecture
provides optimal flexibility for fitting the computer
to operations rather than vice versa. It is
anticipated that many future technological applica-
tions, such as self-service applets, will be focused
directly on the client.
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See also: computer reservation systems; global
distribution systems; hospitality information system

Further reading

Kasavana, M.L. and Cabhill, J.J. (1997) Managing
Computers in the Hospitality Industry, E1 of AH &
MA: East Lansing, MI.
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aviation bilateral see international aviation
bilateral

aviation liberalisation se¢ international
aviation liberalisation

aviation rights see international aviation rights



back office

The back office, such as in a hotel, refers to the
location of those administrative procedures not
carried out in full view of the customer (see
service delivery system). This includes man-
agerial and financial procedures such as account-
ing, financial and managerial reports, and payroll.
Work is allocated to the back office on the basis
that there is no requirement for a direct contact
with the guest. Developments in computing
technology are blurring the distinctions between
front and back office activities.

DAVID KIRK, UK

back-stage

The notion of back-stage was introduced by
Erving Goffman as part of his dramaturgical
perspective. In considering life as theatre, back-
stage (where actors prepare) is contrasted with
front-stage (where actors perform). MacCannell
later employed the approach for his analysis of
authenticity in tourism. Whereas tourists seek
genuine back-stage experiences among destina-
tion people, they are often provided with
contrived events and attractions by the indus-

try.

GRAHAM M.S. DANN, UK

Bahamas

The Bahamas is an archipelago of about 700
islands, of which seventeen are inhabited, situated
in the Atlantic east of Florida and north of Cuba
and Haiti. With an estimated population of
280,000, its main economic activity is tourism,
which accounts for about 70 per cent of GDP. It is
a member of the Commonwealth of Nations. The
capital is Nassau, a vibrant tourism and banking

centre.

AINSLEY O’REILLY, BAHAMAS

balance of payments

A country’s balance of payments reflects its
transactions with the rest of the world, as part of
its system of national or macro accounting. The
overall balance of payments is divided into capital
account and current account, and the latter is
subdivided between visible and invisible items. The
capital account reflects flows of cash in and out of
the national economy relating to inward or
outward foreign investment (such as the receipt
of loans or grants from abroad, or the making or
repayment of the same) and purchases of financial
assets (such as shares or bonds) or real assets
(property) abroad, or sales of such assets in the
domestic economy to foreigners. The term ‘hot
money’ is used to refer to rapid short-term
movements of cash on capital account (inward



foreign investment) triggered by factors such as
short-term interest rates. Hot money, being likely to
depart as rapidly as it comes, tends to destabilize a
country’s balance of payments. Governments may
seek to control these flows by the use of currency
controls.

The ‘visible’ current account (sometimes termed
the balance of trade) reflects flows of cash in and
out of the national economy in respect of purchases
and sales (imports and exports) of visible goods.
This includes flows relating to long-lived assets
(such as ships and aircraft) which in micro
accounting would be treated as capital expendi-
ture. The ‘invisible’ current account reflects a
heterogeneous set of flows of cash including those
for exports and imports of services such as banking,
insurance and tourism (an increasingly important
component, which it would be more logical to
include in the balance of trade) as well as payments
and receipts of returns on investment (interest
and dividends), and private and intergovernmental
transfers other than those on capital account.
Among the service industries, tourism gives rise to
very significant invisible export and import flows.
The term ‘tourism balance of payments’ is used to
indicate the balance between these flows. For
example, France is a country with a large positive
tourism balance of payments, as its inflows (tourist
expenditure by foreigners in France) greatly exceed
its outflows (tourism expenditure by French people
abroad).

A country’s balance of payments is important
for the maintenance of the value of its currency in
foreign exchange. Continuing balance of pay-
ments deficits for a country normally lead to an
imbalance between the international supply of
that country’s currency and the international
demand for it, in the direction of an excess
supply. This in turn leads to the value (or parity) of
the country’s currency, in terms of the currencies of
other countries’ currencies, tending to fall; this is
known as the country’s currency ‘weakening’. The
converse is true if the imbalance is in the direction
of an excess demand; the country’s currency tends
to ‘strengthen’. Because a weakening currency
makes Imports more expensive and exports
cheaper or more profitable, it tends to have an
inflationary effect on the country’s economy; prices
in the domestic economy tend to rise. Conversely, a
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strengthening currency tends to have a deflationary
effect, with domestic prices tending to fall or at
least to remain stable. The inflationary effect may
be countered by increasing the country’s interest
rates so as to attract foreign capital while restrain-
ing domestic demand. However, one consequence
of using interest rates for this purpose may be to
attract ‘hot money’. Similarly, the deflationary
effect of a strengthening currency may be coun-
tered by reducing the country’s interest rates. A
hard currency is one which has tended to
strengthen and is not expected to weaken. This
fluctuation would have immediate influence on the
number of international tourist arrivals to a given
country (see inbound), as well as on the number of
its residents going abroad (see outbound).

However, even strong currencies may be subject
to slight inflation; they are strong because other
countries’ currencies are subject to higher inflation.
One reason for this inflationary tendency even in
countries with strong currencies is public expendi-
ture deficits, with government receipts from taxes
and other sources being insufficient to meet public
sector and other government expenditure. Bridging
this deficit leads the government to increase the
money supply, which in turn leads to the imbalance
of ‘too much money chasing too few goods and
services’. In the short term, this imbalance is
corrected by some combination of prices increase
in the country’s economy (i.e., inflation); the
shortfall of goods and services is made good by
imports, leading to a deterioration in the country’s
balance of payments.

One strategy which may be used in developing
countries in the hope of improving their balance of
payments on current account is import substitu-
tion. However, this strategy is likely to frustrate
longer term economic development if it ignores
the principle of comparative advantage. An-
other strategy which may be adopted for similar
purposes is the development of tourism as an
ivisible export. The success of the latter strategy
depends on a number of factors, including the
extent to which imports of goods and services
required for tourism development (such as building
materials and construction services) can be kept to
a minimum, and (for longer term economic
development) the multiplier effect. Such a
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strategy may also raise issues of sustainable

tourism.

SIMON ARCHER, UK

bar

Bars have been social gathering places for cen-
turies, places in which beverages, mostly alcoholic,
are consumed (see also alcohel). Bars can be
found in different places such as hotels, airports,
cruise liners, restaurants or free-standing loca-
tions. They are based on a variety of themes and
can act as meeting grounds between the host and
guest populations. The famous British pub is a
bar. Bars are usually licensed by the state in some
way.

JOHN R. WALKER, USA

Barbados

Barbados is the easternmost Caribbean island, with
a well-developed, up-market tourism industry
catering for 447,000 tourist arrivals in 1996 (up
from 385,000 in 1992), plus a further 510,000
cruise ship arrivals. Tourism is the main source of
foreign exchange carnings with receipts of $646
million in 1996. The United Kingdom is now
the main generating country, displacing the
United States.

MARTIN FRIEL, UK

bed and breakfast

Bed and breakfast accommeodation is generally
in a house, farmhouse or pub. Frequently, it is the
owner’s home. Meals other than breakfast may also
be offered. This type of accommodation appeals to
tourists, especially those from overseas, as it
allows guests an insight into the local way of life.
They are generally less expensive than hotels, and
are thus attractive to those travelling on a limited
budget.

ALISON J. MORRISON, UK

behaviour

The concept of behaviour in tourism considers
customers and their behaviour specifically as it
relates to touristic activities. Some distinctive
behaviour topics include cross-cultural interaction,
authenticity, tourist-guide interaction and post-
travel attitudes. This subsumes both the observable
behaviour of tourists and their mental and
psychological processes involving decision mak-
ing, motivations and cognition. The study of
tourist satisfaction provides a link to business
and management research. Knowledge of the
behaviour of tourists in space and time is valuable
to assist planners and managers of attractions
and environments. Tourist behaviour and experi-
ence is assessed by survey studies as well as
observational and field research.

PHILP L. PEARCE, AUSTRALIA

behaviour, recreation

Recreation behaviour can be classified in a
number of ways. For example, it can be judged
‘healthy’ and ‘active’ or ‘deviant/anti-social’,
‘passive’ and so on. A fivefold typology divides
activities into appreciative-symbolic, extractive-
symbolic, passive free play, sociable learning and
active-expressive (Hendee et al. 1971).

The main independent variables affecting ex-
hibited recreation behaviour at both the national
and individual/family level have been widely
discussed and documented in the literature. At
the highly generalised national or state level, a
number of studies have pointed to five significant
factors affecting the total pattern: population,
economic growth/prosperity, car ownership, edu-
cation and leisure time. At the disaggregated,
individual or family level, nine explanatory vari-
ables are income, education, occupation, age and
gender, cultural background (including race,
religion and ethnicity), available leisure time,
personality, fashion and place of residence. The
latter is particularly important. Large metropolitan
areas, for example, offer a quite different range of
potential recreational opportunities (both indoors
and outdoors) from rural regions. Similarly, coastal



locations provide opportunities that are not avail-
able in inland settings. Climate is also a crucial
factor influencing the time during the year that is
potentially available for outdoor as opposed to
indoor recreation (compare, for example, climatic
seasonality between Sweden and Australia or
Canada and Malaysia). Recreation behaviour is
learned behaviour. Many recreational pursuits, for
instance, involve the learning of specific skills that
may take years to acquire. These skills — in such
activities as yachting, golf, rock-climbing, snow
skiing or playing a musical instrument — are often
learned at an early age in the family or school
situation, and developed upon through the life
cycle. Many active pursuits are closely correlated
with youth. Others, like swimming, tennis, hiking
and golf can, and are, enjoyed by both young and
old people alike.

All recreation activities, either directly or
indirectly, require some financial outlay. Travelling
and accommodation are expensive items, and so
too is the equipment, including boats, golf clubs,
fishing rods, and so on, that is essential for
participation in most recreational pursuits. Thus,
family or individual income, particularly discre-
tionary or available income, is one of the single
most important variables influencing recreation

behaviour.

See also: participation, recreation; recreational

demand; recreational need

Further reading

Dwyer, J.E. and Hutchison, R. (1990) ‘Outdoor
recreation participation and preferences by
black and white Chicago households’, in J.
Vining (ed.) Social Science and Natural Resource
Recreation Management, Boulder, CO: Westview,
49-67.

Hendee, J.C., Gale, R.P. and Catton, WR., Jr
(1971) ‘A typology of outdoor recreation activity
preferences’, Journal of Environmental Fducation 3:
28-34.

Rodgers, B. (1967) “The weekend life’, New Society,
20 July: 78-9.

DAVID MERCER, AUSTRALIA
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benchmarking

Benchmarking is a process whereby a business
enterprise identifies industry leaders, compares
products, services and practices, then imple-
ments procedures to upgrade its performance to
match or surpass its competitors. Benchmarking
has ready application in tourism where examples
include the accommeodation guides published by
motoring organisations from which the ratings may
provide a stimulus towards improved facilities and
performance for participants.

JOHN J. PIGRAM, AUSTRALIA

benefit-cost analysis

Benefit—cost analysis is a systematic method for
evaluating the economic feasibility of a public
investment, project, plan or other action. Its aim
is to lead decision makers in public organisations
towards the optimal use of resources by display-
ing the outcome of a variety of alternative
scenarios. The questions this analysis is designed
to answer is whether this project is feasible (that is,
do benefits exceed costs), which of a series of
competing projects should be developed, or in what
order projects should be developed.

Benefit—cost analysis serves as a tool in public
organisations, where decision making is based
widely on economic, social and environmental
grounds rather than on the economic arguments
alone. Its use in public organisations is analogous to
the use of capital budgeting in private organisa-
tions. For instance, in a tourism enterprise that
planned on the construction of a new establish-
ment, such as a hotel property, capital budgeting
would be useful to compare the amount of capital
spent to future profit expectations. The scope of the
analysis is however wider, as it evaluates projects
from a public or social perspective rather than just
from the perspective of a single agency.

This method of analysis serves in questions in
which both the public interest and economic
performance must be considered. Such decision
making could touch, for instance, road building or
preservation of wilderness areas for recrea-
tion. The problems may also be comprehensive in
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nature and even comprise ideological facets, such
as whether massive tourism investments should be
allowed to penetrate into sensitive local commu-
nities.

The process of the analysis starts with the
identification of the stream of costs and benefits
that take place in the course of the project. The
realisation of the project, such as building and
maintenance of a road, causes some immediate
costs, such as working capital, material and labour
expenses. Correspondingly, the road, once ready
and in use, would directly serve motorists and
public transport service. In addition to these
apparent benefits and costs, the analysis may take
into account issues that are more complex to
identify. For instance, the new road might cut down
the number of traffic accidents, and these gains
include savings in insurance payments. In other
words, benefit-cost analysis strives for holism by
taking also intangible benefits and costs into
account. It may, however, be somewhat sensitive
to double processing. This means that some costs
and benefits can simply consist of transfer pay-
ments from one agency to another (this is often the
case with taxes). Rise in land values due to
economic growth also portrays the risk of double
counting. Therefore, the analysis should follow
attentively that all benefits listed have a basis on
actual change in productivity or wealth and,
correspondingly, all costs draw on utilisation of
resources.

The analysis synthesises benefits and costs that
occur over time. Typically, costs come first, with
benefits delayed. This is the case, for instance, with
a tourism resort where the basic investments (such
as infrastructure, building and recruitment)
must be taken care of before the project starts
bringing revenues in entrance fees. In order to fully
compare costs with benefits, all such future
transactions are converted by discounting them
into their present value.

All costs and benefits in this analysis associated
with the proposed development of a project are
analysed regardless of to whomsoever they accrue.
Both tourists and the host locality must be
considered, as well as other stakeholders. The most
obvious costs fall on those who are responsible for
the realisation of the project, and the benefits are
due to those who will most profit from the project.

In addition to these apparent consequences, the
analysis observes effects on more distant parties
including people outside the marketplace. The
road project taken as an example may cause
reverberations that have no immediate market
price, such as changes in the scenery, climate, or
in air quality. These positive and negative third-
party effects, also called externalities, are usually
unintentional side effects of production, consump-
tion or other economic transactions. Pollution
caused by the tourism industry serves as an
example of a negative externality provoking
environmental damage to those living near the
destination.

As the process draws on a wide scope of analysis,
the total benefit of the given project is measured as
its total utility to its users. The total utility of a
product or service usually turns out greater than
the price paid for it. For instance, the recreational
value of a day visit to a national park may well
seem greater than the minor entrance fee paid at
the gate. The visitors then feel that they would be
ready to pay a larger entrance fee, if needed. The
gap between the total utility of the product or
service and the price paid for it is called consumer
surplus. In benefit-cost analysis, consumer surplus
is taken into examination when identifying and
assessing the benefits.

Finally, the scope of benefit—cost analysis may be
enlarged to touch social costs and benefits that fall
not on their origin but on the whole society. For
example, the costs of environmental damages
caused by massive tourism development and
accommodation of mass tourists may eventually
fall on the whole society, as people living in the
damaged areas may start to migrate to more
attractive areas. This may cause unemployment in
receiving areas and pressure on the social security
system, as individuals in working age are paid
unemployment benefits.

Further reading

Curry, S. (1989) ‘Cost-benefit analysis’, in S.F. Witt
and L. Moutinho (eds), Zourism Marketing and
Management Handbook, Hemel Hempstead: Pre-
ntice Hall, 83-7. (Discusses the benefit—cost
analysis and introduces its use in commercial

organisations. )



Mishan, E]J. (ed.) (1994) Cost—Benefit Analysis: An
Informal Introduction, 4th edn, London and New
York: Routledge. (Covers the benefit-cost ana-
lysis including the conceptual frame and empiri-
cal illustrations.)

Schmid, A.A. (1989) Benefit—Cost Analysis: A Political
Feonomy Approach, Boulder, CO and London:
Westview Press. (Examines the benefit—cost
analysis in public decision making,)

Smith, S.LJ. (1995) ‘Benefit—cost analysis’, in
Tourism Analysis: A Handbook, 2nd edn, Harlow:
Longman, 284-95. (Summarises the key features
of the method.)

MARJA PAAJANEN, FINLAND

benefits

The term ‘benefits’ refers to anything someone
receives that has perceived value. Benefits of the
tourism experience may be in the form of
psychosocial benefits to the individual, such as a
satisfying experience. Benefits of tourism to a
community may be in the form of environmen-
tal, psychological, social, cultural or economic
gains or impacts. These benefits may be realised
by the entire community or distributed to indivi-
dual groups or business firms.

CHRISTINE J. CLEMENTS, USA

Bermuda 1

International aviation is based on the absolute
sovereignty of a nation over the airspace above its
territory. This was established through the Paris
Convention of 1919. Sovereignty is exercised
through control over the ‘freedoms of the air’ or
transit privileges which regulate air traffic across
national borders. This concept was defined as a
principle of air law in the Chicago Convention on
International Civil Aviation in 1944, when repre-
sentatives of fifty-two countries met to consider the
future of international aviation. The Chicago
conference reinforced the notion of national
sovereign control over airspace similar to the way
in which countries exercise control over territorial

seas.
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The Chicago conference adopted a Form of
Standard Agreement for Provisional Air Routes as
a model for future bilateral agreements. However,
this was superseded by the air service agreement
(ASA) negotiated between the UK and the USA in
1946, called Bermuda 1 (the location of the
negotiations). This became the accepted model
for the next thirty years, although increasing trends
towards liberalisation are now reflected in more
recent ASAs.

The main characteristics of Bermuda 1 are that
governments, not airlines, negotiate the terms of
the agreement; government authorities of each
country have the right to designate carriers; the
designated carriers of the two countries have
discretion to set capacity; the routes and designa-
tion of carriers authorised to operate on those
routes are identified in the agreement; and fares
are set by the International Air Transport
Association (IATA) and require the approval of
the participating governments.

Following the Bermuda 1 format, bilateral ASAs
usually have three components. The first is the Air
Service Agreement. Through its articles, the
agreement specifies arrangements for setting fares
and capacity levels, customs duties, transfers and
airport charges, and other technical details. Second
is the schedule of routes. This details traffic rights
and specific routes and airports to be served by
the designated airline(s) of each country. Finally, the
Memorandum of Understanding (or Exchange of
Notes in Agreed Minutes) clarifies points in the
principal ASA and may be confidential to preserve

commercial or national interests.

Further reading

Dempsey, P. (1987) Law and Foreign Policy in
International Aviation, New York: Transnational
Publishers. (Provides the background to current
developments on this subject.)

Hanlon, P. (1996) Global Airlines: Competition in a
Transnational Industry, Oxford: Butterworth
Heinemann. (Presents an overview of interna-
tional airline operations.)

International Civil Aviation Organisation (1994)
“The evolution of the air transport industry’,
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1CAO Journal 49(7): 46-58. (Historical focus on
the civil aviation industry:)

TREVOR SOFIELD, AUSTRALIA

biblical sites see sites, biblical

binary structure of
advertisements

Structuralists maintain that the language of pub-
licity is built around opposites (for example,
happiness and misery) in order to offer solutions
to life’s major problems. Tourism promotion
follows this pattern both pictorially and textually
(see also promotion, place). The binary struc-
ture of advertising is carried over into brochures,
pamphlets and guidebooks, where the alluring
qualities of the destination are contrasted with
the monotonous attributes of home.

GRAHAM M.S. DANN, UK

biological diversity

Biological diversity or biodiversity is the variety of
all life forms: the different plants, animals and
micro organisms, the genes they contain, and the
ecosystems of which they form a part. Biodiversity
is often considered at three levels: genetic, species
and ecosystem. Genetic diversity is the variability
of genetic material within species. It occurs within
and among the populations of organisms that
comprise individual species as well as among
species. Species diversity refers to the number
and range of different species. While there is no
certainty about numbers, there could be as many
as nearly 100 million species on earth. Ecosystem
diversity relates to the variety of habitats, biotic
communities and ecological processes.

Biological diversity is emerging as the central
concept of conservation strategies worldwide. At
the Earth Summit in 1992, an agreement on a
Biodiversity Convention was signed to conserve the
same and to ensure sustainable use of its compo-
nents. Agenda 21 deals with biological diversity in

detail. At the first World Conference on Sustain-
able Tourism in 1995, a Charter on Sustainable
Tourism was adopted which applies the recom-
mendations of the 1992 Rio Declaration and
Agenda 21 to the industry. The Charter asserts
that tourism development should be based on
sustainability.

Conservation of biodiversity is fundamental to
ecologically sustainable development in gen-
eral and to sustainable tourism development in
particular. Biodiversity must be treated more
seriously as a global resource, to be managed and
preserved. It is the source of fresh air and water,
food, medicines and industrial products. It is also a
source of inspiration and cultural identity and
underpins recreational and tourism opportunities.

The diversity of ecosystems and the uniqueness
of a destination’s natural resources are the basis
of the tourism industry. The integration of tourism
development and biodiversity conservation is an
important task for sustainable development. It is
the tourism industry’s role and responsibility to
ensure that natural resources are managed in a
manner which protects their intrinsic values.
Properly developed and managed ecotourism
can play a part in conserving biodiversity. Ecotour-
ism can contribute to generating funds for
protected area management and biodiversity
conservation. Ecotourism also presents an oppor-
tunity for increasing awareness of the importance
of the maintenance of biodiversity to tourists.

See also: conservation; ecologically sustainable

tourism; ecotourism

Further reading

Goodwin, H. and Swingland, I.R. (1996) ‘Ecotour-
1sm, biodiversity and local development’, Biodi-
versity and Conservation 5(3): 275-369. (An issue
devoted to ecotourism and biodiversity conser-
vation.)

BAE-HAENG CHO, AUSTRALIA

board

Tourism or tourist boards (also called tourism

authorities or commissions) is a term generally



reserved for national or regional tourism organisa-
tions, and is more commonly used outside of North
America. Their main roles encompass policy
making and administration, marketing and
promotion, industry facilitation, and other related
services. There is a current trend towards the
reorganisation and the funding of tourism boards
as public—private authorities.

DONALD ANDERSON, CANADA

borders

Borders, or boundaries, mark the territorial limits
up to which a political entity can exercise its
sovereign authority. Various scales of border exist
and they can be divided into international and
subnational. International boundaries separate
countries, or nations, while sub-national bound-
aries divide lower level civil divisions such as
provinces, states and counties. Sub-national bound-
aries often have significant implications for tour-
ism, especially in terms of planning, promotion
and taxation. International boundaries, however,
influence tourism in more noticeable ways. Flows
of tourists, their choice of destinations, planning
and the physical development of tourism are all
affected by the nature of international boundaries.

Borders influence tourism in at least four ways:
they act as barriers, they determine the form and
function of destinations in their vicinity, they
function as destinations and they are zones of
transit. Borders as barriers can be viewed from
two perspectives: perceived and real. For some
tourists, having to cross a border may add a
perceived distance owing to formalities or cultural
differences on each side. Many borders are
physically impermeable or highly restricted, which
creates a real barrier.

The spatial development of destinations is often
influenced by proximity to international frontiers.
The most common pattern in frontier areas is for
tourism facilities to be located adjacent to border
crossing points or within easy walking distance.
Furthermore, some borderlands are important
destinations when they include popular attractions
as Niagara Falls, Victoria Falls and the Interna-
tional Peace Garden. Other border-related attrac-
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tions include the border markers themselves,
shopping, gambling and prostitution. Cross-
border shopping is popular in frontier areas where
taxes and prices are lower and when a different
variety of goods is available across the border.
Gambling and prostitution tend to develop in
border areas where such activities of vice are not
permitted in neighbouring countries or provinces.
Borders are also viewed by many tourists merely as
transit zones, not as destinations, because this is the
point where they cross from one political entity into
another. Welcome signs, information centres and
government buildings are the dominant tourism

features of the transit landscape.

Further reading

Timothy, DJ. (1995) ‘International boundaries:
new frontiers for tourism research’, Progress in
Tourism and Hospitality Research 1(2): 141-52.

—— (1995) ‘Political boundaries and tourism:
borders as tourist attractions’, Tourism Management
16(7): 525-32.

Timothy, DJ. and R.W. Butler (1995) ‘Cross-
border shopping: a North American perspec-
tive’, Annals of Tourism Research 22(1): 16-34.

DALLEN J. TIMOTHY, USA

branding

A brand is the name, symbol, term, design or any
combination of these used to differentiate pro-
ducts or services from those of competitors. It is
possible to give brand names to individual products
or to a complete product line. Branding is the
process by which the company decides what brands
it should offer. Some, like Hoover and Xerox, have
become so popular that they started to be used as
generic terms for the product itself (vacuum cleaner
and photocopier, respectively). By branding the
products or services, companies are able to
differentiate them so they can be brought to the
attention of buyers.

A brand is seen as a guarantee of consistent
quality and can be used to attract loyal customers.
In fact, the value of a brand is based on its
perception in the customer’s mind. By differentiat-
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ing a product or service into several brands, where
each appeals to a different group of customers,
companies can use branding to help market
segmentation.

In legal terms, the protection of brands was first
established by the end of the nineteenth century, to
allow manufacturers to differentiate their products
from those without a brand name and other
competitors’ products. The major growth of
branding, though, happened after the US Civil
War when American firms and the advertising
media industry started to grow.

It is important for companies to manage their
brand names as if they were any other asset. If
brands are well-managed, they can produce
revenues and considerable profits that can either
be invested in the same brand again or in other
company projects. If on the contrary they are
poorly managed, they can drain important re-
sources until it is decided to discontinue the brand.
If managers are able to know customers’ percep-
tion of their brands, they are able to successfully
manage and even extend them to other products
and services.

Further reading

Kotler, P., Bowen, J. and Makens, J. (1996)
Marketing for Hospitality and “Tourism, New Jersey:
Prentice-Hall. (Defines branding, provides the
main concepts related such as brand name,
brand mark, brand decision and identifies the
main characteristics of a brand.)

Slattery, P. (1991) ‘Hotel branding in the 1900s’,
Travel and Tourism Analyst: 23-35. (Addresses the
issue of branding and makes prediction for the
hotel industry of the growth of superchains.)

RICHARD TEARE, UK
JORGE COSTA, PORTUGAL

Brazil

Unlike the former Spanish colonies of Latin
America, Brazil maintained its political unity after
independence in 1822 and became the largest
Latin American nation state. Brazil is vast in terms

of geography, population and natural re-

sources. It has a physical extension of 3.3 million
square miles, the fifth largest country in the world.
The population count reached an estimated 160
million in 1997, also the world’s fifth largest. The
country has many natural resources, ranging from
iron ore to petroleum and natural gas to copper,
gold and diamonds.

Although it has been politically unified along its
recent history and capable to manage its ethnic
diversity and varied cultural heritage, Brazil has
not yet created a modern economy. Only recently
was the country able to overcome some of the
former roadblocks to economic development.
The overall rate of growth for the period 1990-5
was 4-5 per cent. However, its gross national
product in 1996 was about $580 billion and the
country’s per capita income in the same year was
$3,640, far away from the present international
threshold to development. At the same time, Brazil
remains one of the most unequal countries of Latin
America, and its uneven social development helps
to explain the many twists and turns that have
affected its economic performance. In 1996, 72 per
cent of the Brazilian population had not completed
the primary level of education, acting as a drag on
the road to growth.

Something similar has happened in the tourism
field. On one side, Brazil has many of the
attractions that draw mass tourism. It has
beautiful tropical and sub-tropical beaches, year-
round warm weather and some excellent resorts,
old and new. The Amazon basin is a magnet for
ecotourists and the Iguacu waterfalls are a sight
enjoyed by many. Rio de Janeiro Bay is very
beautiful, and the city itself has some world-class
beaches (Copacabana, Ipanema, Leblon). Every
year, it hosts the well-known Carnival celebration
and thousands of people, many of them tourists,
participate in the parades organised by the samba
schools, which thanks to television are watched
by millions. On the cultural side, Bahia, the town
of Jorge Amado, has all the quaint charm of
colonial times, beautiful monuments and buildings,
and a rich black cultural heritage.

On the other hand, the Brazilian tourism
industry has been unable to turn those excellent
assets into a world-class destination. Interna-
tional arrivals fell sharply at the end of the 1980s to
reach just over one million in 1990, nearly halving



the figures for 1986 and 1987. However, there was
a revival in numbers during the 1990s. In 1993,
international tourists topped those two best years
with 1.99 million arrivals, and records were broken
in 1996 when Brazil received 2.67 million foreign
visitors.

There are several reasons for this on-and-off
performance. To start with, Brazil is a long haul
from the main international markets of North
America and Europe. Also, internal prices went up
sharply, especially in touristic areas. Both trends
put the country beyond the pale of most vaca-
tioners from those regions. Unlike the 1980s, the
majority of present international arrivals originate
in the Latin American region, mostly from nearby
countries such as Argentina, Uruguay and
Paraguay. Both average stays and expenditure per
capita have decreased in the last few years; in 1996
these were 13.1 days and $70.4, respectively, as
compared with 14.4 and $82.2 in 1990. At the
same time, there was a high number of repeat
visitors to the country, as 65 per cent of inter-
national arrivals in 1996 declared that this was not
their first visit to Brazil. Post-trip satisfaction also
ran high. Nearly 90 per cent of those polled in
1996 said they expected to come back at some time
in the future.

There are other reasons for the uneven
performance of Brazil. World-class hospitality is
still missing, even in Rio, and most hotels across the
country do not reach international standards of
comfort and service. At the same time, with
widespread lack of literacy and schooling in the
population, it is difficult for tourism workers to
excel. Further, safety, especially in and around
Rio de Janeiro, has been one of the concerns of
international tourists to Brazil and its lagging levels
have been cited as one of the reasons for the
downturn of the early 1990s.

But international tourism is not all that there 1s
to Brazilian tourism. Improved economic perfor-
mance has brought about an upsurge in domestic
tourism during the last few years. There are no
reliable data on this area, but it is estimated that
domestic trips reached 128 million in 1994-5.
Altogether, the industry contributed about 8 per
cent to the gross national product during the
1990s, significantly more than 5.1 per cent for the
rest of Latin America. Not to be forgotten,
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Brazilian top economic and social groups are avid
consumers of tourism services abroad. Outgoing
Brazilian tourists grew 495 per cent in the period
1980-95, as compared with a 17 per cent increase
in international arrivals for the same period. Their
favourite destinations are the United States
(particularly Orlando and Miami) and Argentina.

