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The London Olympics 2012 

A survey of over 250 tour operators, hoteliers and visitor 
attractions revealed that tourist traffi  c fell during the 
summer and that the Olympics brought less tourist 
money to recession-hit Britain than businesses had hoped 
for. Th e survey found that 88% of businesses reported 
some losses during the games compared to the same 
period in the previous year and that visitor numbers were 
down between 10% and 30% compared to 2011.
Tourism offi  cials say that international Olympics visitors 
to London, including athletes, offi  cials and tourists, 
totalled about 300 000. Domestic spectators from Britain 
made up the majority of people visiting games venues. 
Restaurants and shops have complained that during 
these games visitors did not spend as much money on 
food and shopping as typical summer tourists.
‘Th e people who came to the games really didn’t do 
very much sightseeing, didn’t do very much shopping, 
didn’t do very much eating out,’ said a spokesman for 
the British Hospitality Association. London’s hotels 
have experienced 80% occupancy, which is not higher 
than typical August rates. Rita Beckwith, chief executive 
of City Cruises, an operator of sightseeing tours on 
the River Th ames, said the Olympics period had been 
‘deeply disappointing’.
Th ere were some positive signs. Visa, the only credit 
card accepted at the Olympics venues, reported that 
international visitors to Britain spent more than 
£450 million ($705 million) on their cards during the 

fi rst week of the games, up by 8% on the same time 
during the previous year. Around £12.7 million was 
spent on Visa cards in London restaurants, an increase 
of almost 20% on the previous year.

Source: Adapted from Gulf News (www.gulfnews.com)

Suggested questions for Case study 1

A Identify the following:

•	 the number of international visitors to the London 
2012 Olympics

•	 the London hotel occupancy rate during the 
Olympics

•	 the amount spent using Visa cards in London 
restaurants during the Olympics

•	 the River Thames sightseeing tour operator. 
 (4 marks)

B Discuss the likely reasons why ‘the people who came 
to the games really didn’t do very much sightseeing, 
didn’t do very much shopping, didn’t do very much 
eating out’.  (6 marks)

C Explain three positive social impacts that are 
associated with destinations hosting major 
international events. (6 marks)

D Assess the visitor appeal of the diff erent types 
of sightseeing tour usually available in large 
destinations. (9 marks)
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Restaurant customer comment card

Please rate your level of satisfaction with the following:

1. Please rate your overall satisfaction with your meal:

 Very Satisfi ed             Very Dissatisfi ed

2. How likely are you to recommend this restaurant to family and friends:

 Very Likely             Very Unlikely

3. How likely are you to continue to visit us:

 Very Likely             Very Unlikely

4. How satisfi ed are you with the quality of food?

 Very Satisfi ed            Very Dissatisfi ed

5. How satisfi ed are you with the presentation of the food?

 Very Satisfi ed            Very Dissatisfi ed

6. How satisfi ed are you with the variety of the menu?

 Very Satisfi ed            Very Dissatisfi ed

7. How satisfi ed are you with the speed of services?

 Very Satisfi ed            Very Dissatisfi ed

8. How satisfi ed are you with attentiveness of the associates?

 Very Satisfi ed            Very Dissatisfi ed

9. How satisfi ed are you with menu knowledge demonstrated by the associates?

 Very Satisfi ed            Very Dissatisfi ed

10. We would welcome your suggestions on how we could make your dining experience more enjoyable.

 ……………………………………………………………………………………………………………………………………………………

 ……………………………………………………………………………………………………………………………………………………

 ……………………………………………………………………………………………………………………………………………………

Suggested questions for Case study 2

A Identify the following:

•	 two comment card questions that require an 
assessment of the restaurant’s kitchen staff 

•	 two comment card questions that require an 
assessment of the restaurant’s waiting staff .
 (4 marks)

B In addition to customer comment cards, explain three 
ways in which a restaurant could assess its customer 
service standards. (6 marks) 

C Explain three advantages to the restaurant of 
taking bookings online. (6 marks) 

D With reference to a travel and tourism organisation 
with which you are familiar, evaluate the ways in 
which complaints are handled. (9 marks) 
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Sustainable tourism in the United Arab Emirates

Please help us save the environment

Bed Linen

The Jebel Ali Golf Resort & Spa is firmly committed to contributing to the
protection of the environment through the active conservation of water,
the world’s most precious resource. We would sincerely appreciate your
help in this regard and thank you in advance for you contribution.

Your bed linen will be changed every other day (alternate days). However
if you wish to have a daily change please place this card on the bed.

Source: Jebel Ali Golf Resort & Spa 
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Suggested questions for Case study 3

A With reference to Case study 3, comment on the 
source markets from which the hotel appears to be 
attracting the majority of its guests.  (4 marks)

B Other than less frequent changes of linen, explain 
three ways in which hotels have adopted eco-friendly 
practices. (6 marks)

C Explain three ways in which the opening of large 
resort hotels can create conflicts with the destination’s 
host population. (6 marks)

D With reference to one destination with which you 
are familiar, assess the extent to which tourism 
development has taken place in a sustainable way.
 (9 marks)
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Sri Lanka’s visitor arrivals
Tourist arrivals to Sri Lanka 2000 to 2010

Tourist Arrivals to Sri Lanka 2000 to 2013

Year

A
rr

iv
al

s

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
0

280,410.6

560,821.2

841,231.8

1,121,642.4

1,402,053

According to the newly launched Tourism Development 
Strategy, the main target of Sri Lanka’s tourism sector 
in the next fi ve years is to achieve a target number of 
2.5 million tourists by 2016.

Source: Statistics from Sri Lanka Travel (www.sltda.lk) 

Suggested questions for Case study 4

A Describe the main trends in Sri Lanka’s visitor arrivals 
for the period 2000–2010. (4 marks)

B Explain three advantages to the Sri Lankan Ministry of 
Tourism of collecting visitor statistics on a regular 
basis. (6 marks)
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C Explain three negative economic impacts that may 
result from the fact that many Sri Lankan hotels are 
operated as all-inclusive resorts. (6 marks)

D Discuss the ways in which the promotion of local 
handicraft s can bring about positive social and 
economic benefits within destinations such as 
Sri Lanka. (9 marks)
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Trailfinders

Source: Trailfinders promotional leaflet

Suggested questions for Case study 5

A Using the 13 category list provided in the advert, 
identify how Trailfinders would be most likely to 
categorise each of the following:

•	 two-night stay in Paris travelling by Eurostar
•	 seven-night trip game viewing in  South Africa’s 

Kruger National Park
•	 white water raft ing in New Zealand
•	 flights London/Dubai/Sydney/San Francisco/

London with stopovers. (4 marks)

B Explain three advantages to Trailfinders of having 
retail outlets in city centre locations.  (6 marks)

C Explain two ways in which Trailfinders’ customers 
are likely to benefit from the fact that Trailfinders is 
a member of the Association of British Travel Agents 
(ABTA).  (6 marks)

D Discuss the reasons for the decline in the use of travel 
agencies for making travel bookings.  (9 marks)
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The World Tourism Organisation
UNWTO and WYSE Travel Confederation launch 
global declaration to promote youth travel

Over 700 delegates from 63 countries at the World 
Youth and Student Travel Conference in San Diego, 
USA called on governments and businesses worldwide 
to tap into the potential of youth travel in light of 
its capacity to boost tourism growth and global 
development, a call supported by the World Tourism 
Organization (UNWTO).
UNWTO estimates that youth travel generates in excess 
of US$185 billion in international tourism receipts, with 
much of the growth being led by emerging markets and 
a resolve by young people in advanced economies to 
continue travelling despite economic uncertainty.

‘20% of the 990 million international tourists 
travelling the world in 2011 were young people’, said 
UNWTO Secretary-General, Taleb Rifai, opening 
the three-day conference. ‘Th ese young travellers are 
environmentally-aware and tend to stay longer and 
interact more closely with the communities they visit 
than the average tourist. As such, youth travel has 
emerged as one of the most promising paths towards 
a more responsible and sustainable tourism sector’.

Director General of WYSE Travel Confederation, Espen 
Falkenhaug was delighted with the Declaration, saying,

‘Youth travel plays an ever increasing role in driving 
the positive growth of the travel industry as a whole. 
We are delighted to join forces with UNWTO to take 
this vital message to governments on behalf of our 
members, and the young people whose aspirations 
they serve. Research continues to show that young 

travellers contribute economic, cultural and social 
value to their chosen destination, as well as being 
enriched by the experience when they return home. 
Th eir unique experiences combine to make a huge 
diff erence in cultural understanding and our aim is to 
ensure that the San Diego Declaration will continue 
to advance these essential interactions’.

Tourism’s contribution to peace and global development 
is also highlighted in the Declaration which underlines 
the positive contribution youth travel can make towards 
the United Nations Millennium Development Goals, 
as they frequently seek to discover new cultures, spend 
money directly with local businesses or participate in 
volunteer programmes.

Source: Adapted from TravelDailyNews.com.

Suggested questions for Case study 6

A With reference to Case study 6, describe the 
characteristics of the 2011 international youth 
travel market. (4 marks)

B State and explain three ways in which UNWTO 
influences international tourism. (6 marks)

C Explain three circumstances in which national 
governments will issue a warning about international 
travel to particular destinations. (6 marks)

D Discuss the reasons why many younger international 
travellers look at posts on internet sites before starting 
out on their travels. (9 marks)
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US Helicopter

Manhattan to JFK eight minutes

US Helicopter was an independent air shuttle 
service that operated scheduled helicopter fl ights 
from Manhattan to Newark and John F. Kennedy 
International (JFK) airports. Flights left  from both 
Downtown and Midtown Manhattan Heliports to Delta 
Air Lines Terminal 3 at JFK. Th ere were also fl ights 
to and from Bridgeport, Connecticut (BDR). It was 
headquartered at the Downtown Manhattan Heliport, 
Pier 6 E River in Lower Manhattan, New York City.
When operating, fl ights to the airport lasted eight 
minutes and cost $159. Flights operated on weekdays from 
7:15 am to 7:45 pm, with service on the hour to JFK, then 
back to the Manhattan heliports at half past the hour. Th e 
company also off ered chartered service to popular locations 
including the Hamptons, Washington, D.C., Mohegan Sun, 
Foxwoods and Atlantic City. Working with the air traffi  c 
control and the Federal Aviation Administration (FAA), 
the helicopters operated on special dedicated fl ight paths 
between the heliports and airports. Th e fl eet consisted of 
three eight-seat Sikorsky S-76 dual engine helicopters with 
fi rst-class executive leather interiors, and each was operated 
by two pilots. US Helicopter was the only scheduled 
helicopter airline service in the United States certifi ed by 

both the United States Department of Transportation and 
the Federal Aviation Administration.
Passengers travelling via Delta Air Lines and 
Continental Airlines were checked in at the heliport 
and could obtain boarding passes and baggage receipts 
to their fi nal destination. Th ese passengers remained in 
secure areas, eliminating the need to go through airport 
security again at the airport. Passengers travelling with 
other airlines could connect to the appropriate terminal 
to complete the check-in process and proceed through 
security to their fl ight gate

Suggested questions for Case study 7

A Describe two characteristics of a scheduled air service.
 (4 marks)

B With reference to Case study 7, explain three 
advantages to passengers using the scheduled US 
Helicopter service. (6 marks)

C Explain three security checks currently in force at 
most international airports. (6 marks)

D Evaluate the range of products, services and facilities 
that are provided for the convenience of international 
travellers within airport terminals. (9 marks)
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The Tōkaidō Shinkansen
� e Shinkansen or ‘Bullet Train’ is a network of high-
speed railway lines in Japan operated by four Japan 
Railways Group companies. Starting with the Tōkaidō 
Shinkansen in 1964, the network has expanded and 
currently consists of 2387.7 km of lines with maximum 
speeds of 240–300 km/hr. � e network presently links 
most major cities on the islands of Honshu and Kyushu, 
with construction of a link to the northern island of 
Hokkaido underway and plans to increase speeds on the 
Tōhoku Shinkansen up to 320 km/hr.

