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Introduction 

 
Thecourse,HospitalityandTravelManagement(HCM348),isacorecoursewitht

wocreditunits.ItispreparedandmadeavailabletoallstudentswhoaretakingtheB.

Sc.Hotel and Catering 

Management(HCM)programmewithspecialisationinHospitalityandTravelMa

nagement.ItistenableintheFaculty of Agricultural 

Sciences.Thecourseisausefulmaterialtoyouinyouracademicpursuitaswellasin

yourworkplace asmanagersandadministrators. 

 

WhatyouwillLearninthisCourse 

 
Thecourseguideismadeupoffifteenunits,coveringareassuchasthedevelopment

ofthehospitalityandtravelindustry,organisationofthehospitalityandtourismind

ustry,servicesofferedbytheindustry,thefundamentalsofgeographyanditsimpor

tancetotourism.Italsocoversareaslikesalesandadministrationprocedures,howt

heeconomicsofthehospitalityandtravelIindustryworksandthedifferentclassifi

cationofhotelsandservices. 

 
Thiscourseguideismeanttoprovideyouwiththenecessaryinformationabout,the

natureofthematerialsyouwillbeusingandhowtomakethebestuseofthematerialst

owardsensuringadequatesuccessinyourprogramme.Itcoversthepracticeandkn

owledgeofhowthehospitalityandtourismindustryworksandhowtorunasuccess

fulhospitalityoutfit.Also,includedinthiscourseguideareinformationonhowtom

akeuseofyourtimeandinformationonhowtotackletheTutor-

MarkedAssignments(TMAs).Therewillbetutorialsessionsduringwhichyourin

structionalfacilitatorwilltakeyouthroughyourdifficultareasandatthesametime

havemeaningfulinteractionwithyourfellowlearners. 

 

CourseContents 

 
Thecourseconsistsofthebasisofhospitalityandtourismmanagement,andalltheo

thercomponentsthatwereinstrumentaltotheinceptionoftheindustry,theindustr

y‟sevolutionanddevelopment.Itwilltreatthemanagementandleadershipoftheh

ospitalityandtourismindustry,andalsothe 

differentsectorsoftheindustry.Italsodealswiththe 

economicsoftheindustryanditspricingsystem. 
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CourseAims 

 
Themainaimofthecourseistoexposeyoutothenatureofthehospitalityandtouris

mindustryandthenecessaryskillsformanagingit 

successfully.Thecoursealsoaimsathavinggreaterappreciationofthehospitality

andtourismindustry. 

 

Theaimsofthecoursewillbeachievedasfollows. 

 

•Describingthedevelopmentofthehospitalityandtourismindustry  
•Discussingtheimportanceoftransportationtothedevelopmentofthehospitality

and tourismindustry.  
•Describingthe differentapproachtoolsforsuccessfulsales. 
•Explainingwhatmarketingmeansinthehospitalityandtourismindustry  
•Discussingthedifferentclassificationofhotels 

•DiscussingtheresponsibilityofacorporatetravelmanagerCourseObj

ectives 

 
Attheend ofthiscourse,youshouldbeable to: 

 

•explainthedevelopment 

ofthehospitalityandtravelindustry•elaborateontheimportanceoftransportation

tothedevelopment 
ofthehospitalityindustry  

•discussthedifferentapproachtoolsfor successfulrules. 
•discusswhatmarketingmeansinthehospitalityandtravelindustry  
•discussthedifferentclassificationsofhotels 

•describetheresponsibilityofacorporatehotelmanager.CourseMa

terials 

 
Majorcomponentsofthecourseareas follows. 

 
1.Courseguide 
2.Studyunits 

3.Assignments  
4.Recommendedstudymaterialsandtextbooks 

 

2 



HCM348 COURSEGUIDE 

 

Study Units 

 

Therearefifteenunitsin thiscourse,whichshouldbestudied 

carefully.Theseunitsareasfollows. 

 
Module1 

 
Unit1 
Unit2 

Unit3 
Unit4 
Unit5 

 
Module2 

 
Unit1 

Unit2 
Unit3 
Unit4 

 
Module3 
 
Unit1 

Unit2 
Unit3 

Unit4 
Unit5 

 
Unit6 

 
AHistoricPerspective 

 
IndustryOverview 
HowtheIndustryWorks 
Rail,GroundTransportationandAccommodationsTour

s,Cruise andAdministratingProcedures 

WorldGeographyandDocumentation 

 
HospitalityAdministration 

 
SalesandAdministrationProcedures 
Domestic,InternationalFaresandTicketing 
ComputerReservationSystems  

TheRoleofTravelAgents 

andTourOperatorsClassificationsofHospitalityS

ervices 

 
MarketingaFullHouse 

ClassificationsofHotels andServices 
TheEconomicsoftheHospitalityandTravelIndustryPricingSyst

emsand theHospitalityand 

TravelIndustryLeadershipandManagementintheHospitalityan

dTravelIndustry 

LabourRelationsintheHospitalityand TravelIndustry 

 

Module1givesanoverviewofthehospitalityandtravelindustry.Italsohighlightst

herolesofthevarioustypesoftransportationsystems,accommodationandclimate

asfactorsthat influence thesustainabilityof 

theindustry.Module2focusesontheadministrationoftheentireindustryfromthe

perspectivesthatrangefromsalesprocedures,fares,computerreservationsystem

stotheroleofbothtravelagentsandtouroperators.Module3consistsoftheclassific

ationofhotelsandthevariousservicestheyprovide,whiletheconcernofmodule4i

stheroleofleadershipandmanagementintheindustryinquestion.Italsodiscussest

heroleoflabourunion,asameansofmaintainingchecksandbalances,betweenthei

ndustry‟smanagementanditsemployees.Thecourse(HCM348)consistsof15uni

ts.Athreehourperiodisrecommendedforeachunitwhichcomprisesintroduction,

objectives,maincontent,conclusion,summary,selfassessmentexercises,Tutor- 
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MarkedAssignments,aswellasrecommendedreferencesandfurtherreading.Th

eseIbelieve,willbeoftremendoushelpinyourbidtoachievetheaimsand 

objectivesofthecourse. 

 
Thetablebelowservesasastudyplanthatwillguideyouthroughoutthestudyofthis

course 

 
Unit  Titleofstudyunit Weeks/ 

activity 
Assignment 

  CourseGuide 1 TMA1tobe 
submitted 

MODULE1A HISTORICPERSPECTIVE  

 1 IndustryOverview 2 Assignment 

 2 Howthe Industryworks 3 Assignment 
 3 Rail,GroundTransportation 

andAccommodation 
4 Assignment 

 4 Tours,CruiseandAdministration 5 Assignment 

 5 WorldGeographyandDocumentation 6 TMA2tobe 

submitted 
MODULE2HOSPITALITY ADMINISTRATION 
Unit 1 SalesandAdministration 

Procedures 
7 Assignment 

 2 Domestic,InternationalFaresandTicketing 8 Assignment 

 3 ComputerReservationSystems 9 Assignment 

 4 TheRoleofTravelAgentsandTourOperators 10 TMA3tobe 

submitted 
MODULE3CLASSIFICATIONOFHOTELSANDSERVICES 
Unit 1 MarketingaFull House 11 Assignment 

 2 ClassificationsofHotelsandServices 12 Assignment 

 3 TheEconomicsoftheHospitalityandTravel 
Industry 

13 Assignment 

 4 PricingSystem 14 Assignment 
MODULE4THEMANAGEMENTOFTHEHOSPITALITYANDTRAVELIND

USTRY 
Unit 1 LeadershipandManagement 

intheHospitalityandTravel 
Industry 

15 Assignment 

 2 LabourRelationsinthe HospitalityandTravel 
Industry 

16 TMA4tobe 

submitted 

  Revision   
  Examination   
  Total   

 

4 



HCM348 COURSEGUIDE 

 

Assignment 

 
Therearemanyassignmentsinthiscourseandyouareexpectedtodoallofthem.Yo

uaretoattemptthemandsubmitsameforgradingbyyourtutor. 

 

Tutor-MarkedAssignment 

 
Indoingthetutor-markedassignments,youaretoapplyyourtransferred 

knowledgeandwhatyouhavelearntinthecontentsofthestudyunits. 

Theseassignments,whicharemanyinnumber,areexpectedtobeturnedtoyourtut

orforgrading.Theyconstitute30%ofthetotalscoreforthecourse. 

 

MainContent 

 
Eachunitcontainsselfassessmentexercisesofabout2to3depending 

onthesubunitsineachunit.Theseexercisesaremeanttohelpyouassessyourunders

tandingofthematerialineachsub 

unitandtheunitingeneral.Attheendofeachunit,thereisatutor-

markedsectionthatcontainstwoquestionswhichcoverthematerialstudiedintheu

nit.Theseassignmentsshouldbesubmittedtothetutorformarking.Thesetutor-

markedassignmentswilltakeup30percentofthetotalscoreofthecourse. 

 

FinalWrittenExamination 

 
Attheendofthecourse,youwillwritethefinalexamination.Itwillattracttheremain

ing70%.Thismakesthefinalscore100%. 

 

Conclusion 

 
Thecourse,IndustrialRelations(HCM348),exposesyoutotheissues 

involvedinhospitalityandtourismindustrymanagement,andhowtomanagethe

m.Onthesuccessfulcompletionofthecourse,youwould 

havebeenarmedwiththematerialsnecessaryforefficientandeffectivemanageme

ntofthehospitalityandtourismindustry. 
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BLURB 

 
HCM348HospitalityandTravelManagement 

 
HCM348HospitalityandTravelManagementisa2-

creditcoursetobetakeninthethirdyearofundergraduatedegreeprogrammeintour

ism.Itwillbe availabletoalllearnersasacore courseinthe programme. 

 

Thecourseismadeupoffifteenstudyunitsandcourseguide.It 

introduceslearnerstothebasicsoftourismandthevariouslevelsofhospitalityandt

ravelmanagementincludingfactorsinfluencingtravel,howtravelhasinfluencedt

hehospitalityandtravelindustryandtheleadershipandmanagementskillsofthein

dustry.Learnerswillbeabletobuildonthisfoundationastheypursuetheirstudiesi

nthehospitalityandtravelmanagement. 
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INDUSTRYOVERVIEW 

 
CONTENTS  

 
1.0Introduction 

2.0Objectives 
3.0MainContent 

3.1DevelopmentoftheHospitalityandTourismIndustry 
3.2TheDevelopmentoftheHospitalityandTourismIndustryandWorldE

vents 
3.3TheHistoryofRestaurants 

3.3.1DemandforHospitalityServices 

4.0Conclusion 
5.0Summary 

6.0Tutor-MarkedAssignment 
7.0References/FurtherReading 

 

1.0INTRODUCTION 

 
Thehospitalityandtravelindustryistypicallyassociatedwiththemanagementofh

otels,motels,clubs,restaurants,fastfood 

establishments,andinstitutionalcateringorganisationsthatpreparefoodforsemi

nars,schoolsandhospitalsetc.Inunderstandingthehospitalityandtravelindustry

wehavetolookatthehistory,evolutionandmostimportantlythe,futureoftheindus

try.Thismeanshavingknowledgeoftheadministrationoftheindustry,seasonsfor

itsexistence,customersandpatronage. 

 

Theconceptofhospitabilityisasoldascivilization.Ithasdevelopedfromtheancie

ntcustomofbreakingbreadwithapassingstrangerto 

operationsoftoday‟shospitalityconglomerates.Thewordhospitalityitselfisderi

vedfromtheFrenchword,hospice,whichmeanstocare/shelterfortravellers.Incre

aseintradeandtravelmadesomeformofovernightaccommodationanecessity.M

oresobecausetravelwasslow,longandhazardous,manytravellersdependedsolel

yonthehospitalityofprivatecitizensbeforethegradualgrowthofinnsandtowers. 
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2.0OBJECTIVES 

 
Attheendofthisunit,youshouldbeableto: 

 

•describethedevelopmentofthehospitalityandtravelindustry•relatethedevelop

mentofthehospitalityandtravelindustryto 
worldevents  

•statethehistoryofservicesrenderedbythehospitalityandtravelindustry. 

 

3.0MAINCONTENT 

 

3.1Developmentof theHospitality andTourismIndustry 

 

InancientPersia,travellingwasdoneinlargecaravansthatcarriedelaboratedtents

forusealongthecaravanroutes.Onceinawhile,thecaravansstoppedatKhans-

i.e.thecombinationofstables,sleeping 

accommodationandfortresseswhichprovidedshelteragainstelements 

suchassandstorms.Duringtheperiod,accommodationinAsiasurpassedthoseoft

heWesternWorld.InEngland,forexample,thestagecoachbecameafavouredmet

hodoftransportation, 

althoughatwoandahalfhoursjourneybycar,tookaboutthreedays,whichmadeitn

ecessaryforwaysideinns.Astravellingincreasedsodidthenumberofwaysideinn

s.Asthequalityoftheinnsimproved,morepeopletravelled.(Walker,1999,Pp.13-

16).Thetravelindustryevolvedfromthestagecoachtotherailroad.Around1800,t

hefirstBritishpassengerrailroadwasconstructed,andby1870thereweresomemo

rerailroad 

tracksintheUnitedStatesofAmerica.Withthisdevelopment,accommodationfac

ilitiesintermsofstructuresandserviceschanged. The 

oldposthousesandroadsideinnswerefirstreplacedbyrestaurantsandgraduallyh

otels sprang up.(Wahab1993,P204). 

 
AmongthepioneersofthehospitalityandtourismindustrywasFredHarvey,in187

6.Heopenedasmallrailwayrestaurantquitedifferent 

fromothersofitskindbecauseitservedgoodandwellcookedfoodandofferedgood

services.Thebusinesswasgoodandothersfollowedinhisfootsteps.Laterthatsam

eyear,Harveyopenedhisfirsthotel.Thenineteenthcenturysawmoreinnovationsi

ntheindustryasbettermethodsofpreservingfoodthroughcanningandvacuumpa

ckingmadeout-of-

seasonculminatedinpeoples‟delight.The1950switnessedincrediblegrowthinb

othairandroadtransportationasinter-

continentalflightswerenotjustfrequentbuttooklesstime.Theycouldtravelatupt

o600mphcarrying125passengers.Asaresult,aboomingeconomy,businessandl

eisuretravelgrew. Businesspeoplelikedtoeatwell,while 

masstourismbeganasmillionscouldaffordvacations,thusthe 
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hospitalityandtourismindustryboomedandisnowthelargestindustryintheworld 

(Mariami,2001,pp.122-123) 

 

3.2TheDevelopmentoftheHospitalityandTourismIndustryandW

orldEvents 

 
ThedevelopmentoftheHospitalityandtourism 

industryhascontributedtosomeglobalevents.Colonialinnsandtavernswerebase

dontheBritishtypeandearlycolonialinnsandtavernsinAmerica.DuringtheAme

ricanRevolution,thetavernswerecalledtheKingsArmsbecause 

theybecamethearsenaloftheBritishgeneralcage. 

 

TherewasafamoustaverncalledtheFrancesTavern.Itwastherevolutionaryhead

quartersofGeneralGeorgeWashingtonanditwasthesameplaceinwhichhemade

hisfamousfarewelladdress.By 

1794,duringtheFrenchRevolution,thechiefsofthenoblehouseswerescatteredb

ytherevolution,andmanycrossedtheAtlantictoAmerica, 

especiallytoNewOrleanswhichisnamedafteraFrenchcity.Dueto 

moredevelopmentinthetourismandhospitalityindustry,therewerefarbettermet

hodsofpreservingfoodthroughcanningandvacuum packing. 

In1809,NapoleonI,awardedaPrizeof12,000Francstotheinventor,NicholasApa

rt.However,Napoleon‟sactionswerebecausehisarmies 

weredepletedmorefromdeficiency,diseaseandstarvationthanfromwounds.The

inventiongreatlyhelpedhim.Also,thenineteenthcenturysawthedevelopmentof

hospitalfeedingthatreducedmortalityrates(Darf, 2002,P.39). 

 
Inthesixteenthcentury,travellersfromWesternEuropethattravelledtoConstanti

nople,knownasIstanbulinTurkey,enjoyedadrinknowknownascoffee,whichthe

ydecidedtobringbackontheirreturn 

journey.Bythenextcentury,coffeehouseswerealloverEurope.In1675,Veniceal

readyhaddozensofcoffeehouses,includingthefamous 

CaféFlorianinthePiazzaSanMarco.TheCaféisstillfilledtocapacityuptilldate.In

1683,thesiegeofViennabytheTurkswasliftedanda 

mancalledKolschitski,whoreceivedthecreditofsavingthecityof 

Viennafromdestruction,wasgiventhepermissiontoopenthefirstcoffeehouseinc

entralEurope.Itwasinthatcoffeehousethatthefirstcupofcoffee sweetened 

withhoneyandlightenedwithmilkwasserved. 

 

3.3TheHistoryofRestaurants 

 
TheFrenchRevolutiontookplaceataboutthesametimetheAmericanRevolutiont

ookplaceand 

thiswasoneofthereasonsforthebirthoftherestaurants.In1533,arestauranttheTo

urD‟Argentwasopened.ItwastheonlyrestaurantinthewholeofFrance.Although

innsservedmeals,theywerenotprimarilyeatingplacesastheTourD‟Argent.Thef

ather 

 

3 



HCM348 HOSPITALITYANDTRAVELMANAGEMENT 

 

ofmodernrestaurant,M.Boulanger,soldsoupsathisallnighttavernwhichhecalle

dtheSoupsRestoratives(restaurants),andthatbecametheoriginoftheword 

restaurant.Duringthatperiod,onlythetraiteursorcatererswereallowedtosellcoo

kedmealstothepublic.Boulanger,whowasnotcontentedtolethisculinaryreperto

irerestthere,challengedthetraiteurs‟(caterers‟)monopolybycreatingasoupof 

sheep‟sfeetinawhitesource.Thetraiteurs(caterers)tookthecasetotheFrenchParl

iament.Boulangerwonandsoonopenedhisrestaurantcalledthechampd‟Oisealu

;andinsubsequentyearsotherrestaurantssprangupall overFrance. 

 
In1782,theGrandeTavernsdeLondreswasopened.Threeyearslater,AuxTroisFr

èresProvencauxwasopenedandby1794therewereabout 

500alloverParis.TheFrenchRevolutionwasresponsibleforthepropagationofthe

conceptofrestaurants;becauseitwasduringtherevolutionthatchefsofthenobleho

usesinFrancescattered.Some 

stayedinFrance,whileothersfledtootherpartsofEurope.Alotofotherscrossedthe

AtlantictoAmericaandopenedrestaurantsespeciallyinNewOrleans,knownasth

eonetrueFrenchcornerofthenewworld. 

