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Introduction

The course, Hospitality and Travel Management (T$M), is a core
course with two credit units. It is prepared anddenavailable to all
students who are taking the B.Sc. Tourism Studl€d\) programme
with specialisation in Hospitality and Travel Maeagent. It is tenable
in the school of Business and Human Resources Managt. The
course is a useful material to you in your acadgmisuit as well as in
your workplace as managers and administrators.

What you will Learn in this Course

The course guide is made up of fifteen units, dogeareas such as the
development of the hospitality and travel industrgganisation of the

hospitality and tourism industry, services offetad the industry, the

fundamentals of geography and its importance tagou It also covers

areas like sales and administration procedures,theveconomics of the
hospitality and travel lindustry works and the drént classification of

hotels and services.

This course guide is meant to provide you with thecessary
information about, the nature of the materials wollbe using and how
to make the best use of the materials towards emsadequate success
in your programme. It covers the practice and keolgé of how the
hospitality and tourism industry works and how tmra successful
hospitality outfit. Also, included in this courseide are information on
how to make use of your time and information on howtackle the
Tutor-Marked Assignments (TMAs). There will be &b sessions
during which your instructional facilitator will k& you through your
difficult areas and at the same time have meaningteraction with
your fellow learners.

Course Contents

The course consists of the basis of hospitality tandism management,
and all the other components that were instrumeatéhe inception of
the industry, the industry’s evolution and develepm It will treat the
management and leadership of the hospitality andsim industry, and
also the different sectors of the industry. It aleals with the economics
of the industry and its pricing system.
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Course Aims

The main aim of the course is to expose you to rihure of the
hospitality and tourism industry and the necessailys for managing it
successfully. The course also aims at having gregiereciation of the
hospitality and tourism industry.

The aims of the course will be achieved as follows

o Describing the development of the hospitality amirism

industry

o Discussing the importance of transportation to degelopment
of the hospitality and tourism industry.

o Describing the different approach tools for sucidsales.

o Explaining what marketing means in the hospitadihd tourism
industry

) Discussing the different classification of hotels

o Discussing the responsibility of a corporate tranahager

Course Objectives

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

o explain the development of the hospitality andetandustry

o elaborate on the importance of transportation éodévelopment
of the hospitality industry

) discuss the different approach tools for successfak.

o discuss what marketing means in the hospitality #&mredel
industry

o discuss the different classifications of hotels

o describe the responsibility of a corporate hotehagger.

Course Materials
Major components of the course are as follows.

Course guide

Study units

Assignments

Recommended study materials and textbooks

PoONPE
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Study Units
There are fifteen units in this course, which sbdag studied carefully.
These units are as follows.

Module 1 A Historic Perspective

Unit 1 Industry Overview

Unit 2 How the Industry Works

Unit 3 Rail, Ground Transportation and Accommaoaiagi
Unit 4 Tours, Cruise and Administrating Procedures
Unit 5 World Geography and Documentation

Module 2  Hospitality Administration

Unit 1 Sales and Administration Procedures

Unit 2 Domestic, International Fares and Ticketing
Unit 3 Computer Reservation Systems

Unit 4 The Role of Travel Agents and Tour Operator

Module 3  Classifications of Hospitality Services

Unit 1 Marketing a Full House

Unit 2 Classifications of Hotels and Services

Unit 3 The Economics of the Hospitality and Trakelustry

Unit 4 Pricing Systems and the Hospitality andvEtdndustry

Unit 5 Leadership and Management in the Hospytalitd Travel
Industry

Unit 6 Labour Relations in the Hospitality and JebIndustry

Module 1 gives an overview of the hospitality aralzel industry. It also
highlights the roles of the various types of tramtgtion systems,
accommodation and climate as factors that influeheesustainability of
the industry. Module 2 focuses on the administratad the entire

industry from the perspectives that range fromssai®cedures, fares,
computer reservation systems to the role of batelragents and tour
operators. Module 3 consists of the classificatainhotels and the
various services they provide, while the concermofiule 4 is the role
of leadership and management in the industry instpe It also

discusses the role of labour union, as a meansaoftaaning checks and
balances, between the industry’s management aneimtdoyees. The
course (TSM 348) consists of 15 units. A three rhperiod is

recommended for each unit which comprises intradactobjectives,

main content, conclusion, summary, self assessmesiicises, Tutor-

3
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Marked Assignments, as well as recommended refeseaad further
reading. These | believe, will be of tremendousphi@l your bid to

achieve the aims and objectives of the course.

The table below serves as a study plan that willegyou throughout
the study of this course

Unit Title of study unit Weeks/ | Assignment
activity
Course Guide 1 TMA 1 to be
submitted
MODULE 1 A HISTORIC PERSPECTIVE
1 Industry Overview 2 Assignment
2 How the Industry works 3 Assignment
3 Rail, Ground Transportatigr4 Assignment
and Accommodation
4 | Tours, Cruise angd5 Assignment
Administration
5 | World Geography and6 TMA 2 to be
Documentation submitted
MODULE 2 HOSPITALITY ADMINISTRATION
Unit |1 Sales and Administratign/ Assignment
Procedures
2 Domestic , Internation&al8 Assignment
Fares and Ticketing
3 Computer Reservatigrd Assignment
Systems
4 | The Role of Travel AgentslO TMA 3 to be
and Tour Operators submitted
MODULE 3 CLASSIFICATION OF HOTELS AND SERVICES
Unit |1 Marketing a Full House 11 Assignment
2 | Classifications of Hotels andL2 Assignment
Services
3 | The Economics of thel3 Assignment
Hospitality and  Trave
Industry
4 Pricing System 14 Assignment

MODULE 4 THE MANAGEMENT OF THE HOSPITALITY

AND TRAVEL INDUSTRY

Unit

1

Leadership and Manageme
in the Hospitality and Trave
Industry

pritS

Assignment

in
Trave

Relations
and

Labour
Hospitality
Industry

thel6

TMA 4 to be
submitted

Revision

Examination

Total
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Assignment

There are many assignments in this course and y@expected to do
all of them. You are to attempt them and submitesdaon grading by
your tutor.

Tutor-Marked Assignment

In doing the tutor-marked assignments, you arepdyayour transferred
knowledge and what you have learnt in the contehtbe study units.
These assignments, which are many in number, apeceed to be
turned to your tutor for grading. They constitu@®/3 of the total score
for the course.

Main Content

Each unit contains self assessment exercises ait &to 3 depending
on the sub units in each unit. These exercisesraant to help you
assess your understanding of the material in eaclusit and the unit in
general. At the end of each unit, there is a tutarked section that
contains two questions which cover the materiatlistl in the unit.

These assignments should be submitted to the fiotonarking. These
tutor-marked assignments will take up 30 percentheftotal score of
the course.

Final Written Examination

At the end of the course, you will write the fir@tamination. It will
attract the remaining 70%. This makes the finatesd®0%.

Conclusion

The course, Industrial Relations (TSM 348), expogas to the issues
involved in hospitality and tourism industry managmt, and how to
manage them. On the successful completion of thesep you would
have been armed with the materials necessary ficregit and effective
management of the hospitality and tourism industry.
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BLURB
TSM 348 Hospitality and Travel Management

TSM 348 Hospitality and Travel Management is a @ddrcourse to be
taken in the third year of undergraduate degregrprome in tourism. It
will be available to all learners as a core coumshe programme.

The course is made up of fifteen study units andrsm® guide. It
introduces learners to the basics of tourism amdvédrious levels of
hospitality and travel management including faciafiiencing travel,
how travel has influenced the hospitality and ttamelustry and the
leadership and management skills of the industearhers will be able
to build on this foundation as they pursue thaid&s in the hospitality
and travel management.
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MODULE 1 A HISTORIC PERSPECTIVE

Unit 1 Industry Overview

Unit 2 How the Industry Works

Unit 3 Rail, Ground Transportation and Accommaoaiati
Unit 4 Tours, Cruise and Administrating Procedures
Unit 5 World Geography and Documentation

UNIT 1 INDUSTRY OVERVIEW
CONTENTS

1.0 Introduction
2.0 Objectives
3.0 Main Content
3.1 Development of the Hospitality and Tourism Isiaiy
3.2 The Development of the Hospitality and Tourismiustry
and World Events
3.3  The History of Restaurants
3.3.1 Demand for Hospitality Services
4.0 Conclusion
5.0 Summary
6.0 Tutor-Marked Assignment
7.0 References/Further Reading

1.0 INTRODUCTION

The hospitality and travel industry is typicallysasiated with the
management of hotels, motels, clubs, restaurantst ffood
establishments, and institutional catering orgdiusa that prepare food
for seminars, schools and hospitals etc. In undedstg the hospitality
and travel industry we have to look at the hist@yplution and most
importantly the, future of the industry. This me#&@sing knowledge of
the administration of the industry, seasons foreitstence, customers
and patronage.

The concept of hospitability is as old as civilinat It has developed
from the ancient custom of breaking bread with aspay stranger to
operations of today’s hospitality conglomeratese Wword hospitality
itself is derived from the French word, hospice,iclihmeans to
care/shelter for travellers. Increase in trade @adel made some form
of overnight accommodation a necessity. More sabge travel was
slow, long and hazardous, many travellers depersigely on the
hospitality of private citizens before the gradgabwth of inns and
towers.
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20 OBJECTIVES

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

) describe the development of the hospitality aadatindustry

) relate the development of the hospitality and trandustry to
world events

o state the history of services rendered by the haggiand travel
industry.

3.0 MAINCONTENT

3.1 Development of the Hospitality and Tourism Industry

In ancient Persia, travelling was done in largeacans that carried
elaborated tents for use along the caravan roese in a while, the
caravans stopped at Khans- i.e. the combinatiostalbles, sleeping
accommodation and fortresses which provided shaljainst elements
such as sand storms. During the period, accomnwdat Asia
surpassed those of the Western World. In Englaod.ekample, the
stage coach became a favoured method of trangpartatthough a two
and a half hours journey by car, took about thragsdwhich made it
necessary for wayside inns. As travelling increasedid the number of
wayside inns. As the quality of the inns improvedpre people
travelled. (Walker, 1999, Pp. 13-16). The travelustry evolved from
the stage coach to the railroad. Around 1800, itisé British passenger
rail road was constructed, and by 1870 there weneesmore railroad
tracks in the United States of America. With thisvelopment,
accommodation facilities in terms of structures a&edvices changed.
The old post houses and roadside inns were fipgaced by restaurants
and gradually hotels sprang up. (Wahab 1993, P.204)

Among the pioneers of the hospitality and tourisrduistry was Fred
Harvey, in 1876. He opened a small railway restaucite different
from others of its kind because it served goodwalll cooked food and
offered good services. The business was good dreasofollowed in his
footsteps. Later that same year, Harvey openedfitas hotel. The
nineteenth century saw more innovations in the stiguas better
methods of preserving food through canning and wacpacking made
out-of-season culminated in peoples’ delight. THEQs witnessed
incredible growth in both air and road transpootatas inter-continental
flights were not just frequent but took less tiraey could travel at up
to 600 mph carrying 125 passengers. As a reslilgaaning economy,
business and leisure travel grew. Business peikaé to eat well, while
mass tourism began as millions could afford vacatiothus the
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hospitality and tourism industry boomed and is b largest industry
in the world (Mariami, 2001, pp. 122-123)

3.2 The Development of the Hospitality and Tourism
Industry and World Events

The development of the Hospitality and tourism sidyihas contributed
to some global events. Colonial inns and tavernsevimsed on the
British type and early colonial inns and taverng\merica. During the
American Revolution, the taverns were called thegsi Arms because
they became the arsenal of the British general.cage

There was a famous tavern called the Frances Taverwas the

revolutionary headquarters of General George Wasthimand it was
the same place in which he made his famous fareageltess. By 1794,
during the French Revolution, the chiefs of the laobouses were
scattered by the revolution, and many crossed ten#ic to America,

especially to New Orleans which is named after en€hn city. Due to
more development in the tourism and hospitalityustdy, there were far
better methods of preserving food through cannimdj\aacuum packing.
In 1809, Napoleon I, awarded a Prize of 12,000 ésdn the inventor,
Nicholas Apart. However, Napoleon’s actions weredose his armies
were depleted more from deficiency, disease anvattan than from

wounds. The invention greatly helped him. Also, tinmgeteenth century
saw the development of hospital feeding that reducertality rates

(Darf, 2002, P. 39).

In the sixteenth century, travellers from Westeundpe that travelled to
Constantinople, known as Istanbul in Turkey, engbye drink now
known as coffee, which they decided to bring backtleir return
journey. By the next century, coffee houses weleoatr Europe. In
1675, Venice already had dozens of coffee housekiding the famous
Café Florian in the Piazza San Marco. The Cafélidied to capacity
up till date. In 1683, the siege of Vienna by th&Kks was lifted and a
man called Kolschitski, who received the creditsaiving the city of
Vienna from destruction, was given the permissionopen the first
coffee house in central Europe. It was in thate®fifiouse that the first
cup of coffee sweetened with honey and lightendd milk was served.

3.3 TheHistory of Restaurants

The French Revolution took place at about the stame the American
Revolution took place and this was one of the nesi$or the birth of the
restaurants. In 1533, a restaurant the Tour D’Argexs opened. It was
the only restaurant in the whole of France. AltHougns served meals,
they were not primarily eating places as the Toukr@ent. The father
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of modern restaurant, M. Boulanger, sold soupsisaah night tavern

which he called the Soups Restoratives (restayraatsl that became
the origin of the word restaurant. During that pdrionly the traiteurs or
caterers were allowed to sell cooked meals to thadi@ Boulanger,

who was not contented to let his culinary repeetonest there,

challenged the traiteurs’ (caterers’) monopoly bgating a soup of
sheep’s feet in a white source. The traiteurs (eed® took the case to
the French Parliament. Boulanger won and soon apéigerestaurant
called the champ d’Oisealu; and in subsequent ye#dusr restaurants
sprang up all over France.

In 1782, the Grande Taverns de Londres was openbree years later,
Aux Trois Fréres Provencaux was opened and by i¥&é were about
500 all over Paris. The French Revolution was resje for the
propagation of the concept of restaurants; bec#us&as during the
revolution that chefs of the noble houses in Frascattered. Some
stayed in France, while others fled to other paft&€urope. A lot of
others crossed the Atlantic to America and opeesthurants especially
in New Orleans, known as the one true French carhére new world.
By the early 1800s, the English had started todvetthe concept of the
restaurant from their French neighbours.

SELF-ASSESSMENT EXERCISE

Give a brief history of restaurants.
3.3.1 Demand for Hospitality Services

Accommodation, foodservice and travel are the priync@ncerns of the
hospitality and travel industry. The demand for aomodation has
increased drastically in recent times due to irsgan travelling for both

leisure and business, which are linked to advanoéimetechnological

development and transport systems. For examplegtbtition of the

transport systems, which started from the traithéocar and later to the
jet airplane, has made travel faster, conveniertt atiractive. The

demand for and supply of services of the hospytaitd travel industry
particularly accommodation, are due to the increeseavealth and

disposable incomes which have also led to incremsése patterns of
business and trade, as well as leisure and tourism.

Demand for accommodation can be in many ways depgnah the
nature or purpose of the travel e.g. businesseaspire, which of course
Is determined by funds (price), location or dedtoraand facilities. In
the United Kingdom and the United States of Amefarainstance, the
accommodation industry is characterised by faegitsuch as bed and
breakfast, and little private hotels which have vamences for short
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stay usually by travellers who are in transit. Bg hature of their sizes,
these facilities are privately owned and managed.

Food service, which is the second reason for thstence of the
hospitality and travel industry, is more or lesstedmined by the
consumers and consumption patterns, which are @dd$ermined by
what is referred to as socio-economic groups. Syolps can further
be categorised based on age, levels of educatiooypation and
incomes, through which the hospitality market hagrb segmented.
However, in recent times, this classification hagsrbreplaced by what
Is regarded as life style of groups based on pé&ppatatudes, values and
expectations. Accordingly, a number of reasons Heeen advanced on
why people like to eat away from their homes. Thaeskide economics
or status, convenience, variety, having fun, celtand/or tradition.
Travel, being the third determining factor thatluehces and sustains
the hospitality and travel industry derives itsttiigal development
from five perspectives as follows. (Mcintosh ande@Gloer, 1999, p.75).

Pre-industrial Revolution (i.e. prior to 1840)

The railway age

The automobile age
The Jet aircraft age and
The cruise ship age.

4.0 CONCLUSION

In this unit, you have learnt that the hospitadityd tourism industry has
been going through massive changes and developimenigh factors
influencing the evolution of the travel industryhd hospitality and
tourism industry, while being influenced, was alsfluencing some

other world effects. The exclusive restaurant ef past may still be the
exclusive restaurant of today, but the averageesitior individual can
choose from an array and a variety of restaurais.live in a world

where the airplane and the automobile have madesalevery place in
the world accessible. What tourists and travelteage now is not the
problem of where to eat but that of choice.

50 SUMMARY

The first reference to the hospitality and tourisiustry can be traced
back to ancient Greece and Rome, where increastaviel and trade
made overnight accommodation a necessity. The dMerslso created
sleeping stables called Khans . This helped theshalkers from thieves
while travelling in caravans and against naturanents like sand
storms. As colonies turned into towns, travellingreased and taverns
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sprang up to cater for travellers. These taverss became social and
political gathering places which were a sign of riele growing
influence. The French Revolution also influenced development and
establishment of restaurants.

6.0 TUTOR-MARKED ASSIGNMENT

I Briefly explain the origin of the term hospitality.

. Explain the origin of the development of the hasigy and
tourism industry.

iii. State the concept of modern hospitality and tourism
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1.0 INTRODUCTION

The primary purpose of many hotels and other auifitthe hospitality
industry is to provide services to people who aa®dlling or visiting.

The opportunity of staying at a specific accommmatsometimes
depends on the location. In the hospitality indyst&r primary factor
leading to guest registration is the location & kiotel. Examples could
be cited of hotels, adequate within themselves,shifering from low

occupancies because of their location. Among astiiat have been
taken to increase occupancies of individual progerinclude factors
like, identification of specific markets, bookingsdvertising and
promotion, group tours and conventions, also accodation marketing
which consists of both product developing and pobgwomaotion.

Hospitality has emerged as the way hoteliers andres would like

their industry to be perceived. The term hospitatibnveys an image
that reflects the tradition of services that goaskixo the earliest days of
inn-keeping. Hospitality is made up of two typessefrvices, i.e. the
provision of accommodation for travellers and peagihying away from

home, while it also provides sustenance for peepglieng away from

home and other catering services.
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20 OBJECTIVES

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

) explain the organisation of the hospitality andrigm industry
) describe the operations of the hospitality andisouindustry
o analyse the impact of changing travel patterns anudles of

travel of the hospitality and tourism industry.
3.0 MAIN CONTENT
3.1 Organisation of the Hospitality and Tourism Industry

To identify a large number and variety of tourisrganisations that are
involved in the hospitality and tourism industrizetfollowing factors

are responsible for the growth of these organisatidhe industry has
continued to have smaller units owned by individudéspite the fact
that there is also a growth of large companies.itastry is also made
up of different sectors and each of these sectassits own particular
services to cater for specific needs. An exampkhasdifference in the
service rendered by hotel/motel in providing accamdation for

travellers and people not sleeping at home, and alsafé or fast
food/restaurant that only serves those who arerested in eating
outside. Another sector in the hospitality and #&uarindustry can be
found in out-door caterers and event planners. &bex the different
sectors in the industry have really enhanced thewiyr of this

organisation (Brotherton, 2000, P. 24).