This poses some questions both practical and
general. On one hand, it is difficult to see how the
Brazilian deficit in its touristic balance of
payments can keep on growing at the same
quick pace of the last few years, having already
reached $3.3 billion in 1996. During the 1990s,
Brazilians spent much more in foreign countries
than they received from their international guests.
On the other hand, this behaviour is an
interesting puzzle for those theories that see
international tourism in general as a form of
neo-imperialism, where the so called southern
countries are always at the beck and call of their
northern counterparts. All in all, but for the
outgoing end of the business, tourism development
in Brazil has until now been slow and uneven. This
means that the country is not receiving its due
share from its outstanding attractions, and that
there is still considerable space for its industry to
Srow.

Further reading

Abresi-Embratur (1996) A Indistria do Turismo no
Brasil. Perfil & Tendencias, Brasilia.
Embraur (1997) Anudrio Estatistico 1997, Brasilia.

JULIO R. ARAMBERRI, USA

break

Breaks are interludes or interruptions in an
activity which features some refreshing and
mvigorating aspects so that the participant, upon
returning to the previous activity, benefits from a
renewed dedication or enthusiasm. Vacations,
holidays and excursions are frequently seen as
breaks from routine ordinary activities. ‘Short
breaks’ are holidays of a few days duration,
typically a weekend. In heospitality, breaks are
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refreshment opportunities scheduled between
meeting activity.

CARL PFAFFENBERG, USA

break-even point analysis

Break-even point analysis is concerned with
determining the number of units that must be
sold, or the level of revenues that must be achieved,
to produce a situation where revenues equal
expenses. This analysis can determine the amount
of profit earned at sales levels above break-even
point; the quantification of additional units needed
to be sold to reach profit levels at various points
above the break-even point; the effect of changes in
fixed charges; the effect of changes in variable
costs; and the effect of changes in selling price.
Certain assumptions are required when employ-
ing break-even point analysis. These assumptions
are that fixed costs will remain constant during the
period being analysed; that total variable costs will
fluctuate in a linear fashion with revenues; that
variable costs will remain constant on a per unit
basis; that labour productivity will remain
constant regardless of volume; that revenues will
remain constant on a per unit basis are propor-
tional to variable costs; that there will be no volume
discounts for bulk purchases; that all mixed costs
will be broken down into their fixed and variable
components; and that the sales mix remains
constant. Furthermore, it is understood that any
costs that are shared between more than one
department will not be eliminated if one of the
departments is closed, but rather will be allocated
among the remaining departments. The basic
formula for break-even point analysis is fixed costs
divided by contribution margin. Contribution
margin is revenue(s) minus variable cost(s). The
result is the number of units required to be sold to
break-even. A variation on this formula is to add a
sum certain to the fixed costs to provide for profit.
Most tourism operations sell multiple products
with different contribution margins for each
product. Therefore, an additional tool, weighted
average contribution margin percentage, is needed
for break-even analysis. Contribution margin
percentage is the item contribution margin divided

by the selling price. Weighted average contribution
margin percentage is total contribution margin
divided by total sales. To get break-even in sales
dollars, fixed costs are divided by the contribution
margin percentage for a single product or the
weighted average contribution margin for multiple
products. Since most products in the tourism
industry have different contribution margins and
percentages, a weighted average contribution
margin percentage is used to arrive at the total
volume of sales in dollars to reach the break-even
point.

Further reading

Coltman, M.M. (1994) Hospitality Management
Accounting, 5th edn, New York: Van Nostrand
Reinhold.

Schmidgall, R. (1997) Hospitality Industry Managerial
Accounting, 4th edn, East Lansing, MI: Educa-
tional Institute of the American Hotel and Motel
Association.

STEPHEN M. LEBRUTO, USA

brochure

A brochure is a form of printed promotional
material which is designed to communicate with
existing or potential visitors. Although there has
been limited research on the nature and role of the
brochure in tourism promotion, it is recognised
that promotional material, including brochures,
have been used throughout history to attract
tourists (sec also promeotion, place). Today,
brochures are one of the most commonly used
vehicles for destination promotion.

Bochures are generally designed with one of two
basic functions in mind: to provide practical
information which visitors may use in their trip
decision making and planning processes, and/
or to establish an image of the destination as a
viable alternative when planning future trips.
Image brochures may be further described as
‘promotional’ with a goal of selling a particular
business or attraction or ‘lure’, with the goal of
promoting a destination area. These functions have
generally been established using four distinct



strategies or modes of presentations: attractions
which provide a vehicle for tourists to address
desired goals and/or needs; tours which ‘bundle’
attractions and activities within a manageable
framework; a map which provides basic direc-
tional/location information; and information
which provides detailed functional descriptions
(such as price, availability and so on) of tourism-
related facilities such as hotels, motels, camping,
restaurants and the like.

The effectiveness of tourism brochures has
been examined in a number of studies. Similar
to all communication materials, they must be
developed to meet specific objectives. Important
characteristics of target markets include location,
special interests and experiences, the nature of the
trip and demographic characteristics. With this in
mind, brochures can be a very effective means
with which to influence tourism behaviour, often
generating a relatively high return on invest-

ment.

Further reading

Buck, R.C. (1977) ‘The ubiquitous tourist bro-
chure: explorations in its intended and unin-
tended use’, Annals of Tourism Research 14(4): 195—
207. (Examines the format and content of tourist
attraction brochures provided in Lancaster
County, Pennsylvania from a sociological per-
spective.)

Getz, D. and Sailor, L. (1993) ‘Design of destina-
tion and attraction-specific brochures’, Journal of
Travel and Tourism Marketing 4(2/3): 111-31.
(Discusses ways to design effective brochures
for building image and affecting destination
choice.)

Wicks, B.E. and Schuett, M.A. (1993) ‘Using travel
brochures to target frequent travellers and “big
spenders’™, Journal of Travel and Tourism Marketing
4(2/3): 77-90. (Examines the usefulness of travel
brochures and suggests that targeting is an
important principle for having impact.)

DANIEL R. FESENMAIER, USA

broker see culture broker
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budget hotel

A budget hotel is a low-tariff, branded and often
purpose-built accommeodation product, charac-
terised by good quality but limited facilities
operated in accordance with standardised proce-
dures. Mostly located on major tourism routes or
outside urban settings. They have minimal public
space; food, where provided, is often served in an
adjacent restaurant. Tariffs are uniform nation-

wide and rarely discounted. Occupancy levels are
high.

KEITH JOHNSON, UK

budgetary control

Budgetary controls are the management systems
employed by an organisation to effectively deter-
mine variances and identify those that are
significant, to analyse the significant variances, to
determine the source of the problems that created
the variances, and to initiate action to correct the
problems. Budgetary controls measure and evalu-
ate the actual results of operation to the budgeted
results. The main purposes of budgeting are to
provide an organised estimate of future revenues
and expenses, a statement of management policy
expressed in accounting terms and a method of
control.

In a tourism enterprise, the budget addresses
many issues. For example, from an operations
budget the forecasted revenues for a period of time
are openly stated (see revenue forecasting). In
addition, wage and salary increases can be
projected to provide the budgeted labour for the
year. If price changes are necessary, the budget will
clearly indicate this. Definite goals are established
for occupancy rates and average daily rates in
advance. All revenue producing departments
should provide departmental income. The budget
makes that commitment and requires management
to be participatory. In fact, the best budgets are
prepared when management reaches down to the
lower levels of the organisation for input into the
process. This creates stakeholders and an owner-
ship in the financial aspects of the business.
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The budgetary control cycle begins with estab-
lishing realistic financial goals for the organisation,
followed by developing an action plan that will
implement these goals. The actual results are then
compared with projected results and corrective
action is taken where appropriate to facilitate
improvement. Those items that are appropriate for
management action are determined from analysing
the variances and determining those that are
significant.

Often an organisation will employ a technique
called zero-base budgeting (ZBB). This form of
budgeting requires all participants in the process
to start at zero and justify what they need in
expenses. This technique is most effective during
periods of excessive spending because it prevents a
department from saying that they will need
whatever they spent the previous year plus an
additional amount for cost increases. With ZBB,
the manager is forced to examine every cost
incurred. ZBB is a form of budgetary control.

Budgetary controls require that periodic reports
be prepared for each level of responsibility. The
most common period of time for such reports is
monthly. Since financial statements are usually
prepared under the uniform system of accounts,
the budgetary control reports should also be
prepared using this format. Schedules are required
for each operating and service department. These
periodic reports must be relevant and timely to
have any meaning and to be of use in a control
process. The relevance issue means that operating
managers should only be given departmental
statements for which they have control. For
example, if an enterprise is allocating service
department costs to operating departments, the
departmental manager will not be able to make the
necessary changes since the comparison and the
significant variances could possibly include allo-
cated costs, which are beyond the scope of this
individual’s control. If the report is not timely, the
necessary corrections will not be made until further
deviations from the standard have been perpetu-
ated.

Although budgetary control reports can take
many forms, the most common ones show actual
results for a particular period in the first column
and the budgeted amount in the second column,
with a difference column expressed in dollars and a

relative difference column expressed in percen-
tages. The budget can be of little use as a control
vehicle if it is not prepared in a manner consistent
with the financial reporting employed by the
enterprise.

Budgetary controls require that an operation
establish standards and standard procedures for
every activity. The budgetary control process
assumes that all employees are properly trained
in the established standards and procedures.
Periodic measurement and comparison of actual
results to the budget allow management to make
the determination if the established standards of
performance are being met, and if not corrective
action is put into place.

As a result of budgetary controls, errors and
irregularities are kept to a minimum. An error is an
unintentional mistake, and an irregularity is an
intentional mistake. Errors and irregularities can be
made by both management and hourly employees.
The most common irregularities by employees is
theft of assets and the omission of transactions.
Management can create equity and record ficti-
tious transactions.

The hospitality industry is especially vulner-
able to errors and irregularities for a variety of
reasons. This industry is a cash business with many
transactions, and often is the source of employ-
ment for low-skilled individuals and employees
first entering the workforce, groups that generally
carn low wages. The items used in a typical
hospitality enterprise all have a street value and are
used by the general population. For these reasons,
it is important to maintain good budgetary controls
to monitor the expected performance versus the
actual performance. Budgetary controls are pre-
ventative controls, that is, controls that are
implemented before a problem occurs. Since a
budget is prepared in advance of the activity, it
becomes a standard to compare actual results.
Detective controls, on the other hand, are designed
to discover problems after the fact; an example is
external audit. Detective controls also monitor
preventative controls to make certain that they are
working.

Budgetary control includes reforecasting the
operations budget. There are times when unknown
factors have caused the operations budget to lose its
effectiveness as a control vehicle. Reforecasting is



necessary when actual results vary significantly
from the budgeted results, and the analysis has
determined that the reasons for this variance is that
the operations budget is inaccurate. Creating a new
revised operations budget allows management to
use budgetary control techniques.

Further reading

Coltman, M.M. (1994) Hospitality Management
Accounting, 5th edn, New York: Van Nostrand
Reinhold.

Schmidgall, R. (1996) Hosputality Industry Managerial
Accounting, 3rd edn, East Lansing, MI: Educa-
tional Institute of the American Hotel and Motel
Association.

Uniform System of Accounts for the Lodging Industry, 9th
edn, East Lansing, MI: Educational Institute of
the American Hotel and Motel Association.

STEPHEN M. LEBRUTO, USA

budgeting

Budgeting is a management planning activity
covering all phases of operations for a definite
period in the future. It is a formal expression of
the plans, objectives, and goals established by
management. Budgets are presented for the
concern as a whole and for each subdivision of
the operation. The budget is an organised estimate
of the future and a method of control.

Some of the most common types of budgets are
operating budgets, capital budgets and cash
budgets. The former are revenue and expense
projections for both operated and service depart-
ments. The summary of all departmental budgets
are referred to as a master budget. Capital budgets
refer to the acquisition of fixed assets and the
management of debt and equity. Cash budgets are
summaries of the cash expected to be received and
disbursed over a finite period of time. Budgets can
be established at a specific level of activity, such as
room occupancy percentage. These budgets are
called fixed budgets. Often, management requests
budgets prepared at different levels of activity, such
as hotel room occupancy percentage. These types
of budgets are called flexible budgets.
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The benefits of budgeting are that they force
management to examine alternatives prior to a
course of action, and view the facts relative to the
financial health of the organisation. Budgets provide
a standard for comparison, allow management to
prepare for the future, measure progress and assist in
self-evaluation, and clearly state the objectives of the
organisation. Reasons not to budget are the time and
cost of the process, the fact that there are many
unknown factors, the possibility of a breach in the
confidentiality of financial information, and the
promotion of excessive spending merely because the
budget dollars are available.

Operating budgets in hospitality operations
begin with department managers forecasting
revenues and expenses. Labour, the largest expense
in a hospitality and tourism operation, is shown
separately. Both operating departments and service
centres prepare budgets. Operating budgets best
serve management when they are prepared in
accordance with the uniform system of ac-
counting for Lodging Properties. The hospitality
industry is fixed asset intensive as compared to
manufacturing businesses. Therefore, capital bud-
geting is an important major concern. Manage-
ment must decide which capital projects to fund
under a capital rationing system, which chooses the
most appropriate projects to undertake.

The hospitality industry is seasonal, and de-
mand for its services are variable. Cash budgets
must be prepared to alert managers of projected
shortages and excesses of cash. By knowing in
advance when shortages are expected, managers
can make arrangements to cover these deficits in
the most cost-effective manner. When management
is alerted to projected cash excesses, these funds
can be invested.

Further reading

Coltman, M.M. (1994) Hospitality Management
Accounting, 5th edn, New York: Van Nostrand
Reinhold.

Schmidgall, R. (1997) Hospitality Industry Managerial
Accounting, 4th edn, East Lansing, MI: Educa-
tional Institute of the American Hotel and Motel
Association.

STEPHEN M. LEBRUTO, USA
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Bureau International de
Tourisme Social

Established in June 1963, with its headquarters in
Brussels, Belgium, the goal of the Bureau Inter-
national de Tourisme Social (BITS) is to promote
the fundamental human right to rest and leisure.
The majority of its ninety-plus members are
national organisations whose main, if not exclu-
sive, aim 1s to develop social tourism. The
organisation’s activities include study and re-
search, coordination and mutual operational aid,

and representation.

JONI E. BAKER, USA

Bureau International pour le
Tourisme et les Echanges de la
Jeunesse

The aim of the Bureau International pour le
Tourisme et les Echanges de la Jeunesse is to create
favourable conditions for the development of
youth tourism through the promotion of inter-
national friendship and cooperation among young
people in the fields of culture, science, sport and
leisure activities. Founded in 1960, its head-
quarters is located in Prague, Czech Republic.

TURGUT VAR, USA

burnout

The term ‘burnout’” was coined by Freudenberger
(1980), who defined it as a state of fatigue or
frustration brought about by devotion to a cause, a
way of life, or a relationship that failed to produce
the expected reward. It is a state of physical and
emotional depletion resulting from conditions of
work. The symptoms include a feeling of emotional
and physical exhaustion; a sense of alienation,
cynicism, impatience or negativism; feelings of
detachment; and resentment of work and collea-
gues. Burnout victims often have a wide range of
physical symptoms including headaches, stomach

problems, insomnia and heart diseases. In extreme

cases, burnout can lead to even serious psych-
ological illnesses such as depression or suicide.

The occurrence of burnout appears to be
correlated with numerous self-reported measures
of personal distress, and in particularly with
difficulty in controlling work-related stress. The
common element to most work-related stresses is a
feeling on the part of the individual affected that no
matter how hard the person works, the payoffs in
terms of accomplishment, recognition, advance-
ment or appreciation are not there.

Empirical studies by Maslach and Jackson
(1986) identified three components of burnout that
were found to be most relevant for human services
professionals. The first of these was emotional
exhaustion, a state of depleted energy which is
assumed to be a response to excessive psych-
ological and emotional demands made on an
individual. The second was a feeling of low
personal accomplishments, a decline in one’s
feelings of competence and successful achieve-
ments in one’s work and life. The third was
depersonalization, a term associated with a heart-
less response toward clients. Research on burnout
suggests that human service professionals such as
teachers, health services workers and hospitality/
tourism employees are particularly vulnerable to
burnout. Because of the stress of interpersonal
contact — the pressure to meet emotional needs of
others while remaining ‘selfish’ — service profes-
sionals appear to experience burnout more than
professionals in other fields.

Most researchers agree that external factors as
well as the individual himself/herself contribute to
burnout. External factors that have been found to
be associated with high level of burnout are role
ambiguity, role conflict, inadequate training, in-
ability to advance, monotony, work overload, little
or no emotional support, and little reinforcement
from clients, colleagues or administrators. To
recover from burnout, it is commonly believed
that one should take a vacation and travel away
from home and work as a tourist.

References

Freudenberger, H.J. (1980) Burnout: The High Cost of
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Burnout Inventory Manual, 2nd edn, Palo Alto, CA:
Consulting Psychological Press.

ABRAHAM PIZAM, USA

bushwalking

Bushwalking is a form of active outdoor recrea-
tion involving walking along tracks or trails in
forested or treed landscapes. While often a
secondary tourist activity, bushwalking may be a
pivotal activity supporting adventure tourism,
nature tourism and ecotourism. While most
often confined to short walks, in its longer forms
bushwalking may represent a special form of
tourism requiring camping and other accommo-
dation (see trekking).

DAVID G. SIMMONS, NEW ZEALAND

business format

Multi-unit organisations in tourism may expand on
the basis of one or more business formats,
including full ownership and operation via acqui-
sitions or mergers, joint ventures, leasehold
agreements, management contracts, fran-
chises, consortia or strategic alliance formats. Each
has implications for the organisational and
operational tie between units and organisations.
Formats chosen depend upon whether the business
is cash flow-based or asset-based.

ANGELA ROPER, UK

business tourist see business travel; convention
business; market segmentation; tourist

business travel

Business travel, a tourism market segment, is a
term used to describe all non-discretionary trips
which occur either explicitly for the purpose of
engaging in work, or incidentally in the course of
conducting work-related activities. It includes
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travel associated with everyday business operations
as well as travel for corporate or organisation-based
meetings, conventions and congresses. Incentive
travel, in which firms use trips to reward top-
performing employees, is also generally included
under this heading.

Business travel, by its very nature, may involve
last-minute booking and frequent changes or
cancellations. Because the cost is generally covered
by the company or organisation rather than the
individual, price may play a less important role
than for pleasure trips. This does not mean that
businesses have little interest in managing their
travel expenses. Companies, governments and
other organisations are increasingly taking steps
to control costs through expense claims, and by
negotiation of preferred supplier arrangements
with specific airlines and hotel chains.

Business trips are different from pleasure holi-
days in several other respects. The preferred
destinations for the former are generally cities
rather than resorts. As a consequence, regions
with well-developed industrial or service econo-
mies tend to attract the highest volumes of business
travel. Such trips tend to be considerably less
seasonal and more concentrated in mid-week, with
transportation occurring during mornings and
evenings to maximise time at the destination
during business hours. Thus, hotels that cater to
this market face important challenges resulting
from spare weekend capacity.

Because of their professional status, business
travellers are generally well-educated and affluent.
These characteristics make them desirable targets
for suppliers of the pleasure sector, who encourage
them to take vacation time at the destination
several days before or after the meeting or
conference. Persons travelling on business may
also choose to bring their spouse, or may return to
the meeting site for pleasure at a later date.

Further reading

Cleverdon, R. and O’Brien, K. (1988) International
Business Travel 1988, London: Economist Intelli-
gence Unit.

ROBIN J.B. RITCHIE, CANADA
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buying decisions

The ways in which consumers choose products
and services have critical implications in the
planning and evaluation of marketing strategies.
Buyers consider a limited number of products/
brands when planning purchases, and categorise
these into different sets according to perception,

preference and experience (sce also branding).
Thus, a central strategy is to gain entry into
tourists’ long-term memory and their abilities to
retrieve such information into active memory when
product choice is affected by both intention to
purchase and situational variables.

LUIZ MOUTINHO, UK



cafeteria

A cafeteria is a self-service restaurant frequented
by both tourist and resident populations. There
are two main types. The ‘in-line’ cafeteria consists
of a single counter along which customers pass to
make choices. The free-flow system, also known as
the ‘scramble system’ or ‘hollow square’, has
several counters each serving different meal items
such as hot foods, sandwiches, salads, desserts and
beverages.

PETER JONES, UK

Cahier Espaces

Cahier Espaces publishes theoretical articles and
initiatives on tourism planning and develop-
ment, leisure, culture, transportation,
national and regional tourism organisations, and
educational centres and institutions. Each issue of
Cabhier Espaces deals with a theme such as Accueil
and Amimation, Gestion des Stations and Nouvelles
Technologies. Articles are published in French, but
can be submitted in English. First published
in1985, the journal appears five times per year. It
is published by Editions Touristiques Européennes
(ISSN 0992-3950).

RENE BARETJE, FRANCE

camping

Camping is the act of temporarily living in close
proximity with the out-of-doors, often in semi-
permanent or mobile structures. It may be for
purely diversionary purposes connected with
recreation and tourism activities, focused on
educational or therapeutic goals, done individually,
in family or friendship groups, or conducted in
formally organised settings. Its origins are the
temporary living places associated with the mili-
tary, subsistence hunting-gathering and exploratory
expeditions.

Places to camp, or campsites, range from a
climber’s cramped bivouac on a mountainside
ledge, to a designated spot with no ancillary
facilities along a wilderness hiking trail, to a
fully-developed parking place for a luxury motor-
home, travel trailer or recreational vehicle in a
public or private park. In popular usage, especially
in the southern and western parts of the United
States, a camp can also be a small house, or cabin,
to which the user returns periodically as a base for
recreational activities. In other areas, such tem-
porary living places may be referred to as cottages
or stations. These terms have evolved in recent
years into the general category of vacation homes,
or second homes, thus removing such structures
from the popular perception of camping.

Modern recreational camping dates to the last
century. In North America, civilian camping for
other than the purely practical purposes of
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exploration and overland migration into un-
developed territory began in the 1870s, with
individuals and groups venturing into the wild-
erness by foot, horseback or small boats. The
growing popularity of the automobile stimulated an
expansion of relatively long-distance vacation
camping in North America following the First
World War. Public and private campgrounds and
travel trailer parks developed to serve this increas-
ingly mobile population. However, it was not until
the years following the Second World War that
vacation camping became a commonly popular
activity, in North America, Europe and elsewhere.

Organised camping aimed at educational and
socially therapeutic goals, frequently referred to as
‘the camping movement,’ originated under the
sponsorship of schools and religious institutions in
the mid-nineteenth century. These camps, usually
conducted in the summer months for children and
young adults, may be associated with organised
youth groups, operated by public recreational and
educational agencies, or private enterprise. Special-
ised camps may be organised around themes such
as environmental education, the rehabilitation of
emotionally troubled or physically handicapped
persons, work—skill training, or instruction in

computer use, mathematics, sciences or music.

MARY LEE NOLAN, USA
TOM BROXON, USA

Canada

Canada, a country with two official languages
(English and French), combines a relatively small
but ethnically diverse population of 29.3 million
people with the thirteenth largest economy and the
second largest geographical area in the world. The
combination of a generally prosperous and cosmo-
politan population, geographic grandeur, cultural
variation, well-developed infrastructure, proxi-
mity to the United States and ties to Europe and
Asia make this country both a leading origin and
destination for international tourism. Like
its neighbours, Canada is more a continent than a
country. The landscape is a collage of different
environments — mountain, prairie, forest, farm-
land, marine and tundra — spread over 10 million

square kilometres in ten provinces and three
territories.

Canada’s proximity to the United States is a
major influence on tourism development and
patterns. Canada is the nearest international
destination for the majority of the US population.
The converse is true for Canadians: most live
within 250 kilometres of the US border. They form
an ethnic mosaic as diverse as the land itself. More
than ninety distinct cultural groups, from Indians
and Inuit through descendants of French and
British pioneers to recent immigrants from Asia,
constitute the social fabric.

Canada’s tourism products compare favourably
with those of its international competition, with key
strengths in products that relate closely to its scenic
natural resources. Two out of three of Canada’s
globally competitive product categories rely heavily
on its natural scenery: wilderness (for example,
Baffin-Pangnirtung or Nahanni River), resorts
(such as Mount Tremblant, Banff or Whistler) and
urban centres (including Toronto, Montreal and
Vancouver).

According to the World Tourism Organiza-
tion (1996), Canada accounts for 3 per cent of
international tourist arrivals and 2 per cent of
receipts. In 1995, Canada earned $11 billion from
sales of both goods and services to 17 million
international visitors, making tourism one of the
most important exports for the country. US visitors
account for about 75 per cent of foreign arrivals.
While the number of Americans visiting Canada
has increased modestly in recent years, their
market share has dropped considerably from the
1970s when they accounted for almost 90 per cent
of all international arrivals. By contrast, Asian
market shares, especially from Japan, Taiwan and
South Korea, have been rising rapidly. Increases
in European market share have not been as great
as from Asia, but Europe, especially the United
Kingdom, France and Germany, remains an
important market for Canada.

Canada also accounts for approximately 3 per
cent of international tourist departures and ex-
penditures. In 1995, Canadians spent about $14
billion on purchases of both goods and services
involving 18 million international visits, making
tourism one of the most important imports for the
country. About 80 per cent of all Canadians visit



the United States, although this percentage is
slowly declining in favour of outbound visits to
other destinations. In recent years, the tourism
account balance — the difference between expen-
ditures by Canadians going abroad and receipts
from foreigners — has declined. In 1992, the deficit
was over $6 billion; in 1995, it was $3 billion.
Moreover, this inbound/outbound gap has closed.
In 1992, the gap was almost 7 million; in 1995, it
was less than 1.3 million.

While international tourism is important,
domestic tourism far exceeds it in economic
significance. Approximately 85 per cent of all
tourism spending in Canada comes from domestic
tourism receipts. The small ratio of international to
domestic is due in large part to the size of Canada
and its domestic attractions, especially outdoor
recreation opportunities. The long-term trend,
however, is one of declining domestic appeal, due
to increasing tourism imports as a result of intense
international competition for the very active and
relatively wealthy Canadian tourists, and declining
inter-provincial tourism coincident with a gradual
shift to multiple shorter duration vacations.
Although domestic tourism is practised by the
majority (80 per cent), it represents only about 50
per cent of the total annual tourism expenditure by
Canadians. The relatively low expenditures are in
part because most domestic trips are taken by
private automobile to destinations within the
tourists’ own province for visiting friends and
relatives.

Until recently, tourism had trouble convincing
sceptics that it played a significant economic role in
the Canadian economy. This was due to the fact
that tourism is not an industry in the traditional
sense. Its consumption includes both tourism and
non-tourism commodities (such as accommoda-
tion and groceries, respectively) and cuts across
various industries (such as transportation and
retail trade). These problems have been overcome
by creating a tourism satellite account and
associated statistical indicators. In fact, Canada
plays a lead role in developing new tools for
tourism analysis.

In recent years, the industry has performed
better than both the business sector and the
Canadian economy as a whole. For example, total
tourism spending in 1995 was $41.8 billion, up 7.1
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per cent from 1994. Its resulting total direct effect
on the economy is estimated at $17.0 billion, up
7.0 per cent over 1994. By comparison, the
Canadian gross domestic product rose only 3.9
per cent in the same period. Employment
estimates also indicate that tourism job creation
has exceeded that in the overall business sector.

In another vein, tourism in Canada has a well-
developed social infrastructure with many different
public and private sector organisations including
government departments, trades, industry advo-
cacy groups, destination marketing organisations
and other tourism bodies at all levels. Within the
public sector, the federal, provincial or territorial
governments share roles and responsibilities in
respect to tourism. Both orders of government
share involvements in overall strategic planning
and co-ordination, marketing activities, research,
data and information activities, and reception,
awareness and heospitality activities. Tourism
development in terms of planning and plant
development, however, is the prime responsibility
of the provinces and territories, as well as of private
enterprises. Similarly, while education is the
responsibility of the provinces and territories, the
task for human resource development falls
primarily on the industry itself.

Further, within the non-government sector,
many of the various national trade associations
and advocacy organisations have associated
provincial, territorial and local regional organisa-
tions. Examples include local convention and
visitor bureaus, local destination marketing orga-
nisations and regional industry or sector associa-
tions. Each is concerned with legislation, policy
and coordinated action at the relevant level and
focus. The two most influential organisations at the
national level are the Canadian Tourism Commis-
sion (CTC) and the Tourism Industry Association
of Canada (TIAC). The CTC is a national
partnership between the industry and all levels of
government in Canada. Its main objectives are to
market the country as a destination, and to provide
timely and accurate information to aid decision
making. TIAC is a national advocacy organisation
that promotes the interests of Canada’s tourism by
formulating and advocating policies and pro-
grammes to the federal government.
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Despite this progress and commitment, Cana-
da’s tourism industry faces numerous challenges.
Three of the most significant are changing market
demographics, the impact of new technologies and
increased international competition. All Canada’s
main markets (domestic Canadians, Americans,
Europeans and Japanese) have ageing populations.
Matching the different product interests of this
growing senior citizen segment will require changes
in many existing products and services, in addition
to developing new ones. Similarly, the organisation
of the supply side of tourism, particularly the
product distribution processes, is changing with the
introduction of new information and telecommu-
nication technologies. Examples include the estab-
lishment of destination management systems
by some provinces, plus the increasing use of new
technologies such as the Intermet to distribute
products directly to tourists without intermediaries.
Moreover, international competition continues to
intensify. In response, Canada has introduced a
number of new trade facilitation initiatives.
Significant interventions include the creation of
the Canadian Tourism Commission, the historic
‘open-skies’ agreement between Canada and the
USA, the ‘two-way travel’ agreement signed
between Canada and Japan to triple volume
between the two countries by the year 2005, and
new arrangements to facilitate the movement of
tourists on the ground as well as at major air
terminals.