Bytheearly1800s,theEnglishhadstartedtoborrowtheconceptoftherestaurantfro

mtheirFrenchneighbours. 

 
SELF-ASSESSMENTEXERCISE  

 
Giveabriefhistory ofrestaurants. 

 

3.3.1DemandforHospitalityServices 

 
Accommodation,foodserviceandtravelaretheprimaryconcernsofthehospitalit

yandtravelindustry.Thedemandforaccommodationhasincreaseddrastically 

inrecenttimesduetoincreaseintravellingforbothleisureandbusiness,whichareli

nkedtoadvancementintechnologicaldevelopmentandtransportsystems.Forexa

mple,theevolutionofthetransportsystems,whichstartedfromthetraintothecaran

dlatertothejetairplane,hasmadetravelfaster,convenientandattractive.Thedema

ndforandsupplyofservicesofthehospitalityandtravelindustryparticularlyacco

mmodation,areduetotheincreaseinwealthanddisposableincomeswhichhaveals

oledtoincreasesinthepatternsofbusinessand trade,aswellasleisureandtourism. 

 
Demandforaccommodationcanbeinmanywaysdependingonthenature 

orpurposeofthetravele.g.businessorpleasure,whichofcourse 

isdeterminedbyfunds(price),locationordestinationandfacilities.IntheUnitedK

ingdomandtheUnitedStatesofAmericaforinstance,theaccommodationindustr

yischaracterisedbyfacilitiessuchasbedandbreakfast,andlittleprivatehotelswhi

chhaveconveniencesforshort 
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stayusuallybytravellerswhoareintransit.Bythenatureoftheirsizes,thesefaciliti

esareprivatelyownedandmanaged. 

 

Foodservice,whichisthesecondreasonfortheexistenceofthehospitalityandtrav

elindustry,ismoreorlessdeterminedbytheconsumersandconsumptionpatterns,

whicharealsodeterminedbywhatisreferredtoassocio-

economicgroups.Suchgroupscanfurther 

becategorisedbasedonage,levelsofeducation,occupationandincomes,through

whichthehospitalitymarkethasbeensegmented.However,inrecenttimes,thiscla

ssificationhasbeenreplacedbywhatisregardedaslifestyleofgroupsbasedonpeo

ple‟sattitudes,valuesandexpectations.Accordingly,anumberofreasonshavebe

enadvancedon 

whypeopleliketoeatawayfromtheirhomes.Theseincludeeconomicsorstatus,co

nvenience,variety,havingfun,cultureand/ortradition.Travel,beingthethirddete

rminingfactorthatinfluencesandsustainsthehospitalityandtravelindustryderiv

esitshistoricaldevelopmentfromfiveperspectivesasfollows. (McIntoshand 

Goeldner,1999,p.75). 

 
Pre-industrialRevolution(i.e.priorto1840) 

 

•Therailwayage 

•Theautomobileage 

•TheJetaircraft ageand 

•Thecruiseshipage. 
 

4.0CONCLUSION 
 
Inthisunit,youhavelearntthatthehospitalityandtourismindustryhasbeengoingt

hroughmassivechangesanddevelopmentthroughfactorsinfluencingtheevoluti

onofthetravelindustry.Thehospitalityandtourismindustry,whilebeinginfluenc

ed,wasalsoinfluencingsomeotherworldeffects.Theexclusiverestaurantofthepa

stmaystillbetheexclusiverestaurantoftoday,buttheaveragecitizenorindividual

canchoosefromanarrayandavarietyofrestaurants.Weliveinaworldwheretheair

planeandtheautomobilehavemadealmosteveryplaceintheworldaccessible.Wh

attouristsandtravellershavenowisnottheproblemofwheretoeatbutthat 

ofchoice. 

 

5.0SUMMARY 

 
Thefirstreferencetothehospitalityandtourismindustrycanbetraced 

backtoancientGreeceandRome,whereincreasesintravelandtrademadeovernig

htaccommodationanecessity.ThePersiansalsocreatedsleepingstablescalledKh

ans.Thishelpedthemassheltersfromthieveswhiletravellingincaravansandagai

nstnaturalelementslikesandstorms.Ascoloniesturnedintotowns,travellingincr

easedandtaverns 
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spranguptocaterfortravellers.Thesetavernsalsobecamesocialandpoliticalgath

eringplaceswhichwereasignofFrenchgrowinginfluence.TheFrenchRevolutio

nalsoinfluencedthedevelopmentandestablishmentofrestaurants. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

ii. 

 
iii. 

 
Brieflyexplain theorigin ofthetermhospitality. 
Explaintheoriginofthedevelopmentofthehospitalityandtourismindustr

y. 

Statetheconceptofmodernhospitalityandtourism. 

 

7.0REFERENCES/FURTHER READING 
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Prentice-Hall. 
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UNIT 2 

 

HOWTHEINDUSTRYWORKS 

 
CONTENTS  

 
1.0Introduction 
2.0Objectives 
3.0MainContent 

3.1OrganisationoftheHospitalityandTourismIndustry 
3.2HospitalityandEmploymentCategories 
3.3TheImpactofChangingTravellingPatternsandModesofTravelonthe 

HospitalityIndustry 
3.3.1Identificationofa SpecificMarket 

4.0Conclusion 
5.0Summary 
6.0Tutor-MarkedAssignment 

7.0References/FurtherReading 

 

1.0INTRODUCTION 

 
Theprimarypurposeofmanyhotelsandotheroutfitsinthehospitalityindustryisto

provideservicestopeoplewhoaretravellingorvisiting.Theopportunityofstaying

ataspecificaccommodationsometimesdependsonthelocation.Inthehospitalityi

ndustry,aprimaryfactorleadingtoguestregistrationisthelocationofthehotel.Exa

mplescouldbecitedofhotels,adequatewithinthemselves,butsufferingfromlowo

ccupanciesbecauseoftheirlocation.Amongactionsthathavebeentakentoincreas

eoccupanciesofindividualpropertiesincludefactorslike,identificationofspecifi

cmarkets,bookings,advertisingandpromotion,grouptoursandconventions,also

accommodationmarketing 

whichconsistsofbothproductdevelopingandproductpromotion. 

 

Hospitalityhasemergedasthewayhoteliersandcatererswouldliketheirindustryt

obeperceived.Thetermhospitalityconveysanimagethat reflectsthetradition 

ofservicesthat goesbacktotheearliestdaysof inn-

keeping.Hospitalityismadeupoftwotypesofservices,i.e.theprovisionofaccom

modationfortravellersand 

peoplestayingawayfromhome,whileitalsoprovidessustenanceforpeopleeating

awayfromhomeandothercateringservices. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•explaintheorganisation 

ofthehospitalityandtourismindustry•describetheoperationsofthehospitalityan

d tourismindustry•analysetheimpactofchangingtravelpatternsandmodesof 
travelofthehospitalityandtourismindustry. 

 

3.0MAINCONTENT 

 

3.1OrganisationoftheHospitalityandTourismIndustry 

 
Toidentifyalargenumberandvarietyoftourismorganisationsthatareinvolvedint

hehospitalityandtourismindustry,thefollowingfactorsareresponsibleforthegro

wthoftheseorganisations.Theindustryhascontinuedtohavesmallerunitsowned

byindividualsdespitethefactthatthereisalsoagrowthoflargecompanies.Theind

ustryisalsomadeupofdifferentsectorsandeachofthesesectorshasitsownparticul

arservicestocaterforspecificneeds.Anexampleisthedifferenceintheserviceren

deredbyhotel/motelinprovidingaccommodationfortravellersandpeoplenotsle

epingathome,andalsoacaféorfastfood/restaurantthatonlyservesthosewhoarein

terestedineatingoutside.Anothersectorinthehospitalityandtourismindustrycan

be foundinout-

doorcaterersandeventplanners.Thereforethedifferentsectorsintheindustryhav

ereallyenhancedthegrowthofthisorganisation(Brotherton,2000,P.24). 

 

Anotherfactorresponsiblefortheorganisationalgrowthoftheindustrycanbeattri

butedtoitswidespreadintermsoflocation,withsometypesofoperationlikethefast

food/restaurantconcentratedaroundpopulationcentres.Someothertypesofoper

ationsintheindustrydonotnecessarilyhavetobecarriedoutinandaroundpopulati

oncentrese.g.parksandgardensandgamereserves.Theindustryhasgrowninthea

spectofbeingaverylargeemployer,offeringawiderangeofjobopportunitiesande

mploymentcategories. 

 

3.2Hospitality and EmploymentCategories 

 
Inlookingintothe 

operationsofthehospitalityandtourismindustryandhoworganisations 

goaboutdeliveringtheirproductsand/orservices,wehave 

tounderstandthetwomajoraspectsinwhichtheindustryoperates.Accommodatio

nandfoodservicesarethetwoessentialtypesofoperations.Underthesetwoessenti

aloperations,wehavethreemaintypesofoperations,i.e.productprocessingoperat

ion;customer 
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processingoperationandinformationprocessingoperation(Johnston,1998,P.6).

Lookingattheactivitiesintheindustry,mostofthem(activities)areacombination

ofallthethreei.e.product,customerandinformation. 

 
Thisconceptofthethreetypesofoperations 

givesagoodunderstandingindifferentiatingbetweenaccommodationandfoodse

rvices.Theaccommodationoperationdealsmoreoncustomerprocessoperation,

withlittleornoproductprocessingoperation(e.g.roomservicing).Itdealswithinf

ormationprocessingintheformofreservations,check-in 

andbilling.Infoodserviceoperationthecombinationofthethreetypes 

ofoperationisinadifferentproportion,whichis,theproductprocessingoperation,i

ncludingthemeal,thecustomerprocessingoperation(themeal 

experience),andlastly,littleinformationprocessing.SeealsoBalletal.(2002,p.6). 

 
Inrecenttimes,duetocomplexityinthehospitalityandtourismindustry,itisquited

ifficulttodifferentiatebetweenfoodserviceandretailandalsodistinguishbetwee

noperationswithinthehospitalityandtourismindustry.Examplesaredistinguishi

ngbetweenanautomaticvendingmachinesellingcansoftdrinksin 

ashoppingcentre and another 

sellingtheminpapercupsinacafeteria.Wouldthevendingmachineinthe 

shoppingcentreberetailingandtheoneinthecafeteriacatering?Orifasingleorgan

isationproducesbanquetsforoccasions,provideslunchforofficesandhandlesout

doorservices,howcanthatindustrybeeasilyclassified? 

 

Tounderstandthesetwomajoraspectsthatmakeupthehospitalityandtourismind

ustry,experiencehasshownusthattheoperationsanalysisishelpedbywhatwecall

systemsmodeltheory or“flowprocesscharting” 

system.Thesystemputsforwardfourkeyelementsnamely;inputs, 

processes,outputs,andfeedback.Thesearecharacterisedbyprocessescarriedona

t„back-of-

house‟thatisoutofsightofthecustomers,andotherprocessesperformedinthe“fro

nt-of-

house”,meaningthecustomersarebeinginvolved.Avividunderstandingofthisisi

llustrated intable2.1below. 
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Table2.1: 

 
Source:  

HOSPITALITYANDTRAVELMANAGEMENT 

 

GeneralSystemsModel 

ofHospitalityOperationsAdaptedfromJones (2002) 

 

Back-of-house Front-of-house 

e.g. 

Storage 

Foodproduction 

Cleaning 

Laundry 

e.g. 

Reception 

Restaurant 

Bar 

Lounge 

 
Feedback 

 

FromTable2.1.youcanseethatinthehospitalityandtourismindustry,typicalback

-of-

houseprocessesincludematerialstorage,foodproduction,cleaning,andlaundry,

whilefront-of-

houseoperationsincludeguestreception,restaurantservices,baroperationsandlo

unge. 

Inanaccommodationoperation,thesystemmodelorflowprocesschartingsystem

showstheaccommodationoperationasacustomerprocessingoperation.Itispossi

bletoidentifytwosystems.Thefirst,knownasthe„coresystem‟,makesprovisionf

orspacetosleep.Thesecond,knownasasubsystem,orancillaryofferedservicesli

kecybercafe,swimmingpool,laundry,meals,drinksandothers.Thesesubsidiary

services(ancillaryservices)areillustratedinfigure2.2below. 
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Fig.2.2: 

 

SystemModelofAccommodation 

 

Reservation 

 

Reception 

 

Source: 

 

OvernightStay Payment 

 

Restaurant 

 
Bar 

 

RoomService 

 
LaundryService 

 

Telephone &Fax  
Service 

 

ConferenceFacilities 

 

BanquetingFacilities 

 

LeisureFacility 

 

Modifiedfrom Jones,2002 
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3.3TheImpactofChangingTravellingPatternsandModes 

ofTravelonthe HospitalityIndustry 

 
Thetravelindustryhashadalotofinfluenceandimpactonthehospitalityandtraveli

ndustry,therailsystemoftransportationnotablyissynonymouswiththehospitalit

yindustry.Beforetheuseoftherailsystem,mostEnglisharistocratsweremovingar

oundthecontinentbetweenthe17and18centuriesincarriagesandcoacheswhich

weresouncomfortableduetothebadconditionsofroads.Thebadroadsalsomadet

hejourneyveryslow,hencetheneedforinnsbytheroadsides(Wahabetal1993,Pp.

204–

214).Thedevelopmentofasteamlocomotiveintheearly1800sandlatertheimprov

edenginetrainin1825and1870madeitpossibletotravelseveralthousandmilesacr

oss 

theUnitedStates,FranceandotherpartsofEuropewithease.Withthisdevelopmen

ttherewasachangeinaccommodation.Theroadsideinns 

andotherpooreateriesgavewaytohotelsthatweresuitabletotherailwaystations.T

heseimprovementsinthetransportationsystemledto 

thedevelopmentofspas,andotherresortsinEurope.Atthetimetherailwaywasenj

oyingpatronageandwasstillexpandingitsservices;anothermodeoftransportatio

nwasinthemaking,andby1900carsbecameareality.Thereforeanalternativefor

moftravellinggraduallyreplacedthetrain. 

 
Theautomobilewasaveryconvenientmodeoftravellingduetoitssizeandbecause

itcouldpickawholefamily,andalsotravelwithoutrestrictions.Therailroad,thelo

cationandmannerofaccommodation 

likerestaurantshadtoalsochange.Roadsideresthomesandrestaurantswerebuiltt

oserveawholefamily.Inthemid1800‟s,thesteamshipreplacedsailingshipswhic

hwasfasterandcomfortable.Thisledtoanincreaseintransoceanictravel,usuallyb

ytherichandwealthywhowereattractedtoluxuryliners.Still,whenthesteamship

businesswasbaskingintheeuphoriaofprofitandexpansion,anotherformoftransp

ortationwasinthemakingthatwouldreplacetherailroad, 

passengershipandevencompetewiththeautomobileonlongdistance 

journeys.Itwastheaeroplanewhichalsochangedthefaceofthehospitalitybusines

sdueto speedand convenience. 

 

The 

industryhadtobeabletoaccommodateandfeedalargenumberofpeopleatthesame

time.Also,businesspeoplecouldflyinandoutofacityinonedayformeetingsorapp

ointments,propertybecamebigger 

andmeetingsatairporthotelsbecameafrequentoccurrence.SeealsoLorsch,etal.(

1998,P.216). 
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Oneofthegreatestimpactsoftheindustryliesinthediversityandcategoriesintowh

ichitscustomersfall.Thehospitalitytravelindustryhasclassifiedorsegmentedits

customersintothefollowingclass:thecommercialtravellerswhoareusuallythem

ostconsistentpatronsofaccommodation.Theyusuallytraveltotransactbusinessn

otreallytoutilisethehotelfacilities(LaneandHartesevelt,1993,pp.6-

9).Thetouristsandvacationtravellersareveryimportantcustomerstothegrowtho

fthehospitalityandtourismindustry.Thesecategoriesof 

customersareimportantbecausetheyusuallytravelduringthesummer 

andalsoduringtheweekends,therebyspendinglongernightsandusing 

mostofthefacilitiesthehotelshavetooffer.Thegroupandconventioncategoriesar

ealsoprofitableforahotelbecausegroupmeetingsrequireawholeblockofrooms,

andaremorelikelytopatronisealotofthehotelsancillarysystemswhichincludebu

sinesscentre,(Telephone,fax,etc)foodandbeverageoutlets,conferencecentresa

ndspecialrooms. 

 

3.3.1Identificationof aSpecific Market 

 

Inmostcases,thehotelprobablyneedsnotcaterfortheentiremarketservedbythed

estinationinwhichitislocated.Seldomdoesevenagianthotelaccountformoretha

n10percentto20percentofthetotalroomcapacityofthedestination.Therefore,the

startingpointinmarketingagivenpropertysuchashotelmightwellbetheselection

of onesub-

marketi.e.basedonincome,age,nationality,familystatusandinterestgroups.Aft

er selecting asub-markettourist destinatione.g. 

hotelcanadaptthefacilitiestobetterservethatsmallergroup.Anexamplecanbese

enofaranchnearatownthatiswitnessingalargenumberof 

visitors.Thesevisitorsarriveattheresortareatoparticipateintheannualsummercu

lturalactivities.Thissameresortseesamarketin 

familieswithsmallchildreninterestedintheattractionsaroundit.Asupervisedpro

grammeforthechildrenhastobedevelopedandinaugurated,sothatparentscanlea

vetheirchildrentoenjoythemselveswhiletheyattendconcertsandotherevents.T

hebaratthenightclubmaybethemajorityprofitcentreformanyhotels.Thereareex

amplesof“dry”resortsthatcaterforthesub-

marketoftravellerswhoobjecttotheuseofalcoholicbeverages.Therearealsothos

ethatcaterfortheswingingyoungerset,leavingthequietertravellerstootheracco

mmodation.Byadaptingtospecialneedsordesires, 

accommodationcanservesub-

markets,oftenwitharesultingimprovementinoccupancy.Also,hospitalityisthek

eytocontinuedsuccess.Theguestisallimportantandshouldbesotreated.Apleasa

nt,helpful,interestedattitudeonthepartofstaffmembersthatcomeintodirectcont

actwiththeguestsisparamount.Suchattitudecandomuchtoproducethereturn 

ofsatisfied guestsand recommendation toothers. 
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SELF-ASSESSMENTEXERCISE  

 
Whatarethemajoraspectsinthehospitalityandtravelindustryandwhatare 

thetypesofoperations thathelpindifferentiating them? 