Another factor responsible for the organisationagh of the industry
can be attributed to its wide spread in terms o&limn, with some types
of operation like the fast food/restaurant conaett around population
centres. Some other types of operations in the stingudo not

necessarily have to be carried out in and aroumailp@ion centres e.g.
parks and gardens and game reserves. The industrygriown in the
aspect of being a very large employer, offering idewrange of job
opportunities and employment categories.

3.2 Hogpitality and Employment Categories

In looking into the operations of the hospitalitydatourism industry and
how organisations go about delivering their prodwstd/or services, we
have to understand the two major aspects in wiiehrndustry operates.
Accommodation and food services are the two essemypes of
operations. Under these two essential operatioeshave three main
types of operations, i.e. product processing ofmeratcustomer
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processing operation and information processingatims (Johnston,
1998, P.6). Looking at the activities in the indystmost of them
(activities) are a combination of all the three peoduct, customer and
information.

This concept of the three types of operations gavgeod understanding
in differentiating between accommodation and foagtvises. The

accommodation operation deals more on customerepsooperation,

with little or no product processing operation (eg@om servicing). It

deals with information processing in the form afaesations, check-in
and billing. In food service operation the combimatof the three types
of operation is in a different proportion, which tise product processing
operation, including the meal, the customer prangssperation (the

meal experience), and lastly, little informatioro@essing. See also Ball
et al. (2002, p. 6).

In recent times, due to complexity in the hospyaland tourism
industry, it is quite difficult to differentiate beeen food service and
retail and also distinguish between operationsiwithe hospitality and
tourism industry. Examples are distinguishing be&mvean automatic
vending machine selling can soft drinks in a shogmentre and another
selling them in paper cups in a cafeteria. Woukl\wanding machine in
the shopping centre be retailing and the one ircéteteria catering? Or
if a single organisation produces banquets for siooa, provides lunch
for offices and handles outdoor services, how banhihdustry be easily
classified?

To understand these two major aspects that makkeupospitality and
tourism industry, experience has shown us thabgezations analysis is
helped by what we call systems model theory om/flwocess charting”
system. The system puts forward four key elemeatsely; inputs,
processes, outputs, and feedback. These are advaadtby processes
carried on at'back-of-house’ that is out of sighttiee customers, and
other processes performed in the *“front-of-houseiganing the
customers are being involved. A vivid understandihthis is illustrated
in table 2.1 below.
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Table2.1: General Systems Model of Hospitality Operations

Source: Adapted from Jones (2002)

Back-of-house Front-of-house

e.g. e.g.
Storage Reception

Food production | Restaurant

Cleaning Bar
A > .
Laundry Lounge
Feedback

From Table 2.1.you can see that in the hospitality tourism industry,
typical back- of-house processes include materi@rage, food
production, cleaning, and laundry, while front-afuse operations
include guest reception, restaurant services, parations and lounge.
In an accommodation operation, the system modeflav process
charting system shows the accommodation operat®ra a&ustomer
processing operation. It is possible to identifyotaystems. The first,
known as the ‘core system’, makes provision forcept sleep. The
second, known as a sub system, or ancillary offeezdices like cyber
cafe, swimming pool, laundry, meals, drinks andecth These
subsidiary services (ancillary services) are itastd in figure 2.2
below.

10
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Fig. 2.2: System Model of Accommodation

Reservation [_| Reception | | overnight Stay Payment

Restaurant

| Bar |

Room Service

|| Laundry Service |—

Telephone & Fax
Service

Conference Facilities

Banqueting Facilities|

Leisure Facility

Source Modified from Jones, 2002
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3.3 Thelmpact of Changing Travelling Patterns and M odes
of Travel on the Hospitality Industry

The travel industry has had a lot of influence angpact on the
hospitality and travel industry, the rail systemti@nsportation notably
is synonymous with the hospitality industry. Befahe use of the rail
system, most English aristocrats were moving arotired continent
between the 17and 18" centuries in carriages and coaches which were
so uncomfortable due to the bad conditions of rodtie bad roads also
made the journey very slow, hence the need for bynthe road sides
(Wahab et al 1993, Pp. 204 — 214). The developnoéna steam
locomotive in the early 1800s and later the imptbhengine train in
1825 and 1870 made it possible to travel sevemigand miles across
the United States, France and other parts of Eungibeease. With this
development there was a change in accommodation.r@édside inns
and other poor eateries gave way to hotels thae vgertable to the
railway stations. These improvements in the trariafion system led to
the development of spas, and other resorts in Eurdp the time the
railway was enjoying patronage and was still expandts services;
another mode of transportation was in the makimgl by 1900 cars
became a reality. Therefore an alternative forntra¥elling gradually
replaced the train.

The automobile was a very convenient mode of ttengetue to its size
and because it could pick a whole family, and dswel without
restrictions. The railroad, the location and manokeraccommodation
like restaurants had to also change. Roadsidéhogsés and restaurants
were built to serve a whole family. In the mid 1&8)Ghe steamship
replaced sailing ships which was faster and comlidet This led to an
increase in transoceanic travel, usually by thé and wealthy who
were attracted to luxury liners. Still, when theast ship business was
basking in the euphoria of profit and expansionpther form of
transportation was in the making that would repldbe railroad,
passenger ship and even compete with the automaibileng distance
journeys. It was the aeroplane which also chandped face of the
hospitality business due to speed and convenience.

The industry had to be able to accommodate andddache number of
people at the same time. Also, business peopla dbuin and out of a

city in one day for meetings or appointments, prypbecame bigger
and meetings at airport hotels became a frequenirance. See also
Lorsch, et al. (1998, P.216).

12
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One of the greatest impacts of the industry liegsh@ diversity and
categories into which its customers fall. The htdipy travel industry
has classified or segmented its customers intdfdhewing class: the
commercial travellers who are usually the most st@st patrons of
accommodation. They usually travel to transactrmss not really to
utilise the hotel facilities (Lane and Hartesev&®93, pp. 6-9). The
tourists and vacation travellers are very importanstomers to the
growth of the hospitality and tourism industry. $hecategories of
customers are important because they usually ticuahg the summer
and also during the weekends, thereby spendingelomights and using
most of the facilities the hotels have to offereTgroup and convention
categories are also profitable for a hotel becgusep meetings require
a whole block of rooms, and are more likely to paige a lot of the
hotels ancillary systems which include businesdreefiTelephone, fax,
etc) food and beverage outlets, conference ceatr@special rooms.

3.3.1 ldentification of a Specific Market

In most cases, the hotel probably needs not catethé entire market
served by the destination in which it is locateéld®m does even a
giant hotel account for more than 10 percent tq@e@ftent of the total
room capacity of the destination. Therefore, thartisiy point in

marketing a given property such as hotel might wellthe selection of
one sub-market i.e. based on income, age, natipn&mily status and
interest groups. After selecting a sub-market siutestination e.g. hotel
can adapt the facilities to better serve that ssnafoup. An example
can be seen of a ranch near a town that is witmgssiarge number of
visitors. These visitors arrive at the resort aregparticipate in the
annual summer cultural activities. This same reseds a market in
families with small children interested in the attions around it. A
supervised programme for the children has to beeldped and

inaugurated, so that parents can leave their @nlth enjoy themselves
while they attend concerts and other events. Theab#he night club
may be the majority profit centre for many hotéleere are examples
of “dry” resorts that cater for the sub-market @vellers who object to
the use of alcoholic beverages. There are alsethua cater for the
swinging younger set, leaving the quieter travslleto other

accommodation. By adapting to special needs or rakesi
accommodation can serve sub-markets, often with eaulting

improvement in occupancy. Also, hospitality is tkey to continued

success. The guest is all important and shouldblesated. A pleasant,
helpful, interested attitude on the part of sta#miers that come into
direct contact with the guests is paramount. Sutitude can do much
to produce the return of satisfied guests and resemdation to others.

13
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SELF-ASSESSMENT EXERCISE

What are the major aspects in the hospitality aadet industry and
what are the types of operations that help in tbffiéating them?

40 CONCLUSION

In this unit, you have learnt that the hospitakityd tourism industry
comprises of two sectors i.e. accommodation andl feervice. The
origins and historical development of the industayn be seen from the
size and sale of the industry which makes it ontheflargest industries
in the world. You are now able to analyse the ha$ipi operations,
accommodation and food service system. Lastly,tidneel industry as
an essential part of the hospitality and tourisdustry had undergone a
lot of changes and has continued to evolve witletand technology in
the process of carrying the hospitality and tourisdustry along. It is
also enhancing the growth of the hospitality anditmn industry.

50 SUMMARY

Hospitality and tourism has been made possible bgnges and
improvements recorded in the transportation businébsroughout the
evolution of the different modes of transportatiamd also the
preferential shift from one means of transportatmanother, (i.e. train,
bus, car, ship, planes and cruise liners), the latipn of people
travelling has definitely caused the choice of iesions and types of
accommodation to change.

6.0 TUTOR-MARKED ASSIGNMENT
I Identify, compare and contrast the kind of hospytadperations
of three hotels in your immediate environment.

. Briefly describe how the hospitality and tourismduistry is
organised.

14
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1.0 INTRODUCTION

The world travel, hospitality and tourism councéctares the travel,
hospitality and tourism industry to be the largestustry, a leading
producer of revenue in the world. It employs ab®@® million people
and also the world leading industrial contributar the world’'s
economy. It produces 10 percent of the World's Gidational Product
(GNP). The suppliers of a variety of transport sy play a significant
role in making it possible for travellers to visgee, experience and
enjoy destinations and facilities. The primary chjee of the transport
services is to attract customers to their own iftéesl. Major suppliers of
travel services may join tourism organisations lm fpromotion of
destinations. For anybody to embark on a journeyuih any means of
transport, the person must have a destination mdnfPassengers, as
well as variety of goods and services, are trartsdofrom origin-to-
destination and the most important factor for cihap® destination is
accommodation.

16
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The hospitality industry has undergone great chsuagel improvements
as transportation modes have improved from one foramother. These
improvements have an impact on the people thaelr@lso, it has an
impact on the choice of destination and the typaadfommodation. In
this unit you shall be studying rail and groundhé@ortation and how it
relates to accommodation, hospitality and the ssarndustry.

2.0 OBJECTIVES
At the end of this unit, you should be able to:
o explain the importance of the rail as a means ofssma

transportation and its importance to accommodationthe
tourism industry

o discuss the importance of automobiles in the growtid
development of accommodation in the hospitalityustdy
) discuss the challenges and demands facing the acodation

institutions due to technological advancement.
3.0 MAIN CONTENT

3.1 The Importance of the Rail as a means of Mass
Transportation and its Relevance to Accommodation in
the Tourism Industry

The development of the locomotive steam rail systeas in the early
years of the 1800s and a much improved engine weslaped by 1825
in Britain. By 1930, the United States had itstfialway line. Prior to
the advent of rail travel, tourists had to travglhorses and carriages;
and by the time rail travel came into being, it wgscomparison far
much better, efficient, less costly, more comfdgabnd even much
safer. The railroad had now replaced the stagehcoearriages and
horses and thereby replacing various river and Icéaaels. This
inevitably changed the choice of accommodation. ddreiage and other
horse power means of transportation could only egrav handful at a
time, while the rail system could transport a Ibtpeople at the same
time to the same destination. Therefore, the raillweought immense
changes to the tourism and accommodation induktitye taverns that
could cater for a handful of travellers now gaveywa hotels that were
built near the rail stations, in order to catertfog mass transportation of
passengers and tourists the rail system was algleneey (Meddlik and
Butkart, 1994, p.20).

17
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Before the invention of the rail system, a numbértravellers and

tourists could travel for, sometimes, months befgsdting to their

destinations. However, with the invention of thd sgstem, a journey
of several months could be achieved in six daysnioye tourists at a
particular time. The railroad also had excellenhimy chairs and
sleeping berths in order to ensure passengerstysafed comfort.

Although the invention of the automobile after theeat Depression and
the World War Il threatened the railway industriy,came up with

innovations to avert its collapse. Now we have diutrains, mostly
found in Europe and Asia, which can move at a sjpée&tb0 miles per
hour (see Hasek, 1994, P. 38).

3.2 The Importance of Automobiles to the Growth and
Development of Accommodation in the Hote and
Tourism Industry

Due to its convenience and relatively low cost passenger, the
automobile became the preferred means of trangjwortagainst the rail
system of travel, and it became the most populaanwef travel by
family units. The automobile was a very conveniewide of transport
because it was not restricted to routes travergeaibway and the rigid
schedules of the railway. Another great advantageatitomobile had in
ground transportation at that time was that it pfed tourists with
vehicles for use at the destinations, while the sgstem only took
tourists to their destinations and left them todfitineir ways around
(Griffen and Dittner, 1993, P.29).

The importance of automobile to the developmena@fommodation
and the hotel and tourism industry was very tremesd Before the
invention of automobiles, hotels, accommodation esstaurants were
mostly found in and around train stations. But wilie development of
the automobiles, there was a great growth in iftteritavel and an
inevitable change in the location and design ofoawoodation. The
design of accommodation changed to conform todhaly unit because
the automobiles encourage travel by family groupdso, most
accommodation and eateries sprang up within tiesaind on roadsides
to cater for people and families. These newly biaittilities had to be
built with car parks to accommodate the automobildsmother
interesting development that happened in the laotéltourism industry
was the conversion of locations not served or usedailroads into
tourist destinations (Mill and Morrison, 1995, P.18

18
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3.3 The Demand on Accommodation due to Technological
Advancement in the Transport Industry

The demand that the accommodation sector had weagdhe immense
growth and evolution in the transport sector. As ttansport industry
gets modernised and more efficient in transportngre and more
number of people at a single time, accommodatia tbaincrease to
cater for the increasing number of tourists andrfassmen. More space
also has to be created around this accommodatigert@ as car parks
(www.htf.org.uk. From a historical background, the rail systens ha
played a major role in the development of the hafipy and travel
industry. It was when the rail road served as thommeans of
transportation that the old houses, inns and tavalong turnpikes and
carriage roads, gave way to hotels, convenienheorailway stations.
Trains had dining cars and sleeping compartmengs/eopassengers the
required comfort. The depression of the 1930s anddWVar Il caused
a decline in the use of the railroad and that declWas accelerated by
the invention of the automobile.

The automobile has become the most popular tratefmr mode for
tourists’ use. Its convenience and flexibility dfetcar has given it an
advantage over the train. Automobiles have madeogsible for the
family to travel as a unit, and successful acconatiod have been
developed to serve the type of travellers, whothee middle income
family group. The demand for accommodation in tlspitality and
tourism industry has developed a lot by travellaygrists and those on
business trips. Such a rapid growth has been fuedtaity linked to the
transport system and the technological progrestheflast 150 years.
Advancement from the railroad to the automobile amdo another
mode of transportation like the airplane has madeetling on large
scale possible for both leisure and business. dimeunts to a serious
demand for accommodation in the hospitality indusfwww.bha-

online.org.uk.

3.3.1 The Revival and Sustenance of the Passenger Rail
Systems

The Great Depression of the 1930s and World Wardated a decline
in rail road usage which was accelerated by theention of the
automobile. The freedom of the open road gave anitde travel a
competitive advantage over train travel. In ordeptevent a complete
collapse of the passenger rail systems, the Urftiiedes of America
government created AMTRAK in 1971. AMTRACK is a dpuablic
organisation; eight of the fifteen members of itaftn are selected by
the President of the United States, three by theoads, and four by
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preferred private stockholders. AMTRACK is subsadisby the U S
congress in amounts ranging from $ 500 million &) million per
year.

This subsidy represents between 35 and 50 peréets tal revenue.
AMTRACK has eliminated many unprofitable lines amndproved

overall efficiency and service quality. Howeverspie these efforts,
many passengers opt for the speed and sometimas gulvantage of
airlines. To counter this, AMTRAK offers specialqas on regional or
transcontinental travel. Tour packages are alsalpopparticularly with

retired people who prefer relaxing and watching #wer-changing
scenery to driving.

Although the US experienced a decline in rail ttakeglroads in Europe
and Asia play far more important roles in passenged freight
transportation. Railroads are more cost-effectind a more efficient
means of transportation especially in densely paipdl areas.
Europeans have developed trains that can travebu@b0 miles per
hour. For instance, the French Tries Grande Vité$§&V, very high
speed) runs between Paris and Marseilles in thoeesh The channel
tunnel links England with France and enables bathing and
automobiles to travel the twenty-three miles of Emglish Channel.

As with the United States of America, the Japaras® European rail
systems are heavily subsidised by their respectyogernments.

.Without such subsidies, the roads and the air e&vbalmore congested.
A lot of Americans visiting Europe take advantadetlee Eurailpass.

The Eurailpass which must be purchased from tragents outside
Europe, allows visitors to travel throughout coatital Europe.

SELF-ASSESSMENT EXERCISE

How did ground transportation/automobile change plagtern of the
accommodation sector?

40 CONCLUSION

The rail and ground travel have been great cortoiisuto the early
tourism industry and accommodation. Technologicaitsivel by train

was a pioneer and a great developer of the tousuistinaccommodation
industry, but it gradually lost its role in the t@i industry because it
lacked the convenience of the automobile. Meanwthie automobile is
the most popular means of transportation for tésirisse because of its
convenience and flexibility. Also, due to the teclugical advancement
in the transport industry, accommodation is stredcio the limits to

meet up with the ever increasing number of travelénd tourists. The
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rail and ground transportation have been the mafluance in the
hospitality and tourism industry. Also, it has aioeomic impact to the
world’s economy and the hospitality and tourismusialy’s economy.

5.0 SUMMARY

The changes that have occurred in the transpantataustry have had a
great impact on the number and type of people wndneet. As a result of
the changes in the number and type of travelleesetwas also a change
in the destinations visited and types of accommodatised. The
development of tourism started before the industsolution and
continued parallel with the improvement of meanstrahsportation.
Also, physical needs, business, leisure, the désirexperience other
peoples’ culture and an interest in meeting newpfeeare some of the
reasons people travel.

6.0 TUTOR-MARKED ASSIGNMENT

I Outline the importance of the rail system as a rseah
transportation for the hospitality and tourism istty.

. How did the automobile impact changes on the acocodaton
sector of the hospitality and tourism industry?

iii. What are the challenges and demands faced by acocdation
sector due to technical advancement?
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1.0 INTRODUCTION

In the field of tourism, the ship has undergone @omshift. As the

primary mode of transportation on oceans, seasslakd rivers, it has
now been replaced by the airplane and jets, bedauiseow faster to

travel by air. Nevertheless the ship has been foamed from a means
of transportation to a sightseeing vehicle. Crgsias become a very
big tourism venture and is generally limited to mavater areas where
distances between ports-of-call are not too gr€atod examples of
cruising locations are the Caribbean and Meditegan In the

Caribbean, a cruise ship can be scheduled to saifht, calling on a

different port each day. Some lines are still offgrlong round-the-

world and south pacific cruises, but the most commiwise is usually

short and frequently with air service to the cruasea from the visitors’

origin.