� e Tōkaidō Shinkansen is the world’s busiest high-
speed rail line. Carrying 162 million passengers per 
year, it has transported more passengers than any 
other high-speed line in the world. Between Tokyo 
and Osaka, the two largest urban areas in Japan, up to 
15 trains per hour with sixteen cars each (1323 seats 
capacity) run in each direction. � ough largely a long-
distance transport system, the Shinkansen also serves 
commuters who travel to work in metropolitan areas 
from outlying cities.
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Suggested questions for Case study 8

A With reference to Case study 8, comment on Nagoya’s 
accessibility for domestic rail travellers in Japan.
 (4 marks)

B Discuss the likely reasons for the popularity of the 
Tōkaidō Shinkansen. (6 marks)

B Explain three likely disadvantages to business 
travellers of using air transport for the journey from 
Osaka to Tokyo. (6 marks)

D Discuss the appeal to the leisure traveller of one 
international rail service with which you 
are familiar. (9 marks)

Source: Adapted from the website of the Central Japan Railway Company (english.jr-central.co.jp)
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Tourism generating and receiving areas

Asia & 
Pacifi c 
16.3%

Americas
20.9%

Suggested questions for Case study 9

A Describe the main changes in international tourism 
between 1995 and 2010 as shown in the earlier 
diagrams. (4 marks)

B Some destinations are safer than others for 
international travellers. Name one example of 
the following threats and for each explain why an 
international traveller was likely to be concerned:

•	 a recent political event
•	 a recent natural disaster. (6 marks) 

C Explain three advantages to international travellers of 
using the internet as a source of travel information.
 (6 marks)

D Discuss the tourist appeal of an emerging destination 
with which you are familiar. (9 marks)
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Tourism in Costa Rica
Statistics released by the Costa Rican Tourism Board 
(ICT) indicate 2.2 million tourists visited Costa Rica 
in 2011, a fi gure that represents a 4% increase over 
2010 numbers. Th e direct contribution of the travel 
and tourism industry to Costa Rica’s GDP was 4.8% 
in 2011. Th is primarily refl ects the economic activity 
generated by industries such as hotels, travel agents, 
airlines and other passenger transport services. It also 
includes, for example, the activities of the restaurant 
and leisure industries directly supported by tourists. 
Th e contribution of travel and tourism to Costa Rica’s 
GDP is expected to grow to over 5% by 2022. Similarly, 
travel and tourism generated 93 500 jobs directly in 2011 
(4.5% of total employment) and this is forecast to grow 
to 131 000 jobs over the next ten years. Costa Rica’s main 
tourist source markets are shown below. 

Mexico 

4.1%

Costa Rica’s main tourist markets

Many of the visitors are leisure tourists interested in 
ecotourism and they come to Costa Rica to experience 
the great variations in climate and altitude across the 
country and to see the ways in which these have had 
an eff ect on plant and animal life. Th e country has 
huge biological diversity and is home to 870 species of 
birds, 205 mammals, 215 reptiles and 160 amphibians, 
together with 130 freshwater fi sh and 360 000 species of 
insects. Th ere are also 10 000 diff erent types of plants. In 
total, the country has approximately 5% of the world’s 
total terrestrial species and is regarded as being the most 
biologically diverse country on the planet.

Source: Adapted from WTTC (www.wttc.org)

Suggested questions for Case study 10

A Describe what is meant by the following:
•	 leisure tourism
•	 ecotourism. (4 marks)

B Discuss the likely reasons why over half of Costa Rica’s 
international visitors are from North America.
 (6 marks)

C Explain three negative environmental impacts that 
frequently occur when coastal areas are developed for 
tourism in destinations such as Costa Rica. (6 marks)

D Costa Rica has many fragile natural environments. 
Discuss the methods that can be used to increase 
the tourist carrying capacity of such 
destinations. (9 marks)
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Visitors to London

When researchers looked at all types of visits to the UK 
in 2011, London retained its top spot as the most visited 
destination, with 15.2 million overseas visitors staying 
in the city, followed in second place by Edinburgh 
with 1.3 million. Research from VisitBritain suggests 
that receiving a good welcome is likely to see visitors 
recommend travelling to the UK to others, with 80% of 
visitors feeling at least ‘very welcome’ in 2011.
Tourist attractions (22%) and restaurants (21%) were 
most likely to be the fi rst point mentioned as being most 
welcoming. Pubs and bars were also popular welcome 
points with 13% mentioning that they felt welcome 
there. Shops and accommodation are also mentioned 
by around a third (32% and 31% respectively), although 
they are more likely to be mentioned in second or third 
place aft er restaurants and tourist attractions.

Source: Adapted from Visit Britain (www.visitbritain.com)

Suggested questions for Case study 11

A With reference to Case study 11, describe the activities 
which are popular with international visitors to 
London. (4 marks)

B Identify and explain three ways in which the 
sightseeing tour shown in the photograph is likely to 
appeal to an overseas tourist visiting London.
 (6 marks)

C VisitBritain is Britain’s national tourism agency. 
Explain three roles of a national tourism agency.
 (6 marks)

D Assess the factors that might negatively aff ect the UK’s 
volume of inbound tourism. (9 marks)
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Tourism development in Kashmir, India 

In a bid to protect wild animals and promote tourism, 
the Indian state of Kashmir, in the northern region of 
the country, announced this week the opening of an eco-
tourism camp site, the fi rst-of-its-kind, where tourists 
can expect to be closer to the region’s wildlife. Th e camp 
site is made entirely out of natural materials, principally 
wood and grass.
Th e camp site, set up by the Wildlife Protection 
Department, is located in a protected area along the 
historic Mughal Road in south Kashmir, overlooking 
the Horpora Wildlife Sanctuary in the Shopian 
district.
Tourists staying in the camp site can expect to see wild 
animals such as the wild Markhor goat, the Tibetan 
wolf, brown bears, musk deer, leopards and more than 
120 bird species.
Th e mountainous region of Kashmir has been a 
fl ashpoint between India and Pakistan for decades. 
Isolated for almost 20 years due to the diffi  cult political 
conditions, tourists are slowly returning to the region.
In 2002 only 27 000 or so tourists dared to visit the 
Kashmir Valley. Th is year, according to offi  cial fi gures, 
between January and July, the region received almost 
one million tourists, 23 000 of which were international 
visitors.

Th e new eco-tourism camp site adds to the list of the 
existing accommodation in the region. Among these, 
tourists can choose from hotels, guest houses, lodges 
and houseboats.
Th e current hotel capacity in Kashmir is not enough for 
the growing tourist infl ux. Gulmar, a ski station and one 
of the most popular tourist destinations in the region, 
has a total of 1500 guest rooms. Houseboats, a popular 
form of accommodation in the valley represent a total of 
2694 guest rooms.

Source: adapted from eTurboNews (www.eturbonews.com)

Suggested questions for Case study 12

A With reference to Case study 12, outline the appeal of 
Kashmir as an ecotourism destination.  (4 marks)

B Identify and explain two reasons for the low numbers 
of international tourists visiting Kashmir.  (6 marks)

C Explain three ways in which the development of 
outdoor adventure tourism activities can generate 
negative environmental impacts.  (6 marks)

D Evaluate the types of self-catering accommodation 
available in many destinations for use by leisure 
tourists.  (9 marks)
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Customer service at Madame Tussauds

Merlin entertainments is the leading name in location-
based, family entertainment, and has seen the most 
successful and dynamic growth of any company in the 
sector over the last fi ve years. Europe’s Number One and 
the world’s second-largest visitor attraction operator, 
Merlin now operates over 74 attractions, six hotels/
two holiday villages in 17 countries and across four 
continents. Th e company aims to deliver memorable 
and rewarding experiences to its 43.6 million visitors 
worldwide, through its iconic global and local brands, 
and the commitment and passion of its managers and 
more than 16 000 employees. 
Prices to visit Madame Tussauds are from £14.40 for 
adults and children (4–15 inclusive) when you pre-
book at www.madametussauds.com/london. Priority 
access tickets can also be booked on 0871 894 3000. 
On-the-day tickets are £28.80 for adults and £24.60 for 
children.

Sources: adapted from www.madamtussauds.com 

Suggested questions for Case study 13

A Identify two ways in which external customers can 
purchase tickets to visit the Madame Tussauds 
attraction and state an advantage to the customer of 
each.  (4 marks)

B Explain three types of training the front of house 
employees shown in the photograph are likely to have 
received.  (6 marks)

C Explain three ways in which attractions, such as 
Madame Tusssauds, are likely to manage visitor 
arrivals for the convenience of their external 
customers.  (6 marks)

D With reference to one job role within a travel and 
tourism organisation with which you are familiar, 
discuss the procedures that are followed in order to 
meet and exceed customer expectations.  (9 marks)
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Outbound tourism from China 
Maori tourism aimed at Chinese visitors

New Zealand’s indigenous Maori tourism industry is to 
send its largest ever delegation abroad to a major Chinese 
travel expo next month as it looks to China to boost the 
industry’s fortunes. New Zealand Maori Tourism is to 
have a stand at the China (Guangdong) International 
Tourism Industry Expo (CITE) in Guangzhou from 2nd 
to 5th September, where they will present and promote 
New Zealand, Maori tourism products and Maori culture. 
Th e Maori tourism sector was off ered a prime spot in an 
expo that attracted 1000 exhibitors and 150 000 visitors 
to last year’s event, which also boasted on-site business 
deals worth 1.8 billion yuan (US$281.7 million) and sales 
revenues totalling 100 million yuan.

China Southern Airlines announced last week that it 
will increase direct services between Guangzhou and 
Auckland from three a week to daily in November in 
order to meet growing demand. It is also understood to 
be in talks with Wellington Airport, which serves New 
Zealand’s capital, about direct services. According to 
the Tourism Administration of Guangdong, outbound 
visitors from the south China province totalled 
39.5 million last year, up 20.5% year on year, accounting 
for 70% of the total national outbound fi gures.
New Zealand government fi gures show China is one 
of New Zealand ‘s fastest growing visitor markets 
with growth of 22% for the year to July, making it 
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New Zealand’s fourth largest inbound tourist market 
with 133 000 visitors in the past year.
Chinese visitors injected NZ$410 million 
(US$337.1 million) into the New Zealand economy in 
the 12 months to June, and, according to Auckland 
Airport, the expanded China Southern Airlines services 
are forecast to give the economy a boost of NZ$100 
million.

Source: adapted from eTurboNews (www.eturbonews.com)

Suggested questions for Case study 14

A Describe the importance of Chinese visitors to New 
Zealand’s economy.  (4 marks)

B Identify and explain two advantages to New Zealand 
Maori Tourism of being represented at the Guangzhou 
CITE.  (6 marks)

C China Southern Airlines can be described as being a 
scheduled airline. Other airlines can be described as 
being a charter airline or a budget airline. State two 
characteristics of each of these three types of airline. 
 (6 marks)

D Evaluate the diff erent ways in which airport transfers 
on arrival at their final destination can be supplied to 
outbound international travellers.  (9 marks)
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Ireland’s first ‘Tourism Town’
Where is Ireland’s First Tourism Town?

Fáilte Ireland has confi rmed the shortlist of ten top 
towns from across the country selected for its inaugural 
Tourism Towns Award. Th e shortlist was announced 
earlier today at the ‘National Tidy Towns Awards’ in Th e 
Helix, Dublin. Th e winning Tourism Town of Ireland 
will now be selected from this shortlist and announced 
this November. 
Th e Tourism Towns Award has been designed to 
promote those Irish towns and villages which are 
working hard to enhance their appeal to tourists visiting 
their local area. Th e overall winner will be announced 
by Fáilte Ireland in November and will receive a €10 000 
grant towards developing itself as a tourism destination. 
Th e Tourism Town award focuses on how participating 
towns have developed their local area in the following 
key tourism areas:
• Sense of Place: how the town tells its own unique 

story to visitors, what’s special about it, and what 
distinguishes it from other towns

• Local Involvement: how the local community works 
together to provide an authentic visitor experience

• Tourism Products Available: what the town has to 
off er visitors

• Development and promotion of the town: how the 
town takes a unifi ed approach to marketing and 
developing the town into a ‘tourism town’.