 

4.0CONCLUSION 

 
Inthisunit,youhavelearntthatthehospitalityandtourismindustrycomprisesoftw

osectorsi.e.accommodationandfoodservice.Theoriginsandhistoricaldevelop

mentoftheindustrycanbeseenfromthesizeandsaleoftheindustrywhichmakes 

itoneofthelargestindustriesintheworld.Youarenowabletoanalysethehospitalit

yoperations,accommodationandfoodservicesystem.Lastly,thetravelindustrya

sanessentialpartofthehospitalityandtourismindustryhadundergonealotofchan

gesandhascontinuedtoevolvewithtimeandtechnologyin 

theprocessofcarryingthehospitalityandtourismindustryalong.Itisalsoenhancin

gthegrowth ofthehospitalityandtourismindustry. 

 

5.0SUMMARY 

 
Hospitalityandtourismhasbeenmadepossiblebychangesandimprovementsrec

ordedinthetransportationbusiness.Throughouttheevolutionofthedifferentmod

esoftransportationandalsothepreferentialshiftfromonemeansoftransportationt

oanother,(i.e.train,bus,car,ship,planesandcruiseliners),thepopulationofpeople

travellinghasdefinitelycausedthechoiceofdestinationsandtypesof 

accommodationtochange. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

 
ii. 

 
Identify,compareandcontrastthekindofhospitalityoperationsofthreeho

telsinyourimmediate environment. 
Brieflydescribehowthehospitalityandtourismindustryis organised. 
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RAIL,GROUNDTRANSPORTATION 

ACCOMMODATION 
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1.0INTRODUCTION 

 

Theworldtravel,hospitalityandtourismcouncildeclaresthetravel, 

hospitalityandtourismindustrytobethelargestindustry,aleading 

producerofrevenueintheworld.Itemploysabout300millionpeopleandalsothew

orldleadingindustrialcontributortotheworld‟s 

economy.Itproduces10percentoftheWorld‟sGrossNationalProduct(GNP).Th

esuppliersofavarietyoftransportservicesplayasignificantroleinmakingitpossib

lefortravellerstovisit,see,experienceandenjoydestinationsandfacilities.Thepri

maryobjectiveofthetransport services 

istoattractcustomerstotheirownfacilities.Majorsuppliersoftravelservicesmayj

ointourismorganisationsinthepromotionofdestinations.Foranybodytoembark

onajourneythroughanymeansoftransport,thepersonmusthaveadestinationinmi

nd.Passengers,aswellasvarietyofgoodsandservices,aretransportedfromorigin-

to-destinationandthemostimportantfactorforchoosingadestinationis 

accommodation. 
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Thehospitalityindustryhasundergonegreatchangesandimprovements 

astransportationmodeshaveimprovedfromoneformtoanother.These 

improvementshaveanimpactonthepeoplethattravel.Also,ithasanimpactonthec

hoiceofdestinationandthetypeofaccommodation.Inthisunityoushallbestudyin

grailandgroundtransportationandhowit relatesto 

accommodation,hospitalityandthetourismindustry. 

 

2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•explaintheimportanceoftherailasameansofmasstransportationanditsimporta

ncetoaccommodationinthetourismindustry  
•discusstheimportanceofautomobilesinthegrowthand 

developmentofaccommodationinthehospitalityindustry  
•discussthechallengesanddemandsfacingtheaccommodationinstitutionsdue 

totechnologicaladvancement. 

 

3.0MAINCONTENT 

 

3.1TheImportanceoftheRailasameansofMassTransportationand

itsRelevancetoAccommodationintheTourismIndustry 

 

Thedevelopmentofthelocomotivesteamrailsystemwasintheearlyyearsofthe18

00sandamuchimprovedenginewasdevelopedby1825inBritain.By1930,theUn

itedStateshaditsfirstrailwayline.Priorto 

theadventofrailtravel,touristshadtotravelbyhorsesandcarriages;andbythetime

railtravelcameintobeing,itwasbycomparisonfarmuchbetter,efficient,lesscostl

y,morecomfortableandevenmuchsafer.Therailroadhadnowreplacedthestagec

oach,carriagesandhorsesandtherebyreplacingvariousriverandcanaltravels.Thi

sinevitablychangedthechoiceofaccommodation.Thecarriageandotherhorsepo

wermeansoftransportationcouldonlyconveyahandfulata 

time,whiletherailsystemcouldtransportalotofpeopleatthesametimetothesame

destination.Therefore,therailwaybroughtimmensechangestothetourismandac

commodationindustry.Littletavernsthatcouldcaterforahandfuloftravellersno

wgavewaytohotelsthatwerebuiltneartherailstations,inordertocaterforthemasst

ransportationofpassengersandtouriststherailsystemwasabletoconvey(Meddli

kandButkart,1994, p.20). 
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Beforetheinventionoftherailsystem,anumberoftravellersandtouristscouldtrav

elfor,sometimes,monthsbeforegettingtotheir 

destinations.However,withtheinventionoftherailsystem,ajourneyofseveralmo

nthscouldbeachievedinsixdaysbymoretouristsataparticulartime.Therailroadal

sohadexcellentdiningchairsandsleepingberthsinordertoensurepassengers‟saf

etyandcomfort.AlthoughtheinventionoftheautomobileaftertheGreatDepressi

onandtheWorldWarIIthreatenedtherailwayindustry,itcameupwithinnovations

toavertitscollapse.Nowwehavebullettrains,mostlyfoundinEuropeandAsia,wh

ichcanmoveataspeedof250milesperhour(see Hasek, 1994,P.38). 

 

3.2TheImportanceofAutomobilestotheGrowthandDevelopment

ofAccommodationintheHotelandTourismIndustry 

 
Duetoitsconvenienceandrelativelylowcostperpassenger,theautomobilebecam

ethepreferredmeansoftransportationagainsttherailsystemoftravel,anditbecam

ethemostpopularmeansoftravelbyfamilyunits.Theautomobilewasaveryconve

nientmodeoftransportbecauseitwasnotrestrictedtoroutestraversedby 

railwayandtherigid 

schedulesoftherailway.Anothergreatadvantagetheautomobilehadingroundtra

nsportationatthattimewasthatitprovidedtouristswithvehiclesforuseatthedestin

ations,whiletherailsystemonlytooktouriststotheirdestinationsandleftthemtofi

ndtheirwaysaround(GriffenandDittner,1993,P.29). 

 

Theimportanceofautomobiletothedevelopmentofaccommodation 

andthehotelandtourismindustrywasverytremendous.Beforetheinventionofaut

omobiles,hotels,accommodationandrestaurantsweremostlyfoundinandaroun

dtrainstations.Butwiththedevelopmentoftheautomobiles,therewasagreatgrow

thinintercitytravelandaninevitablechangeinthelocationanddesignofaccommo

dation.Thedesignofaccommodationchangedtoconformto 

thefamilyunitbecausetheautomobilesencouragetravelbyfamilygroups.Also,m

ostaccommodationandeateriessprangupwithinthecitiesand 

onroadsidestocaterforpeopleandfamilies.Thesenewlybuiltfacilitieshadtobebu

iltwithcarparkstoaccommodatetheautomobiles.Anotherinterestingdevelopme

ntthathappenedinthehotelandtourismindustrywastheconversionoflocationsno

tservedorusedbyrailroadsintotouristdestinations(MillandMorrison, 

1995,P.18). 
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3.3TheDemandonAccommodationduetoTechnological 

AdvancementintheTransportIndustry 

 

Thedemandthattheaccommodationsectorhadwasduetotheimmensegrowthand

evolutioninthetransportsector.Asthetransportindustrygetsmodernisedandmor

eefficientintransportingmoreandmorenumberofpeopleatasingletime,accomm

odationhastoincreasetocaterfortheincreasingnumberoftourists 

andbusinessmen.Morespacealsohastobecreatedaroundthisaccommodationtos

erveascarparks(www.htf .org.uk).Fromahistoricalbackground,therailsystemh

asplayedamajorroleinthedevelopmentofthehospitalityandtravelindustry.Itwa

swhentherailroadservedasthemajormeansoftransportationthattheoldhouses,in

nsandtavernsalongturnpikesandcarriageroads,gavewaytohotels,convenientto

therailwaystations. 

Trainshaddiningcarsandsleepingcompartmentstogivepassengerstherequiredc

omfort.Thedepressionofthe1930sandWorldWarIIcaused 

adeclineintheuseoftherailroadandthatdeclinewasacceleratedbytheinventionof

theautomobile. 

 

Theautomobilehasbecomethemostpopulartransportationmodefortourists‟use.

Itsconvenienceandflexibilityofthecarhasgivenitanadvantageoverthetrain.Aut

omobileshavemadeitpossibleforthefamilytotravelasaunit,andsuccessfulacco

mmodationhavebeendevelopedtoservethetypeoftravellers,whoarethemiddlei

ncomefamilygroup.Thedemandforaccommodationinthehospitalityandtouris

mindustryhasdevelopedalotbytravellers,touristsandthoseon 

businesstrips.Sucharapidgrowth 

hasbeenfundamentallylinkedtothetransportsystemandthetechnologicalprogre

ssofthelast150years.Advancementfromtherailroadtotheautomobileanduntoan

other 

modeoftransportationliketheairplanehasmadetravellingonlargescalepossiblef

orbothleisureandbusiness.Thisamountstoaserious 

demandforaccommodationinthehospitalityindustry(www.bha-online.org.uk). 

 

3.3.1TheRevivalandSustenanceofthePassengerRailSystems 

 
TheGreatDepressionofthe1930sandWorldWarIIcreatedadeclineinrailroadusa

gewhichwasacceleratedbytheinventionoftheautomobile.Thefreedomoftheop

enroadgaveautomobiletravelacompetitiveadvantageovertraintravel.Inorderto

preventacompletecollapseofthepassengerrailsystems,theUnitedStatesofAmer

ica 

governmentcreatedAMTRAKin1971.AMTRACKisasemipublicorganisation

;eightofthefifteenmembersofitsboardareselectedbythePresidentoftheUnitedS

tates,threebytherailroads,andfourby 
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preferredprivatestockholders.AMTRACKissubsidisedbytheUScongressinam

ountsrangingfrom$500millionto$800millionperyear. 

 
Thissubsidyrepresentsbetween35and50percentofitstotalrevenue.AMTRACK

haseliminatedmanyunprofitablelinesandimprovedoverallefficiencyandservic

equality.However,despitetheseefforts, 

manypassengersoptforthespeedandsometimespriceadvantageof 

airlines.Tocounterthis,AMTRAKoffersspecialpricesonregionalortranscontin

ental travel.Tourpackagesarealsopopular, 

particularlywithretiredpeoplewhopreferrelaxingandwatchingtheever-

changingsceneryto driving. 

 

AlthoughtheUSexperiencedadeclineinrailtravel,railroadsinEuropeandAsiapl

ayfarmoreimportantrolesinpassengerandfreight 

transportation.Railroadsaremorecost-effectiveandamoreefficient 

meansoftransportationespeciallyindenselypopulatedareas.Europeanshavedev

elopedtrainsthatcantravelupto250milesperhour.Forinstance,theFrenchTriesG

randeVitesse(TGV,veryhighspeed)runsbetweenParisandMarseillesinthreeho

urs.Thechannel 

tunnellinksEnglandwithFranceandenablesbothtrainsandautomobilesto travel 

thetwenty-threemilesoftheEnglishChannel. 

 
AswiththeUnitedStatesofAmerica,theJapaneseandEuropeanrailsystemsarehe

avilysubsidisedbytheirrespectivegovernments. .Withoutsuchsubsidies,theroa

dsandtheairwouldbemorecongested.AlotofAmericansvisitingEuropetakeadv

antageoftheEurailpass.TheEurailpasswhichmustbepurchasedfromtravelagent

soutside Europe,allowsvisitorstotravelthroughoutcontinentalEurope. 

 
SELF-ASSESSMENTEXERCISE  

 
Howdidgroundtransportation/automobilechangethepatternoftheaccommodat

ionsector? 

 

4.0CONCLUSION 

 
Therailandgroundtravelhavebeengreatcontributorstotheearlytourismindustry

andaccommodation.Technologically,travelbytrainwasapioneerandagreatdev

eloperofthetourismandaccommodation 

industry,butitgraduallylostitsroleinthetouristindustrybecauseit 

lackedtheconvenienceoftheautomobile.Meanwhile,theautomobileisthemostp

opularmeansoftransportationfortourists‟usebecauseofitsconvenienceandflexi

bility.Also,duetothetechnologicaladvancementinthetransportindustry,accom

modationisstretchedtothelimitstomeetupwiththeeverincreasingnumberoftrav

ellersandtourists.The 
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railandgroundtransportationhavebeenthemaininfluenceinthehospitalityandto

urismindustry.Also,ithasaneconomicimpacttotheworld‟seconomyandthe 

hospitalityandtourismindustry‟seconomy. 

 

5.0SUMMARY 

 
Thechangesthathaveoccurredinthetransportationindustryhavehadagreatimpa

ctonthenumberandtypeofpeoplewhotravel.Asaresultofthechangesinthenumb

er 

andtypeoftravellers,therewasalsoachangeinthedestinationsvisitedandtypesof

accommodationused.Thedevelopmentoftourismstartedbeforetheindustrialrev

olutionandcontinuedparallelwiththeimprovementofmeansoftransportation. 

Also,physicalneeds,business,leisure,thedesiretoexperienceotherpeoples‟cult

ureandaninterestinmeetingnewpeoplearesomeofthereasonspeople travel. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

 
ii. 

 
iii. 

 
Outlinetheimportanceoftherailsystemasameansoftransportationforthe

hospitalityandtourismindustry. 
Howdidtheautomobileimpactchangesontheaccommodationsectorofth

ehospitality andtourismindustry? 

Whatarethechallengesanddemandsfacedbyaccommodation 

sectorduetotechnicaladvancement? 
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1.0INTRODUCTION 

 

Inthefieldoftourism,theshiphasundergoneamajorshift.Astheprimarymodeoftr

ansportationonoceans,seas,lakesandrivers,ithasnowbeenreplacedbytheairpla

neandjets,becauseitisnowfastertotravelbyair.Neverthelesstheshiphasbeentran

sformedfromameans 

oftransportationtoasightseeingvehicle.Cruisinghasbecomeaverybigtourismve

ntureandisgenerallylimitedtowarmwaterareaswhere distancesbetweenports-

of-

callarenottoogreat.GoodexamplesofcruisinglocationsaretheCaribbeanandMe

diterranean.IntheCaribbean,acruiseshipcanbescheduledtosailatnight,callingo

na differentporteachday.Somelinesarestillofferinglonground-the- 

worldandsouthpacificcruises,butthemostcommoncruiseisusuallyshortandfreq

uentlywithairservicetothecruiseareafromthevisitors‟origin. 

 
Althoughthecruisehasaproblemintheareaofcost,thegreatlinersthathavebeenbu

ilttosailtheoceansareexpensivetobuildandoperate.Stateroomsonacruiseship 

costmoretobuildthandohotelrooms,andtheratioofcrewtopassengersoftensigni

ficantlyexceedstheratioofhotelemployeestohotelguests.Acruiseshipthatweigh

sabout70,000 

tonscancostabout$200million.Thevesselislongerthantwofootball 

fieldsandiscapableofcarryingupto1,500passengers.Casualships 

usuallycaterforyoungcouples,familywithchildrenandsingles,whileshipsthata

ppealtotheupscalecrowddrawmatureclientsthatprefera 

moresedateatmosphere andlowkeyentertainment. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•describetheservicesthat areofferedbycruiseliners 
•discusstheimportanceofcruiseshipsasameansof transportationto 

thehotelandthetourismindustry  
•describethevarioussegmentsofthecruisemarket. 
 

3.0MAINCONTENT 

 

3.1ServicesOfferedbyCruiseLiners 

 
Inthehospitalityandtourismbusinesstheshiphasgonethrough 

tremendouschanges.Theshiphasevolvedfrombeingaprimarymodefortransport

ingpeopleandgoodsonoceansandseas,especiallythetransatlanticandtranspacifi

croutes,tobeingusedasvehicleforsightseeing.Nowthattheshiphasbeenreplaced

bytheplane,itisnowusedasavehicleforsightseeing. 

(Wahab,P.212.LewisandChambers,1990,P.30). 

 

Inrecenttimes,thecruiselinerhasbecomeafloatingresortandtravellerscruisingto

locationsarebeingpamperedthroughouttheirtrip.Thesecruiselinersofferaccom

modationjustlikeafivestarhotel.Their 

accommodationsrangefromluxurioussuitestocabins,andofferattractionslikeg

yms.forearlymorningwork-

outs,incrediblecuisinesandbuffets,whileguestscanspendtheirafternoontimevi

sitingbeautyparloursandplaygamesliketabletennis.Passengerscansimplyrelax

bythepoolandenjoyagoodview.Nightlifecanbeveryinterestingonacruiseship,n

ightclubsofferavenuesfordancing,banquetsetc.(SeeGoeldner,and 

McIntosh1990,P.11). 

 

Thecruiseshipalsogivespassengerstheopportunityforsightseeing.Therearetrip

sthatarestrictlyforsightseeing.Althoughsightseeingtripshavealmostdisappear

edexceptforafewontheRhineandNile,therehavebeenprovisionsfortripsontheO

hioandMississippiRiversforAmericansinterestedinexperiencingatypeoftravel

inthepast.Similarly,touristsarealsointerestedandattractedbycanalsinAmsterda

mandalso intheharboursofRotterdam. 
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3.2TheImportanceofCruiseShipsasameansof 

TransportationtotheHotelandTourismIndustry 

 
Thetourismindustryisthelargestindustryandalsoamongthehighest/largestempl

oyeroflabour.Anindustryaslargeasthetourismindustryhastocomeupwithinnov

ationsasoftenaspossibleinordertosurvivethecompetition.Thisisoneofthereaso

nstheRadissonHotelInternationalhasenteredthe$4.6billionCruiseBusiness.Th

isnewshipnamedafterthehotel(RadissonDiamond)cancarry uptothreehundred 

andfiftyfour (354)passengers(seeHartssel,1994, P.21). 

 
Thecruisemarkethadincreasedbymorethan500percentfrom1970to1990andsui

tesvaryfromaround$195perpersonperday,oncarnival 

cruiselines,toabout$600perpersonperday.Althoughcruisingratesareusuallyfor

doubleoccupancy,ahotelthatownsacruiseline,liketheRadissonDiamondwould

makealotofprofitwithrateslikethat.Cruiseshipswithspectaculardecks,androun

dtheclockactivitieshaveattractedcloseto2millionpassengersannually.Mostcru

iseshipssailunderforeignflags.Theseflagsareknownasflagsofconveniencebeca

useregisteringtheseshipsincountriessuchasLiberia,Bahamas 

andPanamameansfewertaxregulationsandlittleornotaxation.Manypassengers

remainloyaltotheirparticularvesselsofchoiceandhalfofthepassengersonacruis

eshiparerepeatedguests. 