Although the cruise has a problem in the area at,dbe great liners
that have been built to sail the oceans are expensibuild and operate.
State rooms on a cruise ship cost more to build ¢wahotel rooms, and
the ratio of crew to passengers often significaetigeeds the ratio of
hotel employees to hotel guests. A cruise shipweaghs about 70,000
tons can cost about $200 million. The vessel igdorihan two football

fields and is capable of carrying up to 1,500 pagees. Casual ships
usually cater for young couples, family with chédrand singles, while
ships that appeal to the upscale crowd draw malierts that prefer a
more sedate atmosphere and low key entertainment.
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20 OBJECTIVES

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

o describe the services that are offered by cruissdi

o discuss the importance of cruise ships as a medans o
transportation to the hotel and the tourism industr

o describe the various segments of the cruise market.

3.0 MAINCONTENT
3.1 ServicesOffered by CruiseLiners

In the hospitality and tourism business the shig lgane through
tremendous changes. The ship has evolved from l@epmgmary mode
for transporting people and goods on oceans ans, sspecially the
transatlantic and transpacific routes, to beingduss vehicle for
sightseeing. Now that the ship has been replacdatidplane, it is now
used as a vehicle for sightseeing. (Wahab, P. 2d&is and Chambers,
1990, P. 30).

In recent times, the cruise liner has become atifigaresort and
travellers cruising to locations are being pampéehedughout their trip.
These cruise liners offer accommodation just likeva star hotel. Their
accommodations range from luxurious suites to abiend offer
attractions like gyms. for early morning work-ouitsgredible cuisines
and buffets, while guests can spend their afterrtone visiting beauty
parlours and play games like table tennis. Passeragga simply relax
by the pool and enjoy a good view. Night life canvry interesting on
a cruise ship, night clubs offer avenues for dagjcbanquets etc. (See
Goeldner, and Mcintosh 1990, P.11).

The cruise ship also gives passengers the opptyrttor sightseeing.
There are trips that are strictly for sightseeiAgthough sightseeing
trips have almost disappeared except for a fewhenRhine and Nile,
there have been provisions for trips on the Ohio llitssissippi Rivers
for Americans interested in experiencing a typetrafel in the past.
Similarly, tourists are also interested and atgdcty canals in
Amsterdam and also in the harbours of Rotterdam.
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3.2 The Importance of Cruise Ships as a means of
Transportation to the Hotel and Tourism Industry

The tourism industry is the largest industry andoabmong the
highest/largest employer of labour. An industrylage as the tourism
industry has to come up with innovations as oftepassible in order to
survive the competition. This is one of the reasthresRadisson Hotel
International has entered the $4.6 billion CruissiBess. This new ship
named after the hotel (Radisson Diamond) can cgrp three hundred
and fifty four (354) passengers (see Hartssel, 1921).

The cruise market had increased by more than 5@@piefrom 1970 to
1990 and suites vary from around $195 per persor@g on carnival
cruise lines, to about $600 per person per dayhotbh cruising rates
are usually for double occupancy, a hotel that osvoruise line, like the
Radisson Diamond would make a lot of profit witkesalike that. Cruise
ships with spectacular decks, and round the clockviaes have

attracted close to 2 million passengers annuallgstMruise ships sail
under foreign flags. These flags are known as flaggonvenience
because registering these ships in countries ssdhberia, Bahamas
and Panama means fewer tax regulations and litthe daxation. Many
passengers remain loyal to their particular vessethoice and half of
the passengers on a cruise ship are repeated .guests

3.3 TheVarious Segments of the Cruise Mar ket

As it is in most industries, there are also categbdifferences between
the segments of the cruise industry which we ar@ggdo list and
elaborate on. The first segment we are going t& lato is themass
market. This segment has tourists in the lower part ofive figure
income range and are usually interested in payietyvden $125 and
$200 per day depending on the size of the cabinitaridcation. There
are other tourists that have incomes of $40,00656,000 and are
usually interested in paying $200 to $350 per dayg this segment is
known as themiddle market.This is usually the largest part of the
market because the middle market ships are stghshcomfortable, and
the ships are also capable of accommodating betw&n— 1,000
passengers.

The last segment is known as theury market These are six-star
vessels that boast of sophisticated cuisine, exttteiervice and a very
satisfying cruise experience. The luxury marketssially for people
with incomes higher than $60,000 per annum who afford to pay
more than $350 per day. Usually, the ships are lsm&laving a
passenger capacity of about 700. A current trertarcruise industry is
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merging or consolidation just as it is in any matgrmarket. This
allows a greater economy of scale and also leadsdee efficient
marketing and cost savings by the virtue of the sizthe organisation
(Mayo and Jarvis, 1991).

3.3.1 International Administrative Tourism Organisations

Governments of different countries are involvedtanrism decisions
and administration because tourism involves trawgll across
international boundaries, and it also involves adight people from
different backgrounds and nationalities. Governmeegulates the
entrance and exit of foreign nationals. They beconwelved in the
decisions surrounding national parks, heritage,semation, and
environmental protection, as well as cultural amtia aspects of
tourism. Tourism is to some extent an internatiomahbassador,
fostering goodwill and closer intercultural undarsgting among the
peoples of the world. The World Tourism Organisat@@VTO) is the
widely recognised organisation in tourism todaye WWTO is the only
organisation that represents all national and iaffitourism interests
among its allied members. Just the way governmdiocates its
domestic duties to several ministries for efficiem@nagement and good
supervision, so also do tourism activities and tyabé tourists and the
environment being administered by different intéoral organisations.

Among these international organisations, are theermational Air
Transportation Association (IATA),. This is the g& organisation that
regulates almost all international airlines. IATAacilitates the
movement of people and goods through a networkstdhdardises
tickets, way bills and baggage checks. Another rmatgonal
organisation responsible for tourism activitieghe International Civil
Aviation Organisation (ICAO). ICAO coordinates tdevelopment of
all aspects of civil aviation, specifically withgard to the formulation
of international standards and practices. There also other
organisations related to tourism, tourism developmend tourism
administration that are not known to the public.cltaof these
international development organisations sharesnanuan purpose that
includes tourism development. These organisationslude the
following.

o The World Bank (WB) lends substantial sums of morery
tourism development. Most of this money is awaritethe form
of low-interest loans to developing countries. Theernational
Bank for Reconstruction and Development which hiasilar
activities with the World Bank and the United Naiso
Development Programme (UNDP), assist countries anariety
of development projects, including tourism. The &nigation for
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Economic Cooperation and Development (OECD), whicis
established by an international convention in Parid960, is
also involved in policy making and administrationtiee tourism
industry. The other functions of the OECD are diovs.

o Achieve the highest sustainable economic growth and
employment, and raising standard of living in membe
countries while maintaining financial stability tu
contributing to the development of the world ecogom

o Contribute to economic expansion in member as a®ll
non-member countries through economic development.
o Contribute to the expansion of world trade on a

multilateral, non-discriminating basis in accordangith
international obligations.

o The OECD'’s tourism committee studies various aspett
tourism, including tourism problems, and makes
recommendations to national governments. The cot@enit
also works on standard definitions and methods aié d
collection, which are published in annual repomnstied
“Tourism Policy and International Tourism in OECD
Member Countries”.

SELF-ASSESSMENT EXERCISE

What are the services offered by cruise lines?

40 CONCLUSION

In this unit, you are acquainted with some servited cruise liners
render to tourists. These include, the opportuaftyraving an ultimate
satisfaction while experiencing breathtaking vie®@suise liners, which
are also tourist destinations are very importarfidtels and the tourism
industry in general. Hotels have seen the impodaoiccruise liners,
which is the reason why some hotels are investingriise liners. For
example, the Radisson Hotels, have invested inugeiship called the
Radisson Diamond. It has the capacity to take Ugbtbpassengers with
rates of about $600 per day. Cruise liners offepamnodation, just like
five star hotels, gymnasiums and night clubs. @ruisers have three
different segments, namely, the mass market, tloellmimarket and the
luxury market.
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50 SUMMARY

Cruise liners are very important to the hospitaditd tourism industry.
They provide excellent services and have over gars/evolved from
being a mode of transportation to becoming a teiridestination.
Cruise ships are like floating resorts and passsnggsociate a certain
romance with cruising to exotic locations. Casublps cater for
couples, singles and families with children, wislaps that are on the
upscale end of the spectrum appeal to more matliests that prefer a
serene, sedate atmosphere and low-key entertainment

6.0 TUTOR-MARKED ASSIGNMENT

I Identify the various segments of the cruise market.

. What does the term “flags of convenience” mean?

1 State the importance of the cruise ship as a meains
transportation to the hotel and tourism industry..
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1.0 INTRODUCTION

Geography is globally defined as the study of tagheand the people
who live on it. The term geography comes from ae&r&ord meaning
“description of the earth”. Geographers try to ustind the
relationships between one place and a group oepland another place
or group of places. These relationships are calleatial interactions.
Geographers study the earth because they wantstuiloe it, explain it,
and make predictions or forecasts about its futGeographers realise
that things on the earth constantly change; som&ha¢h come from
natural causes, e.g. the effects of water andacse a field to change
over a period of time, while some other changesiobecause of human
activities like highway constructions, and builditogvns and cities.

Land marks and climate are very important to therison and
hospitality industry. For instance, a good topobsamives excellent
views and climate makes people to decide theirdaglidestinations.
These are what we know as natural wonders in thdwbhe examples
of these are Wase and Riyom Rocks in Plateau Stigeria, and the
rugged fjord in Canada, which attract many touri3tsese landscapes
around the world make tourists travel far and widerder to satisfy
their curiosity. This is another boost for the thindustry. People
sometimes just take a ride in a car to the cousitlg and sometimes
people travel thousands of kilometers to have d& &fea different
weather and environment.
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20 OBJECTIVES

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

o state the similarities and differences between #ubject
geography and geographers

o state the skills you need to study maps

o distinguish between landmark, climate and poputatiorelation

to the hospitality and tourism industry.
3.0 MAINCONTENT
3.1 Fundamentals of Geography

The fundamentals of geography as you have obseivedhe
introduction, is the study of the earth and thepteavho live on it.
Several years ago, American astronauts went tonthen and sent back
some pictures of the earth taken from the moon.édrth was shown as
a beautiful blue and white ball shining in the mesasky. This is among
the reasons that geographers have always beenunemding search to
secrets of the earth and the solar systems.

As pointed out by Hunkins and Armstrong (1984, P)15eographers
were very curious people and they wanted to know wiings were
constantly changing, why the changes in seasonsvagdhere is night
and day, and also why there were different timeegcground the earth.
These were the questions that brought about tloevksy that the earth
is among the nine planets revolving round the shichvis also known
as the solar system. The nine planets includingetivéh revolve round
the suns path called the orbit, and the planeisistdnese orbits because
of two opposite forces. The gravitational forcelpuhe planets toward
the sun, while the centrifugal force pulls the gisnaway from the sun.
The two forces are balanced with each other. Thih @avolves round
the sun once every 365.25 days. Each complete utmol marks one
year. In addition, it also spins on its axis andheaomplete rotation
marks 24 hours i.e. one day.

3.2 Mapsand Tables

Geographer’s use many sources of information &irtktudy of the
earth, among which are books, photographs and effemal equipment
like binoculars. But the most important tool of @ographer is the map.
Maps are very useful because they show in pictuma fnformation that
can often be complex to the lay man. The map ispseial that almost
any feature on earth that can be measured or aboatebe represented.
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People often see the globe as the best model aatib, but it does not
allow a person to look at the earth at the same,tihile a map can be
spread on a table and the whole earth can be $eeglance. A globe

carries very little information while a map givesma information and

can even be enlarged, i.e. from the global map,caneget the map of a
country like Nigeria. Also one can still get a midgat can show roads
and important places within a city (Hunkins & Armustg, 1984, P.

197).

In the course of the study, it is important to knalmout map properties
and their parts. There are five parts which mapgehthat help in
reading them. These are:

i Title - the title tells the reader what information @uhd in the
map.

ii Legend — this tells the reader about the colours or symhbeed
on a map and what they represent.

i Grid system- this is a series of lines usedital exact locations
of places on a map.

\Y Directions- these are important because they make the map
reader determine his or her position.

(v)  Arrows- these show the various directionshaf world so that the
reader can configure other directions.

Vi Map scale- this is the relationship between a unit of measur a
map and a unit of measure on earth.

3.3 Land Marks, Climate and Population

The earth’s surface is divided between the landiggorand the water
portion. The land portion of the earth is made tUjp wariety of shapes.
These varieties of shapes are known as landforogethier with the soil
and plants, these landforms form the different $@ages that cover the
surface of the earth. Major landforms include mairmplateaus,
mountains and hills. Plains are large areas of Iyndéestel land. Most
plains rise to about 1,000 feet above sea. Itge ahlled a table land.
The mountain, which is another landmark, is usuallyse of land that
has an elevation of about 2,000 feet. Hills are s types of major
landforms, like mountains, they rise above surrangpndand, but they
are much smaller.

The climate refers to the different kinds of weathea particular place
over a long period of time. Climate, like landscapis important to
plant, animal and human life (Marsh, 2004, P.61)e Telements of
climate include — temperature, moisture, air pressand wind. The
different combinations of these elements produee dtiferent world

climates. Population is another area of conceotmatihe human race
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has lived for thousands of centuries and has uwoderga lot of
encounters with its environment, nature and devetp. All these
factors have had effects in one way or the othgherhuman population
(Dietz, 2004, P. 175-9, Malthus, 1798, P. 38).

The first important change in population growtheratas a result of
agriculture, farming and domestication of anim&spulation growth
also appreciated during the industrial revolutiénlot of things were
happening that reduced the death rate and intrimtiucf machinery
greatly increased the production of factory goodsciv were more
hygienic and reduced death rates.

Along with the industrial revolution came advanaesnedical science.
Increase in trade and contact between people stead about growing
crops and exchange of food for variety. This gkeiatiproved the diet of
millions of people and by the twentieth centuryréheras a population
explosion. The impact of the population explosiaided by the
industrial revolution which also aided agriculturdévelopment, has
greatly reshaped the earth. People have settle@rious parts of the
world, forming patterns as diverse as the land scop

The ability and success of people in adapting tibedint physical
settings is reflected in the tremendous growtthefworld’s population.
Land marks and the climate influence the populadiba region. A good
landmark with good vegetable is likely to attracbren population and
tourists than an arid and dry region. Climates alfloence the attitude
of the tourists and thus have enhanced the deveopai the hospitality
and tourism industry.

SELF-ASSESSMENT EXERCISE
What are the parts of a map that make map readisyg a&nd interesting?
40 CONCLUSION

Geography, as a field of study, is necessary bec#uallows you to

understand the earth and its people. It deals th@hnterrelationships of

people with their environments. Due to the large sif the earth and its
complexities involving climates and weather, gepbers must

specialise in order to really understand the edrtle earth surface is a
place of great variety of landscapes. Although $aages are affected by
natural causes, for example, volcanoes changeatids¢apes; human
activities will continue to have wide range effecis the landscapes.
The atmosphere in which we live is very active iagessing the energy
of the sun and the result is daily weather andatiénthange. Due to the
movement of the earth on its axis and on the oait, the various land
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and water bodies, there is a variety of climateesy@opulation on the
other hand has increased tremendously with imprewenm agriculture
and medical supply.

50 SUMMARY

Geography is a study that seeks to know more abwitearth, its
environment and the people that live on the edtthlso studies why
there is climate change, and also other bodiebarsblar system. This
unit has also discussed about maps and their iaopeetin locating
certain destinations. You have also learnt abontl lemarks and the
changes that occur on them i.e. by natural causes by human
activities. You have seen how the industrial retiolu and progress
made in agriculture and sciences have boosted gtomoll

6.0 TUTOR-MARKED ASSIGNMENT

I Write a brief description of geography as a fieldtoidy.
. Why is climate relevant to the hospitality and gbwmdustry?
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1.0 INTRODUCTION

Sales are very important part of marketing the goaadd services any
organisation has to offer. In this unit, you wibk at the selling skills
and administrative procedures. First of all, itingperative for you to
know the difference between sales and marketingesSacus on the
products or services for sale, while marketing g@suon the guests.
Although sale is different from marketing, the tgo hand in hand. In
the hospitality and tourism industry, the salesagepent is responsible
for making products to guests who are the targetketa Each
organisation organises its sales department inyaitvdeems best and
that is why some organisations have sales officesughout the nation
and in other countries, in addition to the intersales department. The
sales department uses advertisements like billlsparstwspapers,
magazines and the electronic machines (i.e. radidelevision).
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Another way to reach customers or guests is thraajés promotion
such as community projects, like identification sdlected parks and
gardens. Corporate sales programmes usually hase uith oil
companies, credit cards, car rental companies aadelt agents.
Brochures for selling group meetings and tour gsoapspecial rates are
given to companies.

There cannot be a successful selling, without assptogramme and
there cannot be a sales programme without an a&ssigsponsibility for

supervising and conducting all phases. In gen#ralsales plan should
be directed at pulling up business in the low sp8&ales tools, i.e.
direct-mail, display advertising, personal sellargd publicity, should be
applied at the same time to achieve a definite .gBales men, very
familiar with the product, are expected, as parthefr duties, to call on

travel agents, corporate offices and other potedients.

20 OBJECTIVES

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

o state the relationship of sales, advertisementraarketing and
their importance, to the hospitality and tourismustry

o describe the different approach tools for succéssiles

o analyse various means of advertisements and pudditons that

make a hospitality and tourism organisation sell.
3.0 MAINCONTENT

3.1 Sales, Advertisements, Mar keting and the
Administration of the Hospitality and Tourism
Organisation

In the promotion of marketing and sale of any padthe principles are
the same but the hospitality and tourism sectorduase peculiarities.
The hospitality and tourism product is a combimatad products and
services, and no single individual or entreprenean produce it,
because each department in the industry need$albmyee of specialty
(Seth and Bhat, 2005, Pp 194-195). The hospitatiy tourism product
Is a peculiar product that cannot be transportedla@n to the customer;
hence the customer has to get to it in order toemase of it. This
product cannot be stored for sale at a later tiroe. example, a hotel
room has to be in use every day or it becomes @ wwdste, unlike
somebody selling stationeries who can store up stayionery not
bought for sale the next day. Also, in the casenatural calamities,
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economic instability or political and ethno-relig® upheaval, the
hospitality and tourism industry suffers terribly.

Therefore, there is the need for an aggressive etiagkin order to sell
its products. In order for tourism organisatiorsél its products, a good
sales department usually employs fact finding da dmthering (market
research) communication to inform the public (tsurpromotion),

ensuring sales (distribution channels) and, coatdn, control and
evaluation (monitoring, the total marketing plafi. motivate members
of the sales team, some organisations reward ths tams with a little
percentage and this makes sales professionals &od gine clients
carefully. (Walther, J. 1999, P. 417).

Making a sale and influencing the guest to becomepaat guest is vital
in today’s competitive market place. About 80 patcef hotels and
some restaurants business come from about 20 pafctdre guests that
patronise them because of sales representativeshé&mmorale booster
used by administrators of the hospitality and ®mrindustry to gain the
loyalty and dedication of duty by employees, esgbcthe sales team,
is compensation. Compensation is the total rewargkfits given to staff
members that have met particular targets. Compensatan amount to
25 percent of the total payroll, making them thghleist single cost
factor in the hospitality and tourism industry.