Shaun Quinn, CEO of Fáilte Ireland, highlighted the 
characteristics of a tourism town and looked forward to 
an eventual winner being announced later this year: 

‘While fi rst impressions do count, a good “Tourism 
Town” is not only a tidy town but also goes that extra 
mile. Th e diff erence lies in the role that communities 
play in preserving their authenticity while welcoming 
their visitors and telling the story of the local area’. 

Source: Adapted from www.failteirelnad.ie

Suggested questions for Case study 15

A Outline the criteria by which finalists for Tourism Town 
of Ireland will be judged.  (4 marks)

B Explain three potential benefits to a destination of 
increasing the amount of tourist accommodation 
available in the local area.  (6 marks)

C State three strategies frequently used in destinations 
to reduce the negative environmental impacts of 
holiday traff ic and explain why each is used.  (6 marks)

D Discuss how awards such as the ‘National Tidy Towns 
Awards’ and the ‘Tourism Town of Ireland’ help the 
development of the tourism industry in particular 
destinations.  (9 marks)
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Emirates Towers, Dubai
Jumeirah Emirates Towers named ‘Best Business 
Hotel’ in the Middle East

Jumeirah Emirates Towers, the luxury city hotel and a 
Dubai landmark, was presented with the award for the 
Best Business Hotel in the Middle East at the Business 
Traveller Magazine Awards. Jumeirah Hotels & Resorts 
were also awarded Best Business Hotel Chain in the 
Middle East.
Th e Business Traveller Magazine Awards are judged 
independently by the magazine’s readers and are widely 
recognised as the leading accolades in the business 
travel industry. On receiving the award at the ceremony 
held at Th e Royal Garden Hotel in London, Imran 
Changezi, Hotel Manager of Jumeirah Emirates Towers, 
said: ‘We are delighted to win this award, even more 
so as it is the 11th consecutive year that we have been 
named Best Business Hotel in the Middle East. It is a 
testament to the consistency of our service standards, 

and demonstrates that we are still the hotel of choice for 
business travellers to the Middle East’.
An iconic landmark where business meets pleasure, 
Jumeirah Emirates Towers hotel in Dubai is located 
in the heart of the city, within a few minutes’ walk 
from Dubai International Financial Centre. Off ering 
everything that a business traveller would need, the 400 
rooms and suites of the luxury hotel recently underwent 
an extensive renovation, refurbishing all of its rooms 
as well as the signature steak restaurant Th e Rib Room 
and Al Nafoorah restaurant, specialising in Lebanese 
cuisine. In addition, Jumeirah Emirates Towers recently 
opened Alfi e’s restaurant in the Boulevard, the award-
winning shopping destination connecting Jumeirah 
Emirates Towers Offi  ce Tower and Hotel Tower.
 Its business facilities are what set Jumeirah Emirates 
Towers apart from other business hotels in the region. 
Th e hotel’s conference and business facilities are second 
to none – 12 boardroom style Congress Rooms are 
situated on Level 1–5 in the Hotel Tower and level 3 is 
occupied by a fully equipped Biz Pod business centre, 
with state of the art life-size video conferencing system, 
along with three intimate boardrooms that are open 
24 hours a day.

Source: Adapted from eTurboNews (www.eturbonews.com)

Suggested questions for Case study 16

A Describe the facilities provided by Emirates Towers 
for the convenience of its business guests. (4 marks)

B Many of the guests staying at the hotel will have 
flown to Dubai. Explain three ways in which major 
international airlines meet the needs of their business 
class passengers. (6 marks)

C Some guests may take part in an excursion during 
their stay in Dubai. State three ways in which 
excursions can be pre-booked and briefly explain why 
a tourist might choose to use each method of booking.
 (6 marks)

D Assess the methods used by major hotels to increase 
their occupancy rates. (9 marks)
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Mas Vidrier in Torrelles de Llobregat, Spain
Welcome to Mas Vidrier

Mas Vidrier, a former Manor House whose origins date 
back to the 17th century, is located around 18 km from 
Barcelona, in Torrelles de Llobregat. Th e property is 
pleasantly situated in the natural environment of the 
Garraf massif. It is a popular venue for weddings and 
corporate events. Each function held at the property 
will be completely private and unique. Th e policy of the 
venue is to only host one event per day.
Mas Vidrier has several spaces to hold events, both 
inside the main house as well as in the surrounding 
garden. Th e garden area can be used for open-air 
functions. Inside you will fi nd two large rooms:
• cellar lounge: with the original architecture of the 

farmhouse, this is an ideal space for smaller events. It 
can accommodate up to 100 guests.

• garden lounge: is a room with large glazed sides 
which off ers incredible views of the garden. It can 
accommodate up to 300 guests.

As well as off ering a variety of event spaces, the venue 
provides audio-visual technical services, projectors, 
sound equipment, and so on. Th ere is ample private car 
parking for guests.

Locations:

• cellar lounge: 100 guests in banquet and 250 in 
cocktail set-up

• garden lounge: 300 guests in banquet and 450 in 
cocktail set-up

• library: 60 guests
• disco room/cinema: 80 guests
• main garden: 450 guests in cocktail set-up
• pool garden: 80 guests in cocktail set-up
• front garden: 150 guests in cocktail set-up.

Sources: Adapted from the website of Mas Vidrier 
(masvidrier.com)
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Suggested questions for Case study 17

A Describe two ways in which the international travel 
characteristics of wedding guests and corporate event 
attendees are similar. (4 marks)

B With reference to Case study 17, explain three ways in 
which Mas Vidrier is likely to appeal to couples for use 
as a wedding venue. (6 marks)

C Some of Mas Vidrier’s customers may be 
visiting an overseas destination for the first time. 
Explain three ways in which a local tourist board can 
make information available to visitors once they have 
arrived. (6 marks)

D Discuss the reasons why some couples choose to get 
married overseas. (9 marks)
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Morro Rock, California, USA
Morro Rock, State Historic Landmark

Morro Rock was formed about 23 million years ago from 
the plugs of long-extinct volcanoes. Morro Rock was an 
important navigational aid for sailors for over 300 years 
because at 576 feet tall it was a visible landmark. 
Portuguese explorer, Juan Rodriguez Cabrillo named the 
rock ‘El Morro’ in 1542. In Spanish ‘Morro’ means crown 
shaped hill. Morro Rock, sometimes called the ‘Gibraltar 
of the Pacifi c’, is the last peak of the Nine Sisters, which 
extend from San Luis Obispo to Morro Bay. 
Th e rock itself was mined on and off  until 1963. Morro 
Rock provided material for the breakwater of Morro Bay 
and Port San Luis Harbour. In 1966 a bill was introduced 
which transferred the site to the State of California. Later 
the San Luis Obispo County Historical Society and the 
City of Morro Bay succeeded in getting the Morro Rock 
declared as a California Registered Historical Landmark. 

Th e rock has since been designated a bird sanctuary for 
the Peregrine Falcon and other bird species.
Morro Rock is now part of a beautiful Northern 
Californian beach destination with a rough ocean 
environment and sandy dunes. Th e location is oft en 
used for commercial photographic shoots, weddings and 
festivals. During the summer months the Morro Bay 
Harbor Department staff s two lifeguard towers on the City 
Beach. Lifeguards are on duty from 10 a.m. to 6 p.m., and 
beachgoers are always encouraged to consult them before 
entering the water.  No open fi res or fi reworks are allowed. 
Th e area also has sensitive Snowy Plover nesting areas that 
are fenced during nesting season to protect their habitat.

Sources: Adapted from www.morro-bay.ca.us
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Suggested questions for Case study 18

A Describe two ways in which Morro Rock’s designation 
as ‘a California Registered Historical Landmark’ is 
likely to have been of benefit to the destination.
 (4 marks)

B With reference to Case study 18, explain three ways in 
which Morro Rock will appeal to visitors. (6 marks)

C Leisure tourists oft en engage in recreational activities 
whilst they are on holiday.  State three outdoor 
recreational activities popular with holidaymakers 
and briefly describe how each activity can be 
influenced by the weather. (6 marks)

D Discuss the ways in which inland mountain areas can 
be developed for tourism purposes. Support your 
answer with examples. (9 marks)
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Barcelona FC’s Camp Nou stadium
Th e Camp Nou Experience

Th e construction of Camp Nou started on 28 March 
1954 as Barcelona’s previous stadium had no room for 
expansion. Although originally planned to be called 
Estadi del FC Barcelona, the more popular name Camp 
Nou was used. Construction took three years, going 
336% over budget for a fi nal cost of 288 million pesetas. 
Th e stadium was offi  cially opened on 24 September 
1957. Th e stadium underwent an expansion in 1980, in 
anticipation of being used as a venue for the 1982 FIFA 
World Cup. Improvements saw the addition of boxes, 
VIP lounges, a new press area, new markers and an 
enhanced seating capacity. Camp Nou was one of several 
stadiums used throughout the 1982 World Cup and it 

was used to host the inauguration ceremony on 13 June 
in front of 121 749 spectators.
Th e facilities now include a memorabilia shop, mini-
pitches for training matches and a chapel for the 
players. Th e stadium also houses the second-most 
visited museum in Catalonia, which receives more 
than 1.2 million visitors per year. Museum visits can be 
combined with the tour of the stadium, which will allow 
visitors having ‘the Camp Nou Experience’ to:
• explore FC Barcelona’s Camp Nou stadium at their 

own pace
• retrace the footsteps of legendary players from the 

past and present
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• see the team changing room, chapel, presidential 
box, press room and more

• walk onto the pitch and get a 360-degree view of the 
largest stadium in Europe

• visit the FC Barcelona Museum and learn about the 
club’s history through audio-visual displays

• visit the special area dedicated to Leo Messi to see his 
four ‘Ballons d’Or’ and his three ‘Golden Boots’.

Camp Nou has been used for various purposes other 
than football, oft en hosting major concerts.
Pope John Paul II celebrated mass for a congregation 
of over 121 000 at Camp Nou on 17 November 1982. In 
1983 Julio Iglesias played for 60 000 people and other 
high-profi le performances at Camp Nou include those 
by Bruce Springsteen, Sting, Tracy Chapman and the 
Th ree Tenors. U2 performed a sell-out show in front of a 
crowd of 182 055 people. 

Source: Adapted from the website of Barcelona FC 
(www.fcbarcelona.com)

Suggested questions for Case study 19

A Outline the appeal of the ‘Camp Nou Experience’ to a 
visiting sports tourist. (4 marks)

B Explain three methods an independent traveller 
staying at a local hotel might use to book a place on 
the ‘Camp Nou Experience’ tour. (6 marks)

C Apart from guided tours, explain three ways in which 
venues, such as the Camp Nou stadium, are likely to 
generate revenue from international travellers on days 
when no sporting events take place. (6 marks)

D Discuss the diff erent ways in which it is possible to 
classify international tourists. (9 marks)
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British Airways flights from London Gatwick (LGW) 
British Airways sees increased family bookings from London Gatwick

British Airways has revealed that more families than 
ever are choosing to fl y from Gatwick. Th e airline has 
seen a 10% increase in family bookings and the trend 
is set to continue. In July and August, British Airways 
will serve around 7000 child meals on its long haul and 
European fl ights from Gatwick and cabin crew will give 
out over 26 000 special Paddington Bear Skyfl yer packs 
to keep its young customers entertained. 
Florida is the number one destination for British 
Airways from Gatwick during the school holidays, 
off ering 14 fl ights a week to the destination, with daily 
fl ights to Tampa and Orlando. Parents travelling with 

children can benefi t from family check-in and the 
chance to choose seats together free of charge 24 hours 
before departure. On long haul fl ights children also 
have their own television channels as well as a choice of 
family fi lms on the in-fl ight entertainment system. 
Gatwick is the only UK airport to join a new Family 
Friendly scheme, launched by the Family and Parenting 
Institute, which aims to make the UK more family-
friendly. Over the past 18 months, the airport has rolled 
out a number of family-friendly initiatives to help take 
the stress out of travel for families, particularly those 
with young children. Gatwick became the fi rst 
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UK airport to create separate security lanes – ‘assistance 
lanes’ – to give families travelling with young children in 
pushchairs extra help through security aft er checking-
in. Th e airport has also created dedicated ‘kids’, zones’ 
in the departure lounges of both terminals for children 
aged up to fi ve years to enable parents and guardians to 
relax while their children are kept entertained.
Th e second most popular long haul holiday destination 
for British Airways customers is Barbados. British 
Airways has also introduced the family favourite 
destination of Malaga to its Gatwick schedule, moving 
the service from Heathrow and almost doubling 
frequency to 27 fl ights a week. 