 

3.3TheVarious SegmentsoftheCruiseMarket 

 
Asitisinmostindustries,therearealsocategoricaldifferencesbetweenthesegmen

tsofthecruiseindustrywhichwearegoingtolistandelaborateon.Thefirstsegment

wearegoingtolookintoisthemassmarket.Thissegmenthastouristsinthelowerpar

tofafivefigureincomerangeandareusuallyinterestedinpayingbetween$125and

$200perdaydependingonthesizeofthecabinanditslocation.Thereareothertouri

ststhathaveincomesof$40,000to$59,000andare 

usuallyinterestedinpaying$200to$350perday,andthissegmentisknownasthem

iddlemarket.Thisisusuallythelargestpartofthemarket 

becausethemiddlemarketshipsarestylishandcomfortable,andtheshipsarealsoc

apableofaccommodatingbetween750–1,000passengers. 

 

Thelastsegmentisknownastheluxurymarket.Thesearesix-star 

vesselsthatboastofsophisticatedcuisine,excellentserviceandaverysatisfyingcr

uiseexperience.Theluxurymarketisusuallyforpeople 

withincomeshigherthan$60,000perannumwhocanaffordtopaymorethan$350

perday.Usually,theshipsaresmallerhavingapassengercapacityofabout700.Ac

urrenttrendinthecruiseindustryis 
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mergingorconsolidationjustasitisinanymaturingmarket.Thisallowsagreaterec

onomyofscaleandalsoleadstomoreefficient 

marketingandcostsavingsbythevirtueofthesizeoftheorganisation 

(MayoandJarvis, 1991). 

 

3.3.1InternationalAdministrative TourismOrganisations 

 

Governmentsofdifferentcountriesareinvolvedintourismdecisionsandadminist

rationbecausetourisminvolvestravellingacrossinternationalboundaries,andita

lsoinvolvesdifferentpeoplefromdifferentbackgroundsandnationalities.Gover

nmentregulatestheentranceandexitofforeignnationals.Theybecomeinvolvedi

nthedecisionssurroundingnationalparks,heritage,preservation,andenvironme

ntalprotection,aswellasculturalandsocialaspectsof 

tourism.Tourismistosomeextentaninternationalambassador,fosteringgoodwil

landcloserinterculturalunderstandingamongthepeoplesoftheworld.TheWorld

TourismOrganisation(WTO)isthewidelyrecognisedorganisationintourismtod

ay.TheWTOistheonlyorganisationthatrepresentsallnationalandofficialtouris

minterestsamongitsalliedmembers.Justthewaygovernmentallocatesitsdomest

ic 

dutiestoseveralministriesforefficientmanagementandgoodsupervision,soalso

dotourismactivitiesandsafetyoftouristsandtheenvironmentbeingadministered

bydifferentinternationalorganisations. 

 

Amongtheseinternationalorganisations,aretheInternationalAirTransportation

Association(IATA),.Thisistheglobalorganisationthatregulatesalmostallintern

ationalairlines.IATAfacilitatesthemovementofpeopleandgoodsthroughanetw

ork.Itstandardisestickets,waybillsandbaggagechecks.Anotherinternationalor

ganisationresponsiblefortourismactivitiesistheInternationalCivilAviationOrg

anisation(ICAO).ICAOcoordinatesthedevelopmentofallaspectsofcivilaviatio

n,specificallywithregardtotheformulationofinternationalstandardsandpractic

es.Therearealsootherorganisationsrelatedtotourism,tourismdevelopmentandt

ourismadministrationthatarenotknowntothepublic.Eachoftheseinternationald

evelopmentorganisationssharesacommonpurposethatincludestourismdevelo

pment.Theseorganisationsincludethefollowing. 

 

•TheWorldBank(WB)lendssubstantialsumsofmoneyfortourismdevelopment.

Mostofthismoneyisawardedintheformoflow-

interestloanstodevelopingcountries.TheInternationalBankforReconstr

uctionandDevelopmentwhichhassimilar 

activitieswiththeWorldBankandtheUnitedNations 

DevelopmentProgramme(UNDP),assistcountrieswithavarietyofdevel

opmentprojects,includingtourism.TheOrganisationfor 
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EconomicCooperationandDevelopment(OECD),whichwasestablishe

dbyaninternationalconventioninParisin1960,isalsoinvolvedinpolicym

akingandadministrationofthetourismindustry.Theotherfunctions 

oftheOECDareas follows. 

 

•Achievethehighestsustainableeconomicgrowthandemployment,andr

aisingstandardoflivinginmembercountrieswhilemaintainingfin

ancialstabilitythus,contributingtothedevelopmentoftheworldec

onomy.  
•Contributetoeconomicexpansioninmemberaswellasnon-

membercountriesthrougheconomicdevelopment.  
•Contributetotheexpansionofworldtradeonamultilateral,non-

discriminatingbasisinaccordancewithinternationalobligations.  
•TheOECD‟stourismcommitteestudiesvariousaspectsoftourism,inclu

dingtourismproblems,andmakesrecommendationstonationalg

overnments.Thecommitteealsoworksonstandarddefinitionsand

methodsofdatacollection,whicharepublishedinannualreportsen

titled“TourismPolicyandInternationalTourisminOECDMemb

erCountries”. 

 
SELF-ASSESSMENTEXERCISE  

 
Whataretheservicesofferedbycruiselines? 

 

4.0CONCLUSION 

 

Inthisunit,youareacquaintedwithsomeservicesthatcruiselinersrendertotourists

.Theseinclude,theopportunityofhavinganultimate 

satisfactionwhileexperiencingbreathtakingviews.Cruiseliners,whicharealsot

ouristdestinationsareveryimportanttohotelsandthetourismindustryingeneral.

Hotelshaveseentheimportanceofcruiseliners,whichisthereasonwhysomehotel

sareinvestingincruiseliners.Forexample,theRadissonHotels,haveinvestedinac

ruiseshipcalledtheRadissonDiamond.Ithasthecapacitytotakeupto354passeng

erswithratesofabout$600perday.Cruiselinersofferaccommodation,justlikefiv

estarhotels,gymnasiumsandnightclubs.Cruiselinershavethreedifferentsegme

nts,namely,themassmarket, themiddlemarketandtheluxurymarket. 
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5.0SUMMARY 

 
Cruiselinersareveryimportanttothehospitalityandtourismindustry.Theyprovi

deexcellentservicesandhaveovertheyearsevolvedfrombeingamodeoftransport

ationtobecomingatourists‟destination.Cruiseshipsarelikefloatingresortsandp

assengersassociateacertainromancewithcruisingtoexoticlocations.Casualship

scaterforcouples,singlesandfamilieswithchildren,whileshipsthatareontheupsc

aleendofthespectrumappealtomorematured clientsthatprefera 

serene,sedateatmosphereandlow-keyentertainment. 

 

6.0TUTOR-MARKED ASSIGNMENT 

 
i. 

ii. 
iii. 

 
Identifythevarious segmentsofthecruisemarket. 

Whatdoestheterm“flags ofconvenience”mean? 
Statetheimportanceofthecruiseshipasameansoftransportationto 

thehotelandtourismindustry.. 
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1.0INTRODUCTION 

 
Geographyisgloballydefinedasthestudyoftheearthandthepeoplewholiveonit.

ThetermgeographycomesfromaGreekwordmeaning 

“descriptionoftheearth”.Geographerstrytounderstandtherelationshipsbetwee

none placeandagroupofplaces, 

andanotherplaceorgroupofplaces.Theserelationshipsarecalledspatialinteracti

ons.Geographersstudytheearthbecausetheywanttodescribeit,explainit,andma

kepredictionsorforecastsaboutitsfuture.Geographersrealisethatthingsontheea

rthconstantlychange;someofwhichcomefromnaturalcauses,e.g.theeffectsofw

aterandicecauseafieldtochangeoveraperiodoftime,whilesomeotherchangesoc

curbecause ofhuman 

activitieslikehighwayconstructions,andbuildingtownsandcities. 

 
Landmarksandclimateareveryimportanttothetourismandhospitalityindustry.F

orinstance,agoodtopographygivesexcellentviewsandclimatemakespeopletod

ecidetheirholidaydestinations.Thesearewhatweknowasnaturalwondersinthew

orld.TheexamplesoftheseareWaseandRiyomRocksinPlateauState,Nigeria,an

dtheruggedfjordinCanada,whichattractmanytourists.Theselandscapesaroundt

heworldmaketouriststravelfarandwideinordertosatisfytheircuriosity.Thisisan

otherboostforthetravelindustry.People 

sometimesjusttakearideinacartothecountrysideandsometimespeopletraveltho

usandsofkilometerstohaveafeelofadifferentweatherandenvironment. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•statethesimilaritiesanddifferencesbetweenthesubjectgeographyandgeograp

hers  
•statethe skillsyouneed tostudymaps 
•distinguishbetweenlandmark,climateandpopulationinrelation 

tothehospitalityandtourismindustry. 

 

3.0MAINCONTENT 

 

3.1FundamentalsofGeography 

 
Thefundamentalsofgeographyasyouhaveobservedintheintroduction,isthestud

yoftheearthandthepeoplewholiveonit.Severalyearsago,Americanastronautsw

enttothemoonandsentbacksomepicturesoftheearthtakenfromthemoon.Theear

thwasshownasabeautifulblueandwhiteballshininginthemoon‟ssky.Thisisamo

ngthereasonsthatgeographershavealwaysbeeninanunendingsearchtosecretsof

theearthandthesolarsystems. 

 

AspointedoutbyHunkinsandArmstrong(1984,P.157),geographerswereveryc

uriouspeopleandtheywantedtoknowwhythingswereconstantlychanging,whyt

hechangesinseasonsandwhythereisnightandday,andalsowhytherewerediffere

nttimezonesaroundtheearth.Thesewerethequestionsthatbroughtaboutthedisco

verythattheearthisamongthenineplanetsrevolvingroundthesunwhichisalsokn

own asthesolarsystem.Thenineplanetsincludingtheearthrevolveround 

thesunspathcalledtheorbit,and 

theplanetsstayintheseorbitsbecauseoftwooppositeforces.Thegravitationalforc

epullstheplanetstoward 

thesun,whilethecentrifugalforcepullstheplanetsawayfromthesun.Thetwoforc

esarebalancedwitheachother.Theearthrevolvesroundthesunonceevery365.25

days.Eachcompleterevolutionmarksoneyear.Inaddition,italsospinsonitsaxisa

ndeachcompleterotation marks24hoursi.e.one day. 

 

3.2MapsandTables 

 
Geographer‟susemanysourcesofinformationintheirstudyoftheearth,amongwh

icharebooks,photographsandotherspecialequipmentlikebinoculars.Butthemo

stimportanttoolofageographeristhemap.Mapsareveryusefulbecausetheyshow

inpictureforminformationthatcanoftenbecomplextothelayman.Themapissosp

ecialthatalmostanyfeatureonearththat canbemeasuredorcounted 

canberepresented. 
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People 

oftenseetheglobeasthebestmodeloftheearth,butitdoesnotallowapersontolooka

ttheearthatthesametime,whileamapcanbespreadonatableandthewholeearthca

nbeseenataglance.Aglobecarriesverylittleinformationwhileamapgivesmorein

formationandcaneven 

beenlarged,i.e.fromtheglobalmap,onecangetthemapofa 

countrylikeNigeria.Alsoonecanstillgetamapthatcanshowroads 

andimportantplaceswithinacity(Hunkins&Armstrong,1984,P. 197). 

 
Inthecourseofthestudy,itisimportanttoknowaboutmappropertiesandtheirparts

.Therearefivepartswhichmapshavethathelpinreadingthem. Theseare: 

 
i 

 
ii 

 
iii 

 
iv 

 
(v) 

 
vi 

 
Title-thetitletellsthereaderwhatinformationisfoundinthemap. 
Legend–thistellsthereaderaboutthecoloursorsymbolsusedonamapand 

whattheyrepresent. 
Gridsystem-

thisisaseriesoflinesusedtofindexactlocationsofplacesonamap. 

Directions-

theseareimportantbecausetheymakethemapreaderdeterminehisorherp

osition. 
Arrows-theseshowthevariousdirectionsoftheworld 

sothatthereadercanconfigureother directions. 

Mapscale-thisistherelationshipbetween 

aunitofmeasureonamapandaunit ofmeasureonearth. 

 

3.3LandMarks,ClimateandPopulation 

 
Theearth‟ssurfaceisdividedbetweenthelandportionandthewaterportion.Thela

ndportionoftheearthismadeupofavarietyofshapes.Thesevarietiesofshapesarek

nownaslandforms. 

Togetherwiththesoilandplants,theselandformsformthedifferentlandscapestha

tcoverthesurfaceoftheearth.Majorlandformsincludeplains,plateaus, 

mountainsandhills.Plainsarelargeareasofmostlylevelland.Mostplainsrisetoab

out1,000feetabovesea.Itisalsocalledatableland.Themountain,whichisanotherl

andmark,isusuallyariseoflandthathasanelevationofabout2,000feet.Hillsareth

elasttypesofmajorlandforms,likemountains,theyriseabovesurroundingland,b

uttheyaremuchsmaller. 

 
Theclimatereferstothedifferentkindsofweatherataparticularplace 

overalongperiodoftime.Climate,likelandscapes,isimportanttoplant,animalan

dhumanlife(Marsh,2004,P.61).Theelementsofclimateinclude–

temperature,moisture,airpressureandwind.Thedifferentcombinationsofthesee

lementsproducethedifferentworldclimates.Populationisanotherareaofconcent

ration.Thehumanrace 
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haslivedforthousandsofcenturiesandhasundergonealotofencounterswithitsen

vironment,natureanddevelopment.Allthese factors 

havehadeffectsinonewayortheother onthehumanpopulation 

(Dietz,2004,P.175-9,Malthus,1798, P.38). 

 
Thefirstimportantchangeinpopulationgrowthratewasaresultof 

agriculture,farminganddomesticationofanimals.Populationgrowth 

alsoappreciatedduringtheindustrialrevolution.Alotofthingswerehappeningtha

treducedthedeathrateandintroductionofmachinerygreatlyincreasedtheproduct

ionoffactorygoodswhichweremorehygienicandreduceddeathrates. 

 

Alongwiththeindustrialrevolutioncameadvancesinmedicalscience. 

Increaseintradeand contact betweenpeoplespreadideas 

aboutgrowingcropsandexchangeoffoodfor variety.This 

greatlyimprovedthedietofmillionsofpeopleandbythetwentiethcenturytherewa

sapopulationexplosion.Theimpactofthepopulationexplosion,aidedbytheindus

trialrevolutionwhichalsoaidedagriculturaldevelopment,hasgreatlyreshapedth

eearth.Peoplehavesettledinvariouspartsoftheworld,formingpatternsasdiverse

asthelandscope. 

 
Theabilityandsuccessofpeopleinadaptingtodifferentphysical 

settingsisreflectedinthetremendousgrowthoftheworld‟spopulation.Landmark

sand 

theclimateinfluencethepopulationofaregion.Agoodlandmarkwithgoodvegeta

bleislikelytoattractmorepopulationandtouriststhananaridanddryregion.Clima

tesalsoinfluencetheattitude ofthetouristsandthushaveenhanced 

thedevelopment ofthehospitalityandtourismindustry. 

 
SELF-ASSESSMENTEXERCISE  

 

Whatarethepartsofamapthatmakemapreadingeasyandinteresting? 

4.0CONCLUSION 

 
Geography,asafieldofstudy,isnecessarybecauseitallowsyoutounderstandthee

arthanditspeople.Itdealswiththeinterrelationshipsofpeoplewiththeirenvironm

ents.Duetothelargesizeoftheearthanditscomplexitiesinvolvingclimatesandwe

ather,geographersmustspecialiseinordertoreallyunderstandtheearth.Theearth

surfaceisa placeofgreatvariety 

oflandscapes.Althoughlandscapesareaffectedbynaturalcauses,forexample,vo

lcanoeschangethelandscapes;humanactivitieswillcontinuetohavewiderangeef

fectsonthelandscapes.Theatmosphereinwhichweliveisveryactiveinprocessin

gtheenergyofthesunandtheresultisdailyweatherandclimatechange.Duetothem

ovementoftheearthonitsaxisandontheorbit,andthevariousland 
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andwaterbodies,thereisavarietyofclimatetypes.Populationontheotherhandhas

increasedtremendouslywithimprovementinagriculture andmedicalsupply. 

 

5.0SUMMARY 

 
Geographyisastudythatseekstoknowmoreabouttheearth,its 

environmentandthepeoplethatliveontheearth.Italsostudieswhythereisclimate

change,andalsootherbodiesinthesolarsystem.Thisunithasalsodiscussedabout

mapsandtheirimportanceinlocatingcertaindestinations.Youhavealsolearntabo

utlandmarksandthechangesthatoccuronthemi.e.bynaturalcausesandbyhuman 

activities.Youhaveseenhowtheindustrialrevolutionandprogressmadeinagricul

tureandscienceshaveboostedpopulation. 

 

6.0TUTOR-MARKED ASSIGNMENT 

 
i. 
ii. 

 
Writea briefdescriptionofgeographyas afieldofstudy.Whyis 

climate relevanttothehospitalityandtravelindustry? 
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1.0INTRODUCTION 

 

Salesareveryimportantpartofmarketingthegoodsandservicesanyorganisationh

astooffer.Inthisunit,youwilllookatthesellingskillsandadministrativeprocedure

s.Firstofall,itisimperativeforyoutoknowthedifferencebetweensalesandmarket

ing.Salesfocusontheproductsorservicesforsale,whilemarketingfocusesontheg

uests. Althoughsaleisdifferentfrommarketing,thetwogohandinhand.In 

thehospitalityandtourismindustry,thesalesdepartmentisresponsibleformaking

productstoguestswhoarethetargetmarket.Eachorganisationorganisesitssalesd

epartmentinawayitdeemsbestandthatiswhysomeorganisationshavesalesoffice

sthroughoutthenationandinothercountries,inadditiontotheinternalsalesdepart

ment.Thesalesdepartmentusesadvertisementslikebillboards,newspapers,mag

azinesandtheelectronicmachines(i.e.radio andtelevision). 
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Anotherwaytoreachcustomersorguestsisthroughsalespromotionsuchascomm

unityprojects,likeidentificationofselectedparksandgardens.Corporatesalespro

grammesusuallyhavetieswithoilcompanies,creditcards,carrentalcompaniesan

dtravelagents. 

Brochuresforsellinggroupmeetingsandtourgroupsatspecialratesaregiventoco

mpanies. 