Canada’s tourism industry faces the twenty-first
century with a new positive attitude of confidence
and determination arising out of the emergence of a
strong sense of common national vision, industry
partnership and national leadership support. Re-
cently, all major Canadian competitive indicators
are turning positive. Canada is now well positioned
to develop its tourism industry further and capitalise
on its growth potential as a destination with open
spaces, beautiful scenery, a relatively clean environ-
ment, excellent infrastructure, high standards of
health and safety, sophisticated cities, friendly

small communities and a diverse culture.
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car rental

Car rental or hire services provide the tourist with
the flexibility of having a substitute private car at,
or en route to, their destination. Such services
are particularly popular with business tourists (see
business travel). Car rental is largely provided
either by major international companies or smaller,
more locally based, independent firms. The former
is dominated by Hertz, Avis, Budget and
Europcar/Budget, and the United States is the
most important market. Franchising has helped
this rental business to expand. Some of the large
companies are owned by car manufacturers, which
use the rental outlets as a means of introducing and
gaining acceptance of their new models. They have
fairly similar prices but offer a wide variety of cars
and hiring locations. This convenience appeals to
the business tourists. The smaller firms have a
more limited choice of cars and pick-up and set-



down places. Their lower prices tends to attract the
more price-conscious but more flexible leisure
tourists, especially within Europe. There are also a
few specialised companies which provide very
luxurious vehicles for the up-scale leisure or
business markets.

Much of the car rental business, particularly in
the United States, is generated at airports. Railway
stations are also important outlet locations outside
North America. Express pick-up and return
services are very often provided for the business
tourist. Technological innovations, such as self-
service machines and computerised mileage
counts, have speeded up the transaction processes.
Fly-drive packages, which offer an all-inclusive
price for the cost of the air travel trip to the
destination, combined with the cost of car and
accommodation, have also increased the use of
rental services for leisure purposes (see package
tour).

The large car rental companies all have links
with major airlines and hotel chains and can be
accessed through their computer reservations
systems. As with other parts of the tourism industry,
reward schemes are offered for frequent car users
which give them benefits such as price reductions,
free upgrades and other special offers on rental and
other tourism products plus priority booking (see
frequent flyer programme). Companies with
large numbers of employees using car rental
services regularly on business are often able to
negotiate favourable corporate rates. Other yield
management techniques, originally pioneered in
the airline sector, which vary rates charged
according to patterns and type of demand, have
also been adopted by the car rental business.

Further reading

Loverseed, H. (1996) ‘Car rental in the USA’, Travel
and Tourism Analyst 4.

Smith, PD. (1991) The European Car Hire Industry,
London: Economist Intelligence Unit.

UK Euromonitor (1992) Car Rental: The International
Market, London: Euromonitor Publications Ltd.
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caravan park

A caravan park is a facility where tourists driving
recreational vehicles can stop. It commonly
provides such basic services as electric power,
shower, laundry and grocery. Some also offer
recreational amenities, including swimming pools
and tennis courts. Public acceptance of this form of
tourism in the 1960s led to its growth. After the
1970s energy crises, it also became popular to rent
recreational vehicles at caravan parks, in a manner

similar to renting a hotel room.

CHARLES S. JOHNSTON, NEW ZEALAND

career

A career is comprised of a sequence of work-related
activities and strategies that an individual experi-
ences, perceives and acts on during a lifetime. A
career may be seen as being individually perceived
and experienced and as being associated with
work, however defined. Moreover, it is likely to be
influenced by and to exercise influence on all other
life activities, including the family and social
spheres. It also has a longitudinal perspective in
that it cannot be observed at a single point in time.
It is a process that covers the lifetime of the
individual. There are a number of commonly held
views that are not necessarily components of an
individual’s concept of a career. It does not always
imply upward mobility; there are linear careers,
but also other types such as contractor, pilot or
motel owner that do not necessarily lead to
progression up a hierarchy.

Careers are not associated with any particular
occupation but refer to all work-related activities
that extend over a relatively long period. They
need not necessarily be experiences associated with
one organisation. While some people may spend
their entire working life in one hotel management
company, many others are highly mobile and
pursue their careers in a variety of different
organisations. Furthermore, it should be noted
that career success cannot be adequately measured
by such attributes as rank, salary and speed of
promotion. Although these factors may affect an
individual’s self-perception of career success, there
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are many other factors that might affect individual
perceptions.

In a career development orientation, there is a
continual matching process between the organisa-
tion and the individual. The organisation needs to
recruit, train, motivate, manage and develop
human resources in order to maintain its effective-
ness through survival and growth. Individual
workers, on the other, hand need to find work
contexts that provide challenge, security and
opportunities for development throughout their
entire working life. A psychological contract may
be said to develop, which is continually renego-
tiated throughout the carcer of the individual
within the organisation. The outcomes for the
organisation may be seen in terms of productiv-
ity, creativity and effectiveness. Individual out-
comes may be measured by satisfaction, sccurity,
personal development and integration of work with
other aspects of life. The ideal situation is one in
which this matching process leads to a mutually
beneficial relationship.

A variety of commentators have pointed out that
each career transition step requires decisions. As
such, there are many important and difficult
milestones facing people during their working
lifetime, including deciding on a particular career
to pursue, obtaining the education and training
necessary for the chosen career, selecting a starting
point to fulfil career plans, developing a strategy for
obtaining a specific position in an appropriate
organisation, selecting work offers from among
alternatives, deciding the assignments and tasks to
pursue within an organisation, developing a career
path (such as technical or managerial), obtaining a
position in another location or with another
organisation, preparing for the next position (for
example, strategies for continuing education and
development), continuing self-appraisal and devel-
opment of one’s career goals, deciding to step down
or move laterally during the latter part of a career,
and selecting the time for retirement and an
appropriate strategy of disengagement.

According to career development counsellors,
there are a large number and great diversity of
decisions to be made. Like all other workers,
tourism employees face many career transitions
and choices, and they need to actively manage the
decision making process. Such choices should be

made in the context of long-range career plans,
and workers are more likely to enhance vocational
satisfaction if they develop such plans. One of the
most important theoretical formulations in the
context of career planning and development
involves the notion of career anchors. As a result
of education, early organisational socialisation and
work experience, an individual is said to develop
certain knowledge about the match between self
and job.

Schein (1992) holds that the career anchor
functions in the individual’s work life as a way of
organising experience and identifying one’s area of
contribution over a working life. It determines
those types of activities in which an individual feels
competent. Schein identified a number of areas
where the categories of career anchors. In Anchor
1, the individual seeks and values opportunities to
manage. There is a strong motivation to rise to
positions of managerial responsibility. In Anchor 2,
the individual seeks and values opportunities to
exercise various technical talents and areas of
competence, and is interested primarily in the
technical content of the job whether the work is
finance, engineering, marketing or some other
functional area. In Anchor 3, the individual is
motivated by the need to stabilise the career
situation. This person will do whatever is required
to maintain job security, a decent income and the
potential of a good retirement program. In Anchor
4, the individual has an overarching need to build
or create something that is entirely his or her own.
This is self-extension through the creation of a new
product, process, or theory, a company of their
own or a personal fortune as an indication of
achievement that seems to be the career objective
of these people. In Anchor 5, the individual seeks
work situations that will be maximally free of
organisational constraints so as to pursue their
professional competence. Freedom from con-
straints and the opportunity to pursue one’s own
life and work style appear to be a primary need.

It is argued that workers do not firmly develop
career anchors until after they have been involved
in a work situation for an extended period. Career
anchors clearly reflect the underlying needs and
motives which the person brings into adulthood,
but they also reflect the person’s values and, most
important, discovered talents. By definition, there



cannot be an anchor until there has been work
experience, even though motives and values may
already be present from earlier experience (Schein
1978: 171).

Ladkins and Riley (1994) have proposed a range
of structural variables which form the basis of
tourism career research. They point out that the
literature on career theory and measurement
contains few applications to tourism. Within the
tourism literature, there is a good deal of exhorta-
tion as to the benefits of a career, with the universal
problem of staff retention tending to dominate the
labour planning literature. Ladkins and Riley
argue that the central problem of tourism career
sequence analysis is that both measurement and
interpretation are dependent upon the classifica-
tion scheme employed by the researcher. Ap-
proaches to sequence analysis follow two possible
directions, those that measure what happened and
what was learned in each job, and those that
concentrate on the differences between jobs putting
the accent on the job transitions rather than the
job. Yor the former, the interpretation is additive,
while for the latter it is developmental. The design
of career path research usually has to consider both
job content and transition processes. The choice of
emphasis determines the form of classification
scheme applied to the sequences. Ladkins and
Riley go on to make the point that most career
paths are influenced by interventions. Their
literature review indicates an increasing interest
in sequence analysis. They point out that within
the tourism contexts the players are not simply
education, the individual and the organisation.
The labour market is also a key player. Their
perspective brings the additional advantage of
taking into account labour turnover which is often
critical for tourism/hospitality industry enter-
prises. Thus, any understanding of career processes
within this field must encompass notions such as
sequence, individual diversity and business context.
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Caribbean Tourism Organisation

The Caribbean Tourism Organisation (CTO) was
established in January of 1989 after the integration
of the Caribbean Tourism Association (C'TA) and
the Caribbean Tourism Research and Develop-
ment Centre (CTRDC), founded in 1951 and
1974, respectively. The mission of CTO is to
promote tourism in the Caribbean countries
through education, research, marketing and
stitutional relations.

The Caribbean Tourism Organisation, through
its mission, attempts to increase the value and
volume of tourism flows to member states; to
heighten awareness and understanding of Carib-
bean tourism in the marketplace; to increase public
awareness and understanding of tourism by host
countries; to develop the highest level of skill and
professionalism in the personnel serving Car-
ibbean in tourism and related areas; to design and
develop a comprehensive tourism information
system; to ensure a harmonious interaction be-
tween tourism and the social and natural envir-
onment; to give support to those countries not
able to represent themselves; to foster close links
with regional institutions and international donor
agencies; to develop a capacity to assist members in
defining and responding to tourism related needs;
and to develop strong linkages between tourism
and other economic sectors (such as agriculture,
manufacturing, and services) in each host country.

The CTO’s responsibilities are regionwide and
encompass both public and private members. Its
government mecmbers include English, French,
Spanish and Dutch-speaking territories of the
Caribbean Region. Private sector members in-
cludes companies, organisations and persons pro-
viding goods and services to the tourism industry.
The CTO programme is established in a strategic
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plan approved for execution every two years. The
plan implementation is carried out by the various
divisions responsible for CTO areas of operation.
These divisions are marketing, research and
statistics, education and training, and consulting
and technical assistance.

In addition to its extensive collection of
reference books and research studies on Caribbean
tourism, C'TO organises an annual tourism con-
ference on sustainable development whose
goals are to model programmes that enable the
region to sustain a feasible tourism product
while maintaining its environmental resources.
CTO is an international development agency and
a member of the World Tourism Organization
(WTO), functioning under a headquarters agree-
ment with the government of Barbados.

Further reading

Holder, J. (1989) ‘Caribbean tourism organisation’,
Annals of Tourism Research 16(4): 589-91.
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carrying capacity

The term ‘carrying capacity’ originated in range
management, where it is used to refer to the
number of stock that can be supported by a unit of
land. It has been used at other scales, for example,
with reference to the number of people that can be
sustained by the earth. When used by recreation
and, more recently, by tourism researchers and
managers, it refers to the maximum number of
people that can use an area without there being an
unacceptable decline in the quality of the visitor
experience or the environment. This definition
indicates that it is a multi-faceted concept involving
both human (or social) and physical, and perhaps
other, dimensions. The above definition raises
questions as to what is acceptable and who should
determine that. Furthermore, it would be wrong to
assume that there are simple relationships between
an increase in the number of users, changes in the
physical environment and the quality of experi-
ences which can be obtained.

Early proponents of the concept of carrying
capacity implied that recreation areas had a fixed
ability to sustain use. They hoped to be able to
calculate the critical level of use beyond which
deterioration would set in. While intuitively appeal-
ing, and one can acknowledge that the character-
istics of some places make them more resilient and
able to withstand higher levels of use than others,
carrying capacity has remained an elusive concept,
and efforts to develop methodologies for determin-
ing carrying capacities before they have been
exceeded have been largely unsuccessful. There
are a number of reasons for this. Land does not
have an inherent capacity to support tourism. The
same location could be used for different pur-
poses, such as a nature reserve or a golf course,
with associated implications for the type of
experience provided and the number of people
that can participate in and enjoy that experience.
Thus, in the absence of clearly-specified goals and
objectives, carrying capacity does not have a
specific meaning which is amenable to calculation
in advance of it being exceeded.

Even in the context of range management,
weather has implications for food production and
the number of stock that can be supported. The
recreation and tourism contexts are much more
complex, with issues of seasonmality, different
types of users and activities, and a diversity of
facilities within a single location, being among the
factors frustrating the undertaking of simple
calculations. However, the capacity of ancillary
facilities, such as the number of parking spaces or
accommodation units, may be readily calculated
and the level of provision of such supporting
infrastructure may be employed as a check on
levels of use of other more fragile facilities or areas.
If people are unable to park or stay, they must of
necessity go elsewhere.

Much of the early work on carrying capacity
undertaken in wilderness arcas assumed that
increases in the number of users would result in
greater visitor interaction and undermine condi-
tions of solitude sought by many wilderness visitors.
Further research showed that the number of visitor
interactions was only one, and not necessarily the
most important, factor influencing visitor experi-
ences. When transposed to other areas, it soon
became evident that there is not a simple relation-



ship between number of users (density of use) and
crowding, and that for some activities, such as
festivals or concerts, the quality of experience may
actually increase with larger numbers of visitors, at
least to a point. Further, surveys of visitors usually
indicate positive experiences, with those who have
not been satistfied previously moving on elsewhere
to be replaced by others who are tolerant of the
new situation.

While it is not difficult to criticise the carrying
capacity concept, it is not easy to come up with
alternatives. While lacking in managerial
specificity, the search for capacities has spawned a
great deal of valuable research on the environ-
mental impacts of tourism and recreation, and on
relationships between levels and types of use and
the qualities of the experiences which can be
obtained. While carrying capacity is a term which
is still widely used in the literature to refer to a level
of use which should not be exceeded, difficulties in
its application have resulted in the development of
newer concepts such as limits of acceptable
change and the recreation opportunity spec-
trum which lend themselves more readily to

managerial application.
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carrying capacity, recreational

Recreational carrying capacity is the threshold
level of use where impacts exceed levels specified
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by evaluative standards. From an early search for a
set number of users, the term has evolved into a
management concept encompassing biophysical
(ecological), sociocultural and facility assessments
and capacities.

DAVID G. SIMMONS, NEW ZEALAND

cash flow

All organisations receive and disburse cash, and in
accounting these receipts and payments are
reflected by means of a statement of cash flow.
This is a tool for financial control and asset
management, accounts for the change in the
organisation’s total balances of cash and cash
equivalents (i.e., its total cash flow) during a
financial period by analysing and summarising its
inflows and outflows under various headings. For a
business organisation, five headings are typical of
international usage: cash flow from operations,
interest and dividends received and paid, taxation
paid and refunded, purchases and sales of fixed
assets, including financial fixed assets (investments)
and businesses, and financing activities (raising or
repaying capital in the form of equity or loans).

Cash flow from operations may be presented
either by the direct or indirect method. Under the
former, for example, the total amounts of cash
received from tourism sales and those paid for
purchases of stock and for operating expenses are
shown in the statement. The indirect method is less
informative; the cash flow from tourism operations
is derived from the operating profit by making
adjustments for non-cash items (such as deprecia-
tion of fixed assets) and for changes in working
capital (stock, debtors and creditors) which absorb
or release cash.

While profitability (broadly, the ability to create
economic value by producing outputs with a value
greater than that of the inputs used in the process)
is the key to the long-term survival of a business,
cash flow is crucial in the shorter term, as it is the
inability to make essential payments which causes a
business to fail. Examination of the five headings
shows that, apart from operating cash flow (which
is associated with profitability), a tourism business
has various ways in which it can generate cash. For
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example, loans may be repaid out of the proceeds
of selling fixed assets, or by reducing working
capital. However, there are clearly limits to the
extent to which fixed assets and working capital
can be reduced if the business is to be maintained,
so that in the longer run it is operating cash flow
and hence profitability which matter. The crucial
importance of cash flow means that the financial
controls of an organisation should include cash
flow planning and control.

SIMON ARCHER, UK
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catering

Catering, in the United States, is the provision of
food, supplies and services for specific functions on
particular dates and at given locations. Elsewhere,
the term ‘catering’ may indicate the full spectrum
of what is termed in the US as food service, and
includes the provision of food and service in any
venue. Catering in the US has developed as a
distinct segment of the food service sector spanning
a broad spectrum of commercial operations
providing a variety of catering services. These
services include three primary types: banquet hall,
off-premise and mobile unit.

Banquet hall catering, termed function catering
in the UK, comprises independent units and those
attached to hotels, convention or conference
centres, and restaurants. This type of catering can
provide several million dollars in revenue for a
medium-size or large hotel. Generally, every major
hotel and convention centre has banquet hall space.
Off-premise catering involves the taking of all food,
supplies and services to a location designated by
the client. Off-premise events vary from the simple
picnic in the park for fifty to the formal dinner for
eight in the home, to the corporate entertainment
tent for 3,000 at the Olympics. Special event
catering is a type of off-premise catering which
requires a particularly high level of planning and
coordination due to the high volume. Events such as
the Super Bowl require 300 servers just for the VIP
boxes, but for only eight hours on one day. Mobile

unit catering utilises specially designed trucks for
provision of service to work sites. The units are
equipped to serve fast food items and snacks, and
are generally supplied by a commissary kitchen
facility.

Catering differs from other segments of the food
service sector by virtue of the diverse roles often
assumed by the caterer. Clients often expect the
caterer to provide more than the food and service.
A partial list of additional supplies and services
which may be requested include entertainment,
equipment, transportation of guests and valet
parking at site. The caterer provides quality food
and service in the comfort of their on-site banquet
hall today, and 100 miles from their property and
all other services the next day. Catering is a growth
area for the food service sector. The expansion of
the corporate business market and the home meal
replacement market will both continue to con-
tribute to the growth of the catering industry.

Further reading

Jones, P. (1996) ‘Outdoor catering’, in P. Jones (ed.),
Introduction to Hospitality Operations, London:
Cassell. (Provides a overview of this sector of
the UK hospitality industry.)
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catering, airline

Airline catering is the provision of food service by
an airline for in-flight service and sometimes for
employee cafeteria service. An airline’s flight
kitchen(s) prepare meals, snacks and other food
items, usually at the airline’s main airport hub(s).
The catering may also be performed for other
airlines, thus serving as a revenue source. Some
airlines outsource their food service to either
another airline or a third-party provider.

FREDRICK M. COLLISON, USA

causal model

Causal models are mathematical representations of
relationships between two variables (X and Y)



based on theoretical reasoning which meet three
conditions of existence: there is a relationship
between X and Y; the relationship is asymmetrical
such that a change in X results in a change in Y but
not vice versa; and a change in X results in a
change in Y regardless of the changes in other
factors. Generally, it is also assumed that the
change in X must occur prior to any change in Y,
although some definitions of causation allow for the
possibility that a change in X and Y may occur
simultaneously. Having met these conditions, one
may conclude that X causes Y.

Many theoreticians argue, however, that the
conditions of causality often cannot be verified
empirically, and thus the concept of causality
reflects the working assumptions of researchers
rather than descriptions of reality. It is widely
accepted that while the conditions of causation
cannot be strictly met in real world applications, it
is possible to infer causal relationships within the
system under study. That is, since it is always
possible that some unknown factors may be
operating, the only way one can make causal
inferences is by establishing simplifying assump-
tions about the lack of existence of such factors.

Path analysis is a statistical tool which provides
information about causal processes by decompos-
ing the correlation between two variables into a
sum of simple and compound paths. This decom-
position process enables the researcher to measure
the direct and indirect effects that one variable may
have on another which, in turn, allows one to
examine the causal process underlying the
hypothesised relationships and to estimate the
importance of alternative paths of influence.

Causal modelling has been widely used in
tourism research. Recent examples include the
examination of factors which influence touristic
behaviour (such as destination image, destina-
tion choice, visitor expenditures), the factors
which affect residents’ attitudes towards tourism
development, and the factors which determine
visitors’ perceptions of the services provided at a
destination.

Further reading

Blalock, H.M. (1964) Causal Inferences in Nonexperi-
mental Research, Chapel Hill, NC: The University
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of North Carolina Press. (Discusses causation in
social science research.)

Pedhazur, E J. (1982) Multiple Regression in Behavioral
Research: Explanation and Prediction, 2nd edn, Forth
Worth, TX: Harcourt Brace Jovanovich College
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causal models and path analysis.)

Vogt, C.A. and Fesenmaier, D.R. (1995) “Tourists
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central reservation

Tourism firms with multiple locations neced a
central location to handle incoming reservations
from consumers and from their intermediaries. A
central location is needed so that their inventory
can be accurately tracked and updated. Most
central reservation offices use computer reserv-
ation systems (CRS) to store and process
reservations, and these in turn are often linked to
global distribution systems via data commu-
nication links.

PAULINE J. SHELDON, USA

centrally planned economy

Economic systems can produce tourism products in
a number of ways. These systems can be
categorised into three groups: market economies,
centrally planned economies and mixed econo-
mies. The centrally planned economy (or com-
mand economy) operates under the rules whereby
the means of production, such as the airlines and
hotels, are deemed to be owned by the public and
all forms of economic activity are controlled by the
government. This means that the central plan-
ning authorities are responsible for assigning
production goals of the tourism industry as well
as the allocation of factors of production. Within
such a system, the proportion of total output
absorbed as investment as opposed to private
consumption, together with the distribution of

income and the range of tourism activities
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produced, becomes a problem of social control
rather than market forces.

Therefore, in centrally planned economies the
decision to produce particular levels of output of
tourism products is a social and political rather
than an economic decision. Unlike market econo-
mies, rewards are distributed amongst residents
according to social criteria and the system has the
capability to attribute all forms of factor usage to
segments of the population and industries. In
contrast the market economies face the problems
associated with the depletion of non-priced
elements of production and consumption, such as
the culture and the environment. Within mixed
economies, there is some attempt to cover the
production costs of non-priced goods, such as road
networks and public health, by means of govern-
ment fiscal revenue. It can be argued that this
introduces some social organisational control over
the distribution of income and costs. More recent
times seem to have indicated that market-based
economies have been more successful than their
centrally planned counterparts, as exemplified by
the break-up of the Soviet Union. However, it
would be misleading to assume that market
economies do not present problems that will need
to be overcome to ensure their survival.

Further reading

Allcock, J. and Przeclawski, K. (eds) Zourism in
Centrally-Planned ~Economies, a special issue of
Annals of Tourism Research 17(1).
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centre—periphery

Centre—periphery, also termed core—periphery,
relationships refer to the links between a powerful
centre, such as an urban concentration of
demand, and more distant, less powerful areas
which are often suppliers of wilderness, rural and
dispersed tourism opportunities. The Mediterra-
nean coast and the Caribbean may be regarded as
peripheral to the urban areas of western Europe
and the northeast United States, respectively.

See also: pleasure periphery

GEOFFREY WALL, CANADA

chain hotels

The hotel sector is comprised of both independent
and chain hotels. The latter now account for over
60 per cent of the total of 6.9 million hotel
bedrooms worldwide. Chain hotels are made up of
affiliated properties by virtue of the fact that the
chain is contracted on a continuing basis to be
responsible for putting in place at least one
management function in the whole system. A hotel
chain is thus an organisation that competes in the
tourism industry, either locally, nationally, region-
ally or internationally, with more than one unit of
similar concept or theme.

The affiliation between a hotel and a chain can
be of several types, and these exhibit different
degrees of control of the chain over its hotels. The
degree of control depends upon the business
format. The hotel could be wholly owned and
operated by the chain, or it could be a leased,
franchised, contracted or co-operative unit. A hotel
chain would have greater control over its hotels if
they were fully owned rather than, for example, if
they were franchised.

As a member of a chain, the hotel is likely to be
able to gain access to a wide range of markets, have
better representation and referral within a chain
and be part of sophisticated marketing strategies
(including corporate loyalty schemes, for example).
It may also have brand name recognition and
bargaining power over suppliers and buyers. Access
may be available to the most up-to-date systems
and procedures, project design and management,
technical services, more favourable capital terms
and central reservation systems. The chain hotel
might be able to participate in training and
management development programmes and thus
offer quality and consistency guarantees in its
products and services. The hotel chain itself may
be affiliated to a conglomerate or related organisa-
tion, thus providing additional market value and
financial linkages.

A large proportion of the top hotel chains have
at least 70 per cent of their rooms in hotels outside



of their home countries, and it is likely that the
industry will consolidate further, making chain
hotels the predominant type of hotel unit world-
wide.

Further reading

Slattery, P, Feehely, G. and Savage, M. (1995)
Quoted Hotel Companies: The World Markets 1995,
Kleinwort Benson Securities. (Compares the
performance of quoted hotel companies world-
wide and provides an examination of the
investment issues related to international expan-
sion, via low capital cost formats.)

ANGELA ROPER, UK

change

Apart from cyclical changes, such as inflation,
currency fluctuations and fashion, few institutions
can match the graph of (non) scientific discovery,
and structural or permanent changes, including
demographic and technological changes (see de-
mography; technology). Therefore, tourism
institutions need to reduce the discrepancy
between environmental change and institutional
response. Quantum theory of strategic change
suggests that large institutions tend to change only

marginally.
See also: change, sociocultural; lifestyle

FRANK M. GO, THE NETHERLANDS

change, sociocultural

A shift in a social group’s norms and rules of
behaviour and/or cultural ideology and iden-
tities over time constitutes sociocultural change, or
acculturation when this is due to cultural contact
between groups in either mutual (trade) or unequal
(colonisation) relationships. Tourism’s impacts
range from changes in the local political economy
due to globalisation to the changing expectations
of tourists.

MARGARET B. SWAIN, USA
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charter, air

Air charters usually involve tour operators in
negotiations with airlines to secure capacity on
aircraft for a finite period of time. Charter flights
are distinctive mainly as a result of a number of
charter conditions. These include flight times and
levels of service, amongst others. Charter flights
aim to maximise the utilisation of aircraft. Charters
play a pronounced role in promoting group and
mass forms of tourism.

See also: mass tourism

LESLEY PENDER, UK

Chile

Chile’s tourism activity is facing a new set of
circumstances. For decades, the tremendous dis-
tances which separated this destination from the
most dynamic markets, and the prevailing defi-
ciency in communications, meant that the country
found development difficult thanks to its geo-
graphical location. However, Chile has been able
to take advantage of the opportunities offered by
modernisation. The concept of the world as a
‘global village’, shortened flight times as a result of
new routes and larger aircraft, and the tremendous
development in communications have enabled
Chile to be positioned rather differently in world
markets, thus breaking the negative effect of its
isolation.

An extremely long country — 4,400 kilometres
from north to south, flanked by the Andes
mountain range and the Pacific Ocean — Chile
has a wide variety of natural landscapes and
climates. From a tourism point of view, this variety
of resources means that it can offer different
products, most of which are based on particularly
natural attractions such as the Andes, the Atacama
desert and Patagonia. Ecotourism and nature
tourism, winter sports and water sports, among
others, are available.

Tourism has grown considerably in Chile, and
its relative weight and implications have made it an
increasingly important productive activity in the
national economy. Estimates regarding the place of
tourism in the Chilean economy indicate that it
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contributes between 3 and 3.5 per cent of the gross
domestic product, generates foreign exchange
worth nearly one billion dollars per year (which
places it fifth in terms of export rankings), and
generates about 200,000 jobs, of which 60,000 are
direct.

Some 85.7 per cent of all tourist arrivals are
from the Americas. Of these, the neighbouring
countries of Argentina, Peru, Bolivia and
Brazil are the main markets, along with the
United States. Some 11.6 per cent of foreign
arrivals come from Europe. The remaining 2.7 per
cent of foreigners come from other continents,
especially from the Asia Pacific region. In 1995,
Chile was the fourth most popular destination in
South America behind Argentina, Uruguay and
Brazil. If growth continues at the same rate as over
the past five years, a total of 2.6 million foreign
visitors are projected to visit the country in the
year 2000, generating some $1.6 billion in foreign
exchange.

Parallel to the growth of international arrivals,
the country has also experienced growth in
domestic tourism. The country’s economic
growth has been remarkable. The increase in real
income, decrease in unemployment, increased
incorporation of women into the workforce and
notable increase in ownership of family cars are all
conditions which have contributed to the growth of
internal tourism, allowing new socioeconomic
groups to be added to the traditional groups which
enjoy access to tourism activities within the
country.

Given the country’s geography and the fact
that an excellent highway connects the country
from north to south, the most used method of
transportation in Chile is by road. The railway only
runs from Santiago to the south, while air
transportation is only used by a small number
of people and is not used extensively for tourism.
The most important aspect of the country’s hotel
trade is the way in which it has improved and
become increasingly more professional since 1990.
The large hotel chains not only have properties in
Santiago but have also diversified to other regions
in the country, and their investment plans call for
even more territorial diversification. In general,
tourism investments in Chile are mainly related to

natural attractions. Chile’s most important

competitive advantage lies in its natural beauty.
The country features 32 national parks, 47 national
reserves and 13 natural monuments, which
together cover a surface area of 15 million hectares
and comprise the National Network of Protected
Natural Areas.