3.1.1 Recruitment of Human Resour ces

As we have already known, the hospitality and tramndustry is the
largest in the world, employing some 70 million pko Also, there is
no other industry in the world that has a fronelguest contact between
employees and guests, especially entry-level engglayin this industry,
employment ranges from entry level-employee to igfised positions,
supervisory positions and managerial/executive tpos. Human
resource is all about attracting, selecting, onpnttraining, developing,
and evaluating the performance of organisationsbusces (Morrison,
1999, p.14). The complexity of human resources mpament and
development in the hospitality and travel indussr'yncreased because
many unskilled workers are employed at entry leVakre is enormous
and increasing cultural diversity within the indyst Figure 6.1
illustrates the human resources management andogevent process of
the hospitality and travel industry.
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Fig. 6.1: Human Resources Management and Development
Process

Task Job Productivity Advertising Recruitment

Analysis Description SIEYEN

Selection Orientation Training Performanc

e appraisal

Development
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Recruitment and selection mean the process of mgokor the most

gualified and suitable employee for the availabbsifoon. The process
starts with the announcement of vacancies, whichstart within the

organisation. Applications are received from a etgriof sources e.g.
internal promotions, employee referrals, appliddes transfers within

the company, advertising, colleges and universéras also government
— sponsored employment services.

Application forms and curriculum vitae are accepéeudl screened by
the human resources department. A lot of orgawisatiprefer the
applicants to come to the property and personallgut the application

form. The human resources department then reviesvapplication and
curriculum vitae for accuracy and also to be siwa the prospective
employee is legally entitled to work in the countiy is previous

employees only that are given the beginning andngndates due to
legal reasons. Figure 6.2; shows the descriptioth@frecruitment and
selection process.

Application

Form Initial Testing
Submitted Interview

[ENENS REHEEEES Selection/
Offer

Acceptance Physical

———

Examination

Fig. 6.2: The Recruitment and Selection Process
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Applicants are invited to come for an interview.id linterview is a

general screening interview to determine whether #pplicant is

suitable for employment or not. During the intewjeemployment

managers look for dress sense, mannerisms, ageessg, attitude and
interests. Questions are also asked which encoutageapplicant to
answer in details. Interviews with the departmesdchwill assess the
candidate’s ability to do the job, while selectiam,selecting the most
suitable qualified candidate for the available posi Part of the

selection process might involve tests like personahptitude, skill or

psychological tests to ensure that candidates pssHee requisite
interpersonal skills to do the job.

3.2 SalesTools, Sales Programmes and Sales Promotions

Sales, as we have noted in our introduction, isged on the product or
service to sell, therefore a good hotel adminigtnasplits its sales team
according to the various target markets e.g. agBonij corporate,
catering etc. Sometimes the classification migheh@ involve regions
in the area e.g. North, South, West, East, etmeSof the approaches
employed by the sales team are to ask companiesit atheir
accommodation and restaurant needs and also to widetr hotels and
restaurants they use at present. The team showbledo get the names
of the people responsible for booking hotels amtlatgants so that they
could be invited to the hotel for a personal tood &unch during the
tour, which is of great advantage (Walker P. 417).

Some sales tools and programmes include persolialgséJnder this
tool we have sales calls, internal sales trainmgguards and contact
employees’ telephone. The second tool is the dimeal. Under this
tool we have questionnaires, brochures, post card&lope staffers and
calendars. Display advertising; this third tool hpsoperties like
newspapers, roadside billboards and signs at @srpmid other strategic
places. Publicity is another tool which includeslio and television
advertisement messages and special events. Atsonah advertising as
a tool includes room directories, menu clips,, peas sales messages,
records announcement on the P. A. system (publimowrcement
system). Yet another tool is programme sponsorshidV and radio
e.g. sports programmes (Coffman and Recknaget,, F0084).
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3.3 Administration and Organisational Structure in the
Hospitality and Tourism Industry

The hospitality and tourism industry, as we havied@reviously. is the
largest industry and also largest employer in tloerldv— employing

about 70 million people. There is hardly any otimelustry that has the
type of contact between employees and guests sutisaindustry. In

the hospitality and tourism industry, employmenhgas from entry

level positions to specialised positions e.g. svpery positions and
managerial/executive positions. This is why theustdy revolves

around Human Resources Management. This point é&s tressed by
Troy (2003, Pp. 208). Human resources is all abttuhcting, selecting,
orienting, training, developing and evaluating therformance of an
organisation’s most important resources, i.e. hiln@an resource.

No hotel or restaurant or tourism organisatiorhiss $ame with another
one. The differences are their services and prioieasm. That is why

human resources management is so significantlicarito the success
of the organisation, J. Malker 2005. (Seth andB&005, p. 13). This

is the reason why the industry has to be dividew isectors and

departments. There is the primary services (roowd,fand beverages),
ancillary services (guest laundry, valet servicd telephone). Support
service (marketing/sales, property operations, taaance/energy,
general administration and accounting).

SELF-ASSESSMENT EXERCISE
Briefly discuss human resources management.

4.0 CONCLUSION

In this unit, you have learnt how the nature of tmespitality and

tourism industry, and how the marketing and salethe industry are

quite different from those of other industries. Shi$ because of the
nature of its services, which as noted, cannottbeed like clothes or
stationeries. For example, anytime a room is notga, it is wasted.
There is urgent need to sell to prospective guaststourists. This is
why there is the need to come up with an adminig&aection to cater
for the needs of the sales. To make these sale=s @asl more effective,
some innovations have to be brought in like saletst sales promotions
and sales programmes.
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5.0 SUMMARY

In this unit, you have learnt that the sales depant is responsible for
making sales to guests that are the target makkaking a sale and
influencing the guests to become repeat guestsitédd m today’'s
competitive market place. Since the profitabilifyaohotel depends on
the occupancy ratio in a hotel, innovative concépige been introduced
to meet up with the growing competition. This aldwws the reason
why there is a full organisational and administratiadder to deal with
professionally in order to keep the standard high.

6.0 TUTOR-MARKED ASSIGNMENT
I Discuss the essential principles of good advedisin

. Differentiate between marketing and sales, and tingpact on
the hospitality and tourism industry.
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1.0 INTRODUCTION

The travel industry is a very big industry and thakes its activities
complex. In order to ease these complexities, ntecaip with different

sectors, agencies and associations to assist dlistig in carrying out
some of the complicated duties. The Internationat Aransport

Association (IATA) is one of those agencies thasisisthe travel

organisations. IATA, with its headquarters in Meatl; Canada, was
established in 1945 and most scheduled airlinesn@mbers of IATA.

IATA governs only international fares, while domestares are

governed by the domestic airlines or the governnoérihe respective
domestic entity or nation. The function of IATA isssisting in the
movement of people and goods through a networkuaties as easily as
possible. |ATA is also responsible for regulatiagd standardising
tickets and stabilising fares and rates.

The world schedule air transportation industry Wweswvn from a mere
million passengers in 1945 to about 1.5 billion geagers in 2001.
Currently, more than 3 percent increase and abd&utpdrcent of
manufactured goods in the world are transportedaioy All this is
attributed to the fact that the average consumescbieduled airline
products are paying 70 percent less than what hgherwas paying
twenty years ago. The International Air Transposséciation has made
all this possible by making airlines to be deretgda which has
benefited most of them.
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20 OBJECTIVES

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

) discuss domestic and international flight fares

) list the roles of domestic and international retpria
organisations

o explain the use and importance of ticketing.

3.0 MAINCONTENT
3.1 Domestic and International Flight Fares

Fares in the travel industry vary in different wagsd for different

reasons. Reasons can range from the mode of trdaspo, or the

distance between the origin and the destinatiost like in most

organisations, there is usually a body respondibteregulating and

monitoring prices and fares, as is the case with ttAvel industry.

Without these modalities in place for price regolatand monitoring,

there will likely be exploitation by some traveanisations. In the case
of the aviation industry, the body responsibletfos is the International
Air Transport Association (IATA) (visiivww.iata.org.

Fares are also determined by the density of trdfimand in an area. An
example is a trip from Europe to America which viaéd cheaper than a
trip from London to India. This is because the dgnsn London- India
route is lower than that of London — New York. T9ame is true of the
domestic route. For example, the density of Kangesaroute is
definitely higher than the density on Sokoto —Lagmse. Other factors
are the capacity available on certain routes, ¢lellof competition on
the sector and cost of operations. (Fairlier, 2603).

Fares especially on international travels, whem,paill only become
applicable when the journey commences at the dintigin shown on
the ticket. If a travel actually commences at dedént location or
country, the fare must be re-assessed from sudchtidocor country.
Promotional fares are the way airlines offer cheéges to attract more
passengers. Most important among these farestaeeexicursion fares,
which are for people spending a week to fourtegys,da order to stop
business people from looking for cheaper ways &velt The group
fares are the second type of fare, which are agiplicto groups. It is
applicable to a minimum of a group of ten to fopgople travelling
together.
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3.2 Ticketing

A ticket is obtained when a traveller pays theustifed fare. When the
fare is paid through cash or credit card, autoraliyia ticket has been
bought. The ticket is like a receipt but more dethand contains all the
information needed by any check-in staff of anyirar Normal ticket
regulations apply to documents issued against tcoadds or cash. The
validity of the ticket lies in the ticket and noy khe date on the credit
card.

As innovations continue getting introduced into imgustry, so also is a
multipurpose ticketing system. This ticketing systes known as the
Automated Ticket Boarding (ATB) pass So far the ATBs been
introduced by a number of carriers and airlinesisTticket is a

combined document serving a passenger ticket amggage check,
boarding pass and also a baggage identification Tag Automated
Ticket Boarding (ATB) pass also contains informatlike, the name of
the origin and name of the destination, issuing elaacation and place
of issue, carriers information (ticketing systenowpder) and flight

information (flight coupon and boarding pass). WEB also contains
about thirty to thirty five more detailed piecesimfiormation.

3.3 Domestic and International Regulatory Organisations

Tourism is to some extent an international ambamsabringing
goodwill and intercultural understanding among peopf the world.
However, because it deals with travels acrossnatenal boundaries,
the government inevitably is involved in tourisncgons, and also has
to regulate the entrance and exit of foreign materiFor this reason,
organisations are formed that will check the hadiyt and travel
industry.

The organisation that represents all national affiicial tourism
interests among its allied members is the WorldriBou Organisation
(WTO). It is the most widely recognised organisatio tourism. There
is also the International Civil Aviation Organisati (ICAO), which
comprises of more than eighty governments. Thiserindtional
organisation coordinates the development of aleetspof civil aviation
with regards to international standards and presticThe International
Air Transport Association (IATA) regulates and stardises tickets,
way bills and baggage checks. It coordinates hagdind accounting to
allow quick interline bookings and connections.aladition, the IATA
also maintains the stability of fares and rates.
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There is also the domestic International Civil Ava Organisation,
which regulates the common interest and concerradl @bmponents in
a country or regions, and it has the same attritautd sometimes
affiliated to the international bodies. In Nigerian example of this
organisation is the Federal Airport Authority ofgeria (FAAN). FAAN
Is the domestic organisation that regulates anddstaises flight
activities in Nigeria. Due to its activities, thei® a standard air fare
across the country.

In the United States of America, Travel and Touri&aiministration
(USTTA), the main government agency responsibléferpromotion of
the other domestic regulatory organisation is twavél Industry of
America (TIA). It looks after the common interestdaconcerns of all
components of the U.S. travel industry.

SELF-ASSESSMENT EXERCISE

What are domestic and international flight fares?

40 CONCLUSION

The travel industry is very complex and has evolatd tremendous
pace that it needs different bodies and organisatito operate
efficiently. The travel industry deals with peojflem all over the world
especially with the invention of the airplane, hesm the safety of
passengers and their interests are uppermost. Soyaaisations were
formed at both international and domestic levelgheck and surprise
the travel industry. One of such is the InternaloAir Transport
Association (IATA). Other examples are the Feddéigborts Authority
of Nigeria (FAAN) and the United States Travel drairism (USTTA).
Another aspect learnt in this unit is ticketing.idts usually issued to an
intending traveller after he or she must have gagdstipulated fare. The
ticket contains all the information needed by amgdk-in-staff and
airline.

50 SUMMARY

Domestic and international fare and ticketing amme of the
innovations brought about by the evolution of theevél industry. The
industry has grown so large that modalities areiipptace to protect the
rights, lives and properties of the travellers amldo to save the
travellers’ time. These modalities include formatiof bodies and
organisations to check the activities of the a#rlioperators. Some of
these bodies and organisations include the Intemelt Air Transport
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Association, the International Civil Aviation Orgaation and the
Federal Airport Authority of Nigeria.

6.0 TUTOR-MARKED ASSIGNMENT

I Explain the term ticketing
. What are regulatory organisations and their roles?

7.0 REFERENCESFURTHER READING
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1.0 INTRODUCTION

Some decades ago, it could be recalled that asrlicieeck in staff
operated at airports with large sheets of papeasciimg details of each
passenger manually. This usually took a long time& gueues got even
longer. In modern times however, it takes just aute to get clearance
from a check-in-staff. Once the staff collects agemger’s ticket, all the
passenger’'s data needed will appear on a screea pads is issued by
the same computing machine instantly. This procdse gives out
information on seat numbers and exit gates fromrevkecommuter can
board the plane. This brought about the inventibrihe Computer
Reserve Systems (CRSs) which is the most impontemketing tool of
airlines. Computer reserve systems are systemsnformation; they
store current information about all travel provelefhese systems also
perform tasks that are related to service distioiout

The computer reservation systems do have the si@fdll flights, and
details of millions of passengers are also storedhese machines.
Although some airlines had started using computetse 1950s, it was
still hectic because each airline had its own caepuf one airline was
making a reservation of a sector on a differerinaiy the two computers
could not communicate with each other, and theyle&vaend teletype
messages. It was in the 1970s that travel agemtsaalines saw the
need for a computer reservation, that could shaflight availability
of most of the airlines, and portable enough tdkdéyet on a table where
reservations could be made and tickets printed.
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20 OBJECTIVES

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

o discuss the importance of the computer reservatystem in the
hospitality and tourism industry

o explain the dimensions of communication for thepiadity and
tourism industry

o describe specific reservations system.

3.0 MAINCONTENT

3.1 ThelImportance of the Computer Reservation System in
the Hogspitality and Tourism Industry

The Computer Reservation System is fundamentahéengrowth and

survival of the hospitality and tourism industrp. fiact, any successful
organisation in this industry must have to attrbits success to the
Computer Reservation Systems. As we all know, st&iriravel from

their homes to destinations and in modern times,ailplane has been
among the preferred travelling means by touristghé past, before the
invention of the C.R.S., passengers and tourististbhagueue up for a
long time for manual matching of details of eaclsgeager with his or
her ticket. Today, all these are achieved in jusmiaute, making

travelling faster and more efficient. Travel hapa&xded all over the
world. Many times over one can imagine what it vaoble like for

tourists without the Computer Reservation Systesee (for example,
Kasavana and Brooks, 1991, Pp. 114 - 5).

The same Computer Reservation Systems have accdasaton hotels,
car rentals, trains, cruises, climate, currencies;. Apart from
reservations, the computer can make changes inveggms with just a
touch of the button. Now, many hotel chains havauanber that a
prospective guest can call to make reservatiosatof the company’s
properties. The corporate Computer Reservation e8ystallows
operators to access the inventory of the avaitgbdf rooms in each
hotel, and once a reservation has been madenimediately cancelled
from the inventory of rooms throughout the duratidrthe guest’s stay.
The Central Reservations System has been - impgariasaving time
and cost for airlines, hotels, travel agents amdigts. Now, one can just
relax at home or in the office to make multipleerstions (flight and
hotel room) at the same time. This has also redusetecessary
overcrowding at reception desks, hotels and aisport

a7



TSM 348 HOSPITALITY AND TRAVEL MANAGEMENT

3.2 The Dimensions of Communications for the Hospitality
and Tourism Industry

The internet has added a new dimension to the tatispiand tourism
industry. The system has made communication inirtdastry system
very easy and with very little stress. With a comepwnit in the office
or at home and with access to the internet, onectek to a website
where airline tickets, holiday resorts and hotskereations are on sale,
and thereby buy whatever one wants to buy justibyng one’s credit
card details. The website of Jupiter Communicati(asw.//jup.com)
has done a study on the proliferation of travedtesd sites in the internet
and is illustrated below:
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Fig. 7.1 Proliferation of Travel Related Sites Worldwide

Source: World Tourism Organisation, 2005.
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This website has estimated that online revenu@@0f2 alone was about
US$8.9 billion. In the US, back in the late 1998sme sixty four
million people were reported to have access torttegnet, still, matters
are made easier with millions of websites of traxetailers, whole
sellers and the consolidators, as well as natiortalrist
offices.(Eddystone, 2001, Pp. 15-16, Godwin, 1999, 56). The
hospitality and tourism industry is next only taliaes in the use of
technology, and has been enjoying the best of babdhids. From
computerised check-in to automatic wake up callsgteonic locks to
closed circuit T.V., fire security protection sysie and
teleconferencing, nothing is better organised tharmodern day hotel.

3.2.1 Property and Reservation Management Systems

Property Management Systems (PMSs) have greatlgneeld a hotel's
ability to accept, store and retrieve guests’ nesgons, guests’ history,
requests and billing arrangements. Property managemsystem also
provides reservations associated with informationtgpes of rooms
available, features, views and room rates. A lis@ected arrivals can
be easily generated from such a system. Beforadkent of the PMSs,
it took reservation associates much longer timele@rn about the
features of each room and the various room ratespréperty
management system contains a set of software paskhgt are capable
of supporting a variety of activities in both threrit office and the back
office areas. Among the most common front officéveare packages
that are designed to assist front office workersperforming their
functions efficiently are reservations managemsygms management,
guest account management and general management.

The reservation department software allows the ro@servations
department to quickly accept reservations, and rgémeconfirmations
and occupancy forecasts for reservations, thabeirey handled by the
hotel directly and by the Computer Reservation &wst (CRSs). Most
hotel chains, operating or affiliated to hotelsydva phone number that
has the last digit reading from 1 — 500. This islow guests to call at
any time without obstruction and in some casesmwititharges. Travel
agents also have direct access to the centralveds®r numbers. The
various software packages contain information oe following;
reservations, front office, group billing, guesttory, report writer,
travel agent, billing, tour operations, housekegpiyield management,
package plans, wholesaler blocks, call accountmgrfiace, point-of-
scale of interface and environmental control. Gtherclude central
reservation, general ledger, and accounts payabmeer accounting
associate management, long-term rentals and timeshiatals.
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The Holiday Inn worldwide for instance, has investeore than $60
million for the installation of PMSs in all its gperties. This system
integrates revenue optimisation and customer tngcksoftware to
maximise income for the properties and optionstlierguests. Some of
the advantages of the Holiday Inn Reservation Gpétion (HIRO) and
ENCORE are that they include a two-way interfacéhwidolidex (i.e.
the Holiday Corporation’s Reservation System) thatomates and
makes front desk tasks and procedures simpler as@re The HIRO
system is believed to be the first automated lengtstay optimisation
system to be integrated with a central reservatyatem.

3.3 TheTypesof Reservation System

The Hotel Industry Switch Company (THISCO) hasrk lbetween the
hospitality industry’s central reservation systeimsd those of the
airlines. This allows travel agents access to haagh base. Among the
modern and sophisticated computer reservation sgséee SABRE and
APOLLO, which are the two main airline computertsyss. SABRE is
owned by American airlines and APOLLO is jointly w&d by United,
USAIR, and several European airlines. The two cdempsystems have
developed sophisticated global reservation systenmmake it easy for
the travel agents to arrange international hosgmetions.

