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INTRODUCTION

The tourism industry is often cited as an attracagent of development
or redevelopment, generating employment and foregchange in a
destination. However, the degree to which tourisaa the potential to
contribute to the broader socio-economic develogméra destination
is, to a large extent, conditional on the natureérenment that exists in
the destination and the management decision takehebindustry and
local government. External linkages beyond the idasbn, such as
globalization, also affect potential development tAe same time,
tourism development itself can bring change, comiple uncertainty
and conflict, creating opportunities and problemsénalysts, planners,
managers, decision makers, and members of the cp(Mlitchell,
1997).As Mitchell (1997) suggests, the challengdoigecognize the
importance of these forces and to function in tipegsence, as well as
knowing how to manage them so that the become dgemnpositive
change.

WHAT YOU WILL LEARN IN THE COURSE
During this course, you will be learning about:

Managing Tourism for Development

Tour Operations Management

Managing Tourism distribution

Managing Tourism Businesses

Strategy for tourism management

Managing urban tourism

Managing the countryside for tourism: a governgremspective
Tourism and the environment

Marketing management for tourism

Managing finance for tourism

Ethics in tourism management

The role of government in the management of tourism
Information and communications technologies forrisi
The management of crisis in international tourism

COURSE AIMS

This course aims at:

. Knowing how to manage tourism for development
. Understanding tour operations management
. Teaching students on how to manage tourism business
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. Examine strategy for tourism management

. Managing urban tourism

. Managing the countryside for tourism: a governgrerspective
. Understand tourism and the environment

. Knowing marketing management for tourism

. Managing finance for tourism

. Examine ethics in tourism management

. The role of government in the management of tourism

. Information and communications technologies forisi

. The management of crisis in international tourism

When all the above aims are considered, we canuwidathat the major
aim of the course is to expose you to various nugtemd techniques of
managing tourism operations.

WORKING THROUGH THISCOURSE

For you to complete this course successfully, yairaquired to read
the study units, reference books, and other ressuttat are related to
the unit. Each unit of the course contains Tutorkdd Assignment.

The Tutor Marked Assignment (TMA) is to be done iethately and
submitted to your tutorial lecturer/course factltafor assessment. .

The medium to be used and the time to submit theATMIl be
specified to you later. This course is a 2-crediirse. As such you are
expected to spend a minimum of two hours every waaklying the
course. You are expected to complete the entireseooutline within a
period of 18-25 weeks.

STUDY UNITS
In this course, we have discussed the topic ofcthese content titled

Tourist Sites: products and operations under diffetopics. Based on
this, the following units have been designed ferd¢burse.

Module 1

Unit 1 Managing Tourism for Development

Unit 2 Tour Operations Management

Unit 3 Managing Tourism Distribution

Unit 4 Managing Tourism Businesses

Unit 5 Site and Visitor Management at the Natétitactions

Vi
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Module 2

Unit 1 Strategy for Tourism Management

Unit 2 Managing Urban Tourism

Unit 3 Managing the Countryside for Tourism: A @ovance
Perspective

Unit 4 Tourism and the Environment

Unit 5 Marketing Management for Tourism

Module 3

Unit 1 Managing Finance for Tourism

Unit 2 Ethics in Tourism Management

Unit 3 The Role of Government in the Managemenkairism

Unit 4 Information and Communications Technolod@s
Tourism

Unit 5 The Management of Crisis in Internationaluifism

These units must be treated sequentially as adbgiik exists in the
arrangement. Every previous unit lays a foundatoorsubsequent ones.
A maximum period of one week is required for evenyt.

Vii






MAIN
COURSE
CONTENT PAGE
Module 1 1
Unit 1 Managing Tourism for Development.................. 1
Unit 2 Tour Operations Management..............ccocceeeenneen. 15
Unit 3 Managing Tourism Distribution........................ 28
Unit 4 Managing Tourism Businesses.............c...c.o...... 52
Unit 5 Site and Visitors Management at Natural
ARIaCtioONS. ...t e 74
MOdUIE 2 82
Unit 1 Strategy for Tourism Management ......................... 82
Unit 2 Managing Urban Tourism.. N ¢ 1
Unit 3 Managing the Countryside for Tourlsm A\@mance
Perspective.... ... 106
Unit 4 Tourism and the Environment ..................ccveee. 114
Unit 5 Marketing Management for Tourism..................... 122
Module 3 132
Unit 1 Managing Finance for Tourism....................c..c..e. 132
Unit 2 Ethics in Tourism Management........................... 140
Unit 3 The Role of Government in the Management of
TOUMSIM ... e e e 148
Unit 4 Information and Communication Technolodges
TOUMSIM ... e e 156
Unit 5 The Management of Crisis in Internationalifism....166







TSM244 MODULE 1
MODULE 1
UNIT 1 MANAGING TOURISM FOR DEVELOPMENT

Unit Structure

1.1 Introduction

1.2 Learning Outcomes

1.3  The Nature of Tourism in Development

1.4  Nature of Destination
1.4.1 Case Studies: Niagara Falls Casino andrReso

1.5 Government Regulatory Framework for Development
Optimization

1.6 Industry Management Decisions for Developmeptir@ization

1.7 Summary

1.8 References, Further Readings, and Web 8surc

1.9 Possible Answers to Self-Assessment Exercises

@ 1.1 Introduction

National development initiatives after World Warwkere centered on
achieving rapid economic growth. The achievemenndgstrialization
was the primary goal in the early phases. It wasnttl much later,
starting in the 1950s, that eradication of povedye to the top of the
agenda. It quickly became clear that the degrgmwérty and economic
progress did not directly correlate with one anotiie achieve growth-
with-equity, new tactics were developed. Non-ecoicpnphysical
guality-of-life markers of development have beensidered in several
cases. Although some writers began focusing on rtbe-material
aspects of growth in the 1970s, the emphasis hamined on the
material aspects of development. Today, it is belie that growth
should be viewed in terms of an individual's stateconsciousness,
particularly in connection to how they perceiveittabilities and rights
to act in the world. Furthermore, it is becomingrenand more clear that
the community, rather than the nation or the perisothe natural unit of
development. Community consciousness growth isssacg for social
progress. Development is best described as arasena one's ability to
see, comprehend, and resolve problems on one'sabvamy level of
society. The aim is more about reducing helplessiiean it is about
reducing poverty. The tourist and hospitality inmes, as well as the
responsibilities they play in the general developired a country, have
all been identified as sectors relevant to develamnn the development
paradigm.
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This unit will examine management strategies foxim&ing tourism
growth potential.

@ 1.2 Learning Outcomes

After completing this unit, students should be able

o recognize how development in the context of tourisevolving

o be aware of how the destination environment, gavemtal
regulatory structures and frameworks, and industanagement
choices and decisions affect a destination'stgldidevelop.

o recognize the competing ideologies and forcesat ol a tourist
destination

The Nature of Tourism in Development

The contribution of tourism to a country's growth universally
acknowledged. Through the evolution of human hystoand

consciousness, the concept of development—hererstodd to be
approximately comparable to social progress—hagngwhe numerous
significant alterations. The most fundamental Wbgli@bout where
humanity fits in the universe and what growth means intimately
related. With different authors, the developmenttert seems to
change. A separate definition of development ex@tpractically every
writer. However, it is crucial to differentiate beten the two ideas of
development: development as a static state or tondiand

development as a dynamic process or course of ehang

It is critical that we have a working definition dundamental
understanding of what the term "development" mdaatause various
people may have varied interpretations of what eans. Without this
viewpoint and certain established measuring stalsdait would be
impossible to tell which nations were genuinely eleping and which
ones were not, and the contribution of the towarsi hospitality sectors
to development would be unclear. The phrase iscdiff contentious,
unclear, and elusive. However, the simplest dediniof development is
bringing about societal change that enables indal&l to fulfill their
potential as human beings.

Development has historically been defined in dyrieconomic terms as
obtaining sustained rates of growth in income pepita to enable a
country to increase its output at a pace fastar ttsapopulation growth
rate. The overall economic well-being of a populatis then determined

2
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by the levels and rates of growth of "real" peritzmgross national
income (GNI), which is calculated as the amountred! goods and
services that the average citizen has access tanf@mstment and
consumption after deducting the rate of inflation.

Development is a multifaceted process that involthes restructuring
and reorientation of the entire economic and sogyatem rather than
being just an economic event. It is a method fegimg the standard of
all human lives. Development is a state of mindvad as a physical
reality in which society has established the meankve a better life
through a variety of institutional, social, and eemic processes.
Regardless of the particulars of this better eri=te all communities
must strive to achieve at least the following thgeals:

1. To increase the availability and widen the rdistion of basic
life-sustaining goods such as food, shelter, heahd protection.
2. To raise levels of living, including, in additi to higher incomes,

the provision of more jobs, better education, arghtpr attention
to cultural and human values, all of which will\aemot only to
enhance material wellbeing but also to generatatgréndividual
and national self-esteem.

3. To expand the range of economic and socialcelsoavailable to
individuals and nations by freeing them from semd@ and
dependence not only in relation to other people rattn-states
but also to the forces of ignorance and human miser

The tourism industry's growth and influence hagmfhelped societies
change for the better. Compared to other industtiesrism has a
number of advantages:

o The communities that produce the items are direlotipefited
because it is consumed at the point of production.
o Communities that are lacking in material prospehtyt rich in

culture, history, and tradition are given the oppoity to
leverage their distinctive qualities as a compediadvantage that
generates income.

o It builds networks of various businesses, rangirggnf lodging
facilities and dining establishments to adventyrersproviders
and food distributors. Due to this, tourist dedimas are able to
create intricate and diverse supply chains for gamutl services,
supporting a flexible labor market with a rangeo€upations for
tour guides, interpreters, cooks, cleaners, drjvertel managers,
and other service sector workers. Many professiotise tourism
industry are asynchronous with other occupatiois, flarming,
and are flexible or seasonal.
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o In addition to the hotels and upscale eateriesdhigr to tourists,
it usually promotes the development of multipurpose
infrastructure that helps the local population, hswas roads,
healthcare facilities, and sports facilities.

The United Nations created the Millennium Developimesoals
(MDGs) at the beginning of the twenty-first centuifhese are eight
objectives that UN Member States have agreed ta@iaccomplish by
the year 2015. In September 2000, world leadersedote fight against
poverty, hunger, sickness, illiteracy, environmérdagradation, and
discrimination against women in the United NatioMsllennium
Declaration. From this Declaration, the MDGs arewdsl. Each MDG
has goals for 2015 as well as measures to tracknagwnent from 1990
levels. The 2030 Agenda for Sustainable Developm&hich consists
of 17 Sustainable Development Goals (SDGs), waorsed by the
General Assembly in September 2015.

With these advantages in mind, the UN has recodnitirism
development as one of the means poorer nationsemgjoy to achieve
the Sustainable Development Goals (SDGs). The Uniwations
operates under the principle of sustainable dewveéop. The 1987
Bruntland Commission Report defined sustainableebigpment as
"development that meets the demands of the presatiout
compromising the ability of future generations teentheir own needs."”

Society, environment, culture, and economics ares tfour
interconnected, not distinct, components of suatdan development.
Sustainability is a paradigm for thinking about theure in which
societal, economic, and environmental concernsbalanced in the
quest of a higher standard of living. For instanee,flourishing
civilization depends on a healthy ecosystem to igiits residents with
food and resources, safe drinking water, and chkdanin particular,
sustainable development is a technique of strugjusociety so that it
can endure over the long haul. This entails takirtg account both
current and future imperatives, such as the proteci the environment
and natural resources and social and economiciggual
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Figure 1: Sustainable Development Goals
Source: The United Nations

Self-Assessment Exercises 1

1. The primary goal of national development initiat\adter the
World War llwas..........ccccceee v,
2. Development is best described as ................coccoiieni.

3. What was development historically associated with?
4. The four components of sustainable development are

1.4 Nature of Destination

The focal point of tourism is a destination, whistalso one of the most
challenging things to promote and run efficienflydestination is made
more complex by the variety of components thatrgo its creation, the

intricacy of the relationships that link them, atigk involvement of

several stakeholders. When the consumer is comsidére complexity

is further raised. A tourist destination, oftenledla tourist resort or a
tourist destination, is a non-residential regioat #ittracts tourists to stay
and visit for a short period of time.

Six components are required to create a tourismindgé®n: food,
accommodation, transportation, tourism, shopping, entertainment. A
tourism destination is a particular geographic dned is controlled by a
unified destination management organization. It hhige a town, a
particular picturesque area, a region of a couritrg, entire nation, or
even a bigger area. Attraction, comfort, and acbiitg are the
common traits of tourist destinations. These aitdb describe a certain
place with particular tourism resources, facilitiesd transportation
conditions, which can draw a certain number of pedp engage in
tourism activities.
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A physical space where a visitor stays at leastroglet is referred to as
a tourism destination. It contains travel-relatedods, such as
accommodations and attractions, as well as tralatad resources close
to the point of origin. Its management is defingdaaministrative and
physical boundaries, and its market competitivenesdetermined by
perceptions and images. Local destinations can aedt network to
build larger destinations by incorporating a varietf stakeholders,
frequently including the host community. More thather economic
sectors, the tourism industry relies heavily oniemmental resources
for its "production function. Such resources, whate typically non-
reproducible and play a crucial role in establighandestination's tourist
attractiveness, also have a significant impact aiegon's social and
economic development outside of its potential aswace of tourism.

The degree to which tourism may be properly handtedromote

development will depend on the environment of theation. Tourism

destinations have stages of development that &icellated in time that

allow them to be seen in the context of spatio-t@malpphenomena, one
of the indivisible characteristics of geographisplace. As is further
known, the philosophical concept of the unity ofasp and time

necessitates that the attribute of dynamism beyasgdito geographical
space as a necessity for the continual growth ofjgghical objects.

The capacity to contribute to the overall developtrad the destination
depends on the destination's location along a woath from a
developed region/country to a developing regionitigy as well as its
rural, urban, mountainous, coastal, island, andewiess characteristics.
Are there enough resources, including human ressuin the area, or
do they need to be imported? The decision made Hay lbcal
community, government, and industry has a signitigenpact on how
the destination develops and who ultimately hagrobn

Attractions Natural, man-made, artificial, purpose
| —-_ hwilt, heritage, special events

Avcessibility Entire iransportalion sysiem comprising,

 E— routes, terminals, and vehicles

Amenities Accomodation and catering facilities,

:> retailing, other tourist services

Available packages Pre-arranged packaged by intermediaries

C——— > | and principals.

T, All activities available at the destination —
Activities i - foe wrbd
> | what consumers can do during their visit

T P R Services used by tourists such as banks,
Ancillary scrvices 1 «
l::> telccommunications, post, newsagenis,
hospitals.

Figure 2: Tourism destination attributes
Source: Gaffaet al., 2011.
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Table 1. Components of tourism destination

AttractionPublic and  |AccessibilifHuman [Image andPrice

S nriviate / recniire. characte

Natural [Basic Via road,airl/A well- UniquenesThe cost of
(e.q. infrastructurepassenger ftrained |s, sights, transport to
beaches, |such as services, [ourism |scenes, [and from the
mountain|utilities, rail or workfor environmedestination a
, parks, |public cruise shipice and |n- tal well as the
weather).transport, and(to in citizens |quality, [cost on the
Built (e.g.roads as wellwithin (local). |safety, |ground of
iconic  |as direct destination service |accommodat
buildings [services for levels, andon,

such as [the visitor  |Visa the friend-attractions,
the Eiffel [such as requiremern liness of food and tou
tower, |accommodatits, ports of people services.

Source: World Tourism Organization, 2007.
1.4.1 Case Studies: Niagara Falls Casino and Réso

One of the largest capital projects built in Ordaffanada is the Niagara
Falls Casino and Resort. The project cost $1 billichen it was first
launched in 2001. The Falls Management Companyclkasen by the
Ontario Lottery and Gaming Corporation to finandeyelop, construct,
and run the new casino and resort complex. Thiditmwa of five
gaming and real estate corporations also includesiyatt Hotel Group.
The former transformer station building for the &m Power Company
station at the base of Niagara's Horseshoe Falt®ws the location of
the new casino.

There are 2.5 million square feet of floor spacethe casino/hotel
complex. The complex includes a 368-room Hyatt hatth 32 storeys,
a 50,000ft2 conference, convention, and expostanter, a theater with
1,500 seats, 10 restaurants, a complex of shopedc&alleria, a
wedding chapel, a 15,000ft2 (1,400m2) health atme$s center, and a
3,000-space parking garage. The complex's entereihand retail area
offers 100,000 square feet of floor space. Withitte | more than
200,000 square feet of floor space, the casinditdd0 gaming tables,
3,000 slot machines, and a theater with 1,000 seats

The Ontario Lottery and Gaming Corporation, a Craagency, owns
the casino (a large portion of the profits are ne@d to the Ontario
government). The Ontario Casino Corporation begaweldping the
resort as soon as Casino Niagara, a temporarytsteusuilt on the site
of the former Maple Leaf Village amusement parkermgd in 1996.
More than 5,500 full- and part-time permanent dijebs as well as
5,000 indirect jobs have been created as a rektliecCasino Gateway

7
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Project. One of Canada's largest commercial vestihe project. The
project undoubtedly contributed to the local ecop@ngrowth and
brought in between $100 and 125 million in consafdr concrete,
electrical, and mechanical construction.

A key component of the project, specifically theioa's design, was to
protect the Niagara escarpment's ecosystem andahditeauty while

promoting the usage of both existing and futurenpéal local tourism

services. This is in keeping with global trendsjchiremphasize making
the most of the space that already exists and enfgathe connections
between developments and the natural and builtremvients around
them. A 12,000-seat indoor and outdoor amphitheatoae of the many
neighboring attractions in the area. Future o#-sibnstruction related to
the project will include a 12,000-seat amphitheater extension of
Marineland's "River Country," and funding for a nexople-mover

system.

Figure 3: Casino Niagara
Source: Hotel Management and Design Build Networks

Self-Assessment Exercises 2

1. The six components that are required to creatersto
destination are ............

2. Tourism industry relies heavily more than otherrexraic
sectors on..............

3. A physical space where a visitor stays at leastnigiet is referred to
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1.5 Government Regulatory Framework for Development
Optimization

The elements of a regulatory framework are thoae plertain to policy
and are often governed by the government. The govent has taken
several initiatives to create responsive actiomsoutlines numerous
laws, rules, decrees, and policies that the govemtinmas formally
designed and adopted for regulatory purposes. Alagyy framework
is an accountability mechanism—a way for the reuléo hold itself
accountable for the duties assigned to it. It adders to any adjustments
or amendments made to the rules, decisions, diestiregulatory
policies, guidelines, suggestions, and processet rftam time to time
by the authorities. The definitions above demonstrahat a regulatory
framework involves statutory and constitutional sweas that are
necessary for the efficient growth of a sustainatlegism industry.

Tourism activity is planned, managed, and cooredty a plethora of
various government departments and agencies opgrati various
levels. Due to the industry's multi-sectoral cheggglanning interferes
with numerous sectors and policy jurisdictions aicey leading to
problems with duplication of goals, objectives, aludies.

For countries to manage, run, and maintain a swtée tourism sector,
regulatory framework is crucial. Like other economsectors, the
fortune of the tourism industry depends on the otifeness of the
regulatory environment. This suggests that thellegal regulatory
framework has the greatest positive influence ona#ion's tourism
business.

Many nations throughout the world depend heavily the tourist

industry, and governments are creating proactivecaeative policies to
encourage inclusive and sustainable tourism growthere are

numerous connections between tourism and othecies]i and it is
important to weigh the trade-offs and synergieslavitiaking decisions.
A supportive government framework is widely regar@s needing an
integrated, whole-of-government approach to tourigBovernments
must make sure that the appropriate policies ahdetg systems are in
place in order to sustain tourist growth and theefies that go along
with it. Many nations now have multi-year plans gadicies in place to
boost the travel and tourism industry as well a® giational and local
government policy a strategic direction and focahp

Governments must overcome many obstacles to creat®herent,
successful tourist policy, yet this is a cruciahdtion for the central
government. This is partially attributable to tmagmented character of
tourism, which necessitates the involvement of manre ministries at

9
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the federal level and various levels of governmerrder to respond to
political, social, environmental, and technical elepments that have an
impact on tourism. Governments are involved in tingrism industry,

for instance, in a number of capacities, such agketiag and

promotion, border security, market regulation (eayiation), planning

regulations, controlling or managing tourist atti@as (e.g., national
parks), skill development, and funding the congtaunc of roads and

other infrastructure. The fact that the central egoment does not
always have full authority over tourism adds anothger of complexity

in many nations. As a result, there is frequentlgig part to play in

subnational tourism governance.

Seven government responsibilities in the tourismugtry have been
identified. Coordination, planning, legislation, grgation, business,
stimulation, social tourism, and interest protettere a few of these.
Governments might work to draw particular hotelstaurist sites, or
they can compete to host a big international elikatthe Olympics or
World Cup. The management and policy choices mgdehous levels
of government will affect the kind of tourism thdgvelops in a location.
Policy can be as broad as a national tourism dpuaot plan or as
precise as a zoning by-law, allowing or discourggitourism

development.

Government can have an impact on development thrdisgal and

investment policies, including investments in istracture for both
general and niche tourists, investment incentivas] control over
exchange rates. Government incentives for attrgdinms include tax

breaks, site and infrastructure support, low-irgeldeans, training for
the labor force, regulatory relief, sale-leasebacid technical support.
A government can mandate the use of local goodisedrsector (import
substitution) or the employment of locals in thdustry in addition to
giving subsidies.

The most significant factor affecting global towonisenterprises is the
government of the home (or parent) country. Theliregnent to comply
with national laws, regulations, statutory requiests, exhortations, and
special procedures will limit the company's ability pursue its goals.
Complicity in areas of taxation, anti-trust (antenopoly or cartel)
legislation, accounting procedures, trade rulesdpet liability, and the
numerous other government policies is a criticahponent of carefully
formulating a strategy.

When designing marketing and development strategiegovernment
may benefit from external connections with otherels of government
(regional, state/provincial, national, or worldwjdes well as with the
industry. Additionally, governments are able torpote the growth of

10
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clusters. A cluster is defined as "geographic cotra¢ions of
interconnected businesses, specialized suppliegsyice providers,
businesses in related industries, and associaséitutrons (for example,
universities, standard agencies, and trade asgw@Eatin particular
fields that compete but also co-operate.”

As regions and governments compete more fiercelythm tourist

industry, clusters are becoming more and more atudihe most

obvious example of this increased competitivengs$la struggle for the
right to host major events. As an illustration, tiegara Economic and
Tourism Development Corporation (NECTOR) in thedvdiea Region of
Ontario, Canada, makes an effort to draw in inuasto

Self-Assessment Exercises 3

1. What is regulatory framework?

2. List eight government roles and responsibilitiethie tourism
industry

3. The most significant factor affecting global toanignterprises
IS .......

4. What is tourism cluster?

1.6 Industry Management Decisions for Development
Optimization

Different decisions, both simple and difficult, areade every day. On
the business market, choices are made about whigtisgand services
to buy. It has been noted that the tourism busirseesempetitive, and a
decision made by one firm may conflict with a goweent's overall
development strategy. It is important to situae discussion within the
political economics of the tourism industry when viesving
management decisions made in the industry.

There are external links that transcend nationahbaries, particularly
in the case of multinational firms. At a global anegional level,
transnational tourism businesses have risen tos#iqo of increasing
dominance, and market forces' structural influerdwes increased.
Decisions could be made to maximize profits for énére international
business rather than for the local destination.

Environmental practices have recently risen tottipeof many industry
agendas, incorporating environmental, social, as@hemic principles,
in line with the sustainability movement. In a nwenlof areas, such as
environmental impacts, relationships with local o©oumities,
investment policies, and relationships with suppli@nd marketing

11
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intermediaries, companies are under increased @uotid political
pressure to act more ethically. These include ptmmcstrategies like
honest advertising, pricing policies, product safahd human resources
like equal pay and opportunity. These components ar part of
sustainable tourism.

Similar to this, businesspeople have made effartmany organizations
to support moral and ethical choices; neverthelbgy, note that not all
have done so, considering such corporate activitesbe poor
investments. A potential list of markers for botbcial and cultural
sustainability has been put forth. The extent of ltucal
commodification, local reactions to tourism, in-magon linked to
tourism, local patronage of tourist sites and ames)i criminality
related to tourism, distribution of jobs by wagedeand equity, and
social carrying capacity are a few of these. Altjlothey point out that
businesses may steer clear of more complicateccgpmuch social
fairness, in their sustainability programs, thegoasuggest that there
may be a variety of management choices that maynaee to lessen
adverse effects and advance global development.

Self Assessment Exercises 4

1. Decision made by one firm may conflict with a gaveent’s overall
development strategy. True or false?

2. In reviewing management decisions in tourism inguist is
important to situate the discussion within the ............

3 s have recently risen to the top of many indpusagendas

7N\

Yo/

In this lesson, we looked at how the destinatiomdustry, and
government can all affect how much tourism advanbesdestination's
larger socioeconomic objectives. It is importantedgerate that no one
business, such as tourism, should or can be irgehair overall growth
and that it can only contribute in a limited wayatdigger development
plan. Since the tourism industry is also profitvén, it is frequently
better from a business standpoint to take initegtithat may benefit the
sector but have less of an impact on the destimatioverall
development. Since the tourist sector is frequeinflyenced by factors
outside of the destination, management choices retsdsvhere might
not always be consistent with goals for destinagoowth. It has been
shown that people voluntarily connect to a widesbgl system that
affects their way of life and means of subsisteri8eyond its own

1.7 Summary

12



TSM244 MODULE 1

economics, the tourism sector might not be ablenéde a significant
contribution to the overall growth of a place.

M

Gaffar, V., Prateep Wetprasit, H.P. and Setiyoril), (2011).
Comparative Study of Tourist Characteristics onlt@al
Heritage Tourism Sites: Survey on Touristin  Ineea  and
Thailand Heritage SitesJournal of Tourism, Hospitality and
Culinary, 3(3): 53-68.
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u:: 1.9 Possible Answers to SAEs

Self-Assessment Exercises 1

1. Achieving rapid economic growth

2. One's ability to see, comprehend, and resolve pnablon one's
own at any level of society

3. Strictly economic terms

4. Society, environment, culture, and economics

Self-Assessment Exercises 2

1. Food, accommodation, transportation, tourisnppping, and
entertainment.

2. Environment

3. Destination
Self-Assessment Exercises 3

1. Those that pertain to policy and are often goedrby the
government

2. Coordination, planning, legislation, regulationbusiness,
stimulation, social tourism, and interest prot@ati

3. The government of the home (or parent) country

4. Geographic concentrations of interconnected nasses,

specialized suppliers, service providers, busemss related
industries, and associated institutions (for exempniversities,
standard agencies, and trade associations) iicydartfields that
compete but also co-operate

Self-Assessment Exercises 4

1. True
2. Political economics of tourism industry
3. Environmental practices

14
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Unit 2 TOUR OPERATIONS MANAGEMENT

Unit Structure

2.1 Introduction
2.2  Learning Outcomes
2.3  The UK Tour Operating Industry
2.4  Tour Operating Value Chain
2.5 Tour Operators’ Strategies
2.5.1 Industry-Specific Concerns Affecting StgateDecisions
2.5.2 Expansion Strategy
2.5.3 Diversification Strategy
2.6  Summary
2.7 References, Further Readings, and Web 8surc
2.8 Possible Answers to Self-Assessment Exercises

2.1 Introduction

The tour operating sector of the travel and tour®miness has a large
but occasionally unrecognized impact on a variétthemes connected
to tourism studies. Travel agents are the main wbnbdetween
accommodation establishments and transportatiorpani®s in order to
plan a trip. The matching of transportation optiavith hotel options
and other related land services at the destinagidtine main aspect of a
package tour or vacation. Individual travel plangated through
personal connections are flexible, but all-inclesiyetaways are well-
planned and the purchasing procedure is strictiymtroled. The
international independent tour, which travel agescrrange for lone
travelers or small groups known as parties, is e between of
unorganized travel and individual travel. When #élawg alone, the
customer makes the purchase by getting in toudn tivé seller directly.
When taking an independent international tour, rglsi traveler or a
small group of travelers schedules a portion oif ttig through a travel
agency. Therefore, overseas autonomous travel gemaents organize
semi-flexible vacations and, in some circumstandassiness trips.
Organized group tours are either sold to the gémedalic directly by
the tour operator or through independent or towerafer-owned travel
companies.

Tour operators collaborate closely with hotelsp$rzortation companies,
and attractions to buy in bulk from each and paektdwe items at a
lower cost than the traveler could if they did mdividually. Tour

operators typically cater to leisure consumers. Fstance, a tour
operator might buy in bulk airplane tickets, hotebms, meal plans

15
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from restaurants, and sightseeing excursions foertain location like
Rome. The tour operator then develops several paskdahat are
specifically designed for families, individuals,danouples wanting to
visit Rome within a given time frame.

This unit explores tour operations management withie context of
sites’ operations.

@ 2.2 Learning Outcomes

At the end of this unit, you should be able to:

. recognize current issues in the dynamic tour dgersiindustry

. identify strategic approaches adopted by the sector

. appreciate the sector’s interaction with and impact its
consumers

2.3 Tour Operating Industry: UK Travel Industry as a
Case Study

A travel agent offers packaged vacations that oelthe hotel, the
flight, the local tourist excursions, and all otlearsts. A second name
for tour operators is "destination management cangsd (DMCs). A
manufacturer of a tourism product is a tour operatbe designs,
coordinates, and markets the tours. He is the ohe wrganizes
everything, including transportation, insurancdagegainment, and other
details, and he sells this package for a fixedepri& tour is created
specifically for a group of tourists and can inwltrekking, animal
viewing, tours, etc. It can also be escorted. itecs things like travel,
food, and sightseeing. The escort is in charge eking all the
arrangements. The success of a tour operator himgdsw little she
charges for the best package.

The UK travel business has experienced fierce ctitiggefor a number

of years, which has led to numerous mergers andisitiqns. The

"actual" balance of power hasn't shifted much dherpast years. The
list of the UK’s Top 50 Tour Operators, based onOAFauthorized

passenger levels (Table 1) shows that the top items fcontrol 79.3

percent of the entire capacity, with 64.9 percegit by the top five.

TUI UK had over five million licensed passengerskmg it the largest
tour operator in operation in the UK with an ATQtdnse.
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Table 2: ATOL holders and the number of passenaettsorized

ATOL Holder| The number of ATOL Holder and The number

and Rank passengers Rank of passenger
authorize: authorize:

I.TUI UK Ltd 5,555,145 | 26. Secré¢ Escapes 97,859

Ltd

2. Jet?holidays 4,804,809 | 27.MoresandLtd 92,600

Ltd

3.0nthe Beach 1,223,667 | 28Balkan 92,100

Travel Limited HolidaysLtd

4. We Love 1,085,769 | 29.Brightsun 85,691

Holidays Ltd Travel (UK) Ltd

5. British 1,010,148 | 30. JamesVilla 81,595

Airways HolidaysLtd

Holidays Ltd

6. Expeda 874,208 31.VoyagePrive 81,317

Group, Inc. UK Limited

7. eayJet 793,874 32.TravelbagLtd 78,642

Airline

Comrpary Ltd

8. eawJet 726,000 33.Skvord Travel 75,341

Holidays Ltd PLC

9. BravoNext 640,555 34. Villa Plus Ltd 73,223

SA

(lastninute.com)

10.Travel 555,060 35.RivieraTours 71,748

Republic Ltd Ltd

11. Sauthall 364,500 36. Holiday Gems 66,657

Travel Ltd Limited

12 Trailfinders 282,680 37.PHTravel Ltd 65,750

Ltd

13 Travel Up 256 ,400 38Barrheadrravel 61,900

Ltd Senice Ltd

14. Carnwal 180,656 39. Flight Centre 61,735

PLC UK Ltd

15. Gold Medal 174,384 40. CrestaWorld 57,244

Travel Grouo Travel Ltd

Limited

16.Truly Travel 154,500 4 1.Travelworld 56,202

Ltd VacationsL td

17. Havs Tour 149,724 42.Best At Travel 55,842

Oneretinl1: Ltd plc

18.The daobal 140,005 43.Lotus 55,235

Travel Group Internatonal Ltd

Ltd

[92)
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19. Lotus Travel 129,450 44, Newmarket 53,827
Ltd Holidavs Limited

20. Virgin 119,911 45.DER Tauristik 50,393
Holidays Ltd UK Ltd

21.Travel 117,681 46. Jtline Travel 50,073
Caunsellors Ltd Ltd

22.Travel 2 Ltd 116,35: 47.Alf endoLtd 48,60(
23.ST &H 102,839 48.HotelplanLtd 47,921
Limited

24.Dnaa Travel 102,139 49.TheMidcounties 47,600
UK Ltd Coaoperdive Ltd

25. Classc 102,132 50.Audley Travel 44,488
Packae Group Lid

Holidays Ltd

The revenue of enterprises in the tour operatoustigl in the United
Kingdom grew overall between 2008 and 2019. In 2@49r operators
generated a revenue of approximately 17 billionti§ri pounds, the
highest value over the time period.