RAMON CESAR GOMEZ VIVEROS, CHILE

China

With its ancient civilization having lasted several
thousand years, China is bestowed with rich
tourism resources of both natural and cultural
types on its land spreading 9.6 million square
metres. Tourism in China started in 1954, but the
industry did not develop itself in large scale for a
long period. It was in the late 1970s that tourism as
an economic activity entered into a rapid period of
development, accelerating that of national
economy

In 1995, major generating countries with more
than 100,000 tourist arrivals were: Japan
(1,305,200), Republic of Korea (529,500), USA
(514,900), Russian Federation (489,300), Mongolia
(261,900), Singapore (261,500), Malaysia
(251,800), Philippines (219,700), United King-
dom (184,900), Thailand (173,300), Germany
(166,500), Indonesia (132,800), Australia
(129,400), Canada (128,800) and France
(118,500). Over the years, the main tourism
product of China was sightseeing of historical
and cultural attractions. In the last five years,
distinct progress has been made in the develop-
ment of resort, ecotourism, sports tourism,
rural and health tourism products.

According to 1995 statistics, China recorded
46.39 million visitor arrivals, rising 6 per cent over
the previous year and putting China in the fifth
place among the top destination countries in the
world. Foreign exchange income from interna-
tional tourism amounted to $8.7 billion, represent-
ing 19 per cent growth over the previous year and
placing the country in the ninth rank in the world.
There were 629 million domestic tourists repre-
senting a 20 per cent increase over the previous
year. Its earnings rose by 34 per cent reaching
137.6 billion yuan. Outbound tourism recorded



4.52 million departures with a 21 per cent growth
rate. China’s total income from international and
domestic tourism was 209.8 billion yuan account-
ing for 3.64 per cent of gross domestic product.
In 1995, the Chinese government invested 1,027
billion yuan including $44.5 million bank loans for
capital construction in 120 tourism projects. There
were 47 joint-venture projects in hotel establish-
ments with a total investment of §1.336
billion. There are 8,896 tourism enterprises in
China out of which 3,826 are travel agencies and
3,720 are hotels with a capacity of 490,000 rooms.
Among the hotels, 38 are classified as five-star and
106 as four-star. The capital assets of all tourism
enterprises are 125.2 billion yuan by their original
value with direct outputs of 209.8 billion yuan.
The tourism industry in China employs a direct
workforce of 1.12 million people while indirect
employment is 5 million. The country has a total of
138 tourism institutions of higher learning includ-
ing those universities that have exclusive tourism
departments. Further, 484 secondary technical
schools have been established. Total enrolment of
tourism students is 139,260 at time of writing.
China National Tourism Administration
(CNTA) is the administrative body. It has various
departments such as Department of Planning and
Statistics, Department of Marketing and Promo-
tion, Department of Tourism Enterprise Admin-
istration, Department of International Liaison,
Department of Personnel and Education and
Department of Finance. There are thirty-one
tourism bureaus at provincial level under which
operational divisions correspond to those of
CNTA. There are also municipal tourism bureaus
functioning as administrative bodies at local level.
In 1996, CNTA formulated China’s Ninth Five-
Year Tourism Development Plan and the Long-
Term Outline Objectives to the Year 2010. The
salient policy feature of the Ninth Five-Year Plan
(1996-2000) is a ‘government-led strategy’ includ-
ing: increased investment to tourism by central and
local governments; joint efforts of state, local,
collective and private bodies in tourism develop-
ment; increasing foreign investment in tourism;
further open-up of civil aviation, railway and land
transportation; strengthening of tourism infrastruc-
ture; expanding tourism marketing overseas; par-
allel development of domestic and international
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tourism; development of tourism education and
application of new technology; tourism awareness
education of nationals through press, television,
radio and schools; and implementation of state
policies for environmental protection and strategy
for sustainable development.

With a view to ensuring the quality of tourism
services and protecting the interest of consumers,
the CNTA introduced in 1994 the Deposit System
of Quality Guarantee to travel agencies. In 1996,
the Regulation on Travel Agency was promulgated.
The China Tourism Law is now in the process of
formulation. It was projected in the Ninth Five-
Year Plan that by year 2000, China would receive
55 million overseas visitors with an income of $14
billion from international tourism. Domestic tour-
ists will reach 1 billion with an income of 360
billion yuan. This will represent 5 per cent of
China’s GDP.

It is expected that between 2001 and 2010,
China will maintain an annual growth rate of 8 per
cent for international arrivals with its earnings at
15 per cent growth. Tourism will account for 8 per
cent in the gross domestic product. By then,
tourism will become a major pillar industry of the
national economy of China.

Further reading

China National Tourism Administration (1996) The
Year Book of China Tourism Statistics, 1996.

—— The China Ninth Five-Year Tourism Development
Plan and the Long-term Outline Objectives lo the Year
2010.

ZHANG LIANSHENG, SPAIN

choice set

Potential tourists have a vast range of destinations,
tour packages (sece package tours) and other
travel attributes from which to choose. The range
of possible alternatives is the choice set. Tourists
are likely to spontaneously recognise or seriously
consider only a small proportion of all possibilities.
This is the evoked set. The term is used in

psychological research on decision making. In
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this context, it may be used to refer to the range of
options which is presented to a respondent.

GEOFFREY WALL, CANADA

Chunnel

The Chunnel is a railway tunnel below the English
Channel, connecting Folkestone in England to
Calais in France, making possible non-stop rail
service between London and Paris. The Chunnel,
one of the most important tourism infrastruc-
ture projects in recent years, is fifty kilometres
long. Of this distance, 75 per cent is under the sea,
about forty-six metres or below the Channel floor.
It is composed of three separate tunnels, each over
seven meters in diameter. Two tubes carry trains in
opposite directions, while a third is a service tunnel
to provide ventilation and access.

Passenger trains operate through the Chunnel at
speeds up to 300 km per hour. Service between
Waterloo station in London and Gare du Nord
station in Paris via the ‘Eurostar’ takes approxi-
mately three hours and costs about the same as
flying. Although flying takes only about two and a
half hours, taxi rides from Heathrow and the Paris
airports to downtown London and Paris, respec-
tively, add another hour and a half to the trip,
costing an additional §40-60 US.

The Chunnel is not available for individual
automobile or passenger usage. Eurostar transports
vehicles and their passengers between Folkestone
and Calais via the Chunnel. The trip takes about
thirty-five minutes and is competitively priced with
ferries and hovercraft. Service via hovercraft also
takes about thirty-five minutes, but is subject to
poor weather conditions common in the English
Channel, often adding delays of two to ten hours to
surface crossing times. Travellers drive onto Euro-
star and must stay with their vehicles; passport
checks normally take place in the station before
boarding. There are no lounge or snack cars, so
ferry operators taking seventy-five to ninety
minutes have used their bars, restaurants, sun
decks and children’s play areas to compete against
Eurostar.

The Chunnel can also handle up to sixteen

million tons of freight per year, increasing

efficiency by eliminating transloading between
land and water carriers. Freight customers receive
faster, more dependable service independent of
weather conditions, which affects air and water
carriers. Construction of the Chunnel, the largest
civil engineering project of the twentieth century
costing approximately $16 billion, was started in
1987. Service began in 1994.

Further reading

Fisher, J. (1994), ‘Finally, London to Paris by train’,
U.S. News and World Report, 21 November: 95-6.

JOHN OZMENT, USA

circuit tourism

Circuit tourism involves visits to more than one
destination during a trip away from home.
Circuit tourism is typified by short lengths of stay
at each destination on the circuit, a pre-planned
itinerary, and regional or national clustering of
attractions (such as the Golden Triangle in India).
Circuit tourism is problematic in terms of accurate
data collection.

CHRIS COOPER, AUSTRALIA

city office

Numerous villages, small towns and cities have
established organisations to encourage tourism and
related economic development. They are
usually affiliated with a chamber of commerce, a
parks and recreation authority, an economic
development board or some other branch of a
municipal or local government. Responsibility
for generating tourism dollars may thus only be a
sideline activity. With recognition that tourism is an
important industry within a community, how-
ever, a city tourism office may grow in stature and
become a semi-autonomous agency.

The mandate of most such offices is
marketing-related. Since marketing to broadly
dispersed leisure and business markets is an
extensive and expensive activity, the office is usually
required to attract funding from a wide variety of



sources such as grants, membership, revenues and
taxes. Based on a marketing plan, advertising,
promotions, special events, convention services and
public relations are prioritised, budgeted and
implemented. In some communities, a marketing
plan may be an outgrowth of a tourism action plan
which provides a framework to analyse resources
and concerns. In any case, a well-designed and
executed marketing plan allows businesses and
organisations to profile and evaluate markets, and
to generate visitor activity beyond the levels that
could be generated by businesses acting indepen-
dently. This necessitates collaboration among arts
groups and accommodation businesses, among
other enterprises, in the pursuit of marketing
opportunities.

Because a city tourism office provides a venue
whereby important economic development and
community concerns can be identified and dis-
cussed, public involvement may be sought. In an
industry that recognises the high level of tourism
competitiveness, it is vital that considerable
attention be devoted to the development and/or
improvement of a community’s tourism attractions,
infrastructure and services. A city tourism office
with an understanding of the broad quality of life
issues can provide an effective political voice which,
when bolstered with research on the significance of
tourism, can champion community growth and
well-being.

MICHAEL HAYWOOD, CANADA

civil aviation authority

These organisations (sometimes called administra-
tions) are national governmental agencies respon-
sible for oversight of airline regulation for
transportation scrvice to, from and within
nations. They may be responsible for economic
and non-economic regulation of air transportation.
Economic regulation of air transportation encom-
passes service characteristics and fares and rates
charged. Agencies are sometimes concerned only
with non-economic regulation such as safety
requirements and provision of air traffic control,
as is true of the Federal Aviation Administra-
tion in the United States. Occasionally, the
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agency may manage and/or operate the national
airline, as has been the case of the Civil Aviation
Administration of China.

FREDRICK M. COLLISON, USA

class

Class refers to socially stratified groups, the
members of which are distinguished from one
another by the amount of power, wealth and
education they possess. In social scientific analyses
of tourism, class is as fundamental a variable as are
age, gender and ethnicity.

The nineteenth-century theorist Karl Marx
distinctively formulated classes as groups of people
serving analogous roles in production. In contrast
to Marx’s view that positions in the social hierarchy
are ultimately due to relative ownership in the
means of production, Max Weber emphasised the
role of ideology and status (from such attributes as
gender, religion and ethnicity) as significant
shapers of each person’s social standing.

In the study of tourism, class striving or
emulation of higher classes is demonstrated by
the mass appeal of formerly elite resorts. As
destinations become more popular and middle-
class, upper-class vacationers find other ways to
mark their vacation spots as elite, such as creating
exclusive, shielded enclaves (Thurot and Thurot
1983). This process is also illustrated by the gradual
move to mass tourism of the British middle
classes in the eighteenth century on the routes of
the Grand Tours established by the British nobility
in earlier centuries.

As Graburn (1983) has written, patterns of
tourism are differentiated by class for three major
reasons: access to discretionary income, ‘cultural
self-confidence’ (for example, lower-class member
not feeling comfortable outside their cultural
milieu, versus middle-class members eager to
consume new experiences), and a desire to reserve
the conditions of everyday life. Upper-class mem-
bers enjoying a rustic cabin holiday serve as an
example of this latter ritual inversion.

Marx’s idea of class differentiation by relations
to capital (productive wealth) has been revised with
reference to cultural capital and commodities of
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symbolic value. Heritage tourism is such a
commoditised experience (sec commoditiza-
tion), which appeals to many in the middle class as
a way to accumulate cultural capital (Richards

1996).

References

Graburn N.H.H. (1983) ‘The anthropology of
tourismy’, Annals of Tourism Research 10(1): 9-33.
Richards, G. (1996) ‘Production and consumption
of European cultural tourism’, Annals of Tourism

Research 23(2): 261-83.

Thurot, J.M. and Thurot, G. (1983) “The ideology
of class and tourism: confronting the discourse of
advertising’, Annals of Tourism Research 10(1): 173—
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Further reading

MacCannell, D. (1989) The Tourist: A New Theory of
the Leisure Class, revised edn, New York:
Schocken Books. (Updating Thorstein Veblen’s
1899 work on conspicuous consumption,
MacCannell points out a variety of ways in
which class shapes touristic experience.)

ROLAND S. MOORE, USA

class of service

Carriers in a number of modes of transportation
may offer multiple classes of service, although
only one is sometimes found. The main types of
transportation carriers that provide different classes
of service are airlines, cruise lines and railroads (see
rail).

Airlines offer between one and three classes of
service. The basic type of service provided by
nearly all airlines is economy class, with passengers
paying a relatively low base fare (often reduced by
one or more discount fare categories). This is the
lowest level of the three, with seats having the
smallest pitch (distance between one seat back and
the next) and width; inflight and ground services
are also usually at the lowest level offered. Airlines
also offer one or two further options. First class,
typically the highest priced, provides the foremost

level of service with wide seats which offer a large
pitch and recline substantially. Ground and inflight
services, including food and beverage and flight
attendant hospitality, are superior to that of the
other classes. Business class is, in most respects,
intermediate between the other two classes.

Cruise lines offer multiple classes of service
differentiated by the types of cabins on the vessel.
Differentiating features of a cabin include whether
it is inside or outside, the floor area, furnishings
and vertical location on the ship. Generally, the
better the features of the cabin, the higher the fare
the passenger pays. Some cruise lines may also
differentiate service based on the type of meal
options. Differences are also found from one
cruise line to another, with some offering deluxe
and others providing a more basic level of service.

Rail also offers a number of classes, particularly
first, second and third, with each being a lower
level of service, respectively. For long-distance rail
service, a train may offer sleeper option (with
enclosed sleeping compartments) and coach ser-
vice. Another difference is that of an express versus
a local train, with the former providing a much
more timely service, often using faster equipment
such as with the Shinkansen. In some cases, a train
like the Orient Express offers luxury service
throughout.

The challenge to a transportation carrier’s
management is to accurately match the classes of
service offered with the demand of the relevant
market. Another challenge is to stay on the top of
ever-changing wishes and means of both pleasure
and business tourists.

See also: transportation pricing

FREDRICK M. COLLISON, USA

classification

Classification is the process or system of arranging
according to class. In the context of tourism,
classification usually refers to the system by which
particular tourist facilities or services are cate-
gorised according to certain criteria, the purpose
being to provide tourists with an indication of the
standard of quality or service which they might
reasonably expect and, implicitly, the likely price



they will have to pay It is also a means of
maintaining or raising standards across sectors of
the industry.

Most commonly, classification systems are
applied in the accommodation sector. Hotels
are graded on the widely-recognised star rating
system, ranging from the basic one-star rating to
the five-star luxury category. However, a variety of
other facilities and services, such as restaurants
or transportation, are also frequently classified.
Airlines, for example, may classify different levels of
service and comfort as economy class, business
class and first class.

Complications inherent in tourism classification
systems are the frequent lack of internationally
agreed parameters for classification, and multi-
classification systems for particular sectors of the
industry. Thus, similar star ratings for hotels in
different countries do not necessarily signify
comparable levels of quality and service. At the
same time, it is not unusual for different
organisations, including national tourism organi-
sations, motoring associations or clubs, guidebooks
and tour operators, to apply their own
classification systems. This idiosyncratic approach
often results in accommodation or catering
establishments receiving varying and conflicting
ratings. However, although an internationally
standardised classification system may be desir-
able, it is generally accepted to be an unattainable
objective, particularly because ratings are based
upon a combination of both tangible features and
intangible subjective assessments (such as ‘quality’
or ‘comfort’).

Tor research purposes, tourists themselves are
also subject to classification. In statistical surveys,
tourists are classified by purpese of travel (such as
vacation, business, visiting friends and rela-
tives), while theoretical categorisations of tourist
roles and behaviour (scec typology, tourist)
are sometimes referred to as classifications of
tourists.

Further reading

Holloway, J.C. (1994) The Business of Tourism,
London: Pitman Publishing, 119-121. (A dis-
cussion of the terminology and problems
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inherent in the application of classification
systems to the accommodation sector.)

RICHARD SHARPLEY, UK

cliché

The term ‘cliché’ refers to outworn stereotypical
expressions (verbal) and pictorial representations
(visual). In tourism promotion, the former are
typically found in advertisements, brochures, travel-
ogues and postcards, while the latter additionally
feature in videos. Cliché operates via indexical
transference (for example, a sunset signifying
romance is transferred to a couple), but it is the
overuse of written and iconic metaphor (such as
ever-smiling natives connoting happiness) which
dilutes its meaning (see also promotion, place).

GRAHAM M.S. DANN, UK

climate

Weather is the state of the atmospheric system of a
place at a particular point in time, whereas climate
1s the result of a compilation of measurements of
atmospheric variables, such as temperature and
precipitation, as observed over at least a thirty-year
period. Thus, climate is what is expected on the
basis of past experience, whereas weather is what
is actually experienced. Both climate and weather
have far-reaching implications for tourism. For
example, the latter influences whether or not
people are likely to participate in a particular
activity and the quality of the experience of those
who do. However, the exact relationships between
climate and tourism vary from region to region
and activity to activity. For example, it is self-
evident that seaside resorts and ski hills exhibit
different relationships with climate.

One of the most obvious and important aspects
of climate tourism relationships is seasonality,
which is strongly but not exclusively a consequence
of climate, and has considerable implications for
the viability of tourism enterprises. Climate is a
major influence upon the length of operating
seasons in middle and high latitude destinations.
This has economic consequences, for capital must
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be invested in fixed plant such as marinas and ski
tows year-round, but may only generate an income
for a limited period in the year.

There are at least four perspectives from which
relationships between climate and tourism can be
viewed. First, climate as setting is a part of the
environmental context in which tourism occurs.
For example, the warm land and sea temperatures
of many tropical coastal places are an asset for
tourism in beach locations, and reliable snow is an
important attribute of most well-established ski
areas. A second perspective views atmospheric
processes as generators of change in tourism
participation, although most such studies stress
relationships between weather and recreation
rather than implications of longer term changes in
atmospheric processes. Third, climate is viewed as
hazard and atmospheric events, such as storms, are
disruptive to tourism. For example, hurricanes and
avalanches cause damage to tourism plant in
vulnerable locations as well as loss of life. The
fourth perspective combines the second and third
approaches and views climate as both a resource
and a resistance, which requires managerial
responses

Most climatologists believe that concentrations
of so-called greenhouse gases, particularly carbon
dioxide, are causing changes to the global climate.
It is projected that future climates will be warmer
and drier, increased evapotranspiration reducing
water availability even if precipitation increases.
Further, it is expected that sea levels will rise
through thermal expansion of ocean water and
melting of ice. Such changes could have far-
reaching implications for tourism, reducing snow
cover in middle latitudes and low elevations,
modifying the lengths of operating seasons,
inundating tourism infrastructure in oceanic
coastal locations, and altering the ecosystems on
which much tourism to natural areas is based.
Although climatic information has been used at a
wide variety of scales from large regions to
individual facilities as an input into tourism
planning, the potential value of climatic records
for planning is not widely recognised.

Further reading

Mieczkowski, Z.T. (1985) ‘The tourism climate

index: a method of evaluating world climates for
tourism’, The Canadian Geographer 29(3): 220-3.

Wall, G. (1992) “Tourism alternatives in an era of
global climate change’, in W. Eadington and V.
Smith (eds), Zourism Alternatives: Potentials and
Problems in the Development of Tourism, Philadelphia,
PA: University of Pennsylvania Press, 194-215.

—— (1993) ‘“Tourism and recreation in a warmer
world’, in S. Glyptis (ed.), Leisure and the
Environment, London: Belhaven, 298-306.

—— (1996) “The implications of climate change for
tourism in small islands’, in L. Briguglio, B.
Archer, J. Jafari and G. Wall (eds), Sustainable
Tourism in Islands and Small States: Issues and Policies,
London: Cassell, 206—16.

GEOFFREY WALL, CANADA

club

Clubs, also referred to as ‘private clubs’, consist of
groups of people who share a common interest or
bond and generally have a central meeting place.
Clubs are usually exclusive in that there is a
requirement for admission and a cost to join. They
are often distinguished from associations on this
basis. Private clubs in the United States date back
to the early 1800s, while private clubs in Europe
predate even these. Club Managers Association of
America (CMAA) is perhaps the leading associa-
tion in the field worldwide.

Clubs can and do offer many different types of
services. Some clubs specialise in one particular
area while others offer a whole array of products
and services. For example, while some city clubs
offer food and beverage services, lodging and
athletic facilities, most limit their offerings to food
and beverage (dining). Country clubs, on the other
hand, may offer a full range of dining options
(multiple food service outlets) as well as golf, tennis,
swimming and health facilities. Other types include
yacht, tennis and hunting clubs, among others. In
short, no two clubs offer exactly the same services,
nor are they exactly alike.

As far as ownership goes, clubs are generally
classified into one of two broad types, either
member-owned or privately owned. Clubs run by
and for the military are also sometimes considered



as a separate classification because of their
exclusivity. Member-owned clubs are the most
common type found in the United States. Mem-
bers own stock or shares in the club. When the time
comes that the member leaves the club, the shares
are sold and/or transferred. The ‘owners’ make up
the bulk of the membership and are the group with
the most rights/privileges. These types are gen-
erally governed by a board of governors, which is
comprised of elected full stock-holding members. It
is this group that sets guidelines and policies. A
general manager, generally from outside of the
membership, is retained to manage the property
and work with the board on long-range goals.
Member-owned clubs are generally operated as
not-for-profit organisations. Privately owned clubs
are owned by companies, corporations or indivi-
duals. These are operated on a for-profit basis and
managed by an individual appointed by the owner.
While they rely on some member input, this is less
so than in member-owned clubs. Some clubs
provide access privileges known as reciprocal
agreements to their members and their guests at
tourism destinations worldwide.

CLAYTON W. BARROWS, CANADA

cluster analysis

Cluster analysis is a widely used family of multi-
variate techniques for grouping individuals, objects
or behaviours into similar clusters. In tourism
research, for example, cluster analysis is often used
to identify market segments in order to improve
the effectiveness of marketing ecfforts. These
segments may be based on a variety of variables
including demographic characteristics of the tour-
ists (such as age, income, gender and location)
and trip characteristics (such as trip length,
purpose, group size and benefits). Cluster analysis
has also been used to develop a typology for
classifying destinations into a schema such as
developed/undeveloped, accessible/inaccessible
and natural/manmade (sce typology, tourist).
The flexibility of cluster analysis to accommodate a
wide range of applications makes it one of the most
useful tools for understanding the natural struc-

tures among observations.
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There are several approaches to cluster analysis
that can be classified into two general categories:
hierarchical and non-hierarchical. The former uses
agglomerative procedures whereby each observa-
tion or object (the individual visitor or attraction)
starts by defining its own group, but on subsequent
steps the two closest clusters are combined into a
new aggregate cluster. Eventually, all observations/
objects are combined into one large cluster. Non-
hierarchical clustering procedures take the opposite
approach whereby the observations included in the
study are split into common groups. An important
difference in these two approaches is that
hierarchical clustering assumes an underlying
hierarchial structure among objects (that is, all
individuals or attractions assigned to a cluster are
maintained throughout the process of clustering),
whereas in non-hierarchical clustering objects have
free assignment, depending upon the number and
underlying structure of the observations/objects.

Interpretation and validation of the resulting
clusters are important steps in cluster analysis. The
interpretation stage involves developing a profile of
each cluster and identifying the variables that
distinguish one cluster from another. This informa-
tion enables the researcher to develop substantive
descriptions of each of the respective clusters.
Validation in cluster analysis describes the process
to assess the generalisability or stability of the
clustering solutions. The most simple and direct
approach to evaluating validity involves cluster
analysing of two or more separate samples (or sub-
samples) and then comparing the results to insure
correspondence. Profiling clusters using several
independent variables such as demographic and
behavioural descriptors also provides a means for
validation and further interpretation/explanation
for the identified clusters.

See also: classification; discriminant analysis;

marketing; multidimensional scaling

Further reading

Green, PE. and Carroll, J.D. (1978) Mathematical
Tools for Applied Multivariate Analysis, New York:
Academic Press. (Discusses quantitative tools
used to evaluate consumer behaviour.)

Hartigan, J.A. (1975) Clustering Algorithms, New
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York: John Wiley. (Provides a detailed descrip-
tion of the approaches used in cluster analysis.)

Smith, S.LJ. (1995) Tourssm Analysis: A Handbook,
2nd edn, London: Longman. (Chapter 5,
‘Segmenting the tourism market’, discuses basic
theory underlying market segmentation within
the tourism context.)

DANIEL R. FESENMAIER, USA
JIANN-MIN JENG, USA

code of ethics

A code of ethics is a standard of acceptable
performance, often in written form, that assists in
the establishment and maintenance of profes-
sionalism. Tourism organisations, such as the
World Tourism Organization, have implemen-
ted codes of ethics that prescribe and sanction
credible conducts for members of tourist, resident

and business communities.
See also: code of ethics, environmental

RANDALL UPCHURCH, USA

code of ethics, environmental

An environmental code of ethics is a list of ethical
rules for conducting tourism development and/
or management. The aim is to ensure the
adequate incorporation of environmental protection
measures either during the planning, development
or management of tourism. This concern for
conservation and the environment is a mix of
ethics and self-preservation. It arises from a sense of
both what is right and what is necessary:.

A large range of environmental codes of ethics
already exist. They include codes for tourists,
developers, businesses, operators and countries.
For example, an environmental code of ethics drawn
up for tourists by the Ecotourism Association of
Australia includes pre-tour, actual tour and post-tour
guidelines for ecotourists. The Ecotourism Society’s
(1993) Ecotourism Guidelines for Nature Tour Operators
focuses on guidelines for pre-departure, guiding,
monitoring and management. This publication

discusses such issues as preparing tourists before

departure so as to minimise their negative impacts
while visiting sensitive environments and cultures,
reducing visitor impacts on the environment by
offering literature, briefings, leading by example and
taking corrective actions, and being a contributor to
the conservation of the regions being visited.

The New Zealand Tourist Industry Federation
has a Code of Environmental Principles for Tourism in New
Lealand. The guiding principles are to promote
ecologically sustainable tourism develop-
ment so as to ensure that the industry can continue
to be based upon the natural resources of New
Zealand in the long term, and to recognise that
both development and conservation can be valid
and complementary uses of national resources.
Examples of the code’s guidelines include mana-
ging existing natural and cultural areas associated
with tourism development and using them in such
a way that they are protected and enhanced;
ensuring that an ongoing responsibility for environ-
mental care and protection and community
concerns is adopted; and enhancing visitors’
appreciation and understanding of the natural
environment through the provision of accurate
interpretation and information.

See also: ccologically sustainable tourism;

environmental auditing; environmental

management systems; planning, environmental
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code sharing

Code sharing is a mutually beneficial agreement

where two or more airlines use the same two-letter



code in their reservation systems to facilitate
joint bookings and fare calculations. For example,
two airlines may sell connecting segments on their
respective routes (see route networks) and
honour a combined fare regardless of mixed codes,
or one airline may sell seats under their own code
on another airline’s service in order to present an
apparently continuous routing. The resultant joint
fare is typically lower than if the separate segments
had been calculated independently.

ANTHONY G. SHEPPARD, USA

cognition

Cognition is a psychological term used to refer to
all the mental processes associated with gathering
and using knowledge. It is sometimes also seen as a
synonym for knowledge or thinking. Cognition is
often contrasted in psychology with affect (emo-
tion or feelings) and behaviour (actions), although
all three are seen as being interrelated. Cognition
includes the processes of perception, memory,
imagining, reasoning, learning, evaluating, pro-
blem solving and decision making Many areas
of tourism are concerned with cognition or
cognitive processes. These include research into
destination choice, destination image and
decision making, studies of resident attitudes
towards tourism (see community attitude) and
analyses of tourist satisfaction and service
quality.

Cognition was an important focus for early
psychology, but was neglected for several decades
because of a change in theoretical emphasis. In the
1970s it made a return to the psychological
literature, and became such a dominant part that
many texts refer to the 1970s and 1980s as the
cognitive revolution. An important part of this
revolution was the use of the computer as a
metaphor for how people dealt with information.
This described people as rational, logical informa-
tion processors. Unfortunately this approach did
not stand up well to empirical testing, and it
became apparent that the computer metaphor was
not an accurate representation of the way people
think.

A substantial area within cognitive psychology

cognitive dissonance 87

has concentrated on the way people make decisions
under conditions of uncertainty. This work is
clearly of relevance for those in tourism who seek
to understand destination choice and other related
decisions. The major conclusion of the cognitive
psychology research has been that economic and
rational models do not adequately explain such
decision making. Rather, the research has uncov-
ered many different types of strategies (called
heuristics) which are used to limit the amount of
information processing required to reach a deci-
sion. Several factors, including cultural back-
ground, previous experience, motivations,
values, social group pressures and existing beliefs,
have all been found to have significant influences

on various cognitive processes.

Further reading

Zimbardo, P.G. (1992) Psychology and Life, New
York: HarperCollins. (Pp. 3786-421 provide an
introduction to all the various processes involved
in cognition and review research into heuristics
and decision making,)

GIANNA MOSCARDO, AUSTRALIA

cognitive dissonance

Cognitive dissonance is a member of a larger class
of theories known as consistency theories. It may
be defined as a state of psychological discomfort or
uneasiness that occurs when a logical inconsistency
exists among cognitive elements. Leon Festinger,
the originator of dissonance theory, stated that ‘two
elements are in a dissonance relation if, considering
these two alone, the obverse of one element would
follow from the other’. For example, as a tourist
one may evaluate alternatives prior to making a
choice among a set of airlines to a given
destination. The cognitive elements might in-
clude knowledge about airlines, knowledge that
some are on time more often, and knowledge about
fares and number of connections. The tourist wants
to be a careful decision maker and being on time is
important, but cest is a factor. The decision is then
made with worry as to whether the right airline has
been selected. These ideas can be in conflict and
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create a dissonant state. Higher importance and
cost of a product may also serve as a source of
dissonance.

The simultaneous production and consumption
of most of the tourism services adds a unique
challenge to the application and use of cognitive
dissonance in this field. Although consumer
behaviour rescarchers and marketers in general
relate the cognitive dissonance theory to post-
purchase experience, the state of cognitive
dissonance can take place throughout the different
phases of tourism experience, ranging from pre-trip
planning and anticipation stage and the on-site
experience to the post-trip reflective stage. One
of the aspects of the cognitive dissonance theory in
relation to its practical use is dissonance reduction.
The experience or feeling of dissonance is an
aversive state, and people act to reduce it.