 
Therecannotbeasuccessfulselling,withoutasalesprogrammeandtherecannotbe

a 

salesprogrammewithoutanassignedresponsibilityforsupervisingandconductin

gallphases.Ingeneral,thesalesplanshould 

bedirectedatpullingupbusinessinthelowspots.Salestools,i.e. direct-

mail,display 

advertising,personalsellingandpublicity,shouldbeappliedatthesametimetoach

ieveadefinitegoal.Salesmen,veryfamiliarwiththeproduct,areexpected,asparto

ftheirduties,tocallontravelagents,corporateoffices andotherpotentialclients. 

 

2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•statetherelationshipofsales,advertisementandmarketingandtheirimportance,

tothehospitalityandtourismindustry  
•describethedifferentapproachtoolsfor successfulsales 
•analysevariousmeansofadvertisementsandpublicrelationsthatmakeahospital

ityandtourismorganisation sell. 

 

3.0MAINCONTENT 

 

3.1Sales,Advertisements,MarketingandtheAdministrationofthe

HospitalityandTourismOrganisation 

 
Inthepromotionofmarketing andsaleofanyproduct,theprinciplesare 

thesamebutthehospitalityandtourismsectorhassomepeculiarities.Thehospitali

tyandtourismproductisacombinationofproductsandservices,andnosingleindiv

idualorentrepreneurcanproduceit,becauseeachdepartmentintheindustryneeds

ahighdegreeofspecialty(SethandBhat,2005,Pp194-

195).Thehospitalityandtourismproduct 

isapeculiarproductthatcannotbetransportedortakentothecustomer; 

hencethecustomerhastogettoitinordertomakeuseofit.Thisproductcannotbestor

edforsaleatalatertime.Forexample,ahotelroomhastobeinuseeverydayoritbeco

mesatotalwaste,unlikesomebodysellingstationerieswhocanstoreupanystation

erynotboughtforsalethenextday.Also,inthecaseofnaturalcalamities, 
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economicinstabilityorpoliticalandethno-

religiousupheaval,thehospitalityandtourismindustrysuffersterribly. 

 
Therefore,thereistheneedforanaggressivemarketinginordertosellitsproducts. 

Inorderfortourismorganisationtosellitsproducts,agoodsalesdepartmentusuall

yemploysfactfindingordatagathering(market 

research)communicationtoinformthepublic(touristpromotion),ensuringsales(

distributionchannels)and,coordination,controlandevaluation(monitoring,thet

otalmarketingplan).Tomotivatemembersofthesalesteam,someorganisationsre

wardthesalesteamswithalittlepercentageandthismakessalesprofessionalstogu

ardtheclientscarefully.(Walther,J.1999,P. 417). 

 

Makingasaleandinfluencingtheguest tobecomearepeatguest 

isvitalintoday‟scompetitivemarketplace.About80percentofhotelsandsomeres

taurantsbusinesscomefromabout20percentofthegueststhatpatronisethembeca

useofsalesrepresentatives.Anothermoraleboosterusedbyadministratorsoftheh

ospitalityandtourismindustrytogaintheloyaltyanddedicationofdutybyemploy

ees,especiallythesalesteam,iscompensation.Compensationisthetotalrewardbe

nefitsgiven 

tostaffmembersthathavemetparticulartargets.Compensationscanamountto25

percentofthetotalpayroll,makingthemthehighestsinglecostfactor 

inthehospitalityandtourism industry. 

 

3.1.1RecruitmentofHumanResources 

 

Aswehavealreadyknown,thehospitalityandtravelindustryisthelargestinthewo

rld,employingsome70millionpeople.Also,thereis 

nootherindustryintheworldthathasafrontlineguestcontactbetween 

employeesandguests,especially entry-

levelemployees.Inthisindustry,employmentrangesfromentrylevel-

employeetospecialisedpositions,supervisorypositionsandmanagerial/executi

vepositions.Humanresourceisallaboutattracting,selecting,orienting,training,d

eveloping,andevaluatingtheperformanceoforganisationalresources(Morrison

,1999,p.14).Thecomplexityofhumanresourcesmanagementanddevelopmenti

nthehospitalityandtravelindustryisincreasedbecause 

manyunskilledworkersareemployedatentrylevel.Thereisenormous 

andincreasingculturaldiversitywithintheindustry.Figure6.1illustratesthehuma

nresourcesmanagementanddevelopmentprocessofthehospitalityandtravelind

ustry. 
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Recruitmentandselectionmeantheprocessoflookingforthemostqualifiedandsu

itableemployeefortheavailableposition.Theprocess 

startswiththeannouncementofvacancies,whichcanstartwithintheorganisation.

Applicationsarereceivedfromavarietyofsourcese.g.internalpromotions,emplo

yeereferrals,applicantfilestransferswithin 

thecompany,advertising,collegesanduniversitiesandalsogovernment–

sponsoredemploymentservices. 

 
Applicationformsandcurriculumvitaeareacceptedandscreenedbythehumanres

ourcesdepartment.Alotoforganisationsprefertheapplicantstocometotheproper

tyandpersonallyfillouttheapplicationform.Thehumanresourcesdepartmentthe

nreviewstheapplicationandcurriculumvitaeforaccuracyandalsotobesurethatth

eprospectiveemployeeislegallyentitledtoworkinthecountry.Itisprevious 

employeesonlythataregiventhebeginningandendingdatesduetolegalreasons.F

igure6.2;showsthedescriptionoftherecruitmentandselectionprocess. 
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TheRecruitmentandSelectionProcess 

 

37 



HCM348 HOSPITALITYANDTRAVELMANAGEMENT 

 

Applicantsareinvitedtocomeforaninterview.Thisinterviewisa 

generalscreeninginterviewtodeterminewhethertheapplicantissuitableforempl

oymentornot.Duringtheinterview,employmentmanagerslookfordresssense,m

annerisms,attentiveness,attitudeandinterests.Questionsarealsoaskedwhichen

couragetheapplicanttoanswerindetails.Interviewswiththedepartmentheadwill

assessthecandidate‟sabilitytodothejob,whileselection,isselectingthemostsuita

blequalifiedcandidatefortheavailableposition.Partoftheselectionprocessmight

involvetestslikepersonality,aptitude,skillor 

psychologicalteststoensurethatcandidatespossesstherequisiteinterpersonalski

llstodothejob. 

 

3.2Sales Tools,SalesProgrammesandSalesPromotions 

 
Sales,aswehavenotedinourintroduction,isfocusedontheproductorservicetosell

,thereforeagoodhoteladministrationsplitsitssalesteamaccordingtothevarioust

argetmarketse.g.association,corporate,cateringetc.Sometimestheclassificatio

nmighthavetoinvolveregions 

intheareae.g.North,South,West,East,etc.Someoftheapproachesemployedbyth

esalesteamaretoaskcompaniesabouttheiraccommodationandrestaurantneedsa

ndalsotoknowwhichhotelsandrestaurantstheyuseatpresent.Theteamshouldbe

abletogetthenames 

ofthepeopleresponsibleforbookinghotelsandrestaurantssothattheycouldbeinv

itedtothehotelforapersonaltourandlunchduringthetour,whichis 

ofgreatadvantage(WalkerP. 417). 

 
Somesalestoolsandprogrammesincludepersonalselling.Underthistoolwehave

salescalls,internalsalestrainingforguardsandcontactemployees‟telephone.The

secondtoolisthedirectmail.Underthistool 

wehavequestionnaires,brochures,postcards,envelopestaffersandcalendars.Di

splayadvertising;thisthirdtoolhaspropertieslikenewspapers,roadsidebillboard

sandsignsatairportsandotherstrategicplaces.Publicityisanothertoolwhichinclu

desradioandtelevisionadvertisementmessagesandspecialevents.Also,internal

advertisingasatoolincludesroomdirectories,menuclips,,personalsalesmessage

s, 

recordsannouncementontheP.A.system(publicannouncementsystem).Yetano

thertoolisprogrammesponsorshiponTVandradioe.g.sportsprogrammes(Coff

man andRecknaget, 2000, P.184). 
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3.3AdministrationandOrganisationalStructureintheHospitalitya

nd TourismIndustry 

 
Thehospitality 

andtourismindustry,aswehavenotedpreviously.isthelargestindustryandalsolar

gestemployerintheworld–

employingabout70millionpeople.Thereishardlyanyotherindustrythathasthety

peofcontactbetweenemployeesandguestssuchasthisindustry.Inthehospitalitya

ndtourismindustry,employmentrangesfromentrylevelpositionstospecialisedp

ositionse.g.supervisorypositionsandmanagerial/executivepositions.Thisiswh

ytheindustryrevolvesaroundHumanResourcesManagement.Thispointhasbee

nstressedbyTroy(2003,Pp.208).Humanresourcesisallaboutattracting,selectin

g,orienting,training,developingandevaluatingtheperformanceofanorganisatio

n‟smostimportantresources,i.e., thehumanresource. 

 

Nohotelorrestaurantortourismorganisationisthesamewithanotherone.Thediff

erencesaretheirservicesandprofessionalism.Thatiswhyhumanresourcesmana

gementissosignificantlycriticaltothesuccess 

oftheorganisation,J.Malker2005.(SethandBaith,2005,p.13).Thisisthereasonw

hytheindustryhastobedividedintosectorsanddepartments.Thereistheprimarys

ervices(room,food,andbeverages),ancillaryservices(guestlaundry,valetservic

eandtelephone).Supportservice(marketing/sales,propertyoperations,mainten

ance/energy,generaladministrationandaccounting). 

 
SELF-ASSESSMENTEXERCISE  
 
Brieflydiscuss humanresourcesmanagement. 

 

4.0CONCLUSION 
 
Inthisunit,youhavelearnthowthenatureofthehospitalityandtourismindustry,an

dhowthemarketingandsalesoftheindustryarequitedifferentfromthoseofotherin

dustries.Thisisbecauseofthenatureofitsservices,whichasnoted,cannotbestored

likeclothesorstationeries.Forexample,anytimearoomisnotinuse,itiswasted.Th

ereisurgentneedtoselltoprospectiveguestsandtourists.Thisis 

whythereistheneedtocomeupwithanadministrativesectiontocaterfortheneedso

fthesales.Tomakethesesaleseasierandmoreeffective, 

someinnovationshavetobebroughtinlike 

salestools,salespromotionsandsalesprogrammes. 
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5.0SUMMARY 

 
Inthisunit,youhavelearntthatthesalesdepartmentisresponsibleformakingsalest

ogueststhatarethetargetmarket.Makingasaleandinfluencingthegueststobecom

erepeatguestsisvitalintoday‟scompetitivemarketplace.Sincetheprofitabilityof

ahoteldependson 

theoccupancyratioinahotel,innovativeconceptshavebeenintroducedtomeetup

withthegrowingcompetition.Thisalsoshowsthereason 

whythereisafullorganisationalandadministrativeladdertodealwithprofessiona

llyin ordertokeepthestandardhigh. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

ii. 

 
Discusstheessentialprinciplesofgoodadvertising 

Differentiatebetweenmarketingandsales,andtheirimpactonthehospital

ityandtourismindustry. 

 

7.0REFERENCES/FURTHER READING 
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1.0INTRODUCTION 

 
Thetravelindustryisaverybigindustryandthatmakesitsactivitiescomplex.Inord

ertoeasethesecomplexities,itcameupwithdifferent 

sectors,agenciesandassociationstoassisttheindustryincarryingoutsomeofthec

omplicatedduties.TheInternationalAirTransport 

Association(IATA)isoneofthoseagenciesthatassistthetravel 

organisations.IATA,withitsheadquartersinMontreal,Canada,wasestablishedi

n1945andmostscheduledairlinesaremembersofIATA.IATAgovernsonlyinter

nationalfares,whiledomesticfaresaregovernedbythedomesticairlinesorthegov

ernmentoftherespectivedomesticentityornation.ThefunctionofIATAisassistin

ginthemovementofpeopleandgoods 

throughanetworkofroutesaseasilyaspossible.IATAisalsoresponsibleforregula

tingandstandardisingticketsandstabilisingfaresandrates. 

 

Theworldscheduleairtransportationindustrywasgrownfromameremillionpass

engersin1945toabout1.5billionpassengersin2001.Currently,morethan3percen

tincreaseandabout40percentofmanufacturedgoodsintheworldaretransportedb

yair.Allthisisattributedtothefactthattheaverageconsumerofscheduledairlinepr

oductsarepaying70percentlessthanwhatheorshewaspaying 

twentyyearsago.TheInternationalAirTransportAssociationhasmadeallthispos

siblebymakingairlinestobederegulated,whichhasbenefitedmostofthem. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•discussdomestic andinternational flight fares 
•listtherolesofdomesticandinternationalregulatoryorganisations  
•explaintheuseandimportanceofticketing. 

 

3.0MAINCONTENT 

 

3.1DomesticandInternationalFlightFares 

 
Faresinthetravelindustryvaryindifferentwaysandfordifferent 

reasons.Reasonscanrangefromthemodeoftransportation,orthedistancebetwee

ntheoriginandthedestination.Justlikeinmostorganisations,thereisusuallyabod

yresponsibleforregulatingandmonitoringpricesandfares,asisthecasewiththetr

avelindustry. 

Withoutthesemodalitiesinplaceforpriceregulationandmonitoring,therewilllik

elybeexploitationbysometravelorganisations. 

Inthecaseoftheaviationindustry,thebodyresponsibleforthisistheInternational

AirTransportAssociation(IATA)(visitwww.iata.org). 

 
Faresarealsodeterminedbythedensityoftrafficdemandinanarea.Anexampleisa

tripfromEuropetoAmericawhichwillbecheaperthana 

tripfromLondontoIndia.ThisisbecausethedensityonLondon-

IndiarouteislowerthanthatofLondon–

NewYork.Thesameistrueofthedomesticroute.Forexample,thedensityofKano-

LagosrouteisdefinitelyhigherthanthedensityonSokoto–

Lagosroute.Otherfactors 

arethecapacityavailableoncertainroutes,thelevelofcompetitiononthesectoran

dcostofoperations.(Fairlier,2003,P.7). 

 

Faresespeciallyoninternationaltravels,whenpaid,willonlybecome 

applicablewhenthejourneycommencesatthepointoforigin shownon 

theticket.Ifatravelactuallycommencesatadifferentlocationor 

country,thefaremustbere-

assessedfromsuchlocationorcountry.Promotionalfaresarethewayairlinesoffer

cheaperfarestoattractmorepassengers.Mostimportantamongthesefaresare;the

excursionfares,whichareforpeoplespendingaweektofourteendays,inordertost

opbusinesspeoplefromlookingforcheaperwaystotravel.Thegroup 

faresarethesecondtypeoffare,whichareapplicabletogroups.Itisapplicabletoam

inimumofagroupoftentofortypeopletravellingtogether. 
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3.2Ticketing 

 
Aticketisobtainedwhenatravellerpaysthestipulatedfare.Whenthefareispaidthr

oughcashorcreditcard,automaticallyatickethasbeenbought.Theticketislikeare

ceiptbutmoredetailedandcontainsalltheinformationneededbyanycheck-

instaffofanyairline.Normalticket 

regulationsapplytodocumentsissuedagainstcreditcardsorcash.Thevalidityofth

eticketliesintheticketandnotbythedateonthecredit card. 

 

Asinnovationscontinuegettingintroducedintotheindustry,soalsoisamultipurpo

seticketingsystem.ThisticketingsystemisknownastheAutomatedTicketBoardi

ng(ATB)passSofartheATBhasbeenintroducedbyanumberofcarriersandairline

s.Thisticketisacombineddocumentservingapassengerticketandbaggagecheck,

boardingpassandalsoabaggageidentificationtag.TheAutomatedTicketBoardi

ng(ATB)passalsocontainsinformationlike,thenameof 

theoriginandnameofthedestination,issuingname/vacationandplaceofissue,car

riersinformation(ticketingsystemprovider)andflight 

information(flightcouponandboardingpass).TheATBalsocontainsaboutthirty

tothirtyfivemoredetailedpiecesofinformation. 

 

3.3DomesticandInternationalRegulatoryOrganisations 

 
Tourismistosomeextentaninternationalambassador,bringinggoodwillandinter

culturalunderstandingamongpeopleoftheworld. 

However,becauseitdealswithtravelsacrossinternationalboundaries,thegovern

mentinevitablyisinvolvedintourismdecisions,andalsohastoregulatetheentranc

eandexitofforeignmaterials.Forthisreason, 

organisationsareformedthatwillcheckthehospitalityandtravelindustry. 

 

Theorganisationthatrepresentsallnationalandofficialtourism 

interestsamongitsalliedmembersistheWorldTourismOrganisation(WTO).Itist

hemostwidelyrecognisedorganisationintourism.ThereisalsotheInternationalC

ivilAviationOrganisation(ICAO),whichcomprisesofmorethaneightygovernm

ents.Thisinternationalorganisationcoordinatesthedevelopmentofallaspectsofc

ivilaviation 

withregardstointernationalstandardsandpractices.TheInternationalAirTransp

ortAssociation(IATA)regulatesandstandardisestickets, 

waybillsandbaggagechecks.Itcoordinateshandlingandaccountingto 

allowquickinterlinebookingsandconnections.Inaddition,theIATAalsomaintai

nsthestabilityoffaresandrates. 
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ThereisalsothedomesticInternationalCivilAviationOrganisation, 

whichregulatesthecommoninterestandconcernsofallcomponentsinacountryor

regions,andithasthesameattributeandsometimesaffiliatedtotheinternationalbo

dies.InNigeria,anexampleofthisorganisation 

istheFederalAirportAuthorityofNigeria(FAAN).FAAN 

isthedomesticorganisationthatregulatesandstandardisesflightactivitiesinNige

ria.Duetoitsactivities,thereisastandardairfareacrossthecountry. 

 
IntheUnitedStatesofAmerica,TravelandTourismAdministration 

(USTTA),themaingovernmentagencyresponsiblefor 

thepromotionoftheotherdomesticregulatoryorganisationistheTravelIndustryo

fAmerica(TIA).Itlooksafterthecommoninterestandconcernsofallcomponents

oftheU.S.travelindustry. 

 
SELF-ASSESSMENTEXERCISE  

 
Whataredomesticandinternationalflightfares? 

 

4.0CONCLUSION 

 

Thetravelindustryisverycomplexandhasevolvedatatremendouspacethatitneed

sdifferentbodiesandorganisationstooperateefficiently.Thetravelindustrydeals

withpeoplefromallovertheworldespeciallywiththeinventionoftheairplane,bec

ausethesafetyofpassengersandtheirinterestsareuppermost.Someorganisations

wereformedatbothinternationalanddomesticlevelstocheckandsurprise 

thetravelindustry.OneofsuchistheInternationalAirTransportAssociation(IAT

A).OtherexamplesaretheFederalAirportsAuthorityofNigeria(FAAN)andthe

UnitedStatesTravelandTourism(USTTA).Anotheraspectlearntinthisunitistic

keting.Thisisusuallyissuedtoanintendingtravellerafterheorshemusthavepaidt

hestipulatedfare.Theticketcontainsalltheinformationneededbyanycheck-in-

staffandairline. 