18,000
16,000
14,000

12,000

10,125 10791
10,000
8,000
6,000
4,000
2,000
0

9,927

13,082

9,748
I 8,870 |

12,57912,706 1, 1

| 10,741

17,041

11,640 |

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Figure 4:Revenue earned by tour operators from 2008 (Millions

GBP)

Adapted from Statista

Self-Assessment Exercises 1

1. What is another name for tour operators?

2. Who is a tour operator

3. What percentage of entire capacity of passengetaime is
controlled by the top ten ATOL authorized tour @iers?
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2.4  Tour Operating Value Chain

Value chains define the structural activity andpotiof the transactional
process and "assist all organizations increaser tlw@mpetitive
character" across all industries where the tramsacdf a good or
service is present between customer and businedse \¢hains separate
a company into the individual operations it undegtain the design,
production, marketing, and distribution of its pwot They are
described as a "tool to diagnose and develop solsitito strengthen
competitive advantage.” In the end, consumer haggirfor discontent)
when they utilize the product "becomes part ofwakie added" at each
individual stage from raw material extraction amgput to product
creation and manufacture to distribution.

Value added in this context refers to "the sumhaf benefits that the
client receives, less the perceived expenses bywiman obtaining and
using a product or service" and is derived fromrgwtep in the chain of
production. It can be compared to the multiplideet, where each step
increases the value of the product or service,iregunore resources,
and results in the finished product being usedHgy dustomer. It has
been said that the gain and loss impact is thaluévas generated
through reducing stocks, accounts receivable, anoins while value is

lost via raw material acquisitions and other ligig$." Although this

process takes place internally within the busingks, value chain

actually begins with the client, "who should set tbne to deliver the
value" of every stage the business goes througha Assult, paying

attention to and documenting customer requests, plzoms, and

difficulties promotes value addition by drawingeaition to specific

elements of operations that may require improvement

A value chain is categorised into two (i) primanddii) support.
Primary activities consist of five components, alldare essential for
adding value and creating competitive advantage:

1. Inbound logistics include functions like reaaty, warehousing,
and managing inventory.

2. Operations include procedures for convertivg maaterials into a
finished product.

3. Outbound logistics include activities to distriie a final product
to a consumer.

4. Marketing and sales include strategies to ecdatisibility and
target appropriate customers—such as advertigingmotion,
and pricing.
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5. Service includes programs to maintain prodaat$ enhance the
consumer experience—like customer service, maames
repair, refund, and exchange.

The role of support activities is to help make pinenary activities more
efficient. When you increase the efficiency of asfythe four support
activities, it benefits at least one of the fivengary activities. These
support activities are:

1. Procurement concerns how a company obtains raerials.

2. Technological development is used at a firm'seaech and
development (R&D) stage—like designing and devielpp
manufacturing techniques and automating processes.

3. Human resources (HR) management involves hamyretaining
employees who will fulfill the firm's business ategy and help
design, market, and sell the product.

4. Infrastructure includes company systems ancc@imeposition of
its management team—such as planning, accountingnce,
and quality control.

As shown in Figure 2 below, the integration of thestivities generates
profit for the firm and creates value for customierthe form of a value
chain.

H.mj s mh&#lm

Figure 5. Porter's value chain.
Source: Adapted from Porter, 1985.

A company's value chain reflects its history, ttategies, and its level
of execution success. One significant distinctienthat a company's
value chain may have a different competitive scpen that of its
rivals, which could be a source of competitive adage. A company
may be able to decrease costs or differentiaté fteen rivals by solely
serving a certain industrial segment and tailortegvalue chain to that
area. Increased or decreased geographic marketagevenay have an
Impact on competitive advantage.
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Competitive advantage is significantly influencey the degree of
integration into activities. A competitive advarmgagan be gained
through partnerships by competing in linked indestwith coordinated
value chains. A company can use a bigger reachmaitg or by forming

alliances with other companies. Long-term partnpsshwith other

businesses, such as joint ventures, licensingsapdly agreements, that
stop short of a full merger are referred to as itoak. Through

coordination or sharing of value chains, coalitioccen increase the
useful range of a firm's chain.

Within each category of primary and support aageit there are three
activity types that play a different role in compeé advantage:

. Direct. Activities directly involved in creatingalue for the
buyer, such as assembly, parts machining, sates faperation,
advertising, product design, recruiting, etc.

. Indirect. Activities that make it possible to rfsgm direct
activities on a continuing basis, such as maimeaascheduling,
operation of facilities, sales force administratioresearch
administration, vendor record keeping, etc.

. Quality Assurance. Activities that ensure thealgqu of other
activities, such as monitoring, inspecting, tegtimeviewing,
checking, adjusting, and reworking. Quality assueais not
synonymous with quality management, because maalyev
activities contribute to quality.

Direct, indirect, and quality assurance value d#aty are included in
every business. Not only are all three types pexntain primary
activities, but they are also present in suppdiviies. For instance, in
the creation of technology, actual laboratory teanesengaged in direct
activities, whereas research administration is dadeectly. Since the
roles of indirect and quality assurance activiaes frequently unclear,
drawing a difference between the three activityegaties is crucial for
identifying competitive advantage.

Through their impact on direct activities, indirettivities can play a
key role in differentiation in many industries whethey represent a
sizable and quickly expanding share of cost. Destiiis, managers
frequently mix indirect and direct activities toget when thinking

about their businesses, even though the two fratyuleave very distinct

economics. Between direct and indirect activitibgre are frequently
trade-offs; higher maintenance expenditures rasufeduced machine
costs. Additionally, indirect activities are comnhorcombined into

"overhead" or "burden" accounts, which hides thenice and

contribution to distinction.
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Self-Assessment Exercises 2

1. What type of tool is value chain?
2. Avalue chain can be categorized into............. and

3. How can competitive advantage be gained by a coyipan

2.5 Tour Operators’ Strategies

2.5.1 Industry-Specific Concerns Affecting Stratgic
Decisions

The formulation of a strategy is impacted by thdustry's underlying
complexity. The planning, negotiating, contractingarketing, and
successfully managing a package vacation are afihisticated
management tasks that take a lot of time. Planoamgbegin up to two
years in advance, with price fixing and brochuredpiction occurring
over the course of that time. No other consumelosecr service
requires pricing to be set so long in advance. &hera lot of risk
involved in this approach.

Consider the outside factors that the operator @aoaontrol that may
have an impact on their business: competition, erargnd acquisitions,
political shifts, war, terrorism, economic downtsymisease outbreaks,
to name just a few disasters that could jeopardizen the best-laid
plans. An excellent, albeit extreme, example of tld the terrorist
assault on America on September 11, 2001, whichtdea@ loss in
passenger reservations and staff layoffs. The esntipact was not
immediately obvious because there were still a f@eeks of the
summer season to go when the accident occurredetawin response,
travel agents kept their projected, upcoming cdpawore flexible.

2.5.2 Expansion or Growth Strategy

The term "expansion strategy" also refers to ttwavgn strategy. Here,
efforts are being made to achieve significant ghoat expansion. This
technique will be used when a company sets higheztlgoals that are
far higher than what it has previously accomplishgte company may
create new product lines or market segments inraxeeach higher
targets than in the past. Compared to the stabgign, it is more
difficult and risky.

The expansion strategy is divided into two parisely:

1) Internal growth strategy and
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i) External growth strategy.

Internal growth strategy mainly consists of divecstion strategies and
intensification strategy. External growth strategynsists of merger,
takeover, foreign collaboration and joint venture.

The major objectives of adopting of growth stragsgare —

) Survival: This is natural tendency of every business to gtow
does not then new entrants will be there in thekataand its life
will be in danger. Survival is also necessary wefahallenges of
business environment.

i) Innovation: Innovation is important to business as it givew ne
product, new methods, new schemes with which basimman
grow to a desirable extent. With this business geitgh
performance, high results which are indication raivgh.

iii)  Motivation to employees: Growth strategy generates higher
performance and it enables the firm to motivate leyges with
monetary and non-monetary incentives.

iv)  Customer satisfaction:Growth strategy enables the firm to give
more satisfaction by providing good quality producat
reasonable price.

V) Corporate image: Corporate image means creating good image
of the organization in the minds of the all stakdhos. This will
be made possible only with growth strategies of fihm as it
gives quality goods to people, good return to itmedair wages
and salaries to employees with its increased volohaaitput and
enhance performance.

Vi) Economies of scaleDue to growth strategy there is increase
demand to a products which results in large scatelyztion,
which in turn brings economies of large scale. dtyrbe in saving
labour cost or material cost.

vii)  Efficiency: Efficiency is the ratio of returns to costs. Due t
growth strategy there is innovation, up gradatiériechnology,
training and development of employees and reseact
development all these leads to improvement in dutpod
reduction in cost and increases profit.

vii)  Optimum use of resources:Due to growth strategy there is
increased demand to a product. This leads to |agae
production and distribution. Therefore the firm camnake
optimum use of resources.

vii) Expansion of business: The growth strategy facilitates
expansion to business unit. Because the performainbasiness
units improves in terms of sales, market share pmafit.
Therefore, the business unit can move from its lldeael
function to national or international level.
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IX) Minimize risk: Due to the expansion of business there is change
in term of product sales, market areas. In thisecé business
suffers a loss in one product or market then itl vioie
compensated in another market or product. Therefohe
business will be minimize the risk.

Expansion strategies are also classified into thram categories:

Market penetration: This entails gaining a larger portion of the
already-existing market via strategies includingeatising, TV program
sponsorship, price reductions, and other promaotidhs clients of tour
providers are familiar with many of these.

Product development:This typically involves creating new products or
expanding an existing product range. A travel agenght choose to
provide all-inclusive vacations, cruises, etc. ddiéion to the standard
hotel deals. Offering banking services to makegier for customers to
pay for vacations or sell products like beach tewaid bags is another
development that is becoming more and more frequent

Market expansion: This focuses on creating new markets for already-
existing products and frequently entails doing scaovorldwide scale.
Free trade agreements and the accessibility ofrefec communication
over the internet are making this strategy simpler.

Through horizontal integration, where a firm stavéo expand its
product range through a merger with or acquisiGbanother company,
we can see a mix of product and market developnidms. strategy has
been adopted by all of the major tour operatorBraaden their appeal
to a wider spectrum of customers.

2.5.3 Diversification Strategy

Diversification is one type of internal growth s&gy. It is changing
product or business line. In this case businessrennto in the new
business service or product which is extensionxudtiag activity or
there could be a substantial difference in skilchtelogy and
knowledge. There are certain reasons because opammgmgo for
diversification.

The reasons are as under:
a. Spreading of risk: Diversification enables to spread the risk. In
this the business operates in a different markdtsrevin one

market business suffer a loss, that can be compsehsa other
market and the levels of profit will be maintained.
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b. Improves corporate image:Corporate image is creating mental
picture of the company in the peoples mind. Throubk
diversification company as changes products andwladge
gives better quality product and services with \Whit creates
positive impact on peoples mind.

C. Face competition effectively: Due to the diversification
company introduce wide range of products and sesvid his
enables company to maintain it's a sale in the etark

d. Utilization of resources:Diversification enables company to use
the resources optimally as it has excess capaatyufacturing.
If faciliies managerial man power and other resesr to
production department and other activities.

e. Economies of scaleDiversification brings economies of scale
especially in the area of diversification. The camp can
combine the distribution old product as well as m@aducts with
the help of same distribution chain.

—

Customer satisfaction: When the company entered into new
business it assured to give qualitative productgoal services.
This leads to customer’s satisfaction.

g. Synergistic advantagesSynergistic advantages are those which
are gained by putting little bit improvement in th@me product
or process which are related to old product anch gaaw
products. This will be easily attained in diversiiion.

There are four major types of diversification kncags

) Vertical diversification: Vertical diversification is the extension
of current business activities. Such extensiorofiswo types
known as:

a) Backward diversification: It is a diversification where company
moves one step back from the current line of lassnfor
example cupboard manufacturing unit enter inte i raw
material supply unit (Color and Hardware)

b) Forward diversification: In this case company enters into the
activity which is extension of its current busiedsr example
cloth manufacturer enter into garment manufactgurin

1)) Horizontal diversification: In this case company enters into a
new business which is very closely related witkstaxg line of
business and it is with the help of the same teldgy and the
market. For example gent's garments manufacturter ento
ladies garments manufacturing.
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[ll)  Concentric diversification: In this new business is linked to the
existing business which is indirectly related. lesample a car
seller may start finance company to increasedies s

IV)  Conglomerate diversification: In this type of diversification, the
attempt is made to diversify the present markeproduct in a
totally new product of market. There is a no lig&eébetween old
and a new business. For example Transport opezatered into
furniture manufacturing.

Self-Assessment Exercises 3

1. The term expansion strategy is also referred to
AS.ii i,
2. The expansion strategy is divided into ................. and

19

Tour operations employ a variety of strategiesluicg expansion and
diversification methods, as well as industry-specifsues that may
influence strategic choices. Consequently, thegkyperformance will
improve when the aforementioned strategies areleappd the tourism
sector.

M

GIZ (2020). The tourism value chain. Analysis amactical approaches
for development cooperation projects. Deutsche zBebalft fur
Internationale Zusammenarbeit (GIZ) GmbH, BonnP@§4

2.6 Summary

2.7 References, Further ReadingsandWeb Sources

Welukar, R., Chandra, N., Harichandan, D. (2014)rat8gic
management |. Institute of Distance and Open Legtni
University of Mumbai, Vidyanagari, Mumbai. 150 Pp.
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Ll:: 2.9 Possible Answers to SAEs

Self-Assessment Exercises |

1. Destination management companies (DMCs)
2. A manufacturer of a tourism product
3. 79.3 percent

Self-Assessment Exercises 2

1. A tool to diagnose and develop solutions to strieagt
competitive advantage

2. Primary and support

3. Through partnerships by competing in linked indestrwith
coordinated value chains

Self-Assessment Exercises 3

1. Growth strategy

2. Internal growth strategy and external growth state

3. Vertical, horizontal, concentric, and conglomerditeersification
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Unit 3 MANAGING TOURISM DISTRIBUTION
Unit Structure

3.1 Introduction
3.2 Learning Outcomes
3.3  Problems in Relation to the Distribution of Tist Services
3.4  The Role of Information in Tourism Distribution
3.5 Intermediaries in Tourism
3.6  Channel Management Issues
3.6.1 Channel Design
3.6.2 Member Selection
3.6.3 The Management of Conflict
3.6.4 Evaluating Member Performance
3.6.5 Power in Distribution Channels
3.6.6 Formulating Channel Strategy
3.6.7 Motivating Channel Members
3.6.8 Coordinating Channel Strategy with Chahhembers
3.7 Industry Restructuring and its Effect on th@anagement of
Distribution
3.7.1 Integration and Consolidation
3.7.2 The growth of Electronic Media
3.7.3 Internationalization
3.7.4 Management Implications
3.7.5 Value-chain Approaches
3.7.6 Outsourcing Distribution in the Airline Instay
3.7.7 Managing Hotel Reservations Systems
3.7.8 Managing the Costs of Distribution
3.7.9 Commission Capping
3.8  Summary
3.9 References, Further Readings, and Welbc8sur
3.10 Possible Answers to Self-Assessment Exercises

@3.1 Introduction

Distribution, which refers to the entire procesgded to get a product
from its place of production to its point of congution, is a crucial
component of the marketing mix. A distribution chahor middlemen
are typically required because a good or servicenaabe delivered
directly to the consumer. Because industrial itewlate to physical
characteristics and are tangible, as opposed tantaagible tourism
products, the distribution process is reversed. ratent years,
administrative decision-making has placed a famageemphasis on
distribution. This has been influenced in part bg profitability and
competitiveness that this field of marketing canveha Indeed,
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distribution has evolved into a crucial component sirategic
management for many tourism-related organizatidhs. tourist system
as a whole depends on distribution. The distrilbufienction links the
supply and demand of tourism by delivering messages services to
the travel industry.

The reasons for the importance of successful toudistribution are as
follow:

1) Narrow profit margins: Many tourism businesses make only
small profits yet distribution costs can be high.

2) Highly competitive sectors: Several sectors of the tourism
industry are highly competitive and distributioashbecome an
area of competitive advantage for some companies.

3) Intermediary power: Intermediaries can have a powerful
influence over consumers and their decision-maksw where
middlemen are used, careful management of thischspf the
marketing mix is important.

4) The global market place:The challenges posed by the global
market place offer further incentives to managstritiution
appropriately. With new and often desperate markabw
available, tourism marketers need to considerce¥ie way of
reaching them.

5) Perishability of the product: A more traditional reason for the
importance of successful management of the digtab function
relates to the perishability of the tourism pradwnd the
associated requirement to remove an excess ‘staickhe last
minute.

6) Information intensity: Tourism is highly dependent on
information provision to aid the decision-makinggess for the
consumers and this partly helps to overcome diltiies
stemming from the intangibility of the product.

@IB.Z Learning Outcomes

Having completed this unit, you should be able to:

. identify the particular problems in relation to thistribution of
tourism products and the major issues confrontingrism
managers in relation to distribution

. recognise how change within the tourism industryd ats
environment has impacted upon tourism distribution
. appreciate ways in which appropriate distributibarmels can be

selected and managed more effectively.
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3.3 Problems in Relation to the Distribution of
Tourism Services

Tourism services or products have peculiar or umicharacteristics that
differentiate them from other services. The disttibn of tourism

services could be aided or impeded by these claarstots. The

characteristics are:

) Intangible: When a tourism product is purchased, the consuioes

not receive a tangible product. Rather, it is aviserthat is offered for
consumption. It is impossible to see, feel or tasteism products prior
to the purchase. As a result, tourism marketersoéien portrayed as
being challenged with selling ‘dreams’. While thapplies to some
tourism products more than others, it leads taaliffies as it is merely
information about tourism services that can berithsted in advance of
participation in the service delivery.

II) Highly Perishable: Tourism product is perishable when it is not
consumed at the time and point that it is provideet us say, for
example, that a bus tour from Ibadan to Lagos igeNa has been
arranged and tickets have been sold out. If a pgesds unable to be
present on time to board the bus, the product IpesisThat particular
product cannot be consumed again. It is lost. Snyil if a tourist books

a hotel at Lekki in Lagos but for some strangearas not able to sleep
in that room on the said date, that service is ldsthas to pay again to
get another room on another day.

[I) No ownership: The ownership of a tourism product is not
transferable to the consumer. The consumer onlysawe right to use
the product because he has paid for it for a peedwhed period of time
or days. If a tourist pays for a hotel room, hesloe has the right to use
the room for the days that he or she paid for. rAtti@t he or she must
vacate the room or pay for additional days if heloe wants to prolong
the stay. The hotel continues to belong to the ownen if it is booked
and paid for. Ownership does not transfer to tinkerebecause he or she
has paid for the room.

IV) Inseparability: Another feature of tourism product is that it cann
be separated from the provider, that is, it is pasable. If a tourist
enters a restaurant and orders food or drink, gmegm who is bringing
the food or drink cannot separate him or herselifthe food or drink
being brought to the customer. The service provael the service
itself are conjoined
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V) Expensive and high-risk product: For many consumers, holidays
represent a costly purchase with financial riskadted to their
consumption. There is also inherent risk in purcigaga product that is
not possible to see in advance, let alone try Dhis is clearly linked to
the intangibility factor described above.

VI) Heterogeneous:In tourism, tourists make use of several services,
including transport, hotels, restaurants, car tep@and many types of
indoor and outdoor recreational activities. Howeveshat a tourist
experiences at one place is not similar to theexperienced at another
place. Even in the same restaurant, since thenmang servers, the way
one customer is served may not be the same as dlyeanother is
served. The element of the human factor createiffexrethce between
one product and the other. Two different bus congsacould transport
tourists to the same destination but the touristsllev have different
stories to tell just because the drivers are dbffier

VII) Immovability: Another feature of tourist product is immovability
A tourist attraction such as a waterfall, mountémach, flora and fauna
cannot be moved from where it is originally locatedanother place.
Heritage sites have to remain where they are bectha is how the
tourist will enjoy and have value for his money. i$t practically
impossible to move a hotel or restaurant from whers to another
place without destroying the edifice.

VIII) No stock holding/display by middlemen: Travel agents and
other middlemen do not purchase stock. Only infaimmais provided at

the point of purchase. The risk remains with thedpcer rather than the
distributor. The only display that is possiblehattof brochures or other
information relating to the product.

IX) Largely Psychological in Attraction: The tourism products are
largely psychological in their attractions sinceemha tourist buys a
package tour abroad, he buys more than a simplectoh of services,
i.e. aircraft seat, hotel room, three meals inyg daportunity to sot on a
sunny beach. In addition, he also buys the tempauge of a strange
environment, novel geographical features, troplaadscapes, culture
and heritage of the region and other intangiblesbien

X) Customer participation: In the tourism industry, the customer by
all means would have to partake in the deliveryth® service being
offered, otherwise, the service delivery would mdwe complete. In the
industry, a product is being sold and a produtteisilg consumed; there
is no way this can happen without the customerirggtinvolved. A
tourist must be on a bus otherwise the servicetidaing consumed. If
one pays for a hotel or a hotel is booked on agmésdehalf, the person
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must of necessity sleep in the hotel room for thhedpct to be
consumed.

Self-Assessment Exercises 1

1. Tourism services or products have peculiar or umiqu
characteristics that differentiate them from otbenvices. True of]
False?

2. Which of these is not a characteristic of tourignviges? a.
Intangible b. Highly perishable c. Highly effictend.
Heterogeneous

3.4 The Role of Information in Tourism Distribution

Tourism activity is of strategic importance for auatry’s cultural,
economic and social development, and constituté®ih emerging and
developing nations and/or regions a privilegeddfief revenue. It is an
activity with intensive information production ameéeds, which need a
huge amount of communication technology to keep dbeelopment
sustainable and at the same time economically eidfd have access to
the most important information in real-time is alfdwe primordial
element among the various actors in the value abfdinis business.

In tourism distribution, information management s efficient and
effective, since it must provide points of sale autess facilities to
tourists, allowing for immediate reservation andrgmase; the
distribution and display of information about tréssethrough the
publication and dissemination of brochures, and #mswering of
questions posed by customers; provide assistarcc@dirice to tourists
through the planning of itineraries and presentatad products at
destinations; organize transport between the dirpod the hotels
designated for transfers, provide complementarywises, such as
insurance, passports or visas; provision of margeinformation to
suppliers and other entities; sales management pamdhase travel
opportunities, among other functions.

The efficient management of information in touridmtribution is only
possible through the introduction of systems thédwafor a quick
establishment of a vast information network betwedle various
stakeholders, due to the increased number of ttlpsr nature and
complexity and the variety of relationships thatimplies. These
systems, designated as Information Systems (IS)st nmave the
capabilities to store, manage and present infoonatccording to the
needs of each actor in the tourism activity andtmpusvide competitive
advantages for all decision makers involved in #t®nomic sector,
from tourists to tourism organizations. Today tleg of fundamental
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importance for the tourism industry, which pernthe management of
all electronic distribution channels. These disttibn channels help
hoteliers to position their hotel or hotel chairthe front of the demand
channels and enables electronic consumers to mek&gomic booking
quicker and at lower costs. With the emergenceCdt, Ithe Computer
Reservation System (CRS) also appeared. Its manctiin is to
facilitate organisations’ inventory management smchake it accessible
to its partners in the tourism distribution chann&he technology
associated with these information systems is pilynar database with
features that enable the management, storage, ssinge and
communication of information belonging to a par&usector, such as,
for example, airlines and hotel chains. Manageméntformation flow
is thus a crucial aspect of tourism distribution.

Self-Assessment Exercises 2

1. The main function of Computer Reservation System is

2. Management of information flow is a critical aspett

35 Intermediaries in Tourism

The tourism industry has traditionally been charazed by its use of
intermediaries. Tourism intermediation is a bussnexctivity that

consists of mediating in the sale and organizatibtourism services.
This activity includes organizing and marketing keged trips, one-day
tours, selling tickets, booking seats on all meaihsansportation, and
booking or contracting tourist accommodation, irdiidn to booking

services and activities offered by tourism compsniéourism

intermediaries are distribution agents that paét? in a tourism-
product sales process from its creation until threetit is consumed by
final clients. Most intermediaries are wholesaldmr operators, bed
banks, booking centres, DMCs and OTAs (online fraagencies).

Specifically, tourism intermediaries have been gatised into

following types: travel agencies, wholesalers, ilets, inbound tour
group operators, outbound group operators, corpoddient travel

agencies, and sightseeing tour companies.

Travel agents have long been the friendly facera¥el distribution.
Despite the dominance in the past of travel agestaniddlemen to
tourism business, other type of intermediary halso® a&ome to be
associated with the industry, for example hotelketng and booking
schemes, travel clubs, incentive travel organinatioand sales
representatives. More recent developments havadadithe ICTs such
as the internet, computerized reservations systgRsS) and global
distribution systems (GDS). Taken together, thegmeasent a greatly

33



TSM244 TOURISTSSITES, PRODUCTSAND OPERATIONSII

increased choice of distributive methods than waslable in the not so
distance past. There are, however, problems asedarth the use of
middlemen. Controlling distribution, for exampl@shbeen a major issue
for principals in the tourism industry. The more arganization uses
intermediaries and the more distance these are tlierorganization, the
more difficult it can be to control them. Cost issthave also emerged as
some principals within the tourism industry haveoadd a low-cost
strategy and shown a preference for direct saleg fale made without
the use of intermediary service can be said to diecat sale).

Table 3: Types of intermediaries in tourism

Intermediaries Description
Travel Appointed representatives such as tourism setvice
agencies suppliers or wholesalers are authorized to [sell

customers a series of tourism-related products and
services such as airline tickets, cruise lineriser
hotel rooms, car rentals and train tickets etc.iiThe
role is to provide guests with relevant tourism
consultant services, book travel products |on
behalf of customers and provide special servjces
for customers in accordance with their needs |etc.
Their income is mainly derived from agency
commissions.

—+

Travel agencies can be divided into inbound
travel agencies and outbound travel ager

Wholesalers Wholesalers buy large volumes of prsdat a
relatively low price from tourism service
suppliers such as transport companies, hotels and
tourist attractions, and then sell them to tourism
retailers that then sell to the retail market. They

:

won't normally sell travel products directly t
the general public. However, some power
travel agencies will also establish retail
departments to sell these products directly |to

customers. There are also some wholesalers that
are operated by a number of airlines and chgin

hotels, and promote package tours put together
from their own product

Retailers Retailers order large volumes of varidiierent
types of travel products from tourism servjce

suppliers or wholesalers such as transport
company, hotel and tourist attraction products and
services, then design and combine these
individual products and add in their own services
such as tour guide services ¢ turning them intc
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packaged travel products, which are then sol
customers.

They differ from wholesalers in that they w
open branches in each district as their s
channels and arrange for attractive tra
brochures to be printed and produced, then g
to customer:

Inbound
group operators

tour

Inbound tour groups are normally domestica
(locally) operated tour groups that specialize
looking after individual tourists or tour grou
when they arrive at a local destination. Tk
provide services to all sorts of tour grou
(including  sightseeing  groups) on
individualized or group basis, or provide tg
guides.

In addition, various types of promotion
pamphlets for local tour groups will be display
at the service desk in tlobby of hotels

Outbound
group operators

tour

Outbound tour groups will take locals to anot
city or country and provide travel products st
as transport, accommodation and tickets to to
attractions. Generally speaking, this type
intermediary will regularly organize groups
take people from Nigeria all over the wor
wherein they will be accompanied by a gra
leader or tour guide from the very st

Corporate
travel agencies

client

This type of travel agency mainly caters

business or corporate clients rather than

general public. This kind of client often trave
for meetings or exchanges, or to discuss busi
etc. This type of client’s travel mode involves
lot of flying, usually requiring late bookings ar
short stays.

Most companies appoint one travel agency
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arrange all air tickets for business tri
undertaken by their staff. Some companies

have staff with extensive travel requirements h
independent travel departments that handle tr
arrangements and provide other special serv
such as applying for travel documentation 3
visas etc

Sightseeing
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tourist attraction visits and entertainment
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customers, and will also provide services such as
tour guides, transport and catering.

The relevant services will either be sold directly
to customers or provided to customers |via
different tourism retail channels such as inbound
tour group operators, travel agencies or hotels,
etc

Self-Assessment Exercises 3

1. Define tourism intermediaries
2. Mention 7 types of tourism intermediaries

3.6 Channel Management Issues

Channel management refers to the different metbbd®mmunication
businesses use to promote and distribute theirustedand services to
the public market. In advertising, businesses hs@iel management to
publicize marketing campaigns through mediums Tikecommercials,
social and digital media advertisements, radio og and print media,
such as newspapers and magazines. These platfoake op the
channels that companies use to communicate theunlupts to their
target market. In addition to channel managememt rfarketing,
companies use channel management for producthdistn. Product
distribution refers to the processes by which airtass delivers its
products and services to its customers. In ternchahnel management,
organizations establish partnerships with thirdypazompanies like
agents, vendors, manufacturers, wholesalers aaderst which make
products available for public purchase. The chanmmhagement needs
of a company depends on its size and structureuginbss that sells
products directly to its customers may not have @mnnels to manage,
but a business with extensive marketing needs #tdbdition chains
may have many.

A channel manager is anyone involved in makingritistion channel

decisions, regardless of his/her job title. Chamna@&hagement comprises
eight decision areas or issues: (1) designing niakechannels, (2)

selecting channel members, (3) managing channdlicto4) assessing

channel member performance, (5) power in distrdsutchannel, (6)

formulating channel strategy, (7) motivating chdmrmembers, and (7)

coordinating channel strategy with channel membalsseven areas

are critical to superior market performance andgiterm customer

loyalty.
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A distribution channel is considered to be a vehitiat is utilised to
make a product or service available to the consuifilee concept of
distribution channels is not limited to the distrilon of physical goods.
Tourism services require simultaneous productiod aansumption,

meaning the product is not normally ‘moved’ to thensumer. A

tourism distribution channel may be defined astal ®ystem of linkages
between actual and potential tourists and the sensplDistribution in

tourism is transfer of tour and related facilitie@m supplier to tourists
through a system. Distribution channel is usedridirect selling and it
involves all those who are providing the producnirthe supplier to
tourist. The distribution system consists of conetsn online travel
agents, web-able corporate travel agents, web-&le operators,
Global Distribution System (GDS) incoming traveleats, switches,
destination marketing organizations (DMOs), webwser, other search
engines, suppliers website and meta-search engines.

Basically, there are two major types of distribatiohannels that are
used in tourism: direct and indirect distributiohaanels. A direct
distribution channel allows consumers to buy arire goods directly
from the manufacturer. An indirect channel movesdpcts from the
manufacturer through various intermediaries forivéey to the

consumer.

Direct Distribution: A direct distribution channe$ organized and
managed by a company that sells directly to conssinbe such a case,
the company keeps all aspects of delivery in-hdusstead of using

vendors) and is solely responsible for ensuring thestomers receive
their purchases successfully. Direct channels requbre work and can
be more expensive to set up. In fact, they mayirecgnificant capital

investment. Warehouses, logistics systems, truaks, delivery staff

must be put into place. However, once that's dtreedirect channel is
likely to be shorter, less involved and less cogstign an indirect

channel. A direct channel between a company ancugtomers may be
a smart way to build and secure customer relatipesBy managing all

aspects of the distribution channel, manufacturetain more control

over how goods are delivered. They can cut oufimehcies, add new
services, and set prices.

Indirect Distribution: An indirect distribution chael involves

intermediaries that perform a company's distributienctions. Indirect
distribution frees the manufacturer from certaimartstp costs and
responsibilities that can cut into the time it neéd spend on running
the business. Plus, with the right vendor relatigps it can be much
simpler to manage than a direct distribution chanttecan give a

company welcome support and distribution expettist the company
may not have. However, indirect distribution casoahdd new layers of
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cost and bureaucracy which can increase costset@wdahsumer, slow
down delivery, and take control out of the manufests hands.

SUPPLIERS
Airlines, Cruise Lines, Railways, Hotels,
Other Lodging Companies, Rent-a-car, Attraction Centers,
Events, Restaurant etc.

DIRECT |
ONLINE

; ONLINE OFFLINE |
s 5| -online - Global 4

il & | Distribution Distribution
E e:: pmh;nes 3| Database Systems OFFLINE

Z| (oDD) (GDS- Amadeus, Galileo Incoming Tour Opetarors
OFFLINE - Extranet Worldspan, Sabre.) \ / Travel Agencies
Walk-in
By phone
i —
FINAL CONSUMERS
Individuals, Groups, Corporate

Figure 6: Travel & Tourism Distribution Channels
Source: Kracht and Wang, 2010.
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Figure 7: Structure of Tourism Distribution Charmel
Source: Kracht and Wang, 2010.
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3.6.1 Designing Channels

Channel design refers to the development of newnrodla or the
modification of existing channel structures. Mankgtchannels must be
aligned with the firm’s overall objectives and cagtipve strategy.
Devising the structure or “architecture” of theamketing channel
system entails four key channel design dimensi@)saumber of levels
in the channel, i.e., the number of intermediaryele between the
manufacturer and ultimate users, (b) intensityhatutarious levels, i.e.,
the number of intermediaries at each level, (cesypf intermediaries,
i.e., particular kinds of middlemen, and (d) numlbérchannels, viz.,
single, dual, or multiple marketing channels. Taeefjoing dimensions
typically produce a number of possible channelradtBves. These
alternatives must be evaluated in light of an aohyariables, such as
served markets, product types, and germane enveotah and
behavioral factors. Analyzing the channel altersatan be extremely
complex because several approaches and quantitatels may be
utilized in identifying and then implementing theptional channel
structure.

3.6.2 Selecting Channel Members

Once the marketing channel has been designed, eharembers are
selected to represent a firm and resell its pradtetfinal customers.
Initially, prospective channel members are found assessed for “fit.”

To do this, a prospective channel member’s credisnfie.g., credit
history, reputation, number of product lines, markeverage, and
number of salespeople) need to be examined forraengy with the

manufacturer’'s marketing objectives. Ultimatelye throducer secures
and converts prospects to formal channel membersfteying them

various motivational inducements.