The response of tourists to their destination
choice and experiences is a complex process which
is difficult to measure and evaluate. From a
managerial perspective, the recognition of the
effects of dissonance is important. One strategy
which destination promoters and tourism service
providers may implement is to keep in touch with
tourists and users after purchasing and consuming
services. Another strategy is to create a database
of users so that their needs and plans can be better
accommodated in the future. Managers should
employ marketing research and develop a
monitoring mechanism in order to ensure that

the strategy is having the desired impact.
See also: cognition; expectation; experience;

internal marketing; motivation; purchasing; risk;
satisfaction

Further reading

Festinger, L. (1957) A Theory of Cognitive Dissonance,
Stanford, CA: Stanford University Press.
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cognitive mapping sec map; perceptual
mapping; wayfinding

collaborative education

Collaborative education is an approach whereby
educational institutions team up, both among
themselves and with the business community (via
guest speakers, mind/hands-on study opportunities
and field trips), to develop comprehensive tourism-
related teaching materials (such as textbooks) and
educational programmes. It may also include the
creation of shared educational experiences invol-
ving learners from different backgrounds, disci-
plines and tourism sectors. The goal is to combine
resources in order to enhance the quality and
reduce the costs of a given learning experience.

ROBERT W. McINTOSH, USA

collective bargaining

Collective bargaining is a complex process which
can best be understood by participating in it.
Mandatory bargaining issues include items that
directly relate to the relationship between employer
and employee. Included in this list are such issues
as wages, hours of work, incentive pay, overtime,
layoffs and recalls of employees, union security
clauses, management rights clauses, grievance
procedure, seniority, safety issues, benefits, retire-
ment issues and others. All other issues are referred
to as voluntary, or permissive bargaining issues.
Voluntary issues may be discussed if both sides
want to do so. However, neither side is required to
discuss them by law. Examples of such items
include pension and benefit rights for retired
personnel, supervisory compensation, supervisory
discipline, performance bonds for union or
management, contract ratification processes and
company price or product issues. During all
negotiation, both sides are restricted from bringing
illegal or prohibited issues such as those that violate
employment opportunity laws, closed shop
agreements, featherbedding and union or agency
shop clauses in right to work states to the table.
Collective bargaining negotiations occur over
both economic and non-economic issues. In recent
years they have become more important to both
unions and management. For instance, manage-

ment typically wants a management rights clause in



contracts. Such statements insure management
rights to control types of products and services
made or delivered, how tourism supervision is
carried out and what kinds of discipline are used
and how they are carried out. Unions, on the other
hand, typically want just cause issues outlined in
contracts, to establish limitations to management
rights to discipline or discharge employees. In-
cluded in the list of non-economic issues important
to both union and management are items such as
quality of work life issues, union security, work
rules, size of work crew, types of work that can and
cannot be done by various employee groups, and
grievance procedures.

Different types of bargaining may occur during
negotiations. Distributive bargaining occurs when
management and the union are in conflict with
one another over a major issue. When this occurs,
cach side will likely present a proposal in which one
side is a loser and the other a winner. This type is
called a zero sum proposal, because there is always
one winner and one loser. Disagreement over
wages paid to tourism guides provides a good
example of this type of disagreement. Integrative
bargaining occurs when the two sides are not
necessarily in conflict over an issue. For instance,
quality of work life issues often result in integrative
bargaining because both sides have something to
gain from the resulting decision. Instead, this type
of issue calls for more collaborative bargaining.

Mediation and arbitration are both means of
using third parties to help unions and management
to reach agreement during collective bargaining
negotiations. Differences between them are pri-
marily in the amount of power given the third
party. Both require the voluntary support of unions
and management, except in cases of court ordered
mediation or arbitration. A mediator is a third
party who attempts to get both sides to reach an
agreement. Mediators may make recommenda-
tions but cannot enforce agreement while arbitra-
tors have the power to force agreements.
Arbitrators generally review all of the information
available from both sides and dictate an agreement
which they view as near the middle ground.
Arbitration has been criticised because in many
cases both sides will take the most extreme
positions prior to arbitration in order to gain as
much as possible. This problem can be avoided by
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using final offer arbitration in which an arbitrator
must choose one offer or the other. Unlike regular
arbitration, final offer arbitration tends to bring the
two sides closer together. As a result of this
movement toward the centre, agreement is often

reached without the use of an arbitrator.

ROBERT H. WOODS, USA

Colombia

Colombia, the only country whose name relates to
Christopher Columbus, is located in the north
region of South America, with coasts on both
Pacific Ocean and Caribbean. The San Andres
and Providencia Islands, physically opposite the
Costa Rican coast, are also part of its territory. The
Pan-American Highway, running all along the
Pacific coast of South America, is interrupted at the
Darien jungle on the north border of Colombia
with Panama.

Along with climatic diversity, historic and
cultural assets are the most important potential-
ities used to attract international tourism. The
Spanish colonial heritage has left walled fortress
cities like Cartagena de Indias and small treasures
like Villa the Leyva, among others. Coffee, once
the axis of the economy, provides an opportunity
to experience a taste of Colombian hespital-
ity, by following the ‘Rutas Cafeteras’ and staying
at ‘haciendas’ all along the areas where coffee is
still grown today. Folklore is rich, and handicrafts
and local products are available all over the
country. The main popular musical themes, the
rhythms of ‘La Cumbia’ and ‘El Ballenato’, are
integrated in local and national festivals and
tourism products.

In recent years there has been a negative image
attached to the name ‘Colombia’, affecting directly
the opportunities of the country for a greater
tourism market share. Ecotourism has been
discouraged by the implicit risk posed by guerrilla
groups or drug barons in some areas. However, the
reality suggests differently. Ecuador, Panama and
Venezuela have poor access connections and
economies unable to supply an important flow of
visitors. Moreover, they have somewhat similar
attractions. A new tourism law has been approved
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in 1996, aiming to increase competitiveness in the
long-range international tourism markets. The
decision on a positive national branding and
image concept is probably the most important
question to be addressed in the implementation of
the stated objectives of the tourism law.

Colombia has close ties with the United
States, and presence of international hotel
operators through management and franchise
agreements is visible in many main cities. The
efforts of these latter will certainly help to improve
image and promotional effectiveness. International
arrivals, most of whom were business visitors,
declined to 1,162,300 in 1997, from 1,400,000 in
1995. At the same time, tourism income increased
to $958 million from $822 million in 1995. In 1997
tourism represented 2.5 per cent of the gross
national product.

LLUIS MESALLES, SPAIN

colonisation

Colonialism prompted overseas travel and helped
provide the basis for modern tourism. Holiday
centres and second homes were established where
the climate was favourable, for example, the
Himalayan hill stations in British India. In many
colonies, rest centres, small hotels and guest houses
were built at and between administrative centres,
near border crossings or at ports. They were
normally operated by and for Europeans, as
colonised people lacked the required capital and
expertise.

The earliest establishments catered for traders
and settlers and were often somewhat disreputable.
However, networks of small, clean and functional
hotels emerged, providing administrators, business
travellers and (later) more intrepid tourists with a
respite from untarred roads or uncomfortable sea
crossings. Guidebooks to the colonies in the
nineteenth and early twentieth centuries, listing
available hotels and local attractions, including
hunting, were directed at settlers and tourists.
During this period, upper-class tourists often
obtained letters of introduction to settlers, who
willingly entertained them.

Much modern tourism reflects colonial patterns

and policies. Tourists from metropolitan ‘centres’
to less-developed countries tend to visit former
colonies, where communications are already estab-
lished and there are similarities in language and
culture. The prominence of transnational compa-
nies in global hotel operations has led to
accusations of ‘cultural imperialism,” and some
commentators have deplored the sociocultural
effects of tourism on ‘host’ societies. However,
much depends on the specific context and the
strength of local institutions. In the South Pacific,
much land in former British colonies 1s still
communally owned and has hindered large-scale
tourism development. The issue has been more
straightforward in islands under French jurisdic-
tion, where land commoditisation has been more
extensive. The type and growth of tourism has
been conditioned by colonialism, but its economic,
social and cultural impacts vary considerably
according to the local context.

See also: developing country; land tenure;
motivation; neo-colonialism
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Nash, D. (1989) “Tourism as a form of imperialism,’
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of Tourism, 2nd edn, Philadelphia, PA: University
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article linking tourist systems to metropolitan
needs.)

DAVID HARRISON, UK

commercialisation

Commercialisation is the effect of modern and
postmodern socialisation on material things and
received ideas. It is the process by which ‘real’



things/events/places/narratives become goods or
services, predominantly known for their exchange
value. Under commercialisation in tourism, folk
art, rituals, ceremonies and sites lose original
cultural meaning as they are commoditised (see
commoditisation) and rendered for commercial

consumption.

KEITH HOLLINSHEAD, UK

commissary

A commissary is a centralised kitchen or food
production unit serving a number of food service
outlets. Such centralisation achieves economies
of scale and lowers unit costs. Originally food was
transported hot, but increasingly cooked items are
chilled, frozen or vacuum-packed to ensure safe
handling (sce ready prepared system). This
system is found in airline catering, social catering
and other settings in tourism.

See also: food service, contract

PETER JONES, UK

commoditisation

Commoditisation is the process of making available
for purchase or barter cultural productions which
include material objects, events and performances,

or even people and ways of life. In the context of

tourism analyses, this term has usually been used
not just for items which are ordinarily for sale (such
as airline tickets or camera film), but particularly
for the sale of items which are not normally or
originally designed for trade. Thus, commoditisa-
tion has a pejorative connotation, especially when
applied to cultural patrimony, sacred perfor-
mances, child labour, sexual services, or rare and
endangered species. When such items are repro-
duced endlessly for money and are sold cheaply,
the process may be called trinketisation, Disneyfi-
cation or McDonaldisation (see commercialisa-
tion).

Appadurai (1986) shows how objects and
performances embedded in traditional societies
are usually only available for consumption through
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inherited rights, kinship or religious relations, or
caste or ethnic status. They may be acquired or
enjoyed through gifts or hospitality, mutual
exchange, noblesse oblige or sumptuary laws. He
shows that in some cases, and increasingly through
economic acculturation, they may move into
‘commodity status’ (that is, they become available
for sale to anyone who has the money, regardless of
status and prior relationships). Thus the social
fabric is strained by commercial transactions
superseding prior arrangements. Appadurai also
shows that commodities can also move back from
this to other status; for instance, the Elgin Marbles
from the Parthenon, which were purchased in the
early nineteenth century by the British from the
Turkish rulers of Greece, are now treated as objects
of world heritage which Greece cannot
repurchase at any price.

The most celebrated case of the corruption
brought about by commoditisation is Greenwood’s
(1989) account of the Spanish government’s
attempt to rearrange for mass tourism the
annual performance of the Basque nationalistic
celebration, the alarde. The proposal that the
ritual be performed twice, in front of paying
tourists sitting in specially erected stands or
bleachers, so upset the Basque townspeople that
they nearly refused to go through with it. Some
thought they should, as actors, be paid. A contrary
case occurred when an impresario suggested to the
authorities in Sienna that they perform their city’s
annual inter-ward horse race, the Palio, in a
number of Italian cities each summer; to which
they replied ‘We do not perform the Palio, we live
it

Much as it suits the moralistic and nostalgic
leanings of Western analysts who tend to see
money and commerce as automatically corrupting,
most detailed studies of tourism settings show that
all change has complex outcomes and that this
industry is rarely the sole or even the prime factor
in economic change. Cohen (1988) has shown
that authenticity is not antithetical to
commercialism and that it may co-exist, be
modified or assume new forms in modern touristic
situations. It has been commonly found that
commercial modifications of objects for sale or
performances for viewing may stem further decline

or loss of interest, may stimulate new creativity, or
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may even result in the invention of new cultural
expressions which enhance pride of identity and
soon become accepted as ‘traditional’.

This is particularly true of music and dance
forms, which have been revived and intensified in
the wake of the world’s recent interest in all forms
of ethnic music, as shown in cultural tourism
and ethnic tourism. Performers may have larger
and more appreciative audiences than dwindling
local populations. New outlets such as the ability to
make and to sell recordings, the adaptation of new
instruments and technology and even the chance
for formerly marginalised musicians to tour, have
strengthened as well as transformed many local
folk and ethnic traditions. Further, in music and
dance the performance itself is likely to engender
feelings of authenticity in the performers regardless
of whether the audience paid or who they are.

A number of collections of case studies have
appeared which examine the influence of tourism
on the production, distribution and consumption of
the arts and material culture are under heavy
influence in the last few decades (Appadurai 1986;
Cohen 1993; Graburn 1976; Jules-Rosette 1984). A
tremendous range of outcomes characterise the
differential effects of commoditisation: extinction,
replications, miniaturisation, gigantism, simplifica-
tion, exotification, loss of functionalism, modified
or new motifs, syncretism and changes in methods
of manufacturing and materials. In addition, the
audiences may be locals, tourists or both. Regard-
less of the changes, if the commercial forms are
appreciated and demanded, the performers and
artists will feel rewarded and stimulated. However,
if creativity is not rewarded and only repetitive
and/or cheap productions are bought, the creators
will get bored or discouraged.

In these times of increasing appreciation of local
and ethnic productions, when performances and
art objects can reach global audiences, the
commoditised output of those under the tourist
gaze may in fact enhance self-esteem. This is
especially so when these arts are upheld as
representative of the best that the national society
has to offer. The commodisation of cultural forms
for tourism is probably a more enlightened and
profitable avenue than employment as a menial
labour force in the service of the institutions of
the industry.
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communication mix

The communication mix is the combination of
advertising, personal selling, public relations
and sales promotions used within the same
campaign. Most tourism marketing programmes
include the use of such communication mixes
because different ingredients in the mix help best in
achieving related, but somewhat unique, objectives
of the marketing programme. Thus, a commu-
nication mix for a given destination, Disney
World, for example, may include television and
radio commercials, newspaper and magazine ads,
free brochures mailed to inquirers exposed to
advertising offers of the free brochure, publicity in
the form of news stories about family outings at
Disney World. The central premise for designing a



mix that includes multiple media and related tools
(for example, advertising both to tourism market-
ing professionals as well to leisure tourists
directly) is that one execution cannot accomplish
all the objectives of a communication campaign.

One of the most popular communication mix
strategies in tourism is the combined use of image
and linkage-advertising in the same campaign (see
advertising). Television and radio ads are often
used to increase awareness and provide customers
with knowledge that a free brochure (linkage-
advertising) is available by request. Magazine ads
are often used to provide ‘hard copy’ of the offer of
the free brochure so that consumers do not have to
hurry and write down a telephone number of the
television monitor. The brochure or catalogue
provides detailed information on what to do and
buy and how to do it; increasing customers skills for
buying.

See also: marketing mix; marketing plan;
marketing research

ARCH G. WOODSIDE, USA

community

A community is a combination of social units and
systems that afford people daily access to those
broad areas of activity which are necessary in day-
to-day living. They have five major functions:
economic (i.e. production, distribution and con-
sumption), socialisation, social control, social
participation and mutual support. Communities
are usually defined on the bases of three major
attributes: a geographical area or territory, social
interaction reflecting interdependencies among
social units, and common norms that are a set of
shared behavioural expectations which community
members help to define and, in turn, are expected
to follow. Ideally these attributes should coincide,
as may be the case in an isolated village. But in
complex modern societies in which there is great
mobility, people may sometimes have more inter-
action and more in common with people living at a
distance than with their next-door neighbours.
Thus, it is possible to speak of ‘community without

propinquity’.
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In tourism studies, although tourists emanate
from communities, greater emphasis is often placed
on destination areas and the places which
tourists visit may be viewed as host communities.
The attributes of a place, including its environ-
ment and people, may be termed a community
tourism product. Less commonly, assemblages of
visitors in destination areas may possess commun-
ity attributes as in the case of seasonal, cottage or
camping communities. Great concern is usually
expressed both by residents and researchers, for
maintenance of the characteristics of host
communities, particularly in remote or developing
areas, and for the changes which their residents,
economies, landscapes and political structures
undergo as tourism evolves. Residents of such
communities are often encouraged to take greater
control of their futures by becoming involved in
community planning and thereby influencing
decisions about tourism developments in their home
areas and protecting desired community attributes.

See also: community planning
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community approach

Tourism development can evoke a variety of
both positive and negative perceptions among host
community members. Many governments and
large corporations focus principally upon positive
economic benefits. It is generally acknowledged
that for this industry to survive, residents must be
favourably disposed to tourism and must perceive
that they exercise some influence over its plan-
ning process. It is further recognised that their
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attitudes should be constantly monitored and
problems promptly rectified.

GLENN F. ROSS, AUSTRALIA

community attitude

Tourism development can evoke a variety of
both positive and negative perceptions among host
community members. Tourism-related social
changes may lead to rapid and widespread
development, representing advances in the com-
munity, higher standards of living, and an overall
sociocultural enrichment which leads to percep-
tions of wellbeing. Changes may also result in
dependency (see dependency theory), involving
economic growth which leaves an under-
developed structure and enhances existing social
mequities. In this context, relatively few members
of the host community may gain substantially from
the growth and development; however, the major-
ity of the residents may not participate in or benefit
economically or socially in any meaningful way
from the developments. This situation can lead to
feelings of resentment, bitterness and expressions of
hostility toward fellow residents and visitors.

Many governments and large corporations focus
principally upon positive economic benefits. But
there is now increasing recognition of the potential
social and environmental costs associated with
tourism development and the necessity for a careful
investigation of non-economic effects. In such
situations, commentators have called for careful
planning aimed at minimising tourism’s negative
impacts and maximising benefits for the host. It is
generally acknowledged that for the industry to
survive, residents must be favourably disposed to
tourists and must perceive that they exercise some
influence over the planning process. Moreover, it is
suggested that their attitudes toward tourism
impacts on community life should be constantly
monitored, and problems promptly rectified.

How any community responds to the opportu-
nities and difficulties posed by a growth in the
tourism depends on a variety of factors, not the
least of which is its fundamental attitudes to the
industry. A major influencing factor and reactions
to this business is has the level of contact between

tourists and locals, which is not uniform, but
spatially selective. Residents living in close proxi-
mity to the major tourism activity location are
more likely to be most aware of the industry and
experience the full impact of its disruption in
their daily lives. In contrast, those who live out in
the suburbs or further from the hub of the industry
are less likely to be aware of tourism and are likely
to come in contact with tourists and the infra-
structure less frequently.

Specific identifiable resident types have been
found to develop much more positive attitudes to
tourism than others. Host community members
with a commercial interest in tourism are more
likely to be favourably disposed to the industry than
other residents. Individuals owning or operating
businesses, together with those who work in those
operations, are more likely to have prominent and
positive attitudes to tourism, and vice versa. One of
the reasons many residents generally place a lower
value on tourism, when compared with other
groups such as business operators and local
administrators, 1s said to involve a lack of
awareness of the extent of the economic advantage
of the industry which may flow on to their
community. Some commentators suggest that the
general public is often largely ill-informed regard-
ing its contribution both to the local and the
national economies. Moreover, this is said to
demonstrate a general weakness in the industry’s
public relations, when it fails to explain its role
In maintaining and increasing the standard of
living for the people of the local community, whose
cooperation and goodwill are seen as essential.

This wide range of community attitudes toward
the industry and tourists has led to the construction
of several host-guest models within the social
sciences, which attempt to incorporate both the
positive and negative reactions. For any tourism
site or region there may be a saturation level, and
if that level is exceeded the resulting costs begin to
be seen to outweigh the benefits. The Irridex
model (as proposed by Doxey 1975) seeks to
identify and explain the cumulative effects of this
development over time on social relationships, and
postulates a direct link between increased commu-
nity irritation, or stress, and continual growth. This
model suggests that in its early stages tourists are
likely to be regarded with enthusiasm by local



residents. This emergent industry is perceived to
bring employment and revenue, and the earlier
tourists are perceived to be interested in and
appreciative of local customs and lifestyles.
However, as the flow of tourists gathers pace,
contact between them and residents becomes less
personal and more commercialised. Tourists are
commonly perceived to demand facilities built
specifically for them. The industry is now no longer
new or a movelty, but is rather taken for granted in
the life of the city. Many local residents are said to
have a generally sympathetic attitude to it.
However if development continues, this may
undermine tourism’s acceptance because of such
factors as increased congestion, rising prices and
changes to customary ways of life. A growing
number of host community members may feel that
their place is being greatly altered and they have
not been consulted about this. The costs of
accommodating tourism may now be perceived
to exceed the benefits. Such annoyance can change
to antagonism if the industry and its facilities are
perceived to be the cause of local economic and
social problems. Doxey here cites the instances of
murder of wealthy white tourists in some less-
developed countries.

This model has now attracted criticism in that it
suggests a unidirectional sequence, where residents’
attitudes and reactions will change over time and
within a predictable sequence. Murphy (1985)
points out that reactions are often more complex
than this. The product life cycle concept, as
suggested by Butler (1980), may be seen to be more
adequate here. In this model, sales of a product
proceed slowly at first and then experience a rapid
rate of growth before stabilising, and finally (often)
declining. Tourists are initially said to come to an
area in relatively small numbers. However, as
facilities are provided and the destination
becomes better known, the number of arrivals
increases. Further promotion and the growth of
facilities result in the venue’s popularity growing
rapidly. This rate of increase, though, suffers a
decline at the point where levels of carrying
capacity are achieved. Butler suggests that at this
point the attractiveness of an area may decline in
comparison to other tourism areas because of
overuse and the general impact of industry. The
number of arrivals may also start to decline.
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Butler’s model involves exploration, involvement,
development, consolidation, stagnation, decline or
rejuvenation stages. It is generally regarded as
more flexible and less deterministic than the
Irridex model. This flexibility is particularly
evident at the stagnation stage, where a destination
may choose either to rejuvenate or decline,
depending upon the circumstances prevailing
within the destination at that time.

There are at least two identifiable groups of
factors that are able to influence host—guest
relationships. The characteristics of tourists will
have an influence that extends beyond the physical
impact of increasing numbers. The tourists’ length
of stay and their racial and economic character-
istics need to be considered as well as their
numbers. Moreover, a destination’s own character-
istics are likely to help determine its ability to
absorb the growing number of arrivals. Pearce et al.
(1996) have pointed out that destination character-
istics such as its level of economic development,
the spatial distribution of its tourism focus in
relation to other economic activities, the strength of
its local culture and local political and community
attitudes will effect host—guest relationships. Large
metropolitan areas, with their tourists mainly
concentrated in and around a core zone, are able
to handle millions of arrivals, whereas small rural
settlements may have trouble handling a few
thousand. Thus both tourist and destination
characteristics are likely to have a major influence
upon the positive and negative impacts of tourism
upon host community members.
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community development

Community development is a process of economic
and social progress based on local initiatives.
Tourism development can result in community
problems, but its planning and development can
potentially contribute by fostering awareness of
issues and opportunities, empowering citizens to
make decisions, training residents for leader-
ship positions, providing more and better com-
munity facilities and services, and facilitating
stronger local institutions and feelings of inter-
dependence.

DONALD GETZ, CANADA

community planning

Community planning refers to planning which
takes place at a local level, usually with consider-
able input from local residents through public
participation. In this way, goals for the com-
munity which are likely to receive widespread
local support are identified and means to achieve
them are determined. This orientation views
tourism potential as a local resource which should
be developed primarily for the benefit of the local
host. It requires the redirection of planning from a
purely business or narrow economic develop-
ment approach, to a more open one which focuses
upon the enhancement of resident lifestyles and
opportunities. The approach involves focusing
upon the ecological and human qualities of a
destination area in addition to business con-
siderations and care in the integration of tourism
with other land uses and activities. The common
good is the criterion upon which the performance
of the tourism industry is judged as opposed to
financial criteria alone. Thus, in essence, commu-
nity planning requires that communities take
control of the process, set their own goals,
determine what they wish to present to the tourism
market, and plan accordingly.

Further reading

Murphy, P. (1985) Tourism: A Community Approach,
New York and London: Methuen. (A comprehen-
sive discussion of tourism planning from a com-
munity perspective.)
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community recreation

Community recreation is derived from the facilities
and services of local parks and recreation
agencies, aimed at meeting residents’ needs.
Tourists are sometimes targeted as an additional
user group so as to generate revenue. Community
recreation facilities are often used as venues for
special events with tourist appeal, while the hosting
of events can help justify new facilities. Resident—
tourist conflicts can arise over accessibility and
differential pricing

DONALD GETZ, CANADA

comparative advantage

The term ‘comparative advantage’ refers to the
advantage possessed by a country that is engaged
in the international exchange of goods and services
and is able to produce a given good or tourism
service at a lower resource input cost than other
countries or destinations. Comparative advantage
arises because the marginal opportunity costs of
one good or service in terms of the other(s) differ
among them. The most frequently used explana-
tion of comparative advantage in international
trade is the Heckscher—Ohlin factor proportion
theory, which is based on differences in factor
endowments among countries. The Heckscher—
Ohlin model ignores demand and can be used
with caution to explain the intersectoral exchange
between industrial goods and services. The provi-
sion of tourism services is relatively labour-
intensive. The factors are measured in terms of
flows such as capital depreciation and working
hours. In the industrialised countries, the capital—
labour ratio is generally higher than in developing
countries. The result is that the former nations



tend to specialise in the production of capital
goods, while the latter ones focus on the production
of (low qualified) services, such as tourism. Both
country types have their own specific manner of
carrying out trade according to their own specia-
lisation pattern. Not considered are the competitive
advantages of tourism destinations (special attrac-
tions or events).

The classical Ricardo model, although also not a
complete explanation for the international trade in
goods and tourism services, is useful for under-
standing the international exchange between
developing and industrial countries. The exchange
is basically complementary (raw material or island
beaches for industrial goods). For example, a
country which only has raw materials or unspoilt
landscapes with certain climate conditions must
specialise in these products in order to have goods
to exchange for industrial ones or technologically
advanced products not produced in that country.
On the other hand, developed countries having
their own natural resources such as climate,
island beaches and mountains, cultural or special
technologies, do not need to specialise to the same
degree.

See also: attraction; competitive advantage;
destination; event; marketing, destination;

opportunity costs; sunlust; wanderlust
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comparative study

Comparative studies involve investigations of the
same phenomena in similar situations in the search
for commonalities and differences among them.
The term is usually used for studies which analyse
the same problem in two or more places, in a cross-
national context involving more than one social
system or, less frequently, in the same social system
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at more than one point in time. Thus, for example,
one might examine the impacts of the construction
and operation of a number of hotels in coastal
destinations in the search for commonalties and
differences among them. The comparative ap-
proach is a step in the direction of generalisation in
that it can permit the separation of typical
occurrences from those which are unique to
particular cases. Pearce (1993) has argued that
the comparative approach has yet to emerge as a
recognisable methodology in tourism research,
which has relied too heavily on case studies.
However, if the comparative approach is to be
adopted successfully, it is important that the cases
which are being investigated are not so dissimilar
that there is little basis for comparison. In a
practical context, comparative studies may also
permit the learning experiences derived from one
situation to be applied in another. For example,
interventions which have been successful in one
situation may be initiated in another similar
situation with expectations of positive conse-
quences.

Further reading

Pearce, D.G. (1993) ‘Comparative studies in
tourism research’, in D.G. Pearce and R.W.
Butler (eds), Zourism Research: Critiques and Chal-
lenges, London: Routledge, 20-35.

Wall, G. (1995) “Tourism and heritage: the need for
comparative studies’, in Z.U. Ahmed (ed.), The
Business of International Tourism, 256-272.
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compatible

When tourism use or activity is generally free of
short-term negative impacts, then this is a
compatible situation. Implicit is the notion of
non-exceptional tourism management or regu-
latory practices. The concept is at the bottom of a
three-level hierarchy: compatible, feasible and
sustainable. Feasible tourism implies medium term
socio-economic benefits, while sustainable tourism
implies long-term resource use, conservation
and management.
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See also: environmental compatibility
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compensation administration

When people hear the term ‘compensation’, they
usually think only about wages or salaries that
workers earn in return for work or performance.
For instance, in the tourism industry, workers may
earn monies from both employers and guests (in
the form of tips or gratuities). Both are considered
a part of the wages and salaries for that position.
However, wages and salaries do not represent the
entire compensation a worker may receive. In fact,
these represent only two types of immediate
compensation. There are many additional forms
of immediate compensation which a tourism
employee may receive; for example, merit pay or
sales commissions are types of compensation. In
addition, most workers also receive some form of
deferred compensation which can include such
items as incentives or bonuses, benefits (insurance,
pensions and social security), pay for time not
worked (including vacations or sick leave) and, in
some cases, perquisites (automobiles, low-cost or
free meals and rooms, travel allowances, financial
planning or profit-sharing and so on). In the
tourism industry, discounts on use of the organisa-
tion’s resources (travel, lodging, meals and so on)
are a common form of deferred compensation. In
some companies, these two types of compensation
are referred to as direct and indirect compensation,
respectively.

While one may think of compensation pro-
grammes as relating directly to the amount or type
of work done, this is rarely the case. Instead, many
other factors also influence the rate of compensa-
tion in most tourism companies. Some of the
influences relate to economic conditions in either
the company or the community (for instance, the
cost of living in New York is much higher than in
Panama or China; therefore, tourism workers in
New York would earn much more than the named
two countries). Others relate to internal or external
labour market conditions. Additional influencing
factors include employee perceptions of pay, union

influences and governmental influences. Even

employee satisfaction and meotivation can
influence a company’s compensation practices.

Compensation administration is concerned with
evaluating how much each job is worth. The five
most widely employed methods of conducting job
evaluations are ranking, classification, factor
comparison, point methods and skill-based pay.
Compensation administration also addresses how
pay is structured within an organisation. Not all
jobs are worth the same amount of pay. Determin-
ing how to identify the value of different jobs is
only part of the pay structure puzzle. The number
of pay grades offered, how company pay compares
to competition in the market and how compensa-
tion 1s calculated within specific pay grades are also
considered. Payment calculation for each position
is based on whether the organisation prefers to be
the pay leader (become known for paying more
than the market average on the theory that better
pay will attract better employees), pay follower (on
the theory that less pay will equal greater profits)
and/or pay matcher.