 

5.0SUMMARY 

 
Domesticandinternationalfareandticketingaresomeoftheinnovationsbroughta

boutbytheevolutionofthetravelindustry.Theindustryhasgrownsolargethatmod

alitiesareputinplacetoprotecttherights,livesandpropertiesofthetravellersandal

sotosavethetravellers‟time.Thesemodalitiesincludeformationofbodiesandorg

anisationstochecktheactivitiesoftheairlineoperators.Someofthesebodiesandor

ganisationsincludetheInternationalAirTransport 
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Association,theInternationalCivilAviationOrganisationandtheFederalAirport 

AuthorityofNigeria. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

ii. 

 
Explainthetermticketing 

Whatareregulatoryorganisations andtheir roles? 

 

7.0REFERENCES/FURTHERREADING 
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1.0INTRODUCTION 

 

Somedecadesago,itcouldberecalledthatairlinescheckinstaffoperatedatairports

withlargesheetsofpapers,matchingdetailsofeachpassengermanually.Thisusua

llytookalongtimeandqueuesgotevenlonger.Inmoderntimeshowever,ittakesjus

taminutetogetclearance fromacheck-in-

staff.Oncethestaffcollectsapassenger‟sticket,allthepassenger‟sdataneededwill

appearonascreenandapassisissuedbythesamecomputingmachineinstantly.Thi

sprocessalsogivesoutinformationonseatnumbersandexitgatesfromwhereaco

mmutercanboardtheplane.ThisbroughtabouttheinventionoftheComputerRese

rveSystems(CRSs)whichisthemostimportantmarketingtoolof 

airlines.Computerreservesystemsaresystemsforinformation;theystorecurrenti

nformationaboutalltravelproviders.Thesesystemsalsoperformtasksthatare 

related toservice distribution. 

 

Thecomputerreservationsystemsdohavethedetailsofallflights,anddetailsofmil

lionsofpassengersarealsostoredinthesemachines.Althoughsomeairlineshadsta

rtedusingcomputersinthe1950s,itwasstillhecticbecauseeachairlinehaditsown

computer.Ifoneairlinewasmakingareservationofa sectoronadifferent 

airline,thetwocomputerscouldnotcommunicatewitheachother,andtheywoulds

endteletype 

messages.Itwasinthe1970sthattravelagentsandairlinessawtheneedforacomput

erreservation,thatcouldshowtheflightavailabilityofmostoftheairlines,andport

ableenoughtobekeptonatablewherereservationscouldbemadeandtickets 

printed. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•discusstheimportanceofthecomputerreservationsysteminthehospitalityandto

urismindustry  
•explainthedimensionsofcommunicationforthehospitalityandtourismindustr

y  
•describespecificreservationssystem. 
 

3.0MAINCONTENT 

 

3.1TheImportanceoftheComputerReservationSysteminthe 

HospitalityandTourismIndustry 

 

TheComputerReservationSystemisfundamentalinthegrowthandsurvivalofthe

hospitalityandtourismindustry.Infact,anysuccessfulorganisationinthisindustr

ymusthavetoattributeitssuccesstotheComputerReservationSystems.Asweallk

now,touriststravelfromtheirhomestodestinationsandinmoderntimes,theairpla

nehasbeenamongthepreferredtravellingmeansbytourists.Inthepast,beforethei

nventionoftheC.R.S.,passengersandtouristshadtoqueueupfora 

longtimeformanualmatchingofdetailsofeachpassengerwithhisorherticket.Tod

ay,alltheseareachievedinjustaminute,makingtravellingfasterandmoreefficient

.Travelhasexpandedallovertheworld.Manytimesoveronecanimaginewhatitw

ouldbelikefortouristswithouttheComputerReservationSystems(seeforexampl

e,Kasavanaand Brooks,1991,Pp.114–5). 

 

ThesameComputerReservationSystemshaveaccesstodataonhotels, 

carrentals,trains,cruises,climate,currencies,etc.Apartfromreservations,theco

mputercanmakechangesinreservationswithjusta 

touchofthebutton.Now,manyhotelchainshaveanumberthataprospectiveguestc

ancalltomakereservationsatanyofthecompany‟sproperties.ThecorporateCom

puterReservationSystemallows 

operatorstoaccesstheinventoryoftheavailabilityofroomsineachhotel,andonce

areservationhasbeenmade,itisimmediatelycancelledfromtheinventoryofroom

sthroughoutthedurationoftheguest‟sstay.TheCentralReservationsSystemhasb

een-

importantinsavingtimeandcostforairlines,hotels,travelagentsandtourists.Now

,onecanjustrelaxathomeorintheofficetomakemultiplereservations(flightandh

otelroom)atthesametime.Thishasalsoreducedunnecessaryovercrowdingatrec

eption desks,hotelsandairports. 
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3.2TheDimensionsofCommunicationsfortheHospitalityandTour

ismIndustry 

 
Theinternethasaddedanewdimensiontothehospitalityandtourismindustry.The

systemhasmadecommunicationintheindustrysystemveryeasyandwithverylittl

estress.Withacomputerunitintheofficeorathomeandwithaccesstotheinternet,o

necanclicktoawebsitewhereairlinetickets,holidayresortsandhotelreservations

areonsale,andtherebybuywhateveronewantstobuyjustbygivingone‟screditcar

ddetails.ThewebsiteofJupiterCommunications(www.//jup.com) 

hasdoneastudyontheproliferationoftravelrelatedsitesintheinternetandis 

illustratedbelow: 
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Fig.7.1: 

 
Source:  

 

ProliferationofTravelRelatedSitesWorldwideWorl

dTourismOrganisation, 2005. 
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Thiswebsitehasestimatedthatonlinerevenuefor2002alonewasaboutUS$8.9bil

lion.IntheUS,backinthelate1990s,somesixtyfourmillionpeoplewerereportedt

ohaveaccesstotheinternet,still,mattersaremadeeasierwithmillionsofwebsiteso

ftravelretailers,wholesellersandtheconsolidators,aswellasnationaltouristoffic

es.(Eddystone,2001,Pp.15-

16,Godwin,1999,P.56).Thehospitalityandtourismindustryisnextonlytoairline

sintheuseoftechnology,andhasbeenenjoyingthebestofbothworlds.From 

computerisedcheck-

intoautomaticwakeupcalls,electroniclockstoclosedcircuitT.V.,firesecuritypro

tectionsystemsandteleconferencing,nothingisbetterorganisedthanthemodernd

ayhotel. 

 

3.2.1Property andReservationManagementSystems 

 

PropertyManagementSystems(PMSs)havegreatlyenhancedahotel‟s 

abilitytoaccept,storeandretrieveguests‟reservations,guests‟history,requestsan

dbillingarrangements.Propertymanagementsystemalsoprovidesreservationsa

ssociatedwithinformationontypesofroomsavailable,features,viewsandroomra

tes.Alistofexpectedarrivalscanbeeasilygeneratedfromsuchasystem.Beforethe

adventofthePMSs,ittookreservationassociatesmuchlongertimetolearnaboutth

efeaturesofeachroomandthevariousroomrates.Apropertymanagementsystem

containsasetofsoftwarepackagesthatarecapable 

ofsupportingavarietyofactivitiesinboththefrontofficeandthebackofficeareas.

Amongthemostcommonfrontofficesoftwarepackages 

thataredesignedtoassistfrontofficeworkersinperformingtheirfunctionsefficien

tlyarereservationsmanagement,roomsmanagement,guestaccountmanagement

andgeneralmanagement. 

 

Thereservationdepartmentsoftwareallowstheroomreservationsdepartmenttoq

uicklyacceptreservations,andgenerateconfirmations 

andoccupancyforecastsforreservations,thatarebeinghandledbythehoteldirectl

yandbytheComputerReservationSystems(CRSs).Mosthotelchains,operating

oraffiliatedtohotels,haveaphonenumberthathasthelastdigitreadingfrom1–

500.Thisistoallowgueststocallat 

anytimewithoutobstructionandinsomecaseswithoutcharges.Travelagentsalso

havedirectaccesstothecentralreservationnumbers.Thevarioussoftwarepackag

escontaininformationonthefollowing;reservations,frontoffice,groupbilling,g

uesthistory,reportwriter, 

travelagent,billing,touroperations,housekeeping,yieldmanagement,packagep

lans,wholesalerblocks,callaccountinginterface,point-of-

scaleofinterfaceandenvironmentalcontrol.Othersincludecentral 

reservation,generalledger,andaccountspayable,owneraccountingassociatema

nagement,long-termrentalsandtimesharerentals. 
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TheHolidayInnworldwideforinstance,hasinvestedmorethan$60millionforthei

nstallationofPMSsinallitsproperties.Thissystemintegratesrevenueoptimisatio

nandcustomertrackingsoftwareto 

maximiseincomeforthepropertiesandoptionsfortheguests.Someoftheadvanta

gesoftheHolidayInnReservationOptimisation(HIRO)andENCOREarethatthe

yincludeatwo-

wayinterfacewithHolidex(i.e.theHolidayCorporation‟sReservationSystem)th

atautomatesandmakesfrontdesktasksandproceduressimplerandeasier.TheHI

RO systemisbelievedtobethefirstautomatedlength-of-stayoptimisation 

systemtobeintegratedwithacentralreservationsystem. 

 

3.3TheTypesof ReservationSystem 

 
TheHotelIndustrySwitchCompany(THISCO)hasalinkbetweenthehospitalityi

ndustry‟scentralreservationsystemsandthoseoftheairlines.Thisallowstravelag

entsaccesstohoteldatabase.Amongthemodernandsophisticatedcomputerreser

vationsystemsareSABREandAPOLLO,whicharethetwomainairlinecomputer

systems.SABREis 

ownedbyAmericanairlinesandAPOLLOisjointlyownedbyUnited, 

USAIR,andseveralEuropeanairlines.Thetwocomputersystemshavedeveloped

sophisticatedglobalreservationsystemstomakeiteasyforthetravelagentstoarra

ngeinternationalhotelreservations. 

 

SABREisoneofthelargestprivatelyownedcomputernetworksintheworld.Itshar

dwareheadquartersissituatedinTulsa,USA.Thebuilding,wherethehardwareisl

ocated,isspeciallydesignedtowithstandterroristsandcriminalattacksandsafefro

mnaturaldisasters.TheSABREusessixofthelargestInternationalBusinessMach

ines 

(IBM)computerswhichareconnectedbyhundredsofthousandkilometresofnetw

orkdatacircuits,tosomehundredsofthousandterminalsallovertheworld.(Seeals

oGodwin(2001,P.61).Theyalsocontainflightandfaredatainoverthirtyfivethous

andcitiesthroughouttheworld,formorethansevenhundredairlines.TheSABRE

canbe 

usedtobookroomsinoverthirtythousandhotelpropertiesandrentalcarsfromcarr

entalcompanies.Italsocontainsdetailsofoversixtyfivethousandvacationandrec

reationactivities.SABREismorethanthirtyyearsoldanditisahundredpercentpu

bliclytradedcompanysinceMarch2000.(Davidoff andDavidoff,1999,P.56). 

 

TheAPOLLO,justliketheSABRE,hasdevelopedsophisticatedglobal 

reservationsystems,designedtomakeiteasyforthetravelagenttomakeinternatio

nalhotelreservations.Colvaisatypicalexampleofa 

computerreservationsystem(CRS).ItisasubsidiaryofColvaairlines 

systemknowntotheAmericantravelagentsasAPOLLO,anditenables 

agentstobookhotelreservationsaroundtheworld.TheAPOLLOisjointlyowned

byUnited,USAIR,AirCanadaandseveralEuropean 
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airlines,andjustlikeSABRE,theAPOLLOhasalsodevelopedsophisticatedglob

al 

reservationsystemsdesignedtomakeiteasyforthetravelagentstomakeinternatio

nalhotelreservations. 

 

AnotherexampleofaleadingtypeofComputerReservationSystemistheAMAD

EUS.ItisamarketleaderinEurope,AfricaandAsia-

PacificwithastrongpresenceintheUSAandSouthAmerica.Itisbelievedtohavea

worldwidenetworkinsixtycountriesasaleadingplayer.AMADEUS,whichwasf

oundedin1987,isacompanywith60percent 

ofitscapitalheldbyAirFrench,IberiaofSpainandLufthansaof 

Germany.AMADEUSheadquartersislocatedinMadrid,Spainwithitsdataproce

ssingcentrenearEdinginMunichGermany.Ithasalsoa 

productdevelopmentfacilityatSophiaAntipolis.AMADEUShasthree 

regionalofficesforAsiaPacific(Bangkok),NorthCentralAmerica 

(Miami),andSouthAmerica(BuenosAires).TheAMADEUSGlobalNetwork(

AMANET)linksprovidersandusersanditisthelargestciviliandatacentreinEuro

pe.ThenewtechnologythatmanifesteditselfintheformofComputerReservation

Systems(CRCs),whichwasfirstdevelopedbytheAmericanairline,wassoonemu

latedbyotherUSairlines. 

 
SELF-ASSESSMENTEXERCISE  

 
Discussthedimensionsofcommunicationforthehospitalityandtravelindustry. 

 

4.0CONCLUSION 

 
Inthisunit,youhavelearntthattheComputerReservationSystem(CRS)hasreach

edahigheconomicalandtechnologicallevel.Travelagentsandhoteliers,includin

gallstakeholdersinthehospitalityandtourismindustry,canhardlysurvivewithou

titsexpertise.Theultimategoalhasbeenfocusedonhotelsandairlines,thetwomai

npillarsinthehospitalityandtourismindustrytohaveaccesstoglobalreservations

network.Thisuserfriendlysoftwaresystemmakesiteasierfortravelagentstomak

ehotelreservationsinfoureasysteps;stop,look,check, andbook. 

 

5.0SUMMARY 

 
Theinternetautomationandtheglobalreservesystemalsoknownasthecomputerr

eservationssystemhaschangedthetravel,hospitalityandtourismindustryinlesst

hanthreedecades.Majorhotelchainsandleadinghotelshavedevelopedtheirownr

eservationsystemsandhavemadeexcellentuseofthenewtechnology.AlsotheNa

tionalTourist 
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Administrationshavebeencaughtupinthetechnologybugandarenowpromoting

theirdestinationsonmultimediawebsites. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

 
ii. 

 
Tracetheevolutionofthevariouscomputerreservationsystems 

andtheirrelevancetothehospitalityandtourismindustry. 

Howdoairlinesbenefitfromthe computerreservationsystems? 
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1.0INTRODUCTION 

 
Thehospitalityandtourismindustry,justlikeanyindustryororganisation,hastopr

omote,i.e.advertisetheindustrytoprospectivecustomers.Foranyindustrytoprog

resstherehastobeaformofawarenesstotheprospectivecustomers.Thecustomerh

astoknowwhatheisbeingofferedandwhathehastoexpectorthegainsandadvanta

gesofhispatronage. 

 

Overthecourseoftime,themotivationformosttravelshasbeenrelatedtoreligion,c

onventions,economicgains,war,escape,migration,butwouldseemthattheonly

motiveleftistravelforpleasure.Obviously,travellersselectdestinationsfordiffer

entreasons.Thesereasonsinclude 

climate,history,culture,sports,shipping,facilitiesetc.Forthesediverse 

reasons,therehastobeawayofselling 

thesedestinationstoprospectivetravellersandapromotionofthemodeoftranspor

tationandthedestination.Theadvantagesofusingtravelagentsandtraveloperator

sarethattheyrepresentanumberofairlines,makingitpossibleforclientstomakech

oices.Travelagentsareinabetterpositiontoadvise 

clientsonalternativeairservices.Ifthedesiredoneisoverbooked, 

travelagentsandoperationssupplytheircustomerswithinformationaboutflighto

perationandtimings.Theygiveinformationaboutdestinations,costofairlinefare

s,hotelrates,weather,andbusinessopportunityconditions. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•describetheresponsibilityofacorporatetravelmanager 

•statethe functionsoftravelagenciesandtouroperators 
•outlinetheimportanceofDestinationManagementCompanies(DMCs)to 

thepromotionofthehospitalityandtourismindustry. 

 

3.0MAINCONTENT 

 

3.1TravelAgents/Agencies 

 
Atravelagentcanbeseenasamiddlemanthatactsasatravel 

counsellor.He/sheisresponsibleforsellingonbehalfofairlines,cruiselines,railan

dbustransportation,hotelsandautorentalcompanies.A 

travelagentcansellindividualpartsoftheoverallsystemorseveral 

elementslikeairandcruisetickets.Atravelagentisabrokerthatbrings 

togethertheclientthatisthebuyer,andthesupplierwhoistheseller.Atravelagenth

asquickaccesstoschedules,fares,andadvisesclientsaboutdifferenttouristdestin

ations(Lundberg1990,P.20). 

 
Atravelagentismorethanaticketseller.Otherresponsibilitiesofatravelagentincl

ude: 

 

•arrangingtransportationbyair, sea,rail,bus,orcarrentals 
•arrangingindividualitinerary,personalescortedtours,group 

toursandpersonalpackage tours  
•arrangingforhotel,motel,resortaccommodationwhichinclude 

mealssightseeing,tours,transferofpassengersandluggage 

betweenterminals andhotelsetc.  
•givingadviceonmanydetailsinvolvingtravelssuchas 

insurance,travellerschecks,foreigncurrencies,exchange,immunisation

anddocumentaryrequirements and  
•arrangingreservationsforspecialactivities,touroperators 

organise,advertise,promoteandmakethesetoursavailableforsaletotheg

eneralpublicbycombiningairtransportationwith surface 

arrangementslikeroad,rail,hotelsandentertainment. 
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3.1.1TheRoleofStateOfficesandtheHospitality Industry 

 

Otherorganisationsundertravelagenciesarestateofficesoftourism 

andcitylevelofficesoftourism.Thestateofficesoftourismarecharged 

bytheirlegislativebodieswiththeorderlygrowthanddevelopmentoftourismwith

inthestate.Theseagenciespromoteinformationprogrammes,advertising,public

ityandresearchrelationshiptotherecreationandtourismattractionsinthestate.Cit

ieshavealsorealisedtheimportanceofthe“newmoney”thattourismbrings.Many

citieshavenowestablishedConventionandVisitorsBureaus(CVBs)whose 

mainfunctionistoattractandretainvisitorstothecitiesattractions,restaurants,hos

telsandmotelsandalsotransportation.Thesebureaus 

arelargelyfundedbytheTransientOccupancyTax(TOT)thatis 

chargedtohotelguests.Inmostcities,theTransientOccupancyTaxrangesfrom8p

ercentto18percent. 