SABRE is one of the largest privately owned computgtworks in the

world. Its hardware headquarters is situated insdulUSA. The

building, where the hardware is located, is spBciaesigned to

withstand terrorists and criminal attacks and $adm natural disasters.
The SABRE uses six of the largest International i2ss Machines
(IBM) computers which are connected by hundreds tlidusand

kilometres of network data circuits, to some huddref thousand
terminals all over the world. (See also Godwin (0B. 61). They also
contain flight and fare data in over thirty fiveotisand cities throughout
the world, for more than seven hundred airlinese BABRE can be
used to book rooms in over thirty thousand hotebpprties and rental
cars from car rental companies. It also containaildeof over sixty five

thousand vacation and recreation activities. SABREore than thirty

years old and it is a hundred percent publicly éch@¢ompany since
March 2000.(Davidoff and Davidoff, 1999, P. 56).

The APOLLO, just like the SABRE, has developed ssidated global
reservation systems, designed to make it easyh®rtiavel agent to
make international hotel reservations. Colva iym@cal example of a
computer reservation system (CRS). It is a sulsidi Colva airlines
system known to the American travel agents as ARQL4nd it enables
agents to book hotel reservations around the wdreg APOLLO is
jointly owned by United, USAIR, Air Canada and seleEuropean
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airlines, and just like SABRE, the APOLLO has aldeveloped
sophisticated global reservation systems designeabke it easy for the
travel agents to make international hotel reseonati

Another example of a leading type of Computer Redean System is
the AMADEUS. It is a market leader in Europe, Afriand Asia-Pacific
with a strong presence in the USA and South Amettda believed to
have a worldwide network in sixty countries as adiag player.

AMADEUS, which was founded in 1987, is a companyhv@0 percent
of its capital held by Air French, Iberia of Spaamd Lufthansa of
Germany. AMADEUS headquarters is located in MadBgain with its

data processing centre near Eding in Munich Germénlgas also a
product development facility at Sophia AntipolisMADEUS has three
regional offices for Asia Pacific (Bangkok), Nortbentral America
(Miami), and South America (Buenos Aires). The AMBOS Global

Network (AMANET) links providers and users and # the largest
civilian data centre in Europe. The new technoltgt manifested itself
in the form of Computer Reservation Systems (CR@k)ch was first

developed by the American airline, was soon emdldig other US
airlines.

SELF-ASSESSMENT EXERCISE

Discuss the dimensions of communication for thephakty and travel
industry.

40 CONCLUSION

In this unit, you have learnt that the Computer dRegtion System
(CRS) has reached a high economical and technalotgeel. Travel
agents and hoteliers, including all stake holdarshe hospitality and
tourism industry, can hardly survive without itspextise. The ultimate
goal has been focused on hotels and airlineswtbariain pillars in the
hospitality and tourism industry to have accesgltibal reservations
network. This user friendly software system makesasier for travel
agents to make hotel reservations in four easysstpp, look, check,
and book.

5.0 SUMMARY

The internet automation and the global reserveegystiso known as the
computer reservations system has changed the tragspitality and
tourism industry in less than three decades. Mamtel chains and
leading hotels have developed their own reservatiymtiems and have
made excellent use of the new technology. AlsoNad&onal Tourist
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Administrations have been caught up in the techmolmug and are now
promoting their destinations on multimedia websites

6.0 TUTOR-MARKED ASSIGNMENT
I Trace the evolution of the various computer red@masystems

and their relevance to the hospitality and tourilsdustry.
. How do airlines benefit from the computer resenragystems?
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1.0 INTRODUCTION

The hospitality and tourism industry, just like angdustry or
organisation, has to promote, i.e. advertise tligistry to prospective
customers. For any industry to progress there babet a form of
awareness to the prospective customers. The custtasdo know what
he is being offered and what he has to expect er ghins and
advantages of his patronage.

Over the course of time, the motivation for moatéls has been related
to religion, conventions, economic gains, war, ps¢anigration, but
would seem that the only motive left is travel fdeasure. Obviously,
travellers select destinations for different regsdrhese reasons include
climate, history, culture, sports, shipping, famk etc. For these diverse
reasons, there has to be a way of selling thesendisns to prospective
travellers and a promotion of the mode of trangmm and the
destination. The advantages of using travel agamdstravel operators
are that they represent a number of airlines, ngakinpossible for
clients to make choices. Travel agents are in gebpbsition to advise
clients on alternative air services. If the desimeee is over booked,
travel agents and operations supply their customatts information
about flight operation and timings. They give imf@tion about
destinations, cost of airline fares, hotel rategather, and business
opportunity conditions.
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2.0

OBJECTIVES

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

3.0

31

describe the responsibility of a corporate travahager

state the functions of travel agencies and touraipes

outline the importance of Destination Managementn@anies
(DMCs) to the promotion of the hospitality and tisar industry.

MAIN CONTENT

Travel Agents/Agencies

A travel agent can be seen as a middle man that asta travel
counsellor. He/she is responsible for selling ohdltfeof airlines, cruise
lines, rail and bus transportation, hotels and aatdal companies. A
travel agent can sell individual parts of the ollesgstem or several
elements like air and cruise tickets. A travel dgem broker that brings
together the client that is the buyer, and the Beipwho is the seller. A
travel agent has quick access to schedules, fares,advises clients
about different tourist destinations (Lundberg 199@0).

A travel agent is more than a ticket seller. Ottesponsibilities of a
travel agent include:

arranging transportation by air, sea, rail, bus;asrrentals
arranging individual itinerary, personal escortedirs, group
tours and personal package tours

arranging for hotel, motel, resort accommodationcWwhnclude
meals sightseeing, tours, transfer of passengeds laggage
between terminals and hotels etc.

giving advice on many details involving travels lsuas
insurance, travellers checks, foreign -currencieschange,
immunisation and documentary requirements and

arranging reservations for special activities, tooperators
organise, advertise, promote and make these taaitable for
sale to the general public by combining air tramsgmn with
surface arrangements like road, rail, hotels aterennment.
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3.1.1 TheRoleof State Offices and the Hospitality Industry

Other organisations under travel agencies are siffitees of tourism
and city level offices of tourism. The state ofa&f tourism are charged
by their legislative bodies with the orderly growahd development of
tourism within the state. These agencies promotérnmation
programmes, advertising, publicity and researclatigriship to the
recreation and tourism attractions in the statée€ihave also realised
the importance of the “new money” that tourism gganMany cities
have now established Convention and Visitors Busg&VBs) whose
main function is to attract and retain visitorsthe cities attractions,
restaurants, hostels and motels and also transportd hese bureaus
are largely funded by the Transient Occupancy Ta®T) that is
charged to hotel guests. In most cities, the TeamisDccupancy Tax
ranges from 8 percent to 18 percent.

The balance of funding comes from membership daedspaomotional
activities. In Nigeria for instance, the Federalnidiry of Culture and
Tourism is responsible for the regulation and pnes@n of the
country’s tourism and cultural heritage. Anotherdyorganisation
saddled with the responsibility of developing tsuamiin Nigeria is the
National Tourism Development Corporation (NTDC). eTiNational
Tourism Development Corporation among other prindhries, use the
excess from revenue generated from tourism to @ainéxisting
tourism destinations, and also add to the developnoé tourism.
Individuals states in Nigeria also have their owtates Tourism
Corporation Board. An example of this is the Plat&iate Tourism
Corporation Board.

3.2 TheCorporate Travel Manager

A corporate travel manager is an entrepreneur \wgriithin the frame
work of a large organisation. A corporate travehager is employed by
a large corporation to improve efficiency and remlumost. If for
example, a large organisation in Nigeria is spemdid million for
travel and entertainment, in addition to othernblees spread across
Nigeria and neighbouring countries, the expenditardravel can get to
about =N11 million. A good travel manager will invite intsted
agencies to submit proposals based on the orgamsatravel needs.
For example, if there were fifteen initial propasahey might be short-
listed to eight and may be to a further three; Whigll be evaluated by
the travel manager based on the organisationsriarittechnology
capabilities, locations/accommodation and ability give personal
service (Fairlie, 1990, P.1)
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Tour wholesalers consolidate the services of a&slinand other
transportation carriers and ground service suppligéhe tour is sold
through a sale channel to the public. Tour who&esaime into operation
in the 1960s. The reason was due to airlines ivald fully book their
seats. Since vacant seats are perishable jushditet rooms, there was
the need to sell as many seats as possible. Whevast close to
departure dates, airlines would sell blocks of seatwholesalers; these
tickets were to specific destinations around whactvholesaler built a
tour. Three types of wholesalers are, the indepanier wholesalers,
airline working together with a tour wholesaler andetail travel agent
who packages tours for his clients. An examplénés Tour Wholesaler
Industry Study (1996, P. 68).

3.2.1 Modeling Travel Motivations

The satisfaction or dissatisfaction that a tougigteriences during a trip
depends on how it is viewed by the traveller. Aatiggion of a glorious
sunset and majestic mountain for example, sounpgsadipg to a lot of
tourists, especially those on honey moon, whileaty be a great bore if
an individual is highly gregarious i.e. a persondmf company, and is
alone on the trip.

A traveller may love the rains while another despig. Mountains are
one person’s delight, while heights make anothersqre dizzy.

Anthropologists marvel and revel in a trip to a atéenvillage or on an
ecotourism trip of a safari, while city dwellersathenjoy having fun

might find the same place dull. There is so mugt ttepends on what
the person expects of the experience and how hsher actually

experiences it. These are some of the reasons wiporate travel

managers are important, because they (corporatel treanagers) guide
and advise travellers on destinations to choogsa.fro

Corporate travel managers know that travel is gres&nce and not just
a tangible object, that is why it is important toide a tourist on how,
where and when to travel. When travels are embadtedhey might
create pleasant anticipation or aversion, excitéraed challenges, or
fatigue and disappointment. The anticipation, tkpeeence and the
memory occur in the mind, leaving no tangible exmkeas to why travel
was undertaken and why the same trip was expedenteso many
different ways by different people. Travel litenss and films often
falsify reality or are shot, and so selective tifnt actual environment is
not recognisable by the visitor. For example, phshgt can make a
swimming pool look longer than it is or the coldhat never exists in
nature - all these can create expectations thatatdme realised, and
they lead to disappointment.
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Destination managers have an interesting way ofetliad travel to
motivate the traveller or tourist. An interestingyvof modelling travel
motivations is to divide them into factors thatlpand factors that push.
The factors that pull attractions and those thahpare personal needs.
Disney World in Miami Florida, United States of Anma, for instance,
attracts those motivated by a pull factor. A reigxweek in an African
Safari close to a beach, such as is obtained iry&amd Tanzania, is
inspired by a push factor. Still, much travel ieely motivated to some
degree by both push and pull factors. For exanglgacation in an
isolated mountain cabin, such as Obudu Ranch is<River State of
Nigeria, would allow for escape, self-discoverydamest, while at the
same time providing scenic beauty. A travel comsultArlin Epperson,
proposes the push/pull model. He lists push facésrdhe intangible
desires that are generated from within the per&o@mples include
those shown in fig. 9.1.

(Pull factor) (Push Factor)

Mid centrics

Near Psychocentrj Near Allocentric

Psychocentri Allocentric

Atlantic City Miami Beach Japan South Pacific Africa
Las Vegas Florida Mexico
California Thailand
Hawaii

Western Europ

Fig. 9.1 Psychocentric and Allocentric Types of Destinations
(The Pull and the Push Factors)
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Also Stanley Plog, a respected social scientisg baggested that
travellers can be separated into extremes i.gpsyrhocentrics; those
who prefer familiar travel destinations (the pubicfor) and (ii)

allocentrics i.e. those who prefer new differenstad®tions (the push
factor). Most travellers fall between these tworextes. Psychocentrics
i.e those under the pull factor travel to well-knowestinations that
have been visited by millions before. These destina tend to be
constant and predictable. While the allocentricssqeality’s i.e. the

push factors tend to be more adventurous, curiemgrgetic and

outgoing. They will usually be attracted to novelstinations such as
those found in the Pacific, Asia and Africa.

3.3 Destination Management Companies

A destination management company can be seen anaces
organisation within the travel, hospitality and riem industry that
offers programmes and services to meet the neeitls whrious clients.
A destination management sales manager is resperisibselling the
destination to tourists, meeting planners, perforweaimprovement
houses, i.e. incentive houses, and conventiondérs.needs of these
tourists or a group of conventioneers may be sinaphairport pick-up
or as complex as an international sales conventitim theme parties.
Destination Management Companies, (DMCs) work ¢yoseh hotels.
They book hotel rooms for their clients, and hotelso request
Destination Management Companies’ expertise in rosggg theme
parties. (Mill and Morrison, 1995, P. 85)

Destination Management Companies do everythingtheir clients.
DMCs organise airport receptions, transportatiomdtels, VIP check-
in, arrangement of convention venues, organisingupaiition, sports
events and sponsoring other programmes that dehl thve needs of
their clients. Sales managers associated with sgin Management
Companies use a number of sources to source fengalt clients. The
sources include hotels, trade shows, incentive énoaisd meeting
planners. Every sales manager of a Destination §eEmant Company
works with a team to ensure efficiency. This teasually consists of a
special event manager, who takes care of venuengemaents like
sound, lighting and staging. The accounts managssta the manager
in budgeting and controlling expenditure. The operal manager
supervises, oversees, coordinates everything enirsibrder to make
sure events or anything sold by the destinationagament companies
becomes a success (Kaplan, 1995, P. 142).
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SELF-ASSESSMENT EXERCISE

There are three fundamental analyses in marketing house. List and
explain them.

40 CONCLUSION

The hospitality and tourism industry is an industilyat attracts
customers to the industry to get the services tiegyire. In order to
bring these prospective customers, the hospitaliy tourism industry
needs a massive promotional programme in ordegrt@ain in business.
Sometimes the industry relies on travel agentsiatel agent acts as a
middle man between the airline/hotels and the tlawélhe travel agent
sells tickets on behalf of airlines, makes arrangi@sfor hotels, motels
and resort accommodation which include meals, sagihg, tours,
transfer of passengers and luggage between tesranal hotels. There
are also Destination Management Companies (DMCspeAtination
Management Company is a service organisation withi travel,
hospitality and tourism industry. It is responsibier selling the
destinations to the tourists.

50 SUMMARY

The hospitality and tourism industry needs verydypoomotion in order
to create a form of awareness for the prospectstomers. Travellers
select destinations for different reasons andithaty promotion has to
take place in order to sell. Travel agents andimgEsdn management
companies are used by the hospitality and touristhustry to help in
bringing in the prospective customers.

6.0 TUTOR-MARKED ASSIGNMENT

I Discuss the role of travel agents and tour opesatar the
hospitality and tourism industry.

. What are Destination Management Companies (DMCd)tlagir
functions?

iii. List the three types of tour wholesalers.
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UNIT 1 MARKETING A FULL HOUSE
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1.0 INTRODUCTION

Marketing a full house shows the basic principlemarketing as it now
exists in other businesses and its applicationht hospitality and
tourism industry. Marketing is an applied managenpemciple. It is a
whole new approach to long range business planaing a truly
systematic routine for management planning. There #hree
fundamental analyses that help us in marketindlaéwse; such as the
hospitality and tourism industry. They are thedua analysis, market
analysis and competitor analysis. The applicatibthese analyses is an
avenue for sales planning. Marketing is all abaatlihg out what
customers need and how to sell those needs to tiséoroers’
profitability. It is also seen as a way of movingogs to customers’
needs, at the time the customers need them anémegiciy these goods
for money.
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The product analysis is where all the facilitieg. iservices, sales,
appeal, staff and location of the hospitality aondrism industry are
packaged or catalogued together. The market asalydihe selection
from all potential sources of businesses for thgphality and tourism
industry. These potential sources are logical protspfor patronage of
the full house being the hospitality and tourisrdustry. Competitor
analysis is the packaging or cataloguing of thdif@s, services, sales,
appeal staff and locations of other establishmémrdas are within your
own establishment. The product analysis and comgpetnalysis might
look almost the same in definition but the differerbetween the two is
that the product analysis is the cataloguing ofaadllities needed while
competitor analysis is the same detailed catalagwhich applies to
product analysis but directed to the various esatvients that might be
or are at competition within your product.

2.0 OBJECTIVES

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

o explain what marketing means in the hospitality d@adrism
industry

o discuss the marketing mix and the forces on théatizug mix

o discuss the marketing programme and plan.

3.0 MAIN CONTENT
3.1 People, Travel, Accommodation and the Marketing Mix

In the hospitality and tourism industry, servingple away from home
is the main business. People have needs and thesgs rchange
constantly and marketing a full house requiresualystof people and
their needs, because these people are the logiaedein The travel
industry, which is interwoven with the hospitalapd tourism industry,
would not be in existence unless people traveltdudifferent reasons;
hence travelling is what keeps the hospitality stdg in business.
Before going down to research on the people th#t a@mprise the
hospitality and tourism market, there has to bewkadge about the
reasons why people travel, the type of people tifeatel, the income
level they belong to, the type of accommodatiorytheefer and why
they prefer it, and also learning about everythimg motivates them to
travel. All these will help an organisation in matiing the traveller.
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You have leant how to approach people who are disiour market,
and the reason why these people become the mankétd hospitality
industry which is travel.You now have to understhod these peoples’
travel needs fit into the market form of commerdalging. One will
think that the hospitality industry is all about téis/motels and
restaurants. As asserted by Coffman and Reeckd@¥ ;( p.19) the
traveller or tourist is thinking of a complete pagk which includes
lodging, transportation and some other allied sesi There are some
factors to be noted if an organisation has to keap in the hospitality
industry. It is hoped that organisations with résord recreational areas
will become more popular destinations. Today, a-tmawveller will be a
market for the future; people (the market) areiggtbetter educated and
so will their attitude towards work and leisure.tkiVthe increase in a
more educated society, there will be more leisune that will create a
travel boom.

3.2 People, Product, Package, Price and Promotion

People, in general, are the market the hospitahty tourism industry is
targeting In order to sell its services to the ¢éamgarket, the other Ps i.e.
product, price, package and promotion in marketmgst be employed.
The product which the industry is to adapt has @& flequently
undergoing redesigning to fit the needs of the miarkhe product is the
service the industry delivers; therefore, it hagppeal to the customers.
Another is package, which is a simple way of préasgrnthe product’s
most salable image. It is a way of bringing togethk the operating
departments to present the greatest appeal tauter.iNext is the price.
In pricing, an organisation needs to establishepsituctures to conform
to the needs and desires of the market, and alsboanto structure
income to meet the financial requirements of theragon.

Also, pricing might depend on in-seasons or ousseg, weekdays and
weekends, heavily booked or deserted periods, *amele, ( Law,
1994, P. 84). Promotion which is the last of thesRs method of how to
get your prospective customers to buy the prodarad, also how to get
them to spend the maximum amount of money for dreed services of
your product, and getting them to return again.h\Vifitis high labour
cost, increasing employee productivity has becom&apor issue. They
are determined by measuring or timing how longkies to do a giving
task and how long it takes for the hotel and tomrigrganisation to
make enough profits to meet the needs of their oousts and
employees.
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In marketing a full house, market assessment ig necessary. Market
assessment tries to determine if there is need fooduct or service in
the market and to assess its potential. This canadld@eved by
examining the existing market, its size, demogrefhkey players,
customers’ wants and needs, and general trendmahketing a full

house, market demand is not easy to quantify. Bt imarket demand
is to gather all the available information possihleout products and
services within the hospitality and tourism indystiThere is a
considerable variation among the different comptsenithin the

industry. They include travel and tourism, lodgif@pd services, leisure
and recreation. In order to quantify the market aed it is important to
know the potential users of different componentsy lthey are, and
where they are located.