ROBERT H. WOODS, USA

competition analysis see marketing audit;
marketing research; marketing plan

competitive advantage

Competitive advantage refers to economic advan-
tages realised in a competitive market. Tradition-
ally it has been associated with the enterprise as the
unit of analysis, but recent applications in regional
economics, strategic management and interna-
tional business have extended the concept to
include its applications to industries, regions and
nations. While comparative advantage is strongly
associated with the initial endowment and avail-
ability of resources and their prices in different
establishments, it is more connected to the
evolutionary changes in the mix of resources
employed to emphasise the dynamics of economic
advantages in different market settings.
Competitive advantages are either based on
superior cost or the quality position of establish-

ments. Having a superior market position in terms



of costs or being a cost leader implies the capability
to produce and market goods and/or services at
average market quality but below market costs and
prices. Competitive advantages in terms of costs
can result from economies of scale, from
business integration across related industries, or
from superior location or from lower resource
costs. Advantages in terms of quality are associated
with the existence of distinctive capabilities and
their maintenance or improvement over time
relative to competing firms, industries or regions.
The sources of qualitative competitive advantages
for tourism destinations are foremost, natural and
environmental features, followed by built attrac-
tions. Included are general infrastructure
ranging from retail services to personal and
business services, and the tourism superstructure
consisting of hotels, restaurants, travel and tourism
organisations, special events organisations, and
recreation and sports facilities. Attitudes of locals
towards tourists are usually also cited as a
competitive advantage, the extent of which de-
pends on the uniqueness or authenticity of the
aforementioned sources of quality advantages.
Competitive advantages in terms of cost (cost
leadership) in tourism signify value for money for
tourists in major tourism businesses such as
lodging, transportation, recreation, animation
and sports facilities, as well as all other related
activities which make up the chain of tourism
services. Cost competitiveness in turn is deter-
mined by general price levels, inflation and
exchange rates for all related services, and the
efficiency with which inputs (human resources,
technology, capital, infrastructure and super-
structure) are converted into tourism products.

Further reading

Gijsbrechts, E. (1993) ‘Prices and pricing research
in consumer marketing: some recent develop-
ments’, International Journal of Research in Marketing
10(1): 15-151.
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Scherer, EM. (1993) Industrial Market Structure and
Economic Performance, Boston: Houghton Mifflin.
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competitiveness

In most of the economics and business strategy
literature, competitiveness has been used as a
measure of economic success or economic strength.
Competitiveness is a relative concept: a firm,
industry, region or tourism destination is more
or less competitive in comparison to any other
representative or comparative unit. A firm may be
more competitive relative to any other firm(s) in
terms of having a higher market share, a higher
penetration of foreign markets or of displaying
lower (hence more competitive) prices. If one were
precise, however, the latter represents only a
measure of competitiveness rather than a defini-
tion. Strict definitions must instead use the concept
of competitive advantage, the execution of
which represents competitiveness (see compara-
tive advantage). Put differently, competitiveness
is the materialisation or enactment of competitive
advantages with respect to quality or prices in the
market place. The positioning of firms in the
market place with respect to their competitive
advantages and behaviour is subject to competi-
tion analysis. The analytical and empirical diffi-
culties associated with the attribution of
competitiveness (as an expression of economic
success) to its various determinants of the compe-
titive advantages suggest the need to carefully
define competitiveness for analytical purposes.
Hotels or destinations are not just competitive;
rather they are competitive in terms of specific
quality attributes, location advantages or prices,
thus suggesting a prior necessary analysis of
competition and competitive advantage.
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for understanding and analysis’, conference
proceedings of AIEST-Conference in Argentina,
Bern: AIEST.
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complaint see cognitive dissonance; loyalty

compliance

Compliance with statutory standards is achieved
primarily by inspection, backed by the sanction of
criminal prosecution for breaches. For instance,
officers of environmental protection authorities
review whether conditions attached to environ-
mental authorisations have been complied with. To
address the problem of insufficient skills and
resources, there has been a move in public
environmental law towards co-operative efforts to
set and meet compliance standards. Develop-
ment and operation of nature-based tourism is

thus affected through this procedure.

DUNCAN HARTSHORNE, AUSTRALIA

computer-assisted education see education,
computer-assisted

computer reservation system

Most tourism firms process their reservations
through a computerised database called Computer
Reservation System (CRS), which handles details
of inventory, schedules and prices among other
details. CRSs run on mainframes, minicomputers
or microcomputers and are usually connected
through data communication links to terminals
within various branches of the company. CRSs are
not to be confused with global distribution
systems, but are often electronically connected to
them for bookings.

See also: automation; hospitality information
system; information technology

PAULINE J. SHELDON, USA

computer technology se¢ information
technology

concentration ratio

The concentration ratio is a simplistic measure of
the potential social impact of tourists in a
community. It is the ratio between the number of
tourists, usually measured as mean visitation per
day, and the community’s population. The ratio
also provides a crude measure of the relative
importance of tourism to a local economys;
however, it does not adequately represent the
absolute importance of the industry. For example,
the concentration ratio for a city such as London
will be relatively small (because of its large
population) although the absolute size of the
industry in those communities will be substantial.
A related concept is the so-called ‘tourist function’,
the ratio between the overnight accommeodation
capacity of a destination (usually measured in
terms of beds) and population.

STEPHEN SMITH, CANADA

concession

A concession is an agreement for a food service
operator to have the right, sometimes exclusively,
to supply food and drink on another party’s
premises. The concession frequently takes the form
of a seasonal or annual lease of space and/or
facilities. Concessions are used in sports stadia,
airports and theme parks.

PETER JONES, UK

concierge

A concierge is a hotel employee who offers the
ultimate in personalised service to the guest. The
concierge can make arrangements for theatre
tickets, tours or any other specialised service. Their
professional organisation is called Les Clefs d’Or,
and it takes a minimum of five years work in a hotel



and a rigorous test to gain admission. Up-scale
tourists often seck the services of a concierge.

DEBORAH BREITER, USA

conflict

Differences in the goals, expectations and beha-
viours of participants in the tourism system result
in incompatibility and even hostility among them.
Thus, there may be tension between the use of
parks and other protected areas for tourism and
preservation, between users of the same area
who are seeking different experiences (for example,
between cross-country skiers and snowmobilers, or
between boaters and anglers), and between tourists
and residents of destination areas. Resolution of
such differences are difficult to achieve and are
sought in the political and planning domains as
well as at the site management level through the
introduction of zoning systems and other forms of
regulation, as well as formal and informal
compromises.

Further reading

Jackson, E.L. and Wong, R.A.G. (1982) ‘Perceived
conflict between urban cross-country skiers and
snowmobilers in Alberta’, Journal of Leisure
Research 14: 47-62.

Jacob, G.R. and Schreyer, R. (1980) ‘Conflict in
outdoor recreation: a theoretical perspective’,
Journal of Leisure Research 12: 368-80.

Owens, PL. (1977) ‘Conflict as a social interaction
process in environment and behaviour research’,
Journal of Environmental Psychology 5: 243-59.
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conjoint analysis

Conjoint analysis is a quantitative decompositional
model used to understand consumer choice
behaviour. Tourism is composed of a bundle of
product attributes which differ in perceived quality
and importance to potential tourists. The method
allows a researcher to begin with simple rank
orders, such as expressed preference for a series of
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vacation packages, and to analyse these choices to
determine the relative importance the respondent
assigns to each attribute at a specific level (‘part
worth’ utilities). The conjoint model for k attributes
with each attribute defined at Mg levels can be
formulated, according to Timmermans (1984:

203), as:

where Uy is an overall utility or preference
measure; akj is the part worth contribution
associated with the j™ level of the k™ attribute;
and X is the presence or absence of the j"™ level of
the k™ attribute.

Separate part worth utilities are estimated for
each level of each attribute using either ordinary
least squares analysis or monotonic analysis of
variance. These may be added together to predict
the potential attractiveness of any new product
given its combination of attributes at specific levels.
This model assumes salient attributes are used in the
choice profiles; data collection is carefully designed;
a compensatory process for attributes as respon-
dents trade off low levels of one attribute evaluation
for high levels of another; and that the combination
rule for part worths is additive. For a given choice
situation, conjoint analysis measures the impor-
tance of specific attributes at specific levels, assesses
the overall relative value of each product attribute,
predicts preferences for new products, and can
serve as a basis of market segmentation.
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connotation

Apart from their primary significations, verbal and
pictorial images are often used to imply or connote
additional meanings. Connotation procedures are
the linguistic, symbolic and cognitive processes
through which such additional meanings are
generated and communicated. One of the main
reasons why the understanding of connotation
procedures is relevant to tourism studies is that, like
representations and the objects to which they
relate, tourism sites, together with their activities
and surrounding paraphernalia, derive much of
their saliency from being able to connote meanings
and associations which transcend their immediate
appearances. A beach, for example, may well be a
‘sea shore covered with water worn pebbles’, but
for holidaymakers it is also a place which carries a
host of connotations; for example, with childhood,
freedom or romantic liaisons. Ultimately, the whole
tourism industry is founded upon such structures of
symbolic transference.

Psychologists in the field have been particularly
interested in the ways through which the trappings
of leisure and tourism are used to connote the
inner states and internal dispositions of those taking
part in such activities. Incorporating insights from
the psychological realm, sociologists and anthro-
pologists are more concerned with the social

origins of connotation. Veblen was the first
seriously to examine how leisure pursuits took part
in the orchestration of status distinctions within
European society (horse racing and knowledge of
classical languages, to take two examples, connot-
ing high social status). More recently, Bourdieu has
carried this work forward by looking at how status
differences are symbolically marked by the con-
notations emanating from different artistic pursuits,
and Barthes’s studies of the Eiffel Tower and the
Blue Guide are recognised by many as the corner
stones of semiological (see semiotics) discussions
of tourism icons and their metaphorical associa-
tions.

Dann has developed this genre in his examina-
tion of some of the symbolic vehicles of the
touristic imagination. He has shown how these
are implicated in the cognitive construction of
feelings and attitudes towards social and personal
histories and biographies (steam trains resur-
rected for the summer tourism trade being
associated with both childhood and empire, for
example) and how, furthermore, the broader
panoply of iconography enters into cognitive
processes which symbolically articulate and
legitimate social hierarchies and systems of
social control. The theoretical challenge posed
by the interrelated tasks of analytically evaluating
the objects strewn in the tourist’s path, exploring
the attributes they connote and describing the
connotation procedures used in the process,
derives from the necessity to thread together
the realms of the personal, social, psychological
and sociological within a single interpretative

framework.
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conservation

Conservation is a philosophy governing the
manner and timing of resource use, and may be
defined as managing the resources of the envir-
onment — air, water, soil, mineral resources and
living species including humans — so as to achieve
the highest sustainable quality of life. Nature
conservation is a dynamic concept which is subject
to diverse understandings and interpretations,
spatially and temporally, and which is supported
for many different reasons (for example, ethical
bases, environmental sustainability, genetic diver-
sity, recreation, scientific research, future choices
and utility, education and political reasons).
Recognition of the importance of nature preserva-
tion can be seen in the recent rise of the
environmental movement and, simultaneously, the
development of a conservation ethic in modern
society. That recognition is tangibly evident in the
creation and resourcing of public and private
sector agencies and interest groups; in related
legislation and public policy; and in the establish-
ment of resource management units such as
national parks and wilderness arcas, which
often serve as important attractions.

Tourism and nature conservation are inter-
dependent, and their relationship has been a
lengthy one. Tourism often stimulates measures to
protect or conserve nature, but, at the same time
(and somewhat paradoxically), presents a signifi-
cant environmental risk, especially because of its
demands on the natural environment. These risks
are intensifying as domestic and international
tourism demand for natural areas is growing.
Furthermore, the nature of that demand is such
that tourists are seeking more spontaneity, inde-
pendence and participation in their experiences
(and thus contributing to the growth of ecotour-
ism).

Researchers recognise three different relation-
ships with respect to conservation and tourism:
conflict, coexistence or symbiosis. These can exist
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between those promoting tourism and those
advocating conservation of nature. Conflict occurs
when conservationists see that tourism can have
only detrimental effects on the environment.
Coexistence is noted when some, though very little
positive contact, occurs between the two groups.
Symbiosis is reached when the relationship be-
tween tourism and conservation is organised in
such a way that both derive benefit from the
relationship. Conflict and coexistence are common.
Symbiosis is perhaps the least represented relation-
ship in the national and international perspective.

Tourism can cause both environmental degra-
dation and enhancement. Ecologically sustain-
able tourism requires the conservation of nature,
and thereby leads to the maintenance or sub-
stantial enhancement of natural areas and subse-
quent increases in visitor satisfaction. The viability
of recreational and tourism resources, rather than
conflicting with conservation, actually demands it;
otherwise visitor satisfaction will be reduced as the
inherent appeal of the resources decline.

Tourism provides an economic impetus for
conservation of the environment because protected
and/or scenic areas are major attractions for
domestic and international tourists. This can also
contribute to a wider appreciation of nature
conservation by promoting and making more
accessible specific sites and aspects of nature. But
the role of tourism as a consistent contributor to
nature conservation is often debated because,
among other things, tourists trample vegetation,
disturb wildlife, carry pathogens and weeds and
engage in vandalism and littering, and thus do not
always behave in ways which promote a symbiotic
relationship between the industry and conserva-
tion. Further, tourism has fostered the intensive
viewing (with resulting disturbance or damage) and
export of protected and/or endangered species.

Therefore, interrelationships between tourism
and nature conservation are extremely complex
and dynamic, with conflict being most acute where
tourism development occurs rapidly and without
strategic planning. Unfortunately, research has
developed few strong concepts or theories to guide
the role and management of tourism in nature
conservation. Many studies focus narrowly on the
physical impacts of developments at a particular
site, few have a longitudinal basis, and most are
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reactionary as research projects are initiated when
impacts are identified or speculated. Often the
research focus is largely limited to the effects of
tourism on vegetation and to a lesser extent
wildlife, with impacts on air and water quality,
soils and ecosystems relatively neglected.
According to researchers, several methodologi-
cal problems concerning research on tourism and
the natural environment (and thus nature con-
servation) can be identified, including the difficulty
of distinguishing between changes induced by
tourism and those induced by other activities; the
lack of information concerning conditions prior to
the advent of tourism and, hence, the lack of a
baseline against which change can be measured,
the paucity of information on the numbers, types
and tolerance levels of different species of flora and
fauns; and the concentration of researches upon
particular primary resources, such as beaches and
mountains, which are ecologically sensitive. Thus,
successful integration of tourism and nature
conservation objectives is of increasing importance
because it enhances the choices of people and helps
maintain or even enhances the quality of the

environment.

See also: cultural conservation
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consortium

A consortium is an organisation of individual
trading units which combine for a common
commercial purpose such as joint marketing
services and purchasing. Such organisations are not
limited to the tourism industry; there are consortia
of grocery retailers, accountants, solicitors and
builders, as well as hotels and travel agents (see
travel agency). Hotel consortia — also termed
referral systems in the United States — are a well-
established feature of international operations.

There are about thirty such organisations in the
United Kingdom, of which over half can be viewed
as international, such as Consort hotels and Best
Western hotels. The United States has twenty-five
large consortia and voluntary groups (many of
which are international) as well as many smaller
groupings. The benefits of consortium membership
are the retention of entrepreneurial freedom and
(unlike a franchising agreement) the option of
renewing annual membership.

Individual consortium members come together
to combat the marketing power of corporate
groups. As organisations, consortia are able to
operate in ways which would be impossible for the
individual member. Each unit can be part of a
publicity identity as well as providing a forum for
sharing expertise. Cost reduction through purchas-
ing advantages or training programmes for staff
can be foci of the organisation. Marketing services
can include access to computer reservation
systems (CRS), establishment of overseas sales
offices, conference placement services and loyalty
programmes. Group promotions can target parti-
cular segments, while referral of customers between
members is encouraged and promoted.

The number of consortium members continues
to expand, although indications are that corporate
groups who were formally members are with-
drawing from such systems. As the members are
collections of individual operators, one brand will



not reflect the characteristics of each member.
Consortia are developing a family of brands,
allowing a more focused appeal to customers and
members. This trend is paralleled by the emer-
gence of smaller specialised consortia, for example
golf hotels, town house hotels and castles and
stately homes.

See also: cultural conservation

Further reading

Harrison, L. and Johnson, K. (1992) UK Hotel
Groups Directory 1992/3, London: Cassell. (Pro-
vides a listing of all hotel consortia and
members.)

Roper, A. (1995) “The emergence of hotel consortia
as transorganisational forms’, International Journal
of Contemporary Hospitality Management 7(1): 4-9.
(Discusses organisation, structure and strategy of
UK hotel consortia.)
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conspicuous consumption

The term ‘conspicuous consumption’ was first used
by Veblen to indicate membership of a leisured
elite. Through the lavish, ostentatious, yet
ultimately wasteful enjoyment of luxury goods,
conspicuous consumption was seen as the basis for
establishing esteem in class stratified societies.
Whereas it is easy to criticise Veblen on the
grounds that class structure and status indicators
are both more complex than he maintained, and
that leisure opportunities are considered an
essential requirement for all in modern society,
the expression has nevertheless entered everyday
usage.

There are at least three ways in which tourism
might be regarded as an example of conspicuous
consumption. First, members of wealthy tourist-
generating nations can be viewed as conspicuous
consumers of the valuable resources of the devel-
oping world. The exploitation of these countries on
the pleasure periphery has been interpreted
by some commentators as a form of neo-
colonialism, although few tourists would ana-
lyse their own behaviour in such a stark manner.
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Second, individual holiday choices made
amongst complex status hierarchies of destinations
can also be understood as conspicuous consump-
tion, especially when considered in terms of ego-
enhancement motivation and trip-dropping.
However, it can be demonstrated that tourism
motivation is not just materialistic, but reflects a
wide range of other psychological and cultural
factors. Furthermore, postmodern tourism is said
to break down traditional boundaries and replace
them with a universe in which image, illusion and
irony predominate (see also postmodernism).

Third, other potential indicators of prestige
include souvenirs, gifts, photographs, postcards
and suntan, all of which can point to the relative
affluence of the holidaymaker, and, in that sense,
constitute symbols of conspicuous consumption.
However, this association is perhaps too simple,
since there may be a multiplicity of possible
meanings attached to such activities. Thus the
complexities of tourist typologies, motivations,
destination choice and consumer behaviour, all
provide arguments against the use of general
explanations of tourist behaviour such as conspic-
uous consumption (see typology, tourist).

Further reading

Littrell, M. (1990) ‘Symbolic significance of textile
crafts for tourists’, Annals of Tourism Research 17:
228-45. (Describes how handicrafts purchased
by tourists have at least eight different meanings
attached to them.)

Urry, J. (1990) The Tourist Gaze: Leisure and Travel in
Contemporary Society, London: Sage. (Argues that
the romantic and the collective gazes constitute
separate motives, and that postmodern tourists
place increasing emphasis on pleasure and play.)

Veblen, T. (1970) The Theory of the Leisure Class,
London: Unwin Books. (Contains a critical
introduction by C. Wright Mills.)
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consumerism

Consumerism can be defined as a social movement

seeking to augment the rights and powers of buyers
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in relation to sellers. It can result in consumers
secking redress, restitution and remedy for dis-
satisfaction with products and services bought.
While inevitable and enduring, consumerism is an
antithetical outcome of the marketing process.
Despite efforts by many companies to assure
consumer satisfaction (the guiding tenet for tourism
marketers) it continues to remain elusive. In the
media, for example, one reads or hears about
consumers who are incensed by exorbitant
transportation costs, questionable marketing
practices and inadequate safety and security
precautions.

In a similar vein, with tourism activity being
pursued in communities in which people live,
dissatisfaction with tourists can be voiced by
concerned citizens. Research reveals that a com-
munity’s constituents can become incensed at the
hedonistic, utilitarian behaviour of both buyers and
sellers. Satisfaction with the tourism process,
therefore, can be bedevilled by both consumerism
and communitarianism.

Consumer-citizen demands about the perfor-
mance of tourism products and services stem from
a growing concern about quality of life and the
environment; the complexities and hazards
accompanying technological sophistication of pro-
ducts and services; distrust of marketing promises
that can not be fulfilled; attempts at rational
purchase behaviour stymied by lack of information;
high-pressure sales techniques; the uncaring deliv-
ery of service; and mass consumption products that
are incapable of meeting the personal needs of
individuals. As a consequence, consumerism has
gradually affected the tourism industry, firms, and
governments. Individual companies and trades
have enacted codes of behaviour and ethical
practice (see code of ethics). Better legislation
is being established for the protection of tourists.
Safety standards, truth in advertising and other
legislative efforts such as consumer protection and
awareness bills are becoming more evident. Some
companies, and also some destinations, have
created ombudsmen to listen to and resolve
concerns of disgruntled tourists. By opening up
the channels of communication, companies have
been able to identify and change corporate
practices that were perceived as deceptive, and to

educate employees to the need for improved
relations with customers and citizen groups.

Consumerism has broadened the understanding
and application of the concept of satisfaction. A
host of factors determine continuous consumer-
citizen satisfaction with market offerings: service,
warranties, accurate advertising, pricing, packa-
ging, design, safety and security. As a result of the
consumer movement, many organisations are
becoming more responsive to tourist needs, and
governments are accelerating their regulatory
intervention. Marketers are beginning to provide
more guidance about their products and to insist
on new and higher levels of integrity.

MICHAEL HAYWOOD, CANADA

content analysis

Content analysis is a form of observational
inventorying of the properties of texts. Its central
idea is that any text (verbal or non-verbal) can be
subjected to scientific analysis by first isolating
particular categories of content (themes, images,
subjects and so on) and then quantifying their
absolute and relative occurrence within single or
multiple communications, in order to test hypoth-
eses about the text’s properties and, in some
instances, the material and psychological state of
its authors and/or its intended effects on its
audiences. It has been formally defined as ’a
research technique for the objective, systematic,
and quantitative description of the manifest con-
tent of communication’ (Berelson 1952: 26).
Content analysis was developed by social
scientists in America in the 1940s and 1950s and
was particularly associated with the names of
Kaplan, Lasswell, Leites, Nathan, de Sola Pool
and Bernard Berelson. It was first used during the
war as a tool for studying German propaganda
through identifying its main themes and subjects,
and quantifying their synchronic distribution
within single messages and also their diachronic
distribution in multiple communications over given
periods of time. From these analyses, scientists were
able to make inferences about the material
conditions and psychological morale of the Ger-
mans and their intentions, including how these



were changing in time. After the war, content
analysis achieved wide civilian currency in the
social sciences as an empirical method for studying
a wide range of mass cultural phenomena includ-
ing newspaper editorial practices, sociocultural
aspects of teenage romance magazines, television
drama themes, racial stereotyping in the media,
gender relations in comics and many other kinds of
mass communication.

Despite its initial acceptance as a new scientific
procedure, content analysis was in essence an
empirical development of rationalist, aesthetic
criticism. Anyone evaluating a book, painting or
musical work is implicitly engaged in content
analysis to the extent that the reader is attempting
to inventory the signs and their meaning within a
text, and arriving at inferences about the author in
terms of theme, style, intention, outlook, back-
ground and aesthetic importance. Content analysis
took this basic aesthetic procedure and developed it
by, first, expanding its applications from high
culture texts (the traditional frame for aesthetic
criticism) to those of popular culture and mass
communication and, second, eliminating the un-
systematic and subjective tendencies of aesthetic
criticism by replacing them with analysis built on
explicit statement of a priori hypotheses to be
examined, rigorously defining the categories of
content for scrutiny in exploring the hypotheses,
and quantifying the results. The process has been
well-defined by de Sola Pool (1973: 36): “The
content analyst aims at a quantitative classification
of a given body of content, in terms of a system of
categories devised to yield data relevant to specific
hypotheses concerning that content.’

Tollowing its early wartime utility, criticism of
content analysis as a means of understanding texts
came from two quarters. First, there were those
within the ranks of content analysis, notably
Gerbner, who argued that a text could not be fully
evaluated purely on its internal characteristics
without an understanding of the external socio-
political constraints within which messages were
produced and circulated. For Gerbner, industrial
and market relationships and other social deter-
minants might result in processes of textual
selection, omission and juxtaposition which would
not be revealed simply by inventorying existing

categories of content. In tourism promotion, for
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example, a brochure’s properties cannot be
simply revealed by analysing its verbal and pictorial
elements (see also promotion, place). A fuller
understanding requires awareness of external
constraints impinging upon the text, including
legal requirements, political and institutional forces
and industry practices (for example, the size format
of many brochures is dictated by the racking
policies of travel agents who will not display non-
standard sizes and shapes).

The other critique came from structuralists
working in rationalist rather than empirical tradi-
tions, who argued that quantitative inventorying of
the denotative elements of messages might be less
important than interpreting the mythic dimensions
of key connoted verbal and pictorial elements, even
when their numerical occurrence was small. For
example, in an advertisement for the Seychelles the
number of times that the destination name is
mentioned might be less important than exploring
the mythic dimensions of important, individual
phrases or images such as ‘island paradise’. More-
over, structuralism was less concerned with the
aggregate inventorying of elements within a text
than their structural relationships and the codes of
difference set up within the text by the position and
juxtaposition of ideas. Even more radically, struc-
turalists suggested that a communication’s most
interesting feature might be what it excludes rather
than includes, an insight caught by the French
writer Macheret’s notion of the ‘significant silences’
of the text. This includes, for example, the failure
of much tourism promotion to represent the social
realities of the inhabitants of Third World countries
packaged as dream destinations for tourists. In
short, structuralists challenged the value of quanti-
tative inventories of manifest content and
advocated interpretative approaches which re-
vealed latent and systematically excluded meanings.

Today, social scientists are most likely to use a
combination of numerical counts and interpreta-
tive analysis, as well as attempting to locate the
external forces and relationships constraining a
text’s production to arrive at evaluations of its
overall effects and meanings. In tourism, content
analysis has to date been mostly used by anthro-
pologists and sociologists in studies of the
ideological aspects of promotion, particularly
brochures. Less commonly it has also been used
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to explore the relationship between advertising
and the editorial content of newspapers, to
examine the construction of destination images in
newspaper and magazine articles, and to study the
historical development of destinations using time-
series data gathered from entries in guidebooks
published over selected periods.

Content analysis, allied to interpretative analy-
sis, offers great potential in the study of a field such
as tourism which is represented in many media
forms. The vast variety of tourism promotion and
publicity delivered by books, press, radio, art, film
and television lends itself to synchronic and
diachronic study using the theoretical and metho-
dological approaches of content analysis.
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contestation

Contestation is the social process through which
interest groups handle dominance/subjugation
issues in the politics of tourism, or in policy making
anywhere. Special interest groups cultivate iden-

tities and niches for themselves, particularly at the
issue level. Under the pluralisms of postmodernity,
natural, social, cultural or economic realities are
constantly redefined, and regularly decentred,
detotalised and destabilised through such opposi-
tional contestation.

KEITH HOLLINSHEAD, UK

contingent valuation

Contingent valuation is a research methodology
used to estimate the economic value of a tourist
amenity or resource not sold through conventional
markets. It produces an economic value for a good
by asking subjects to respond to a scenario
describing the current amenity or resource,
plausible changes to the amenity or resource to
better serve the guests, and how much they are
willing to pay for it. Variations include personal
interviews, questionnaires, bidding games and
public referenda.

See also: environmental valuation

JOHN C. CROTTS, USA

continuum model

A continuum is a structure or process that is, or
should be regarded as, continuous (that is,
connected in time or space). Thus, such a model
is a representation of a structure or process which
normally occurs uninterruptedly between two
points or poles. In a general sense, the growth
and democratisation of tourism can be viewed
as a continuum through time, commencing with
the emergence of tourism as an elite social activity
and ending only when it has become fully
democratised.

More specifically, a number of tourism theories
are based upon continuum models. For instance,
the development of destinations is often concep-
tualised as one such model, the most widely cited
example being Butler’s (1980) destination life cycle
model, which represents the continuous linear
evolution of tourism areas through identifiable
stages from exploration to decline or rejuvenation.



Linked to this evolution, host communities’ chan-
ging perceptions of tourism and tourists are
represented by the euphoria—antagonism
continuum model, a continuous process whereby
host’s attitudes become increasingly less favourable
as tourism develops.

However, it is within the context of tourist
typologies that continuum models are most
commonly utilised (see typology, tourist). For
example, in order to explain and predict tourist
behaviour and potential destination choice, Plog
developed his psychographic continuum model
whereby tourists are classified according to
characteristics and behavioural patterns ranging
from psychocentrics to allocentrics. Many other
typologies or classifications similarly fall within a
continuum framework. These generally range
from the institutionalised or charter mass tourist
to the independent explorer or traveller. Impor-
tantly, these models are either implicitly or
Cohen’s (1972)
familiarity—strangerhood continuum which sug-

explicitly informed by
gests that tourists are more or less able to escape
from their ‘environmental bubble’ and, hence,
seek either novel or familiar surroundings and
experiences. The familiarity—strangerhood model
is also linked to the relationship between tourists
and their own society (see alienation; anomie),
which in turn determines the experiences that
tourists seek.
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Contours

The journal Contours focuses on tourism and its
effect on the lives of people, encourages an
awareness of the role of tourism in the developing
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process, provides the opportunity for people
affected by tourism to express their views,
denounces unfair practices in tourism, stimulates
research and action for more justice in tourism,
and intends to empower indigenous communities
to get a fair price for their exposure. Contours
reprints articles from newspapers/newsletters and
journals which are difficult to access in other
regions in the world, and encourages its readers to
send articles and news from their countries or
regions. First published in 1982, it appears
quarterly, published by the Ecumenical Coalition
on Third World Tourism (ISBN 0857 491X).