 

Thebalanceoffundingcomesfrommembershipduesandpromotionalactivities.I

nNigeriaforinstance,theFederalMinistryofCultureandTourismisresponsiblefo

rtheregulationandpreservationofthecountry‟stourismandculturalheritage.Ano

therbody/organisationsaddledwiththeresponsibilityofdevelopingtourisminNi

geriaistheNationalTourismDevelopmentCorporation(NTDC).TheNational 

TourismDevelopmentCorporationamongotherprimaryduties,usetheexcessfro

mrevenuegeneratedfromtourismtomaintainexisting 

tourismdestinations,andalsoaddtothedevelopmentoftourism.Individualsstates

inNigeriaalsohavetheirownstateTourismCorporationBoard.Anexampleofthis

isthePlateauStateTourismCorporationBoard. 

 

3.2TheCorporate TravelManager 

 

Acorporatetravelmanagerisanentrepreneurworkingwithintheframeworkofala

rgeorganisation.Acorporatetravelmanagerisemployedbyalargecorporationtoi

mproveefficiencyandreducecost.Ifforexample,alargeorganisationinNigeriais

spendingN4millionfortravelandentertainment,inadditiontootherbranchesspre

adacrossNigeriaandneighbouringcountries,theexpenditurefortravelcangettoa

boutN11million.Agoodtravelmanagerwillinviteinterested 

agenciestosubmitproposalsbasedontheorganisation‟stravelneeds. 

Forexample,iftherewerefifteeninitialproposals,theymightbeshort-

listedtoeightandmaybetoafurtherthree;whichwillbeevaluatedbythetravelman

agerbasedontheorganisationscriteria,technologycapabilities,locations/accom

modationandabilitytogivepersonal service(Fairlie, 1990,P.1) 
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Tourwholesalersconsolidatetheservicesofairlinesandothertransportationcarri

ersandgroundservicesuppliers.Thetourissoldthroughasalechanneltothepublic.

Tourwholesalecameintooperationinthe1960s.Thereasonwasduetoairlinesinab

ilitytofullybooktheirseats.Sincevacantseatsareperishablejustlikehotelrooms,t

herewastheneedtosellasmanyseatsaspossible.Whenitwasclosetodeparturedat

es,airlineswouldsellblocksofseatstowholesalers;theseticketsweretospecificde

stinationsaroundwhichawholesalerbuilta 

tour.Threetypesofwholesalersare,theindependenttourwholesalers,airlinework

ingtogetherwithatourwholesalerandaretailtravelagent 

whopackagestoursforhisclients.AnexampleistheTourWholesalerIndustryStu

dy(1996, P.68). 

 

3.2.1Modeling TravelMotivations 

 
The 

satisfactionordissatisfactionthatatouristexperiencesduringatripdependsonho

witisviewedbythetraveller.Adescriptionofaglorioussunsetandmajesticmounta

inforexample,soundsappealingtoalotoftourists,especiallythoseonhoneymoon, 

whileitmaybeagreatboreif 

anindividualishighlygregariousi.e.apersonfondofcompany,andisaloneonthetr

ip. 

 
Atravellermaylovetherainswhileanotherdespisesit.Mountainsareoneperson‟s

delight,whileheightsmakeanotherpersondizzy.Anthropologistsmarvelandrev

elinatriptoaremotevillageoronan 

ecotourismtripofasafari,whilecitydwellersthatenjoyhavingfunmightfindthesa

meplacedull.Thereissomuchthatdependsonwhatthepersonexpectsoftheexperi

enceandhowheorsheactuallyexperiencesit.Thesearesomeofthereasonswhycor

poratetravel managers 

areimportant,becausethey(corporatetravelmanagers)guideandadvisetraveller

sondestinationstochoosefrom. 

 

Corporatetravelmanagersknowthattravelisanexperienceandnotjustatangibleo

bject,thatiswhyitisimportanttoguideatouristonhow,whereandwhentotravel.W

hentravelsareembarkedon,theymight 

createpleasantanticipationoraversion,excitementandchallenges,or 

fatigueanddisappointment.Theanticipation,theexperienceandthememoryoccu

rinthemind,leavingnotangibleevidenceastowhytravelwasundertakenandwhyt

hesametripwasexperiencedinsomanydifferentwaysbydifferentpeople.Travell

iteraturesandfilmsoftenfalsifyrealityorareshot,andsoselectivethattheactualen

vironmentisnotrecognisablebythevisitor.Forexample,phonyshotcanmakea 

swimmingpoollooklongerthanitisorthecolourthatneverexistsinnature-

allthesecancreateexpectationsthatcannotberealised,andtheyleadtodisappoint

ment. 
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Destinationmanagershaveaninterestingwayofmodellingtraveltomotivatethetr

avellerortourist.Aninterestingwayofmodellingtravelmotivationsistodividethe

mintofactorsthatpullandfactorsthatpush.Thefactorsthatpullattractionsandthos

ethatpusharepersonalneeds.DisneyWorldinMiamiFlorida,UnitedStatesofAm

erica,forinstance,attractsthosemotivatedbyapullfactor.ArelaxingweekinanAf

ricanSafariclosetoabeach,suchasisobtainedinKenyaandTanzania,isinspiredb

yapushfactor.Still,muchtravelislikelymotivatedtosomedegreebybothpushand

pullfactors.Forexample,avacationinanisolatedmountaincabin,suchasObuduR

anchinCrossRiverStateofNigeria,wouldallowforescape,self-

discovery,andrest,whileatthesametimeprovidingscenicbeauty.Atravelconsult

ant,ArlinEpperson,proposesthepush/pullmodel.Helistspushfactorsastheintan

gibledesiresthataregeneratedfromwithintheperson.Examplesinclude 

thoseshowninfig.9.1. 

 

(Pullfactor) 

 

(Push Factor) 
 

Midcentrics  
NearPsychocentric 

 

Psychocentric 

 
NearAllocentric 

 

Allocentric 

 

AtlanticCity  
LasVegas 

 

MiamiBeachJapanSouthPacificFloridaMexico 

CaliforniaThailand 
Hawaii 

WesternEurope 

 

Africa 

 

Fig.9.1: 

 

PsychocentricandAllocentricTypesofDestinations(ThePull

andthe Push Factors) 
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AlsoStanleyPlog,arespectedsocialscientist,hassuggestedthattravellerscanbes

eparatedintoextremesi.e.(i)psychocentrics;those 

whopreferfamiliartraveldestinations(thepullfactor)and(ii)allocentricsi.e.thos

ewhoprefernewdifferentdestinations(thepushfactor).Mosttravellersfallbetwe

enthesetwoextremes.Psychocentrics i.ethoseunderthepullfactortraveltowell-

knowndestinationsthathavebeenvisitedbymillionsbefore.Thesedestinationste

ndtobeconstantandpredictable.Whiletheallocentricspersonality‟si.e.thepushf

actorstendtobemoreadventurous,curious,energeticandoutgoing.Theywillusua

llybeattractedtonoveldestinationssuchasthosefoundinthePacific,AsiaandAfri

ca. 

 

3.3DestinationManagementCompanies 

 
Adestinationmanagementcompanycanbeseenasaservice 

organisationwithinthetravel,hospitalityandtourismindustrythatoffersprogram

mesandservicestomeettheneedsofitsvariousclients. 

Adestinationmanagementsalesmanagerisresponsibleforsellingthedestinationt

otourists,meetingplanners,performanceimprovementhouses,i.e.incentivehou

ses,andconventioneers.Theneedsofthesetouristsoragroupofconventioneersma

ybesimplyanairportpick-up 

orascomplexasaninternationalsalesconventionwiththemeparties.Destination

ManagementCompanies,(DMCs)workcloselywithhotels.Theybookhotelroo

msfortheirclients,andhotelsalsorequest 

DestinationManagementCompanies‟expertiseinorganisingthemeparties.(Mil

landMorrison,1995,P. 85) 

 

DestinationManagementCompaniesdoeverythingfortheirclients.DMCsorgan

iseairportreceptions,transportationtohotels,VIPcheck-

in,arrangementofconventionvenues,organisingcompetition,sportseventsands

ponsoringotherprogrammesthatdealwiththeneedsof 

theirclients.SalesmanagersassociatedwithDestinationManagementCompanie

suseanumberofsourcestosourceforpotentialclients.Thesourcesincludehotels,t

radeshows,incentivehouseandmeetingplanners.EverysalesmanagerofaDestin

ationManagementCompanyworkswithateamtoensureefficiency.Thisteamusu

allyconsistsofaspecialeventmanager,whotakescareofvenuearrangementslikes

ound,lightingandstaging.Theaccountsmanagerassiststhemanager 

inbudgetingandcontrollingexpenditure.Theoperationalmanager 

supervises,oversees,coordinateseverythingonsiteinordertomakesureeventsor

anythingsoldbythedestinationmanagementcompaniesbecomesasuccess(Kapl

an,1995,P.142). 
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SELF-ASSESSMENTEXERCISE  

 
Therearethreefundamentalanalysesinmarketingafullhouse.Listandexplainthe

m. 

 

4.0CONCLUSION 

 
Thehospitalityandtourismindustryisanindustrythatattracts 

customerstotheindustrytogettheservicestheyrequire.Inordertobringthesepros

pectivecustomers,thehospitalityandtourismindustryneedsamassivepromotion

alprogrammeinordertoremaininbusiness.Sometimestheindustryreliesontravel

agents.Atravelagentactsasamiddlemanbetweentheairline/hotelsandthetravell

er.Thetravelagentsellsticketsonbehalfofairlines,makesarrangementsforhotels

,motels 

andresortaccommodationwhichincludemeals,sightseeing,tours,transferofpas

sengersandluggagebetweenterminalsandhotels.TherearealsoDestinationMan

agementCompanies(DMCs).ADestinationManagementCompanyisaserviceo

rganisationwithinthetravel, 

hospitalityandtourismindustry.Itisresponsibleforsellingthedestinationsto 

thetourists. 

 

5.0SUMMARY 
 

Thehospitalityandtourismindustryneedsverygood promotionin 

ordertocreateaformofawarenessfortheprospectivecustomers.Travellersselect

destinationsfordifferentreasonsandthatiswhypromotionhastotakeplaceinorde

rtosell.Travelagentsanddestinationmanagementcompaniesareusedbythehospi

talityandtourismindustrytohelpinbringingintheprospectivecustomers. 

 

6.0TUTOR-MARKED ASSIGNMENT 
 

i. 

 
ii. 

 
iii. 
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Discusstheroleoftravelagentsandtouroperatorsinthehospitalityandtour

ismindustry. 
WhatareDestinationManagementCompanies(DMCs)andtheirfunction

s? 

Listthe threetypesoftourwholesalers. 
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UNIT 1 

 
MarketingaFullHouse 
ClassificationsofHotels andServices 
TheEconomicsoftheHospitalityandTravelIndustryPricingSyst

emsand theHospitalityand 

TravelIndustryLeadershipandManagementintheHospitalityan

dTravel Industry 
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3.0MainContent 
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PriceandPromotion 
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4.0Conclusion 
5.0Summary 
6.0Tutor-MarkedAssignment 

7.0References/FurtherReading 

 

1.0INTRODUCTION 

 
Marketingafullhouseshowsthebasicprinciplesofmarketing 

asitnowexistsinotherbusinessesanditsapplicationtothehospitalityandtourismi

ndustry.Marketingisanappliedmanagementprinciple.Itisawholenewapproach

tolongrangebusinessplanningandatrulysystematicroutineformanagementplan

ning.Therearethreefundamentalanalysesthathelpusinmarketingafullhouse;su

chasthehospitalityandtourismindustry.Theyaretheproductanalysis,marketana

lysisandcompetitoranalysis.Theapplicationoftheseanalysesisanavenueforsale

splanning.Marketingisallaboutfindingoutwhatcustomersneedandhowtosellth

oseneedstothecustomers‟profitability.Itisalsoseenasawayofmovinggoodstoc

ustomers‟needs,atthetimethecustomersneedthemandexchangingthesegoodsf

ormoney. 
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Theproductanalysisiswhereallthefacilities,i.e.services,sales, 

appeal,staffandlocationofthehospitalityandtourismindustryarepackagedorcat

aloguedtogether.Themarketanalysisistheselectionfromallpotentialsourcesofb

usinessesforthehospitalityandtourismindustry.Thesepotentialsourcesarelogic

alprospectsforpatronageofthefullhousebeingthehospitalityandtourismindustr

y.Competitoranalysisisthepackagingorcataloguingofthefacilities,services,sal

es,appealstaffandlocationsofotherestablishmentsthatarewithinyourownestabl

ishment.Theproductanalysisandcompetitoranalysismightlookalmostthesamei

ndefinitionbutthedifferencebetween thetwois 

thattheproductanalysisisthecataloguingofallfacilitiesneededwhilecompetitora

nalysisisthesamedetailedcataloguingwhichappliestoproductanalysisbutdirect

edtothevariousestablishmentsthatmightbe orareatcompetition 

withinyourproduct. 

 

2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 
•explainwhatmarketingmeansinthehospitalityandtourismindustry  
•discussthemarketing 

mixandtheforcesonthemarketingmix•discussthemarketingprogramme 

andplan. 
 

3.0MAINCONTENT 

 

3.1People,Travel,AccommodationandtheMarketingMix 

 

Inthehospitalityandtourismindustry,servingpeopleawayfromhomeisthemainb

usiness.Peoplehaveneedsandtheseneedschangeconstantlyandmarketingafullh

ouserequiresastudyofpeopleandtheirneeds,becausethesepeoplearethelogical

market.Thetravel 

industry,whichisinterwovenwiththehospitalityandtourismindustry, 

wouldnotbeinexistenceunlesspeopletravelduetodifferentreasons; 

hencetravellingiswhatkeepsthehospitalityindustryinbusiness. 

Beforegoingdowntoresearchonthepeoplethatwillcomprisethehospitalityandto

urismmarket,therehastobeknowledgeaboutthereasonswhypeopletravel,thetyp

eofpeoplethattravel,theincomeleveltheybelongto,thetypeofaccommodationth

eypreferandwhytheypreferit,andalsolearningabouteverythingthatmotivatesth

emtotravel.All these willhelpanorganisationinmotivatingthetraveller. 
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Youhaveleanthowtoapproachpeoplewhoarebasicallyourmarket,andthereason

whythesepeoplebecomethemarketforthehospitalityindustrywhichistravel.Yo

unow 

havetounderstandhowthesepeoples‟travelneedsfitintothemarketformofcomm

erciallodging.Onewillthinkthatthehospitalityindustryisallabouthotels/motels

andrestaurants.AsassertedbyCoffmanandReeckange(2001;p.19)thetravellero

rtourististhinkingofacompletepackagewhichincludeslodging,transportationa

ndsomeotheralliedservices.Therearesomefactorstobenotedifanorganisationh

astokeepitupinthehospitalityindustry.Itishopedthatorganisationswithresortan

drecreationalareaswillbecomemorepopulardestinations.Today,anon-

travellerwillbea 

marketforthefuture;people(themarket)aregettingbettereducatedandsowillthei

rattitudetowardsworkandleisure.Withtheincreaseina 

moreeducatedsociety,therewillbemoreleisuretimethatwillcreatea travelboom. 

 

3.2People,Product,Package,PriceandPromotion 

 
People,ingeneral,arethemarketthehospitalityandtourismindustryis 

targetingInordertosellitsservicestothetargetmarket,theotherPsi.e.product,pric

e,packageandpromotioninmarketingmustbeemployed.Theproductwhichthein

dustryistoadapthastobefrequentlyundergoingredesigningtofittheneedsofthem

arket.Theproductistheservicetheindustrydelivers;therefore,ithastoappealtoth

ecustomers.Anotherispackage,whichisasimplewayofpresentingtheproduct‟s

mostsalableimage.Itisawayofbringingtogetheralltheoperatingdepartmentstop

resent thegreatest appealtothe 

buyer.Nextistheprice.Inpricing,anorganisationneedstoestablishpricestructure

stoconformtotheneedsanddesiresofthemarket,andalsoonhowtostructureinco

metomeetthefinancialrequirementsofthe operation. 

 
Also,pricingmightdependonin-seasonsorout-

seasons,weekdaysandweekends,heavilybookedordesertedperiods,forexampl

e,(Law,1994,P.84).PromotionwhichisthelastofthePsisamethodofhow to 

getyourprospectivecustomerstobuytheproduct,andalsohowtogetthemtospend

themaximumamountofmoneyforthevariedservicesof 

yourproduct,andgettingthemtoreturnagain.Withthishighlabour 

cost,increasingemployeeproductivityhasbecomeamajorissue.Theyaredetermi

nedbymeasuringortiminghowlongittakestodoagiving 

taskandhowlongittakesforthehotelandtourismorganisationto 

makeenoughprofitstomeettheneedsoftheircustomersandemployees. 
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Inmarketingafullhouse,marketassessmentisverynecessary.Marketassessment

triestodetermineifthereisneedforaproductorserviceinthemarketandtoassessits

potential.Thiscanbeachievedbyexaminingtheexistingmarket,itssize,demogra

phics,keyplayers,customers‟wantsandneeds,andgeneraltrends.Inmarketingaf

ullhouse,marketdemandisnoteasytoquantify.Thebestmarketdemand 

istogatheralltheavailableinformationpossibleaboutproductsandserviceswithi

nthehospitalityandtourismindustry.Thereisa 

considerablevariationamongthedifferentcomponentswithintheindustry.Theyi

ncludetravelandtourism,lodging,foodservices,leisure and 

recreation.Inordertoquantifythemarketdemand,itisimportanttoknowthepotent

ialusersofdifferentcomponents,howtheyare,andwheretheyarelocated. 

 
Analysingthecompetitors‟strengthsandweaknesseshelpinknowingthestrategi

estoadoptinmarketingafullhouse.Thecompetitorinthehospitalityandtourismin

dustrycanbeacrossthestreetoracrossthecountryorevenacrosstheworld,butmost

ofthetimethecompetitoris 

socloseandstiff,thatiswhycompetitoranalysisisveryimportant.Themarketasse

ssment,marketdemandandcompetitoranalysis,appliedtogetherwiththemarketi

ngmixperformanceevaluationandotherrelatedobjectives,iscalledmarketingpla

nning.ThisisillustratedinFig.10.1below. 
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1.Marketingassessmentmarketdemand 

competitoranalysis 
Strengths/Weakness/Opportunities/Threa  
ts(SWAT)analysis 

 

4.Performanceevaluation Budgetvs. 
ActualMarketingObjectivesvs.ActualInve

stigatevariancetakescorrective  
action 

 

2.SetMarketinggoalsfor  
eachdepartment 

 

3.Develop 

themarketingmixandactionplanbased 

onthePs:i.e place,product  
price,promotion 

 

Fig.10.1: 

 
Source:  

 

MarketingPlanning 

 
Modifiedfrom Walker,2005 
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3.3Performance 

 
Performanceinanyorganisationdeterminesthesuccessofthatorganisation.Ifthe

managementandownershipofanoutfitcandesign 

orcreateaproductaimedatthedesiresandneedsofthecustomer,theproductwillaut

omaticallybesuccessful.Thisbeingthecaseandbecausemarketingisanoperation

alplanningaimedatfulfillingtheprospectivecustomersneedsanddesires,thereist

heneedfora 

marketingcommitteewhichmustkeepthemarketingoftheprogrammealiveandp

rosperous.Thecommitteeshoulddraftablueprint,afterwhichalldepartmentalhe

adsarecalledforameetingtoappraiseitondevelopment,andwhatisexpectedofeac

hdepartmentinordertoenhanceperformance(Morris,1998, P.28). 