Analysing the competitors’ strengths and weaknebsds in knowing

the strategies to adopt in marketing a full holdee competitor in the
hospitality and tourism industry can be acrossdtieet or across the
country or even across the world, but most of iime the competitor is
so close and stiff, that is why competitor analysigery important. The
market assessment, market demand and competitdysenaapplied

together with the marketing mix performance evatmatand other

related objectives, is called marketing planningisTis illustrated in

Fig.10.1 below.
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1. Marketing assessment market demand

competitor analysis
Strengths/Weakness/Opportunities/Threa

ts (SWAT) analysis

4. Performance evaluation Budget vs 2. Set Marketing goals for
Actual Marketing Objectives vs. Actua each department
Investigate variance takes corrective

action
ﬂu
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3. Develop the marketing mix and actign /

plan based on the Ps: i.e place, product
price, promotion

Fig. 10.1:  Marketing Planning

Source: Modified from Walker, 2005
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3.3 Performance

Performance in any organisation determines the essccoof that
organisation. If the management and ownership obwfit can design
or create a product aimed at the desires and redeiti® customer, the
product will automatically be successful. This lgeithe case and
because marketing is an operational planning aiatetllfilling the

prospective customers needs and desires, therdeisnéed for a
marketing committee which must keep the marketihthe programme
alive and prosperous. The committee should drahlueprint, after
which all departmental heads are called for a mgeth appraise it on
development, and what is expected of each depattimerder to

enhance performance (Morris, 1998, P. 28).

To keep tabs on the performance of your organisatieere should be a
performance evaluator. Evaluating operations agaiespected
performance must be ongoing. This is becauseatallan organisation
to assess its performance. The organisation wilalbe to know how
well it has performed compared to how well it saysvould do. By
providing performance feedback, the managementhweillble to plan
for future marketing strategies. In the event tempected and actual
performances vary, the discrepancy is examined altdrnative
strategies are developed. When the results ance#fs®ns for variances
are established, the final step in the marketingcgss is to take the
necessary corrective action to achieve the orgaonsagoals.

3.3.1 Marketing Consortiums

Marketing consortiums are made up of independetglfidhat have a
common bond, understanding and goals to achiege,consortiums
refer guests to their other members’ hotels. A \grgd example is the
preferred Hotels Association also known as Prefefrtetels and Resorts
Worldwide. It is a consortium of 105 independentuity hotels and
resorts, united to compete with the marketing posverhain operations.
It provides marketing support services and resematentres. Preferred
Hotels Association has begun preparing for futurends in the
hospitality and travel industry. The consortium ess to increase its
membership with the re-emergence of independertd)atsulting from
the advent of modern and affordable technologiesew, quality-driven
advertising campaign is being developed while ttoeig was the first to
establish an internet site. The association usessiGinformation
Network’s software to develop a client databasee Tatabase is
intended to help the association develop custoloreal services
packages, by recording information about clients’ef@rences,
purchasing and consumption patterns. With the @serein airline
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commissions, referral organisations, especiallgehat the luxury end of
the airline market are well placed to offer incees to agents to book
their clients with the referral group’s hotels. Axample is the awarding
of trips to the property for every ten rooms boakadother would be

referral hotels to offer, for instance, a 20 petcemmmission during

show periods. In America for example, three luxBgston hotels i.e.

(The Boston Harbour Hotel, Bostonian Hotel and @tearles Hotel)

recently joined together.

Preferred Hotels in Texas, the Mansion on TurtleeRrand Hotel
Crescent, have launched a major, year-long promotidich include a
tie-in with major retail, credit card, and airlipartners. In addition to
regional programmes, the referral associations hatle reservations
for members have joined Galileo Internationals. iRalality Service

gives agents access to actual rates and availablasr that may not
always be available on the standard Computer Rasenv Systems
(CRS) database. Luxury Hotels in the World (LHW)&veet up in 1928
as Luxury Hotels of Europe and Egypt by thirty ¢idifferent hotels,

including the Hotel Savoy and the Hotel Royal indgév Also, Trauce
and Hotel Negresco in Nice, France, were interestethproving their

marketing. The organisation worked by having hotdlvising their

guests to use the establishments of fellow membetben opened a
New York office to make direct contact with wealtynerican and
Canadian travellers wishing to visit Europe or BgyHW, which is

controlled by its European members and always esitsvany profit,
acts as an important marketing machine for its nes)lespecially now,
with offices around the world providing reservaspnsales and
promotional services. All the hotels and officee @onnected by a
central computer reservation system called Res3tae. number of
reservations members receive from leading hotehibegs varies from
place to place, but with more than one-hundredlfetaiting to join its

membership.

SELF-ASSESSMENT EXERCISE

List and briefly discuss the different classes atels that you have read
in this unit.

4.0 CONCLUSION

Marketing in the hospitality and tourism industsya scientific system
of research and planning which establishes the tmppperating
policy for the individual hotel or restaurant. éaches a conclusion as to
all facilities, size, dimensions, décor and styfeoperating, pricing,
budgets and forecast. In this unit, you learnt alpewople who travel for
different reasons, and thus desire different thiraggying from climate
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to accommodation. Peoples are the industry’s maiketrefore, before
capturing these peoples for the tourism businessarorindividual

organisation, one has to know the peoples’ differeeds. That is why
you learnt the use of the four Ps in marketing whare product,
package, price and promotion. These are in addibopeople, which
make it the five Ps when analysing marketing a tiolise with regards
to the hospitality industry.

5.0 SUMMARY

Marketing can be seen as a way of moving goodsdatistomer at the
right time he wants it and exchanging those goamsnfoney. The

process of achieving this in a competitive envireninis to adhere to
certain laid down principles. That is the reasas thnit discussed about
the marketing mix which comprises of people, pradpackage, price
and promotion. To succeed in the field, you shduldw the different

things different people want, the type of produotsell, how to package
the products to appeal to people, suitable priceamd how to promote
the product.

6.0 TUTOR-MARKED ASSIGNMENT
I Briefly discuss what you understand by the term kwar
assessment.

. Write short notes on people, product, package, eprand
promotion.
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1.0 INTRODUCTION

The hospitality and tourism industry, like any aothedustry, has
different classifications.,segments and sectorgeldaan be classified
according to location, price and type of servidesytoffer. Examples of
these are as follows.

o City centre hotels whose characteristics includeuty, first
class, midscale, economy and suites

) Resort hotels, characterised by luxury, midscalenemy, suites,
condominium and time share convention

o Airport hotels, which are midscale, luxury, econoamyg suites.

o Free way hotels and the normal hotels are midsealenomy
and suites

o Casino hotels, which constitute of luxury, midscalend
economy.

Hotels are also segmented according to price asds#dgment is called
diamond or star. The segment is divided into figefalows: (i) one,

diamond/star hotels which have simple roadside @pged offer basic
accommodation needs. (ii) Star/diamond hotels Haate an average
road side appeal. They also have some kind of tamisg and a
noticeable interior decoration. (iii) Star hotelsave levels of

sophistication through higher services and comfor}.Star or diamond
hotels have very good roadside appeal and very geodces that the
guests require. (v) Five star hotels, which areth&t peak of this
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segment, have the highest level of services amphisticated interior
decoration. Also, landscaping with an excellent deide appeal.
Another way to classify hotels is by the degrees@ivice offered. We
have the full service hotels, economy hotels, edeerstay hotels and all
suites hotels.

2.0 OBJECTIVES

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

o classify different hotels.
o differentiate between accommodation and food sector
o state the peculiarities between city centres, tesord airports.

3.0 MAIN CONTENT

3.1 Hotel Classification

As we have seen in our introduction, another wagldssify hotels is by
the degree of service they offer. We have the #dtvice hotels,
economy hotels, extended stay hotels and all fuatels. Now, you will
learn about these classifications one after therothhe first is the full
service hotels, which offer a wide variety of seed and facilities, like
what you expect to get in any luxury or five stafdond hotel. Services
and facilities include a variety of food and beygs outlets, restaurants
and bars, meeting, convention and catering senacesalso business
features like a business centre, secretarial ssyfax, internet etc. The
second class of hotel, is the economy or budgetl.hdhese types of
hotels do not offer the services of the full-seeviwtels but they have
clean reasonably sized and furnished rooms. Thegllyssell rooms
without meals or meeting places, and this enallestto offer rates at
about 30 percent lower than other hotels.

The third in this classification is the extendeadyshotels. These hotels
cater for guests who stay for an extended periotnoé. People take
advantage of the reduction in the rates based etetigth of their stay.
Most of the guests that patronise the extendedy-Isitels are business
people, professional or technical people or familigat are relocating.
Some properties or hotels in this class have singpgervices and
kitchen facilities on their premises, while somepsrties may offer a
business centre and recreational facilities. Theurtfo in this
classification is the all-suite hotels. These props provide a closer-to-
home feeling for guests who are relocating and yaee to get an
apartment. People attending seminars or work, agbakc project that
makes it necessary for one to stay for about a veeekiore. The all
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suite hotels have larger space for the same amwmiuntoney as the
regular hotel, (see Lundberg, 1994, P.25).

3.1.1 Franchising in the Hospitality Industry

Franchising in the hospitality, travel and tourigmdustry is a concept
that allows a company to expand more rapidly by ingther people
to invest their money, rather than acquiring theam financing. The
company that wants to become a franchise grantmicerights to
interested organisations for a fee. These gramisights include the use
of its trade mark, signs, proven operating systeperating procedures
and possibly reservation system. In return, thedhéee agrees to sign
the franchise contract to operate the restaurahbtel as the case may
be, in accordance with the guidelines set by thednisor.

Franchising is a way of doing business to bringelien to both the

franchisor, who wants to expand his or her busir¢ss fast pace, and
the franchisee who has the financial backing bckdaspecific expertise
and recognition. Some typical examples of frandgish the hospitality

and travel industry, and also the earliest develmgnwere in 1907,

when the Ritz development company franchised the- Rlarlton name

in New York City, United States of America. Onetbé first persons to
franchise his hotels was Howard Johnson in 1927s &liowed for a

rapid expansion at first on the east coast of Acagrand later to the
Midwest, and finally in the Western State of Caiifi@a in the mid

1960s.

Today, there are more than 900 restaurants in e ©f franchising.
Among the most popular, largest, and the most ssfak hotel in
Nigeria and indeed the world, are the Hilton an@r&ton Hotels and
Towers. These hotels began their franchise nameshen 1960s.
Franchising has become the primary growth and deweént strategy
of hotels and motels. The world’s largest franchidhotels with 5, 300
hotels is the Hospitality Franchise System (HSFPafsippany in New
Jersey.. It ranks second with 3,130 franchisedlidiels a subsidiary of
the Blackstone Group, New York Holiday Inn worldeids now the
third largest franchisor with 2, 082 hotels.

Franchising provides benefits to both the franahiand franchisee.
Some of the benefits to the franchisee are:

a set of plans and specifications from which tddui

national advertising

centralised reservation system

participation in volume discounts for purchasingnfshings,
fixtures and equipment
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o listing in the franchisor directory, and
o law fee percentage charged by credit card companies

However, there are also disadvantages to the fregeHimitations of
the central reservations, which are only about @&gnt, and also high
fee involved in joining and operating a franchise.

The table below shows an example of franchisinghe hospitality
industry in the United States of America

Table 11:1: Top Ten franchised management comparsgUSA.

Company Hotels Franchised | Total Hotels
HFS Inc. 5,300 5,300
Choice Hotels International 3,310 3,197
Promus Cos 683 809
Marriott International 604 1,268
Carlson Hospitality worldwide| 416 437
Accor 343 2,465
ITT Sheraton Corp 204 413
Hilton Hotels Corp. 204 245
Best Western International N/A 3,654
Source: Modified from Walker, 1999

3.2 City Centre, Resort, and Airport Hotels

City centre hotels meet the standard needs of rineslter, either for
business or pleasure. This is due to their cemb@dtion and also a
range of other services they offer. There are irditemh to
accommodation, services like butter services, smta¢ services like
the fax machines, telephone and computers, 24 fmam service, a
lounge, bar, meeting and convention rooms amongyro#rer services
and facilities. The city centre hotels togetherhwibnvention centres
have been one of the catalysts of inner city résadon (Baily, M;
2001, P. 29).

Resort hotels are more like pioneer hotels. Thexevaenong the earliest
hotels because they came with the railway systemeyTwere built to

accommodate travellers. Some resorts focus onisgaattivities like

golf, skin and fishing. With the improvement inveh by automobiles
and the invention of air travel, more of these mxdbcations have
become accessible to tourists. Air port hotels hameadvantage of
enjoying patronage because of the large numbeaiawélers that travel
by air. These hotels are usually in the 200-to-Gfifim category and
some run twenty four hour services which includemoservice and
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extended restaurant hours for guests that stilltfey are in a different
time zone.

3.3 Accommodation and Food Service Sectors

The demand of accommodation came as a result gilg@drvelling,
and as travel increased, the need for more accowmodo cater for a
large number of people became necessary. The mcaesgan in a small
way with inns and taverns, to bed and breakfast, @ivate hotels. It
had to evolve bigger and became more sophisticatedder to serve
the increasing number of travellers,, due to thegpss made by the
travel industry, and also for the more educatedufajn. The type of
customers served by the accommodation sector cadiviiged into
people that travel for business or pleasure, aosktithat stay away from
home on a temporary basis, like students in hostdsically, the
travelling customers are served by the commeraoétla and the non-
travelling by the not-for-profit sector. At presehere is an organisation
called, the Hotel Booking Agents Association (HBAhich was
formed in 1997 with only four members. There arewt86 members
presently and they are booking more than 300 miltikents a year.

The food service sector came into the hospitalitgt Bourism industry
due to the need to offer travellers something tondale sleeping away
from home. Gradually, the food sector has seent afleeasons why
people choose to eat outside. There are severalonsafor this
convenience. These factors include all those pewple are away from
home for one reason or another, for example, eigt@pping or
travelling, or during a lunch break in schools asffices. There is a
saying that variety is the spice of life, and seppe usually want to try
new foods or drinks in different restaurants. Thae some people who
may want to impress their guests or friends bynigkhem out and the
business are usually a way of sealing a deal. fiing tactor is labour:
some people might be tired or better still haveesirg@ for another
person to cook and serve a meal for them, and et their plates.
This is an influence on people choosing to eatideis he fourth factor
Is cultural heritage: it has become part of maoediebrate special events
like anniversaries and birthdays by eating out Wotred ones. The fifth
factor can be called impulse: sometimes for noi@agr reason, people
would decide to eat outside their homes. See hlsdnternational Hotel
Association, (2003, P. 27).
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In the food service industry, you can identify fivain types of front-of-
house service style. First, there is the tableiserwhich includes silver
service, plate service and family service. Thisetyyd service is for
customers sitting under a laid cover. Second, ther¢he assistant
service. This is a combination of table servicevimch customers move
around to pick what they prefer because there arieties of food and
drink items. They offer trays to make it easier fugople to serve
themselves and pay at a bill point. Four, thet@eassingle point service.
Examples of a single point service include take yaw#osk, vending
and bar. Customers are usually served at a singlg ps the name
implies.

Finally, there exist the specialised spots or wHeosl and drinks are
served in places not really designed for food servtonsumption.
Examples of these are hospitals, airlines, homevatgl and the like.
The food service industry also started at a verible beginning to
become an industry to reckon with. Within this ietiy, there are
restaurants, food service operators in hotels, metyy and roadside
dining, licensed trade food service, fast food, lewyge feeding, welfare
catering, travel catering and outside catering {&y2003, P. 1).

3.3.1 Integration in the Hospitality Industry

Integration in the hospitality industry which idrand that began a few
years ago is in two ways. These are the vertic@gmation and the
horizontal integration. The vertical integration astrend that started
some years ago. Vertical integration means thaismnbss organisation
may increase its operation by taking over or meygwith similar
business organisations involved in the same businEsr example,
Sheraton or Nicon Noga Hotel can take over or mengje Hill Station
Hotel in Jos. Horizontal integration on the othand, implies that a
business organisation takes over or merges withthanobusiness
organisation that is involved in a completely diffiet business
undertakings. For example, airlines that acquirel awn hotels.
Lodging companies realise that guests’ accommaoadlateeds are not
just at one level; rather they seem to vary ingand facilities.

3.3.2 Hospital Catering Services

Catering services that are provided in hospitalstiqudarly in
industrialised economies such as those of the drStates of America
and the United Kingdom, are basically the same typservices that
residential hotels provide for their guests. Suelvises include food
and beverage, cleaning and laundry, pottering, rggcand transport.
This situation is not the same in Nigeria and otteareloping economies
because of the level of our development.
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The importance of providing catering services ie thealth services
sector especially the hospital segment is basdbree major reasons.

) To control the spread of diseases and infectioolégning all the
areas within and the surroundings of the hospital.
o To keep the hospital buildings and their surrougdinin a

condition of absolute serenity by using the righatenials and
equipment on a regular basis.

Finally, the overall hospital environment must kEpkalive and bright
by the employees of the hospital for the benefiboth the staff and
patients. This is very important because the halspgccommodate two
main groups of the society — the sick and the nmfivho are incapable
of looking after and taking care of themselves, trehealthy, who are
workers.

Fig. 11:2: Depicts a Typical Organsational Chart for Hospital
Catering Services

HOSPITAL SENIOR MANAGEMENT TEAM

HOTEL SERVICES MANAGER

Assistant Hotel Assistant Hotel
Services Manager Assistant Hotel Services Manager
(Forte ring Transport Services Manager (Food and Beverage)
Security) (Domestic Transport
Security)
| |

Assistant Hotel Assistant Hotel

Services Services

Manager Manager

(Training) (Staff matters )

Domestic Supervisors

Domestic Assistant
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SELF-ASSESSMENT EXERCISE
What are the roles travel agents and tour operasvwgholesalers play?
4.0 CONCLUSION

Accommodation demand has made the industry to grsv.more
establishments keep springing up in the industrg, dwareness of the
accommodation market available, is essential to renager of a
successful accommodation outfit. People stay awasn fhome for a
number of reasons. There are people who princily away from
home because of business, while some stay awdgi$oire and also for
institutional reasons.

As travellers and people who stay away from honteng@e educated
and more exposed, they expect their accommodatmnders to have a
wide range of products and services available émthin the same way
the accommodation industry came up, so did the Bmoslice industry.
In this unit you have seen how the food sector cart@ebeing and the
reason why people eat outside, and the variousriadhat influence
customers, which include enjoyment of meals outide homes.

5.0 SUMMARY

This unit has taught you the two main sectors i tlospitality and
tourism industry. These are the accommodation aedfdéod sectors.
The accommodation sector was to assist weary temgelo rest and
gradually it became something done for leisuretrassportation from
the origin to the tourists’ destinations becamey\easy and luxurious.
The food sector started in the same way. It uselletowvery hard for
people to eat outside, but now the trend has clthnged almost
everybody alive has eaten outside at least onb&siar her life time.

6.0 TUTOR-MARKED ASSIGNMENT

I How has globalisation affected the hotel and toarisdustry?