3.6.3 The Management of Conflict

Marketing channels can be viewed as social syst@fhisenced by
behavioural dynamics (such as channel conflict) din@ associated with
all social systems. Conflict between different eigations within the
distribution chain can occur. Indeed, a degree afflct is almost
inevitable where intermediaries are used, and rieisessary to manage
this in an appropriate manner. Conflict in markgtohannels, refers to
goal-impeding behaviour by one or more channel memblrhus, when
one channel member takes actions that another ehgrarticipant
believes will reduce its ability to achieve its etijves, conflict is
present. As conflict can have an adverse effectcloannel member
performance, channel managers must make conscifartsseo detect
and resolve it.
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3.6.4 Evaluating Member Performance

Channel member performance represents the degreehitch the

channel member engages in behaviour that contslioténe fulfillment

of the channel leader’'s objectives. Firms have teconcreasingly
reliant upon channel members for the efficient aerffective

performance of marketing functions. Moreover, el of performance
attained by channel members is pivotal for a firn@shieving a
competitive advantage. Thus, by assaying the pedoce of channel
members, manufacturers can discern how successfylltave been in
implementing channel strategies as well as achgetheir distribution

objectives. The investigation of performance meas@nts by some
tour operators, for example, has led to a withdtawh certain

companies’ brochures from particular travel agentshelves.
Organizations must ensure that the evaluationr@ithey select (e.g.,
selling skills and attitude) are suite to the oigation’s needs.

3.6.5 Power in Distribution Channels

Power is the ability of one channel member (A) & gnother channel
member (B) to do something it otherwise would retédrdone. Power is
the potential for influence. It can cause great agenbecause it can
force another channel to generate some value, witlgnanting it
equitable compensation for that effort. But caro akspresent potential
for influence, great benefits can be achieved tijinats judicious use, to
drive a channel toward more efficient, more cocatkd operations. The
five most common and important power bases are:

) Reward power, based on B’s perception that A hasatility to
bestow rewards on him;

1)} Coercive power, based on B’s perception that Athasability to
mete out punishments on him;

[l) Legitimate power, based on the perception by B thdias a
legitimate right to prescribe behaviour for him.

IV) Referent power, based on B’s identification with A.

V) Expert power, based on the perception that A hasesspecial
knowledge or expertise.

3.6.6 Formulating Channel Strategy

Channel strategy refers to the broad set of priesipy which a firm
seeks to achieve its distribution objectives. Ituges on devising
channel tactics pertaining to issues such as the that distribution
should play in the firm’s overall corporate objges and strategies, the
role distribution should play in the firm’s markagi objectives and
strategies, and the congruency that exists betwkannel strategy and
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the marketing mix. Locating new markets in whick firm’s products
can be marketed and suggesting new technologies dlia make
marketing channels more efficient are examples lenoel strategy
decisions.

3.6.7 Motivating Channel Members

As independent institutions, channel members ateunder the direct
control of the firms they represent; as a reshitytdo not automatically
cooperate and comply with manufacturer requestss,Tiroducers need
to take administrative actions to secure channdérmmediaries’

cooperation as well as to maintain and improve phheffectiveness.
So, motivating channel members plays a stratede. 1o essence, a
manufacturer devises various motivational programsiduce channel
intermediaries to exert higher levels of efforserving the firm’s target
market. Some motivational strategies commonly Usefirms to induce

channel member cooperation include paying highstisg allowances,

offering higher trade discounts, providing strongvertising and

promotional support, training channel members’ saeple, and
offering superior logistical support.

3.6.8 Coordinating Channel Strategy

Marketing channels have conventionally been vieasd network of
dissimilar but interdependent institutions that dnaoalesced together
for purposes of trade. Marketing channel schola@veh long
promulgated the need for coordinating and integgathannel activities
with other departments of a firm. Coordination miaterorganizational
setting of marketing channels includes relayingoinfation on new
channel policies or communicating the launch ofesapromotion
programs to its channel members. Such efforts adenaken to ensure
that all channel participants are cognizant of tmanufacturer’s
marketing activities with respect to channel membddespite the
differing goals of independent channel participantsordination of the
channel is necessary to reduce the redundancy K eftort and the
inefficient allocation of distribution tasks amocigannel members.

Self-Assessment Exercises 4

1. What is distribution in tourism
2. What is a distribution channel?
3. The two types of distribution channels used inismar
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3.7 Industry Restructuring and its Effect on the
Management of Distribution

Restructuring can be defined as the most crucighodeto redesign the
organization, and to focus on re-configuring th@amizational units
(specifically the large units). Restructuring résuin increasing the
operating efficiency and cost saving. However, I#goamay result in
negative outcomes such as demoralization and trgzatian of
employees. Due to restructuring, employees’ comeminiowards the
organization maybe affected. There are many passilpplications that
may affect them financially and non-financially. Tiee employees, this
strategy may include additional costs on relocatotranges in the mode
of commuting, new job scope and responsibilitiesquiring of new
skills, learning of new organizational cultures dahd impact on family
matters.

A great deal of change has been occurring in theisim distribution

environment and reasons for this include: Incredeseels of integration
leading to consolidation in the industry and digetr ownership profiles
(i.e., acquisitions, networks, mergers, consor&yponential growth in
the use of electronic media; and the fact thatisourorganizations are
becoming more international. These factors all ptona restructuring
within the tourism industry in recent years. Thestgon continues with a
brief consideration of management implicationswfhschanges.

3.7.1 Integration and Consolidation

In tourism industry, the process of merging isexlintegration. There
are two types of integration:

Horizontal Integration, where businesses at the same level in the chain
of distribution merge together or are purchasedabgther. There are
many reasons that a company in the tourism indusi@y choose to
integrate horizontally, such as:

When the industry is growing

When merges allows better value for money to beeaed

When competitors lack expertise

When the company can manage the operations of tiggerb
organisation efficiently, after the integration

Vertical Integration, where a business at one point on the chain of
distribution purchases or acquires a businessagreer or lower level of
the chain of distribution. An objective of verticaitegration has long
been to control distribution. Many companies chodse opt for
integration to allow for total control of all aspeof their business. This
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may include the manufacturing of their productdirithrough to sales,
for example.

Both integrations can help the companies increasg economies of
scales. Horizontally integration can improve therket share by
merging with small tour operators.

The consolidation stage means full developmenheftourist function

in a given area. This is characterized by a deergathe growth rate of
the number of tourists, and tourism becomes therraga of the local
economy. Next, the separation of therapeutic andidb functions

(health resorts, hotels, restaurants) from sociattions (for example,
households) takes place in the city space. Atterapgsmade to extend
the tourist season and expand the territory in white services are
rendered. Antagonism on the part of locals camaifg, along with an

intensification of obstacles to carrying out busmeln consolidation
stage some good part of the destination are manag#ue foreign tour

operators only. In this stage almost all nativestha& destination are
engaged in any kind of tourist activity.

3.7.2 The Growth of Electronic Media

Electronics media are media that use electronicslestromechanical
device to access the content. The electronics mmaaliaonly provides
access to information where people view or listendigital video,
photographs, music and stories but also allows lpetmpproduce and
disseminate their creative materials to mass aad&nrhe development
of Information and Communication Technologies (IETHas
dramatically transformed the tourism industry. A tactical level, ICTs
enabled e- commerce and helped tourism organisatimaximise
efficiency and effectiveness whereas at the stiateyel, ICTs have
helped to restructure the travel and tourism val@in as well as the
relationships between tourism organisations andr teakeholders.
Modern travellers are exigent and constantly indneé information
during the entire process of travel. Informatiorthe lifeblood of the
tourism industry, and the uses of ICTs have alwagged a critical role
in distribution and management. It's from the depehent of Computer
Reservation Systems (CRSs) in the 1970s to the abIDisstribution
Systems (GDSs) in the 1980s until the advent ofltiiernet in early
1990s, the tourism industry has always been cotgtbwith the rise of
new developments that posed as both opportunitidschallenges. The
tourism industry became one of the leaders in g8eeaf the Internet as
this new tool was enabling them to communicateleasid effectively
with their existing and potential customers. EvAhynost all the tourism
organizations have developed their own websiteaytodnd many have
gone through the evolution from a simple ‘electedmiochure’ to highly
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interactive systems that supported reservatiorssckeand even virtual
tours; importantly, the website had become the arymand in many
circumstances, the only) source of contact witlepoal visitors.

3.7.3 Internationalization

Internationalization processes have resulted inifsigint changes on the
supply side in many fields of the economy and dmeadiy in tourism.
Particularly in the tourism industry, the interioalization of business
activities can be viewed as a constitutive momerihe entrepreneurial
identity of a company because in many respects;istouembodies
internationalization par excellence. Hence, noy aulpply and demand
are internationalized to the greatest possible nexteut the services
provided are per se increasingly based on the ow@ng of boundaries
(here, innovative technologies in transport and momication play an
essential role because they cause space and tisheié).

In the past decade, there has been a significafit telwards cross-
border operations in the travel distribution indystMergers and
acquisitions have been greatly responsible foirtternationalization of
the industry. Dominant international groups havihexi emerged or
consolidated their positions within Europe whereteninational
expansion of the major tour operators has beent.geahe UK, for
example, Thompson Travel Group, which has long eemain player
in the industry, is now under German ownership.sTt¢hange in the
industry has in part been fuelled by the largeraizations outgrowing
their domestic markets.

3.7.4 Management Implications

While certain consequences of the altered disinbuénvironment are
problems that all organizations must deal witheothare unique to the
tourism industry. The establishment of sustainaldlempetitive
advantage, the acquisition of new skills, and itmest in technology
are among the management problems facing travekelsp the
traditional intermediaries. Since travel agents/ @asignificant role in
the tourist marketing system, it is important foarketers to understand
the variables that may affect travel agency recontatons.

3.7.5 Value Chain Approaches

The term ‘value chain’ describes the linear proadsseating a product
or service. Actors in the value chain are linkethwhe value chains of
suppliers, who support the value creation procgsmeans of various
products and services. Value creation system’ applo a complex
system with cross-links between actors at vari@vels of the value
chain. The term ‘value chain’ covers a range died#nt content matter.
On the one hand, it encompasses the value creattmess of products
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or services, and on the other, a management apgpribeat helps to
systematically achieve strategic objectives. Adduadue is a process
that covers the entire creation of a product, fram material extraction
to consumption by end customers. Ideally in factontinues beyond
this to include the recycling, upgrading or reugeaoproduct. The
concept of a value chain was first introduced byrtd?o (1985),

according to whom “every firm is a collection oftigties that are

performed to design, produce, market, deliver, suqgport its product”.
The integration of these activities generates prfafi the firm and

creates value for customers in the form of a valoain. This can be
used at the micro level to trace the key sourca bfm’s competitive

advantage.

With the division of labour and specialization ofifs, value is created
not only by the firm itself but also by differentropanies located across
different areas or even countries. Consequenthadidition to Porter’'s
micro value chain, the concept of the macro valbairc has also
emerged. The macro value chain involves the fulgeaof value-added
activities required to bring a product or serviceni the conception or
design stage, through the different phases of mtozhy delivery to the
ultimate consumers, and then to final disposalemycling after use.
Players in the macro value chain are bundled tegdth co-create and
co-deliver use value to customers. At the same,timth sales of use
value, players seek to capture the exchange valdgenerate profit for
themselves if this exceeds the collective costpafforming all the
required activities. Instead of firm-specific adirs, the concept of a
macro value chain has been applied mainly to imgusttivities, with
much interest in the relationships between diffesartors participating
in the value chain.

The tourism value chain represents the procesalaévadding activities
when creating the tourism product, e.g. a hiking. tThese services
taken together form the first level of the valueaioh Individuals,
organizations, and firms involved in the tourisrdustry can be seen as
nodes in a tourism value chain, collaborating teEate and co-deliver
sustained value for tourists and at the same tiereeigiting profits for
themselves. Although, it is difficult to profilelahe actors along a value
chain, a typology may be beneficial in understagdits different
components. Generally speaking, actors along astowalue chain can
be categorized into four tiers: planners or deswgé the basic tourism
product, suppliers of products and services, tauiistermediaries, and
tourists themselves. Figure 1 presents a simplifigmblogy of these
actors.
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Figure 8: A simplified typology of actors alonige tourism value
chain
Source: Songt al., 2013.

3.7.6  Outsourcing distribution in the Airline Industry

Today's competitive business environment has forceshpanies to
identify methods to improve efficiency. A commonlugmn is to

outsource certain nonstrategic business functidii® company thus
removes distractions and focuses managerial aiterdn operations
within the scope of its core competencies. Maninais are embracing
outsourcing as a method to control costs, improffieiencies, and

hopefully increase profitability. While airlines miinue to outsource
Outsourcing in the aviation industry has taken @laamarily in three

areas: outsourcing of assets ownership; aircraferagjpns; and
maintenance, repair and overhaul services. Becensst outsourced
functions are performed by the contracting compfmymany airlines,

with employees being paid relatively low salari@se would not expect
the employees to value their services to the aslinor would they
demonstrate loyalty and pride. Outsourcing someaifunctions, such
as baggage handling and cabin cleaning, appeam/®impacted levels
of service and passenger satisfaction. The inargadrend in

outsourcing has prompted the Federal Aviation Adstiation to

establish a program to monitor airline complianathwsafety standards
and regulations. However, several independent wevigave concluded
that oversight of aircraft repair stations is po@urrent regulations
require that airline-affiliated technicians be ®dbjto a pre-employment
background check, but foreign and domestic indepeihcdontractors are
not covered by these requirements. Additional sscaoncerns arise
from the fact that some foreign contractors arated in areas where
terrorist groups are known to operate. Airline sashBritish Airways
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have opted to outsource core systems, includingntory, in-house
reservations and departure control systems.

3.7.7 Managing Hotel Reservations Systems

A hotel is an establishment that provides lodgiagdpon a short-term
basis. A hotel reservation system is a softwareli@gdmwn that is
implemented by hotels to allow guests to createurgeconline
reservations. The rapid development and commezaiadn of
information and communication technologies (ICTa) the travel and
tourism industry has prompted hotels and otherrpnges in this sector
to increasingly adopt Hotel Reservations Systemse TCT based
products and processes help the hotels to enhameeoperating
efficiency, improve the service experience as wasglprovide a means to
access markets on a global basis.

The main function of the reservation process im#&ich room requests
with room availability. Below is the detailed preseof reservation:

a) Conduct the reservation inquiry

b) Determine room and rate availability
C) Create the reservation record

d) Confirm the reservation record

e) Maintain the reservation record

f) Produce reservation reports

There are two types of Hotel Reservations Systdtsaranteed and
Non-guaranteed Reservations.

Guaranteed reservation insures that the hotelhwidl a room for the
guest until a specific time following the guest&heduled arrival date
[i.e. Check-out time or start of the hotel's dayftsbr any time the
lodging property chooses]. On return, the guestl ghmrantee his/her
reservation of room unless reservation is propealycelled. In order to
guarantee a reservation, guests might opt for dnéh@® following
methods:

a) Prepayment guaranteed reservation

b) Credit card guaranteed reservation

C) Advance deposit or partial payment

d) Travel agent guaranteed reservation

e) Voucher or Miscellaneous Charge Order
f) Corporate guaranteed reservation
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Non-guaranteed Reservation: Insures that the hametes to hold a
room for the guest until a stated reservation déataan hour on the day
of arrival.

Guests can communicate their reservation inquirigserson, over the
telephone, via mail, through facsimile, telex, e#ma Moreover,
reservation inquiries can be made through a CeR&akrvation System.
While getting a reservation inquiry, the reservatgystem shall obtain
the following guest-related information:

a) Guest’'s name, address and telephone number
b) Company or travel agency name

C) Date of arrival and departure

d) Type and number of rooms requested

e) Desired room rate

f) Number of people in the group, if applicable

0) Method of payment and/or guarantee

h) Any other special requests

Most of the above mentioned information is usedrgate a reservation
record.

Customer System
/Guest Togs in to his £ System checks if the erfered e-
, 8 acoount L ' mail and password are comect
it's not valid
3 Guest picks room type, number of ‘-\ \
aduls/children, check-in and check-out dates )
| it's valid

A

=~

{ Customer decides if hewants "J

to confirm or search again J

System checks ifthe room type is available dunng
those days and calculates rates

denied

confirmed

-
r

reservation ismade

Figure 9: Hotel reservation system account reggisin activity diagram
3.7.8 Managing the Costs of Distribution

Distribution cost or the distribution expenses @&ne costs that a
company incurs to make its goods or services availto the end-users
or resellers.
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Distribution costs in the tourism industry are haid so reducing these
has necessarily become a key management concexreffiictiveness of
GDS at reaching the travel agent market, for exanis to be measure
against its high capital and transaction costs.cditor (2001) describes
the transaction cost of electronic distributionpasentially problematic
due to the number of intermediaries. A central mege@ns system
(CRS), a switch company and travel agent may fat#lia booking and
so wish to be compensated. EasyJet is one of deudnaes to manage
distribution costs effectively.

3.7.9 Commission Capping

One method for reducing the cost of distributiosasnmission capping.
The amount of pay and/or rate a representativereegive when they
close a contract is constrained by a sales comomissap, a sort of
compensation structure. As an illustration, you lhigreate a tiered
commission system with a base rate of 6% on eaahsibdd. This rate
rises to 7% once a sales representative has m&j@obsin sales. When
sales reach $100,000, the rate rises to 8%.

The decreased level of commission that travel agemé currently
experiencing is in reference to IATA's estimatibattselling costs have
grown to be the largest expense for internationalinas, with
distribution accounting for 23 percent of their nilars' operating costs,
including 11 percent for commission and 4 percemt €RS fees.
Additionally, according to IATA, Europe will adomtommission caps
like the US has done, which is saving its airlirmes estimated US$1
million every day. According to Poon (2001), sevg8 carriers have
banded together to set a limit on travel agent c@sions, setting it at
$25 for domestic round-trip tickets costing morartt$250 and $50 for
those costing more than $500. It is predicted doétig so will save the
seven carriers a sizable sum in commission paymieyntpreventing
commission on expensive tickets from subsidizirggtitgh volume, low
commission business of low-cost competitors. Irctiea to commission
capping, many of the biggest business travel agsenuioved swiftly to
switch their compensation from a commission basis tmanagement
fee-based payment. It appears likely that thisdneitl persist.

‘I/c.f/|
3.8 Summary

We were able to explore a variety of issues abbatdistribution of

tourism, distribution channels, the function of emhediaries in

distribution, value chain distribution, and costmagement throughout
the course of this study.
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In order to effectively handle the growing varietlydistribution routes
now accessible, managers at all levels in the soursector must be
aware of them. Members of the tourism distributionannel are
connected by a web of interdependent relationshigsdoubtedly,

technological developments have contributed taridesin popularity of

distribution as a component of tourism marketingttBas a practical
area of business management and as a disciplitenvatademia, the
application of services marketing theory to therigou distribution area
has aided in the advancement of this professiorw Nt these two
discoveries have occurred, additional study onntfamagement of the
distribution function in tourism is anticipated.

Self-Assessment Exercises 5

Define value chain

List two types of hotel reservation systems

What are distribution costs?

One method for reducing the cost of distribution is

PwphPE
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u:; 3.10 Possible Answers to SAEs

Self-Assessment Exercises 1

1. Yes
2. Highly efficient

Self-Assessment Exercises 2

1. To facilitate organisations’ inventory managememd & make it
accessible to its partners in the tourism distidsuchannel
2. Tourism distribution

Self-Assessment Exercises 3

1. Tourism intermediaries are distribution agents fheaticipate in
a tourism-product sales process from its creatiatil the time it
is consumed by final clients or Tourism interméda is a
business activity that consists of mediating ire thale and
organization of tourism services

2. Travel agencies, wholesalers, retailers, inboundr tgroup
operators, outbound tour group operators, corpachént travel
agencies, sightseeing travel companies

Self-Assessment Exercises 4

1. Distribution in tourism is the transfer of tour aredated facilities
from supplier to tourists through a system

2. A tourism distribution channel may be defined astal system
of linkages between actual and potential touasis the suppliers

3. Direct and indirect distribution channels

Self-Assessment Exercises 5

1. The term ‘value chain’ describes the linear proa&ssreating a
product or service

2. Guaranteed and non-guaranteed reservations

3. Distribution cost or the distribution expenses @@ costs that a
company incurs to make its goods or services abiilto the
end-users or resellers

4. Commission capping
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UNIT 4 HUMAN RESOURCE MANAGEMENT IN
TOURISM

Unit Structure

4.1  Introduction

4.2 Learning Outcomes

4.3 The Characteristics of Tourism as a Sector Erar Impact on
the Management of Human Resources

4.4  Tourism’s Image as an Employer

4.5  Skills Shortages in Tourism

4.6  Education and Training in Tourism

4.7  Flexibility and Innovation in the Managemenf Human
Resources

4.8 Recruitment, Retention and Turnover

4.9 Rewards, Benefits and Compensation

4.10 Managing Quality through Human Resources

4.11 The impact of Globalization

4.12 Cultural Contexts

4.13 The Emergence of ‘Aesthetic Labour’

4.14 The Impact of information and Communicatioesfnologies

4.15 Summary

4.16 References, Further Readings, and Web 8surc

4.17 Possible Answers to Self-Assessment Exercises

@4.1 Introduction

The World Travel and Tourism Council attests to #ignificance of
tourism and hospitality jobs in both developed dadeloping countries.
The quality of many of these occupations is a majarry for

academics and policy-makers alike, despite thetfattthe quantity of
jobs is undeniably high. Many individuals are ssikeptical that this
belief is supported by empirical data, despite thHestoric of

policymakers and business leaders who claim thaiplpeare the
industry's most valuable asset. For instance, viihemenowned cultural
analyst Douglas Coupland disparages the term "MtJoinich he

defines as "a low-pay, low-prestige, low-dignitgwtbenefit, no-future
position in the service sector,” he captures tltgeist for many.

People who have never held one are frequentlyeobginion that it is a
fulfilling profession. The difficulties of survivip and working in a
service society, which they claim is defined by ttypes of service
occupations: a big number of low-skill, low-pay goland a smaller
number of high-skill, high-income ones, with fewbgofalling between
these two extremes. A situation like this prommbor analysts to
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wonder what sorts of jobs are being created and iwhdling them.
This is also valid for the tourism and hospitakgctors.

It has been noted that, in some geographical amdssctor areas,
tourism and hospitality offers an attractive, hgfhatus working
environment with competitive pay and conditions,ickhis in high
demand in the labour force and benefits from lowaffsturnover,
reflecting the diversity of employment within thecsor. Poor working
conditions, low pay, a high staff turnover ratefficiulties finding
qualified candidates in a number of crucial fieldssizable percentage
of labour coming from socially disadvantaged grqups/ status, and
the near lack of professionalism constitute the $lde of the coin.

The recruitment, development, and maintenance ofedlicated,

qualified, well-managed, and highly motivated warkie who are
focused on providing a high-quality "product” tetimcreasingly picky
and demanding customer present significant chadlerfgr businesses
and managers in the tourism and hospitality sechor.order for

enterprises to maintain such an environment, a eumbcritical human

resource (HR) concerns must be addressed. Thedenges are the
focus of this unit.

@I 4.2 Learning Outcomes

After completing this unit, you should be able to:

. identify characteristics of tourism as thegnpact on the
management of human resources

. appreciate the impacts of globalization and devalemt of ICTs
on human resource management (HRM) in tourism

. recognize the importance of quality, cultural cahend the

emergence of aesthetic labour in the managemedniroén
resources

4.3 The Characteristics of Tourism as a Sector and
their Impact on the Management of Human
Resources

The key factor to success, competitiveness andvaliran the tourist
market is definitely a human factor. Human resosiregith its
knowledge, skills, abilities and motivation contrib to creation of new
values on the market. Human resources managemera aertain
business system includes all activities from plagnimaking choices,
arrangement of human resources to certain positiepending on the
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needs and the strategy of work and developmenhéncbmpany, to
influencing positive interrelationships between éoypes, creation of
pleasant and motivating work environment, differemtentives for
increase of efficiency and giving its workers thesgibility of constant
professional training, advancement and making aerawithin the
company.

In many ways, how we approach this quite broadctagfi human
resources in the tourism industry will depend ow ltlke sector's unique
qualities will affect how those resources are madagone could argue
that the structure and operational characteristiceurism are the cause
of almost all the difficulties the industry facess a result, we'll focus
on this aspect to set the stage for others. Ih&lenging to identify the
conventional travel, tourist, and hospitality orgation, which is a
major challenge in the tourism industry. This igdun part, to the fact
that the tourism industry is made up of a numbedieérse sub-sectors,
including transportation, lodging, attractions, vsegs, and tourism
facilitation. The transport sub-sector, for insanoonsists of businesses
that run airlines, railways, ferries, cruise shigsys and coach
companies, car rental businesses, and taxi seniiteaddition to
businesses that supply the necessary infrastrycsuh as ports, bus
terminals, and airports.

Additionally, it covers private transportation byhicle, bicycle, and
foot. In addition to this variation within each sator, there are
differences among tourism firms in terms of sizeorfi huge
corporations to small, one-person businesses), @hige (public,
private), and location (local, national, internagad).

Organizations in the tourism industry also diffeidely between
nations. The tourism industry is affected by movetsetoward
globalization in business, such as the main aidiiances such as Star
and Oneworld, as well as some newly forming glatralnternational
enterprises. However, the vast majority of opegtare significantly
influenced by the national or local political, ecomc, sociocultural,
and technological context in which they are locatBde to various
political environments, industry and consumer liegisn, and the
impact of cultural factors, such as the perceptimnalcohol in Islamic
nations, they are vulnerable to change.

Tourism businesses likewise operate in a highlyiabée demand
environment, which is typically represented by seatity but may also
be seen in demand variations within the week (lmssinhotels and
airlines experience significant declines during wesekends), as well as
within any given working day. The management of humesources in
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the tourism industry is severely constrained byg tfistinctive demand
curve, which also serves as the foundation for nwdrilge problems.

Most tourism services include a significant intdodgicomponent:

I. Tourism services  cannot be inventoried

il. Tourism services are time dependent

iii. Tourism services are place dependent

V. Consumers are always involved in the productiorcese

V. Tourism services cannot be quality controlled atfdctory gate

vi. A different concept of marketing is required foutem services
as a total organizational function (relationshiarketing).

vii.  There is human role in tourism service deliverynoediation

which creates a degree of uncertainty and unpieallity.

These characteristics of services in general applifin the tourism

sector in particular and contribute to the manmerwhich tourism

organizations are structured and operate. Theyanfie the operational
culture of organizations and also how they markeirtservices, how
their finances are structured and, in particullie tmanagement of
people within organizations.

Self-Assessment Exercises 1

1. A key factor to success, competitiveness, and galan the
tourist marketis ................oiinls
2. Most tourism services include a significant .................c..

4.4  Tourism’s Image as an Employer

Being a labour intensive sector, tourism offers ayfymities for

employment for persons entering the labour marette first time or
having difficulties in finding employment elsewhefiédus tourism plays
a role in providing opportunities for low-skilledonkers and workers
with little qualification in general, ethnic mintyigroups and migrants,
unemployed youth, long-term unemployed, as wellwasnen with

family responsibilities who can take only part-tiqebs. Also, these
types of job opportunities are an important supgletal income
component for retired people and others who aresmemqcing work

transitions.

There are many different jobs in the tourism indysfrom everyday
ones like gardening, cleaning, and retail to ma@ehnical ones like
maintaining theme park rides and aircraft, as @slsenior managerial
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positions (corporate executives in multinationafjasnzations). As a
result, generalizations about the sector's refutads an employer are
challenging. There is a propensity and risk in aseg that tourism's
image is established by the lowest common denowrinathich would
lead to the association of tourism with monotondwaspitable labor in
hotels and restaurants.

The glamorous side of tourism does, however, irejoths with airlines,
as tour guides, and in the heritage industry. Inegal, tourist work
suffers from a lack of mystery caused by the adb#itg of the place
where tourism is produced. In contrast to factones can participate in
and see tourism activities on a daily basis, whieoubtedly harms the
industry's reputation. This is made worse by thet that, for some
structural reasons, some nations view the tounstustry as a source of
low-paying, temporary employment. Its efforts taratt qualified
applicants are hampered by the perception thaistouis a frivolous
pastime that shouldn't be given serious careeridersion in some
cultures.

Self-Assessment Exercises 2

1. Tourism is a labour intensive sector. True or false
2. Tourism is seen as a sector of .......... pay and ........ wodome
countries

4.5  Skills Shortages in Tourism

Currently skill shortages and gaps are predomigaontncentrated
among elementary occupations, and mainly aroundowes service
skills. The tourism sector faces a number of keilssichallenges
including:

. Raising productivity levels

. Securing sufficient supply of skills to the sacto meet expected
high levels of expansion and replacement demand

. Improving employee engagement and motivation ramdmising

labour turnover, so that employers and employeesreap the
benefits of training and improved customer service

. Continually improving the skill base of exististaff to minimise
skill gaps and make up for skill shortages. Thid wclude
investing in management skills and customer sersidalls

Several different factors converge to create aualghortage in the
hospitality industry.
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I. One is wages, where employees in roles thdttibaally pay low
or have tipped wages, such as the restaurant segofiethe
industry, tend to leave jobs at higher rates tbamployees in
other sectors, because wages are low.

il. Another is technology: Hotel employees are raasingly
expected to use technology, and some workersugiray older
workers and those who have less familiarity wabhinology due
to income barriers) are pushed out.

iii. Generational factors contribute too, as olderployees who have
decades' worth of experience in hospitality skiksar retirement
age.

Some hotels are turning to technology to fill thegpgHotel culinary
teams have been especially hard-hit by the skidédur gap, so many
are turning to cooking technologies that incredBeiency, such as pre-
portioned, vacuum-sealed menu items. Others arkngcdown the
complexity or burdening existing team members wétkira duties—
tasking a prep cook to make bread instead of haibgker, for instance.

While these solutions have enabled industry plajedseep up despite
the labour gap, they are essentially stopgap messiiechnology can
replace some amount of human labour, and workerstalee on some
amount of additional duties, but everything hadimtst.

Speaking of tourism as a low-skills industry mayéaome merit in
industrialized nations, but it has no real meanimgnany developing
nations. In the industrialized world, it is alsdaVito discuss the severe
lack of skills in the tourism industry. There isuafly no labour scarcity
in underdeveloped nations, but the economic skidlebmay not be able
to be effectively applied to tourism work. Due thetindustry's
reputation issues, demand considerations includgiegsonality, and
changes in the technical emphasis of educationti@mging programs
within the college system, skills shortages exist industrialized
countries.

Self-Assessment Exercises 3

1. List 3 factors responsible for labour shortagehm tourism and
hospitality industry

2. In developing countries, there is no shortage lobla in tourism
industry but skills. True or false?
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4.6 Education and Training in Tourism

Tourism education is one of the main sub-sectorthefmulti-faceted
tourism phenomenon. Its manifestation could diyeatl indirectly
impact the tourism sector, opportunities, and imsie towards an
economic crisis. The tourism industry is a higholabintensive service
industry that relies on qualified personnel to eperand manage it. As a
result, private and public universities and tragnicolleges have seen
this as an opportunity to invest in tourism edwratby providing
students with skills and knowledge. Tourism edwrats a money mint
investment in itself, not only to the graduates tmtthe double-fold
stakeholders. However, to achieve development ia thational
economy, it is not enough to provide professiomlcation; the quality
is also crucial to meet different market actordl slkmand needs.

The exponential and continuing growth in tourismea demand for
competent personnel. Consequently, the number wista education
courses has grown significantly in the last decdadeseet the qualified
workforce's demands. With the apparent advancenwentourism
training and education growth, there are still g§igant gaps in several
areas in the industry. Among the most notable lagechanges in tourist
tastes and preferences, service quality issuestoanvental concerns,
advanced use of technology, uncoordinated tourislacaion, and
inadequately qualified staffs. This scenario letmshe polarisation of
the job market, which renders a shortage of pemsadnrihe tourism job
market. The already available ones are costly-reguion-job re-
training to adapt to changing trends and customeiepences. Though
the training institutions aim to equip studentshwquality skills to meet
the industry’'s needs, they cannot articulate thiks skstilled in them to
work. The tourism industry has criticized tourismaining for
inadequately preparing graduates for the industnd dack of
involvement in curricula development. If the towamiscurriculum
neglects the tourism industry needs, tourism eduwcatvill not be
sustainable and ultimately not benefit the tourismdustry's
development. Therefore, the gap between tourisntcadis and the
tourism industry needs a refill to ensure sustdedevelopment. Thus,
this study addresses the industry expectationermg of skills set and
the imbalances in industry-educators nexus in culuim expectations.

For more than a century, the public sector (schoalslleges,
universities, and training boards) and private hesses have shared the
financial burden of developing education and traanfor the tourism
industry. The previous emphasis was on the growthteghnical
expertise in key tourism sectors, and this stitves as the foundation
and top objective of many countries' programs. Other past two
decades, a recognition of the need to combine teghabilities with
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generic ones has grown, and topic criteria for itigustry are well-
representative of this. Due to the industry's sriiath structure and
geographic heterogeneity, investments in skill ¢tigu@ent in the tourist
sector are typically warranted.

Self-Assessment Exercises 4

1. Exponential and continuing growth in tourism deméord

4.7  Flexibility and Innovation in the Management of Human
Resources

People is the more important resource for any orgéion, flexibility is
a highly desirable attribute for all companies;amgational flexibility
is possible through people. The term “flexibilitygfers, among other
things, to the disposition to change the shapenoblgect, to the easy
adaptation of a person to the opinion of others tantthe susceptibility
of variation according to needs or circumstancdsexibility is an
important ability of an organization to provide pt#ion to changes in
the business environment, for example, changesustomer needs,
business processes, market demands, competitatsteahnology. To
maintain a competitive advantage, a holistic viswin flexibility is
required, which means taking into account the weriaspects involved
in the product or service development process, uscanaking an
aspect more or less flexible can affect the fldijbof another aspect.

