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~Preface-torthe-Updated-Edition="

o

Those who are acquainted with the previous edition ~h;”
readily observe that this edition differs from it. The previcus
edition had 11 chapters while the new edition has 13 Ch:’.“.pi‘:ﬁé.
The two chapters added are Tourist Attractions and Theme
Parks and The Aviation System.

The chapter on Tourist Attractions and Theme Parks has
been added to inform the reader of the main issues affecting
the development and management of tourist attractions in the
21st century. The chapter on The Aviation System explains
the meaning and evolution of the Aviation System. It also dis-

cusses the importance of automation to air travel in the new
millennium.

Acknowledgment is extended to authors of references
whose ideas were cited, paraphrased, or quoted and whose

works are listed in the references at the end of everv chapter of
the book.

Zenaida L. Cruz
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134
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introduction of, 130
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Aircraft technology, 131
Airline catering, 177, 179, 181
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Airline codes, 236
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Airline regulation, 132
Airline regulators, 233
Airline reservation, 243
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129
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Airport codes, 237
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admission policy, 218
appeal, 218 :
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number of visitors, 219
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the future of, 223
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introduction of the, 120
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Aviation, 229
Aviation industry, 231
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Aviation system, 230
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the, 229
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Codes, airport and city, 237
Commercial attractions, 215
Communication system, 84, 92
sender, 84
receiver, 84
message, 84
Computer Reservation Systems
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between tourists and the local

residents, 25
Conrad Hilton in Chicago, 142
Conservation, 20, 27
important to, 20
movement, 20
Continental breakfast, 153
Continental trailways, 128
Contribution margin, 171
Control measures, impact, 25
measures, 25
protective measures, 25
regulation and control of
tourist development, 25
Corporate jets, 230
Cost-benefit analysis, 53, 61, 75
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government screening
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tourism impact, 62
Crime and casinos, organized,
205 ‘
Crime and tourism, 13
factors in the relationship
between, 13
Criminal activity, 13
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Cross-cultural communications,
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Cruise, 117
Cruise destination, major,119
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Cruise industry, 118
Cruise passengers, 119
Cruise ship, 118
Cruises, 119
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recreation and pleasure,
119
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architectural sites, 214
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cuisine, 214
industrial sites, 214
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theater, 214
Cultural convergence, 15
Cultural villages, 16
Cunard, Sir Samuel, 117

Cyclical, 58

D
Delphi method, 57

Destination planning, 222

Detailed design and
construction, 65

procedures, 65
Dining rooms, 162

Dinner, 176
Direct and indirect incentives,

62, 63

equity participation, 63
forgivable loans, 63
infrastructure assistance, 64
interest rebates, 63

land donations, 64
leasebacks, 64

loan guarantees, 63
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low-interest loans, 63

non-refundable grants, 63

training grants, 64

working capital loans, 63
Direct mail, 88

approach, 159
Disneyland, 217

in Anaheim, 191
Distribution, 78, 98, 247

direct, 98

indirect distribution, 98
Distribution channels, 103

product supplier tour

operator consumer
channel, 104

product supplier-consumer
channel, 103

product supplier-travel agent-
consumer channel, 103
types of, 104
consensus channels, 104

vertically-coordinated
channels, 104

vertically-integrated
channels, 104
Diversification, 222
Domestic airline fares, 240
Domestic carriers, 232
Double occupancy, 155
Dual distribution, 235

E
Economic feasibility analysi-sb,
53, 59
steps, 59
Electronic ticket, 246
Ellsworth Statler, 1141
Employment, 1, 3
types of, 3
direct employment, 3
indirect employment, 3
induced employment, 3
the traditional forms of, 12

Environment, 18, 27
conservation of the , 20
preservation of, 20

problems affecting the quality
of the, 23

destruction of the
vegetation, 23

destruction of wildlife, 23

pollution (air, water, and
noise), 23

Environmental conflicts, 23, 27
Environmental impacts, 221
Environmentalists, 184
Eurailpass, 117