RENE BARETJE, FRANCE
contract food service see food service, contract

control system

Hospitality and tourism operations develop con-
trol systems in order to safeguard the assets,
provide accurate and reliable accounting data,
measure operational efficiency and ensure adher-
ence to managerial policies. Safeguard the assets
refers to the protection of assets from loss, waste,
spoilage and effective utilisation of equipment,
while accurate and reliable accounting data refers
to the checks and balances in an accounting
system. Additionally, operational efficiency at-
tempts to minimise costs while providing services
and product. Further, adhering to management
policies refers to the organisation having standard
operating procedures and management ensuring
that employees follow given procedures. The
objectives of a control system can be implemented
if the system reflects specific characteristics
including leadership, structure, sound practice,
personnel, segregation of duties, authorisation
procedures, adequate records, procedure manuals,
physical controls, internal reports and indepen-
dent checks.

Leadership identifies management as responsi-
ble for internal control systems. Management
communicates and enforces policies. Each orga-
nisation should have organisational charts which
delineate the chain of command. Additionally,
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each position on the chart should have a job
description detailing specific duties. Sound prac-
tice refers to management creating an environ-
ment conducive to internal control. Policies such
as sound hiring procedures, a vacation policy and
bonding of employees are sound practice, as is
instituting a code of ethics. The selection and
training of employees is essential to a control
system to ensure employees are competent and
trustworthy. Segregation of duties refers to assign-
ing different employees to different functions,
which creates checks and balances that can
prevent errors and enable the detection of theft.
Authorisation procedures ensure management
authorise every business transaction according to
set guidelines. Adequate records are necessary to
record transactions and they facilitate control and
create audit trails. Procedure manuals detail the
requirements for each job position which leads to
consistent job performance. Physical controls
include safes, locks, control of document and
other security devices. Budgets and internal
reports provide a vehicle for management to
monitor its goals. If goals are not met, manage-
ment can take corrective action. Finally, indepen-
dent checks on performance refers to internal
auditing and external auditing on performance to
ensure that control systems are functioning
properly. As such, for a control system to be
functional it must meet specific objectives and
reflect specific characteristics in areas such as cash
receipts, accounts receivable, purchasing, payroll,
income control, food and revenue control and
analysing budgets.

Further reading
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convention sece meetings business

convention and visitor bureau

Most cities and many communities establish
convention and visitor bureaus (CVBs) or destina-
tion marketing/management organisations as mar-
keting agencies to encourage visitation, both for
pleasure and business, and as advocates for tourism
development initiatives.

CVBs can be structured as independent non-
profit agencies, or may be a department within
government or chambers of commerce. A major
mandate is to work in cooperation with hotels,
convention centres, transportation companies, tour
operators and other local businesses. The purpose
is to generate sales leads, secure confirmed book-
ings and to provide services (for example, reserva-
tions, hotel commitments, tour arrangements,
concierge service and on-site registration) for
organisations and/or their agents planning large
meetings, conventions or trade shows. Services
provided are usually free since they are funded
through a combination of hotel room taxes,
government funding and membership dues. Not
all CVBs can afford to provide the same level of
services, so there is a move to subcontract or
partner with private firms.

Because of intense competition among destina-
tions for tourism dollars, CVBs have had to
become masterful marketers of their destination’s
offerings. The overriding objective is to achieve
sustained growth in the numbers of tourists, their
length of stay and levels of expenditure. Strategi-
cally, the marketing mandate begins with the
development of a clear, consistent image and a
branding approach that is based on a well-
researched understanding of various markets.
Targeted advertising, describing attractions, facil-
ities and services, is designed and delivered to
generate awareness and visitation from regional,
national and international tourists, tour groups and
convention delegates. Information is also dissemi-
nated through trade and membership publications,
call centres and, increasingly, well-designed Inter-
net sites which are linked to tourism businesses and
organisations throughout the area.

Major challenges include the championing of
tourism projects, particularly those that require
public funds (hence the need to encourage
economic Impact research to reveal distinct



benefits, costs and spin-offs whether for tourism in
general or for specific projects); ensuring that the
‘destination experience’ of tourists results in
positive word of mouth and repeat visitation;
obtaining community support for tourism; colla-
borating with the myriad of local event and
tourism-related programme organisers; overcom-
ing the difficulty in maintaining funding for CVBs
that is necessitating a new ‘not-for-loss’ orientation;
and accepting a broader responsibility to help to
make communities better places to live, work and
visit. To enhance professionalism, effectiveness and
image of its worldwide members, the International
Association of Convention and Visitor Bureaus
assists through educational programming and
research.

MICHAEL HAYWOOD, CANADA
DONALD ANDERSON, CANADA
ROBERT M. O’HALLORAN, USA

convention business

Convention business is a term used to describe any
commercial activity that results from travel for the
purpose of attending a convention, congress,
exposition, trade show or other similar assembly,
whether regional, national, continental or global in
scope, organised on a regular or occasional basis.
Along with corporate meetings, which refers to
smaller gatherings of employees from single
organisations, it comprises the segment of business
tourism known as the conference and meetings
market.

Because convention participants commonly
meet and have room and board under the same
roof, they represent a major source of revenue to
hotels and meeting facilities. However, surveys
indicate that accommodation generally represents
only about 32 to 38 per cent of a convention
delegate’s spending. The remainder of the expen-
ditures benefit the broader tourism community,
reaching transportation providers, restaurants,
local tourism attractions, cultural and sporting
activities, and retail stores. Another benefit of this
business is that it tends to be concentrated in the
off-season (seasonality).
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Conventions are also an effective means to
generate repeat business and to showcase the
destination to large numbers of professional
tourists. Associations are the most visible conven-
tion organisers. They may be professional, union,
educational, service, charitable or public organi-
sations, and can range in scope from small
regional organisations to national and interna-
tional ones. Convention planners are generally
employees of the firm or association sponsoring
the gathering, although it is increasingly common
to see third parties hired to perform this
function.

Regardless of where the planning authority
lies, decision makers tend to use similar criteria
when selecting a convention site. These include
minimum requirements in terms of meeting
facilities, exhibition space and hotel rooms in
the host city Such standards exclude many
destinations from bidding on events. For locations
which satisfy the basic criteria, the basis of
competition broadens to include other considera-
tions such as cost, convenient air connections,
climate, scenery, safety and the presence of
nearby attractions.

There is growing recognition that successful
marketing of a convention site extends beyond
selling the destination and its related amenities.
The successful delivery of the products and services
promised during the sales phase is essential. While
successful conferences can generate significant
long-term benefits for the host city, resort or
region, poorly executed ones can just as easily
damage a previously positive reputation.

Further reading

Abbey, J.R. and Link, C.K. (1994) “The convention
and meetings sector: its operation and research
needs,” in J.R.B. Ritchie and C.R. Goeldner
(eds), Travel Tourism and Hospuitality Research: A
Handbook for Manager and Researchers, 2nd edn,
New York: John Wiley & Sons, 273-84.

ROBIN J.B. RITCHIE, CANADA

core-periphery model see centre—periphery
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Cornell Quarterly

The Cornell Hotel and Restaurant Administration
Quarterly publishes information, research findings
and opinions and advice regarding the manage-
ment of hotels, restaurants and other hospitality
businesses. Its contents (reviewed anonymously in-
house), intended for hospitality professionals, are
broad and include topics in marketing, finance,
human resources, international development, tour-
ism and general management. Its ‘Educators
Forum’, published in the August issue, deals with
issues pertaining to hospitality research and
education. It was first published in 1960, and
now appears six times per year, published by
Elsevier (ISSN 0010-8804).

RENE BARET]JE, FRANCE

corporate culture see culture, corporate

corporate finance

Corporate finance is the decision making process
concerning the source of a tourism enterprise’s
funds and the allocation of its available resources in
a manner consistent with measurable financial
goals and objectives of the organisation. Measur-
able financial goals of a tourism organisation are
often compared against a standard such as prior
period results, budget or industry norms. Tourism
organisations evaluate potential investments for the
purpose of obtaining a maximisation of return
measured by return on investment models.
Ratio analysis is a tool that is often used to
communicate corporate financial information to
interested parties relative to the financial goals and
objectives. Ratios can be expressed as percentages,
a per unit basis, turnovers and coverages. Ratios
are used by tourism management in corporate
finance to help determine if there is adequate cash
to meet the organisation’s obligations, evaluate the
level of profits, compare the debt with the stock-
holder’s investment, evaluate the inventory usage,
draw relationships between the operation’s earn-
ings and the market price of the stock, and make

judgements on the servicing of the accounts
receivable reasonable.

There are five different groups of financial ratios
used in corporate finance: liquidity ratios, which
measure the tourism firm’s ability to meet short
term obligations; solvency ratios, which compute
the extent that the tourism enterprise has been
financed; activity ratios or turnover ratios, which
are used to evaluate the ability of management to
use the property’s assets; profitability ratios, which
measure management’s overall effectiveness in
managing the business; and operating ratios, which
are used to analyse the tourism establishment’s
operations. Tourism corporate finance managers
develop ratios from income statements, cash flow
statements and balance sheet data. Income state-
ment information may not always be the best
measurement of profitability, and balance sheet
data may be out of date due to the cost principle.

Further reading

Coltman, M.M. (1979) Financial Management for the
Hospitality  Industry, New York: Van Nostrand
Reinhold.

Schmidgall, R. (1997) Hospitality Industry Managerial
Accounting, 4th edn, East Lansing, MI: Educa-
tional Institute of the American Hotel and Motel
Association.

STEPHEN M. LEBRUTO, USA

corporate strategy

A corporate strategy is a master game plan for
managing and operating an organisation. Its
primary function is the achievement of a firm’s
mission statement, meeting the firm’s objectives
and deciding what the scope or domain of the
operation should be. Through a comprehensive
and detailed strengths, weaknesses, opportunities,
and threats analysis of both internal and external
environments (see SWOT analysis), a firm will be
able to make decisions that will enable it to create a
defendable and competitive position in its operat-
ing industry. A SWOT analysis will also provide the
company imperative information on how to adapt
to its environment. Corporate strategies, if success-



fully chosen, implemented and carried out can lead
to a synergistic effect. These strategies can guide a
firm’s allocation of resources among several busi-
ness units and/or other ventures it may choose,
thus leading to the creation of wealth for all its
stakeholders.

Throughout the organisation, there are various
levels of strategies: corporate strategies, business
strategies and functional. Like business-level or
functional strategies, corporate strategies have four
aspects that need to be addressed: focus, specificity,
responsibility and time frame. The focus of
corporate strategies targets in on what type of
business should a firm be in. This also entails such
elements as whether or not the firm should be
diversified or undiversified, and the type of
products and/or services that the firm should offer.
The answers to these fundamental questions derive
from what the firm’s SWOT analysis is comprised
of. The specificity of corporate strategies tends to
be very broad compared to that of a functional
strategy. This level of strategy provides the blue
print of the business plan in which a functional
strategy can be implemented.

The responsibility of the creation of corporate
strategies is that of the chief executive officer and
its top management team. It is also their respon-
sibility to ensure that these strategies are carried
throughout the various levels of the organisation. It
is through their strong commitment to resources, as
well as fostering an organisational culture (see
culture, corporate) and a reward system that
leads to successful strategy implementation. This
indeed creates a profitable future for the company.
As in any level, corporate strategies have time
frames. Since corporate strategies map out long-
term future plans for the firm, the time frame for
achieving these objectives and goals are approxi-
mately five to ten years.

Since the 1980s, the hospitality industry has
been operating in a very volatile environment.
Intense competition in the domestic market has
made many US firms expand their operations
internationally. Many compete at a global level in
hopes to gain a greater market share and increased
profits. There are several generic corporate growth
strategies that tourism firms embark upon in order
to gain both a competitive and sustainable
advantage over its fierce competitors. The generic

corporate strategy 113

corporate growth strategies can be classified into
three categories: concentration, vertical integration
and diversification.

A concentration growth strategy is followed by
firms whose focus is on either a single or limited
number of product(s) and/or service(s). A company
uses this type of strategy to grow through its
current product. Three basic ways a firm can
undertake a concentration strategy are through
market development, product development and
horizontal integration. Market development is
the expansion into new geographic areas or new
market segments in order to gain a larger market
share. Some companies may add new products
and/or services or may alter or add to their current
products and/or services for their target markets.
This strategy is product development (see also
product planning). Horizontal integration is a
strategic move for organisations which already
have great knowledge of their existing operations
and which actually invest in businesses similar to
theirs. Firms which embark upon this strategy
climinate competitors and create a synergistic
effect at the same time. McDonald’s is a prime
example of a company incorporating a concentra-
tion strategy.

As to the second growth strategy, some compa-
nies choose to become suppliers to their own
current products and/or services in order to gain
control of the distribution channel. Firms which
choose this type of move are practising vertical
integration. Under this category, firms which
choose to serve as a supplier are involved in
backward integration. Other firms may become an
outlet for its own product. This type of move is
forward integration. Examples of hospitality firms
that follow a vertical integration strategy are Bob
Evans and Papa John’s International.

A third generic growth strategy is diversification
which provides firms the opportunity to capitalise
and manage a portfolio of strategic business
units in different industries. There are two types of
diversification strategies: concentric diversification
and conglomerate diversification. The concentric
diversification strategy is used by companies which
acquire businesses that are different, but at the
same time complementary to its current business to
create a synergistic effect. Garlson Company is an

example of a firm focusing on a concentric
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diversification strategy, currently operating hotels,
restaurants, travel agencies and marketing con-
sultant agencies. The latter strategy, conglomerate
diversification is the diversification of a firm into
businesses that are very much unrelated to its
current operation. This type of strategy allows a
firm to acquire businesses mainly for its profit
potential. I'T'T] parent company of Sheraton, is a
conglomerate following this type of strategy.

A firm chooses a corporate strategy depending
upon its mission and the goals and objectives its
management wish to accomplish. Every corporate
strategy has its costs and benefits, but the main
purpose for implementing a corporate strategy is to
gain a greater return on investment for its
stakeholders. This can be achieved through the
co-alignment principle, which involves finding the
perfect corporate strategy, environmental and
corporate structure fit.

See also: culture, corporate

Further reading

Olsen, M.D., Tse, E. and West, J.J. (1999) Strategic
Management i the Hospitality Industry, 2nd edn,
New York: Van Nostrand Reinhold. (Deals with
the concept of strategic management and
strategies undergone at both domestic and

international levels.)

ELIZA CHING-YICK TSE, HONG KONG

corporate structure

Corporate structures are the arrangement among
people in an organisation in order to get the work
done. They are the fundamental building blocks or
construction of the organisation. They provide
firms with an orderly system. Corporate structures
define the lines of authority as well as provide
channels for communication among the ranks in
the corporation. They let the persons in the firm
know how information will be travelled throughout
the organisation. Corporate structures determine
locus of control and responsibility at every level of
the business.

Aspects of corporate structure include the size of
the organisation, span of control and the type of

hierarchy (flat or tall). The size of an organisation
generally refers to the number of employees. As an
organisation expands and grows in size, more levels
of management are added to the firm. This results
In a structure that is more formalised, complex and
decentralised. Span of control determines how
many levels of management an organisation will
have. Another aspect of structure is the type of
hierarchy an organisation will be directed under.
An organisation has a tall hierarchy if it has many
levels of management, while one with a flat
hierarchy has few levels.

Organizations, both in tourism and other
industries, can also be differentiated by the
dimensions of structure in terms of formalisation,
complexity and centralisation. Formalisation re-
fers to the degree of how rules, procedures,
policies and employee handbooks are used in an
organisation. Complexity involves the division of
labour based on the degree of knowledge and
expertise in a company. Centralisation deals with
the authority of decision making involving
resource allocation. A firm which has solely the
chief executive officer or just the top manage-
ment making decisions (such as the general
manager of a hotel) is said to be highly
centralised. On the other hand, the authority is
delegated in a decentralised firm where a wider
span of managers or even employees are involved
in making decisions at every level of the
company.

The dimensions of structure can influence the
different types of structure an organisation will
select to achieve its mission and objectives. There
are five structural types. The first is a simple or
entrepreneurial structure that occurs when the
owner or manager makes all the important
decisions involving the day to day operations. All
the employees report to this individual. Most ‘mom
and pop’ or entrepreneurial tourism properties
comprise of a simple structure. In the second type,
a simple structure gives way to a functional
structure. This is a result of a firm having to
increasingly rely on expertise in the functional
areas of management. Third, a divisional structure
occurs in organisations that expand not only in size
but also in their product/service offering as well as
serving different regional markets. Fourth, if a
company chooses to diversify its portfolio of



businesses, then the corporate structures compris-
ing of strategic business units would be most
appropriate. Each unit represents a distinct busi-
ness with its own set of budgets and, customer base
and enjoys a certain degree of autonomy. Pepsi
Cola and General Mills are among the examples of
this type of structure; hotel chains may be regarded
in the same way. Finally, a matrix structure features
a dual authority in which subordinates report both
functional and product/and or market executives.
This type of structure allows for specialisation and
ease in responding to the market more efficiently.

Organisations can choose the various dimen-
sions of structure that it will embark upon, but
generally speaking, the degree to which these
dimensions are chosen enables the firm’s overall
structure to fall into two categories: mechanistic
and organic structures. Characteristics of a me-
chanistic structure include high complexity, high
formalisation, downward communication and little
decision-making authority shared by the lower level
members. In contrast, an organic structure is
characterised by a low degree of formalisation
and complexity. It has a comprehensive and
intricate information network. This structure
allows communication to move laterally and
upward as well as downward throughout the
organisation. There is also a high degree of
participation among the employees in the deci-
sion-making process. Strategy and other forces
such as the size of the firm, technology and
environment affect whether a company follows a
mechanistic or organic structure.

Effective corporate structures serve as mechan-
isms which enable tourism managers to meet their
company’s objectives by implementing their stra-
tegies successfully. Whether the strategy determines
which type of structure to adopt or whether the
structure defines what strategy one can pursue, it is
pertinent for the company to align the corporate
structure with its strategy. Every organisation has
some form of structure. Corporate structures allow
and define lines of authority. They help co-ordinate
daily activities. It is also important to remember
that not all corporate structures are static.
Companies can be flexible enough to select an
appropriate structure over the stages of the life
cycle to better suit needs in a changing environ-

ment.
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Further reading

Olsen, M., Tse, E. and West. J. (1999) Strategic
Management i the Hospitality Industry, 2nd edn,
New York: Van Nostrand Reinhold. (Analyses
different types of corporate structure and its
structural components.)

Robbins, S. (1993) Organizational Behaviour, Engle-
wood Cliffs, NJ: Prentice Hall. (Discusses the
importance of organisations, their concepts and
applications.)

Rue, L. and Holland, P. (1989) Strategic Management,
New York: McGraw-Hill. (Covers strategic
management and how strategy and structure
plays into the success of the company:)

ELIZA CHING-YICK TSE, CHINA

correspondence analysis

Correspondence analysis is an exploratory data
analysis technique for the graphical display of
contingency tables. As an analogue of principal
components analysis, it is appropriate to
discrete rather than to continuous variates. The
mput data typically is in the form of a cross-tab
indicating association between the rows and the
columns (that is, brand preference and gender or
tourism preferences and family life cycle).
Correspondence analysis performs a scaling of
rows and columns in corresponding units so that
each item can be displayed graphically in the same
low dimensional space. Basically, a big cell entree
(frequent co-occurrence) in a cross tab will be
transformed to a small physical distance between
the corresponding row and column points in the
derived Euclidean space (a two-dimensional map).
Thus, if a market research study indicates that
Disneyland is the preferred holiday destination by
couples with pre-teen children, while Hawaii seems
to be most popular among retired couples, the
column point couples with children will be placed
near the row point Disneyland, indicating strong
association and farther away from row point
Hawaii, symbolising weaker association (and vice
versa). While multidimensional scaling typi-
cally requires subjects to provide similarities in

information concerning items, correspondence
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analysis is much easier to apply on existing
databases.

Historically, the methodological aspects of the
analysis and its various aliases — canonical scoring,
homogeneity analysis, reciprocal averaging and
dual scaling — go back to the 1930s. Hence, while
the technique has received considerable attention
within the statistical and psychometrical literature
for decades, the academic interest within market-
ing research only began in the mid-1980s. Still,
according to Greenacre (1989), there are some
disadvantages of using correspondence analysis.
Since it is an exploratory data analysis, the
technique is not suitable for hypothesis testing.
Further, some academic concern deals with
whether it is at all meaningful to interpret distance
between row points and column points simulta-
neously. All major statistical computer packages
today include programs for performing correspon-
dence analysis.

See also: perceptual mapping

References

Greenacre, M,J. (1989) “The Carroll-Green-Schaf-
fer scaling in correspondence analysis: a theore-
tical and empirical appraisal’, Journal of Marketing
Research 26 (August): 358-65.

Further reading

Greenacre, M.J. (1993) Correspondence Analysis in
Practice, London: Academic Press. (A nontechni-
cal introduction by one of the leading scholars of
correspondence analysis theory:)

Lebart, L., Morineau A. and Warwick, K.M.
(1984) Multivariate Descriptive  Statistical Analysis:
Correspondence Analysis and Related Techniques for
Large Matrices, New York: Wiley. (Provides the
mathematical derivations of two-way and multi-
ple correspondence analysis.)

MARCUS SCHMIDT, DENMARK

cosmopolitanism

The term cosmopolitan has ancient origins. While
the Greeks separated the world out into those who

were Greek and those who were barbarians, the
Stoics argued that all human beings were citizens
of the world and children of Zeus and, as such,
cosmopolitans. With the crescendo of nationalism,
global capitalism and the movements of money and
people in the nineteenth century the term
‘cosmopolitan’ gained in currency in a usage which
often seemed opposed to terms such as patriot. In
tourism, the term sits challengingly between the
realities and rhetorics of a world which is at once
increasingly cosmopolitan — there are large scale
permanent, semi-permanent and temporary mi-
grations of workers, refugees and tourists — and, at
the same time, increasingly nationalistic and
patriotic. For both political leaders angling for the
nationalist vote and tourist brochure writers, it may
often seem that nationalist sites and icons have a
greater power to attract the floating tourist than
the more complex signs of human cosmopolitan-
ism. In this context, as in others (see nationalism)
tourism 1is seen to take part in some of the most
urgent political and cultural issues of the day.

TOM SELWYN, UK

cost

The private cost of a tourism product is the sum
of all payments made to obtain the inputs used in
its production (such as accommeodation or
airlines). The full cost includes external costs,
which may be economic, environmental, psycho-
logical, social or cultural, and frequently affect
those not directly involved in the production or
consumption of tourism and the value of free
inputs (such as scenery).

ROBERT MAITLAND, UK

cost-benefit analysis see benefit—cost analysis

Costa Rica

The Central American nation of Costa Rica
(population 3.5 million) features many attractions,
with beaches on both the Caribbean and Pacific
coasts, dense rainforests, volcanoes, waterfalls, and
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rafting and river cruising opportunities in its
interior. Despite having only 19,730 square miles,
Costa Rica boasts five per cent of the world’s
species. Due to these natural advantages, its
ecotourism has soared in the last ten years.
Recent tourism arrival rates have been growing at
over 20 per cent a year, making tourism its leading
industry. Costa Rica has political advantages as
well. Its stable political environment, in contrast to
those in the region, has contributed to this growth.

The country has also taken steps to protect its
natural wonders while utilising them through
tourism for economic development. Over 10 per
cent of the country is covered by national parks,
where development has been kept to a minimum.
Outside the parks, logging and other activities
threaten to erode the natural attractions of the
country. In 1986 the government passed a major
Incentives act to encourage tourism infrastruc-
ture development. That began a period of
tremendous growth, well beyond the government’s
capacity to monitor. Incentives have been cut back
so that growth can become more orderly. The
government owns none of the tourism infrastruc-
ture, and the single four-year term of the country’s
president does not encourage long-term initiatives.
Still, there is recognition that some of the
development, particularly at Playa Tambor resort
on the Pacific Coast, has been ecologically unsound
and in violation of laws.

Currently, the government is embarking on an
ambitious effort to rate the hotels and resorts in
terms of their social and environmental efforts.
Energy-saving efforts, recycling, unobtrusive de-
sign and worker-friendly labour practices are
factors considered. The country is taking the lead
in this effort, with plans well underway to expand
this practice throughout Central America. Costa
Rica has taken several other measures to protect its
touristic riches. Its present challenge is coping with
the pace of arrival growth and the economic
pressures to expand without deliberate considera-
tion of the impact.

Further reading

Biesanz, M. and Richard, K. (1987) The Costa
Ricans, Englewood Cliffs, NJ: Prentice Hall. (A
study of the country’s politics and culture.)

Head, S. and Heinzman, R. (1990) Lessons of the
Ramnforest, Sierra. (A collection of essays on the
biology, ecology and economy:.)

LINDA K. RICHTER, USA

Council on Hotel Restaurant and
Institutional Education

The Council on Hotel Restaurant and Institutional
Education (CHRIE) was founded in 1946 as a non-
profit association for schools, colleges and uni-
versities offering programmes in hotel and restau-
rant management, food service management and
culinary arts. CHRIE’s mission is devoted toward
promoting and facilitating exchanges of informa-
tion, ideas, research, products and services related
to education, training and resource development
for hospitality and tourism industry. CHRIE
promotes continuous development of individuals,
education as the driver of quality, excellence in
service, cooperation, coalitions and global networks
and proactive change. It is governed by an elected
board of directors and a professional staff.
Currently the council has two federations and
eighteen chapters around the world. Standing
committees and special interest sections assist the
board in planning and administering programmes
and activities. Internationally, CHRIE advocates
the global hospitality and tourism education
through proactive professional development,
research, coalitions and networks for its members
and constituencies.

Membership in CHRIE is open to everyone
interested in impacting the future of the hospitality
and tourism industry through education and
training. With more than 2,400 members from
North America and worldwide, the organisation
has become a network of hospitality and tourism
educators. The majority of members are from
industry, education and associations. Membership
includes several benefits, ranging from conferences
and meetings to publications. Its two quarterly
journals are Hospitality and Tourism Educator and
Journal of Hospitality and Tourism Research. CHRIE
also publishes a Guide to College Programs in Hosputality
and Tourism, HOSTEUR Magazine and CHRIE
Communiqué and Member Directory and Resource Guide,
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which serves as a direct connection between
educators and industry professionals. CHRIE’s
annual conference, held in the summer, provides
networking opportunity for its members. The
council is also involved in accreditation of pro-
grammes in hospitality field. The Accreditation
Commission for Programs in the Hospitality
Administration was started in 1989; since its
inception, twenty-nine programmes have been
accredited. The headquarters of CHRIE is located
in Washington, DC.

MAHMOOD KHAN, USA

country house hotel

Country house hotels generally offer hospitality
within the setting of a home of architectural
character and/or historical interest. The location
acts as a retreat, distancing guests from everyday
pressures, while remaining in reach of primary
centres of commerce, tourism facilities and attrac-
tions. They are often independently owned, with
the product offering reflecting the unique indivi-
duality of the proprietor.

ALISON J. MORRISON, UK

countryside

The countryside became an attraction during the
picturesque and romantic movements of the eight-
eenth and nineteenth centuries, as it became more
accessible through a series of transportation
revolutions. Since then, campaigns both to increase
visitation and to protect the environment have
proliferated. Most countries have national parks
and other organisations dedicated to preserving
rural heritage.

See also: agrotourism; farm tourism; rural
tourism; wilderness

DAVID WILSON, UK

craft see handicrafts

creative tourism

Creative tourism is a specialised type of activity
holiday whereby participants learn a new prac-
tical or intellectual skill. Examples include inter-
ior design, soft furnishing, special-effect painting
and upholstery. Predominately a short break,
creative tourism has grown in popularity since
the 1980s as people appreciate the need for
ongoing learning and use their leisure time both
creatively and productively for personal develop-

ment.

DEBORAH GRIEVE, UK

crime

Crime is one type of violent activity jeopardising
the stability of tourism worldwide. The most
documented crime is that committed against
tourists. Two types are recognised: planned
crimes (such as terrorism) where the perpetrator
seeks to make a statement through the use of
violence, and crimes of opportunity against an
unknown victims in order to gain some form of
gratification.

See also: sccurity

YOEL MANSFELD, ISRAEL

critics

Critics of tourism became conspicuous with the
emergence of mass tourism. Coming from
various fields, they interpreted the phenomenon
as a pseudo-event, a new form of imperialism,
the loss of spiritual values and so on, even
questioning tourism’s benefits. In the last decade,
criticism has tended to concentrate on specific
negative aspects, such as destruction of the
environment.

See also: anti-tourism

GIULI LIEBMAN PARRINELLO, ITALY



cross-cultural education

Cross-cultural education is education (college and
workplace) which is designed to equip tourism
employees with the necessary skills to cope
effectively with a multicultural working environ-
ment. The tourism industry is a melting pot of
guests and employees from diverse ethnic, cultural
and social backgrounds. Sensitive preparation of
staff for this diversity is a key responsibility of the
educational process.

See also: cross-cultural management; cross-

cultural study

Further reading

Baum, T. (1995) Managing Human Resources in the
European Tourism and Hospitality Industry: A Strategic
Approach, London: Chapman and Hall.

TOM BAUM, UK

cross-cultural management

Culture is a social mechanism that shapes and
guides people’s thoughts values and beliefs and
ultimately controls their behaviour. It is ‘the
collective programming of the mind which distin-
guishes the members of one human group from
another, the interactive aggregate of common
characteristics that influence a human group’s
response to the environment’ (Hofstede 1980).

Culture exists everywhere, at various levels of
society, and everyone belongs to at least one, at the
supranational level (Western and Eastern civilisa-
tions), at the national level (American, French,
Japanese), at the ethnic level (Chinese and Malay
in Malaysia, WASPS, Blacks and Hispanics in the
USA), and so on. Culture can also be applied to
other social units such as occupational group
(lawyers, accountants, physicians), corporations
(IBM, Shell, Disney) and even tourism sectors
(restaurants, hotels, airlines).

One often-posed question about multinational
corporations relates to the nature of the relation-
ship between the cultures of corporations/indus-
tries and the prevailing national cultures. More
specifically, the question is to what extent these
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corporate cultures are independent from national
systems and can thus be implemented worldwide,
or whether they are subjugated to national cultures
and must be congruent with them.