. Write short notes on resorts, city centre and airpotels

iii. In what ways do hotel cater for the needs of bissirend leisure
travellers?
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1.0 INTRODUCTION

Tourists produce a lot of economic impact beyorartexpenditure. A
tourist spends money on travelling, accommodatiod feeding. The
money spent by the tourist is recycled by the halpi and tourism
business to buy more goods, thereby generating oswef the money.
Meanwhile, the employees of the industry that seheetourist spend
most of their money locally, on various goods ardvises within the
industry. This chain reaction continues until thesra leakage i.e. when
the money is used to buy commodity outside thestrguDomestic and
international travellers spend about $500 billion travel-related
expenses. These expenses include accommodationd faod
entertainment. In the United States, the hospjtalnd tourism industry
supports more than 200 million jobs worldwide arustfigure
represents about 12 percent of the global workfolicemploys about
one out of every ten workers, making it the largasiployer and also
the largest industry.

In the hospitality and tourism industry, there ivat is called the
holiday market. This market is characterised byiagler to escape from
climate, work pressure, the need to change the@mwvient away from
the familiar scenery and sometimes even the peapteind you.

Preferred destinations could offer outdoor recosatiand sports,
entertainment, celebrating festivals, swimming aod-tanning, hiking

and biking or sometimes just touring through thentoy. This need for
holiday making is just like the need for variety time food we eat,
sometimes it might just be anywhere. The holidayketathen cannot be
ignored as an economic booster to the industry.
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2.0 OBJECTIVES

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

) explain the term tourism and why people are usualdyivated to
travel

o explain growth in the hospitality and tourism inttys

o discuss the impact of changing travel patterns ehanging

modes of travel in the industry.
3.0 MAIN CONTENT
3.1 The Growth of the Industry

The hospitality industry which comprises the mamaget of hotels,

motels, clubs restaurants, fast food establishmantk also the travel
industry, has seen a very rapid growth from its blenbeginning as a
noble way of catering for the needs of travelldrs,becoming the

biggest industry in the world. The travel industejates closest to the
hospitality industry, that is why it is always cewmted to the tourism
industry. It is because of travelling that the htajpy and tourism

industry is in business. The travel industry hasiegdhrough an

evolution and that has caused fundamental changée ihospitality and
tourism industry. (Lumberg, 2000, p.26).

During the early 1900s, the majority of hotels wiereated close to rail
stations because the primary mode of transportatias by rail. By the

late 1940s and 1950s, when the automobile was logeth increasing
number of people, the hotels then were locatedré@asaaround the
highways and the system of building automaticaltprgyed to suit the
family, since the automobile encouraged family étang. It also had to

be built to make provision for car parks. The motresting part of the
hotel evolution was with the invention of the aapé. The industry
witnessed a rapid growth and because of the speécwel and the

number of people an aircraft carries, hotels haddjost. Hotels had to
be larger to cater for tourists and business mkso, aome hotels were
built in close proximity to the airport.

3.2 Needs and Travel Patterns

There are many reasons that create the need fptepeotravel. There
are two major reasons why people travel; thesef@argleasure and
business. Some of the reasons why people traveléasure are visiting
friends and relation, sports, enlightenment, edaoat shopping,
festivals, attractions, eco-tourism, etc. (Harss2004, p.89). The
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motivation of pleasure travel can be classifiedaiive sets of basic
needs:

physiological needs; food, water, oxygen, etc
safety needs; security, stability, order, protectio
love needs; affection, identification, belonging
esteem needs; self respect, prestige, success
self actualisation needs; self fulfillment.

There are other motivations in travelling which ean classify into four
groups, namely; the physical motivator, which coisgs of physical
rest, sporting and beach activities, healthful eeldxing entertainment.
Cultural motivation, this includes the desire anmibwledge of other
people’s culture, for example their music, artkkote dances, paintings
and religion. Interpersonal motivation, this inahgdthe desire to meet
friends and new people. The status and prestigévator, this
motivational factor is the desire for recogniti@ttention, appreciation
and good reputation.

The second major reason why people travel is feinass. About half
of all airline travel is done by business travelleBusiness varies
according to the destination, therefore a goodigomf business travel
can be mixed with pleasure. For example a trip wooge can involve
contacting a potential customer, but it can aldowalfor sightseeing.
Although the business travellers do not stay ag las the leisure
travellers, they tend to spend more money and &ieel further.
Business travel has increased in recent times Becaluthe increasing
number of convention centres and more efficientsvalytravel. Also
business travellers have given a boost to hotelstaurants and auto
rental companies. Most hotels located near conwentientres or
conference halls run a higher occupancy. For mogarosations, the
third highest controllable expense is the busindgssvel and
entertainment.

3.2.1 Ethnic Restaurants

Ethnic restaurants are known by other names buseldom referred to
as ethnic restaurants. They exist all around usvandsually patronise
them. These ethnic restaurants also bring abodtagloulturalisation.
Apart from technology, migration and other elemeht bring about a
common culture to the different areas of the wate, ethnic restaurant
Is another integral part of this element that lbsimgpople of different
cultures together, in order to appreciate a pddrcculture. Majority of
them are independently owned and operated. The rewaied their
families provide something different for the adweous dinner, or a
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taste of home for those of the same ethnic backgras the restaurants
or their owners.

The traditional ethnic restaurants sprang up terclarr the taste of the
various immigrant groups, most prominent were then€se, Italians
and Mexicans. Perhaps the fastest growing segmerthe ethnic

restaurants is in the United States of America,dmgularity wise, it is

that of Mexicans. Mexican food is heavily representin the

southwestern states of the United States of Ameridawever, because
of the near market saturation, its chains are slomgaeasily. There are
also a great variety of ethnic restaurants in majbes all over the

world and their popularity is on the increase. gtance, in every city
in Nigeria and any part of the world, one can gasid Chinese, Italian
restaurants and French spots. There are citieakbatcultivate and sell
special raw food stuffs to particular nationalifigstead of importation,
and this makes it easier for the foreign natiotaljgist go to the market,
buy and prepare their dishes. Examples can be fourlkle Lebanese
shops. They are lucky enough to be able to buyhfregredients and
spices for meals. Another very good example is doumthe streets of
London, where there are numerous Nigerian rest&itarcthoose from.

3.3 The Economic Impact

The World Travel and Tourism Council in Brusselsais organisation
that is undertaking the study from Whorton Econorkigrecasting
Association. Their export put the total gross ottfor travel and

tourism at $3.8 trillion in 1978 and estimated tltatvould be $7.1
trillion in 2007, or more than ten percent of therld Gross National
Product (GNP). The World Travel and Tourism Couseaiys the study
grows about twice as fast as the world GNP (Dittnedr al; 2003,

p.350). The total world spending of the industratthakes place in
Europe is about 13 percent while 30 percent ishenNorth American
continent. International arrivals, according to théorld Tourism

Organisation (WTO) in 1996 were 592 million, andsitestimated that
the figures will reach 702 million in the year 2Q00billion in the year
2010 and 1.6 billion by 2020.

There was an estimated 46 million oversea resid#as visited the
United States in 1994. All the states publishedirtloevn tourism
economic impact study. Examples are — New Yorkvested its tourism
revenue to be $36.7 billion; Florida was about $48llion; Texas, $31
billion and California was a little above $50 holi. In Hawaii, the
biggest industry is the tourism industry with reves of $21.9 billion.
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SELF-ASSESSMENT EXERCISE

Why is the hospitality and travel industry regardasl the largest
industry in the world?

4.0 CONCLUSION

Tourism can be defined as the idea of attractiegp@modating and
pleasing groups or individuals travelling for pleees or business. The
development of tourism started a long time befdne industrial
revolution and continued to improve and the meangamsportation
also improved. The hospitality and tourism industsythe world’s
largest industry and employer. It also affects otin€lustries like the
public transport industry and produces secondapatts on businesses
that are indirectly affected. Physical needs anslrde make people to
pick up interest in meeting new people, and expeing other people’s
culture are some of the reasons that make peapleltrFrom a social
and cultural perspective, tourism can further iasee international
understanding and economically improve a poor agunt

5.0 SUMMARY

In this unit, you have learnt that, hospitality @odrism industry has the
idea of attracting, accommodating and pleasing lgetqavelling for
business or pleasure. The travel industry has daimental effect on the
growth and development of the hospitality and ®mriindustry.
Tourism improves the economy of poor countries.

6.0 TUTOR-MARKED ASSIGNMENT
I What is the impact of changing travel patterns anadles on the

travel industry?
. Briefly discuss the economic impact of tourism.
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1.0 INTRODUCTION

The analysis of the Pricing Systems in the contéxhe hospitality and
tourism industry can be carried out from two pecsipes. The first is to
establish a single price for a single item or comdityo e.g. hotel
accommodation or air fare at a given period of tifft@s is because, for
simplicity, to the literature’s most familiar formye assume that the
hospitality and tourism industry is a single — prodindustry. The
second perspective is to perceive pricing as aesysand as a
combination of interacting factors and to some mixt@rcumstances.
However, rather than being constrained only by mglsi pricing
structure that clears the market for a single codityat any particular
given time, the approach here considers multipteef® that interact on
the issue of providing services characterised gy hlospitality and
tourism industry. This is because price is not aesl to be an
independent variable determined by factors of suppld demand, but
as a dependent variable that is affected by suapty demand factors.
The pricing systems are very complex. Here the eisg mainly
concerned with the economic sides that affect e are also affected
by price. As we all probably know, prices are achion of the
interaction of supply and demand which is whatlyeaatters. In other
words, you should be interested in knowing the eodn characteristics
of both supply and demand.
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2.0 OBJECTIVES

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

) discuss pricing systems in the context of two pectpes
) name the characteristics of supply and demand
o compare market structure and pricing decisions.

3.0 MAIN CONTENT

3.1  Supply Characteristics

Traditional economic theory has it that supply etedmined by the
production costs and the structure of the markéhiwiwhich a firm
operates, and which in turn affects the amountrofifs over costs that
are charged. Supply normally reflects the cost rafdpction within a
time frame. These costs are assumed to be thespofdactors of
production which include labour, capital, entremership and other
resources. Costs are sub-divided into fixed anthlbbr and/or average
and marginal (Baumol et al, 2002, p.15). As is tofi@ther industries,
the services of the hospitality and tourism industeflect within a
timeframe, prices of the factors of production veheosts are paired as
fixed variable and/or average and marginal.

There are a number of characteristics that makehtispitality and

tourism industry services unique though complical@tese are briefly
discussed as follows: (i) capital — intensive amed costs. The

hospitality and tourism industry is a capital-irde® industry.

Substantial amounts of capital are invested incaires (buildings),

equipment and internals. These costs are usuadlgteyr than labour
costs because of their indivisibility. However, c¢apital costs are
efficiently and effectively managed per unit, costs decrease thus
resulting to increases in profit.(ii) continuity dareliability factors. The

hospitality and tourism industry must operate fdr tfours a day, 30
days a month and 365 days a year in order to suatal maintain high
levels of reliability. Therefore the service mustdn a continuous basis.
(ii) labour and responsibility. Because of theurgment for continuity

and reliability, the hospitality and tourism labasrquite different from

those of other industries, since its services aset on a 24-hour
schedule throughout the year.
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Another major characteristic of the hospitality aodrism industry is
that it operates within the constraints of a numtifethree main cycles
namely; long planning cycle which is usually donellwn advance of
both long production and capital cycles. For exanpmhanges in
capacity with regard to both supply and demand ireglong term
planning which has to be carefully considered.

A long production cycle is essential particularlythwregards to the
construction of a hotel, hiring of employees, sesito be rendered and
maintenance of the structures and infrastructune. dapital cycle which
is the last one is based on a long-term basis sirit#el cycle is over 50
years. Also, sink or sunk cost is a characteristithe hospitality and
tourism in the sense that, it is a substantial arhai capital costs
involved to start up production and a subcategdrfyjxed costs which
can be referred to as the existence of a few ateas for a given
capital asset. These points have been pointedyoitrow (1992, p.29),
and Heal (2005, p.25)

3.1.1 The Pricing Structure

Individual firms place strong emphasis on efforts market their
services by way of product differentiation. Howevprice action will
sometimes be undertaken, and price is an imporgamt of the
marketing effort. Therefore, it is worthwhile torarn ourselves with
the economics of the pricing decision in passetigersportation. The
economics of pricing in passenger transportationolires three
interrelated concepts; “differential pricing” thedntribution theory”
and the “incremental concepts”. In all instanchesé applied economic
concepts are used only as guidelines, and manageiggements are the
final decision making factors as to price makingisiens. Pricing can
start in a very simple manner, the oligopoly possssconsiderable
market power and can maximise the demand curverdsting several
price structures (Douglas and James, 2002, p.69Y.-66

This economic power is reinforced by legal pricekmg and bureau of
conference rate-making. Giving the legal power #ride firms indeed
move in concert with parallel action, the industan establish not one
but several separate supply curves. Graphicalig, ith illustrated in
Fig.13.1. and literally, this development has resuiko three prices for
three supply curves. Here the firm will offer threeparate services at
three separate prices, and take advantage of arlggtion of the
demand curve than a single price would permit. ify@ication here is
that the firm has what is called “differential gicand several classes of
services are supplied, each slightly different friwva other and each at a
separate price. This essentially is what is donenwfirst class, tourist
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class and economy class services are offered layrlame. Many factors
are used to classify customers, but basically tiwey on the various
elasticity of demand noted earlier (Leasing and dhti 2004, p.101).
When considering factors of potential substitutahilmanagement can
establish a low price where potential substituigbilis high, an

intermediate price, and also a high price wheremal substitutability
can be low.

Fig. 13.1 Multiply supply curves
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Based on the demand analysis above and as alreadgg out, demand
should be segmented, which implies that no singleahd supply curve
exists in this case, also, there is the potenkalihood of elasticity and
substitutability. This situation is shown in figud8.2 below which
graphically demonstrates that a different demanecaloes exist for
each class e.g. first class or second class. Furthe, there is the
involvement of many supply curves, which impliesttleach type of
service is represented by a supply curve and speltiferentiated price.
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Fig. 13.2  Differential Pricing with Varying Degrees of elastcity
and kinked demand curves
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3.2 Demand Characteristics

As in supply, there are also a number of charatiesi that are features
of demand when considering pricing in the hospgitaind tourism
industry. These are instantaneous extreme vatigbinultiplicity,
intermodal and intramodal competition, and elasti@and interclass
competition, and elasticity demand. As it is obadle in many service
industries, the demand for the services of the itelgy and tourism
industry can both be immediate and instantaneossamces of these are
being experienced in hotel reservations, pleasunses, and air flights.

Instantaneous demand can cause problems for thetingchs a whole or
the firm or agency supplying the services. Whenedaavith such
problems there is need for management to provitfeeigmt capacity to
handle the situation “just in case and to be sub&imand can also be
extreme and variable as all service providing imdes suffer from
“peaks” and “valleys” or high seasons and low seastn other words,
the demands vary during the hours of the day, ddythe week, and
weeks of the month as well as the seasons of thie Yhis situation can
lead to the multiplicity of demand which may be megted and
carefully analysed not only on the basis of “pea#stl “valleys”, but
also on the basis of frequency, motivation andarses to price. Other
characteristic of demand for services of the hafipit and tourism
industry are intermodal and intramodal. The forakmand is based on
the availability and opportunity to substitute onmode of
accommodation or flight as the case may be withtheo This type of
demand takes cognizance of price and services mfpebtors. In the
case of the latter, the competition is within tlaeng firms or agencies
that provide the services. Although in this casephce element matters
but the conditions of services count more. A furtbkaracteristic of
demand is interclass, which is based by specifeneigs e.g. a five star
versus a-three star hotel. Note that no single deinmsamade or involved
but rather it is specific for the service and tlass.

3.3 Market Structure

Market structure can be referred to as a system raodel whose
attributes can be predicted. Economists have alwdgssified the
market structure based on the characteristics ok mompetition,
monopolistic competitions, oligopoly and pure moolyp(See Table
13.3 below). The behaviour of a firm or industryndze predicted once
the structure of the market has been establishadthérmore,
economists have taken cognizance of three majotoracwhile
considering classifying market structure. Theseeattey-exit behaviour,
number of sellers and buyers, and product charatits: Also, models
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of economic behaviour have been theorised and opedl by
economists and applied to practical business aodagwic situations.

The figure below shows a simplified market struetur

Table 13.3: Characteristics of market Structure

Market Structure Number of Product Entry —Exit
Firms Characteristic Characteristics

Pure competition Many Homogenous Free

Monopolistic Many Differentiated  Relatively easy

competition

Oligopoly Few Homogenous Relatively

differentiate Difficult

pure monopoly One Indifferent Closed

Because the hospitality and tourism industry bedaiegonly one type of
market structure i.e. Oligopoly, we are constrairtedcarry out an
analysis of the other three market classificatioAscordingly, an
Oligopoly has the following elements or charactass (i) It has few
firms, (ii) Its products are differentiated, andl) (There is free entry and
exit, though sometimes difficult. Also, economisisve established an
economic theory known as kinked demand which has bemonstrated
for industry through a demand curve.

Incidentally, no firm has an individual demand ajrenly when such a
firm has differentiated products as it is in theeaf the firms in the
hospitality and tourism industry. This is because tlis industry,
products are differentiated particularly by thevsmss the firms in the
industry provide, which are normally distinctiveotlgh competitive in
nature. A major feature of the kinked demand isfihms’ price policy
in which a decrease and increase in price by anyheffirms will
equally be matched by all its competitors, althosgbh a change can
lead to little share in the shape of the overaltkeg This is because
price is an important element of marketing. Fig4lBelow depicts a
kinked demand curve of a typical oligopolistic isthy such as the
hospitality and tourism.
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Fig. 13.4  Kinked Demand Curve of Oligopolistic Industry

Quantity of Output

3.3.1 The Impact of Price on the Life Cycle of th@roduct

All products and services are at some stage iptbeauct life cycle, just
as humans, go through the life cycle from birtléduction, growth,

maturity and the declining stage. An example ofradpct that was
introduced a few years ago and had a very quicliroate, an early
maturity, and rapid decline was the disco. Howetera large extent,
sports bars and coffee houses have taken over cligsies. Price plays an
important role in purchasing decisions, as it haenblearnt from

experience. Accordingly, a lot of guests are psgeasitive, as the old
saying goes, there is no loyalty that a small arh@firmoney will not

change. This simply means that if the other reatstuacross the road
offers the same services or product for a smalluarnéess, then they
will still get the business. Things like value arsually linked with

price. People only purchase a particular produdeovices if they feel
that they are good in value, thus the closer tieeps to value, the more
likely the guest will be satisfied and will returriPricing in the

hospitality and travel industry in recent years Ihasl an interesting
effect on consumer behaviour. About two decades, &gspitality

enterprises increased prices and still found oatt gluests kept coming.
This was because most businesses were liberal axjpense accounts
that enabled executives to stay in better hotets emtertain clients in
expansive restaurants. In the late 1980 for ingtatex deductions of
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business expenses for restaurant meals were redioceabout 80
percent, combined with the recession. These measaée a profound
effect on restaurants. Business dropped off astgtest were spending
money on dining down played it to mid-priced restens, while the
mid price clientele moved into the quick servicetse Fig 13.5 shows
the stages in the product life cycle

Time
Fig.13.5: Product Life cycle

SELF-ASSESSMENT EXERCISE
What do you understand by the term “market strectur
4.0 CONCLUSION

The analysis of the pricing system is usually earout from the context
of two perspectives by establishing a single piicea single commodity
and perceiving pricing as a combination of intaregfactors. Price is
considered as dependent rather than an independeiaible that is
affected by the factors of supply and demand. Timlies that the
pricing system is indeed a complex one. With redgardupply, quite a
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number of characteristics are noted to influenae ghpply of services
by the hospitality and tourism industry. Supplyleefs the costs of
production in each given time dimension. The demait of the
services of the hospitality and tourism also hasuaber of major
features that have impact on the pricing of suchices. Finally, market
structure, which is a model that contains somabatts that can be
predicted is characterised by three factors nanmeigber of sellers and
buyers, entry-exit behaviour and product charasties.