Source: adapted from eTurboNews 
(www.eturbonews.com)

Suggested questions for Case study 20

A With reference to Case study 20, describe two ways 
in which London Gatwick airport has attempted to 
become family-friendly. (4 marks)

B Discuss the reasons why many holidaymakers 
travelling to Florida are likely to have booked a fly-
drive package for their trip. (6 marks)

C Explain three circumstances in which national 
government agencies will issue warnings against 
travel to a destination. (6 marks)

D Discuss the view that mass tourism is not sustainable.
 (9 marks)
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Cape Town’s Two Oceans Aquarium
15 reasons you’ll have oceans of fun at this underwater wonderland

Whether you’re a small fry or a big fi sh, an escape into 
the enchanting world of the Two Oceans Aquarium is 
bound to be an unforgettable experience.
With more than 3000 creatures and 88 species on 
show, the aquatic entertainment land gives both adults 
and little ones the chance to come face-to-face with 
predators of the deep, fi sh as multi-coloured as the most 
vibrant rainbow, crabs the size of toddlers and feathered 
friends so lovable they don’t mind a soft  pat on the head.
Not to mention, this year the Two Oceans Aquarium 
received the 2015 Traveller’s Choice Award from 
TripAdvisor. Th is is the second year the aquarium has 
received this accolade once again proving itself worthy 
of global recognition, both thanks to its breathtaking 

exhibits and its commitment to educating visitors about 
the marine environments on South Africa’s doorstep.
And if you’re still not convinced this V&A Waterfront 
wonderland is worth a visit, here are 15 reasons to 
dive under the sea. Also, don’t forget, the Two Oceans 
Aquarium is open 365 days a year, and if you become 
a member, you get free entrance into the venue for 
12 months!
1 Explore the vibrant and colourful Atlantic and 

Indian oceans without ever having to get wet! Th is 
is your chance to venture under the sea, no scuba 
diving certifi cation or snorkel skills necessary.

2 See species that can’t be found in any other aquarium.
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3 Touch and feel an assortment of marine creatures.

4 Bask in the glory of the stunning I&J Exhibit. 
It’s the fi rst display of its kind in South Africa to 
feature a 10-metre tunnel.

5 Experience an other-worldly Jelly Gallery.

6 See species completely unique to out local 
coastline.

7 Wonder at one of the only living kelp forests in the 
world.

8 Watch the animals get fed.

9 Meet cute rockhopper penguins face to face.

10 Dive with creatures of the deep.

11 Support an aquarium that rehabilitates creatures.

12 A new restaurant will be opening soon.

13 Rain, shine or public holiday, the Two Oceans 
Aquarium is always open!

14 Educate yourself so you can be better to our Earth.

15 Be part of a body that puts conservation fi rst.

Source: adapted from Cape Town Magazine 
(www.capetownmagazine.com)

Suggested questions for Case study 21

A With reference to Case study 21, comment on the 
ways in which Cape Town’s Aquarium has developed 
several unique selling points. (4 marks)

B Explain three ways in which visitor attractions such 
as Cape Town’s Aquarium are likely to appeal to 
educational groups. (6 marks)

C Briefly explain why it is important for employees of 
international travel and tourism organisations to 
possess each of the following skills and qualities:

•	 good personal grooming
•	 ability to speak a foreign language
•	 first aid training. (6 marks)

D Discuss the ways in which tour operators can 
encourage responsible tourism. Support your answer 
with examples. (9 marks)
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Suggested responses
Case study 1

A The number of international visitors to the London 2012 
Olympics = 300 000

 The London hotel occupancy rate during the  
Olympics = 80%

 The amount spent using Visa cards in London restaurants 
during the Olympics = £450 million

 The River Thames sightseeing tour operator = City Cruises

B Restaurants and shops have complained that during these 
games visitors did not spend as much money on food and 
shopping as typical summer tourists and this was to be 
expected as their primary motivation in visiting London in 
summer 2012 was to watch the Olympics. All other tourist 
activities would have been of secondary importance. Most 
of the world was feeling the effects of the financial crisis 
and the weakness of the Euro in particular would make 
many European visitors very price sensitive, resulting in 
lower overall amounts of visitor spend. Furthermore, many 
hotels had raised their prices making visitors spending 
money more stretched and so less money was spent on 
secondary tourist activities.

C The development of any type of tourism event can help to 
support local populations by the creation of community 
facilities and services that otherwise might not have been 
developed. Through the building of event infrastructure, 
the tourism developments can bring higher living standards 
to a destination. Other benefits can include upgraded 
infrastructure and transport improvements, new sport 
and recreational facilities, restaurants and accessible 
public spaces. Tourism can also boost the preservation 
and transmission of cultural and historical traditions, as 
was seen in the London Olympics’ opening and closing 
ceremonies. This produces an increased sense of national 
pride and reinforces the population’s sense of identity.

D Tour guiding usually refers to the activity of accompanying 
a group of visitors around a particular site, town or part of 
a region, giving information on the history or geography 
of that area, pointing out item of interests and generally 
being responsible for conducting the group efficiently. 
The tour guide’s main role is to escort groups or individual 
visitors from abroad or from the guide’s own country 
around the monuments, sites and museums of a city or 
region interpreting, inspiringly and entertainingly, in the 
visitor’s own language the cultural and natural heritage and 
environment. The activity can be undertaken in a variety 
of ways. Since 1991, Big Onion Walking Tours has led locals 
and visitors alike on innovative and exciting tours through 
New York’s ethnic neighbourhoods and historic districts. In 

particular, their walking tours explore the many layers of 
history that make up the fabric of the city. Big Onion tours 
offer some of the finest, most comprehensive and thought 
provoking walks currently available. The company has won 
numerous awards, including “Best Walking Tour in New 
York City” by New York Magazine. City-Tour St. Petersburg 
is an official tourist product of St. Petersburg. Tour buses 
follow an approved route that covers principal monuments 
of the city and allows the acquisition of a general picture 
of the historical part of St. Petersburg. An interesting 
high-quality audio tour sees buses equipped with a multi-
channel language facility, which allows the passenger to 
listen to the audio-record in any language they choose: 
Russian, English, German, French, Spanish and Japanese. 
A convenient bus timetable with waiting pavilions (stops) 
for passengers allows visitors to cover the main points of 
interest. Cities built on rivers, such as London and Paris, 
also have sightseeing boat tours and these are also very 
appealing to tourists. Key aspects include the pre-planned 
route to see key sites and the fixed timetable means that 
taking the tour fits in with the individual tourist’s schedule. 
All tours can be booked in advance so there is no waiting 
and the guide’s or the recorded commentary provides 
tourists with all the visitor information that they require.

Case study 2

A An assessment of the restaurant’s kitchen staff =  
4 and 5 

 An assessment of the restaurant’s waiting staff =  
7 and 8.

B There are several ways in which the restaurant might 
assess customer service standards. Informal feedback 
is one way and this is when customers express their 
opinions direct to staff. Surveys can be taken and this will 
involve customer opinions and comments being recorded 
by staff. This primary data can then be analysed and an 
appropriate action plan drawn up. The use of a suggestion 
box is another possibility and customers can deposit their 
comments and observations to have them reviewed by the 
restaurant’s management in due course.

C The restaurant can keep up with rivals as increased 
competition in the marketplace means they have to 
improve and offer a service that customers demand. The 
24/7 availability allows customers to use the internet 
access and book at their convenience. This means booking 
online may be more likely to take place. Bookings and 
payment of deposits (if required) can be done in real 
time and this allows the restaurant to have immediate 
confirmation and distribution.
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D The National Maritime Museum in the UK has set 
procedures for the handling of complaints and other 
problems. These procedures and policies are outlined in 
the Museum staff handbook and form part of the contract 
of employment for all staff. It is important that customer 
comments and complaints are managed properly and 
the Museum has developed a computerised customer 
response mechanism (CRM) to do this. Key pieces of 
information (e.g. date, name, address, type of comment, 
member of staff dealing with comment and action taken) 
are all entered into standard templates of information 
fields. A visitor who complains about the quality of food 
in the Museum’s café might complete a comment card 
which is posted into one of the comment card stands, 
and these are emptied daily. For example, the complaint 
could be about the quality of the food, such as the food 
was cold or too expensive. The complaint is then recorded 
in a database, which is part of the Customer Response 
Mechanism, and the Museum records the customer’s 
details along with a summary of the complaint and the 
category it comes under. A copy of the comment card is 
sent to the relevant manager, who will discuss a course 
of action. This complaint then forms part of a monthly 
report for members of the senior management team to 
review. A letter is sent to the customer offering an apology. 
The system is comprehensive and allows for sequential 
tracking at a variety of stages in the complaint process. 
A key strength of this system is that reviews are possible 
throughout and corrective action can be taken in a secure 
and measured fashion.

Case study 3

A The leaflet is printed in English, German, Russian and 
Arabic, suggesting that most visitors will be from the 
UK, Germany, Russia and local Arab nations. English has 
become the world’s international business language and 
it is therefore no surprise to see it used at the top of the 
leaflet. Germany is a prosperous country and so many 
Germans can afford to travel overseas on a regular basis. 
Similarly, until the 2015 financial collapse, Russians used 
their oil and gas based prosperity to fund travel abroad. As 
the hotel is located in the UAE, many locals will be likely to 
visit at key holiday times such as the Eid celebrations.

B Some practices in use today include attempting to reduce 
or reuse waste water, such as inviting guests to have towels 
changed less frequently, thus reducing overall towel 
washing. Attempts are made to prevent waste food and 
various control measures are introduced. Similarly, hotels 
will encourage energy efficiency by using particular light 
bulbs and using timer controls, and so on. They also work 
with suppliers to reduce unnecessary packaging, try to 
use paper on both sides to reduce paper waste and avoid 
products with hazardous properties.

C Conflicts can arise due to initial construction and locals 
may be inconvenienced by construction noise levels and 
the general pollution of the environment by building 
waste materials. Once operational, the resort, if in a 
coastal location, may disrupt local fishing opportunities 
by privatising beach/coast access, thereby disrupting the 
traditional local economy and resulting in lower incomes. 
Similarly, water consumption by the resort hotel (guest 
room supplies, swimming pools and ground maintenance) 
may reduce levels of local wells reducing the amount 
available for local farmers.