European Plans (AP), 153
Exponential, 58

F

Fare(s), 240
basis code, 242
domestic airline, 240

rate, factors that determine,
241

Feeder airlines, 232
Fiscal incentives, 62, 63
remission of tariffs, 63
tax holidays, 63
tax reductions, 63
Fixed costs, 172
Flight, choosing a, 244
from schedule and
availability, 244
Flight itineraries, 244
effective/discontinued, 244
Flight kitchens, 178
Flights, types of, 239
Flyer links, frequent, 159
Food and beverages service, 163
history of the, 163
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Food quality, 177, 181
Food =services, 171
Ford, Henry, 121
Forecasting techniques, 58
calculating methods, 58
correlation, b8
covariation, 58
extrapolation, 58
guesstimate, 57
summation, H8
tests, 58
Foreign language, use of|, 10, 26
Franchised restaurants, 169
A&W Root Beer, 169
Burger King, 169
Kentucky Fried Chicken, 169
Mcdonald’s, 169
Pizza Hut, 169
Franchising, 151
in the restaurant industry,
180
Freedom of the air, 133
bilateral agreements
regarding the exercise of
the, 133
Frequency codes, 244
- Frequent Flyer Programs, 245
Fruit juices, 174
Fun centers, 192

G
Gambling, 198, 203
addiction, 205
Gaming, 198
Gaming entertainment, 199
forms, 200
dockside casinos, 200
riverboat casinos, 200
meaning of, 199

scope and importance of, 204

Gaming entertainment businegs,
200, 210
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history of the, 200
Gaming entertninment industry,
208
career opportunities in the,
208, 211
casino operation, 205

entertainment operation,
207
food and beverages
operations, 209
hotel operations, 208
retail operation, 209
controversial elements of the,
205
key players in the, 206
Circus Circus, 206

Harrah’s Entertainment,
206

Hilton Hotel Corporation,
206

"MGM Grand, 206

Mirage Resort, 206
Gaming industry, 198, 210
General aviation, 230

Geographic segmentation, 72, 74 -

Geological conflicts, 25
Goal setting, 37, 42
Goals, 84
measurable, 84
must be specific, 84
quantifiable, 84
realistically attainable, 84
time bound, 84
Government, 231
Government agency, 52
criteria in identifying
desirable projects, 52
competitive impact, 52
compliance with policies,
plans, and programs, 52
developer and operator
capabilities, 52
economic contributions, 52
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environmental impact, 52
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feasibility, 52
social cultural impact, 52
‘tourism impact, 52
tourism impact, 52
Government financial incentives,
53, 62
two categories, 62
direct and indirect
incentives, 62
fiscal incentives, 62
Government support, 232
Grayline Tours, 126
Great Lakes, 120
Greyhound Lines Inc., 128
Gross profit, 169

H

Harrah’s Entertainment, 206,
207, 211

Health conditions, 11, 26

Heritage attractions, 215
'Hilton Corporation, 141

Hilton Hotel Corporation, 206,
207, 211

Hilton Hotels, 207
Historic preservation, 22, 27
Historical development of

transport system, 109,
111

Holiday Inn in U.S.A., 142
Hotel(s), 140, 143, 160, 161
and airlines, 158
classification of, 148
classified according to, 148
guest type, 148
location, 148
price, 148 .
history of the, 140
industry, 139
organization, 150
profitability, 154
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Hub, 232
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Illustrated travel catalogs, 289
Income, 2 _
Increase in discretionary time,
186
commodification of leisure,
186
influence of technology, 136
new leisure roles for women,
186
public interest in heaith and
fitness, 185
therapeutic recreation
service, 185
Individual tourism development
project, 51
characteristics of, 51
Industrial attractions, 215
Industrial revolution, 139
Inflation, 4
Information promotion, 84
Innovation, 223
International Air Transport
Association (AITA), 134
the primary purpose of, 132
International Association of
Amusement Parks and
Attractions (IAAPA), 226
International carriers, 232
Interpretation and
communication, 225
brand themes, 225
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225
Investment, -4
and development, 4
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low returns on, 5

J
Joint fares, 242
Journey, 239
types of, 239
Jumbo Jet, 130
Jungfran in Switzerland, 21

L
Labor costs, 170
Labor force, 170
Laker, Freddie, 132
Land values, 4
increasing, 4
Las Vegas, Nevada, 210
Leaflets or folder, 89
Leakage, 5
sources of, 5
cost of good services, 5
expenditure for promotion
and publicity, 5
remittance of profits, 5
wages to outside sources, 5
Leisure, 183
Linear, 57
* Liqueurs, 174
Lodging industry,.139, 158
major division, 149
personnel division, 149
the engineering division,
149
the accounting division, 149
the security division, 149
the food and beverage
division, 149
the marketing and sales
~ division, 149
the room division, 149
organization of, 149
Logistics, 177 :
Lottery-operated games, 210