5.0 SUMMARY

In this unit, you have learnt the importance of pineing systems in the
hospitality and tourism industry which have beemlgsed from two
perspectives. Prices have been found to be a émofi the interaction
of supply and demand. The unit has also revealatl shpply and
demand have peculiar characteristics which reflded costs of
production and pricing considerations, respectivéligo, the unit has
analysed market structure based on its charadtsristamely, pure
competition, monopolistic competition, oligopolydapure monopoly.
The hospitality and tourism industry which is owbpect of focus is
oligopolistic in nature.

6.0 TUTOR-MARKED ASSIGNMENT

I Briefly discuss the nature of the pricing systems.

. What are the characteristics of supply and demandthe
hospitality and tourism industry?

iii. Discuss the various types of market structure
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1.0 INTRODUCTION

Leadership can be described as a social influermseps that can occur
in nearly any interaction among people, while mamagnt is the formal
process in which organisational objectives are eadd through the
efforts of subordinates. Leadership has a broast®mpe than
management which became the vogue about one hupdagsl ago with
its narrow focus on achieving organisational gaslsdern management
was invented to help new railroads, still mills asmgto companies to
achieve what every good entrepreneur dreamed othotti this
management, those complex enterprises were bourek tohaotic in
ways that threatened their very existence.

Although managers have the power by virtue of th&tmns they hold,
organisations seek managers who are leaders byittue of their
personalities and experience. That is why leaderpeeferred, because
leading is the process by which a person with wigsoable to influence
the behaviour of others in a desired way.

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

explain the term leadership

describe the characteristics and attributes ofdesad
differentiate between leadership and management
identify managerial skills and functions.
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3.0 MAIN CONTENT
3.1 Leadership in the Industry

Leadership goes back to many centuries, howevenast come into
prominence as the hospitality and tourism indusing other industries
strive for perfection in the delivery of goods amservices in a
competitive environment. Leaders can be identifieg certain

characteristics. These characteristics include ihgar courage,
decisiveness, dependability, endurance, enthusiestiative, integrity,

judgement, justice, knowledge, loyalty, tactfulness unselfishness.

Leaders know what they want and why they wanthieyrcommunicate
with others to gain their cooperation and supptmt.addition, the
leadership traits are also identifiable practicesnmon to leaders.
Leaders challenge a process, they are active rssivea they search for
opportunities of the experiment. Also, leaders ires@a shared vision,
create a vision, envision the future and enlisteth Leaders enable
others to act and they are not alone, they fostdlalmoration and
strengthen others, they model the way, plan andesemples. They
encourage the heart, share the passion, recogmskvidual
contributions and celebrate accomplishment (BenB805, p.45).
Leadership theory and practice had evolved ovee tiona point where
current practitioners may be identified as transael or
transformational leaders. Transactional leadership be viewed as a
process by which a leader is able to bring abostireleé actions from
others by using certain behaviours, rewards or nitiees, while a
transformational leader is one who inspires otherseach beyond
themselves and do more than they originally thought

3.2 The Distinction between Leadership and Manageme

As we have seen earlier on, management is the fgroeess in which
organisational objectives are achieved through thiorts of
subordination. Leadership on the other hand isptioeess by a person
with a vision who is able to influence the behaviai others in a
desired way. A more comprehensive distinction betwéhe two as
shown by Robins, (2001, p. 153) is as follows.

96



TSM 348

The manager

* administers

*|s a copy

* maintains

* focuses on systems and structures
* relies on control

* has a short-range view

* asks how and when

* has an eye on the bottom line
* initiates

* accepts the status quo

* does things right

MODULE 3

The leader
* innovates
*is an original
*develops
* focuseseoplp
* inspires trust
* has a long-range petsfec
*asks what and why
* has eyes on tzdn
* originates
* challenges it
* does the right thing

Leadership focuses on style and ideals, while mamagt focuses on
the method and process. Leadership does not prazhrestency and
order, it produces movement. As pointed out by &ot(1990, pp.18-
20), the following suggestions outline an approszibecome a hotel
leader not just a manager: enhance career devetipmgood bosses
recognise that most of their workers want to imgrov

Be decisive — Hotel Managers are confronted witlzeds of
decisions everyday and they need their best judgeme
Follow through — never promise what you cannotwéeliand

never build false hopes.

Select the best — a boss good or bad is carriecafdrby work of

his or her subordinate.

Empower employee — give people the authority terantt with
the customers. The more they feel important theeb#iey work.

The more sophisticated a company is, the more arogred decisions
are made.

Good decision makers follow eight major steps.

S@mPaon oy

Identification and definition of problem

Identification of decision criteria
Allocation of weights to criteria
Development of alternatives
Analyses of alternatives
Selection of alternatives
Installation of alternatives
Evaluation of effectiveness.
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Identification
ofa
problem

Identification Allocation of Development
ofa weights to criteria Oof
decision criteria alternatives

Analysis Selection Implementation of
Oof Of an the
alternatives alternative alternative

Evaluation of
decision

effectiveness

Fig. 14.1:  lllustrates the Decision-Making Processhe Eight Set
Decision-Making Processes

Source: Modified from Robins, 2004
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3.3 Management Skills

Managers forecast, plan, organise, make decisi@aspmunicate,
motivate and control the efforts of a group to awpbsh its goals.
Management creates the direction the organisatimuld follow in

order to achieve its goals. Managers get the napesssources for the
task to be accomplished and they supervise and tamogroup and
individual progress toward goal accomplishmentl{&isand Berinstein,
1991, p. 90). Top managers like presidents and exiecutive officers
of large organisations, like a five star hotel,.eljilton, Sheraton and
Holiday Inn Hotels, tend to focus on most of thewn strategic
planning. They also spend time in organising andatrotiing the

activities of the cooperation. Most top managers i really get
involved in the day-to-day running of the organsat there are sub-
heads to different departments and other supesisOne will not

expect the owner of Hilton for example to pull aftsht a restaurant in
one of the Hilton branches.

In addition to managements’ functions of forecasgtirplanning,

organising, communicating, motivating and contnglli there are other
major skill areas. These are conceptual, human gexhnical.

Conceptual skills enable top managers to view tgarusation as a
complete entity and still understand how it is tspito departments in
order to achieve its goals. The ability to buildrtes and work with
others is a human skill that successful managezd te cultivate. They
need to lead, influence, communicate, supervise awaluate

employees’ performances. Managers need to haviet¢haical skills to

understand and use techniques, methods, equipmeérither technical
procedures. (White and Bedner, 2001, pp. 405:415).

3.3.1 Corporate Philosophy

Corporate philosophy is changing from one manageienning,
organising, implementing, and measuring to thahahagers counseling
associates, giving them the resources, and heliiag to think for
themselves. The outcome is a participatory managemsigle, which
results in associative empowerment, increased ptivily and guest
and employee satisfaction. Corporate philosophy ste@ng links to
guality leadership and the Total Quality Managem@@M) process;
corporate philosophy embraces the values of anngiéon. These
include ethics, morals, fairness and equality. Mbe paradigm in the
corporate hospitality and travel industry is th&tsh emphasis from the
production aspect of the business, to focus omgtiest-related services.
Successful organisations are those who are alhepart their corporate
philosophies to employees and guests alike. Dis@eyporation in
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Miami, Florida, United States of America, is an ellent example of a
corporation that has a permeating corporate phplogoThere are no set
formulae for a corporate philosophy. However, tothgy effective, a
corporate philosophy must be unique to that pderocorganisation. The
general and common organisational denominators afuecessful
corporate philosophy are the following.

o A clear statement of purpose.
o A definition of the responsibilities of the busises
) Adherence to principles ahead of profits

The most important element in maintaining an orga@mn’s image is

the practice of making corporate philosophy pathefdaily lives of the

people involved in its corporation. Keeping thelpsophy alive begins

at the top and is conveyed to every level, sopkaple at the bottom are
committed and involved.

SELF-ASSESSMENT EXERCISE
Outline the points that suggest an approach ofrnaapa hotel leader
4.0 CONCLUSION

Leadership is defined as a way by which a persablis to influence the
activities and outcomes of others in a desired wadyle management is
a process in which organisational goals are acHi¢weugh the efforts
of subordinates. Managers have to forecast, playgnise and control
the efforts of their subordinates in order to ackieertain goals. The
most effective leaders share a number of skillsctvhare related to
employees. They include being decisive, they folldwough, they
select the best, they empower employees, seek guppd enhance
career development.

5.0 SUMMARY

Leaders influence the activities of people aroumeht. They innovate,
develop and also focus on people. Leaders alsaréngpst and have a
long range of perspectives. On the other hand, gesaadminister,

maintain and focus on systems and structures. A gotel manager has
to combine his managerial qualities with leadergjuplities in order to

succeed. Leadership does not just produce consysterd order, it also
produces movement. Leaders and managers that headership

gualities have three important factors that malemtistand out of the
crowd; these are charisma, individual considera@om intellectual

stimulation.
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6.0 TUTOR-MARKED ASSIGNMENT

I Explain the term leadership and the qualities gbad leader.

. Briefly discuss the difference between transactiorsand
transformational leadership in an organisation swsh the
hospitality and tourism industry.

iii. Enumerate the main steps that are necessary isi@®enaking
in an organisation.
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1.0 INTRODUCTION

In understanding labour relations in the hospitadind tourism industry,
you need to understand the word labour. Labour meéferent things

to different people. For example, to a news papéoe labour means
that the union of employees is about to embark tokes while the

economist would regard labour as a commodity foictvithere is

demand and of which there is supply. Howevergtdly understand the
term labour, it can be explained as those empl@agseciations which
are formed and organised to improve wages and wgrkopnditions.

Labour unions are meant to protect the interestgbloyees.

In the early fourteenth century, workers, who cameli as a group to
ask for improvement in their conditions of employrewvere punished
by law courts for engaging in what was regardedaasriminal
conspiracy. It was around the nineteenth centinat the British
parliament decided that the act was not a crimioalspiracy. Freedom
from such medieval restraints on the right of woskéo organise a
protest to any injustice against them came in 1842ylassachusetts
Supreme Court. The court ruled that the act ofuthien formation was
not illegal and from then on, union growth startedspread to almost
every trade and establishment.
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2.0 OBJECTIVES
At the end of this unit, you should be able to:

explain the developments and growth of labour union

list the main functions of the labour union

describe bargaining power and process

discuss strategies, tactics and trade off involuettie negotiation
of agreements.

3.0 MAIN CONTENT

3.1 Development and Growth of Labour Unions

The growth and development of labour unions as dhate the

introduction started in the fourteenth century, athen it was a
punishable offence by some law courts. It was i mhiddle of the
nineteenth century that the British parliament dedi that labour
unionism was not a criminal conspiracy. In the BdiStates, during the
colonial era, the doctrines and laws were the sagenst criminal

conspiracy. It was felt that protests by employagainst employers
would lead to public mischief and private injurywas also felt that it
was going to terrorise employers (see Shrank, 1}99200).

Freedom from such medieval restraints on the tiglorganise any form
of protest or demonstration against injustice canii842. The Supreme
Court in Massachusetts, United States of Americdedr that the
formation of union groups was not illegal. The unsiill faced another
legal battle; they needed an order of the courtease or desist from
some actions, then congress decided to intervenkinal983 it passed
Norris-LaGuardia Act, making peaceful picketingapeful assembly,
payment of salaries and other union economic weaploat were not
enjoyed by the union.

In 1860, there was a need for higher wages andeshaorking hours.
The advent of the civil war in the United StatesAmherica brought a
new dimension in union membership growth, due twouls shortage
caused by enrollment in the army. By the end ofvilage, national and
international unions became noticeable with abo@t unions in
existence between 1860 and 1865, and by 1879, tixere more than
fifty national unions (Sloane and Witney, 199730).
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Fig. 15.1:
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3.2 Unions of Hotel, Catering and Institutional Maragement

The first local union of people in the Hotel andtéang Industry was
formed in Chicago, USA, in 1866. It was called “®aders and Waiters
Union Chicago”. The members of the union who wersthly Germans
were affiliated with the knights of labour in 18&8)d around that time,
other local unions of waiters and cooks were fornme&an Francisco,
St. Louis, New York and Brooklyn, USA. By the end 1886, the

waiters and bartenders group joined in the growirmest against the
arbitrary leadership of the knights. (Boas and €H&86, p.106).

When the Columbus Convention that founded the AcaeriFederation
was held in December 1886, all in attendance haditkention of
looking for ways to unite their forces along ecomoiimes, and it was
granted a national charter in 1891. In all majdiesiin which collective
bargaining contracts were obtained, managemeimsdlithe agreement
took the form of multi-employer bargaining, gengrahrough a local
hotel association. The most powerful unit in theoanstructure is the
international union, located in Cincinnati Ohio, AIS

Convention meets every
five years, after 1976

General Executive Board.
General President, Secretary-
Treasurer, and 20 Vice Presidents;
meet on call of General President

International Headquarters
Cincinnati, Ohio

Executive Officers
General President and General
Secretary — Treasurer

Local Unions U.S. and
CANADA

Fig. 15.2:  Structure of the Hotel and Restaurant BEployees
International Union

Source: Lane, 2004
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3.3 Managing Campaign Tactics

The first political activity of the internationabdy of the union was in
1935 when the Wagner Act, otherwise known as theoNal Labour

Relations Act, was established. The Act soughtpftatect the exercise
by workers of full freedom of association, self amgsation and
designation of representatives of their own chapsiar the purpose of
negotiating the terms and conditions of their eryplent, or other
mutual aid or protection.” The act also establisk&zttion procedures
that allowed employees to choose their own bargginepresentatives.
It also declared certain employer practices unfas. pointed out by
Shrank (1997: p. 56), these were as follows:

o to interfere with employees to exercise their m®gho self-
determination

o to dominate or interface with the formation of laborganisation

o to discriminate or give terms and conditions inesrtb encourage
or discourage membership in any labour organisatio

o to discriminate against an employee who files casrgr is a

witness before the National Labour Relation BoawilRB) in
respect of alleged employer violations and

o to refuse bargaining with the representatives oplegees (see
Beeler and Kurishenbaum, 1999, p.27).

About ten years after the Wagner Act was passéadulaunions in the
United States recruited about 10 million members] the hotel and
restaurant employees international membership fos® 80,000 to
320,000. The Taft-Hartley act was introduced in 7,98ecause the
Wagner Act had not included “unfair labour practicef unions, also
known as the Labour Management Relations Act. B§919t was
perceived by congress that there were corrupt ipescgoing on in the
field of labour management, and that existing lavese inadequate to
prevent the corrupt practices. As a result, corggpassed the Landrum-
Griffin Act, also known as Labour Management Reipgrt and
Disclosure Act. This act granted to each union mamtitee right to:

nominate candidates for union office

vote in an election

attend union meetings

participate in union meetings and vote on unionirnass (Lane
and Hartesvelt, 1993, p. 114).
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3.3.1 Harmonisation between Employers of Labour ah
Labour Unions

Despite the rigour labour union organisations fane organising
campaigns, there are important rules of thumb wthehhospitality and
tourism industry employers bear in mind, as thegkse avoid any
disruption of their operations while an organisingmpaign is in
progress. Giving the dimensions of most union-manant
relationships today, it would not be unreasonablesuppose that the
first thing any hotel or restaurant employer daeshiese circumstances
is to consult an experienced labour lawyer. Inddadyre to obtain
competent legal advice is a mistake few businegmrsations can
afford to make. Nonetheless, part experience suggeat employer
union confrontations sometimes occur unexpectddbt, ,“first aid” in
this form should be acceptable things employezssapposed to do and
things they are not supposed to do in order todagonflict with labour
unions.

At this juncture, perhaps a few pieces of advice mnportant to
employers of labour as stated below.

o Do not get provoked into arguments with union sythizars. Do
not promise any rewards if the election beats thiery don’t call
individuals into your office to discuss union orgaation. Never
interfere with the right of any employee. Do noeewannounce
your refusal as an employer to bargain with th@apnand do not
predict that you will lose business because of nigation, or that
the hotel will shut down. Do not ask employees wihaly think
about union and do not bribe anyone. Never changeing
conditions of employment unless you can documentakd
reason for making such change. Avoid threateningleyees or
promising benefits depending on how employees Vidie.things
that put employees in the good books of labour nsmimclude
giving your personal opinion of the union, its leesl and
organisers, but be extra careful not to engagéel br slander.
Always warn employees to carefully read anything timions
asks them to sign, and advise them that they ddae¢ to sign
documents, and that they can vote in any elect&d Wwhether
they sign documents or not. Caution that a unioly foace an
employee out on strike even though he or she ipyhapth an
offer the employer has made. Let employers tell legges that
hotels and restaurants provide jobs, and unionsataprevent
layoffs if they become necessary. Employers shoutde
employees to report union coercion to supervisargl inform
employees that they do not have to talk to unioganisers if
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they do not want to. Recognition by a hotel or aesint
employer of a union representing employees of hisher

establishment is simply the first step in buildirsg joint,

cooperative relationship between the two partiesceOthe dust
has settled, in the event of a strike action, acgkh
demonstration or any consequence of the differene@seen the
two parties, the primary concern of the partiesuthdoe to
engage in collective bargaining process. Whatevenciete
demands a union may seek from a hotel or restagmaptoyer,
the fundamental of every union is to negotiate il employer
and sign an agreement covering wages and workingitons,

on terms that are agreeable to both parties. Thisalled the
collective bargaining process.

SELF-ASSESSMENT EXERCISE

Briefly discuss the Landrum-Griffin Act that wasgsad in 1959.
4.0 CONCLUSION

In this unit, you have learnt that labour meanss¢éhemployee
associations that are formed in order to improeeviiages and working
conditions of workers. Labour unions had a hectigibning, and in the
initial stage faced stiff persecutions, until tharlg 19" century. The
membership growth around 1860 was necessary dughddage in
labour, caused by the enrolment of people intcatiney to help fight the
civil war in the United States of America. BetweI85 and 1947, three
acts were passed by congress in order to give tahotonomy and
powers to challenge any indiscrimination and ingest against
employees.

5.0 SUMMARY

In this unit, you have seen how labour is an orggtion that looks after
the interest of workers. It is used to protect eypes from injustice,
indiscrimination and any unfair treatment by exi@ms of labour. In the
early stage of the formation of the union, it facedot of negative
pressures but gradually, congress saw to it thatutmon should be
autonomous and be an independent body

6.0 TUTOR-MARKED ASSIGNMENT

I Trace the evolution of labour unions of hotels,ecagy and
institutional management.
. How do labour unions achieve their aims and objes®
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BLURB
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TSM 348 is a 2-credit course to be taken in thedthyear of
undergraduate degree tourism programme, at theomti Open
University of Nigeria. It will be available to dikarners as a core course
in the programme.

The course is made up of fifteen study units ancbarse guide. It
introduces learners to the basics of tourism amdvidirious levels of
hospitality and travel management\ including fastoffluencing travel,
how travel has influenced the hospitality and ttamelustry and the
leadership and management skills of the industearhers will be able
to build on this foundation as they pursue thaid&s in the hospitality
and travel management.
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