D For example, at Uluru (Ayres Rock) in Australia, the Uluru 
Park management have attempted to provide tourists 
with a rewarding experience, while protecting the natural 
environment and securing a sustainable future for the local 
aborigine population. The Park attempts to achieve these 
goals using a variety of strategies. Entrance fees contribute 
to the cost of Park’s overall management and the Park 
has regulations in place that prohibit the removal of rocks 
and plants, overnight camping, the lighting of camp-fires 
and off-road driving. The public are also requested to 
respect sacred aboriginal sites. Shade-shelters and seating 
along the base walk of the attraction are constructed 
in local mulga wood, so as to blend in with the natural 
environment. In the same way the new sunrise viewing 
platform incorporates spinifex-thatched shelters and solar 
powered way-finder lighting. Furthermore, the Cultural 
Centre was constructed with locally made mud bricks. The 
Yulara Resort beyond the Park boundary is deliberately 
low-rise. It also uses solar panels to generate power, treats 
waste-water and recycles waste. The Cultural Centre 
raises visitor awareness of issues and helps to counter the 
effects of commodification, so minimising negative socio-
cultural impacts. Sales of authentic souvenirs also help to 
preserve and revitalise traditional crafts, which otherwise 
might be replaced by cheap, mass-produced imitations. 
Regular wildlife surveys monitor the desert ecosystem. 
The Park contains a number of vulnerable species, such as 
the brush-tailed mulgara and the great desert skink. The 
endangered Rufous hare-wallaby, which is particularly 
important to the local tribe, has been reintroduced to the 
Park. Raised walkways and handrails designed to prevent 
tourists at Uluru touching aboriginal rock art have been 
installed. Run-off is also channelled away from paintings 
to reduce rainwater damage. Brushwood bundles laid 
beside the base-walk discourage tourists from straying 
from desert paths. Spreading visitor pressure is important. 
Trails are being developed such as the base walk, signed 
at regular intervals so walkers can check their location 
and with emergency phone points, water-taps and shade 
shelters. All of these strategies contribute to the Park’s 
sustainable future.
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Case study 4

A Overall visitor arrivals tended to increase over the decade 
but there has been much variation. 2001 saw the lowest 
total but numbers had recovered by 2004. A secondary 
decline was experienced during the period 2007–9 but 
figures for these three years were higher than in 2000–2. 
The decade ended with strong growth in 2010 and this 
appears to have been part of a recovery since 2008.

B Many destinations undertake surveys and official statistics 
record origin (international or domestic) so that potential 
target markets can be identified. This information can then 
be broken down country by country and region by region. 
Also, it is important to understand which tourism market 
segments the destination wishes to attract and serve, as 
tourists fall into a very diverse set of categories with quite 
distinct needs and wants. For example those on business, 
leisure or VFR are clearly tied to particular resources, 
businesses, and facilities within particular destinations. 
However, many locations widen their appeal to particular 
niche markets and recording the purpose of visit provides 
information about this. The Ministry can then monitor 
the development of such things as medical, religious 
and sports tourism. Furthermore, in deciding the relative 
importance of these different segments, planners need 
to assess both their ability to provide required services 
(do you have enough rooms?), as well as the demand 
for different types of trips relative to the supply and the 
competition elsewhere.

C On average, most all-inclusive package tours will only 
yield about 20% of travellers’ expenditures going to local 
business within the destination. Furthermore, import 
leakage occurs when tourists demand standards of 
equipment, food and other products that are not readily 
available in the host country. There are other negative 
economic impacts in destinations with many all-inclusive 
resorts as these can exert a clear restraining influence on 
local economies because local businesses cannot earn 
income from tourists when they remain for their entire stay 
at the same resort. Furthermore, major all-inclusive resorts 
also tend to import more and employ fewer local people 
and so a much smaller multiplier effect is felt within the 
local economy.  

D Handicrafts are an integral part of the tourism experience 
for most international tourists. The tourist’s interest in 
purchasing local souvenirs not only creates financial 
opportunities for local artisans and the promotion of 
local culture but it also provides great potential for 
tourism development in general. However, the connection 
between tourism and handicrafts has not always been fully 
recognised or developed in many emerging destinations. 
Tourists can enjoy the host country most when they take 
home good quality handicrafts and fond memories of 
their host countries. Thus there are lucrative opportunities 

to realise job creations and to earn valuable foreign 
exchange as well as promotional opportunities for the 
host destination. It is clear that handicrafts form a vital 
component of tourism worldwide. They are a multi-million 
dollar industry which provides a livelihood of millions 
of craftsmen and women. Tourists increasingly want to 
buy genuine local craft products and in doing so provide 
work and help to protect the culture of the host country. 
Furthermore, handicrafts and tourism in general serve 
to reduce poverty especially in remote rural areas of 
many countries. There are many positive consequences 
of tourism that arise when tourism is practised and 
developed in such a sustainable and appropriate way. 
The money generated by the sale of tourist souvenirs 
supports the creation of community facilities and services 
that otherwise might not have been developed and it can 
bring higher living standards to the local population in the 
destination.

Case study 5

A •	 	two-night	stay	in	Paris	travelling	by	Eurostar	=	‘City	
Break’

•	 seven-night trip game viewing in South Africa’s Kruger 
National Park = ‘Trekking & Safari’

•	 white water rafting in New Zealand = ‘Adventure Travel’
•	 flights London/Dubai/Sydney/San Francisco/London 

with stopovers = ‘Round the World’. 
B The main advantage of a city centre location is that it is 

accessible for both customers and the staff as the CDB 
area of most cities is well served by public transport. 
Their availability of premises with a corner site means 
that the travel agency can maximise footfall and 
have additional window space to display promotions 
effectively. Furthermore, city centres are now frequently 
pedestrianised and a large pavement area means that 
such sites have many people passing by.

C The ABTA membership is significant in a number of 
ways. ABTA agents have to abide by a code of conduct 
and give the customer accurate information, guidance 
about any health requirements and the passport and visa 
requirements for their travel arrangements. Customers 
also recognise that ABTA agents offer security should they 
experience difficulty, thus increasing their sense of security 
and peace of mind. Any complaints can go to ABTA for 
arbitration and so fair treatment is assured. Furthermore, 
the bond system and ATOL means that even if their 
company fails all payments are safe and customers will get 
their holiday or full refund.

D The process of tour packaging has changed dramatically in 
recent years as the advent of increased competition in the 
marketplace combined with consumer access to tourism 
products without the use of intermediaries, primarily 
through the use of technology, means that ‘do-it-yourself’ 
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packaging is becoming much more widespread. This 
allows consumers, individually or as groups, to assemble 
all the main components of their tour package (flights, 
hotel visits to attractions and so on) without the support 
or use of professional agencies such as tour operators and 
travel agents. Online booking facilities for travel tickets, 
hotel rooms and event bookings allow direct consumers 
to make their own arrangements for virtually all aspects of 
a holiday. In order to do this, however, consumers require 
access to the internet, the skills to use the technology, 
use of a credit card for payment and the time and skills to 
search for the wide variety of options available. 

 Many people now make their own arrangements because 
access to the internet is commonplace. It is easier and 
more convenient to surf the net at home or the office 
and book all the required components of travel online. 
Many people do this via their smart phones or tablets. 
Also, travel providers market themselves online and use 
social media channels to update individuals with offers 
fitting their online profiles. Such activities have effectively 
by-passed traditional high street travel agencies and more 
technologically aware consumers have little need of their 
services. They receive offers, obtain value for money, 
can confirm reservations and pay by card all in real time. 
E-ticketing has reduced waiting times and the online 
process is safe, secure and speedy.

Case study 6

A Twenty per cent of travellers are young people and 
youth travel generates in excess of US$185 billion in 
international tourism receipts. These young travellers 
are environmentally aware and tend to stay longer and 
interact more closely with the communities they visit than 
the average tourist.

B The World Tourism Organisation (UNWTO) is a 
specialised agency of the United Nations and the leading 
international organisation in the field of tourism. It serves 
as a global forum for tourism policy issues and is thus 
a practical source of tourism know-how for many types 
of organisation involved with international travel. Its 
membership includes 154 countries, 7 territories and over 
400 Affiliate Members representing the private sector, 
educational institutions, tourism associations and local 
tourism authorities and so policy implications are felt on 
a global scale. UNWTO is committed to the United Nations 
Millennium Development Goals, geared towards reducing 
poverty and fostering sustainable development. The 
Organisation encourages the implementation of the Global 
Code of Ethics for Tourism, with a view to ensuring that 
member countries, tourist destinations and businesses 
maximize the positive economic, social and cultural effects 
of tourism and fully reap its benefits, while minimizing 
its negative social and environmental impacts. Under the 
guiding principles of the Global Code of Ethics for Tourism, 

the mission of the UNWTO Task Force is to support efforts 
to protect children from all forms of exploitation in 
tourism. Although its main focus is the protection against 
sexual exploitation of minors, it also includes child labour 
and the trafficking in children and young people.

C Governments will monitor international events, 
particularly for acts of terrorism, so as to warn their citizens 
of potential travel risks. The main dangers include attacks, 
kidnappings and acts of random violence. Areas that are 
war zones or experiencing political unrest or instability will 
be monitored because riots, strikes and civil disorder all 
pose risks and threats to international travellers. Natural 
disasters such as floods, hurricanes and disease outbreaks 
are also monitored because they similarly pose threats, 
representing a dangers and serious risks to the health of 
travellers.

D Many young international travellers now refer to posts 
on the internet such as travel blogs because there 
are important benefits of using them. The speed and 
convenience of getting current information, usually from 
their mobile phones, from the internet is particularly 
important. The content of such posts is usually based on 
first-person accounts and so the logistics of travelling to 
a particular destination are recorded through the eyes of 
experienced travellers for all to read. Furthermore, these 
are usually individuals who have had the time to really 
get to know particular places and they have good local 
knowledge. It is thus no surprise to find many younger 
international travellers increasingly turning to travel 
blogs and their respective social media channels like 
Facebook, Twitter, YouTube and podcasts for their 
information and inspiration. The most important benefit 
to these users is the ability to actually witness personal 
experiences through photos, reading stories, watching 
videos, listening to podcasts and getting tips and advice 
from other travellers who have already been there and 
done particular activities that are of interest to the 
individual young person.

Case study 7

A Scheduled air services run to a published time table. 
The service is regular and operates between particular 
destinations. The services are thus fixed and flights will 
operate regardless of their load factor. The service will take 
off regardless of the number of passengers being carried. 

B The service is very quick, only 8 minutes, journey time, and 
this will be a major attraction to passengers, especially 
business travellers. The service is very convenient, going 
from downtown Manhattan’s E 34 St. direct to JFK’s 
Terminal 9. The cost at $159 represents good value for 
money and an additional advantage is that passengers can 
clear security in advance and thus go air-side on arrival 
without additional checks.
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C All passengers will face check-in questioning. This helps to 
identify individuals who might pose a risk or threat to the 
travelling public. A document check takes place to deter 
terrorists and to help identify potential illegal immigrants. 
All bags will go through an x-ray scan to detect contraband 
and all passengers are subject to a personal scan to search 
out concealed weapons and other prohibited items.

D Airport terminal services help to meet a variety of 
international travel needs. Services provided for all 
travellers include shops, food and beverage outlets, duty 
free sales, currency exchange, signage and disability 
access. Foreign nationals have access to multi-lingual 
staff, mothers have access to baby-changing facilities and 
prayer rooms are available for those wishing to use them. 
Business travellers have access to special lounges where 
they can work or relax and waiting areas are provided 
for all passengers, both before and at departure gates. A 
complete range of needs is thus met, including those of 
transiting passengers that have their own air-side area. 
Most passengers arrive early, due to prevailing security 
measures, and they have plenty of facilities to occupy 
them while waiting for their flight to be called. Of particular 
significance will be services provided for those with 
disabilities, such as gate access transfers for the elderly 
and infirm. Other types of special arrangements are put 
in place for unescorted minors. However, facilities tend to 
vary from airport to airport but most will offer variations on 
the above.

Case study 8

A Nagoya acts as a key node on the Japanese rail network. It 
is served by the Tōkaidō Shinkansen and has connections 
to destinations to the north (e.g. Inotani) and south (e.g. 
Shingu) of this route. Passengers from these areas must 
therefore travel to Nagoya in order to connect with the 
Tōkaidō Shinkansen, for journeys to Tokyo or Osaka. 
Nagoya thus acts as a regional ‘hub’ on the railway network 
and is a very accessible location.