Human resources flexibility is present in its threain components, the
employee skills, the employee behaviour, and thedru resources
practices. The three components can be adaptateexfample, an
employee can use its skills in more than one wayeraployee can be
adapted to more than one job situation, and the anumesources
practices are adaptable to get the personnel ntiotivdt is earlier noted
that flexible human resources management, includhng fact that
human resources (staff) with self-confidence carbdtier in terms of
skills and functional and behaviour, this meanst thelf-confidence
people are more flexible. Organizational flexilyilipractices, led to
labour flexibility, have been shown to impact orgational
performance by providing the organization with arenproductive and
competitive workforce; this, because human cagstal key resource for
the success of the organization, so its correctagament is very
significant for the company, in which the Human &®eses area plays
an important role.

Human resource management innovation is any praggoticy, or
practice designed to influence employee attitudes lehaviour that is
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perceived to be new by members. Human resourcesamion is the
implementation of new ideas, methods, and techmedog better meet
the ever-evolving requirements of the organizatoml its workforce.
It's about anticipating future needs and circumsésirather than simply
finding a response to a changing present situation.

Innovation in human resource management has gilleengployees
more authority and responsibility so they may abuote significantly to
relationship marketing. This is reinforced by theiucial responsibility
for guaranteeing customer’s satisfaction, which msethat they must
take this obligation seriously if they want to gaaut their duties in a
way that is responsive to customer wants and prompfinding
solutions to customer concerns. The recruitmermjuadified people and
their training in both hard competencies (the #bilio deliver the
product component) and soft abilities, such as nuelgt, complaint
handling, and problem resolution, demand a sigmificnvestment in
innovation in human resource management. Such sglirements
might not be feasible for a seasonal tourism ingugtat experiences
considerable staff turnover and provides littlethe way of pay that is
competitive.

Self-Assessment Exercises 5

1. What is flexibility in the management of human reses?
2. Name 3 components that flexibility is present imiaun

4.8 Recruitment, Retention and Turnover

Generally recruiting and selecting people to fikwn or existing
positions is a crucial element of human resourdwrigcin all tourism
and hospitality organizations, irrespective of siggucture or activity.
Recruitment refers to the process of identifyirttyaating, interviewing,
selecting, hiring and onboarding employees. In otherds, it involves
everything from the identification of a staffing etk to filling it.
Recruitment is defined as ‘the process of genagatipool of candidates
from which to select the appropriate person todiljob vacancy’. In
essence, in the recruitment process organizationseeking to attract
and retain the interest of suitable candidateslsivat the same time also
seeking to portray a positive image to potentiglligants. Of course,
recruitment is a dynamic process as within orgdmna people are
constantly retiring, resigning, being promoted at, times, being
dismissed. Equally, changes in technology, procesor markets may
all mean that jobs are re-configured and becom#gadi@ to the external
labour and thereby trigger the recruitment andctele process. Having
decided to recruit, organizations will ordinarilprisider a range of
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guestion to determine how they might approachnfillthe vacancy.
Specifically, they might ask themselves the follogvguestions:

What does the job consist of?

° What are the aspects of the job that specifyiythe of candidate?
° What are the key aspects of the job that thed icadidate wants
to know before applying?

Conventionally the answers to these questions velprovided by job
analysis, the job description and person specifinatwhich allow the
candidates to gauge their chances of being appgbinte

The cost of poor recruitment and selection beingiifeated in such
things as:

expensive use of management time;

retraining performers;

recruiting replacements for individuals who leaeey quickly;
high-labour turnover;

absenteeism,;

low morale;

ineffective management and supervision;

disciplinary problems;

dismissals.

Two types of recruitment has been described asniateand external
recruitment:

Internal recruitment: Internal recruitment is seekicandidates for
positions of those who are presently employed. riatle sources
comprise current employees, the references of nipl@yees, former
employees and former applicants. It is also denatedhe practice of
selecting candidates among company existing empkye occupy a
vacant position. Employees in the organizationigiirmed about the
vacancies through different ways. Job vacancieseaelarly published
within the organization through a variety of mediach as Staff notice
boards, Intranets, In-house magazines / newsleffers a specific
enterprise), weekly magazine devoted entirely tosqeal advertising
jobs, and staff meetings.

External recruitment: The most complicated partredruitment is to
identify the most skilful applicants from the extal environment,
within the labor market. When jobs cannot be fillaternally because
they are very specialized or there are not sufiicexecutives from the
company in order to meet the necessities of thegtitacting candidates
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iIs achieved from the outside labor market. An é#fic recruitment
program therefore constitutes the determinant fafio a successful
hotel company that aims to expand or fill many vagab positions
with specialized and skillful personnel. Precisedxternal sources of
employment are professional or trade associati@vertisements,
employment exchanges, college/university/instijpigecement services,
consultants, displaced persons, radio and televisi@quisitions and
mergers and competitors.

Retention is the percentage of employees who stan abrganization
over a set period. It can also be measured in t@fhibe average or
median tenure; the number of years that employeewin with an
employer. Employee retention is a significant dadle in the
hospitality industry. Some retention strategies lude career
development, improved benefits, a healthy work emment, and
work-life balance. To remain more competitive, Ip@sis organizations
need to attract the best talents and retain thethejob for a long time.

The percentage of workers who depart a company nglura
predetermined time period is known as turnoverff Stbility in the
tourism sector is directly influenced by the indyst broader
environmental, structural, and sectoral operatiegtures. In some
nations, particularly developed ones, it might bificdilt to find
qualified candidates for important roles in theriem sector, both
skilled and unskilled. They also struggle with kiegpthese employees
on board and lowering what can be extremely highsraf employee
turnover. Problems in this area are caused by rigact of cyclical
demand (seasonality), concerns with compensatiofniendly working
conditions, and generally unfavorable impressiohghe industry as a
source of employment. In terms of its willingnesday off employees
in order to satisfy urgent financial needs, therigya sector is similarly
thought to be extremely responsive to short-terralland global events.
A significant example of this is the effect thaé tavents of September
11, 2001 had on the travel and transportation imghss Potential
employees might not want to risk jeopardizing tHeirg-term security
in a workplace that is viewed as uncertain.

Self-Assessment Exercises 6

1. The two types of recruitment in human resources

2. What is retention in human resources management?
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4.9 Rewards, Benefits and Compensation

Employees are the organization’s key resource lamduccess or failure
of organizations centre on the ability of the emgpls to attract, retain,
and reward appropriately talented and competent |l@rees.
Employees’ willingness to stay on the job largelgpénds on
compensation packages of the organization. In &amat to ensure
employees optimal performance and retention, omgdions need to
consider a variety of appropriate ways to rewas é¢imployees to get
the desired results.

Many researchers have found tourism/hospitality leyge’s
satisfaction is affected by both financial and rimancial rewards. To
motivate the tourism/hospitality employee effedyyeTotal Rewards
System is suitable to be implemented. Total Rewa&gstem is an
integrated reward system which encompasses not @olypensation
and benefits but also personal growth opportuniied a motivating
work environment. The notion of the total rewargstem provides a
useful starting point to consider some fundameistles and concerns
in understanding reward practices in the tourisnd drospitality
industry. Studies found that availability of empéoyprovided benefits,
such as retirement and insurance plans, helpeeéaseremployee job
satisfaction and reduce employee turnover in habiyit services
companies. Compensation packages entail some feasiges that tend
to make employees satisfies on their job amongsiclwhncludes
salaries, bonuses, incentives, allowances, promadiad recognition.

Self-Assessment Exercises 7

1. What is total reward system?

2. List 2 advantages of employer-provided benefits

3. Name 6 examples of compensation packages in huasaance
management

4.10 Managing Quality through Human Resources

In an era described by rapid and continuous chdnganesses are more
aggressive and challenging. Setting of quantifialsiandards or
appropriate techniques to their management is redjim order to be on
top of the business competition. However, delivgrquality services
cannot be achieved without the maximum effectiverasus, Humans.
Human resource is considered the potential sour@n @mrganization,
and for sure will represent also in the future.sTh the reason why
various organizations are aware of the importanteheir human
resources. The condition of the materializatiorthad prerequisite is an
effective management of human resources, i.e. warpfanning,
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organizing, leading and controlling. Human Resouxt@Enagement is
often associated with the introduction of new amdowvative forms of
work for the effectiveness of organizations.

Human resource management practices are neces$sary tal quality
management achievement. The integration of thesetipes will
improve the quality of the system of organizatienveell as employee
performance towards achieving outstanding stateseBrch literature
has shown that effective application of human resmumanagement
practices enables employees to support businessidos as a whole.
Refining the quality of management heightens thgsigal strength of
competitive advantage, reduce production cost andlate market share
of the organizations.

The trend toward authentic experiences and todgyadity-conscious
visitors indicate that in order for the tourism imess to thrive in a
global marketplace that is becoming more and morapetitive, it is
crucial to offer high-quality goods and servicegufism is a service
sector, and the quality of a service encounter wgp®n a variety of
human talents. As a result, ideas like controllimpments of truth" and
cultivating a "spirit of service" have been adoptad the first point of
contact between a client and a corporate reprasentthe moments of
truth are argued to be the crucial moments thaineeh customer's
pleasure with a service interaction.

Customers may not give businesses more creditdimgdvhat they are
supposed to do; rather, they place a higher vatuthose who impress
them with uncommon levels of concern, dedicatiod eesourcefulness
while providing services. Professionalism and gskdittitudes and
behavior, accessibility and adaptability, depenldgbi and
trustworthiness, recovery, and reputation and obiktyi were all
highlighted as characteristics for good, perceigedlity service. The
majority of these factors are purely human rescuetaed, but they are
also pertinent to service quality, which is a calidactor in the travel
and tourist sector's competitive success. The sedtaman resources
hold the key to quality. Service sectors like tearimust view service
quality as a strategic concern and a competitiveergial given the
increased focus on quality.

Self-Assessment Exercises 8

1. What is the ‘moments of truth’ in service quality?

2. What are the criteria of good, perceived qualityise?

3. To be on top of tourism business competition, manant is
requiredto ....................
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4.11 The Impact of Globalization

Globalization is defined here as a set of econommc political
structures and processes deriving from the changhagacter of the
goods and assets that comprise the base of thematitsal political
economy—in particular, the increasing structuréfiedentiation of those
goods and assets. It has also been defined as plecomeb of social
processes that intensify and expand worldwide ewmano cultural,
political and technological exchanges and connestio

Globalisation is having a significant impact upoantan resource
management in tourism. The driving forces of gldadion have
impacted upon human resource management in a warfeways. For
example, on ‘the supply-side’, the penetration ethnology and
particularly use of the Internet in tourism has deded different skills
and competencies on behalf of employees and algadrad upon
education and training needs. As company merges strategic
alliances have become the medium for internatisaibn so this has
demanded a response on behalf of human resourcager@nto deal
with employment-related consequences. In particldager companies
are developing HRM policies and plans to take attoount the need for
relocation of employees and both social and cultaemsitivities for
those working away from the home base. On ‘the dehsde’ the
emergence of the ‘new tourist’ also has implicatiéor human resource
management. For example, a more discerning and rierped
consumer is demanding higher quality products aedvice, so
impacting upon training, both in-company and also pre-job
preparation in colleges. With globalisation tooydn@ome new forms of
tourism that utilise both the natural and cultwaVvironments as a base
for their product.

Globalization has major implications for human rgse management
in tourism. These include:

I. The need for different skills and competendeshat employees
are able to deal with the wide spread use of tdolgyo
especially the internet;

. Dealing with employment related consequencesergers and
strategic alliances;

iii. Issues of the relocation of employees, andlerstanding the
social and cultural sensitivities of those workiagvay from
home;

V. New forms of tourism, utlizing natural and Iwwal
environments, that creates a demand for indigemoogloyees
who can deliver high- quality and original produatsl services;
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V. Meeting the needs of highly skilled tourists ovlare more
experienced and demand higher-quality productssandce.

Self-Assessment Exercises 9

1. Define globalisation
2. What are the major implications of globalizationfarman
resource management in touris

4.12 Cultural Contexts

In tourism sector, people with diverse backgroumdsk even more
together and there are a great amount of new peirgge of executing
events. In a corporate world this is an advantagader to differentiate
from other businesses within the industry. Howewlverse cultural

backgrounds can create a lot of conflicts. Touriand hospitality

industry, particularly, has great dimensions withltwal diversity.

Cultural diversity can be referred to as the vgriet human groups,
societies or cultures in a specific region, or he world all together.
Cultural diversity indicates a mixture of both mdiuals and groups
with dissimilar backgrounds, beliefs, charactessticustoms, traditions,
and values. It categorizes people with diverse, reitmicity, nationality,

religion, or language among various groups withinc@nmunity,

organization, or nation. Due to its phenomenal disnens, managing
the diverse workforce in an effective way can bensas successful tool
to meet the corporate goals.

A major challenge resulting from these changeblesneed to manage a
culturally heterogeneous workforce. Human resouncanagers in
tourism industry have to deal with multiculturalisemd multi-ethnicity
in the workplace. They need to be sympathetic dod sensitive of,
individuals’ or groups’ origins and background.

The issues here include:

I. Where a business in the tourism industry rezeiguests from
countries, cultures and ethnic backgrounds thatldierent from
that of the dominant culture in which the businedscated (e.g.,
Japanese visitors staying in a Paris hotel);

. Where guests are from a different culture,iovality or ethnic
origin from that of the workforce (e.g., in a Cheeerestaurant
staffed by immigrant Chinese workers and cateriog local
demand in, say, Baucharest, Oslo or Rome);
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iii. Where a varying proportion of the workforce a business or
department are of different cultural, national d¢hnéc origins
from that of the dominant local culture;

V. Where the management of the tourism/hospytdiitisiness is
from a different culture or ethnic background frahat of the
majority of the workforce;

V. Where the corporate culture of tourism businsgmificantly
different from that normally prevailing in the cdon or
community in which it is based, which would meaattalthough
there is little or no distance between the managénaand
operational staff in terms of their original cukurcorporate
norms create new divides which must be addressed.

Self-Assessment Exercises 10

1. In tourism business, diverse cultural backgrouradsareate a lo
of .ot
2. What is cultural diversity

4.13 The Emergence of ‘Aesthetic Labour’

Aesthetics means the science of sensation, oinipefesthetic labour
can be concluded as the commodification of embodsguacities and
attributes which match with certain professionatarporate image.
These capacities and attributes should be posséssedrkers at the
entry point of employment. Aesthetic labour is expeced by
interactive service employees in the retail andphabty industries. The
examined issues are recruitment and selection, enaagl appearance,
uniforms and dress codes, and skills and trainwmigich extend the
awareness of aesthetic labour so employee attitagigsppearances are
empirically and conceptually revealed. It has afsmnted out that
aesthetic labour has largely been confined to ‘fleglgood”. However,
aesthetic labour also includes *“sounding right”,d amxcellent
communication skills are a near mandatory componeht job
advertisements. Hence, companies want employeéstiaat right look
or who are just good looking, or both, in the Welfeat such employees
help create a distinct corporate image on crowdeeets or, more
prosaically, attract more and repeat customers.

The emergence of aesthetic labour requires hunsuree managers to
develop these abilities through the recruitmenieci®n, and training
processes, turning them into aesthetically oriertechpetencies and
skills that are designed to produce higher-quadigyvice encounters
with a strong emphasis on style. Incorporating hestst labor into the
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human resource management of the tourism industrgt mbviously
begin with recruitment and selection. The "corrddtid of looks and
disposition must now be sought after by organizetio

Self-Assessment Exercises 11

1. Define aesthetics in tourism
2. What is aesthetic labour?

414 The Impact of Information and Communications
Technologies

Tourism businesses need to enhance their comeetgss by employing
the emerging tools and re-engineering all processagrism businesses
need to become more flexible, more efficient anitkgr in responding
to consumer requests. The ICT revolution offersagaety of tools and
mechanisms that allow innovative and dynamic playéo take
advantage and strengthen their competitiveness. uBae of ICTs in
tourism businesses digitises all processes andevahains in the
tourism, travel, hospitality and catering indusrieAll business
functions - sales and marketing, finance and adoogirhuman resource
management, procurement, research and developamhtproduction,
as well as strategy and planning for all sectorgheftourism industry,
including tourism, travel, transport, leisure, htagy, principals,
intermediaries and public sector organisations e-iafluenced by the
emerging capabilities of ICTs. Technological salos are normally
incorporated to increase efficiency and reducects and time required
for undertaking particular activities and process&éswide range of
information technologies applications is used arigm and hospitality
industries, as illustrated in Table 3.

The application of ICTs has created specific cimgies with human
resource management, such as raising training amdl@pment costs,
improving the quality of training systems, and Wdows participation in

them. The growth of ICTs in the tourism sector ahd inevitable

demise of many service providers have significdifécés on human

resource management, including how to deal withemadl mass

layoffs. Although it causes a significant loss omparative advantage
for developing nations, workforce reductions briogh new functional

difficulties for human resource management.
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Table 4: Information technology and applications usd in tourism
Information technology and applications used irrigy

o Internet/intranets/extrant

3 Office automation, reservation, accounting, payrading
procurement management applicat

o Internal management tools such as management Sugysdems
decision support systems and management informayiste m

o Tailor-made interni management applicatic

g Databases and knowledge management sy

o Networks with partners for regular transactions KEDx
extranets

o Networking and open distribution of products thrbughe
interne

o Computer reservation systems (CF

o Global distribution systems (GDSs) (e.g. GaliledABRE,
Amadeus, Worldspa
o Switch applications for hospitality organisatioresg( THISCC(

and WIZCOM

o Destination management systems (DN

o Intemetbased travel intermediaries (e.g. Expedia.
Travelocity.com, Preview Travel, Priceline.com, €

o Wireless/mobile/WAP based reservation sys

o Traditional distribution technologies supporting autord
systems (e.g. Videote:

o Interactive digital televisiort (IDT\

o Kiosks and touch screderminal

Source: Buhalis, 2003; 0'Connor, 1999.

Self-Assessment Exercises 12

1. What has the use of ICTs in tourism business done?
2. List the specific human resource management inswuissues
resulting from the application of IC

19

We have made an effort to touch on a few of theomiayman resources
concerns that have a strategic impact on touristagns in unit. As a
result, we inevitably had to draw conclusions alibettopics that were
covered and left out important topics. For managdershe industry,

issues with human resources continue to rank anttwagnost difficult.

Even while the specifics of the issues vary gretipughout industries
and in different cultural situations, the core béde worries is quite
universal. Many of the problems we have describa@ Ihave complex

4.15 Summary
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solutions. Any examination of tourism managemenhceons must,
however, take into account those pertaining to ienagement of
people.

M
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u:; 4.15 Possible Answers to SAEs

Self-Assessment Exercises 1

1. Human factor
2. Intangible component

Self-Assessment Exercises 2

1. True
2. Low and transitory

Self-Assessment Exercises 3

1. Wages, technology, generational factors
2. Yes

Self-Assessment Exercises 4

1. Competent personnel
2. Structure

Self-Assessment Exercises 5

1. The term “flexibility” refers, among other thinggo the
disposition to change the shape of an object, ® d¢asy
adaptation of a person to the opinion of others #mdthe
susceptibility of variation according to needs iocunstances

2. The employee skills, the employee behaviour, ared lthman
resources practices

Self-Assessment Exercises 6

=

Internal and external recruitment

2. Retention is the percentage of employees who stayama
organization over a set period

3. Turnover is the percentage of employees who leame a

organization over a set period

Self-Assessment Exercises 7

1. Total Rewards System is an integrated reward sysidmnch
encompasses not only compensation and benefits alaat
personal growth opportunities and a motivating work
environment
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2.

3.
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Retirement and insurance plans, helped increasdoga® job
satisfaction and reduce employee turnover
Salaries, bonuses, incentives, allowances, promatszognition

Self-Assessment Exercises 8

1.
2.

3.

Quantifiable standards and appropriate techniques

The point of contact between the customer and eyppl@f the
company

Professionalism and skill; attitudes and behavi@gcess and
flexibility; reliability and trustworthiness; recewy; and
reputation and credibility

Self-Assessment Exercises 9

1.

A set of economic and political structures and psses deriving
from the changing character of the goods and at#sstsomprise
the base of the international political economy-particular, the
increasing structural differentiation of those geathd assets.

Or A complex web of social processes that intenaifg expand

worldwide economic, cultural, political and techogical

exchanges and connections.

I. The need for different skills and competencsss that
employees are able to deal with the wide spreadafis
technology, especially the internet;

il. Dealing with employment related consequences o
mergers and strategic alliances;

iii. Issues of the relocation of employees, andarstanding
the social and cultural sensitivities of those kimg away
from home;

V. New forms of tourism, utilizing natural and leual

environments, that creates a demand for indigenous

employees who can deliver high- quality and or@djin
products and services;
V. Meeting the needs of highly skilled touristsondre more

experienced and demand higher-quality products and

service

Self-Assessment Exercises 10

1.
2.

or
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Cultural diversity indicates a mixture of both iwiduals and
groups with dissimilar backgrounds, beliefs, chtmastics,
customs, traditions, and values

Self-Assessment Exercises 11

1. Aesthetics means the science of sensation, ohfeeli

2. Aesthetic labour can be concluded as the commadiidic of
embodied capacities and attributes which match whtain
professional / corporate image

Self-Assessment Exercises 12

1. Developing the skills and efficiency of the workfer increasing
expenses on training and development and incredaisenguality
of, and participation in, training systems

2. Digitises all processes and value chains in theigoy travel,
hospitality and catering industries
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UNIT 5 SITE AND VISITOR MANAGEMENT AT THE
NATURAL ATTRACTION

Unit Structure

5.1 Introduction

5.2 Learning Outcomes

5.3 The Management Task

5.4  Operational Techniques

55 Summary

5.6  References, Further Readings, and WelcBsur
5.7 Possible Answers to Self-Assessment Exercises

@I 51 Introduction

Using visitor flow controls as its primary focudet unit describes
practical site management within natural environtsielt begins with a
broad overview of the challenges before movingm@a tmore in-depth
analysis of the function of the brochure, visitoformation centres, and
foothpath. This unit's goal is to outline operaéibriactors that site
managers must take into account in order to safegii@ environment
and provide enjoyable visitor experiences.

@l 5.2 Learning Outcomes

You ought to be able to, at the conclusion of timg:

. consider the context within which operational sitgnagement
is located

. describe different techniques that managers can use

. stress the importance of proper care in the imphat®n of

these policies.

5.3 The Management Task

Tourism is a fast-growing sector and an increasmgce of pressure on
the environment and natural resources. Its congjamivth may not
always be compatible with sustainable developmed} anless properly
managed, may actually be harmful to local societad traditional
cultures, including the reduction of overall betefo the recipient and
wider economies. Managing tourism destinationsigngortant part of
controlling tourism's environmental impacts. A tsur destination is a

74



TSM244 MODULE 1

“physical space with or without administrative aord/analytical
boundaries in which a visitor can spend an ovetnitihis the cluster
(colocation) of products and services, and of & and experiences
along the tourism value chain and a basic unitnaflysis of tourism. A
destination incorporates various stakeholders amdnetwork to form
larger destinations. It is also intangible withiitsage and identity which
may influence its market competitiveness”. Destoratmanagement is
“the coordinated management of all the elementsritake up a tourism
destination (attractions, amenities, access, miageand pricing)”.

Destination management can include land use plgnnbusiness
permits and zoning controls, environmental and rthegulations,
business association initiatives, and a host oérotbchniques to shape
the development and daily operation of tourismtsglaactivities. The
term "destination” refers broadly to an area whewism is a relatively
important activity and where the economy may beniSantly
influenced by tourism revenues. Destination managens complicated
by the fact that a single, recognizable destinatray include several
municipalities, provinces, or other government tedi - in island
environments it may be the entire country. The seegpectations and
anticipated benefits of tourism vary greatly fromeadestination to the
next, and there is certainly no "one size fits affproach to destination
management.

Site management activities and tasks may inclueéalowing:

I. routine maintenance to maintain the desiremlaggcal condition
and to support recreational use (e.g., invasigetaion control,
fence, and sign repairs)

il. replacement of infrastructure, where routimaintenance could
no longer sustain viability (e.g., fence and gigplacement)

iii. enhancement and monitoring of habitat qualigyg., reseeding
crop land to permanent cover, tree and shrub ip@nbaseline
inventories, and range health assessments)

V. enhancement of recreational access (e.g.immpkreas, walking
trails, and pedestrian vgates).

Responsible and sustainable destination managestentld entail a
process that effectively and harmoniously addreskesinteractions
between the visitors, the industry that serves th community that
hosts them and the environment in a broad sendar@hand cultural
resources).
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Self-Assessment Exercises 1

1. Define tourism destination
2. What is destination management?
3. List 4 site manaaement activities and t:

a. Marketing Materials

Marketing is a process through which individualsl @moups provide,
exchange and obtain products — ideas, goods antte®r capable of
satisfying customers’ needs and desires at a tsim@ice and place.
Marketing requires a strategy. It is an all-encosspay, planning,

scheduling, studying, figuring-stuff-out, reseanghi testing, and
practicing strategy. Destination marketing refecs & management
process through which the national tourist orgarora and/or tourist
enterprises identify their selected tourists, dctaad potential,

communicate with them to ascertain and influen@ar tivishes, needs,
motivations, and likes and dislikes, on local/rurafyional, national and
international levels, and to formulate and adagirthourist products
accordingly with a view to achieving optimal tourisatisfaction,

thereby fulfilling their objectives (ILO, 2012).

Marketing material is not so much a type of markgts it is collateral
for you to use when you are in networking situagioMarketing

material might include brochures, racks cards, ness cards, and
letterhead. Marketing material in the form of brog¥s or rack cards can
be used to market your business at visitor infoiomatcentres,

accommodations, restaurants or other destinatiop®tantial visitor

might visit. Business cards might be used when aivend networking

events. All printed marketing material might be disevhen you

attending an industry trade show. Tracking yourke&ng material is

much like print marketing, in that it is challengino track inquiries.

However, an assumption can be that those who take sharketing

material are interested in your business and tihes up to the content
on that material to drive those potential custontersake action and
contact you.

b. Information and Visitors Centres

A visitor centre, visitor information centre, tostrinformation centre, is
a physical location that provides tourist inforroatito the visitors who
tour the place or area locally. It is a clearlydidd, publicly accessible,
physical space with personnel, providing predomiyafmee-of-charge
information to facilitate travellers’ experiencel$. may be a visitor
centre at a specific attraction or place of interesch as a landmark,
national park, national forest, or state park, miog information and
in-depth educational exhibits and artefact displ&@fsen a film or other
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media display is used. If the site has permit neguents or guided
tours, the visitor centre is often the place wtibese are coordinated. A
tourist information centre, providing visitors to mBcation with
information on the area's attractions, lodgingspsnand other items
relevant to tourism. Often a visitor centre is edll simply an
information centre.

Visitor information centres are primarily resporsibor promoting local
tourism products and services; and consequentlye liirect impacts
upon the economic, social, and recreational Aweihg of the region in
which they are located.

Visitors’ Information Centres (VICs) play a criticaole in a
destination’s success. Four-Plus model outlinesrokes performed by
VICs, undertaken in different magnitudes, dependinghe location of
the VICs and the nature of the attraction in ther@wndings. These
functions are outlined in the Four-Plus Model fige components,
namely:

a) Promotion of the destination;

b) Orientation and enhancement of the destinatitvactions;
C) Substitution for on-site visits;

d) Control and filtering of visitor flows; and

e) The community integration function

The following functions of VICs are included:

f) Grow the yield (increasing both length of stayd spend)

9) Industry development

h) The face or "lighthouse" of local tourism
i) Conversion of visitor interest to purchase
j) Visitor research

k) Dissemination of emergency information

Visitor Centres are hubs within a destination tbah be utilized to
manage the flow of visitors to help alleviate costgen problems
experienced by many sites. Acting as gateways anttal information
and interpretation points, VCs can determine tmesi of the day to visit
certain attractions and/or suggest alternativetioea for less crowded
experiences. The use of the Visitor Centres in watjon with other
activities, such as guided tours or films can caoirege visitors’
numbers outside fragile sites or viewing areasitMientre’s staff are
key resources to providing information and con@esgrvices as well as
impacting visitor behaviour to ensure a quality exgnce both for the
visitor and for interactions with residents. In aigeh, VCs can provide a
space to generate revenue through the sale otgjakerchandise, local
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handicrafts, paid comfort facilities and parkindiee can be important
resources to finance conservation.

C. Footpath/Trails

Associated with visitor centres are footpaths amdst These, too are
important parts in the mix of operational flows wefsitors and
enhancement of visitors satisfaction. Constructiaglities and trails
that reduce impact but allow more visitors and hiem to see the
wildlife - boardwalks, overlooks, hides, pontooet.

d. Seasonal or Temporal Limitson Use

Seasonal or temporal limits on use, e.g. limitingitmmg times;
restricting car parking, accommodation facilities mublic transport;
ensuring visits occurs at appropriate times of @ahich may vary
diurnally and seasonally).

e. Regulating Group Sze

Regulating group size, particularly for speciadistivities; requiring pre-
registration (visits only by prior arrangement)pyding guided tours
that allow for more control and maximize enjoyment.

f. Restricting Visitor Behaviour

Restricting visitor behaviour, e.g. ensuring thiatters stay on specified
routes and do not trample vegetation or disturlmafs, and that noise
and the use of light at night (e.g. during visdgurtle nesting beaches)
IS minimized.

g. Using Zoning

Using zoning, e.g. closing area to visitors, orudg vVisits to
ecologically important areas.

h. Increasing Entrance Fees

Increasing entrance fees at peak periods or tolpopreas.
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i Proving Garbage Bins

Visitors will cause environmental pollution in aratound heritage.
Thus, proper waste management system must be épptieé garbage
bins should be provided to encourage visitors tdewve litter.

J- Inter pretation

Educating visitors via visitor guidelines, codescohduct, information
boards, etc., made available or distributed throtmlrism facilities.
Interpretation is essential. It is about connecfiagd communicating)
with visitors, thus enlivening a park or a tourggstination. While
information presents facts, interpretation attem@tdo more, by giving
meaning to things. Interpretation is an importargtywof telling the
public about the work a park is doing and of rajsawareness about
what the park stands for. In addition to its edingatfunction,
interpretation in a park can:

. add value to the visitor experience, making pariore relevant
and accessible to visitors;
. encourage Vvisitors to explore nature, raise am&ss, gain

understanding and get excited about plants, aniraats the
environment;

. help teachers and self-guided groups to userlagad to make
sense of the site and its resources;

. enhance the quality of facilitated educationedgpammes and
create a rich learning environment in a park;

. assist with visitor management, where stratdélgicplaced

signages enable the focus of attention on cert@plays and
help keep visitors away from sensitive areas;

. reach out to a wide audience, even when manpauwdrother
resources are limited,
. help win public support by promoting organisatimissions and

informing park users of new developments; and dstassith
fundraising, directly or indirectly.

Self-Assessment Exercises 2

1. What is marketing?
2. Define tourism information centre
3. List the 5 components of Four-Pus Model
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7N\

Yo/

5.5 Summary

Site management involves a reiterative processdmivthe attributes of
the place, the different potentialities. It possss®r effective as well as
cognitive experiences, and the way that the placprésented to the
public and the stories told in the marketing litara. In the course of
this study we were able to discuss the managenasit a&nd site
operations techniques in terms of marketing, infttron and visitors
centre etc.

M

Pike, S., and Page, S.J. (2014). Destination Mends&rganizations and
destination marketing: A narrative analysis of fiterature.
Tourism Management, 41:202-  227.
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u:: 5.7 Possible Answers to SAEs

Self-Assessment Exercises 1

1. A “physical space with or without administrative déor
analytical boundaries in which a visitor can spanavernight

2. Destination management is the coordinated manageofeall
the elements that make up a tourism destinatigtna¢sions,
amenities, access, marketing and pricing)

3. Routine maintenance, replacement of infrastructembancement
and monitoring of habitat quality, enhancementrexreational
access

Self-Assessment Exercises 2

1. Marketing is a process through which individualsl agroups
provide, exchange and obtain products — ideasdgocand
services — capable of satisfying customers’ needisdesires at a
desirable price and place

2. It is a physical location that provides touristarhation to the
visitors who tour the place or area locally
3. Promotion of the destination; orientation and emleament of the

destination attractions; substitution for on-siigits; control and
filtering of visitor flows; and the community egration function
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Module 2

Unit 1 Strategy for Tourism Management

Unit 2 Managing Urban Tourism

Unit 3 Managing the Countryside for Tourism: Governance
Perspective

Unit 4 Tourism and the Environment

Unit5 Marketing Management for Tourism

UNIT 1 STRATEGY FOR TOURISM MANAGEMENT
Unit Structure

1.1  Introduction

1.2 Learning Outcomes

1.3 Mission and Stakeholders

1.4  Strategic Analysis

1.5 Strategic Choice

1.6  Strategic Implementation

1.7 Summary

1.8 References, Further Readings, and Welc8sur
1.9 Possible Answers to Self-Assessment Exercises

@ 1.1 Introduction

An overview of corporate tourism strategy is pr@ddin this unit.

Organizations without a strategy are prone to efjat drift, which

results from failing to keep track of and adapt ttee external

environment's changing needs. Without strategiampia, businesses
are more likely to operate haphazardly and in nespdo circumstances
than they are to be proactive. Corporate failurg stam from a lack of
a successful strategy. An organization's long-tdmmaction and focus
are determined by its strategy, which "achievesaathge for the
company through the configuration of resources iwita changing

environment, to satisfy the needs of markets, andillt stakeholder

expectations." Goals that are more broad-basedh guomoting

sustainable tourism, are the focus of strategies.