Love boat, 117
Lunch, 175

M
Magazines, 88, 90
Management 223
contracts, 151
methods, 151
planning, 221
Maritime provinces, 120
Market analysis, 53, 56
Market segmentation, 72, 80
geographic segmentation, 72,
74
product-related, 72, 73
psychographic, 72, 74
socioeconomic, 72,73
the concept of, 70
Market surveys, 56
Market targets, 87
Marketing, 45, 49, 105, 224
activities, 69 '
the form of advertising, 69
the method of pricing, 69
the method of selling, 69

the methods of distribution,
69 : _
the product and or service
itself, 69
definition of, 69
relation of distribution to, 105
relationship of promotion to,
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Marketing channels, 235
Marketing mix, 78
elements, 78
distribution, 78
price, 78
product, 78
promotion, 78 .
Marketing orientation, 71, 79
three kinds of, 79
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consumer orientation, 71,

79
product orientation, 71, 79
societal orientation, 72, 79
Market planning process, 75
collection of data, 75
analysis of data, 75
identification of alternative

strategies for reaching the
desired goal, 75

cost-benefit analysis, 75
selecting alternatives and
plan formation, 76
control procedures, 76
plan information, 76
Marketing segmentation, 72
Marketing strategy, 77
steps, 77
Marketing-research techniques,
56
methods, 56
focus-group or Delphic
methods, 57
mail, 56
personal interview, 56
questionnaire method, 56
telephone, 56
Market-related site criteria, 54,
56
accommodation, 54, 56
restaurants, 54, 56
shopping centers, 54, 56
site proximity to potential
markets, 54, 56
transportation facilities, 54,
56
Mega resort of Las Vegas, 198
Menu(s), 173, 180
Message, 84
MGM Grand, 206, 208, 211
Military aviation, 231
Minimum connecting time, 245

Mirage Resorts, 206, 211
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Mobility, 15
Model culture villages, 16
establishment of, 16
Model T. Car, 121, 124
Modern cities, 215
Modern era, 136
Modernization and change, 15
Modified American Plan (MAP),
153
Monuments, 16, 214
desecration of, 16
Motor coach, 128
Multipliers, 2
Museums, 16, 214
creation of, 19
Alaska’s Nana Museum of the
Arctic, 16
Bangkok’s Rose Gardens, 16
Tiijan Orchids Island, 16
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National income, 2
National Park Service, 20
the aim of, 20
Natural attractions, 214, 226
examples, 214
botanical, 214
coasts, 214
fauna, 214
flora, 214
islands, 214
landscape, 214

mountain and seaside parks ‘

214
mountains, 214
national forests, 214
national parks, 214
seascape, 214 '
zoelogical, 214
Negative demonstrative effects,
18
results of, 13
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Nevada Gaming Commission,
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New Jersey, 210

Newspapers, 88

Noise pollution, 24

Non-alcoholic cocktail, 174

North American Airline Codes,
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Objective setting, 37, 42
Observational method, 57
Occupancy percentage, 154
Organized recreation, 188
- types of, 188
armed forces recreation, 189
commercial recreation
enterprise, 189
employee recreation
programs, 189
government recreation
agency, 188
private membership
organizations, 189
therapeutic recreation
service, 189
voluntary non-profit
. organizations, 188
Orientation, 68
Orleans place, 91
Outdoor advertising, 88

E :
Pathological gambling, 205
Persuasive promotion, 84
Philippine.rabbit, 126
Plan, comprehensive, 45
awareness and support
services, 45 Y
deals with the development,
45
industry organization, 45
- marketing, 45

Plan development, 45
Plane, private, 230
Planning, 29
the effects of higher levels of,
221
Planning process, 45
Pleasure traveler, 127
Plog, 30
concept, 30
Plog’s destination life cycle, 32
Point-of-sale advertising, 90
Ports, top, 119
Los Angeles, 119
Miami, 119
New Orleans, 119
New York, 119
Port Everglades, 119
San Francisco, 119
San Juan, 119
Seattle, 119
Potential market demand,
forecast of, 59
Preé-feasibility study, 53
Private charters, 232
Private planes, 231
Product development, 223
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the concept of, 74
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193
Professional leadership, 193
Promotion, 78, 84, 159, 179
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end goal of, 85
major issue of, 93
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reliability, 93
objectives of, 83
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‘types of, 84 |
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informative, 84
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advertising, 87
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sales promotion, 88
Promotion planning, 86
results of the, 86
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Recreation attractions, 215, 226
Recreation professionals, 193
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passive, 184 z
Recreational participation, 185
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Referral groups, 1562
Refreshing beverages, 174
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Research, 39

concentrated in four distinct
areas, 39

activities, 39
competition, 59
markets, 39
resources, 39
‘Resident conflict, 23
Resort hotels, 160
Resource analysis, 40
Restaurant, 54, 56, 162
catering, 179
profitability, 169, 180
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promotion, 179
types of, 165
buffet restaurants, 167, 180
cafeterias, 165, 178
coffee shops, 165, 178
deli shops, 167, 180
ethnic restaurants, 166, 180
family or commercial
restaurants, 165, 180
fast food restaurants, 167,
180
gourmet restaurants, 166,
180

transportation restaurant,
168, 180

Retail travel agents, 101
Riverboat casinos, 200
Room occupancy, 154
Room rates, 153
Routings, 242