B The Tōkaidō Shinkansen carries over 140 million 
passengers each year and it has transported more 
passengers than any other high-speed line in the world. 
The service runs between Tokyo and Osaka, the two largest 
urban areas in Japan, thus it has a very large number of 
potential customers. A key feature of the service is the fact 
that up to 13 trains run per hour in each direction, with 16 
cars each (1323 seats capacity). This makes it particularly 
popular with both leisure and business travellers. Though 
largely a long-distance transport system, the Shinkansen 
also serves commuters who travel to work in metropolitan 
areas from outlying cities.

C The disadvantages of air travel between these cities are 
as follows. Overall journey times are increased by having 
to go through various check-in, security and boarding 

procedures at the airport, with travellers having to arrive 
an hour before departure. Flights can also be subject to air 
traffic control delays. Airports are also located away from 
city centres and this adds additional commuting time to 
a business journey. Business travellers value speed (time 
is money) and convenience and they will choose the most 
convenient and reliable methods of transport.

D The Venice Simplon-Orient-Express is a luxury train and 
overnight passengers are automatically given their own 
compartments, complete with wooden marquetry and 
brass fittings in original 1920s detail. The historic decor 
of the train and its atmosphere encourages everyone to 
dress to suit the occasion. Dinner provides passengers 
with a marvellous opportunity to recreate the style and 
glamour of a bygone age. For evening dinner many 
travellers will wear black tie or evening dress. At no 
time during the journey are jeans acceptable. Service is 
everything. A steward is available at all times and may be 
called by the bell in each cabin. He will take care of your 
passport during the journey, change your cabin from day 
to night configuration, serve breakfast and provide you 
with any other refreshments in your cabin as required. 
All Double Cabins are private, and include washbasins 
with hot and cold water, luxurious towels and toiletries. 
The journeys can be combined with stays at prestigious 
5-star hotels, such as the Cipriani in Venice, and the 
London–Venice route is marketed as the most popular and 
prestigious luxury train journey through Europe.

Case study 9

A Although Europe dominates international tourist 
movements in both years, we can see that Europe’s overall 
share has declined by approximately 6% between 1995 
and 2010. The Americas’ share has also declined but by 
a smaller amount. On the other hand there has been a 
significant increase in Asia and Pacific’s share, up 5% 
during the period 1995–2010. On a smaller scale, the 
Middle East has also grown by approximately 2%.

B There are many types of political event than can represent 
a threat to international travellers including such things as 
strikes, riots, terror attacks and the on-going Euro crisis. 
For example, there have been riots in Athens as protesters 
show their displeasure at the country’s austerity reforms 
and these represent a threat to tourists. Visitors may 
feel unsafe and shops and services will be closed, and 
this will reduce the appeal of the destination. Similarly, 
natural disasters can include events such as tsunamis, 
floods, earthquakes, hurricanes and volcanic eruptions. 
All of these can affect international travel. For example, 
the 2011 volcanic eruption in Iceland produced an ash 
cloud that disrupted transatlantic travel for over a week 
and travellers were subject to flight cancellations and 
many were stranded in overseas destinations without 
accommodation.

34

Cambridge International AS and A Level Travel and Tourism



C The internet offers travellers a wealth of choice and they 
can access thousands of travel reviews and commentaries 
to get realistic and trustworthy advice. Information comes 
in various formats such as virtual tours and 360-degree 
panoramas. There are sites with candid, up-to-the-
moment and live reports and these represent the most 
accurate details available. As well as detailed information, 
travellers can get news updates and read about specialist 
topics on various ‘blogs’ and ‘tweets’ that allow the readers 
to join in the conversations.

D The factors influencing the appeal of Dubai to a growing 
number of international tourists include the following. In 
terms of the accessibility of the destination, the Emirates’ 
route network, with London seven hours away, Frankfurt 
six, Hong Kong eight and Nairobi four, means that a 
large a large potential market can easily arrive in Dubai. 
They are attracted by the sunny desert climate with 
little or no rain, which makes for a popular winter sun 
destination for northern hemisphere residents. There is 
a wide variety of scenery in a very small area so that in a 
single day the tourist can experience rugged mountains, 
awe-inspiring sand dunes and sandy beaches. These 
differing environments allow visitors a choice of adventure 
activities such as Wadi-bashing – exploring the wadis or 
dry beds of streams that flow after the winter rains from 
the Hajar mountains. Dubai has a range of accommodation 
options to suit all pockets, from the seven star Burj Al 
Arab to a modern youth hostel. Dubai’s calendar offers 
numerous events and festivals catering for tourists, 
locals and business visitors, most of them packed into 
the high season, between November and March, when 
the climate is most pleasant. The city hosts several major 
sporting events, offering huge cash prizes and drawing 
the world’s top sporting personalities. The year starts with 
the Standard Chartered Dubai Marathon in January. The 
cultural appeal of the ‘exotic’ Middle Eastern atmosphere, 
associated with the hustle and bustle of the souks and 
dhow wharves along Dubai Creek, plus the distinctly 
Middle Eastern architecture of the wind towers, mosques 
and palaces are all attractive to visitors. Dubai has thus 
emerged as one of the 21st century cities with its rapid 
growth and iconic structures, and with its many world’s 
‘firsts’. There are numerous places to visit and see, be it a 
heritage site, the old Bastakia area, the Dubai creek, the 
landmarks such as Burj Khalifa, the Palm, the Atlantis, Ski 
Slope, the theme and beach parks or the unique nature 
reserve, among others.

Case study 10

A Leisure tourism can simply be regarded as being travel 
during an individual’s free time for pleasure and recreation 
such as a holiday. Ecotourism is purposeful travel to 
natural areas to understand the culture and natural history 

of the environment, taking care not to alter the integrity of 
the ecosystem, while producing economic opportunities 
that make the conservation of natural resources beneficial 
to local people.

B The basic reasons lie in the frictional effect of distance, 
intervening opportunities and overall level of demand 
related differences in development. Tourism participation 
rates in MEDCs such as the USA and Canada are high 
reflecting high disposable income levels. The exchange 
rate is favourable for such visitors and Costa Rica is easily 
accessible from hubs such as Miami. The availability of 
flights to Caribbean destinations is high, reflecting the fact 
that it is viewed as an accessible destination with clear 
proximity to the North American mainland.

C Previously undeveloped coastal areas, particularly in 
LEDCs, are subject to a variety of negative environmental 
impacts when tourism development takes place. There is 
an increase in noise pollution as much heavy machinery is 
in daily use during the construction phase of development. 
Finished buildings, especially high rise ones, cause visual 
pollution because they are unsightly and can seriously 
impair natural views (such as around Dubai marina). The 
coastal zone may suffer water pollution as some building 
waste will inevitably end up in the sea and there will be 
wildlife disruption as habitats are lost or damaged both on 
land and sea affecting species such as turtles.

D The pressures on fragile destinations caused by an 
increase in visitor numbers can be relieved to some 
extent by different strategies that seek to increase 
overall destination carrying capacity. On a small scale, 
the local environment can be made more resistant to 
impacts by using infrastructure to ‘harden’ a site such 
as wooden board walks, paving slabs or the installation 
of permanent moorings at fragile coral reef sites. It 
might also be possible to relocate infrastructure to more 
resilient areas such as moving a mountain refuge to an 
area less prone to erosion. On a wider scale within fragile 
areas it is sometimes possible to modify or alter visitor 
distribution of people through traffic management, car 
parks, paths and barriers. If visitor behaviour is an issue 
then strategies to alter this may include interpretation 
boards, visitor centres and the establishment of new 
trails and activities. In more enclosed areas or locations 
the use of timed ticket entry to reduce concentrated 
visitor flows can be considered. One of the best ways to 
manage carrying capacity issues and to reduce conflicts 
between visitors and the environment is to create a 
system of zoning an area for compatible activities and 
thus to Influence the types of tourism activities practised 
at a site by providing or not providing particular 
facilities. Money helps address many of the issues and 
those responsible for managing the destination should 
consider ways in which they might raise revenues to 
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be put back into the site such as the Ecotax on entry 
in Belize, charging fees at American national parks or 
simply expanding parking charges at all local car parks 
serving the location.

Case study 11

A A survey of visiting tourists found that most visitors 
spent time in London viewing major attractions, eating 
in restaurants, drinking in pubs and going shopping. This 
means that visitors undertake sightseeing, spend money 
on types of food and beverages as well as purchasing items 
for themselves or as souvenirs. 

B Such tours are popular because they take visitors to the main 
tourist sites and the big windows and open top buses allow 
photographs to be taken easily. Passengers get a good view 
of the main city sights. The service allows you to hop on and 
off at will as the ticket price allows all day travel. Visitors can 
thus explore at will. There is a commentary, some in foreign 
languages, so it is easy to understand and ask questions. 
Open top buses are particularly good for sightseeing in hot 
weather and if visitors have limited free time they know that 
the itinerary covers the major attractions.

C National tourism agencies, such as VisitBritain, are usually 
responsible for marketing the country overseas. They 
will work with thousands of organisations in the country 
and overseas to market the destination successfully to 
visitors from around the world. They will also work to 
promote the tourism industry within the country itself to 
stimulate domestic tourism. The national agency will work 
in partnership with the government, the industry and our 
strategic partners to promote the country in key overseas 
markets. Many national agencies have established a 
network of international offices supported by a home-
based main office providing marketing, commercial, 
research and policy support. Another important role of 
such organisations is to provide government with advice 
on tourism policy and raise awareness of the significance 
of tourism to the national economy. 

D Every year brings uncertainties and new challenges for 
the tourism industry in the UK and elsewhere in the 
world. Terrorism, wars, exchange rate changes, oil price 
fluctuations, economic downturns, safety and security 
are just some of the risks facing the industry in the short, 
medium and longer terms. The UK travel and tourism 
industry, like other sectors of the economy, has to be 
preparing for what may be in store. In terms of economic 
threats, the perceived high costs of tourism services and 
products in the UK may increasingly encourage foreign 
nationals to holiday elsewhere. In particular a weak US 
dollar is likely to discourage Americans from travelling 
abroad thus reducing a traditional supply of UK visitors. 
The UK is a particular destination at risk from a variety 
of sources. It has suffered from terrorist attacks and the 

London and Glasgow bombings caused havoc to visitor 
numbers. Destinations have to make significant efforts 
to recover from such events and it takes a long time to 
recover from the effects of a negative press. The success 
or otherwise of the 2012 Olympics will have a significant 
effect on future visitor numbers.

Case study 12

A Kashmir is home to a variety of wildlife species such as 
the wild Markhor goat, the Tibetan wolf, brown bears and 
musk deers. Ecotourists can see these and other animals 
if they visit the Horpora Wildlife Sanctuary in the Shopian 
district of Kashmir. Furthermore, the area has launched 
the first-of-its-kind ecotourism camp site where tourists 
can expect to be closer to the region’s wildlife. The camp 
site is made entirely out of natural materials, principally 
wood and grass, and will have a low impact on the natural 
environment.

B The mountainous region of Kashmir has been a flashpoint 
between India and Pakistan for decades. Isolated for 
almost 20 years due to the difficult political conditions, 
visitor numbers have been low because of the perceived 
threats of terrorism and armed conflict. This has been 
heightened because of the ongoing Afghanistan situation. 
Regardless of such political influences, the area does 
not yet have the infrastructure to support large numbers 
of international tourists and the current hotel capacity 
in Kashmir is not enough for the growing tourist influx. 
Gulmar, a ski station and one of the most popular tourist 
destinations in the region, has a total of 1500 guest rooms. 
Houseboats, a popular form of accommodation in the 
valley represent a total of 2694 guest rooms. The region 
remains undeveloped from an international perspective.