@ 1.2 Learning Outcomes

At the end of this unit you should be able to:

. describe the importance of both mission and stdkeh®in
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tourism management
. identify the techniques of strategic analysis amalae
. enumerate the process of strategic implementation.

Mission and Stakeholders

Without a clear understanding of its overall aitrisichallenging for an
organization to develop strategy. The mission obeganization can be
viewed as what the organization is attempting tovdwat its purpose or
aim is, and where it intends to go in the mediunotog term. Clear
mission statements that are current, pertinent,hevé a positive tone
should also be adaptable, enduring, and well-datied.

Clearly articulated: The mission statement should be simple to
comprehend so that employees and other stakeholchans clearly
understand the principles and values that will guthem in their
dealings with the organization. The statement rhastpecific enough to
have an impact upon the behaviour of individuals.

Relevant: The mission statement should be appropriate to the
organization in terms of its history, culture andaied values. The
mission should not be too broad or too narrow. bomad may result in
lack of focus. Too narrow may mean factors that pogentially
important to the organization will be overlooked

Current: An unchanged mission statement may no longer leetalact
as a driving force guiding the organization inte thture.

Positive tone: The mission statement should be written in suahag
that encourages commitment and energizes or irsspinployees.

Individuality: The mission statement should set it apart fromeroth
organizations establishing its individuality if nied uniqueness through
an emphasis on the advantages of the organizasisedbon an objective
assessment of organizational strengths and weagess

Enduring: The mission statement cannot be continually alteas this
would be confusing, so they are likely to remaimpliace for a number of
years. Consequently they must be written to allomsbme flexibility.

Adapted: Mission statements are written with various targediences
in mind, some for employees only, some for shawdrsl and other
external groups, and others for all audiences. ififeemation and style
should reflect the relevant target audience.
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In practice, mission statements usually contain onemore of the
following:

° Some indication of the industry or business thgapization is
mainly concerned  with.

° An indication of the realistic market share or kedrposition the
organization should aim towards.

° A brief summary of the values and beliefs of tingamization in
relating to key stakeholder groups such as cus®nand
employees.

° An indication of the ownership or control of therganization.

° A summary of the geographical location or scope of
organizational activities.

° Specific and highly context-dependent objectives sometimes
expressed in the mission statement.

Tourisms have missions that encompass differeng:aim

Participatory: involving local people in its development and
management; and

Sustainable: putting long-term environmental and social bensfiort-
term gain. In this case it is ethical consideraicather than profit which
guide Tourism concern.

An organization’s mission is often accompanied Isg@aes of objectives
that spell out the goals that needs to achievee#dize its mission.
Objectives may be written in a closed or open fo@tosed objectives
describe quantifiable targets and should conforrBMART principles

and thus be:

Soecific;

Measurable;

Agreed with those who must attain them;
Realistic; and

Time-constrained.

On the other hand, open objectives are written amemof a qualitative
style.

The mission question (what does the organizatiast der?) cannot
readily be answered without consideration of stalddr question (who
does an organization exist for?).

A stakeholder can be defined as any group or iddadi who can affect
or is affected by the achievement of an organir&imbjectives. A
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group or individual qualifies as a stakeholdet/lié/she has a legitimate
interest in the organization’s activities and tias the power to affect
the firm’s performance and/or has a stake in th@'s performance.
Stakeholder theory argues that shareholders atieendghe sole owners
of a business nor the sole beneficiaries of itsivitiels. Whilst
shareholders are undeniably one stakeholder gringy, are far from
being the only group who expect to benefit fromibess activity and,
accordingly, are just one of those groups who relegitimate right to
influence a company’s strategic objectives. Somehete groups are
internal to the organization whilst others are mdé

Table 5. Examples of internal and external stakadrsl

Internal

External

Board of directors
Employees
collectively

Individual employees (e.qg.
founding entrepreneur)

Employees’ representatives (trade
unions, trade associations etc)

Functional business areas (marketing,
finance etc)

Geographical areas of the organization
(e.g. Europe, Asia etc.)

Shareholders
Creditors (existing and potential)
Suppliers (existing and potential)

Customers (existing and

potential) Trade bodies (e.g.

ABTA)

Competitors (current and future, national

and international)

Government (legal, fiscal, and
regulatory impacts)

Private individuals
International regulatory bodies (e.g.

IATA) The local community

Source: Evanst al., undated.

One widely used and useful model for understantiog stakeholders
exert influence on an organization’s objectives waeposed by
Mendelow (1991). According to this model, stakelotd can be
‘ranked’ depending upon two variables: interest apdwer:

° stakeholder power refers to the ability to infloen the
organization;
° stakeholder interest refers to the willingnessirttuence the

organization.

In other words, interest concerns the extent toclwhthe stakeholder
cares about what the organization does.
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It then follows that:

Stakeholder influence = power X interest

The actual influence that a stakeholder has witletel upon where the
stakeholder is positioned with respect to ability influence and

willingness to influence. A stakeholder with botigh power and high

interest will be more influential than one with lopower and low

interest. But it is stakeholder power which willtelenine the influence
that different groups have in an organization’sswis. The power of

internal stakeholders is influenced by factors sashposition in the

organization, control over resources, power of@age, charisma and
specialist knowledge. External stakeholders cardwiewer because of
control of resources (particularly finance), theinstitutional role (e.g.

shareholders voting rights) and legal agreemegt f&ank).

Self-Assessment Exercises 1

1. What is tourism organization mission?
2. List 7 characteristics that tourism mission shcdsle
3. Define stakeholde

1.4  Strategic Analysis

The next stage in the formulation of tourism cogter strategy is
strategic analysis. Strategic analysis is a theaist informed
understanding of the environment in which an org@inon is operating,
together with an understanding of the organisasianteraction with its
environment in order to improve organisational aéincy and
effectiveness by increasing the organisation’s ciépdo deploy and
redeploy its resources intelligently. The purpoSetmtegic analysis is
to gather information and to analyse it system#yicand thoroughly.
None of us would be wise to make an important d&ciabout anything
in life without adequate and relevant informaticamd nor would
tourism, hospitality and events organizations. €heme two main stages
in strategic analysis:

° Strategic analysis involves an examination of agaoization’s
internal environment (internal analysis). This wkiee form of a
thorough analysis of the internal processes andttsires of a
business in much the same way as a doctor mighy cat a
thorough medical examination on a person. The mma&pof
internal analysis is to establish what the orgdiomais good at
(its strengths) and what it is not so good atwgsknesses).

° The second stage in strategic analysis involvesxamination of
the organization’s external environment (extermalgsis). This
takes the form of a thorough analysis of two ‘layef external
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environment — the micro or near environment, aredntacro or
far environment.

The following attributes are commonly associatedthwstrategic
analysis:

1. Identification and evaluation of data relevamt strategy
formulation.

2. Definition of the external and internal envircemb to be
analysed.

3. A range of analytical methods that can be ensgaoyn the
analysis. Examples of analytical methods used tmnategic
analysis include:

. SWOT analysis
. PEST analysis

. Porter’s five forces analysis
. Four corner’s analysis

. Value chain analysis

. Early warning scans

. War gaming.

SWOT ANALYSIS: A SWOT analysis is a simple but widely used tool
that helps in understanding the strengths, weaksesgportunities and
threats involved in a project or business actiMitytarts by defining the
objective of the project or business activity addntifies the internal
and external factors that are important to achgevihat objective.
Strengths and weaknesses are usually internaktortianisation, while
opportunities and threats are usually externalfterOthese are plotted
ona simple 2x2 matrix.

Table 6: SWOT analysis

Strengths Opportunities
What does your organisation| What political, economic, social-
do better than others? cultural, or technology (PEST)

changes are taking place that could
What are your unique selling| be favourable to you?
points?
Where are there currently gaps i
What do you competitors andthe market or unfulfilled demand

alictarvanrve s vintie vl

N D

87



TSM 244 TOURISTSSITES, PRODUCTSAND OPERATIONSII

Weakness Threats

What do other organisations [d&hat political, economic, social-

better than you? cultural, or technology (PEST)
changes are taking place that could

What elements of your be unfavourable to you?

business add little or no value?

What restraints to you face?
What do competitors and
customers in your market What is your competition doing

Nnarcaoinnu acvintivwinalznacc that conild nanativialhs immn=yvinii2

Source: Downey, 2007.

When using SWOT analysis, it should be ensured that

. Only specific, verifiable statements are used.eXample might
be ‘price is N1.50 per unit lower than competitioather than
‘good value for money’.

. Internal and external factors are prioritisedtisat time is spent
concentrating on the most significant factors.s1$hould include
a risk assessment to ensure that high risk or imgfact threats
and opportunities are clearly identified and aeald with in
priority order.

. Issues identified are retained for later in thmategy formation
process.

. The analysis is pitched at the project or busnedtivity level
rather than at a total company level, which may lbss
actionable.

. It is not used in exclusivity. No one tool isdily to be completely
comprehensive, so a mixture of option-generatgstshould be
used.

PEST ANALYSIS: PEST analysis is a scan of the external macro-
environment in which an organisation exists. Itaisuseful tool for
understanding the political, economic, socio-catiand technological
environment that an organisation operates in. h &® used for
evaluating market growth or decline, and as suehptbsition, potential
and direction for a business.

Political factors: These include government regulations such as
employment laws, environmental regulations and paticy. Other
political factors are trade restrictions and podtistability.

Economic factors: These affect the cost of capital and purchasing

power of an organisation. Economic factors incledenomic growth,
interest rates, inflation and currency exchangestat
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Social factors: These impact on the consumer’s need and the jadtent
market size for an organisation’s goods and sesvi@ocial factors
include population growth, age demographics andud#ds towards
health.

Technological factors: These influence barriers to entry, make or buy
decisions and investment in innovation, such asraation, investment
incentives and the rate of technological change.

PEST factors can be classified as opportunitiethiats in a SWOT
analysis. It is often useful to complete a PEST ham before
completing a SWOT analysis. It is also worth notitheat the four
paradigms of PEST vary in significance dependingtioa type of
business. For example, social factors are moreoaliy relevant to
consumer businesses or a B2B business near themennd of the
supply chain. Conversely, political factors are enobviously relevant
to a defence contractor or aerospace manufacturer.

PORTER'S FOUR FORCES ANALYSIS: Porter's five forces of
competitive position analysis was developed in 1®y9Michael E.

Porter of Harvard Business School as a simple fwaonie for assessing
and evaluating the competitive strength and posittd a business
organisation. This theory is based on the conceat there are five
forces which determine the competitive intensitg attractiveness of a
market. Porter’s five forces helps to identify wiguower lies in a
business situation. This is useful both in undeditag the strength of an
organisation’s current competitive position, ance thtrength of a
position that an organisation may look to move .irBtrategic analysts
often use Porter’s five forces to understand wiretieav products or
services are potentially profitable. By understagdivhere power lies,
the theory can also be used to identify areas rehgth, to improve
weaknesses and to avoid mistakes.

The five forces are:

1. Supplier power: An assessment of how easyfirisuppliers to
drive up prices. This is driven by:

. the number of suppliers of each essential input

. the uniqueness of their product or service

. the relative size and strength of the supplier

. the cost of switching from one supplier to anothe

2. Buyer power: An assessment of how easy it ibiers to drive
prices down. This is driven by:

. the number of buyers in the market

. the importance of each individual buyer to thgamrisation
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. the cost to the buyer of switching from one sigrgdb another.
If a business has just a few powerful buyers, theyoften able
to dictate terms.

3. Competitive rivalry: The key driver is the numlaend capability
of competitors in the market. Many competitorsfeohg
undifferentiated products and services, will redumarket
attractiveness.

4. Threat of substitution: Where close substitutedpcts exist in a
market, it increases the likelihood of customenstching to
alternatives in response to price increases. fddaces both the
power of suppliers and the attractiveness ofntheket.

5. Threat of new entry: Profitable markets attraetv entrants,
which erodes profitability. Unless incumbents hateng and
durable barriers to entry, for example, patentgnemies of
scale, capital requirements or government policidésen
profitability will decline to a competitive rate.

Threats of substitution
e.q.

.

Buyer switching cost
Buyer propensity to
substitute

+ Product differentiation

.

h 4

LI I R

Buyer power e.g

Buyer information
Buyer volume

Buyer price sensitivity
Buyer switching costs
Bargaining leverage

Rivaltry e.q.

Murnber of competitors
Size of competitors
Industry growth rate
Differentiation
Exitbarriers

LI I B I

Supplier power e.g.

Supplier concentration
Importance of volume
to supplier

Cost relative to

selling price

Threat of new entry
e.g.

Switching costs
Econornies of scale
Learning curve
Capital requirements
Patents

LI T R I

Figure 10: Porter’s five forces

Source: Downey, 2007.
UR CONER’S ANALYSIS: Four corner's analysis Developed by

Michael Porter, the four corner’s analysis is afwiseol for analysing
competitors. It emphasises that the objective ohmetitive analysis
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should always be on generating insights into theréu The model can
be used to:

. develop a profile of the likely strategy changescompetitor
might make and how successful they may be

. determine each competitor's probable responsthdéorange of
feasible strategic moves other competitors mighken

. determine each competitor's probable reactiorthi range of

industry shifts and environmental changes that otayr.

The ‘four corners’ refers to four diagnostic comeots that are essential
to competitor analysis: future goals; current sggt assumptions; and
capabilities.

Many organisations carry out basic SWOT analysisl d&ave an
appreciation for their competitor's strategies. Hoer, motivational
factors are often overlooked and yet are genethldy key drivers of
competitive behaviour. Understanding the followifogir components
can help predict how a competitor may responddiven situation.

Motivation — drivers: Analysing a competitor’'s goals assists in
understanding whether they are satisfied with theirent performance
and market position. This helps predict how theghhreact to external
forces and how likely it is that they will changeasegy.

Motivation — management assumptions: The perceptions and
assumptions that a competitor has about itself,indestry and other
companies will influence its strategic decisionsnalysing these
assumptions can help identify the competitor’s ésaasnd blind spots.
Actions — strategy: A company’s strategy determines how a competitor
competes in the market. However, there can be fardifce between
‘intended strategy’ (the strategy as stated in ahneports, interviews
and public statements) and the ‘realised styafgige strategy that the
company is following in practice, as evidencgdbquisitions, capital
expenditure and new product development).

Where the current strategy is vyielding satisfactogsults, it is
reasonable to assume that an organisation willimeatto compete in
the same way as it currently does.

Actions — capabilities: The drivers, assumptions and strategy of an
organisation will determine the nature, likelihoashd timing of a
competitor’s actions.

VALUE CHAIN ANALYSIS: Before making a strategic decision, it is
important to understand how activities within thegamisation create
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value for customers. One way to do this is to cahduvalue chain
analysis. Value chain analysis is based on the cipi that

organisations exist to create value for their cugiis. In the analysis,
the organisation’s activities are divided into gepa sets of activities
that add value. The organisation can more effelgtievaluate its

internal capabilities by identifying and examiningach of these
activities. Each value adding activity is considete be a source of
competitive advantage. The three steps for conuyicéi value chain
analysis are:

1. Separate the organisation’s operations into gaynand support
activities: Primary activities are those that phgHy create a
product, as well as market the product, deliverpgtauct to the
customer and provide after-sales support. Suppziiviges are
those that facilitate the primary activities.

2. Allocate cost to each activity: Activity costfanmation provides
managers with valuable insight into the interngdatalities of an
organisation.

3. Identify the activities that are critical to tmsier’s satisfaction
and market success: There are three important demasgions in
evaluating the role of each activity in the valbaio.

. Company mission: This influences the choice divaes an
organisation undertakes.

. Industry type: The nature of the industry inflaes the relative
importance of activities.

. Value system: This includes the value chainsnob@anisation’s
upstream and downstream partners in providing poisdio end
customers.

Value chain analysis is a comprehensive techniqueahalysing an
organisation’s source of competitive advantage.

EARLY WARNING SYSTEMS: The purpose of strategic early
warning systems is to detect or predict stratelyicaiportant events as
early as possible. They are often used to idenitiéy first scene of
attack from a competitor or to assess the likelklhoba given scenario
becoming reality. The seven key components of @y @arning system
are:

1. Market definition: A clear definition of the go® of the arena to
be scrutinised. For example, is the arena a pdatigeographical
region, brand or market?

2. Open systems: An ability to capture a wide raoigemformation
on relevant competitors.
3. Filtering: Information that has been collectedtbe arena needs

to be filtered according to significance. Expert
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WAR GAMING: War games are a useful technique for identifying

interpretation is required in order to identify feular events that
signify strategic moves or shifts.

Predictive intelligence: Using knowledge of floeces driving a
competitor to predict which direction they areelikto take. One
technique is to build likely scenarios and asdiivseek the
signals that confirm the scenario. The predictiomsed to be
assessed for their probability of occurringhd gotential
impact.

Communicating intelligence: Ensuring that tightipeople in an
organisation receive regular briefing on keynsig.
Contingency planning: Events that have a higtemqtal impact
or probability of occurring may merit contingencyams, for
example, a change of strategy or mitigating actions

A cyclical process: The process of scrutinisinfprmation for
new warning signals should never stop. While thelesis is on
emerging threats and opportunities, the processidhe flexible
enough to tackle unexpected shorter term develofsnea.

competitive vulnerabilities and misguided intermelsumptions about
competitors’ strategies. Simulations of competieenarios are used to
explore the implications of changes in strategy an ‘no risk’

environment. They also encourage new ways of thokabout the
competitive context. War games are often parti¢plarseful for

organisations facing critical strategic decisioAstypical business war
game has the following characteristics:

an off-site venue

senior managers representing a cross-functionak rof
participants

two to three full days’ duration

four or more teams of between four to eight peagdch. Each
team represents either the sponsoring companyner ab its
competitors

preparation time in which each team receivesssido describing
the company they are representing, and its stiengind
weaknesses

It also has the following characteristics:

A structure where games comprise several ‘moeesiecision
rounds. Each move consists of a fixed, predeteminamaount of
time ranging from a  couple of months to sevgears. During
each move, teams make and carry out strategisidasi After
each move, teams assess their positions relatvether teams.
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. A ‘control team’ of facilitators who serve as thward of
directors. They ensure that strategic plans arepable and
legal. They also facilitate the debrief, in whiclarficipants
review the merit of each strategy.

Self-Assessment Exercises 2

1. Name the 2 main stages in strategic analysis
2. List 7 analytical methods used in strategic analysi

1.5 Strategic Choice

Strategic choices refer to the activities in thgamization that entails the
understanding of underlying bases guiding futuratsgy, generating
strategic options for evaluation and selectionat8gic choice is one of
the critical aspects in the organization. Oncestingtegy is selected firm
makes all the arrangement to implement it. Theuess are gathered
for its implementation. But if the strategy itsaf defective then

organization has to pay for it hence strategy ehdecomes one of the
important decision areas. When the right strategghosen, it gives
many benefits to the organization like:

a. Competitive Advantage: Right choice helps in gaining
competitive advantage in the market. Firm can ohioe
innovative products, improve quality and reducd.cos

b. Coordination: Strategies facilitate coordination throughout the
organization. While deciding the choice of the teigg, the
overall corporate and departmental strategies@isidered.

C. Corporate image:Proper strategy selection and implementation
improves the performance of the organization. Tioeee the
corporate image of the firm improves in the mindsvarious
stakeholders.

d. Organizational efficiency: Right choice of a strategy leads to
effective implementation, which in turn leads togtmer
performance and profits.

e. Optimum use of resourcesEffective strategic choice enable
optimum use of available resources
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Faaningan Healasting Cirraddering
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sitematives I giternatives

Figure 11: Process of strategic choice
Source: Business Policy and Strategic Management

The selection of a suitable strategic option is armoteasy decision as it
involves a lot of complex consideration. In simfgems an organization
seeks to gain advantage over its competitors efijieselling a cheaper
product than the competitors, or a better produah tthe competitor, or
cheaper and better product. These are the keggitaiptions available.
During any phase of strategic review a number i@tagjic options will
be generated from strategic analysis. The prefespgdn will pass the
tests of suitability, feasibility and acceptability

A price based strategy seeks competitive advantgg®ffering the
lowest prices in the industry. A key way to achidle is to reduce
costs by offering a basic, standardized, mass-exiuno frills products
with inessential aspects stripped out of the valbain. On the other
hand, a differentiation strategy offers productIquand uniqueness.
This is achieved through design, innovation, attento quality and
advertising.

Some organizations seek to provide high-qualitydpots at low prices
a hybrid strategy. This is difficult to achieve hase adding extra
consumer value adds to costs and forces up prites. generally

feasible if an organization can achieve economiesaale so that
average costs fall in line with a growth in outdti&dch of these positions
offers a strategy for gaining competitive advantage
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Self-Assessment Exercises 3

1. What is strategic choice?
2. Mention 5 benefits of strategic choice

1.6 Strategic Implementation

Strategic implementation refers to the processxeiceting plans and

strategies. These processes aim to achieve long-geals within an

organization. Strategic implementation, in otherrdg is a technique
through which a firm develops. It utilizes and ori@#tes new processes
into the structure of an organization. This ensullest the culture,

resources, people, and systems all follow the eggres put in place.

Strategic implementation can be a driving force your brand in a

competitive market.

Strategic implementation relies on a few factarsluding:

People: Do you have enough people to implement the sty&tefye
these people the best candidates? You need yorentwemployees to
demonstrate the required skills and competencies.

Resources:This refers both to financial and non-financigbgart.
Structure: The organizational structure should be clear-cuith
leadership and authority established. Each membaw& who they are
accountable to and who they are responsible for.

Systems:What systems, capabilities, and tools are in ptackcilitate
strategic implementation? What are their functions?

Culture: Are all employees comfortable in their roles? Duew
understand the overall objectives of the company@ Amployees
aligned with the brand’s values and mission?

These factors form the backdrop for successfulesiraimplementation.

Self-Assessment Exercises 4

1. Define strategic implementation
2. List the factors that strategic implementationagion

7N\

Yo/

1.7 Summary
In summary, the description of the basic stratéggtinique presented in

this chapter provides a conventional cycle of sgit planning and a
traditional method of approaching strategy. Howeveérshould be
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remembered that the accuracy of most of the arsilgghe plan is what
determines if a strategy will be successful. FosBog is a major
component of analysis, because the future is raisly unpredictable.
We were able to talk about the significance of téssion and
stakeholders in tourism management during the eoofghis study, as
well as the methods of strategic analysis and aeeimaking and,
eventually, the procedure of strategic implemeatati

N

Downey, J. and Technical Information Service (200%jfrategic
Analysis Tools Topic Gateway Series No. 34. Chade
Institute of Management Accountants. 16 Pp.
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u:: 1.9 Possible Answers to SAEs

Self-Assessment Exercises 1

1.

The mission of an organization can be viewed astwha
organization is attempting to do, what its purposaim is, and
where it intends to go in the medium to long term

Clearly articulated, relevant, current, positivadgpindividuality,
enduring, adapted

A stakeholder can be defined as any group or iddadi who can
affect or is affected by the achievement of an oizgion’s
objectives

Self-Assessment Exercises 2

=

Examination of organizational internal and exteeralironments
SWOT analysis, PEST analysis, Porter’s five foreeslysis,
Four corner’s analysis, Value chain analysis, Easlgrning
scans, War gaming.

Self-Assessment Exercises 3

1.

1.

2.
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Strategic choices refer to the activities in thgamization that
entails the understanding of underlying bases ggidiuture
strategy, generating strategic options for evatmaéind selection
Competitive advantage, coordination, corporate agen
organizational efficiency, Optimum use of resources

Self-Assessment Exercises 4

Strategic implementation refers to the processxeteting plans
and strategies
People, resources, structure, systems, culture
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Unit 2 MANAGING URBAN TOURISM

Unit Structure

2.1 Introduction

2.2  Learning Outcomes

2.3 Urban Tourism: Key Themes and Issues

2.4 A Framework for Managing Urban Tourism

2.5 Marketing Urban Tourism

2.6 Summary

2.7 References, Further Readings, and Web 8surc
2.8 Possible Answers to Self-Assessment Exercises

@ 2.1 Introduction

Urban tourism is seen as a vital sector with paémdr economic and
job growth on a global scale. Urban tourism hagaificant and deeply
ingrained role in supporting the sustainable mamege and utilization
of regional urban resources. The socioeconomic flienef tourism,
which accounts for the majority of all journeys amgernight stays, are
maximized in cities since they serve as touristidasons. In all facets
of current tourism practice, urbanisms with the n@nms of socio-
economic and political changes have made way famamticipated and
quick development process.

In this section issues in the management of urbansm, need for a
systematic and holistic framework for managing arl@urism spaces
and challenges of promoting urban tourism werellggted.

@ 2.2 Learning Outcomes

At the end of this unit, you should be able to:

. identify key issues in the management of urbansaur

. Highlight the need for a systematic and holistenfework for
managing tourism in urban spaces

. Identify the challenges of promoting urban tourism an

increasingly homogenous place market.
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M

[h% 2.3  Urban Tourism: Key themes and issues

Urban tourism is recognized internationally as acial industry that
offers potentials for economic and job growth. Toke of urban tourism
in supporting the sustainable management and uséacafl urban
resources is largely recognized and is rooted withie discourse of
urban tourism itself. Tourism in cities, which roghe bulk of the entire
journeys and the total overnight stays; make thestnod the socio-
economic benefits to those cities as they are spatattractions for
tourists. Urbanisms with the new forms of sociorexic and political
changes have given way to an unforeseen and spéedslopment
process in all areas of existing tourism practice.

United Nations World Tourism Organization defingban tourism as

"trips taken by travellers to cities or places @hhpopulation density".

Those visitors are attracted to the urban areadifi@rent purposes such
as business, conference, sport, culture and eim@eat. The urban

environment offers social, cultural, physical amdthetic aspects where
tourist activity can exist. This urban form shap&periences as visitors
can interact with attractions and the infrastruetwan be generally
developed for non-tourism purposes, local resideartd economic

activity. Every town, city or urban region whatever inherent natural

characteristics of site and terrain and man-madbel@ms has a potential
which stems from its own natural form, sense ot@Jasense of history,
spirit and ethos.
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v
URBANTOURISM

Figure 12: Framework for urban tourism
Source: Giriwatet al., 2013.

The academic study of urban tourism often includeseral key
elements. These consist of:

The demand for urban tourism: identifying the ‘urban tourist’;
motivational factors; measuring demand; trendsgpast in demand,;
tourist-consumer behaviour; modelling/forecastiegndnd, etc.

The supply of urban tourism: primary elements, including ‘activity’
and ‘leisure’ settings; secondary elements, sucacasmmodation and
restaurants; and additional elements includingrmédion services, car
parking and so on.

Marketing urban tourism: selling the city; re-branding and re-imaging
the city.

Policy, planning and management issuesourism and regeneration;
organizational structures and relationships, netgjorcollaboration);
tourism policies (attractions, events, regionalig)c etc.

The impacts of urban tourism: economic benefits/costs; socio-cultural
development; sustainable generation, etc.

Although it is clearly evident that many towns aoities are important
tourism destinations in their own right, the exmste of an identifiable
and definable phenomenon (i.e., ‘urban tourism’hider which all
tourism supply and demand in urban areas can legmased, remains
debatable. At the same time and, perhaps, of gremap®rtance, is there
an ‘urban tourist’, or are towns and cities simpiynvenient locations in
which tourists can enjoy a variety of different espnces? The physical
existence of tourism in cities does not in itsedate an urban tourism
that has any significance beyond the self-evidesmhlmnation of a
particular activity at a particular place’

Self-Assessment Exercises 1

1. Define urban tourism
2. List 5 purposes that attract visitors to the urbseas
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2.4

Two things are clear from the debate above. Urbaridm is a complex
concept that manifests in practice in a wide ranfjedevelopment
perspectives, city attractions, tourist behaviog ao forth. Despite this
diversity, there are a number of issues, partibultnose related to
effective and appropriate tourism development, #ratprevalent in the

TOURISTSSITES, PRODUCTS AND OPERATIONSI |

A Framework for Managing Urban Tourism

majority of urban tourism contexts, if not all diem.
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\
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Figure 13: A framework for managing urban tourism
Source: Adapted from Tyler, 2000 and Page and &a03.
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As a result, a framework is required that not adgynonstrates the vast
array of factors, influences, and processes thatimae an impact on
the development of urban tourism in various corgtelut also offers a
reasoned, systematic procedure that should bewetloin managing
urban tourism development. One such framework isp@sed in
Figure 9. In this model, the starting point is tatrism, but the broader
dynamic urban context to which tourism developnmeay, potentially,
make a contribution (one implication being that, aasesult of this
initial process, tourism may not in fadie selected as an
appropriate development strategy under certairugistances). Here,
the political environment which include both locahd national
government structure and prevailing policies asl aelthe economic
and socio-cultural environment must be taken irtcoant in order to
identify not only appropriate management structuaesl roles in
developing urban tourism, but also the multitudgalitical economic
and social forces that represent either opporesiitir barriers. Thus,
the need for viewing tourism not in isolation bt @ part of holistic
approach to economic and social policy-making.

Self-Assessment Exercises 2

1. Outline 3 major environment in which tourism opegat
2. Tourism should not be viewed in isolation from atpelicies
Yes or No

2.5 Marketing Urban Environment

Marketing is defined as "managerial process invgvthe setting of
organisational goals and objectives, analysis, mEn and
implementation. It is a set of activities that fesin the formulation of
plans and programmes. Through these activitiesgangsation seeks to
bring about a voluntary exchange of values by mhog benefits to its
clients and potential clients and, through this,ndfgs to the
organisation and its constituent parts or members.

City marketing can only fulfil its aims and objass, when the
stakeholders including locals, employees and masag@é tourism
organisations derive satisfaction from their sectand when local
authorities, visitors and tourism organisationstbe& expectations met.
Place marketing embraces four activities:

1. Designing the right mix of community featuresl services;

2. Setting attractive incentives for the currentd gotential buyers
and users of its goods and services;

3. Delivering place products and services in aficieht and

accessible way and;
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4. Promoting the values and image of a place aopbtential users
are fully aware of its distinctive advantages.

Any development strategy must include marketing ascrucial
component if tourism development is to have a p@sitnpact on urban
revitalization and for that contribution to be maked. Place
promotion is increasingly a common aspect of modeban life and
city marketing initiatives. The process of identiy a location as a
"place product” and creating and promoting it tdséa the needs of
identified consumers is known as marketing. As sulte Paris has a
well-deserved reputation as Europe's capital ofammee. Place pictures
have been strongly associated with each city in fimvenation of
perceptual global place maps as a result of maugseperations.

Self-Assessment Exercises 3

1. What is marketing?
2. State 4 activities embraced by place marketing

"

Yo/

Development of the tourist industry requires in&gn into broader
social and political objectives as well as the ernic strategy of a
particular country because tourism is a means terghrather than an
aim in and of itself. During the course of the dssion in this unit, we
were able to define urban tourism, outline a framéwor managing
urban tourism, and finally address marketing urtoamism.

M

Pender, L. and Sharpley, R. (eds.) (200%Be Management of Tourism.
SAGE Publications Ltd. 372 Pp.

2.6 Summary

2.7 References, Further ReadingandWeb Sources
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Ll:: 2.9 Possible Answers to SAEs

Self-Assessment Exercises 1

1. Urban tourism as "trips taken by travellers toestor places of
high population density
2. Business, conference, sport, culture and enteremhm

Self-Assessment Exercises 2

1. Political, economic, socio-cultural
2. Yes

Self-Assessment Exercises 3

1. Managerial process involving the setting of orgatisal goals
and objectives, analysis, planning and implementat

Or
The process of identifying a location as a "placeduct” and
creating and promoting it to satisfy the needs idgntified
consumers

2. Designing the right mix of community features argtvies;

setting attractive incentives for the current gadential buyers
and users of its goods and services; deliveriaggproducts and
services in an efficient and accessible way amdmpting the

values and image of a place so that potentiakumer fully aware
of its distinctive advantages.
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UNIT 3 MANAGING THE COUNTRYSIDE FOR
TOURISM: A GOVERNANCE PERSPECTIVE

Unit Structure

3.1 Introduction

3.2  Learning Outcomes

3.3 Challenges in Rural Tourism

3.4  Tourism in the Rural Areas/Countryside

3.5 Summary

3.6 References, Further Readings, and Welc8sur
3.7 Possible Answers to Self-Assessment Exercises

M 3.1 Introduction

The countryside has long been tourism destinakoom the late 1700s,
tourists who had traditionally visited the cultucaintres of Europe were
influenced by a belief in the restorative effectshappily constituted
scenes and an increasingly romantic orientatioaethetic sightseeing
to visit rural areas. As a result, the countrysided mountains
throughout Europe became the object of the tougsize’ with
Switzerland, in particular, becoming a popular mhegton. Similarly the
English Lake district, revered by the poets andt@riof the Romantic
Movement, attracted increasing numbers of visitayms the start of the
nineteenth century, as did the Scottish Highlanbeleed, rapid
technological advances in transport, the emergesicex fledgling
tourism industry and desire to escape the burggonmban centres
collectively fuelled the growth in rural tourism rtughout the
nineteenth century. It was also in the same nimgtethat attempts were
first made to manage the countryside for tourism.

@ 3.2  Learning Outcomes

At the end of this unit, you should be able to:

. identify the challenges inherent in the managemah rural
tourism

. apply the concept of governance to the manageroentral
tourism

. consider the relative importance of local contasid national

policy in optimizing rural tourism’s contributiorto rural
development.