S
Sales letters, 89
Sales promotions, 88
examples, 88
contests, 88
demonstrations, 88
displays, 88
exhibitions, 88
give-aways, 88
shows, 88
Seat availability, 245
Segmentation, 72, 85
four assumptions, 72
geographic, 72
pmduct-related, 72
pSJr:chographic, 72
Sociceconomic, 72
Service, clasg of, 241
business class, 241
coach class, 241
‘€xecutive clasg, 241

first class, 241
Site analysis, 53, 54
Site selection, 54
criteria, 54
categories, 54
master list of individual
critena, H4
market-related site criteria,
54
criteria related to the
physical characteristics of
sites, 54
Social saturation, 11, 26
Social tourism, 7
Socioeconomic or demographic
segmentation, 72, 73
Softdrinks, 174
Spas, the development of, 140
Specialty intermediaries, 102
examples of, 102
incentive travel company, 102
corporate travel firms, 103
meeting and convention
planners and destination
planners, 102
motor coach brokers, 103
Spirits, 174
Sport tourism, 192
St. Lawrence River, 118
Steamship era, 117
Stopover, 242
Strategic marketing process, 75,
80
elements, 75, 80
market planning, 75, 80
marketing mix selection,

75, 80
target market selection, 75,
80

Strategies, 49, 106
exclusive distribution, 106
intensive distribution, 106
selective distribution, 106
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Strategy selection, 37, 42
Streamer and riverboat cruise,
120
in Mississippi, River, 120

Thousand Islands (New York,

Ontario), 121
Sun vacation, 142
the popularity of the, 142
Super Ferry, Philippines, 120
Synthesis, 41

T-U
Table service restaurants, 169
Denny's Steak and Ale, 169
Victoria Station, 169
Target markets, 76
behavioral characteristics of,
i |
steps, 76
Technical freedom, 133
Television, 88, 89
The Airline Deregulation Act,
233
The Hub-and-Spoke system, 233
two benefits, 234
The paper ticket, 246
Theme parks, 189, 220, 227
Ticket taxes, 243
and surcharges, 247
Ticket validity, 246
Tickets, 246
distribution in the twenty-
first century, 247
Tour operators, 100, 101
Tourism, 15, 191
awareness, 41
benefits, 23
effects on culture, 15
intercultural
communication, 15
renaissance of native
culture, 15
environmental impact of, 18

impact on culture, 15
positive effects of
promotion of intercultural
communication, 15
the renaissance of native
culture, 15, 16
in developing countries, 34
income generator, 2
income redistributor, 2
negative aspects of| 4
negative cultural impact of,
16
negative demonstrative
effects, 26
negative environmental
impact of, 23, 26
geological conflicts, 25
residents conflicts, 25
shows in environimmental
conflicts, 27
negative impact of, 18
impact control measures, 18
negative demonstrative
effects, 11
negative social effects, 11, 26
behavior and roles, 11, 26
changes in the social
structure, 11, 26
community problems, 11, 26
social saturation, 11, 26
overdependence on, 5
positive environmental
impact of, 19
Positive social effects of, 26
adaptation to the realities
of modern life, 26
improved health conditions
and disease control, 26
improvement of the host
country’s lifestyle, 26
social change and
multicultural
understanding, 26
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use of foreign language, 26
positive social effects of, 9
social impacts of, 7
the economic effect of, 1

effects on income, 1

on employment, 1

on investment and

development, 1
on the area’s balance

payments with the
outside world, 1

the positive environmental
impact of, 27
conservation of
' 'environment, 27
development of attractions
- 27
historic preservation, 27
resident to the benefits, 27
two positive effects of, 26
promotion of intercultural
communication, 26
renaissance of native
culture, 26
ways to maximize the
benefits of, 6
Tourism development, 41, 49
elements, 52
functions of government in,
50
nonprofit private organization
role in, 50
chamber of commerce, 50
foundations, 50
historical and cultural
societies, 50
recreation and sport
associations, 50
religious groups, 50
travel associations, 50
private sector financing for,
64 -