C There is always a potential conflict between adventure and 
nature when tourism develops. Adventure activities can be 
both land-based and water-based so impacts are likely in 
both types of environment. For example, water skiing can 
cause swells that over time increase erosion, and motor 
engines can have petrol leaks that pollute the water for 
fish as well as tourists wanting to swim. Divers can damage 
coral reefs and disturb fish leading to an overall decline 
in the marine habitat. On land, trekking in upland areas 
produces footpath erosion. Large areas of vegetation can 
suffer trampling, particularly if visitor numbers are high. 
Similarly, in areas like the Inca Trail, adventurous tourists 
largely contribute to pollution in the area by leaving 
rubbish along the banks of the Urubamba River and the 
untreated sewage within it. Problems are focused also 
on the camp sites for backpacking groups, unregulated 
latrines and issues of waste disposal.

D Self catering is where you hire a house, cottage or 
chalet, usually by the week, and cater for yourself. These 
properties are fully furnished, and the more expensive 
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houses have swimming pools and tennis courts. The UK, 
for example, has thousands of self-catering options, from 
seaside apartments to cottages in the mountains. Self 
catering can provide good value for money if there are lots 
of people in the travel group, for example a large family. 
Self catering also offers the freedom to come and go as 
you please and the privacy of having your own retreat. The 
ability for travellers to talk with the owner gives a better 
chance of determining whether the accommodation is 
right for their needs and preferences. These rentals are also 
often conveniently located near the town or popular tourist 
destinations, enabling tourists to see as much as possible 
with little travelling involved. Another option for self-
catering holidays involves caravans. This is considered the 
most cost efficient option, as the vehicle also doubles as 
the accommodation. Families and groups can travel from 
one park to another without having to worry about finding 
a place to stay in the area. The UK has also acknowledged 
the increase in popularity of this type of travelling 
accommodation by constructing holiday parks. These are 
great for children, regardless of age, having playgrounds to 
keep them busy and entertained during the stay. There are 
also activity clubs for the younger children. Self catering 
cottages are more expensive than caravans, but are still 
significantly cheaper than a stay in a hotel.

Case study 13

A Booking tickets online saves the customer money 
(£14.40 per adult) or booking by phone is also convenient 
and allows access to ‘priority’ tickets.

B Front line attraction staff, such as those shown in the 
photograph, will receive training to improve their overall 
skills. Good communication skills are needed such as 
clear spoken English so that customers understand and 
will receive correct number of tickets, and so on. Good 
numeracy skills are needed to calculate costs, give correct 
change, apply discounts and cash up all takings correctly. 
Good ICT skills are needed to operate ticket systems, and 
handle online reservations.

C Pre-booking of groups to prevent congestion and long 
waits are common at large attractions to improve the 
customer experience. Having additional staff on duty at 
busy times reduces the length of queues and they can 
answer questions and issue appropriate guidance. The use 
of clear signage (electronic and poster displays shown in 
photograph) keeps customers informed of key issues, thus 
reducing need to ask for help.

D The job role of a Planet Hollywood restaurant hostess is an 
important one. The hostess is the first employee to interact 
with arriving guests as they enter the restaurant. It is the 
job of the hostess to greet arriving guests, welcome them 
into the establishment and seat them. The guests receive 
their first impression of the service of the restaurant by 

their exchange with the hostess. The hostess is a personal 
representation of the service and overall hospitality of 
the staff of the restaurant. While guests are waiting to 
be seated or waiting for take-out orders to be ready, it is 
the job of the hostess to ensure that the guests are made 
comfortable and kept informed of the status of their orders 
or wait times. In some of the company’s restaurants, 
the hostess offers drinks to the guests who have to wait. 
The responsibilities of the hostess include monitoring 
the open dining sections of the restaurant for empty 
and cleaned tables, estimating wait times for guests, 
monitoring the guest waiting list, and ensuring that the 
needs of the guests are met while they are waiting. The 
hostess is often responsible for answering the telephone, 
booking reservations and moving tables together to 
accommodate large parties. As guests arrive, the hostess 
assesses the dining room and, if an accommodating table 
is available, escorts the guests to the dining room. In some 
restaurants, hostesses are also responsible for taking initial 
drink orders. Depending on individual restaurant policy, 
hostesses either fill the drink order or give the information 
to the responsible food server. Upon returning to the 
station, hostesses also make any necessary changes to the 
dining room occupancy chart.

Case study 14

A New Zealand benefits from Chinese tourism in a number of 
ways. China is one of New Zealand’s fastest growing visitor 
markets with growth of 22%, making it New Zealand’s 
fourth largest inbound tourist market with 133 000 visitors 
in the past year. Chinese visitors injected NZ$410 million 
(US$337.1 million) into the New Zealand economy in the 
12 months to June, thus generating significant positive 
economic impacts. China Southern Airlines services are 
forecast to give the economy a boost of NZ$100 million, 
maintaining the positive trends.

B This gives Maori Tourism exposure at a very high profile 
international travel event. The CITE attracted 1000 
exhibitors and 150 000 visitors to the previous event, which 
also boasted on-site business deals worth 1.8 billion yuan 
(US$281.7 million) and sales revenues totalling 100 million 
yuan. Furthermore, this event will give Maori Tourism 
access to the local market in Guangdong. According to the 
Tourism Administration of Guangdong, outbound visitors 
from the south China province totalled 39.5 million last 
year, up 20.5% year on year, accounting for 70% of the total 
national outbound figures. Thus, much market potential 
can be tapped both during and after the event.

C The characteristics are as follows. A scheduled airline 
provides a regular service between two destinations 
operated according to a published timetable, flying 
regardless of load and available for use by any member 
of the public. Examples include so-called national flag 
carriers such as British Airways, Air France and Singapore 
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Airlines. A chartered airline provides a service whereby all 
of the seats for a particular flight have been pre-booked 
by a tour operator, for example, for use with package 
holiday customers to a specific destination. They tend to 
fly from regional airports and only operate during peak 
holiday periods. Budget airlines are low cost carriers such 
as EasyJet and Ryanair. In order to keep costs low they 
offer ‘no frills’ services and passengers must pay extra to 
receive on-board refreshments and entertainment. Low 
cost airlines also tend to use smaller, regional airports as 
their base because of the cheaper rates charged by these 
airports.

D Airport transfers are an ancillary travel product and are 
usually available to international travellers in a variety 
of ways. Some package holidays will include transfers 
as part of the package while other companies will sell 
private transfers as an optional extra. Depending on the 
type of trip, they might be pre-bookable at the travel 
agency or sold direct on the internet by a local operator. 
At the destination, such transfers can often be obtained 
in a variety of ways. Public transport or taxis are readily 
available, as is car hire. Many independent travellers prefer 
this approach and will use local providers for convenience. 
In general, travellers will use the provider that best meets 
their individual needs and expectations.

Case study 15

A There are four criteria used to judge the contestants. 
‘Sense of Place’ refers to how the town tells its own 
unique story to visitors, what’s special about it, and what 
distinguishes it from other towns. ‘Local Involvement’ 
will consider how the local community works together 
to provide an authentic visitor experience. ‘Tourism 
products available’ assesses what each town has to offer 
visitors. Finally, ‘development and promotion of the 
town’ considers how the town takes a unified approach to 
marketing and developing the town into a ‘tourism town’.

B Increased accommodation options means that more 
tourists can become staying visitors. Staying visitors tend 
to spend more thus generating increased revenues. They 
are more profitable than day trippers, spending longer 
in the destination, and this would help maximise overall 
spending and retain it within the destination. Furthermore, 
the hotels help create a multiplier effect (food, drink, 
services, staff wages and so on) and this benefits the wider 
economy of the destination. 

C Destinations use a variety of strategies to minimise the 
effects of holiday traffic. Central areas of towns have been 
pedestrianised and traffic is banned. This means tourists 
can move around more freely, taking photographs and so 
on, and local bars and cafés can increase pavement seating 
areas. Signage helps route traffic away from central areas, 
thus decreasing congestion, and ring roads keep through 

traffic moving along peripheral routes. The use of car 
parks and ‘park and ride’ schemes, bus lanes and parking 
restrictions are other strategies used to keep central areas 
free of vehicle congestion.

D Tourist board awards can help the local tourism 
industry develop in a number of ways. Once they are 
established, awards create prestige for both the winner 
and the destination as a whole. Media coverage will 
increase awareness of the local tourism industry and 
businesses that win an award receive public recognition. 
Furthermore, the award logo can be used on promotional 
material and thus act as a ‘quality mark’ that enhances 
the brand. This will usually give the winning business or 
organisation a comparative advantage and generate extra 
customers. Awards also help to raise industry standards 
as certain criteria have to be met and this has the benefit 
of improving the overall tourist experience for visitors 
to the destination. Once an award is won, a benchmark 
performance is established and subsequent winners will 
have to match or exceed the previous standard. In this 
way, a climate of development is established and an award 
system is therefore a very good way for the tourist board to 
improve standards within the local industry.

Case study 16

A Facilities for business tourists include 12 boardroom style 
Congress Rooms, a fully equipped Biz Pod business centre, 
state of the art life-size video conferencing system and 
three intimate boardrooms that are open 24 hours a day.

B Most international carriers compete for lucrative business 
travellers and they offer a variety of facilities, both on the 
ground and in the air. Private car transfers are provided to 
help business passengers avoid delays and make the start 
and finish of the journey more convenient. Separate check-
in and boarding facilities are available so that business 
passengers can avoid queues and delays. During the flight 
a premium food and beverage service is provided so that 
passengers can work and then eat and drink when they want. 
A flat bed seat also allows them to sleep on a long haul flight, 
as well as providing them with more space and comfort.

C Such excursions can be pre-booked in a number of ways. If 
arrangements for the trip were made with a travel agency, 
excursions can be added to the itinerary at the time of 
booking the trip. Agencies offer these as ancillary services 
and it is convenient for the traveller to arrange everything 
at once. The hotel will have a tour desk and guests can 
book places on excursions having taken advice from the 
concierge staff. Finally, excursions can be booked over 
the internet via the operator’s website. This is available 
24 hours a day and customers can easily pay by credit card.

D Hotels will use various methods to minimise the effects of 
seasonality on their business operations. They will seek to 
maximise occupancy by offering a range of promotions, 
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particularly during low season periods. In addition to lower 
rates they may also offer ‘extras’ such as complimentary 
upgrades and free half board. To increase guest numbers 
new products can be introduced such as ‘spa breaks’ and 
‘beauty days’ aimed at particular market segments. The 
case study on Emirates Towers illustrates another strategy, 
the creation of new facilities. These can be added to help 
attract particular customer types and it is common to see 
meeting rooms being added or developed to increase 
the number of business customers. Hotels value business 
customers because they tend to spend more than leisure 
guests and the level of demand is less seasonal. Many 
hotels keep a database of guest details and use direct 
marketing to advise of new promotions and this is an 
efficient way of increasing repeat visits and thus keep up 
overall occupancy levels. In the same way they will operate 
a loyalty programme to reward their regular repeat visitors.

Case study 17

A The travel characteristics of both types are similar in terms 
of their length of stay as both will be of limited extent. 
Guests travel to attend the wedding and attendees travel to 
attend the corporate event. Similarly, both sets of visitors 
will require accommodation. In particular, this will be near 
the host venue as both types of visitor need to travel to 
where their event is taking place.

B Mas Vidrier offers a range of facilities that will appeal 
to those planning a wedding event. The grounds and 
gardens will offer many opportunities for official wedding 
photographs. The historic building as a backdrop will add 
to this appeal. There is a choice of rooms to host the actual 
reception and up to 300 guests can be accommodated. 
Finally, the married couple can be assured of both privacy 
and exclusivity for their celebrations. Mas Vidrier only 
accepts one event booking per day.

C Most tourist boards run a network of TICs and these are 
positioned in key tourist areas giving easier visitor access. 
The tourist board will maintain a website which is available 
worldwide 24 hours a day and stores much information 
about the destination. The board will supply local hotels 
with a selection of destination leaflets and publicity 
materials so that visitors can find out more about locations 
that interest them.