106



TSM 244 MODULE 2

3.3 Challenges in Rural Tourism

Several alternative definitions of “rural” are dahie for national and
provincial level analysis in most countries. Thaltdnge is to decide
which one to use. The choice of rural definitiontteizs because:

. different definitions generate a different numbef “rural”
people;

. even if the number of “rural” people is the samiéferent people
will be classified as “rural” within each defirof; and

. the characteristics of “rural” people are diéflet for each

definition of “rural.”

One longstanding debate is whether “rural” is aggaphical concept, a
location with boundaries on a map, or whether it as social

representation, a community of interest, a cultane way of life. A

society or community can be classified as ruraktlasn the criteria of
lower population density, less social differentati less social and
spatial mobility, slow rate of social change, égriculture would be

the major occupation of rural area. In generalrdfuis a term used by
the United States Census Bureau to classify pewspte live in places
with small populations or unincorporated areas \pitipulation density
less than 1,000 per square mile. Rural tourism typ@ of tourism

activity in which the visitor's experience is reddtto a wide range of
products generally linked to nature-based actwsjti@griculture, rural
lifestyle / culture, angling and sightseeing. Ruraurism activities take
place in non-urban (rural) areas with the followet@racteristics: i) low
population density, ii) landscape and land-use dated by agriculture
and forestry and iii) traditional social structuned lifestyle.

The characteristics of rural tourism are listed as

(1) Activities are carried out in rural areas

(2) It is functionally operated with smallede enterprises which
have interactions with nature, cultural itagre, traditional
society, and traditional practices

(3) The buildings and residential areas are setalle and represent
rurality

(4) It shows a traditional character. Growtmaural and slow. It
is linked to rural families. It should be tight controlled
locally and developed for the benefit of theal community
in the long run

(5) Contains a structure that incorporates dbncepts of rural
environment, rural economy, rural history, andl settlement.
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A number of challenges common to all rural/counttgsdestinations
may be identified as follows:

Rurality: Rural tourism is, typically, underpinned by ‘rutgl Tourists
seek rural (non urban, traditional, natural) exgere, the countryside,
however, defined, representing a touristic ‘refugem modernity’.
Rural tourism development and management shouletfdre seek to
maintain and enhance the experience of rurality.

Regeneration/developmentTourism must be planned and managed to
meet the ultimate objective of revitalized the doyside through
employment and income generation, attracting imeest, service
provision, realizing linkage opportunities in thecél economy and so
on. Thus, tourism must be developed accordingdallsocio-economic
development needs and opportunities.

Integration: Rural tourism should be integrated with broaderalru
development strategies at both the local and naltimirism policies.
Balance: There is requirement to balance tourism with otthemands
on the rural resource base, while the potentiatigflecting needs of
local communities, landowners, visitors and thetiorel interest’ must
be optimized.

Environmental Sustainability: The countryside is both finite and
fragile. The centrality of the environment (phys$iaad cultural) to the

rural tourism experience demands appropriate mongp protection

and conservation, and tourism development polieies necessary to
maintain the integrity and attraction of the ruzalironment.

Realism: Different forms of tourism (e.g. inland resortsaynbe more
developmentally appropriate to local or regionalkds than other
‘traditional types of tourism. Equally, ‘new’ ruredurism activities must
also be catered for. Therefore, rural tourism poheust embrace the
notion of a dynamic countryside responding to widecio-cultural
change rather than be constrained by a conservaouentryside
aesthetic.

Business Development:Rural tourism businesses themselves face
variety of challenges, including poor returns owestment, insufficient
skills or resources for marketing, lack of trainiagd the inability to
adapt to a service culture, seasonality and a ¢datollaboration with
other small tourism businesses in the locality.
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Self-Assessment Exercises 1

1. List 5 characteristics of rural tourism
2. Enumerate 7 challenges common to all rural/couitteys
destinations

3.4  Tourism in the Rural Areas/Countryside

The "imperative" of sustainability should lead timanagement of the
countryside, which means that rural tourism shdwddeveloped and
maintained in a way that it contributes to the oalg or destination
area's long-term, sustainable development. Thexethaee main ways
that this sustainability requirement can or shobdd implemented in
terms of managing the countryside: (1) managing rin@l tourist

environment; (2) managing the tourism industry; &)dusing tourism
as a component of overall rural development.

3.4.1 Managing the Rural Tourism Environment

It should come as no surprise that the main fodysdams and policies
for managing the countryside as a resource forigouhas been upon
the relationship between tourism and the physicail& environment
upon which it depends, given the difficulties indvar in the practical
application of sustainable rural tourism developm&imply put, the
main goal of many sustainable rural policies hasnb® reduce the
adverse effects of tourism growth and activity tiglo effective resource
planning and management. In other words, sustanablrism is
synonymous with sustainable resource use.

3.4.2 Managing the Tourism Business

It has long been understood that rural tourism dirface unique
difficulties. For a while, public-private partneigh were the go-to
strategy for controlling the growth of regional tsun enterprises and
resolving issues faced by tiny, newly establishadifesses in a
cutthroat industry. However, in recent years, tbke that clusters and
networks play in fostering regional competitivenessd thriving

economies for rural tourism firms has come underemand more
scrutiny. A cluster is basically a group of commganor industries in a
specific area that are linked by their goods, matkend other
companies or organizations, such suppliers, withomhthey do

business. Increased scale economies, increasedetibvgmess, and a
focus on collaboration and innovation are all adages of clusters.
Therefore, these clusters or networks can sigmifigaaid in managing
the tourism industry in rural areas.
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3.4.3 Tourism as an Element of Overall Rural Devejament
Policy

Tourism is widely considered an effective panaceaany of the socio-
economic problems facing peripheral rural areasaRareas generally
suffer high levels of poverty, and are also chan@otd by lower levels
of non-farm economic activity, infrastructural dea@ment, and access
to essential services. They may also suffer frorpogalation of the

able-bodied and lack of political clout. The deystent of tourism can
help address several of these problems through:

I economic growth, economic diversification atdbilization;

ii. employment creation, as primary source of meobut most
importantly secondary source of income;

ii. reduced out-migration and possibly re-popiaiat

V. maintenance and improvement of public seryices

V. infrastructural improvements;
Vi. revitalizing crafts, customs and cultural itiges;
vii.  increasing opportunities for social contantieexchange;

viii. protection and improvement of both the naturand built
environment;

IX. increasing recognition of rural priorities apdtential by policy-
makers and economic planners.

Rural tourism has long been considered a meansabf diversification
of the rural economy. Tourism is the major parttioé shift in the
economic base of rural societies promoting thusalrwitality and
sustainability. The synergies and interrelationshietween tourism,
agriculture and the other sectors of economic #gtare increasingly
important with many different players getting inwedl. Rural tourism
has become a ,development todbr many communities seeking to
diversify their economies due to its capacity toneyate local
employment, stimulate external investment into deenmunities and
supplement traditional industries. Tourism econoama employment
potential for rural areas depends heavily on tinkdges” it builds with
the other sectors of the rural economy. The bujdiof such
interrelationships and synergies with local secgush as agriculture,
food processing, construction, transportation anhero services
minimizes the “leakages” of tourism growth outsithe regions and
strengthens production at local level.

3.4.4 The Governance of the Countryside

Reflecting the fragmentation of socio-economic &utes within the
countryside and increasingly diverse array of dedsanincluding
tourism, placed on the rural resource base, thenaram which the
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countryside is governed has undergone a significamsformation in
recent years. In particular, a pre-occupation vaiginicultural interests
and concerns at both the local and national leasldeen superseded by
a more diverse, multidimensional approach to theegung of rural
areas. The model of rural tourism governance prepothat the
successful management of the countryside mustnatlevel, seek to
recognize, satisfy and balance the opposing netdseoconservation
and commercial groups of actors within broader ismarand rural
development objectives. This may be achieved thHrowither a
partnership of relevant stakeholders or, in the adsspecific areas such
as national parks, through an institution investeith appropriate
powers and authority.

Self-Assessment Exercises 2

1. State 3 main ways that sustainability be implengirie
managing the countryside
2. Highlight 9 developmental problems that tourism baip to

19

3.5 Summary

One component of the interconnected, interdependeiiection of
socioeconomic structures that make up the modeuntogside is rural
tourism. It supports a wide range of commerciarasts, but its success
is reliant on the beauty and health of the courdeyd=urthermore, while
frequently going unnoticed, tourism has taken osserthe primary
economic sector in many rural communities. As altesot only should
national tourism policy be synonymous with ruralligg but also
efficient management of the countryside for touridepends on the
union of broad rural (tourism) policy with site- aestination-level
economic and environmental management through aergauce
process. We were able to explore the following myithe course of this
study: difficulties that come with managing ruraltism, the role of
governance in managing rural tourism, the relasigmificance of local
control and national policy in maximizing rural t@m's contribution to
rural development.
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Ll:; 3.7 Possible Answers to SAEs

Self-Assessment Exercises 1

1.

Activities are carried out in rural areas; it igunctionally
operated with  small-scale enterprises which aveh
interactions with nature, cultural heritageaditional society,
and traditional practices; the buildings and restdl areas are
small scale and represent rurality; it shows eaditional
character. Growth is natural and slow. It is é&dkto rural
families. It should be tightly controlled Idlyaand developed
for the benefit of the rural community irhet long run;
contains a structure that incorporates thecepts of rural
environment, rural economy, rural history, andat settlement
Rurality; regeneration/development; integration; alabce;
environmental Sustainability; realism; business &epment
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Unit 4 TOURISM AND THE ENVIRONMENT

Unit Structure

4.1  Introduction
4.2  Learning Outcomes
4.3  What is the Tourism Environment?
4.4  Tourism and Environment Conflicts
4.5 Managing the Tourism-Environment Relationship
4.4.1 Managing Physical Resources
4.4.2 Managing Visitors
4.4.3 Sustainable Tourism Development
4.6 Summary
4.7  References, Further Readings, and Welc8sur
4.8 Possible Answers to Self-Assessment Exercises

@ 4.1 Introduction

This lesson addresses the connection between nouasd the
environment, paying particular attention to a Systeapproach to
environmental management that enables more suital@stination-
specific strategies for handling the effects of rism on the
environment. The environmental revolution has Heslmhost profound
impact on human values and behaviour of any paliteconomic, and
social evolution in the past century.

@ 4.2 Learning Outcomes

Having completed this unit, you should be able to:

. Define tourism environment

. describe the multidimensional and variable natur¢he tourism
environment

. Highlight the need for a destination-specific foaugnvironmental
management policies

. Explain tourism and environmental conflicts.

4.3 What is the Tourism Environment?

Tourism is a sector that depends on the environnMate than other
economic sectors, the tourism industry relies Hgam environmental
resources for its "production function." These teses are typically
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unique and play a crucial part in deciding how ahipg a place is to
tourists. That is, the environment is a vital comgrt of the tourism
product. Since tourists look for appealing, uniqu®, distinctive
surroundings that may support particular tourisivaes, it is crucial to
maintain a healthy, attractive environment for temr to succeed in the
long run.

It is common to think of the environment solelyt@nms of the location's
physical characteristics. Indeed, a lot of writimgstinguish between the
social and cultural effects of tourism as well & physical and
environmental effects. Tourists may, however, bemir to a place for
reasons other than its physical characteristicki(abor man-made), as
they look for chances to discover or engage wififedint nations or
cultures. The tourism environment can thereforesben as having
social, cultural, economic, and political charaistess in addition to its
physical components.

In this context, the term "tourism environment'emsfto a broad range of
variables that represent the external (dis)-ecoasmof a tourist
destination. These variables include natural aptblagical, economic,
social, cultural, historical, architectural, andrastructural variables that
represent a habitat onto which tourism activitiesgrafted and which is
subsequently exploited and altered by the operatodntourism
businesses.

While this definition includes the specifics of ttwirism industry, it is
also critical to take into account how differenbpke perceive it from a
managerial perspective. The factors mentioned @ @forementioned
definition are descriptive and observable in otlerlds, but how other
societies perceive or value them may differ gred@grticularly, there
may be differences in how local people and visitgesv or value the
environment at the location; whereas visitors miage a great value on
pristine or undeveloped environments, locals maly aee them as
legitimate resources to be exploited.

However, there not only exists a distinction betwkxeals’ and tourists’
perceptions of environment. Tourists do not represe homogenous
group consumers; they are likely to perceive anteract with

destinations environment in a multitude of difféarevays, depending
upon their attitudes, motivations, and expectatidnsother words the
attitudes of the tourist to the environment will beflected in their

behaviour, which in turn will determine the degmempact upon the
environment. Thus, at one extreme tourists may haveomplete
disregard for the environment, placing the satisfacof personal needs
above environmental concerns; at the other extréhey, may feel a
strong attachment to the destination environmeit &il attempt to
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integrate themselves into it. This suggests thatgts’ experience of the
environment can be placed upon a continuum of pémebehaviour.

Self-Assessment Exercises 1

1. Define tourism environment

2. Tourism environment can be viewed as possessing ..........

3. Distinguish between how local communities and &igrmay
perceive or value destination environment

4.4  Tourism and Environment Conflicts

One of the key components that lay the groundworktdurism is the
environment. The environmental effects of tourismowgh, both
positive and negative, have long been acknowledgedaddressed. The
following environmental conflicts arise as a reswft tourism
development.

a. Poorly designed hotels and other tourist figciiuildings, and
inadequate or inappropriate landscaping, createaligollution
in an area. In the absence of a proper sewagesdispgstem for
a hotel, resort or other tourist facilities, theexurs pollution of
ground water from the sewage. If a sewage outfall been
constructed into a nearby river and there is ncewakatment
plant, the polluted water of the river is boundctuse diseases
such as cholera, jaundice, etc.

b. The improperly maintained exhaust systems ohickes,
campfires by trekkers and mountaineers, and ufieegfoods for
picnics, increase the danger of forest fires a$ agehir pollution.
This can lead to the destruction of vast rangedooést and
wildlife. This questions the tourism industry’s ichato be a clean
industry.

C. Noise generated by a concentration of touristsijst vehicles or
helipads for tourist helicopters can result in €éamage and
psychological stress to both tourists and localserE the
screeching sounds of tourist vehicles inside alif@lgpark can
create behavioural changes and fear among theawiidals.

d. Several types of ecological problem result fnamcontrolled and
unplanned tourism developments in the tourist regié-elling of
trees to make way for tourist facilities, ski slepand ski lifts
cause suffering to forests. Further, constructibhilbroads also
causes irreparable losses to ecological surrousdnthe area. It
is estimated that the cumulative effect of buildipgt one
kilometre of road can dislodge up to 112,000 cubietres of
debris.
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e. The search for herbal flowers of rare varietias led to their
wanton destruction and disappearance of rare spetidowers
in tourism regions.

f. The oars of the boats of the river-rafting istg in the streams
can cause extensive damage to the rare aquatmespdiver
rafting can also cause the loose pebbles in theerw@ go
downstream, thereby choking the flow of water aralising
floods.

g. Destinations once noted for their particulaarelcter are reduced
to unattractive showpieces as many countries eodedo keep
pace with the visitor inflow. Despite a measureggof’ernmental
control during the development, the great increasaeumbers of
visitors to these areas resulted in rapid, ungdroonstruction of
hotels and dwellings for tourists and for migrasgrvice
employees.

These expansions threatened to destroy the veiyoenvent that is the
tourist attraction. It thus implies a causal reaship between certain
forms of tourism development and their inevitablevionmental
consequences, and that, importantly, such consegqaeare considered
undesirable or bad and should therefore be mininireavoided.

Self-Assessment Exercises 2

2. There is causal relationship between certain fafsurism
development and their...................coooee e,

4.5 Managing the Tourism-Environment Relationship

It is not possible within the context of this umd review fully the

enormous variety of prevailing tourism environméntaanagement
strategies, whether at a broad policy level or webkpect to specific
sites and locations. Nevertheless, there exisethrancipal approaches
to managing the environment for tourism.

4.5.1 Managing Physical Resources

It is important to find ways and manner of protegtor conserving the
physical tourism resource base as follows:

Land Designation: The most common strategy for protecting areas of
ecological, scientific, historical, scenic or, ihmet present context,
tourism/ recreational importance is designationereby identified areas
are designated according to necessary degreesotd@cpon. The best
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known form of designation, representing 57% of wWwld's protected
areas, is national park status, which seeks t@proationally important
areas of ecological, educational and recreationaipgses. Often
however the local interest (and indeed, knowledge experience of
land management is subordinated to the nationaseswation/tourism
development interest in much of the developing djofbr example,
national park designation has significantly disadaged local
communities.

Spatial Planning Strategies:A variety of methods are employed to
encourage tourism development in some areas walileving pressure
on sensitive or already degraded sites. The mogtlap of these is
zoning, which attempts to prescribe varying leveispublic use and
conservation in different parts or zones of a ln@yea such as national
park. It may also be utilized to separate incontgh@tiourism uses both
spatially and temporally.

Site Management Techniques:At the local, site level, various
techniques are employed to either protect sensitieas or to facilitate
regeneration or restoration of damaged sites. Sechniques may
include, for example, the appropriate location aighing of roads and
trails, the careful positioning of visitor facik$ and the enormous
diversity of methods employed, from ‘site-hardeningeasures to the
temporary denial of access, to protect or rest@eiqular resources,
such as coastal areas, mountain trails and so on.

45.2 Managing Visitors

By definition, the impact of tourism is directlylaged to the behaviour
or activities of tourists themselves. Moreover fatihg attitudes and
perceptions towards environment on the part ofistaiare likely to be
influential in determine the degree of impact eigrered by any one
tourism destination. It is not surprising, therefothat effective visitor
management is widely considered an integral elemmepnhvironmental
management.

The purpose of visitor management is to match #tare, scale, timing
and distribution of tourism activity to the enviraent within which it
occurs- that is, to ensure that the capacity ofetmaronment to absorb
tourists is not exceeded- as well as attempting etecourage
“appropriate’ behaviour on the part of individualutists. In a broad
sense, calls for tourists to adopt ‘good’ behavisua form of visitor
management but the wide range of more specificnigces employed
to manage visitor behaviour vary from soft, lowwkgory methods
designed to inform or educate, such as informatioentres,
interpretation and codes of conduct, through tdvggulatory methods
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designed to limit access. In many instances sudhniques are
successful; reducing the number of car park sphess for example
been found to be effective means of limiting totsfishnumbers at
particular natural area sites. However, visitor agement more
generally tends to be reactive ‘solution’ to a peob rather than an
element of a wider, proactive environmental managgrprocess.

4.5.3 Sustainable Tourism Development

The two approaches to managing the tourism enviesrindescribed
above focus specifically on two separate elemeritghe tourism-

environment relationship, namely, the physical smvwnent and visitor
behaviour. Conversely, sustainable tourism deveypnattempts to
address collectively the needs of all the playersthe tourism
destination- the local community, the physical eowment, the cultural
environment, the tourism industry and tourists thelves- in an
approach that is intended to reduce tensions aciibfr created by the
complex interactions between them. In other wosdstainable tourism
development seeks to optimize the benefits of $owrio tourists (their
experiences), the industry (profits) and local peoftheir socio-
economic development) while minimizing the impaaf tourism

development on the environment.

Self-Assessment Exercises 3

1. List 3 principal methods of managing physical reses
2. What is the purpose of visitor management?

19

4.6 Summary

In summary, this unit made the case that a systapmoach to
managing the tourism environment may be more efiedt it not only

acknowledges the distinctive and dynamic qualigéslestinations but
also successfully incorporates local governance hétethe opportunity
to talk about the following during our study ofghinit: the definition of
the term "tourism environment,” the multidimensibraand variable
nature of that environment, the necessity of dason-specific attention
in environmental management policies, and finalynfticts between
tourism and the environment.
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\ﬁl 4.8 Possible Answers to SAEs

Self-Assessment Exercises 1

1.

2.

3.

A broad range of variables that represent the eate(dis)-
economies of a tourist destination

Social cultural, economic, and political dimensiobgsides a
physical

Whereas visitors may place a great value on pestor
undeveloped environments, locals may only see thasn
legitimate resources to be exploited

Self-Assessment Exercises 2

1.
2.

Positive and negative
Environmental consequences

Self-Assessment Exercises 3

1.
2.
3

Land designation

Spatial planning strategies

Is to match the nature, scale, timing and distrdoubf tourism
activity to the environment within which it occurs
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Unit 5 MARKETING MANAGEMENT FOR TOURISM

Unit Structure

5.1 Introduction

5.2 Learning Outcomes

5.3  Marketing Process in Tourism

5.4  Managing Strategic Tactical Tension

5.5  Marketing Process and Plan in Tourism

5.6 Branding as Focus for Marketing Effort

5.7 Summary

5.8 References, Further Readings, and Welc8sur
5.9 Possible Answers to Self-Assessment Exercises

@ 2.1 Introduction

Marketing as a management discipline offers theisoumanager that
essential outward focus and receptivity to consumeeds that facilitates
organizational success in the competitive enviramnoé global tourism

today. Marketing is the process of planning and cetieg the

conception, pricing, promotion and distribution ioeas, goods and
services to create exchanges that satisfy individad organizational
objectives.

Marketing is the management process for identifyigficipating and
satisfying customer requirements profitably. Therkating concept
holds that the key to achieving organizational goahrough

understanding and responding to consumers and mapkace

conditions. Importantly these goals need not bdtprelated and, thus,
the practice of marketing in tourism has spreadnfroommercial

tourism industry to sectors and subsectors nofitioadlly associated
with the discipline. These include public sector sewms, national
parks, charities responsible for heritage consematnd so forth. For
some organizations, the practice of marketing emasses no more
than differing forms of communication or promotiorhis however, is
to misunderstand the scope of discipline and itateggic dimension.
Indeed, marketing may be better explained as aafaping business,
rather than as a ‘stand alone’ discipline.
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@ 5.2

At the end of this unit, you should be able to:

Learning Outcomes

. explain the process of marketing in tourism
. describe marketing plan in tourism
. Explain branding as a focus for marketing plan

5.3 Marketing Process in Tourism

Marketing is a social and managerial process byclvigonsumers
obtain what they need and want through creating archanging
product services and values with other. The emphasnore on wants,
needs, satisfaction, demand, and marketers. Actprdo Gilbert
“Marketing within tourism becomes the applicatiodf marketing
process to the specific characteristics which apgythe tourism
industry and its products.

Marketing is typically seen as the task of creatipgpmoting, and
delivering goods and services to consumers andhéssi Marketers are
skilled in stimulating demand for a company's pdu but this

becomes limited view of the tasks marketers perfaumst as production
and logistics professionals are responsible forpgupnanagement,
marketers are responsible for demand managemenkelitay managers
seek to influence the level, timing, and composittd demand to meet
the organization's objectives.

There are eight different states of demand ancctineesponding tasks
faced by marketing managers. They are as follows:

i) Negative Demand:when the markets dislike the products and

avoid them, negative demand gets generated. The ¢d

marketing managers is to analyse why the markesigkel the

products and whether a marketing program congistfrproduct
redesign, lower prices, and more positive pronmtian change
beliefs and attitudes.

i) No Demand: The target consumers may be unaware or

uninterested in the product. The marketing task i&nd ways to
connect the benefits of the products with peoptairal needs
and interests.

iii)  Latent Demand: Consumers may share a strong need that cannot

be satisfied by the existing Products.The markgetask is to
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measure the size of the potential market and dpvgbods and
services to satisfy the market.

iv)  Declining Demand: The demand for certain goods and services
over a period of time starts declining. The magkeshould
analyze the causes of the decline and should rdeterwhether
demand could be re stimulated.

V) Irregular Demand: Demand may vary on a seasonal, daily, or
even hourly basis. The marketing task called Ssorh
marketing is to find ways to alter the patterrdefnand through
flexible pricing, promotion and other incentives.

Vi) Full Demand: Organizations face full demand when they are
pleased with their volume of business. The manketask is to
maintain the current level of demand in the fa¢eclmanging
consumer’s preferences and increasing competition.

vii)  Overfull Demand: Organizations may face a demand level that
is higher than they can or want to handle. Theketarg task
called de marketing requires finding ways to redutemand
temporarily or permanently.

viii)  Unwholesome Demand: Unwholesome products will attract
organized efforts to discourage their consumpfidre marketing
task is to get people who like something to givep. Example:
Campaign against drugs, large families etc.

Marketing people are involved in marketing a variet entities like
goods, services, experiences, events, persons.esplaproperties,
organizations, information and ideas.

Marketing teaches the techniques and strategipsotoote products and
services.

Marketing management is concerned with the skdlsahalyse, plan,
coordinate and implement various strategies towardse
accomplishment a customer’s requirements and thesfiobjectives. In
a highly competitive market like tourism, the imst would be to
improve market share and expand business. It shoelldemembered
that in tourism, it is not only to sell tourism gees but also dreams.
Tourism manager must be fully equipped to do theljeeping in view
the objectives of the organisation and its custemeéhis, can be done
better through a proper understanding of marketiagagement.

The marketing processes and decisions vary to #tenie of their
formality; a micro-business in rural tourism, foxaenple, has very
different structures and style for managing marigtithan the
multinational tour operating and aviation congloater A micro-
business may have no written marketing plan (urdelsmn is needed),
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while the multinational may have written strategitd campaigns plans
by brand, product or key segment. However, they rhayequally
foresighted (or not) in their strategic marketihghking. And marketing
is invariably results-driven.

In practice, successful marketers in one sub-secfotourism can
transfer to other sub-sector with ease, their vauecognized. Chiefly
this comes down to their ability to handle the picat implications of
characteristics of tourism within marketing deamsimaking. These
characteristics are perishability, variability, epsrability and
intangibility.

To these four characteristics should be added ts structure of
tourism businesses. This consists of high fixedscasd low variable
costs, relatively fixed supply capability in the osh term, and
complementary between the different tourism elesieltoreover, no
single tourism organization exists in isolation ronfi the users’
perspective, the vacation experience (if we arerriefg to leisure
tourism) consists of meals, transport, accommodat&ight-seeing,
activities, and so on, all rolled into one, seamlkesperience.

Self-Assessment Exercises 1

1. The key to achieving organizational goals from redrig
perspective is ..........ccoeeeuenns

2. Outline 8 different states of demand faced by niamge
managers.

5.4  Managing Strategic Tactical Tension

Practical success revolves around managing theegica tactical
tension. Sometimes labelled as ‘demand capacityagenent’, skillful
marketer in tourism is endlessly balancing themetiand resources
between short term demand capacity requirementdcangdterm brand
development and strategic direction. Much of tharismm marketer
energy focuses on stimulating last minute salesfiltoremaining
capacity; remember the service characteristiceatpability, relatively
fixed capacity and high fixed costs. The combinmated perishability,
fixed capacity and high fixed costs serves to lgeprofits or plummet
losses in a way not experienced by the marketphg$ical goods. As a
consequence, tourism marketers need to pay clésetiah to demand
patterns. For example, the development of yieldagament systems in
aviation is rooted in the analysis of historic sakdata that allows
predictions to be made for a given route and timgamthat overbooking
percentages and price alterations can be madeonti@uous basis with
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a degree of confidence unimaginable in previousadecDevelopment
in information technology have allowed capacity fooduction to be
inventoried for distribution and tracking of subseqt sales. It is
therefore no surprise that many sub-sectors iretramd tourism have
invested heavily in information technology.

Self-Assessment Exercises 2

2. Tourism marketers need to pay close attention to............

5.5  Marketing Process and Plan in Tourism

A marketing process is a series of steps that alboganizations to
identify customer problems, analyse market oppatits; and create
marketing materials to reach the desired audiedde marketing
process consists of four elements: strategic miaketanalysis,
marketing-mix planning, marketing implementatiomdamarketing
control.

Marketing plan is a written declaration identifyirtgrget markets,
specifying the marketing objectives by individuabgucts, grouping
earnings and profits according to strategic businasits, containing
scheduling and budget elements of the marketing mhich together
create the marketing programme. The planning psogasgeneral
includes three steps:

a) a situation analysis (where are we, where aéeaded),
b) objectives setting (where are we and where dowant to be)
and,

C) the specification of marketing activities (thelocation of
marketing resources for achieving set objectives).

An important element is also the identification mfrket opportunity

according to new markets and according to new misdd he marketing

plan is the component of the business plan. Thelyygéan concerns

marketing objectives and strategies for a prodyehduct range,

development of the bank for one year, while thegitarm marketing

plan concerns a period of two to five years. Theation of the

marketing plan is understated as a strategic pspedsere this is based
on information and activities. The result is therkesing plan, which is

realised and monitored in connection with the rfssathieved.

Marketing —plan is the accepted output, commonlgogh not
exclusively in written format). The marketing preseis ongoing, but
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the written marketing plans cover different timealss designed to
dovetail into one another. The strategic plan Jedde 10.1 creates the
overall goals and direction for the series of tdt(often annual) plans.
In large travel and tourism companies, marketirapplmay be written

for specific brands, key segments or products, sorde tactical plans
may take the form of an integrated communicaticarmmaign focusing

on a shared message: Spain’s ‘everything undesuhg or passion of

life or Champney’s mind, body, spirit.

Table 7: A comparison of strategic and annual plans

Strategic Marketing/Annual or Tactical Marketing Plan
(3-5 years Typical |(1 year)

Situation analysiiSummary  of SWOT Situation
Macro Micrg analy|
External internal sis

Forecast/Prognos [Target segmen
Key factor for Annual marketing objectives

success SMART format

and distinctive
SWOT analysis Product (Objectives]
Target segmernPrice (Objectives]
Including profile Strategies

Tactics

Positioning statemeDistribution (Objectives]
Including positionin Strategies
mag Tactics

Marketing objectivesCommunication (Objectives)
Strategies Tactics

Strategies  which Monitoring, evaluation and control
may be Including budget

categorized é
Product, Price
Evaluation an
control Including
budget

Adapted from Godfrey and Clarke (2000)
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Self-Assessment Exercises 3

1. What is marketing process?
2. Define marketing plan
3. List 3 steps that are involved in planning process

5.6  Branding as Focus for Marketing Effort

A brand can be defined as a set of tangible armhgible attributes
designed to create awareness and identity, andil the reputation of
a product, service, person, place, or organization.

The objective of branding strategy is to createndsa that are
differentiated from the competition, thereby redhgcithe number of
substitutes in the marketplace. When high brandtyds achieved
through brand differentiation, the price elastictty demand becomes
low, allowing the company to increase price andrionp profitability.

Branding strategies are built on the interdependemmeworks of
competitive brand positioning, value chain develeptm and brand
equity management.

Competitive brand positioning requires the identification of a distinct
market space and a cognitive location as percelwedconsumers.
Effective brand positioning helps strategists datee what the brand
stands for, its unique selling points, how it oaed with competing
brands, and the value derived from the usage of dhend. A
competitive position is attained through strongnldraecognition, which
can be developed by differentiating product attelsusuch as product
features, quality, selection, price, and availahilCompetitive brand
positioning can be developed by addressing eagle stethe value chain
from production to the point of sale.

Value chain development is based primarily on product innovation and
market development. Product innovation includestsgic initiatives on
product design and the ability to introduce newdpici categories and
line extensions. Market development revolves aropnding strategy,
distribution strategy, and marketing communicatic@emmunications
are designed to create a consumer mindset wherel laavareness,
associations, and attitudes are formed. Brand nalogss, advertising,
and product packaging constitute the visual comporef market
development.

Brand equity is the set of assets and liabilities associatat wibrand,

such as the positive image of Coca Cola in terms okcreational
beverage, or its negative image in terms of heatith the consumption
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of sugar. Brand equity management is becoming ampoitant
component of corporate strategy.

The most noticeable differences between large krawel tourism
organizations and micro enterprises (or even dmsbins) is the ability
to develop strong brands. Many of the wished fanlds are little more
than logos and names — there is scant awarenesagapmential
consumers or other stakeholders in the market ptaakthe logos carry
no meaningful values for consumers to identify witDestinations
particularly those at a local level, find it pacdiarly hard, possibly due
to the limited resources and control those respdmshave for
engineering the desired images. Readers can bealgyobecall their
own examples. Some may take a form of ‘brand frematy (or using a
name/symbol recognized in another product categdry provide
‘instant’ awareness and value for the consumerjortsf to brand
sustainable tourism schemes and ecolabels have witlet limited
success and much consumer confusion (Synergy, 20@®)branding
may offer distinct advantages for travel and tourim, for example
countering the effects of intangibility and varigli or facilitating
precise segmentation or by providing a focal ptntthe integration of
producer effort.

It is worth nothing that some of the most interggtand successful
brands in travel and tourism today are in factypetof corporate
branding, whereby the values of the brand are n@dfto a given
product but transfer freely from product categaryptoduct category.
The virgin brand carries its values to differenttees where it feels it
can challenge established yet sleepy competitolee €asy group
follows a similar approach. Among the niche brantiss possible to
find plenty of strong examples of lifestage braifds brands that are
designed to attract consumers in a given life-cystege, which they
subsequently outgrow or move on from); brands ssc@lub 18-30 (for
singles), Saga (for older vacationers), or San@gésared to couples)
speak to distinct and recognizable consumer lildecgtages.

Self-Assessment Exercises 3

1. Define a brand
2 Mention 3 interdependent frameworks of brandingtstyies

19

This unit set out to give a flavour of some of tdtellenges faced by
marketers in travel and tourism today and links¢hehallenges back to

5.7 Summary
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the underlying characteristics of the products. @lseussion gives the
reader and opportunity to further develop and exptmme of the ideas
being highlighted within generic marketing. Theldaling issues were
discussed in this unit: the process of marketingourism, marketing

plan in tourism, managing strategic tactical tensand finally branding

as a focus for marketing plan.