private sector involvement
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through tourism
consultants, 50
market research firms, 50
economists, 50
architects, 50
engineers, 50
designers, 50
project managers and
builders, 50
corporate leaders and
individual citizens, 50
role of government financial
incentives in, 62
stimulators, 62
entrepreneurs, 62
roles of the government and
the private sector in, 50
Tourism development plan, 65
Tourism distribution channel, 98
Tourism distribution system, 99
Tourism income, 2
Tourism industry, 2, 207
Tourism industry organization,
41
Tourism library sources, 56
Tourism marketing, 41, 69
uniqueness of, 70
tourism is a service, 70
service provided is usually
composed of several
components, 71

travel intermediaries are a
necessity, 68
Tounsm plan, 35
_ report, 45
Tourism plannmg, 29
consequences of lack of, 32
in developed countries, 34
reasons for 29 :
roles and responmbllltles for,
35
Tourism planning, poor, 32
Symptoms of, 32




INDEX 217

human impacts, 33
marketing impacts, 33
grganizational impacts, 33
physical impacts, 32
Tourism planning process, 37, 49
and other support activities,
49
awareness, 49
background-analysis phase,
37
designed to produce goals, 49
detailed research and
analysis phase, 37
goal setting, strategy
selection, and objective
setting, 37
industry organization, 49
marketing, 49

objectives for the destination
area related to tourism

development, 49
plan development phase,
strategies, 49
synthesis phase, 37

Tourism policy goals, 37
consumer / social, 37

economic, 37

: government operations, 37

resource / environmental, 37

Tourism project, 59
Tourism project evaluation and
analysis system, 5

steps in the, 53 .
pre-feasibility_ study, 53
site analysis, 5.3 .
market gnaly§1§,_
economic feasibility

analysis, 53 . 4

37

twurism development, 573
Tourism promotion, 83
meaning of, 83
Tourism resource components,
38
categorization of, 38
general socioeconomic, 38
historical and cultural
features, 38
hospitality services, 38 -
human resources, 38
natural features, 38
present land uses, 38
tourist operations and
facilities, 38
Tourism support services and
activities, 41
Tourist attractions, 213
main issues in the
management of, 220
the evolution of, 216
the future of, 223
management, 223
marketing, 224
interpretation and
communication, 225
product development, 225
the nature and scope of, 213
Tourists, 7
classifications, 7
charter tourist, 8
elite, 7
explorer, 7
incipient mass tourist, 8
mass tourist, 8
off-beat, 7
unusual tourist, 8
frequency and types, 8
Traditional art forms, 16
Trains, 136
Trans Siberian Railroad, 116,
117 :
Transportation, 135
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and travel evolution, 109

pre-industrial travel system
era, 110

early-industrial travel
system era, 110

mature-railway system era,
110

express-travel system era,
110

automobile-based travel
system era, 110

modern-tourism travel
system era, 111

post-mobility adjustment
era, 111

historical development of
transport system, 111

mode of, 135

availability, 135

comfort, 135

convenience, 135

cost, 135

frequency of trips, 135

ground services, 135

safety, 135

terminal facilities and
location, 135

time spent in traveling, 135

reasons for mode of selection,
112

availability, 112

comfort, 112

convenience, 112

cost, 112

departure and arrival time,
113

frequency of trips, 112

ground services, 112

locations, 112

safety, 112

status and prestige, 112

terminal facilities, 112

traveling time, 112

the development in, 112
the evolution of, 135
Travel,
agents, 100
types of, 100
retail, 100
wholesale, 100
by air, 129
by automobile, 121
by bus, 128
by ship, 117
by train, 113
as transportation mode, 115
ability to see the area that
the train is passing, 115
comfort, 115
safety, 115
factors, cost / price, 115
modes of, 38
Travel catalogs, 89
Travel intermediaries, 98
specialty channelers, 100
tour operators, 100
travel agents, 100
types of, 100
Travel mode, 113, 135
factors, 113, 135
aesthetic / emotional, 113
curiosity, 113
functional, 113
gituational, 113
social / organizational, 113
Travel shows, 91
Traveler’s buying process, 84
the relationship between the
goals of promotion and
the, 84 '
Travelers favored the train, 115
reasons, 115
Traveling by automobile, 122
Tres Grande Vitesse, 116
Typical Hotel Organization
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U.S. National Park, 21
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Vacation experience, 13

Value Added Tax (VAT), 2

Value of service, 241 ‘

Visitor numbers, 221
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Wait lists, 245

Waldorf Astoria in New York,
141

Walt Disney World in Orlando,
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Water parks, 192
Web sites, 90
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Wholesale travel agents, 100

Wines, 174

World Tourism Organization
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Yield management, 243