D A variety of factors influence couples to get married in 
an overseas destination. UK nationals, according to an 
ABTA survey, have a desire to combine both the wedding 
ceremony and the subsequent honeymoon. Already being 
overseas allows this to happen more readily. It is estimated 
that over 1.5 million British people are planning to travel 
overseas to a wedding this year, either as a guest or as 
part of a wedding party. The vast majority of these are 
under 35 years of age, and over 850 000 younger people 
are expected to travel overseas to celebrate a wedding 

this year. Some couples will be influenced by the press 
coverage of celebrity weddings and would be keen to have 
their own special event, particularly in a sunny tropical 
destination where good weather is almost guaranteed. 
However, the most significant factor for many couples 
will be the cost of such a wedding. A wedding abroad can 
be much cheaper than in the couple’s home country. For 
example, in terms of UK couples, the average cost of a 
wedding abroad is reported to be £7000–£8000 compared 
to over £20 000 at home. Favourite destinations for 
weddings overseas include Mauritius, Sri Lanka, Thailand 
and the Caribbean. The fact that major resort hotels will 
offer incentives such as the services of a ‘wedding planner’ 
means that all appropriate arrangements for a particular 
couple’s needs and wants can readily be organised.

Case study 18

A The destination will enjoy a degree of comparative 
advantage over rival locations and visitors will regard the 
designation as being quality assured in terms of historical 
interest and significance. The local tourist providers may 
refer to this status in their promotional literature, thus 
giving their operations an additional unique selling point.

B With a history dating back to 1542, cultural tourists 
interested in Californian history will find viewing the 
landmark interesting as it has a link to the first Spanish 
colonists. Ecotourists may wish to view the habitats of the 
Peregrine Falcon and Snowy Plover as the area around 
Morro Rock is a nesting/breeding ground for both species. 
The beach at Morro Rock has lifeguards during the summer 
season and this will attract bathers who wish to swim in a 
safe environment.

C Skiing requires low temperatures and fresh snowfalls. 
Sailing requires a strong breeze but not too strong to cause 
rough seas. Hill walking is best done in clear conditions, 
as fog would reduce visibility and create hazardous 
conditions at higher elevations.

D In the Alps of Europe the Swiss ski resort of Lenzerheide 
began its life as a tourist destination in 1882, when a 
former alpine dairy opened as the 30-bed Hotel Kurhaus. 
Other hotels and holiday residences gradually made an 
appearance as Lenzerheide became a much-frequented 
summer holiday resort. Switzerland’s first regular skiing 
courses were organised here in January 1903, with the 
participation of the best skiers then available in Central 
Europe. This created an instant recognition for Lenzerheide 
as a top ski resort. In 1942 a ski lift was built up to Piz 
Scalottas, and it was to remain Switzerland’s longest for a 
considerable time. Moreski slopes were developed as the 
years went by. Today the main skiing areas rise up on both 
sides of Lenzerheide. To the west is Piz Scalottas at 2323 m, 
which has the benefit of the morning sun, and to the east 
Rothorn slopes up to 2865 m and has the afternoon sun. 
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The possibilities for alpine skiing were extended through 
expertly prepared pistes for cross-country and downhill, 
as well as places for skating. The destination now provides 
155 km of slopes for downhill skiing, and with pistes 
above 2500 m, skiing and snowboarding are both assured 
throughout the season. There are now 40 ski lifts that are 
able to transport 39 510 skiers or snowboarders per hour. 
The resort has Switzerland’s longest illuminated run for 
night skiing. In summer there are 170 km of signposted 
hiking routes and walking trails as well as over 300 km of 
signposted cycle routes. The Heidsee lake, with its water 
sports centre and lido with children’s pool, is an attraction 
for families and water lovers. Lenzerheide has one of the 
loveliest 18-hole alpine golf courses for use in the summer 
months and there are many other attractions on offer 
from the Tourism Association, such as a children’s holiday 
programme.

Case study 19

A Football fans would be keen to explore FC Barcelona’s 
Camp Nou stadium and retrace the footsteps of legendary 
players from the past and present. They can visit the team 
changing room, presidential box, press room and learn 
about the club’s history through audio-visual displays. 
They would welcome the chance to walk onto the pitch 
and view of the largest stadium in Europe. As well as the 
museum, there is the chance to visit the special area 
dedicated to Leo Messi to see his four ‘Ballons d’Or’ and 
his three ‘Golden Boots’.

B An independent traveller could have booked this excursion 
in a variety of ways. They might have visited a travel 
agency and made a reservation at the time of booking their 
trip as it was convenient and possibly been cheaper to 
do so. They could also have made use of their hotel’s tour 
desk, following advice given from the concierge who may 
well have also made the booking for them. Finally, they 
might have booked it direct with a local operator by phone 
or over the internet and paid with their credit card.

C Sporting venues raise funds on non-sporting days in a 
variety of ways. A souvenir or club shop will sell themed 
merchandise and sales from such outlets are very 
profitable for the organisation. There may also be an 
on-site food and beverage outlet catering for both visitors 
and locals living and working nearby. Venue facilities such 
as private boxes and suites can be hired out for business 
meetings because users value the opportunity to host their 
events in prestigious locations.

D Many destinations undertake surveys and produce 
official statistics recording the origin (international or 
domestic) so that a more complete picture of potential 
target markets can be identified. Surveys can record 
information about purpose of visit, country of origin, 
age, gender, frequency of visit and other characteristics. 

Hotels frequently analyse passport information to yield 
such results, both for themselves and for government 
policy purposes. The results of such surveys can then be 
broken down country by country and region by region. 
Also, it is important to clearly understand which tourism 
market segments a destination wishes to attract and serve 
as tourists fall into a very diverse set of categories with 
quite distinct needs and wants. For example sightseers, 
families and single weekenders are clearly tied to 
particular resources, businesses and facilities within a 
destination. However, many destinations seek to widen 
their appeal to particular niche markets and purpose of 
visit provides information about this. Leisure, business 
and VFR are the basic divisions and further sub-divisions 
make it possible to identify medical, religious and sports 
tourists. Furthermore, in deciding the relative importance 
of these different segments, planners need to assess 
both their ability to provide required services (such as 
accommodation, attractions and other amenities), as well 
as the demand for different types of trips relative to the 
supply and the competition elsewhere.

Case study 20

A Gatwick has attempted to become family-friendly by being 
the first UK airport to create separate security lanes to 
give families travelling with young children in pushchairs 
extra help through security after checking in. The airport 
has also created dedicated ‘kids’ zones’ in the departure 
lounges of both terminals for children aged up to five 
years to enable parents and guardians to relax while their 
children are kept entertained.

B There are various reasons why holidaymakers travelling to 
Florida will opt for the convenience of a fly-drive package 
holiday. The car will be available on their arrival and this 
means that the travellers have an immediate airport 
transfer. They can also use the car for all visits during their 
stay in Florida. Having a car included in their package 
makes it very cost effective for families and groups as it 
will be cheaper for them to travel around the destination. 
Private cars allow door-to-door journeys to be made, thus 
providing better accessibility than public transport. The 
main advantage of having a car is that the visitors have 
the ability to sightsee at will. Furthermore, they are able to 
tour remote areas without worrying about routes or public 
transport timetables.

C Government agencies are concerned for the safety and 
security of citizens travelling abroad. They will issue 
travel warnings about terrorism and highlight the risk 
of attacks in particular destinations. Similarly, they will 
warn travellers about political unrest, as riots, strikes, civil 
disorder and so on all pose risks or threats to tourists. 
They will also issue warnings to do with natural disasters 
affecting a destination. Volcanic eruptions, earthquakes, 
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floods and hurricanes all pose threats, and outbreaks of 
disease will pose serious risks to health.

D Tourism generates more than US$2.1 trillion in annual 
revenues. In many countries and regions of the world, 
tourism is now the primary source of foreign exchange, 
employment and income. Many of the forecast 1.8 billion 
travellers within the next few years remain in denial that 
the industry is based on a finite and limited supply of 
attractions, or accessible places rich in scenic beauty or 
culture. Meanwhile, thanks to congestion or overuse of 
scarce water and land resources, many destinations are 
destroying the landscapes and attractions, both natural and 
cultural, on which they depend.

 Residents of mass tourism hotspots, who may have 
welcomed the first influx of visitors, soon find that 
cheap travel does not reduce their local costs. Increasing 
numbers of visitors cause land, food, water, housing 
and infrastructure prices to increase at a rate closely 
correlated with the decline in tourism operators’ margins.
Technological connectivity and price comparison engines 
have shifted purchasing power to consumers, who have 
been convinced, by repeated discounting, that cheap travel 
is now a right and not a privilege. This accelerates the 
downward pressure on prices and yields. The result is that 
once a destination’s carrying capacity is exceeded then 
stagnation and decline are likely to follow. Furthermore, 
the problem with the concept of sustainable international 
tourism is that however sustainable the destination, 
there is the serious challenge of sustainably accessing the 
location in the first place. International flights produce 
more carbon dioxide than almost any other form of 
transport, and there is the added concern about damage 
from emissions in the upper atmosphere.

Case study 21

A The Aquarium uses the fact that Cape Town is located 
near to where the Indian and Atlantic Oceans meet in its 
name, the ‘Two Oceans Aquarium’. It is open 365 days 
a year, unlike many rival attractions, and this gives it a 
comparative advantage. Similarly, it contains unique 
species not found in any other aquarium and also it has 
one of the few living kelp forests in the world.

B Visitor attractions like the Two Oceans Aquarium in Cape 
Town will appeal to educational groups in a number of 
ways. There will be an educational group reduced price 
to make visits affordable. Most such attractions will offer 
curriculum support materials to teachers so that learning 
outcomes can be planned for the visit. Guided tours are 
provided with experienced members of staff who will be 
used to dealing with young people. Also, a seminar room 
will be available for student groups to use for follow-up 
activities.

C Good personal grooming is important because a smart 
image will help to present the organisation to the 
customer. Seeing business-like employees will increase 
customer confidence. Employees who speak foreign 
languages can improve communication with customers, 
making it easier for them to understand. Furthermore, it 
will help overseas visitors feel welcome. Finally, first aid 
is very important in some customer service situations 
because of the risk of accidents. In remote locations there 
will be a lack of medical staff and the injured person may 
need immediate basic attention.

D There is no blueprint for responsible tourism; what is 
deemed responsible may differ depending on places and 
cultures. Responsible tourism is an aspiration that can be 
realised in different ways in different originating markets 
and in the diverse destinations of the world. According to 
the ‘Cape Town Declaration on Responsible Tourism’, it will 
minimise negative economic, environmental and social 
impacts and thus operators can show selectivity in their 
choice of destination for tours and itineraries.

 Sumak Travel is a UK-based responsible tour operator 
that works directly with local, community-based tour 
operators in Latin America. Their mission is to contribute to 
the empowerment of local communities in Latin America 
by running an ethical business that provides rewarding 
experiences for discerning travellers. They offer organised 
travel, fair prices and full operational transparency. 
Their tours, standard or tailor-made, are a combination 
of community-based eco-tourism and visits to special 
interest places and cities. Half of the company’s profits are 
reinvested into the business and the remaining half into 
community-led projects in Latin America. 

 They provide authentic, experience-rich holidays to 
responsible travellers, who are keen to participate in such 
tours. Through the company’s various community-based 
tourism initiatives, tourists come into direct contact with 
local people in a low-volume way. Tourists eat traditional 
food and take part in cultural and eco-tourism activities. 
All the activities are eco-friendly and are organised by 
the local communities. All guides are local and most of 
the products and services are locally sourced. A fair trade 
approach is applied, in particular for agricultural products, 
handicrafts and souvenirs. 

 The company also offers pre-departure preparatory 
seminars and workshops all over the UK to build up 
knowledge and understanding of destinations, projects, 
cultures and environments. During these seminars they 
explore the content and structure that is of interest to 
customers. These seminars and workshops aim to raise 
awareness of responsible tourism practices and prepare 
travellers to minimise negative impact during their tour.
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