[

Baker, M.J. (ed.). The Marketing Book. Fifth Edition.
London:Butterworth-Heinemann 875 Pp.
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u:: 5.9 Possible Answers to SAEs

Self-Assessment Exercises 1

1.

2.

Through understanding and responding to consunmetsrearket
place conditions

Negative Demand; No Demand; Latent Demand; Dedinin

Demand; Irregular Demand; Full Demand; Overfull [Re;
Unwholesome Demand

Self-Assessment Exercises 2

1.
2.

Managing strategic tactical tension
Demand patterns

Self-Assessment Exercises 3

1.

A series of steps that allow organizations to idgntustomer
problems, analyse market opportunities, and creadeketing
materials to reach the desired audience

Marketing —plan is the accepted output, commoriipygh not
exclusively in written format).

a situation analysis (where are we, where are waddub,
objectives setting (where are we and where do wet W@ be)
and, the specification of marketing activities (takocation of
marketing resources for achieving set objectives).

Self-Assessment Exercises 4

1.

A brand can be defined as a set of tangible andngible
attributes designed to create awareness and igeatitl to build
the reputation of a product, service, person, placerganization
Competitive brand positioning, value chain develepim and
brand equity management
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MODULE 3

Unit 1 Managing Finance for Tourism

Unit 2 Ethics in Tourism Management

Unit 3 The Role of Government in the Managenaritourism

Unit 4 Information and Communications Technolods
Tourism

Unit5 The Management of Crisis in Internationalufism

UNIT 1 MANAGING FINANCE FOR TOURISM
Unit Structure

1.1  Introduction
1.2 Learning Outcomes
1.3  Financial Management
1.3.1 Long Term Investment Decision
1.3.2 Investment Appraisal Method
1.3.3 Risk Management
1.4 Summary
1.5 References, Further Readings, and Welc8sur
1.6  Possible Answers to Self-Assessment Exercises

1.1 Introduction

The course takes into account the significancenaintial management
for businesses engaged in the travel and tourisbiselhere is a limit to
how much of the topic can be covered because sbidroad. Before
looking into two crucial financial management chatjes, business
objectives are first taken into account. The fosthese examines how a
company may choose the long-term commercial vesturewhich it
should invest. All business operations are greatipacted by these
strategic investments, which also have an effectotmer business
disciplines like marketing, operational managemeahd human
resource management. All business owners and memabeuld take
these decisions seriously because they have ancinga business
performance. The identified investments that wilrease the wealth of
the business owner(s) will serve as the basish®retvaluation study in
this unit.
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@ 1.2 Learning Outcomes

At the end of this unit, you should be able to:

. explain the importance of financial management lbosiness
operating in the travel and tourism industry

. discuss the importance of long term capital ibweit decisions

. explain the information requirements for decisioakers

responsible for assessing potential business timezg
opportunities

. describe the implications of risk for long ternvéstment in the
travel and tourism industry.

Financial Management

Business concern needs finance to meet their mmeints in the
economic world. Any kind of business activity degeron the finance.
Hence, it is called as lifeblood of business orgaton. Whether the
business concerns are big or small, they need denda fulfil their
business activities. In the modern world, all tieévéties are concerned
with the economic activities and very particulaearning profit through
any venture or activities. The entire businessvaies are directly
related with making profit. According to the ecorniosnconcept of
factors of production, rent given to landlord, wageen to labour,
interest given to capital and profit given to slmaiders or proprietors, a
business concern needs finance to meet all theiremgents. Hence
finance may be called as capital, investment, feted, but each term is
having different meanings and unique characteselsing the profit is
the main aim of any kind of economic activity.

Define financial management as an area of finargalision-making,
harmonizing individual motives and enterprise goalsinancial
Management is an essential part of the economic reomdeconomic
activities which leads to decide the efficient pna@ment and utilization
of finance with profitable manner. Understanding thasic concept
about the financial management becomes an esseydial for the
students of economics, commerce and management.

The main goal of a business is to raise capitalianést it in lucrative
business ventures. The wealth of business ownerdeancreased by
securing suitable financing at a cheap cost andsiimg it in ventures
yielding substantial profits. Therefore, it is caldo assess investment
opportunities to determine which are the most désrand to raise the
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necessary long-term cash to sustain these invesm@s a result, the
challenges listed below are related to financiahaggement.

1.3.1 Long Term Investment Decision

Investment decisions, the most important financagcision, is
concerned with determining the total amount of tss&e be held in the
firm, the make-up of these assets and the bushigssomplexion of
the firm as perceived by the investors. Long tenvestment decision
decides about the allocation of capital to investimgrojects whose
benefits accrue in the long run. It is concernetth weciding:

a. What capital expenditure should the firm make?
b. What volume of funds should be committed?
C. How should funds be allocated as among difteremestment

opportunities?

Long-term investing has not proved easy to defigatanore closely
resembles an attitude towards investing than aestitwg style that can
be captured in a single formulaic sentence. Altlotlgere are many
different perspectives, long-term investing can beullgeflefined as
investing with the expectation of holding an ask®t an indefinite
period of time by an investor with the capabilitydo so. Typically this
long-term investment is expected to be held foteast 10 years or
through an entire business cycle. The key conssraoh making long-
term investments according to are:

. Liability profile —the degree to which the investor must service
short-term obligations, such as upcoming payments t
beneficiaries. Institutions that might need to itgie a
significant percentage of their assets to meet tgbon
obligations are restricted in making long-term isiveent

decisions

. Investment beliefs—whether the institution believes long-term
investing can produce superior returns

. Risk appetite—the ability and willingness of the institution to
accept potentially sizable losses

. Decision-making structure—the ability of the investment team

and trustees to execute a long term investmertegiyra

Long-term investment of funds may be generally eededor the
following purposes:

. the replacement and/or acquisition of new chpsgaets
. new products
. cost savings
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. acquisitions and mergers

. Expansion of operation

. Diversification in operations
. Research and Development

The benefits of long term investment are:

. might dter better returns to certain investors

. could bring benefits to individual corporations

. may be a “social good” by helping to stabilizge tfinancial
markets, promote global economic growth and bvinder social
benefits.

Long-term investment involves making a capital aytht the beginning
of a company initiative in the hope that the adagat that will accrue
in the future will make this investment worthwhilEherefore, in order
for a business to succeed, it is imperative thalbdates appealing
investment opportunities. The action that makeshapinvestment can
take many different forms and frequently involvagje sums of money.
Such investment choices can have a substantiakingmathe operations
of the firm for many years and can greatly afféstpgerformance in the
future. They can also be challenging to undo, this crucial that the
effects of these choices are carefully considerfdrb authorizing the
expenditure.

1.3.2 Investment Appraisal Method

Assessing the expected effect of a choice on thapeay's future
performance is a necessary step in evaluating sppobive investment
opportunity. However, given the unpredictability tfe contexts in
which travel and tourist enterprises operate, sudohecasts are
challenging. As a result, any business investnmahéiive carries some
degree of risk. Because of this, risk is a necgsaad even desirable
byproduct of commercial action. If those puttingmag into a firm don't
want to take such risks, they can put their monetp ilow-risk
investments like bank deposits or government bonksy take on more
risk but also have a higher chance of success whey invest in
business initiatives.

Business managers should be aware of the varigigtehtial long-term
investment options that are accessible to themngikie importance of
long-term investment decisions. Therefore, it seesial that individuals
carefully weigh the ramifications of each optiorfdse investing what
may be a sizeable amount of wealth consideringridfieand potential
returns.
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Net Present Value is the most populous techniduasctan be used for
investment appraisal. If the NPV value is posititlegn the project is
worth of investing. The net present value methamives estimating a
project’s future cash flows discounting these ctistvs at the firm’s

required rate of return (or cost of capital) andtsacting the cost of the
investment from the present value. The decisioe adopted by the
NPV method is therefore that a project is accegtéd NPV is greater

than or equal to zero.

A case study is illustrated below:

Net present value in investment decisions- hotetlireg equipment.

A hotel is considering investing $100,000 in vemdimachines. It ha
forecast that the machines will have a useful difethree years and thg
income from the equipment will be as follows:

Year Income ($)
1 120,00(
2 140,00(
3 150,00(

Solution: Determination of expected net presenteal

It is expected that the cost of the items sold awérage 60% of the sellin
price and that the annual maintenance cost foedugment will be $5,000
The cost of capital for the hotel is 10% per annum.

4

a b Cc d e f g h

Year | Initial Income |Cost | Mainte- netcash |10% | NPV
invest- Cx |nance flow DF (fxq)
men 60% (b+c+d+e

0 -100,000 -100,000 | 1.000; -100,00

1 120,000 -5,000 [43,000 0.909 39,087

2 140,000 -5,000 |51,000 0.826 42,126

3 150,000 -5,000 |55,000 0.751 41,305

Total | 22,518

Decision: it is advice to commence and invest iteheending equipment
based on the foregoing positive value resulted filoenabove analysis.

1.3.3 Risk Management

Risk management is an organizational model aimedesgeloping the
quality of management processes; it stands outnlayysing the events
that have not materialized within the organizatiddnlike most
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managerial systems, risk management doesn’'t ovew#ap other

internal controls because it represents a diffepamspective that cuts
across planning and control, performance evaluasgstem, audit,
quality and so on.

Therefore, risk management helps the organizatong about a higher
level of quality of services and products becausesupports the
decision-making processes, preparing for the diffies that could
hinder the achievement of the strategic goals. femawords, the main
objective of risk management concerns protectirdysarengthening:

. Values, ethics and sense of belonging

. The entity’s tangible and intangible assets
. Growth of organizational culture

. Leadership and relationship

. Effectiveness and efficiency of processes
. Resources for strategic priorities

. Stakeholder’s satisfaction

The influence of the investment choice on the lessts cash flows is a
major worry that arises from the usage of investnassessment tools.
Given that businesses work in dynamic and uncedamexts, assessing
and managing risk is a topic that is becoming naor@ more important.

Due to its high degree of sensitivity to levelseabnomic activity, risk

is a particularly significant issue for enterprisgsrking in the travel

and tourist sector.

Self-Assessment Exercises 1

1. Define financial management

2. What does net present value method of investmeraegal
entail?

3. What is the major concern arising from the employtod
investment appraisal technique?

19

1.4 Summary

In summary, our research has shown that financatagement in the
travel and tourist sector is necessary and mustléed out with great
care and attention to accurate investment assessMéren the net
present value example of the discounted technidquappraisal was
used, it produced a positive result, indicatingt ihavas worthwhile to
invest in the business in question in the examphe following topics
were covered during this discussion: the signift@arof long-term
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capital investment decisions, the necessity ofnfoiel management for
businesses operating in the travel and tourismogetiie information
needs for decision-makers charged with evaluatioggrgial business
investment opportunities, and finally the implicets of risk for long-
term investment in the travel and tourism sector.

M

World Economic Forum (2011). The Future of Long¥emvesting.
www.weforum.org

1.5 References, Further ReadingsandWeb Sources

Paramasivan, C. and Subramanian, T. (UndateB)nancial
Management. New Age  International (P) Limited, Publishers.
280 Pp.

138



TSM 244 TOURISTSSTES, PRODUCTSAND OPERATIONSII

Ll:: 1.6 Possible Answers to SAEs

Self-Assessment Exercises 1

1. Define financial management as an area of finandeaision-
making, harmonizing individual motives and entesprjoals
2. The net present value method involves estimatingr@ect’s

future cash flows discounting these cash flows het tirm’s
required rate of return (or cost of capital) anttgacting the cost
of the investment from the present value

3. A major concern arising from the employment of isiveent
appraisal techniques is to use the impact of theesiment
decision on the cash flows of the business
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UNIT 2 ETHICS IN TOURISM MANAGEMENT
Unit Structure

2.1 Introduction

2.2  Learning Outcomes

2.3  The Problem of Ethics Implementation

2.4  Conflicting Surrounding Ethics

2.5 Ethical and Responsible Business

2.6  Summary

2.7  References, Further Readings, and Welc8sur
2.8  Possible Answers to Self-Assessment Exercises

7*13
@ 2.1 Introduction

Ethics is both a field of philosophical enquiry gratt of our daily lives,
part of the way business is done. Ethics referthéocode by which
human conduct is guided; for example it is aboet Way business is
done, the way we treat each order and the way aveltr Tourism and
hospitality industry is one of the most crucial ustties that perhaps
require observance of the highest possible leviedthocal practice on a
day-to-day basis. The ethics of tourism managementherefore
concerned with ways in which tourism is managedidstin the tourism
and hospitality industry are vital aspects. Theriszn and hospitality
industry is a complex industry in which many thingsn negatively
affect its overall operations. Ethics are a sestahdards that regulate
conduct and overall operations. Ethics is explaiasddifferentiating
between ‘good and bad’, ‘right and wrong’ or ‘mdyatorrect and
incorrect’. The word is derived from the Greek woethos’ that
signifies character, morality, honourable code ohduct/behaviour.
Ethics are imbibed by the individual, groups in isbc and
businesses/organizations. As ethics encourage nsifgp® conduct and
accountability, they need to be embedded into ewigere of an
individual’s life and every aspect of an organiaats operations for the
interest of universal welfare.

The international community regularly calls for lgéd action to provide
more decent lives for more of earth’s inhabitamthjle securing the
future for everyone. Those common calls to actwoke a set of global
moral practices — practices like economic develagmpublic health,
human rights regulation, and environmental protectiThe United
Nations World Tourism Organization approved in 189%Vorld Code
of Ethics for Tourism as a reference framework tbe ethical
management of actors in the sector and for theoresple and
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sustainable development of tourism activities. THecument is
articulated in ten principles:

I. Contribution of tourism to understanding and toal respect
between men and societies

il. Tourism as an instrument of personal and ctile development

iii. Tourism as a factor of sustainable developmen

V. Tourism as a factor for the use and enrichnanthe cultural
heritage of mankind

V. Tourism as a beneficial activity for destinaticountries and
communities

Vi. Obligations of tourism development agents

vii.  Right to tourism

viii.  Freedom to travel

IX. Rights of workers and employers in the tourssstor
X. Application of the principles of the World Codé Ethics for
Tourism

The entire sector cannot be governed by a singléegsional code of
conduct. In an industry with this level of globalion and cultural
diversity, there isn't likely to be one ever. Thevrmaterial for the
industry is the diversity of the places and peapieEarth (as well as
their ethics), and it is precisely this diversityat prevents any one
ethical code from predominating. There are, howevarious sets of
regulations targeted at various aspects of thekiawd tourist sector.

There is undoubtedly a legal foundation for how omerce is done.
Everyone who engages in tourism is subject to thegally established
norms, which the state can enforce. Legal codet dha applicable
include business and consumer law, as well as mpeeialized laws
like the EU Package Travel Directive and rules gowgy tourism in
national parks. Philosophical and legal communitiesagree on the
moral foundation of laws and regulations. Ethicatidions typically
result from a person's or group's particular setvalies or from a
reaction to a specific problem. Tour companies lkides Travel and
Discovery Initiatives have made it clear that theyll save the
environment and help the communities where theyaipe

@ 2.2 Learning Outcomes

At the end of this unit, you should be able to:

. describe the various ethical issues in tourism meameent
. identify problem of ethics implementation
. explain the conflicts surrounding ethics
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. highlight ethical and responsible business

2.3  The Problem of Ethics Implementation

Even though most people would say that ethicalessaare a concern, it
can be difficult to convince people to take ethieEponsibility because
these challenges are often seen to exist on a nadtior even

international scale. Although a lot of effort haseh put into raising
awareness of ethics in tourism management, thisriustly focused on
the creation of codes of conduct. This strategyiaisly depends on the
support of the business community, but studies reh@vn that the
business community has reluctance to abide by stactuards.

One could argue that a more transparent managefreamework is
required with regard to ethics. A true managemdrategy would
promote the creation of international standards arshift away from
volunteer rules. Although there are compelling angats for more
ethical business practices in general and in theism industry in
particular, the expansion of small firms with loevéls of profit and
related problems is a significant challenge.

What about the actual ethical strategy? There idegi¢e of a backlash
against ethical methods right now. How moral idat,instance, to limit

the travels of a tourist who has spent a lot of eyprsay, on a safari in
Kenya. In exchange for the money spent by touristere are

unavoidable expenditures that must be anticipatad, an many

circumstances, accepted.

Self-Assessment Exercises 1

1. What are ethics?
2. Ethics in tourism has primarily been based on teaton of

2.4  Conflicts Surrounding Ethics

Assuming conformity with the legal and regulatoryamework,
discussions regarding ethical tourism instead aoingge on additional
standards and principles of conduct, typically &e tindividual,
corporate, or trade association levels. It is @utd understand that
discussions of morality and ethics are frequentynplex and that the
terminology employed in these discussions can beplgang. For
instance, it is fairly typical for individuals taceuse others of unethical
behavior, and this accusation may very well be vad#id by an ethical
principle.
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Case study: Tourism concerns and Myanmar

Due to the policies and practices of the regiméMiyanmar, the tourism
industry has been promoting a boycott of the cquitourism Concern hag
waged a campaign against Lonely Planet for comimtd publish its trave
guide to Burma and argues that tour operators dhtubffer vacations tg
the nation. Whether we like it or not, there amgjtrently ethical choices t
be made when we think about traveling, accordingoh® argument
Although they might not be pleasant, by doing naghiwe can allow
violations of human rights to continue. Whether tnavel to Burma or not
we can all assist people who fight for justice ¢héy opposing Lonely
Planet's advocacy of travel to that nation by bttyag their publications.

J

Asserting that Lonely Planet is ignorant of the al@ilemmas, they clain
that there is continuing discussion both inside ant$ide of Myanmar ove
whether or not informed tourism contributes to tleestablishment o
democracy and human rights. Two conflicting trag#ics are at odds i
this situation. To promote tourism to an oppressstate, according tq
Tourism Concerns, is unethical. Travel to Myannagording to Lonely
Planet, may at the very least be thought to bectaifén the country's returf
to democracy. This debate does not need to be ss#feit is only being

nffarad tn chma hnw hwn nnnneinn athiral euctemeceh

Self-Assessment Exercises 2

1. Travelling involves frequently making ...................
2. Explain the two ethical conflicts using Myanmarsasase
study

2.5 Ethical and Responsible Business

Business ethics guide the conduct by which comgaanel their agents
abide by the law and respect the rights of thaikettolders, particularly
their customers, clients, employees, and the saodiog community and
environment. Ethics as part of every field of hunaativity is gaining

increasingly more importance in all societies. &histarts with a
person—a real, living, breathing human being whakes moral and
ethical choices everyday for better or for worsthidl questions are
essentially questions about whether people oughibught not to

perform certain kinds of actions; about whetherséhactions are good
or bad, right or wrong, virtuous or vicious, worthy praise or blame,
reward or punishment, and so on.

Topics of business ethics and corporate respoitgilsiéep fascinating
us today and probably also in the future and soewle may believe
that the topics of ethics and responsibility inibass are new and the
phenomenon of maximum recent 50 years. Howevercavesay that
guestions of ethics in business are as old as éssiitself. The first
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facts about business ethics were written down djreaore than 2500
years ago. ‘The basis for ethics, or the moral poirview, is that most
people, most of the time, take, or want to takspoasibility for the
effects of their actions on others. And, if theg dbt, then what we call
‘ethics’ and ‘morality’ would be meaningless.’

There are eight major features of business ethics:

I Code of Conduct:Business ethics is actually a form of codes of
conduct. It lets us know what to do and what notdm
Businesses must follow this code of conduct.

. Based on Moral and Social ValuesBusiness ethics is a subject
that is based on moral and social values. It oerae moral and
social principles (rules) for conducting a business

iii. Protection to Social Groups: Business ethics protect various
social groups including consumers, employees, small
businesspersons, government, shareholders, credtor

Iv. Offers a Basic Framework: Business ethics is the basic
framework for doing business properly. It constsuttie social,
cultural, legal, economic, and other limits in whia business
must operate.

V. Voluntary: Business ethics is meant to be voluntary. It Sthéel
self-practiced and must not be enforced by law.
Vi. Requires Education and Guidance:Businessmen should get

proper education and guidance about business ethiegle
Associations and Chambers of Commerce should beeact
enough in this matter.

vii.  Relative Term: Business ethics is a relative term. It changes
from one business to another and from one couatanother.

vii. New Concept: Business ethics is a relatively newer concept.
Developed countries have more exposure to busie#sss,
while poor and developing countries are relativiedckward in
applying the principles of business ethics.

The principles of business ethics are related toakagroups that
comprise of consumers, employees, investors, antbttal community.
The important rules or principles of business ethie as follows:

1. Avoid Exploitation of Consumers: Do not cheat and exploit
consumer with measures such as artificial pricee rand
adulteration.

2. Avoid Profiteering: Unscrupulous business activities such as
hoarding, blackmarketing, selling banned or harngabds to
earn exorbitant profits must be avoided.
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Encourage Healthy Competition: A healthy competitive
atmosphere that offers certain benefits to the wmess must be
encouraged.

Ensure Accuracy:Accuracy in weighing, packaging and quality
of supplying goods to the consumers has to bevieitb

Pay Taxes RegularlyTaxes and other duties to the government
must be honestly and regularly paid.

Get the Accounts Audited:Proper business records, accounts
must be managed. All authorized persons and atig®should
have access to these details.

Fair Treatment to Employees:Fair wages or salaries, facilities
and incentives must be provided to the employees.

Keep the Investors Informed:The shareholders and investors
must know about the financial and other importagtisions of
the company.

Avoid Injustice and Discrimination: Avoid all types of
injustice and partiality to employees. Discrimioatibased on
gender, race, religion, language, nationality, etbould be
avoided.

No Bribe and Corruption: Do not give expensive gifts,
commissions and payoffs to people having influence.
Discourage Secret Agreementvlaking secret agreements with
other business people to influence production, ridigion,
pricing etc. are unethical.

Service before Profit:Accept the principle of "service first and
profit next."

Practice Fair Business:Businesses should be fair, humane,
efficient and dynamic to offer certain benefitctmsumers.

Avoid Monopoly: No private monopolies and concentration of
economic power should be practiced.

Fulfil Customers’ Expectations:Adjust your business activities
as per the demands, needs and expectations afishaners.
Respect Consumers RightsHonor the basic rights of the
consumers.

Accept Social ResponsibilitiesHonor responsibilities towards
the society.

Satisfy Consumers’ WantsSatisfy the wants of the consumers
as the main objective of the business is to satleyconsumer’s
wants. All business operations must have this aim.

Service Motive:Service and consumer's satisfaction should get
more attention than profit-maximization.

Optimum Utilization of Resources:Ensure optimum utilization
of resources to remove poverty and to increasestéwedard of
living of people.

Intentions of BusinessUse permitted legal and sacred means to
do business. Avoid lllegal, unscrupulous and eabms.
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Self-Assessment Exercises 3

1. What are the ethical questions?
2. ltemise 8 features of business ethics

"

Yo/

2.6 Summary

In summary, we were able to pinpoint a number afigsn management
concerns in relation to how the industry is run.idtnecessary to
recognize and follow the legal framework of regiprnacal, and state
patterns and ways of conducting business. Theviolig topics were
covered during this conversation: conflicts ovdried, ethical issues in
tourism management, and ultimately ethical andaesible business.

[

Tutorials Points (Undated). Business Ethics.
https://www.tutorialspoint.com/business ethics/hass ethics t

utorial.pdf
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m 2.9 Possible Answers to SAEs

Self-Assessment Exercises 1

1. Ethics are a set of standards that regulate coraludtoverall
operations
2. Codes

Self-Assessment Exercises 2

1. Ethical codes

2. To promote tourism to an oppressive state, accgrainfourism
Concerns, is unethical. Travel to Myanmar, accagydm Lonely
Planet, may at the very least be thought to bectoifan the
country's return to democracy

Self-Assessment Exercises 3

1. Ethical questions are essentially questions abdwgther people
ought or ought not to perform certain kinds of aa$; about
whether those actions are good or bad, right ongirgirtuous or
vicious, worthy of praise or blame, reward or pbment, and so
on

2. Code of Conduct; Based on Moral and Social Val&estection
to Social Groups; Offers a Basic Framework; Voluyita
Requires Education and Guidance; Relative Term; Bencept
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UNIT 3 THE ROLE OF GOVERNMENT IN
THE MANAGEMENT OF TOURISM

Unit Structure

3.1 Introduction
3.2  Learning Outcomes
3.3 The Role of Government in Tourism
3.3.1 Coordination
3.3.2 Planning
3.3.3 Legislation and Regulation
3.3.4 Stimulation
3.3.5 Government as Public Interest Protector
3.3.6 Provision of Infrastructure
3.3.7 Border Controls
3.3.8 Spatial Redistribution
3.3.9 Protection of Resources
3.3.10 Exogenous events
3.4 The Changing Dimensions of Central Governmamblvement
in Tourism
3.5 Summary
3.6  References, Further Readings, and Welc8sur
3.7 Possible Answers to Self-Assessment Exercises

'\ 3.1 Introduction

Governments at all levels have an important rolpl&y in the delivery
of the tourism product, and they need to work wsel partnership with
the private sector. In order to sustain tourismaginoand the associated
benefits, governments must ensure that the rightips and delivery
structures are in place. Many countries now haveltiiyear
policies and plans to develop the tourism sectar tangive strategic
direction and focus to government policy at natiomad subnational
level. The role of central government in developauipesive, effective
tourism policy is vital, but governments face nuous challenges in
crafting this policy. This is due in part to theadmented nature of
tourism which requires multiple central governmeninistries and
different levels of government to undertake varioales in response to
political, social, environmental and technologiclénds affecting
tourism. For example, governments are involvedurism in a variety
of capacities including, marketing and promotionrder security; the
regulation of markets such as aviation; plannirgul&tions; controlling
or managing tourism attractions such as nationatkspaskills
development; and funding the development of roadsl @&ther
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infrastructure. In addition, in many countries thés an added level of
complexity in that the full competence for tourisibes not reside with
central government. As such, there is often a Saamt role to be

played in tourism governance at the subnationadllelDetermining the

role of government in tourism in relation to thelivas state duties as
well as specific management challenges, such aglioation and the

form of state intervention, is the purpose of timg.

@ 3.2 Learning Outcomes

At the end of this unit students will be able to:

. appreciate the role of government in tourism
. identify linkages between different level of st
. understand the changing dimensions of centralegouent

involvement in tourism

3.3 The Role of Government in Tourism

As a community of persons, permanently occupyimgfnite territory,
legally independent of external control, and posisgsan organized
government which create and administrates law @epersons and
groups within its jurisdiction is ‘State. It is alslefined as a human
community that (successfully) claims the monopdlyhe legitimate use
of physical force within a given territory. A govenent on the other
hand is a person or group of persons who rule oriradter (or govern)
a political community or a state.

The entire system via which a government wields atghority is
therefore included in the definition of "state." donsists of elected
officials, the many branches of the public sectorelected public and
civil personnel, and a myriad of laws, norms, carians, and policies
that control both public and private action. theurts, enforcement
agencies, other levels of government, governmesinbss enterprises
and businesses, regulatory bodies, and a varigtgrafstate groups like
labour organizations are among the primary insting of the state.
Tourism will be impacted in varying degrees by etaiperations.
However, the specific objectives of institutionsterest groups, and
significant individuals relative to the policy pess as well as the nature
of the particular jurisdiction within which poliag being developed will
determine the extent to which individual functioase related to
particular tourism policies decisions and developtse The
government's duties have an impact on a numbespdcts of tourism,
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including development, marketing, policy, promotigolanning, and
regulation. The appropriate function of public sedburism agencies
and the pursuit of sustainability at various polayd planning scales are
two key subjects in tourism research that implycattidress the problem
of the regulatory role of the state in tourism (neaeneso and micro).

3.3.1 Coordination

Between networks of organizations, interests, angémple already in
existence, coordination refers to formally instagalized interactions.
Due to the diffuse nature of tourism within the mamy and within the
governmental system, coordination for tourism temaolsoccur both
horizontally, for example between different goveamnagencies that
may be responsible for various tourism-relatedvéets at the same
level of governance (i.e. national parks, tourismonpotion, and
transportation), and vertically, for example betwekfferent levels of
government (local, regional) within an administratiand political
framework. Coordination is likely the most sign#mt function of the
government. This is because the government's dgptcicoordinate
and balance its many functions in the tourism dgwalent process
would, to a considerable extent, determine the esscof the
implementation of all the other tasks. One of theagtruisms of tourism
marketing, policy, and planning is the requiremi@nta unified tourism
strategy.

Typically, coordination refers to the challengescohnecting elements
or actions so that they work together, don't copfland carry out
reasonable, consistent, and coherent operationsrd®ation is a
political activity, and as a result, it can be guhallenging, particularly
when many people are involved in the decision-n@lprocess, as in
the case of the tourism sector. There is no oteetos of the economy
that is as intricately related to such a wide raafj@nique goods and
services.

3.3.2 Planning

Planning is the fundamental management function, iclvh
involves deciding beforehand, what is to be dontgemis it to be done,
how it is to be done and who is going to do itisitan intellectual
process which lays down an organisation’s objestivend develops
various courses of action, by which the organisatan achieve those
objectives. It chalks out exactly, how to attairsecific goal. Public
planning for tourism takes place at various scatesitutions, and forms
(such as development, infrastructure, land, anduregs use, promotion,
and marketing) (e.g. national, regional, local asettoral). Tourism
planning must always proceed within the framewdrlam overall plan
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for the development of an area’s total resources; lacal conditions
and demands must be satisfied before any otherdsyations are met.

3.3.3 Legislation and Regulation

A variety of governmental legislative and regulstéunctions have an
impact on tourism both directly and indirectly. Breauthorities may be
granted through Acts that expressly specify towntietated activities,

such as an enabling law for a national tourism mizgdion. The various
parts of the tourism industry frequently have conseabout the types
and extent of government regulation, particulartyew it comes to fees
that may be imposed on businesses or travellersvainch the industry

views as jeopardizing its profitability or viabyfit

3.3.4 Stimulation

Three approaches exist for the government to sétaultourism
development:

. Financial incentives, such as low-interest loansllowances for
depreciation on infrastructure used in the tourisdustry, such
as lodging, attractions, or transportation;

. By funding publicly available tourism research.

. Marketing and promotion, which normally aims tocrease
demand for travel, though it can also take thepshaf
investments in travel-related services and attast But because
of how big a part the government plays in promutidt is
frequently seen as having a separate role.

3.3.5 Government as Public Interest Protector

Government has a responsibility to protect theresis of the general
public, not only those of narrow sectoral interebBkge those of a
particular business like tourism, though this i$ always the case. In
the past, a lot of public planning has been donbalance conflicting
interests. Indeed, a large portion of governmefdrehas always been
devoted to defending local and minority interesisch as those of
certain ethnic, cultural, or religious communiti@® serve the larger
national public interest, tourism policy must tHere be viewed as
possibly falling under a wider spectrum of governimeconomic, social
welfare, and environmental policies.

3.3.6 Provision of Infrastructure

Traditionally, governments have been responsibtetie development
of infrastructure to enable tourism, such as id8it sewerage, cleaning,
health, and fixed communication and transport i&ed. In 2003 the
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first annual Africa tourism investment summit wamaunced by the
Ugandan Minister of Tourism. One of the principahs of the forum
was to promote infrastructure development, in atinent that was
attracting only 2% of global tourism spending. Tdi#iculty faced by
Jordan in attracting visitors prior to the 1990sswhie to a lack of
infrastructure, access, and attractions. Poor wyualfrastructure has
also been one of the major challenges to overcameldstinations in
Eastern Europe.

3.3.7 Border Controls

Since so much travel crosses national borders,rgoments have been
forced to develop policies for entry and exit bgidents and visitors.
Often the tourism industry lobbies for the easiffigyiea restrictions to
improve access from emerging markets. In some casesdination

between tourism policy and immigration policy hasulted in visa
regulations designed to enhance international orisdrrivals. For

example, a relaxed visa policy introduced by Oman2D03 was

promoted by officials as a measure to boost toutsiine Gulf nation.

The European Union is a tourism example of a fradet agreement,
where the entry/exit process has been hugely diegblifor citizens,

much to the envy of tourism interests in most offaats of the world.

3.3.8 Spatial Redistribution

Using redistribution policies involving a combirati of taxation and
spending, it is possible for governments to spreadnomic benefits
throughout the economy. For example, the governmentEgypt

introduced a 10-year tax holiday for developmemisréamote areas.
Malaysia, Italy, Thailand, and the UK have usediarally variable

taxation and development grants as incentives fveldpment in

outlying areas. Tourism can be an effective wayedistributing wealth
from prosperous cities to rural and industrial ardzat have a narrow
economic base. Through increased diversificatido mourism, these
regions can counter the risk of decline in tradbindustries. The
resultant employment opportunities also help taucedthe impact of
urban drift among younger members of the population

3.3.9 Protection of Resources

A completely free market philosophy might not bengaent with a
community’s wider interests such as the protectbithe environment
and public goods. Would an unfettered tourism itguensure all
members of the host and visiting community retainedess to natural
features such as beaches and rivers? Would umwtedtraccess to such
assets by private sector developers place an wstthia on public sector
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infrastructure responsibilities? Could we rely dh entrepreneurs to
adopt sustainable resource practices without govent intervention?
While tourism can be used as an economic incerftiweprotecting
native wildlife from poaching, in general thereirereasing conflict
between the tourism industry and the conservatiomement.