Some researchers (Child and Tayeb 1983;
Okechuku and Wai Man 1991) claim that
organisational characteristics are similar, if not
identical, across nations and for the most part are
free from cultural dominance. Researchers identi-
fied with the ‘convergence’ school of thought argue
that ‘individuals, irrespective of culture are forced
to adopt industrial attitudes such as nationalism,
secularism, and mechanical time concerns in order
to comply with the imperative of industrialisation’.
These researchers would have probably argued
that hotel organisational variance would depend
more on other contingencies, such as size,
technological development, geographical diversifi-
cation and market segment, than on national
culture.

On the other hand, those scholars who support
the ‘divergence’ school of thought (Hofstede 1980;
Laurent 1983; Lincoln et al. 1981) argue that
organisations have always been, still are and will
always be culture-bound rather than culture-free.
Therefore, one should not expect to see any
convergence in managerial practices, leadership
styles or work attitudes across different cultures,
since these are dependent on the implicit model of
organisational functioning prevalent in a particular
culture. Unlike their colleagues in the ‘conver-
gence’ school of thought, these researchers would
probably argue that despite a similarity in tasks,
size and market segments, hotels operating in
different cultures will differ in many of their
managerial practices such as leadership styles,
communication patterns and motivation techni-
ques. These researchers believe that national and
ethnic cultures are a major determinant of people’s
behaviour and when the culture of an industry,
whether uni-national or multi-national corpora-
tion, is incongruent with the national or ethnic
culture, the result would be failure.

The rapid globalisation of tourism has brought
forward the question of whether its operations can
be organised and managed in a uniform manner
regardless of the country in which they are located.
For example, can a multinational tourism corpora-

tion such as Sheraton or Disney design and
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organise its worldwide operations uniformly? Can
it apply uniform personnel policies and procedures,
and establish homogeneous managerial practices in
all its operations, or do these have to vary by
country and ethnic culture? In other words, what
today multinational corporate managers are trying
to ascertain is whether nationality and ethnic
cultures have a determinant effect on organisa-
tional structure and/or behaviour.

Cross-cultural comparative analyses conducted
over the last twenty years suggests that as far as
organisational structure is concerned, influence of
the culture is not immense. Experience shows that
an 800-room hotel in Chicago is more similar in its
organisational structure, division of labour, for-
malisation, and specialisation of tasks to an 800-
room hotel in Tokyo, Bangkok or Athens, than to a
100-room hotel in Chicago. Such is the case
despite the fact that the cultures of the United
States, Japan, Thailand and Greece are different
from each other. Indeed a casual visit to a
McDonald’s in New York, London, Singapore or
Paris would suggest uniformity among them,
including identical menu, front-of-house and
back-of-house design and layout, along with uni-
form equipment, reporting and control mechan-
isms.

On the other hand, the numerous studies
conducted in various industries and the handful
of studies conducted in the tourism industry (Cross
Cultural Hospitality Management 1997) showed
that when it comes to people’s behaviour in
organisations, culture counts. Therefore when
trying to import managerial practices such as
leadership styles, communication patterns and
motivation techniques from one country to an-
other, problems arise. National and ethnic cultures
are a major determinant of people’s behaviour, and
when the corporate culture of a hospitality
company is incongruent with the national or ethnic
culture, the result would be failure. Therefore, any
attempt to create a culture-free or universal
hospitality/tourism operation directed by man-
agers who are ‘world citizens’ will not be successful.
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cross-cultural study

Cross-cultural studies consist of quantitative or
qualitative comparative research on the behaviour
and belief systems of people in different societies,
most often in different countries (Dann et al. 1988).
Cross-cultural comparisons can be universal, such
an enquiry into whether peoples of all societies
practice something like tourism or comparable
phenomena, such as pilgrimages. Studies may be
controlled by focusing on a few comparable cases,
such as studies of the museum-visiting habits of
people in European nations or of the management
of tourism in East Asia. One can extend the notion
of cross-cultural studies to various subcultures,
including those of tourist behaviour by people in
different regions or of classes within a complex
national society.

Early tourism research was rarely cross-cultural.
It often focused on the stereotypical situation of
tourists from wealthier nations going ‘south’, to
warmer regions often in marginal areas or Third
World countries, especially for economic planning
to increase employment and the inflow of foreign
exchange. As the subject developed, cross-cultural



studies of the differential impact of tourism on
dissimilar kinds of host societies emerged (Smith
1976). Soon after, a new research emphasis
recognised that the tourists themselves are mem-
bers of varied types of societies including members
of the Third World (Graburn 1983). Many special
issues of Annals of Tourism Research have been
controlled cross-cultural studies within particular
areas such as Europe, Asia, the Pacific, centrally-
planned economies or even Antarctica (1994), or
cross-cultural comparisons of select topics such as
ethnicity, tourist guides, the environment, gender
and heritage.
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cross-training

Cross-training is provided outside one’s normal
workplace. This may occur between different
departments in the same hotel, or different hotels
in the same group, but it also refers to staff (often
employees of a multinational firm) being sent to
experience working in hotels in other countries or

regions (for example, from China to France).

YU MING XI, HONG KONG
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crowding

Crowding can occur in all scales of tourism
environment, from a hotel or beach to a resort
or landscape. It refers to a state whereby the
numbers of tourists has exceeded a psychological
threshold (see carrying capacity). It is perceived
by the participants as a heightened awareness of
the other tourists in the same space, and a
consequentially reduced sense of pleasure.

MARCUS GRANT, UK

cruise line

The cruise line sector was born as a response to the
tremendous competition commercial air travel
caused to the traditional passenger liners in the
1960s. The concept of a ‘floating resort’ replaced
that of point-to-point transportation. A cruise is
now defined as a sea or river trip which includes a
minimum of three nights spent aboard, emphasis-
ing animation rather than transportation. Even
shorter one-night cruises on ‘floating playgrounds’
are now very popular in the Baltic Sea; over 15
million departures and arrivals of sea passengers
were recorded in Finland in 1997, for example.

The cruise business has grown very rapidly, with
double-digit growth rates in the 1970s and 1980s.
Cruises are most popular in North America,
accounting for 77 per cent of the world demand
in 1995. The European market is catching up,
with the cruise holiday being most popular in the
United Kingdom, Germany, Italy and France. In
the rest of the world, Japan and Australia are the
dominant markets. An estimated 6 million North
Americans and 706,000 British people went on
cruises in 1999, representing average growth rates
of 9.3 and 26.9 per cent respectively since 1995.
Demand is also changing qualitatively with shorter,
thematic cruises and more varied destinations.
There is a socio-demographic shift from older and
wealthier to younger, middle-class and married
(with children) customers. Satisfaction, resulting in
repeat cruising, is one of the highest in the tourism
industry.

The number of ships of 1,000 gross tons (a
measure of size) and above increased from 132 in
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1981 to 147 in 1985 and 170 in 1990. In 1995,
cruise supply consisted of 245 ships carrying
188,000 berths and thirty new vessels to be
delivered by 2000 with 53,000 new berths.
Although several older (and smaller) ships will be
deleted from the fleet due to new regulations,
scrapping or casualties, overcapacity is now a
threat since the new ships are often much larger.
The highly competitive environment resulting in
lower fares is leading to mergers or joint ventures
to maintain profitability and viability.
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Cruise Lines International
Association

The primary objective of the Cruise Lines Inter-
national Association (CLIA) is to assist its over
22,000 affiliated agencies to become more success-
ful in capitalising on the cruise market. Currently,
the Association has twenty-four member lines
which represent virtually 100 per cent of the cruise
industry. Over 95 per cent of their business is
generated by travel agents, a partnership which is
stressed by CLIA. But the Association is prohibited
from involvement with any operational or market-
ing activities of individual member lines. It does not
serve as an industry ombudsman, nor is it involved
with any lobbying activities. CLIA operates under
by-laws established with the Federal Maritime
Commission and developed with the support of
ASTA, ARTA, AAA and ACTA. Unlike other
organisations, CLIA maintains regular dialogue
with all the major trade associations. Through joint
meetings held between its Executive Committee
and appropriate associations, it provides a forum
for discussing important issues facing the cruise
industry.

TURGUT VAR, USA

Cuba

Tourism development in Cuba has been heavily
influenced by the country’s changing relationships
with global superpowers. Following independence
from Spain (1898), neo-colonial economic links
with the United States grew. Cuba produced sugar
for the American market and acted as the ‘winter
playground’ for wealthy US citizens. The tourism
industry was focused on Havana and the beach
resort of Varadero, emphasising ‘sea, sand, sun and
sex’, with gaming also important. Like the Cuban
economy as a whole, tourism was heavily depen-
dent upon US foreign investment. By 1958, on
the eve of the downfall of the Batista regime, tourist
numbers had reached 350,000 and tourism ranked
second to sugar as a foreign exchange earner.

By the early 1960s, Fidel Castro’s revolutionary
government had become avowedly Marxist and
was building close ties with the USSR. In response,
the United States declared an economic embargo
against Cuba which continues to impose travel
restrictions to this day. Castro’s active discourage-
ment of international tourism and promotion of
domestic tourism led overseas arrivals to fall to
10,000 by 1974. In 1976 the industry was nurtured
to life again with the creation of the Soviet-inspired
Intur, a state body designed to attract, package and
oversee international tourists. The 1980s saw
further expansion with the state establishing a
number of enclave beach resorts. By 1990 arrivals
had almost returned to their pre-revolution peak.

The collapse of the USSR and the tightening of
the US embargo led to a dramatic fall in Cuban
living standards during the early 1990s. This
prompted some liberalisation of the economy and
mass tourism was placed at the centre of
attempts to attract overseas capital and to generate
hard currency. In 1996 over one million tourists
arrived, primarily from Canada, Western Europe
and South America, making tourism the leading
foreign exchange earner.

The government is trying to diversify the
tourism product and promote more sustainable
use of Cuba’s natural resources, by turning to
alternative tourism. Cuba boasts a variety of
environmental and cultural features that are of
great touristic value. In many cases, areas of
natural beauty liec close to towns with a rich



architectural heritage. The government has gone
to great pains to document and protect many of
these resources, with a system of wildlife refuges,
national parks and UN Biosphere Reserves. The
challenge facing Cuba is how to move beyond its
image as a low-priced Caribbean beach destination
and make greater use of its rich and unique
resources in a sustainable and appropriate manner
that will meet the future needs of the Cuban

people.
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cuisine

Cuisine can refer to a style of cooking, the manner
of food preparation or the food prepared. The
word, originally from French, refers to all of the
above meanings but has the additional implication
of a kitchen or place of food preparation.

Cuisine has been a major preoccupation of
many civilisations and became highly developed
over the millennia. China, and later Italy and
France, are widely cited as having developed
cuisine to its most sophisticated artistic levels
through the mid-twentieth century. While other
societies placed significant emphasis on the ad-
vancement of their indigenous cuisines, none have
received the international recognition bestowed
upon these three ethnic culinary movements. Some
scholars argue that culinary customs often change
between very close neighbouring regions and that
the term cuisine should not be applied to vast
geographic areas characterised by diverse con-
sumption habits. Hence, they contend that while
Shantung, Kweichow and Nanking each have
distinctive cuisines, they are heterogeneous as a
group and should not be referred to as Chinese
cuisine. Various ethnic cuisines form a major
attraction as tourists are often interested in
cultural varieties in food, and cuisine can thus be
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used in promotion (see also promotion, place).
Some areas of the world, like France and Thailand,
are popular destinations also because of their
cuisine.

In the 1920s and 1930s, the term ‘haute cuisine’
(Literally, high cooking) was widely used throughout
the Western world in reference to the elaborate and
artful French cooking developed and practised
during this period. Forty years later, the term
‘nouvelle cuisine’ (new cooking) was applied to
describe the most significant turn in French
culinary history. While nouvelle cuisine shocked
and excited the culinary world in its most radical
movement, it was also short-lived. By the early
1980s the great chefs had returned to a more
conservative practice, influenced, however, by their
daring experiment.

The French experience with nouvelle cuisine
had a global ripple effect, spawning new cuisines
from Hungary to Australia. In France there were
also offshoots in ‘cuisine minceur’ (fine cooking),
‘cuisine naturelle’ (natural cooking) and ‘cuisine de
marché’ (market cookery), all created by famous
chefs. However, most gastronomes (see gastro-
nomy) and scholars agree that, while there has not
been a single, unified culinary movement of the
nouvelle cuisine magnitude since its demise, the
culinary arts of the 1990s have greatly benefited
from the creativity and innovation resulting from it.
Haute cuisine also features as an attraction in
tourism in the form of culinary or ‘wine and dine’
trips and a good culinary reputation of a region or
a city may have significant importance in
destination choice.

MICHAEL NOWLISS, FRANCE

cultural conservation

Culture is a word that has rather different meaning
in philosophy, aesthetics, literary criticism, anthro-
pology, sociology and eclsewhere. Indeed, Ray-
mond Williams considers it to be one of the most
complicated words in the English language because
of its diverse usages in distinct systems of thought
(1983: 87). To Kroeber and Kluckhohn, the culture
of a people comprises their patterns of behaviour,
and their particular achievements inclusive of their
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artefacts, their ideas, and their values; to others the
culture of a population is the peculiar or unique
way of life of that population in terms of its mores,
its customs, and its explicit and implied design for
living (1963: 181).

While the culture of some small-scale, tribal or
isolated populations may be relatively homoge-
nous, the culture (or rather cultures) of complex
societies are never invariable, and they always
change over time. Hence it is important to monitor
the rates of diffusion, acculturation, evolution
and development that are relatively transforma-
tive and enduring. Tourism managers/researchers
working with a given population may recognise
that what is significant (that is, viewable or
protectable) about lands or heritage may change
occasionally.

While preservation invokes the effort to save,
restore and continue customs (particularly of built
representations of culture), conservation is the
effort which ensures the stability of present
inheritances by maintaining them against inter-
ference of some kind in the future. Thus under
conservation, unlike preservation, the inherited
elements or the symbolic features of a given culture
may be altered in use or sanction while they are
marked, cared for and sustained for the generations
to come. Where cultural conservation involves the
identification/protection of a cultural area, it is
important to identify associative and cultural
landscapes, where the former have powerful
religious, artistic or cultural associations with or
without material cultural evidence. It is always
critical to resolve what is being protected, for
whom and for what purpose. Sometimes there may
be nothing that is readily viewable by tourists;
sometimes conservation purposes may clash with
that site’s other use values; sometimes a local
population may want the whole of an identified
territory rendered ‘sacred’ (or ‘conserved’), not just
a single site.

The recent history of tourism and conservation
are closely connected. The conservation movement
around the world is fired by the moral crusade to
maintain living diversity by conserving not only the
biological wilderness of places supposedly un-
contaminated by the physical vestiges of humanity,
but it seeks to maintain the maximum diversity of
cultural heritage by helping retain the supposed

authenticity of the traditions and customs of
people, and by obviating harmful or unwanted
cultural impacts. It is then those pristine places,
and those untouched peoples, that constitute a very
strong appeal in tourism, as increasing volumes of
travellers seek to explore their vision of the other.
In tourism research, Marie-Franhoise Lanfant
(1995) considers that there is currently quite a poor
understanding of the complex relationships that
surround cultural conservation and of the related
processes involving the displacement of the local,
the disruption of systems of reference and the
endowment of heritage with new interpretations.
To Lanfant, the local cannot be meaningfully
understood independent of the global, and a new
truly international sociology of tourism is needed to
probe the processes of mirroring, reflexivity and
transitivity that arise in matters of culture survival,
conservation and identity. Too frequently, to
Lanfant, efforts to measure or monitor cultural
change and cultural conservation have been
dominated by the study of social and/or cultural
impacts, which have positioned tourism only as an
exogenous force. To Lanfant, tourism has been
repeatedly and inadequately envisaged as a force of
social change which arrives unidirectionally to
destroy local societal integrity and identity within
given cultural areas: to her, while tourism has itself
been assumed to be the acting vehicle of change or
of conservation, the rightful status of local actors in
deliberately inviting tourism or exploiting it for
their own ends has been grossly under assessed.
There is now a fascinating medley of non-
indigenous bodies like Tourism Concern (based in
London) and Cultural Survival (based in Cam-
bridge, Massachusetts) which project strong sup-
port for indigenous peoples in their efforts to
conserve their life-ways and stand up to the
claimed encroachments of tourism and related
industries. Not all of such organisations have been
welcomed by removed populations in isolated/
undeveloped parts of the world, however, for the
ideological stances they adopt are quite varied.
Hollinshead (1996) has attempted to clarify this
ideological nightmare in and around cultural
conservation by adapting Bodley’s applied anthro-
pological continuum of certain political orienta-
tions of such caring/activist organisations towards
tourism. There are three principal perspectives on



or over primal peoples. First, primitive-environmentalist
outlooks tend to be the deepest philosophical vista on
indigenous self determination, and regard tribal
cultures as a superior adaptation, seeking to stop
economic developments that threaten such
peoples. This outlook promotes the provision of
cultural/environmental sanctuaries, and strongly
advocates conservation. Tourism is seen as a
powerful and damaging agent of Western/non-
indigenous infiltration. Second, [lberal-political
outlooks tend to regard indigenous people as
economically and politically oppressed, and seek
to help them defend their cultural integrity through
liberation and self-determination. This outlook
promotes political mobilisation and mutual
consciousness-raising about the plight of the
indigenous people. It holds that tourism proposals
should only be encouraged where they have
received extremely careful scrutiny, and where
there is substantive local community involvement
and local rights-of-veto. Third, conservative-humanist
outlooks tend to regard progress as inevitable, and
seek to help the local population make the most of
their new opportunities. This outlook promotes
eventual integration of the indigenous population
into the wider national system, via humanitarian
assistance programmes, provided that they can
help ‘preserve’ ethnic identity and pride. Tourism is
still seen to be not only a potentially disruptive
force but also capable of yielding many rewards for
the primal population. These three stances on
cultural conservation/development are rather
idealised, and each has its army of detractors.
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cultural survival

Cultural survival is a term indicating Fourth
World, indigenous peoples’ struggles to maintain
their own societies and cultural identities while
embedded in nation-states and global economies.
Ethnic tourism or cultural tourism and
conservation in protected areas arc some-
times avenues toward cultural survival if tourist
commoditisation is under the control of the
peoples themselves.

MARGARET B. SWAIN, USA

cultural tourism

When Herodotus of Halicarnassus first set eyes on
the Pyramids 2,700 years ago, he was a cultural
tourist. His comments regarding the graffiti on the
monuments and the bevy of guides available for
hire indicates that he was far from the first tourist
to visit these monuments and try to gain some
understanding about the people who built them.
For much of written history, what is now
considered tourism was related to humankind’s
insatiable curiosity. The desire to travel to learn
about other people and their culture has always
been an essential motivator. Hunziker and Krapf
expressed this well when they pointed out, “There
is no tourism without culture’ (World Tourism
Organization 1995: 6). It was only with the arrival
of mass tourism a scant 150 years ago that
tourism took on its modern hedonistic and less
enlightened complexion.

Defining what cultural tourism constitutes is a
continuing debate. As Williams points out, ‘culture
is one of the two or three most complicated words
in the English language’ (1983: 87). This complex-
ity is compounded by prefixing it with the word
tourism. As a result, there is no shortage of
attempts to define this phenomena (World Tourism
Organization 1995). The majority of definitions
suggest learning about others and their way of life
as a major element. Learning about self'is a second
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common thread that runs through many explana-
tions on cultural tourism. One of the most elegant
of these humanistic definitions is expressed by
Adams simply as ‘travel for personal enrichment’
(1995: 32). Kneasfsey reflect and expands on this
idea of a search for knowledge (1994: 105). Further,
they express the ideas of development, presentation
and interpretation of cultural resources as an
essential element of tourism. This expression of
cultural tourism as an industry is an important
aspect of the modern understanding of it.

In short, cultural tourism can be defined broadly
as the commercialised manifestation of the human
desiring to see how others live. It is based on
satisfying the demand of the curious tourist to see
other peoples in their ‘authentic’ environment and
to view the physical manifestations of their lives as
expressed in arts and crafts, music, literature,
dance, food and drink, play, handicrafts, language
and ritual.
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culture broker

The term ‘culture broker’ refers to a person who is
a middleman or a mediator between the destina-
tion culture and the tourist culture. This broker

is a go-between who usually assumes the role of
explaining or selling the indigenous culture to those
visiting the destination. A tour guide, for example,
would be a culture broker, as a person who escorts
tourists to the various villages and sites along the
tour itinerary, and who interprets or explains
what they have seen. A ‘culture broker’, in brief,
describes one culture for the benefit of the
members of another (Cohen 1985).

Tour guides are not the only form of culture
broker. A similar function may be performed by
local intellectuals who write books or articles about
the traditional culture for visitors, or by local
businessmen who conduct seminars or consult for
foreign companies on how to do business in a
culturally alien setting. Further, an English anthro-
pologist, for example, may write an ethnographic
account of an African culture for consumption by
an English or a Western audience, and in that sense
the writer becomes a form of culture broker who
takes on the task of explaining African culture for
other English people. Journalists, artists, photo-
graphers and travel writers may serve in a similar
capacity.

Tour agencies and governmental bureaus who
select the sites that tourists will visit and who design
the itinerary of the tour are indeed culture brokers,
ones who have considerable power. They not only
select which domestic attractions the tourists will
visit and which sites will be excluded, but by their
overall design of the tour they play a large part in
constructing what the tourists will see of the host
country, and hence the impression of the country
that the tourists bring home with them.

A tour agency or a governmental tourist bureau
may conduct a course or provide guidelines on how
the local guides should conduct themselves when
dealing with select groups of tourists, such as those
from Japan, Italy or Germany. On these occasions
the bureau is a culture broker, assuming the role of
explaining the tourist culture to the local inter-
preters of indigenous culture. One may even think
of the process as double-ended or open-ended, for
no one has absolute knowledge of a culture and
there is always the possibility of misunderstanding
and ambiguity. Foreign tourists may be trying to
figure out the local culture with the help of
domestic tour guides, but the guides themselves



may be trying to understand the strange ways of
the foreign tourists.

See also: anthropology; entrepreneurship;
ethnography
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culture change see sociocultural change

culture shock

Culture shock is defined as a special kind of anxiety
and stress experienced by people who enter a
culture different from their own. Culture shock
includes two kinds of problems: being confused,
anxious and puzzled by the way others behave, and
doing the same to others by behaving in one’s own
way. The perspective one uses for understanding
events, for judging another’s behaviour or for
deciding one’s own behaviour is largely defined by
one’s cultural background. This is learned from the
carliest days of life, with lessons reinforced by
similar patterns of behaviour observed daily at
home. When one enters a new society, however,
these old ways of perceiving may not work as well.
As a result, some conflicts and confusion lead to
culture shock.

A review of literature in tourism indicates that
culture shock may derive from several causes, such
as the loss of familiar cues in one’s ability to
interact with people of different cultural back-
grounds, the language differences, the salience of
the cultural differences and non-verbal commu-
nication difficulties with the local communities.
Not only tourists experience the shock; the host
population can also be stressed by contacts with the
tourist culture (see culture, tourism). Culture
exchange is a more acceptable model for resource
maintenance, resource wealth and intergenera-

tional equity.
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culture, corporate

Culture is defined in varying terms by different
theorists. A popular definition is the one provided
by Schein (1985: 9):

A pattern of basic assumptions — invented,
discovered, or developed by a given group as it
learns to cope with the problems of external
adaptation and integral integration — that has
worked well enough to be considered valid and,
therefore, to be taught to new members as the
correct way to perceive, think, and feel in
relation to those problems.

The terms organisational culture and corporate
culture are used interchangeably in the literature to
refer to the culture pervading an organisation, be it
a for-profit or a non-profit entity. Corporate culture
is invariably influenced by natural or regional
cultures, or macro-cultures (Hampden-Turner
1994: 12). The emphasis on individualism in US
corporations, the emphasis on collective decision
making in Japanese firms, and the age old burra
sahib culture of British companies in colonial days
are all reflections of the influence of macro-cultures
on corporate culture.

Corporate culture is not entirely monolithic or
uniform throughout the organisation. Within the
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overall culture, there are usually subcultures. For
example, marketing and accounts personnel may
have different subcultures due to the differences in
the nature of their work and environment. The
conflicts which sometimes arise among depart-
ments can be attributed to such differences. In a
similar but broader vein there is a hotel culture,
which in turn takes a different hold when the
corporate culture of the Hilton chain is compared
to that of Sheraton. Similarly, airlines still have a
different corporate culture; that of TWA and
Singapore airlines are not the same.

Researchers agree that corporate culture oper-
ates at three levels of varying visibility. The first
level includes audible and visible patterns of
behaviour, technology and art. The second level
includes the individuals’ values. At the third level
are the basic ideas and assumptions of individuals
that affect their behaviour (Schein 1981). Since
most such ideas, assumptions and values are
difficult to articulate, corporate culture can mostly
be inferred by studying such external manifesta-
tions as shared things, sayings, activities and
feelings.

Culture has several components: beliefs, expec-
tations and shared values, which together drive the
organisation towards its goals; heroes and heroines
who serve as role models and external symbols;
myths and stories about key people and incidents;
rituals and ceremonies that bond the organisa-
tion’s members; and the physical arrangements of
buildings, spaces, interior decor and so on (Gordon
1993: 171-5).

Can corporate cultures be classified? Several
researchers have addressed this question. Among
the better known of these attempts are the Deal
and Kennedy model (1982) and the Harrison
(1972) and Handy (1987) models. The first one
shows that corporate cultures are influenced by the
amount of risk a company has to take in its
operations and the speed of feedback on the
outcome of such risk taken. In this framework,
firms are classified into high risk—slow feedback (for
example, luxury hotels), high risk-fast feedback
(such as motion picture studios), low risk—slow
feedback (such as insurance providers) and low
risk—fast feedback (such as restaurants) organisa-
tions. The Harrison and Handy models, though
using varying descriptor terms, are essentially

similar in conceptualisation. Both these researchers
classify firms into four quadrants based on the
degree (high or low) of formalisation and centra-
lisation.

An interesting alternative view is based on the
notion that ‘culture’s main function is to try to
mediate dilemmas’ (Hampden-Turner 1994: 24).
Organisations constantly face dilemmas: standar-
disation versus customisation, external adaptation
versus internal integration, and so on. Corporate
cultures must change over time as organisations
adapt to the ever changing environment. Yet, a
cultural continuity must be maintained in order
not to destabilise the organisation. This in itself is a
dilemma. How well organisations avoid such two-
horned dilemmas by finding synergistic solutions
determines whether they succeed or not. It is the
organisational leader’s responsibility to build and
maintain a culture that reconciles such dilemmas
(Hampden-Turner 1994: 24-33).

Corporate cultures are often categorised as
strong or weak, depending upon how much the
employees share the organisation’s core values and
basic philosophies, usually laid down by either the
founder or the current CEO. Well-known examples
of firms with strong corporate cultures include
Disney and McDonald’s. Significantly, corporate
cultures cannot be created overnight. They evolve
over time. Building a cohesive organisational
culture depends upon four conditions: developing
a sense of history, creating a sense of oneness,
promoting a sense of membership and increasing
exchange among members. Fostering these condi-
tions can be accomplished by elaborating on
history, communications on and by heroes and
others, leadership and role modelling, communi-
cating norms and values, instituting appropriate
reward systems, career management and job
security, recruiting and staffing, socialisation of
new staff members, training and development,
member contact, participative decision making,
inter-group co-ordination and personal exchange
(Gross and Shichman 1987).

However, culture tends to perpetuate itself.
Hiring and socialising members who fit in with
existing culture, removing those who deviate from
it, justifying behaviour under current cultural
norms and communications biased towards current

culture are some of the ways in which an



organisation perpetuates its culture. If a cultural
change is to be achieved, assuming that the
organisation desires such a change in the first
place, managers must intervene at these points.
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BVSAN MURTHY, SINGAPORE

culture, invention of

Invention of culture conveys the dynamic theore-
tical perspective which sees culture as constantly in
process, as defined and redefined in new contexts.
It is opposed to a more traditional conception of
culture as fixed and stable. In tourism, the local
culture presented for touristic consumption is
frequently not ‘timeless’, as sometimes stated in
brochures, but is usually recently created to satisfy
the preconceptions of modern tourists.

EDWARD M. BRUNER, USA

culture, organisational

Organisational culture is the summation of the
beliefs, expectations, norms and values commonly
shared by all the organisational members. Used
interchangeably with the term corporate culture,
the term reflects the basic philosophy and core
values (such as the quality, service, cleanliness and
value ethos of McDonald’s) of an organisation.
Within an overall organisational culture, there are
usually subcultures reflecting the different environ-
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ments and experiences shared by groups of
employees.

See also: culture, corporate
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culture, tourism

Tourism or tourist culture is a vague concept that
describes behaviours and institutions which can be
observed at tourism destinations but which are not
straightforwardly parts of the cultures of either the
host society or the visiting tourists. Initially a
negative concept, it is defined by what it is not,
rather than having common content wherever
found. If a genuine culture belongs to a particular
people, an independent community of a self-
sustaining way of life, tourist culture is only a
part-culture, a symbiotic or hybrid form incapable
of sustaining itself. However, hybrid or part-
cultures are becoming the global norm in this
increasingly interconnected world, where there are
few truly isolated populations or independent
communities. Tourist culture, from this point of
view, is one example typical of the emerging mix of
cultures resulting from internationalisation,
that is, the transcultural migrations of labour,
capital, technology, ideology and images.

The exact nature of these new tourist cultures
becomes clearer if one uses an analogy with the
already well-explored variety of tourist arts, which
are one aspect of this culture. It has been shown
that the various hybrid art forms that result from or
cater to tourism can be analysed by the intersection
of two variables. One is the formal source or origin
of the new cultural forms, ranging from the host’s
local culture to the tourists’ imported culture(s), or
more or less complete novelties emerging at the
contact site. The second variable relates to the
intended audience of the new cultural production,
either the tourists or the hosts (or both). A few well-
known cases can illustrate possible forms of tourist
culture and arts