3.3.10 Exogenous Events

An emerging area of interest in the tourism literatis the impact of
disasters on the tourism industry, both at glolal lpcal levels. Quick

decisions are required in times of crisis. Suchisiee making and

resultant responses should also be of a coopenadittee and therefore
coordinated. Individual businesses are at the mefrexxogenous events,
but few have the resources individually to engagstiategic planning
for crises, particularly at a destination level.eTgpovernment therefore
has a vested interest in ensuring adequate leaplersh

Self-Assessment Exercises 1

1. Distinguish between state and government
2. List 10 roles of government in tourism development

3.4 The Changing Dimensions of Central Government
Involvement in Tourism

Government policies on tourism are developed arapesth within a
convoluted network of political and public instituts, with variable
degrees of input from the commercial sector. Howethee nation state
should not be regarded as a monolithic entity, @aflg in light of the

significance of regional and local government ftie tgrowth and
promotion of tourism. The location, organizationddehavior of public
bodies in charge of developing and implementingisou policies are
influenced by the sources of power in tourism pgliplanning, and
promotion. There are constant changes in tourisniicypoand

administration at all levels of government as aultesf the diversity,

complexity, and shifting character of the tourisndustry as well as
shifting views on the proper role of the statehia sector.

Self-Assessment Exercises 1

2. What are the factors for constant chanaes in tounslicy
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Yo/

Therefore, there are many different aspects of gwuent involvement
in tourism. This lesson gave an overview of thenlevalso taking into
account how the central government's participationtourism is
evolving. This lesson concentrated on the goverté&mctions in the
tourism industry, including those of coordinatorgvdloper, and
producer, planner, protector, and upholder, regulatpromoter,
arbitrator, distributor, and, lastly, organizer. eThunit also placed
emphasis on the evolving nature of central govenmnmevolvement in
tourism.

M

OECD (2017). Fostering a Whole-of Government Apphoa Tourism
2-3 October 2017 OECD, Paris.
https://www.oecd.org/cfe/tourism/Tourism-meetingtss-
Paper-on-Fostering-a-Whole-of-Government-Approach-i
Tourism.pdf

3.5 Summary

3.6 References, Further ReadingsandWeb Sources

Pike, S. (2008). The role of government. ChapterD@stination
Marketing - An Integrated  Marketing ~ Communication
Approach. Amsterdam-Tokyo: Elsevier/BH.
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\ﬁl 3.7 Possible Answers to SAEs

Self-Assessment Exercises 1

1.

As a community of persons, permanently occupyindefnite
territory, legally independent of external contrahd possessing
an organized government which create and admitestreaw
over all persons and groups within its jurisdictisnState. It is
also defined as a human community that (succegsftllims the
monopoly of the legitimate use of physical forcahivi a given
territory. A government on the other hand is a @ersr group of
persons who rule or administer (or govern) a maltcommunity
or a state.

Coordination, planning, legislation and regulatictimulation,
government as public interest protector, provisioof
infrastructure, border controls, spatial redisttid, protection of
resources, exogenous events

Self-Assessment Exercises 2

1.
2.

Monolithic
Diversity, complexity, shifting character
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UNIT 4 INFORMATION AND COMMUNICATIONS
TECHNOLOGIES FOR TOURISM

Unit Structure
4.1 Introduction

4.2  Learning Outcomes
4.3 E-Tourism and the Tourism Industry —Strategnd a actical

Function
4.4  E-Tourism Impacts on the Marketing Mix
4.5 E-Airline

4.6 E-Hospitality

4.7  E-Tour Operators

4.8 E-Travel Agencies

4.9 E-Destination

4.10 Summary

4.11 References, Further Readings, and Web 8surc
4.12 Possible Answers to Self-Assessment Exercises

Ig 4.1 Introduction

Use of computers and other digital technologiespsdly evolving. The
widespread uptake of mobile devices enables atoasslltiple sources
of information in a ubiquitous, continuously contezt environment.
The ways in which organizations change and respomeéw technology
are commonly categorized into three stages. Infiteeor substitution
stage, organizations use new technology to autoarade existing tasks
more efficiently. In the second or enlargement estpgople learn to use
the new technology to increase both the volume emmplexity of
existing tasks. Through this learning process ubergn to recognize
new possibilities and new opportunities before mgvinto the third or
reconfiguration phase where the “new technology damentally
changes the nature of the things it was createatitivess”. It is in this
third phase that systems experience significardgvation and disruption
and organizations face strong competition from ¢hebo have adapted
more quickly to the changes. The challenge forispurorganizations is
to find ways to think ahead to this reconfiguratmmase and anticipate
the changes that might be required to respond tesiple
transformations in their markets, processes anes\s

Several ICT applications facilitate the managemamd marketing of
tourism organizations. These systems use datalbaseell as software
for inventory control and for strategic and tadtiadministration. The
internet gives organizations a window to the waitdl allows them to
demonstrate their competencies widely. Increasjnghyranets and
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extranets provide user-friendly access to employéewganization, as
well as their authorized partners, so that staff ese company data in
order to perform their tasks. Knowledge managensystems enable
organization to collect information about their ¢tions and to build

knowledge on approaches to resolving problems ahdrcemerging

issues. The use of ICTs in the tourism industthéefore driven by the
development of both the size and complexity of imardemand. Every
tourist is different, carrying a unique blend opexences, motivations
and desires. Tourists from the major generatingpregf the world have

become frequent travelers, are linguistically axhhologically skilled,

and can function in multicultural and demandingisamments overseas.
The rapid growth of both the volume and qualmgguirements  of
contemporary travelers requires powerful ICTs far administration of
the expanding traffic.

@ 4.2 Learning Outcomes

. recognize how ICT support business functions
. identify the impacts of ICTs on the marketing mix
. recognize the application of ICTs to airlinesge thospitality

industry, tour operators, travel agencies andirksin

E-Tourism and the Tourism Industry — Stratgjic
and Tactical Function

The tourism industry has traditionally been usi@J ¢ in a number of
key strategic and operational functions as sumredrim Table 5

however, it is increasingly recognized that the ofSECTS in tourism is

pervasive, as information is critical for both dayday operations and
the strategic management of tourism organizatioG3sl therefore

support all business function and are criticaldperating the industry as
a whole.

Table 8: Key tourism strategic and operational funtions
empowered by ICTs

Key Strategic Functions Key Operational
Enhance organizational efficiency | Information distribution
anc effectivenes
Improve quality of service International tourism
management ar
Undertake strategic research for new | Facilitation and delivery
markets and produc of tourisn product:
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Follow up competition Production and

delivery
Penetrate existing and new markets an@®rganization, management
expand market she and control of tourisn
Diversify to new products and | Front office:
services or ne market: reservations, che-in,
Formulate new combinations of | Back office: accounting,
tourist products payroll, procurement,

administratiol
Differentiateand personalize product€ustomer entertainment
and add value at all stages and

Differentiate and personalize | Customer entertainment
products and add value at all stages | Service

Reduce cost and achieve cost compet Communicate witt
Achieve time competitive advantage | React to expected ever

Re-engineer business processes Dynamic  yield
Constantly reinvent new innovati' Monitor performance an
Outperform competition in the long r

Develop partnerships and

explore virtualcorporatiol

Self-Assessment Exercises 1

1. List 3 stages of the ways in which organisatiorsngje and
respond to new technology

2. In Tabular form, itemize the key tourism strategn
operational functions empowered by ICTs

4.4 E-Tourism Impacts on the Marketing Mix

Evidence shows that ICT influences nearly everyeespf services
marketing and the main stages in the marketing Kwtler has restated
the “Ps” (Product, Price, Promotion and Place) @s”“to reflect the
consumer orientation that is central to modern isesv marketing
thinking in an era of growing competition. Produmeans Customer
value; Price means Cost to the consumer; Promotmeans
Communication; and Place means Distribution, acoesSonvenience.
Moreover, the original four variables have beenaexqed to encompass
People, Process (of service delivery) and Phy$iwadence or design.
These new marketing orientations are particulaglgvant in the tourism
field.

ICT has various influences in the fields of touriamd marketing. The
Internet constitutes a medium of interactive comitation and offers
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multiple uses for marketing purposes. Technologidal/elopments
enable customers and businesses alike to changevdiiethat they
conduct exchange transactions, which are the dak marketing.

The main implications of ICT on the principal preses in marketing
include:

I. Market research and marketing information eys.

. Customer Relationship Marketing (CRM): The dmiiet has a
catalyst role in CRM applications. The e-CRM toodsitribute to
the implementation of various marketing activities.

iii. Strategic Planning and Networking: Virtual rkating companies
provide distribution and marketing services. Thagilitate and
provide a platform for the exchange of informatiand for e-
commerce transactions for a wide range of prodddts.Internet
also allows the creation of virtual enterpriseswhich ICT
provides the linkages — especially networks forroyousinesses.

V. Advertising and Public Relations: The Internptovides a
completely new medium to communicate to targetestarner
groups.

V. Information materials: The commercial developtseof Web
sites made the Internet an excellent and relatively-cost
medium for creating customer awareness using meidtian
methods.

Vi. Sales Promotion and Pricing: The Internetngdeal medium for
communicating prices, special offers and late abdity of
product. Through connectivity between databases wietd
management programmes, sales promotions can now
customized to individuals.

vii.  Distribution and access: ICT has come to duaie the industry’s
way of thinking regarding the role and costs atmbuting travel
products. As a new channel for direct marketingnecmnications,
the Internet is also reinventing distribution. filsution channels
are the new forums for product innovation and tgwaent; they
establish the parameters for pricing against cemope and are
becoming the most important tool for sales proorotiand
merchandising.

viii. Consumer behaviour: The Internet - as a camitation and
promotional tool - is important, not only becausestomers buy
products and services via electronic channelsalaat due to its
extensive use as an information medium.
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Self-Assessment Exercises 2

1. Enumerate the marketing mix that reflects customer
orientation
2. Highlight the main implications of ICT on the pripal

45 E-Airline

Since the beginning of ICTs' development, airlinkave made
significant investments in the technology. They aveaware of the
necessity of controlling their inventory in a timekost-effective, and
correct manner as well as communicating with distors and travel
agents. A wide range of tourist products were effervia global
distribution systems (GDSs), which first appeamedhie middle of the
1980s. They also served as the main means of doieioveen
principals and travel agents. A number of valueealddervices were
made available with the growth of computerized mesgon systems
(CRSSs) into global distribution systems (GDSs) #mel integration of
comprehensive tourism services. By providing infation and
reservation capabilities for the full spectrum i@vel products, such as
lodging, vehicle rentals, schedules for non-aingportation, etc., GDSs
effectively transformed into supermarkets. Duehteirt ownership and
distribution of the vast majority of airline sea@DSs are at the center
of operational and strategic plans for scheduldthas.

ICTs play a crucial role in the operational managetmof carriers'
inventories since they help with ticketing and reagon administration.
E-ticketing promotes paperless transactions marquintly and costs
significantly less. Continuous demand and supplessments, as well
as proactive and reactive actions, are what ertabtecal pricing, yield
management, and special offers and promotions.eTaexr a number of
operational management requirements, including kciregprocedures,
seat assignments, the creation of reports and ©yrdech as forecasted
flight paths, load and balance calculations, matsféor airports, orders
for in-flight meals, and staff rosters.

Self-Assessment Exercises 3

1. Global distribution systems first appeared in

4.6 E-Hospitality
e-Hospitality is an umbrella term that incorporaties entire range of

information communication technology (ICT) applicats in the
hospitality area. ICTs penetrate at a fast paceintagrating the hotel
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operation; reshaping the marketing function; imgmgwvotal efficiency;

providing tools for marketing research and partm@rsbuilding;

enhancing customer services while providing stiategpportunities.
Consumers increasingly expect ICT-enabled commtioita and

interactions before, during, and after their visiatels will be unable to
perform their operations profitably without usingechnology
extensively. The emergent ICTs provide unprecedeopgortunities for
hospitality organizations, as they assist the ptamoof properties to a
wide range of institutional and individual buyersund the world. ICTs
are increasingly recognized as a means of achiedogpetitive

advantage for the hospitality industry.

Hotels need ICTs to manage their inventory. Holeligs in particular
use group-wide systems to focus on the managemamtsihgle
properties as well as the distribution through aietg of electronic
distribution channels. Most hotel properties arotimel world operate a
property management system (PMS) that enables them to integrate their
‘back-office’ operations. As a result they can iong general
administration as well as specific functions such accounting;
marketing research and planning; yield managenpayt;oll; personnel
management; and purchasing at individual propertneseasingly these
functions move on Intranet platforms, improvingenices and allowing
easier employee training. PMSs were also introducethcilitate the
front office, sales, planning, and operation fumas. This was achieved
by employing acomputer reservation system (CRS) to administrate a
database with all reservations, rates, occupanoy, @ncellations.
PMSs and CRSs facilitate the following busines<fioms:

Improve capacity management and operations efftgie
Facilitate central room inventory control

Provide last room availability information

Offer yield management capability

Provide better database access for managemegrasas
Support extensive marketing, sales, and opeti@ports
Facilitate marketing research and planning

Enable travel agency tracking and commission paym
Enable tracking of frequent flyers and repeathgtests

Allow direct marketing and personalized servioe repeat hotel
guests

° Enhance handling of group bookings and frequenividual
travellers (FITS).
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Self-Assessment Exercises 4

1. Describe e-hospitality

2. What is the significance of property managementesysn
hotels’

4.7  E-Tour Operators

Tour operators must continually communicate witho&kheir partners,
including the leaders of the lodging and transpgmmaindustries, travel
agencies, and customers. ICTs are essential far dperations since
managing the movement of numerous tourists simedtasly—often in
numerous nations and continents—represents a is@mifoperational
management issue. ICTs are essential for the llision of travel
operators' packages.

Self-Assessment Exercises 5

1. Name 4 partners of tour operators
2. ICTs are essential for the distribution.of.........................

4.8 E-Travel Agencies

The mechanism for information exchange and theibligton of tourism
goods provided by ICT offers a wide range of omidior travel
businesses. In addition to providing the most resehedules, rates, and
data, ICTs have made it possible for agencies tckiyucreate intricate
travel itineraries. The proliferation of CRSs an®$% also offers an
efficient reservation mechanism that helps travgermies obtain
information, make reservations, and issue traveudeents for the full
range of tourism products efficiently and in a frac of the time needed
if these processes were carried out manually. Assalt, travel firms
contact databases of tourism providers using IC®s confirm
reservations, check availability, and compare grice

Self-Assessment Exercises 6

1. Highlight the role of ICTs in travel businesses

4.9 E-Destination

The emergence of ICT enables consumers to searckefginations
worldwide more easily, making it necessary to camiy improve the
web presence and social media used by destinatiDestination
Management Systems (DMSs) have frequently beezadito integrate
the complete tourism supply at the destination. ifTlwapacity to
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integrate all shareholders at destinations andetchr a worldwide
market at a reasonable price demonstrates theirilootion to strategic
management and marketing. In order to provide eniwfiormation and,
in some circumstances, to facilitate reservatiom®MSs have
increasingly emerged for all global destinationsgrdwing number of
DMOs offer cutting-edge information that enablestomers to create
their own customized packages and plan their joigiomline, as well as
buy pre-packaged travel from tour operators.

Self-Assessment Exercises 7

1. What has the destination management system utilar&d

19

4.10 Summary

ICTs enable tourism marketing and management bingitusinesses
and destinations access to low-cost solutions dtatv them to target
the right market segments and create tactical .td®ysre-engineering
the entire process of generating, managing, ananqiiog tourism

products and destinations, they also promote tltatigaship between
tourism firms and customers. We concentrate onfahewing during

this unit's discussion: how ICTs assist companyctions, how they
affect the marketing mix, and how they are used dmyjines, the
hospitality sector, tour operators, travel agen@es destinations.

N

Hughes, K. and Moscardo, G. (2019). ICT and ther&utof tourism
managementlournal of Tourism Futures, 5(3):228-240.

4.11 References, Further ReadingandWeb Sources

Ali, A. and Frew, AJ. (2013). Information and Commncation
Technologies for ~ Sustainable Tourism. New Yorkutkedge.
241 Pp.
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m 4.12 Possible Answers to SAEs

Self-Assessment Exercises 1

1. Substitution stage, enlargement stage, reconfiguratage

Key Strategic Functions Key Operational
Enhance organizational efficiency | Information distribution
anc effectivenes
Improve quality of service International tourism
management ar
Undertake strategic research for new | Facilitation and

markets and produc delivery
Follow up competition Production and

delivery
Penetrate existing and new markets an@®rganization, management
expand market she and control of tourisn
Diversify to new products and | Front office:
services or ne market: reservations, che-in,
Formulate new combinations of | Back office: accounting,
tourist products payroll, procurement,

administratiol
Differentiateand personalize product€ustomer entertainment
and add value at all stages and

Differentiate and personalize | Customer entertainment
products and add value at all stages | Service

Reduce cost and achieve cost compet Communicate witt
Achieve time competitive advantage | React to expected ever

Re-engineer business processes Dynamic  yield
Constantly reinvent new innovati' Monitor performance an
Outperform competition in the long r

Develop partnerships and

explore virtual corporatic

Self-Assessment Exercises 2

1. Customer value; Price means Cost to the consumemadlion
means Communication; and Place means Distributiooess or
Convenience.

2. I. Market research and marketing information sy, ii.

Customer Relationship Marketing (CRM), iii.
Strategic Planning and Networking, iv. Advertgiand
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Public Relations, v. Information materials, val& Promotion
and Pricing,
Vil. Distribution and access, viii. Consumer babay

Self-Assessment Exercises 3

1. The middle of 1980s

2. E-ticketing promotes paperless transactions maguintly and
costs significantly less

Sdf-Assessment Exercises 4

1. e-Hospitality is an umbrella term that incorporates entire
range of information communication technology (ICT)
applications in the hospitality area

2. It enables hotels to integrate their ‘back-offioperations

Self-Assessment Exercises 5

1. Leaders of the lodging, transportation industriesyel agencies,
and customers
2. Travel operators' packages

Self-Assessment Exercises 6

1. The mechanism for information exchange and theibligton of
tourism goods provided by ICT offers a wide ranfemtions for
travel businesses. In addition to providing the imoscent
schedules, rates, and data, ICTs have made it hp@séor
agencies to quickly create intricate travel itimes

Self-Assessment Exercises 7

1. Integrate the complete tourism supply at the dastin
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UNIT 5 THE MANAGEMENT OF CRISIS IN
INTERNATIONALTOURISM

Unit Structure

5.1 Introduction

5.2 Learning Outcomes

5.3  What s Crisis and Tourism Crisis?

5.4  Impacts of Crisis on Tourism

5.5  Crisis Management and Framework

5.6 Summary

5.7 References, Further Readings, and Welc8sur
5.8  Possible Answers to Self-Assessment Exercises

5.1 Introduction

Travel and tourism is one of the fastest growindustries in the world
but at the same time the sector is quite proneverse disaster risks.
Tourism destinations worldwide are going throughk thorst crisis in
modern times — and are forced to be innovative @edtive in their
crisis response in order to help tourism actorgigarand to repurpose
their marketing and development efforts. Every yeee hear about
earthquakes, tsunami, tropical storms and floodgastating tourist
destinations in the world. Climate change has daitbe frequency of
extreme weather that impact tourism destinatiormsteansportation to a
great deal. We are exposed to the threats of epidesnch as SARS,
COVID, bird flu, Ebola, MERS and Zika. Acts of terism are no
longer limited to certain disputed regions but gwdrere on the globe
including peaceful tourist destinations. In order keep the healthy
growth of travel and tourism, it is essential tokeghe destinations
safer and more secure; better prepared for anynpatelisaster risks to
the visitors and to the industry.

Crises are by definition unpredictable and the ritis unknown,
although many causes of crises will undoubtedlysigerand types of
crises will repeat themselves. Extreme economicatiiy, violent
social upheaval, disease, political dislocatiorrotgst atrocities, tropical
storms and environmental pollution are presentomstantly threatened
in several parts of the world and can precipitaterism crises. The
industry will continue to be highly competitive ansubject to
commercial pressures capable of triggering crigkspugh it has some
control over those crises which are a result ofeasly developments of
its own creation. There may also be new forms fesras the industry
expands its geographical reach, technology of a#nifestations
advances and tourist volumes rise.
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@ 5.2

At the end of this unit, you should be able to:

Learning Outcomes

. understand the relationship between disastese€m@nd tourism

. identify the impacts of crisis on tourism

. Highlight and explain the crisis management freuoix in
tourism

5.3 What s Crisis and Types of Tourism Crisis?

The Greek word "krisis," which signifies differeation or decision, is
where the word "crisis" originates. Crisis is aqass that is typically
described in business administration as havinggaifgtant negative

impact on a company's development. A crisis isramalcome, unusual,
frequently unanticipated, and urgent process witinbiguous

development prospects. Crises are periods of iatemscertainty

characterized by unpredictability and loss of cointiver key functions
of systems. It necessitates quick decisions angores®s in order to
affect future development in a way that benefite thrganization

(destination) again and to minimize any negativieat$ as much as
possible. An organization's competitive advantagesmportant goals
may be threatened, weakened, or destroyed by adwesurrences,
which constitute a crisis situation.

In the context of tourism, the World Tourism Orgaation (UNWTO)
has defined a tourism crisis as ‘any unexpectedhtetieat affects
traveller confidence in a destination and intedevdth its ability to
continue operating normally’ and Sonmez (1998) asy ‘ occurrence
which can threaten the normal operations and cdrafuourism related
businesses, damage a tourist destination’s ovesplltation for safety,
attractiveness and comfort by negatively affectirsifors perceptions of
that destination and, interrupt the continuity ofimess operations for
the local travel and tourism industry by the redarcin tourist arrivals
and expenditures.’

There are presently predominant three phases @ik grrocess. Using

time pressure as a characteristic, this dividesptieses of a crisis into
potential, latent and acute crises.
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Potential crises:are characterizing a phase in which the crisis is
only an imaginary construct. They are, as such,theei
ascertainable nor existent, for which reason titisagon. It is
described as the ‘quasi normal condition of the gamy’ in
which it constantly finds itself.

Latent crises:describe the phase in which the crisis has already
broken out but is not yet identifiable with the mad quantitative
instruments available to the company. Countermeasur this
phase are not yet subject to noticeable restrigtion

Acute crises It is the period of time in which the destructive
effect of the crisis is perceived and the compéanyes to cope.
The symptoms apparent in the acute crisis phashiehvghould
not, however, be confused with the causes — area asle,
recognised as an indication of crisis within a camp The
perception of a crisis situation is revealed by mseaf company
reporting.

The differentiation between natural and human-ieduccrises is
particularly significant in tourism. Crises triggerby negative events in
nature, for example, natural catastrophes (tromigelones, storm tides,
floods, avalanches and earthquakes) differ coraloderin their effect
from human-induced crises; that is, events triggy&ehumans.

In terms of predictability and avoidance, there tare broad categories
of tourism-related crisis:

1.

Those beyond the control of managers, politeiand policy-
makers, such as natural disasters, disease epsleamd sudden
global economic events,

Those resulting from a failure of managemeit government to
deal with predictable risks. These include (witlEnbusiness)
poor management or leadership, financial frauds lo data,

destruction of place of business due to fire onodlowithout

adequate back-up or insurance cover; and (at tle¢ & a region
or country) acts of war or terrorism, political @alvals, crime
waves, and anthropogenic climate change.

The UNWTO places tourism crises into five categarie

1.

168

Environmental, including geological and extremeather events,
and human-induced situations such as climate @haagd
deforestation

Societal and political, including riots, crimaves, terrorist acts,
human rights abuses, coups, violently contestectiehs
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3. Health-related, such as disease epidemicstafjettlumans or
animals

4. Technological, including transportation accideand IT system
failures

5. Economic, such as major currency fluctuationsl d&nancial
crises

In addition, specific events may affect individbaisinesses, such as

6. Accidents affecting clients in the public realm.g. traffic
accidents, mugging, drowning
7. Accidents or events within an individual ente&p, e.g. fires,

injuries, food poisoning

Self-Assessment Exercises 1

1. What is crisis?
2. List the 3 phases of crisis process
3. Highlight 5 UNWTO categories of tourism crisis

5.4 Impacts of Crisis on Tourism

Any significant crisis in will affect the tourisnestor’s ability to operate
normally, either because of damage to infrastriectamd facilities, or
because the destination will be perceived as unsHfe principal
consequence of crises is a rapid decline in ovéoallist arrivals and
occupancy levels for hotels, tour operators andhas, due to:

I. Physical damage to tourism infrastructure (egdly in the case
of natural disasters)

il. Heightened perception of risk and erosion obnsumer
confidence (especially in the case of terrorisicks)

iii. Decisions by consumers to cancel or postpibed trips

V. Removal by tour operators of holidays in atéztcountries from
their brochures and product listings

V. Decisions by airlines to reduce flights to aféd destinations

The overall impact of tourism crisis on the economglude a loss of
jobs and a fall in the economic benefits of tourisncluding reduced
incomes for businesses and individuals along tipplguchain and loss
of tax revenues for governments, and (in the cése @isis of longer
duration) reduced investment in facilities. Mangrdptive events are
limited to a relatively small geographic area wntli country but market
concern about the safety of travel and negativegemaay apply to the
whole country rather than be limited to the speafiea affected.
Self-Assessment Exercises 2
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1. What are the overall impacts of tourism crisis lo@ t

5.5 Crisis Management and Framework

5.5.1 Crisis Management

Crisis management in tourism context refers to fh@nning and
performance of processes directed towards mandgedpad effects of
crises and disasters on tourism. Tourism crisis agament entails
developing measures, plans and manuals to promggfyond to disaster
events in an adequate way to minimize the negatingact to visitors
and the tourism industry. Well prepared destinat@md tourism
business are quick to plan and take necessarynactis post disaster
recovery. It also addresses tourism’s potential odpities for the
progress in systems and procedures. It is alsstarsgatic attempt by an
organization and its stakeholders to manage oreptecrises from
occurring, such that key stakeholders believe thecess outcomes
outweigh the failure outcomes.

5.5.2 Crisis Management Framework

Tourism managers and policy-makers need to undetdtee nature of
crises and their likely development and possiblgmtade. Faulkner
proposed a six-phase framework for understandiagstages of a crisis
and the responses necessary from stakeholders e(Tébl Crisis

management planning entails developing policies gmdcedures
according to these six phases.

Table 9: Crisis management framework

No. Principal strategies & Key stages
1 Pre-event Contingency planning Prevention,
based or
2 Prodromal Initiation of contingency plan Response
(onset of

3 Emergency Protective actions during crii Respons
4  Intermediate Short-term needs addressed, Response
clearcommunication stratecin

5 Recovery Restoring infrastructure, Stimulation of
facilities, and tourist recovery in mid
attractions. coordinated a and lona terr

6 Resolution Review of actions taken to fe¢ Prevention,

into further continaency pla  based on ne\
Source: Adapted from Faulkner, 2001.
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Pre-Crisis Stage

The principal pre-crisis management steps for theigm sector are
therefore to:

1.

© N

10.

11.

12.

Set up a tourism crisis recovery task force aecative
committee, linked to the national disaster and rmsknagement
body, with representatives from public and privegetor.
Nominate a location as a crisis headquarterhénevent of a
crisis.

Designate a spokesperson, who will work closelthe event of
a crisis with the national body to ensure consistef message.
Private companies should designate a seniof stamber as
lead, in addition to allocating specific roles ardponsibilities in
responding to a crisis.

Establish the principles of a crisis communmadi plan, in
particular the human, financial and technical resesi required.
Prepare draft messages to issue in the evamises, if necessary
using the templates provided by the UNWTO’s ‘Toalbimr
Crisis Communications in Tourism’.

Plan procedures and policies to implement tisisoccurs.
Maintain up-to-date intelligence on the disttibn of tourists in-
country and key contacts with consular officialsd atrade
associations.

Maintain knowledge of market trends and possibkctions to
different types of crisis.

Cultivate good relations with the media, sd thahe event of a
crisis positive messages are more likely.

Create warm relations with tour operators’ penel and past and
potential visitors. This will generate emotionabagocial capital
and help create a supportive reaction to a crisis.

Train personnel in safety and security issues enhance
awareness amongst employees, and to minimise tast@urists
and employees, as well as property damage.

Phase 2: Prodromal Stage

The principal actions in this phase are:

1.

Increase frequency of communications between lmesnof the
tourism sector task force, with instructions tommber bodies to
stand by for action.

Businesses should move their crisis managemlant ipto the
operational phase.

Finalise pre-prepared messages to issue to raadithe public.
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4. Activate a communications centre to handle eamggiifrom
relatives of people affected by the incident antigate damage
to the destination’s image.

Phase 3: Emergency Stage (immediate crisis respohse

Key actions at this stage are to:

1. Ensure safety and welfare of customers by cogetineir basic
needs, followed by evacuation to home countrynatlzer area if
necessary.

2. Ensure safety and welfare of staff by transfgrmon-essential
members outside the affected area.

3. Carry out emergency infrastructural repairs.

4. Issue regular updates on the situation via thesisc

communications centre, with transparent and ateurgessages.
Openness to enquiries is vital to restrict seosatist and
inaccurate reporting.

5. Rapid and honest communication by businessels haoked
customers to advise on the situation, either eragpng them to
continue with their visit to an unaffected parttbé country, or
offering a refund or alternative holiday at a fadate.

Phase 4: Post-crisis (intermediate, mid-term)
Responses to crisis should include:
1. A coordinated response between public and grisattor bodies,

following the pre- prepared plan of the local ottiomal crisis
management task force.

2. Repairs to infrastructural damage to ensure abfumctioning of
tourism as quickly as possible.
3. Increased marketing, including familiarisatiompg and other

promotional efforts, using optimistic messages Whiccus on
positive aspects of the destination. If necessanygage a
specialist PR firm.

4. Circulation of businesses’ own information ore tbrisis and
recovery to complement information being dissenadaby the
lead government agency and tourism task-force, tancbunter
the spread of “fake news” on social media.

5. Targeting of less crisis-sensitive markets aednsents (e.qg.
domestic and diaspora) in order to ensure busiiabsity.
6. Improvements to security (especially in the casepolitical

upheaval or terrorist attacks).
7. Strengthened public/private partnerships angedion.
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8. Fiscal and monetary measures by government asidubsidies
or tax holidays to reduce business costs and heipda
redundancies.

Phase 5: Post-crisis Recovery (long term)

The intermediate stages of crisis management wilve into longer
term measures in six key areas:

Plan for infrastructural improvements.

Adjust investment conditions through fiscal aider incentives

to influence the scale and timing of future invesiits

3. Increase professionalism in tourism and hospitgbarticularly
to ensure that local people have the skills to ssg¢ebs at all
levels of the industry, as well as training fram#lipersonnel in
safety and security procedures

4. Address market perceptions to rebuild destinaitivtage through
regular updates on websites and Facebook pages iHoovery,
news of activities or festivals, familiarisationps for journalists
and bloggers, or webcams in key locations showhag the area
is safe. Comments should be accurate and posmigifarus not
just on individual businesses but also other Iduadinesses to
show an active, cohesive and attractive destinatorth visiting.
Islamic countries may wish to highlight tradition$ welcome
and hospitality and other aspects of cultural aatdnal heritage.

5. The crisis may break the established mode aisio creating
opportunities to develop in new directions. Emeggimends,
markets and new trade links should be reviewedcandoe more
readily exploited at this stage. Targeting priorsitars,
neighbouring country tourists and segments that k®s
susceptible to political unrest or disease outlseakn be
effective. Individual businesses should work clgselith the
local DMO to ensure consistency of message.

6. Destinations can develop new products accorttirige available

resources and in line with market trends.

N =

Phase 6: Resolution
The key policies at this stage are to:

1. Monitor the success of measures short and metium
measures (e.g. by research into visitor profites$ satisfaction).

2. Evaluate longer-term measures necessary toldeheiindustry.

3. Modify future contingency plans based on lesdeasned from
the crisis (in other words creating a feedbaclp)oo
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Self-Assessment Exercises 3

1. What is crisis management?
2. Enumerate 6 phases of tourism crisis managemeneftark

19

5.6 Summary

The principal tried-and-tested strategies and astitor rebuilding a
country or destination’s tourism image after a isriflave been
highlighted in this section. Their efficacy has be®oven in numerous
different situations. In particular, a good con&ngy plan, constantly
updated, is vital. Accurate, timely and responsiMermation from a

reputable source such as the NTO may act as aermeght to the
sensationalist reporting which can damage domestd international
tourism markets. Another lesson is the vital need the ongoing
representation of tourism within national-level sgi management
strategies, as it is a vital and embedded compafdmith advanced and
emerging economies. We were able to focus on tHewimg topics

during this discussion: the relationship betweea thisis and the
tourism industry, the effects of the crisis on timelustry and the
economy, crisis management, and the crisis managenaenework.

M
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u:: 5.8 Possible Answers to SAEs

Self-Assessment Exercises 1

1.

Or

w N

A tourism crisis as ‘any unexpected event thatcaéfdraveller
confidence in a destination and interferes with atsility to
continue operating normally’

Any occurrence which can threaten the normal djpgrs and
conduct of tourism related businesses, damage aisttou
destination’s overall reputation for safety, attnaness and
comfort by negatively affecting visitors percepsorof that
destination and, interrupt the continuity of busmeperations for
the local travel and tourism industry by the redwrctn tourist
arrivals and expenditures.’

Potential crises, Latent Crises, Acute Crises

Environmental, Societal and political, Health-retht
Technological, Economic

Self-Assessment Exercises 2

1.

A loss of jobs and a fall in the economic benedifstourism,
including reduced incomes for businesses and iddals along
the supply chain and loss of tax revenues for govents, and
(in the case of a crisis of longer duration) reduse/estment in
facilities

Self-Assessment Exercises 3

1.

Crisis management in tourism context refers topla@ning and
performance of processes directed towards manatfiagbad
effects of crises and disasters on tourism
Pre-event/Pre-Crisis Stage, Prodromal, Emergemtgrrhediate,
Recovery, Resolution
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