 

Tokeeptabsontheperformanceofyourorganisation,thereshouldbea 

performanceevaluator.Evaluatingoperationsagainstexpected 

performancemustbeongoing.Thisisbecauseitallowsanorganisationtoassessits

performance.Theorganisationwillbeabletoknowhowwellithasperformedcom

paredtohowwellitsaysitwoulddo.Byprovidingperformancefeedback,themana

gementwillbeabletoplanforfuturemarketingstrategies.Intheeventthatexpected

andactualperformancesvary,thediscrepancyisexaminedandalternativestrategi

esaredeveloped.Whentheresultsandthereasonsforvariancesareestablished,the

finalstepinthemarketingprocessistotakethenecessarycorrectiveaction 

toachievetheorganisations goals. 

 

3.3.1MarketingConsortiums 

 

Marketingconsortiumsaremadeupofindependenthotelsthathavea 

commonbond,understandingandgoalstoachieve,i.e.consortiumsrefergueststot

heirothermembers‟hotels.AverygoodexampleisthepreferredHotelsAssociatio

nalsoknownas 

PreferredHotelsandResortsWorldwide.Itisaconsortiumof105independentlux

uryhotelsandresorts,unitedtocompetewiththemarketingpowerofchainoperatio

ns.Itprovidesmarketingsupportservicesandreservationcentres.Preferred 

HotelsAssociationhasbegunpreparingforfuturetrendsinthehospitalityandtrave

lindustry.Theconsortiumexpectstoincreaseitsmembershipwiththere-

emergenceofindependenthotels,resultingfromtheadventofmodernand 

affordabletechnologies.Anew, quality-

drivenadvertisingcampaignisbeingdevelopedwhilethegroupwasthefirsttoesta

blishaninternetsite.TheassociationusesGuestInformationNetwork‟ssoftwaret

odevelopaclientdatabase.Thedatabaseisintendedtohelptheassociationdevelop

custom-

tailoredservicespackages,byrecordinginformationaboutclients‟preferences,p

urchasingandconsumptionpatterns.Withthedecreaseinairline 
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commissions,referralorganisations,especiallythoseatthe 

luxuryendoftheairlinemarketarewellplacedtoofferincentivestoagentstobookt

heirclientswiththereferralgroup‟shotels.Anexampleistheawardingoftripstothe

propertyforeverytenroomsbooked.Anotherwouldbereferralhotelstooffer,fori

nstance,a20percentcommissionduring 

showperiods.InAmericaforexample,threeluxuryBostonhotelsi.e.(TheBoston

HarbourHotel,BostonianHotelandtheCharlesHotel) recentlyjoinedtogether. 

 

PreferredHotelsinTexas,theMansiononTurtleCreekandHotelCrescent,havela

unchedamajor,year-longpromotion,whichincludeatie-

inwithmajorretail,creditcard,andairlinepartners.Inadditionto 

regionalprogrammes,thereferralassociationsthathandlereservationsformembe

rshavejoinedGalileoInternationals.AvailabilityService 

givesagentsaccesstoactualratesandavailableroomsthatmaynotalwaysbeavaila

bleonthestandardComputerReservationSystems(CRS)database.Luxury 

HotelsintheWorld(LHW)weresetupin1928asLuxuryHotelsofEuropeandEgyp

tbythirtyeightdifferenthotels, 

includingtheHotelSavoyandtheHotelRoyalinEvian.Also,Trauce 

andHotelNegrescoinNice,France,wereinterestedinimprovingtheirmarketing.

Theorganisationworkedbyhavinghotelsadvisingtheirgueststousetheestablish

mentsoffellowmembers.ItthenopenedaNewYorkofficetomakedirectcontactw

ithwealthyAmericanandCanadiantravellerswishingtovisitEuropeorEgypt.LH

W,whichiscontrolledbyitsEuropeanmembersandalwaysreinvestsanyprofit,ac

tsasanimportantmarketingmachineforitsmembers,especiallynow,withoffices

aroundtheworldprovidingreservations,salesandpromotionalservices.Alltheho

telsandofficesareconnectedbyacentralcomputerreservationsystemcalledResst

ar.Thenumberofreservationsmembersreceivefromleadinghotelmembersvarie

sfromplacetoplace,butwithmorethanone-

hundredhotelswaitingtojoinitsmembership. 

 
SELF-ASSESSMENTEXERCISE  

 
Listandbriefly discussthedifferentclassesofhotels thatyouhavereadinthisunit. 

 

4.0CONCLUSION 

 
Marketinginthehospitalityandtourismindustryisascientificsystem 

ofresearchandplanningwhichestablishesthecompleteoperatingpolicyforthein

dividualhotelorrestaurant.Itreachesaconclusionastoallfacilities,size,dimensio

ns,décorandstyleofoperating,pricing, 

budgetsandforecast.Inthisunit,youlearntaboutpeoplewhotravelfordifferentrea

sons,andthusdesiredifferentthingsrangingfromclimate 
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toaccommodation.Peoplesaretheindustry‟smarket.Therefore,beforecapturing

thesepeoplesforthetourismbusinessoranindividualorganisation,onehastokno

wthepeoples‟differentneeds.ThatiswhyyoulearnttheuseofthefourPsinmarketi

ngwhichareproduct, 

package,priceandpromotion.Theseareinadditiontopeople,whichmakeitthefiv

ePswhenanalysingmarketingafullhousewithregardstothehospitalityindustry. 

 

5.0SUMMARY 

 
Marketingcanbeseenasawayofmovinggoodstothecustomerattherighttimehew

antsitandexchangingthosegoodsformoney.Theprocessofachievingthisinacom

petitiveenvironmentistoadheretocertainlaiddownprinciples.Thatisthereasont

his 

unitdiscussedaboutthemarketingmixwhichcomprisesofpeople,product,packa

ge,priceandpromotion.Tosucceedinthefield,youshouldknowthedifferent 

thingsdifferentpeoplewant,thetypeofproductstosell,how topackage 

theproductstoappealtopeople,suitablepriceunitandhowtopromotetheproduct. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

 
ii. 

 
Brieflydiscusswhatyouunderstandbythetermmarketassessment. 

Writeshortnotesonpeople,product,package,priceandpromotion. 

 

7.0REFERENCES/FURTHER READING 
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1.0INTRODUCTION 

 
Thehospitalityandtourismindustry,likeanyotherindustry,hasdifferentclassific

ations.,segmentsandsectors.Hotelscanbeclassifiedaccordingtolocation,pricea

ndtypeofservicestheyoffer.Examplesof theseare asfollows. 

 

•Citycentrehotelswhosecharacteristicsincludeluxury,firstclass,midscale,econ

omyandsuites  
•Resorthotels,characterisedbyluxury,midscale,economy,suites,condominiu

mandtimeshareconvention  
•Airporthotels,whicharemidscale,luxury,economyandsuites.•Freewayhotels

andthenormalhotelsaremidscale,economy 
andsuites  

•Casinohotels,whichconstituteofluxury,midscale,andeconomy. 

 
Hotelsarealsosegmentedaccordingtopriceandthissegmentiscalleddiamondors

tar.Thesegmentisdividedintofiveasfollows:(i)one,diamond/starhotelswhichh

avesimpleroadsideappealandofferbasicaccommodationneeds.(ii)Star/diamon

dhotelsthathaveanaverage 

roadsideappeal.Theyalsohavesomekindoflandscapinganda 

noticeableinteriordecoration.(iii)Starhotelshavelevelsofsophisticationthroug

hhigherservicesandcomfort.(iv)Starordiamond 

hotelshaveverygoodroadsideappealandverygoodservicesthattheguestsrequire

.(v)Fivestarhotels,whichareatthepeakofthis 
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segment,havethehighestlevelofservicesandasophisticatedinterior 

decoration.Also,landscapingwithanexcellentroadsideappeal. 

Anotherwaytoclassifyhotelsisbythedegreeofserviceoffered.Wehave 

thefullservicehotels,economyhotels,extendedstayhotelsandallsuiteshotels. 

 

2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•classifydifferenthotels. 

•differentiatebetweenaccommodationandfoodsector 

•statethe peculiaritiesbetween citycentres, 

resortsandairports.3.0MAINCONTENT 

 

3.1HotelClassification 

 

Aswehaveseeninourintroduction, 

anotherwaytoclassifyhotelsisbythedegreeofservicetheyoffer.Wehavethefulls

ervicehotels,economyhotels,extendedstay hotelsandallsuite-

hotels.Now,youwilllearnabouttheseclassificationsoneaftertheother.Thefirstis

thefullservicehotels,whichofferawidevarietyofservicesandfacilities,likewhat

youexpecttogetinanyluxuryorfivestar/diamond hotel.Services 

andfacilitiesincludeavarietyoffoodandbeveragesoutlets,restaurantsandbars,m

eeting,conventionandcateringservicesandalsobusiness 

featureslikeabusinesscentre,secretarialservices,fax,internetetc.Thesecondcla

ssofhotel,istheeconomyorbudgethotel.Thesetypesofhotelsdonotoffertheservi

cesofthefull-

servicehotelsbuttheyhavecleanreasonablysizedandfurnishedrooms.Theyusua

llysellroomswithoutmealsormeetingplaces,andthisenablesthemtoofferratesat 

about30percentlowerthanotherhotels. 

 

Thethirdinthisclassificationistheextendedstayhotels.Thesehotels 

caterforguestswhostayforanextendedperiodoftime.Peopletakeadvantageofthe

reductionintheratesbasedonthelengthoftheirstay.Mostofthegueststhatpatronis

etheextended–stayhotelsarebusiness 

people,professionalortechnicalpeopleorfamiliesthatarerelocating.Someprope

rtiesorhotelsinthisclasshaveshoppingservicesandkitchenfacilitiesontheirprem

ises,whilesomepropertiesmayoffera 

businesscentreandrecreationalfacilities.Thefourthinthisclassificationistheall-

suitehotels.Thesepropertiesprovideacloser-to-

homefeelingforguestswhoarerelocatingandareyettogetanapartment.Peopleatt

endingseminarsorwork,relocatedprojectthatmakesitnecessaryforonetostayfor

aboutaweekormore.Theall 
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suitehotelshavelargerspaceforthesameamountofmoneyastheregularhotel, 

(seeLundberg,1994,P.25). 

 

3.1.1FranchisingintheHospitalityIndustry 

 
Franchisinginthehospitality,travelandtourismindustryisaconceptthatallowsac

ompanytoexpandmorerapidlybymakingotherpeople 

toinvesttheirmoney,ratherthanacquiringtheirownfinancing.Thecompanythat

wantstobecomeafranchisegrantscertainrightstointerestedorganisationsfora 

fee. Thesegrantsandrights includetheuse 

ofitstrademark,signs,provenoperatingsystem,operatingproceduresandpossibl

yreservationsystem.Inreturn,thefranchiseeagreestosignthefranchisecontractt

ooperatetherestaurantorhotelasthecasemaybe,in 

accordancewiththeguidelinessetbythefranchisor. 

 

Franchisingisawayofdoingbusinesstobringbenefitstoboththefranchisor,whow

antstoexpandhisorherbusinessatafastpace,andthefranchiseewhohasthefinanci

albackingbutlacksspecificexpertise 

andrecognition.Sometypicalexamplesoffranchisinginthehospitalityandtraveli

ndustry,andalsotheearliestdevelopmentwerein1907, 

whentheRitzdevelopmentcompanyfranchisedtheRitz-

CarltonnameinNewYorkCity,UnitedStatesofAmerica.Oneofthefirstpersonst

o franchisehishotelswasHowardJohnsonin1927.Thisallowedfora 

rapidexpansionatfirstontheeastcoastofAmerica,andlatertotheMidwest,andfin

allyintheWesternStateofCaliforniainthemid1960s. 

 

Today,therearemorethan900restaurantsinthechainoffranchising.Amongthem

ostpopular,largest,andthemostsuccessfulhotelin 

Nigeriaandindeedtheworld,aretheHiltonandSheratonHotelsandTowers.These

hotelsbegantheirfranchisenamesinthe1960s.Franchisinghasbecometheprimar

ygrowthanddevelopmentstrategyofhotelsandmotels.Theworld‟slargest 

franchisorofhotelswith 

5,300hotelsistheHospitalityFranchiseSystem(HSF)ofParsippanyinNewJerse

y.. Itrankssecondwith3,130franchisedhotels. Itisasubsidiaryof 

theBlackstoneGroup,NewYorkHolidayInnworldwideisnowthethirdlargestfra

nchisorwith2, 082hotels. 

 
Franchisingprovidesbenefitstoboththefranchisorandfranchisee.Someofthebe

nefitstothefranchiseeare: 

 

•asetofplansandspecificationsfromwhichtobuild 

•nationaladvertising 

•centralisedreservationsystem 
•participationinvolumediscountsforpurchasingfurnishings,fixturesandequip

ment 
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•listinginthe franchisordirectory,and 

•lawfeepercentagechargedbycreditcardcompanies. 
 
However,therearealsodisadvantagestothefranchiseelimitationsofthecentralre

servations,whichareonlyabout25percent,andalsohighfeeinvolvedin 

joiningandoperatinga franchise. 

 
ThetablebelowshowsanexampleoffranchisinginthehospitalityindustryintheU

nitedStatesofAmerica 

 
Table11:1:TopTenfranchisedmanagementcompanies, USA. 

 
Company HotelsFranchised TotalHotels 

HFSInc. 5,300 5,300 

ChoiceHotelsInternational 3,310 3,197 

PromusCos 683 809 

MarriottInternational 604 1,268 

CarlsonHospitality worldwide 416 437 

Accor 343 2,465 

ITTSheraton Corp 204 413 

HiltonHotelsCorp. 204 245 

BestWesternInternational N/A  3,654 

 
Source:  

 
Modifiedfrom Walker,1999 

 

3.2CityCentre,Resort,andAirport Hotels 

 
Citycentrehotelsmeetthestandardneedsofthetraveller,eitherforbusinessorplea

sure.Thisisduetotheircentrallocationandalsoarangeofotherservicestheyoffer.

Thereareinadditiontoaccommodation,serviceslikebutterservices,secretarialse

rviceslikethefaxmachines,telephoneandcomputers,24hourroomservice,aloun

ge,bar,meetingandconventionroomsamongmanyotherservices 

andfacilities.Thecitycentrehotelstogetherwithconventioncentres 

havebeenoneofthecatalystsofinnercityrevitalisation(Baily,M;2001,P.29). 

 

Resorthotelsaremorelikepioneerhotels.Theywereamongtheearliesthotelsbeca

usetheycamewiththerailwaysystem.Theywerebuilttoaccommodatetravellers.

Someresortsfocusonsportingactivitieslikegolf,skinandfishing.Withtheimprov

ementintravelbyautomobilesandtheinventionofairtravel,moreoftheseexoticlo

cationshavebecomeaccessibletotourists.Airporthotelshaveanadvantageof 

enjoyingpatronagebecauseofthelargenumberoftravellersthattravelbyair.Thes

ehotelsareusuallyinthe200-to-600-

roomcategoryandsomeruntwentyfourhourserviceswhichincluderoomservice

and 
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extendedrestauranthoursforgueststhatstillfeeltheyareinadifferenttimezone. 

 

3.3AccommodationandFoodServiceSectors 

 

Thedemandofaccommodationcameasaresultofpeopletravelling, 

andastravelincreased,theneedformoreaccommodationtocaterforalargenumbe

rofpeoplebecamenecessary.Theindustry 

beganinasmallwaywithinnsandtaverns,tobedandbreakfast,andprivatehotels.It 

hadtoevolvebiggerandbecamemoresophisticatedinordertoservetheincreasing

numberoftravellers,,duetotheprogressmadebythetravelindustry,andalsoforthe

moreeducatedpopulation.Thetypeofcustomersservedbytheaccommodationse

ctorcanbedividedintopeoplethattravelforbusinessorpleasure,andthosethatstay

awayfromhomeonatemporarybasis,likestudentsinhostels.Basically,thetravell

ingcustomersareservedbythecommercialhotelsandthenon-

travellingbythenot-for-

profitsector.Atpresentthereisanorganisationcalled,theHotelBookingAgentsA

ssociation(HBA),whichwasformedin1997withonlyfourmembers.Thereareab

out36memberspresentlyandtheyarebookingmorethan300millionclientsayear. 

 

Thefoodservicesectorcameintothehospitalityandtourismindustryduetothenee

dtooffertravellerssomethingtoeatwhilesleepingawayfromhome.Gradually,th

efoodsectorhasseenalotofreasonswhypeoplechoosetoeatoutside.Therearesev

eralreasonsforthisconvenience.Thesefactorsincludeallthosepeoplewhoareaw

ayfromhomeforonereasonoranother,forexample,eithershoppingortravelling,o

rduringalunchbreakinschoolsandoffices.Thereisasayingthatvarietyisthespice

oflife,andso,peopleusuallywanttotrynewfoodsordrinksindifferentrestaurants.

Therearesomepeoplewhomaywanttoimpresstheirguestsorfriendsbytakingthe

moutandthebusinessareusuallyawayofsealingadeal.Thethirdfactorislabour:so

mepeoplemightbetiredorbetterstillhaveadesireforanotherpersontocookandser

veamealforthem,andevenwashtheirplates. 

Thisisaninfluenceonpeoplechoosing 

toeatoutside.Thefourthfactorisculturalheritage:ithasbecomepartofmantoceleb

ratespecialevents likeanniversariesandbirthdaysby 

eatingoutwithlovedones.Thefifthfactorcanbecalledimpulse:sometimesfornop

articularreason,people 

woulddecidetoeatoutsidetheirhomes.SeealsotheInternationalHotel 

Association,(2003,P.27). 
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Inthefoodserviceindustry,youcanidentifyfivemaintypesoffront-of-house 

servicestyle.First,thereisthetableservice,whichincludessilverservice,plateser

viceandfamilyservice.Thistypeofserviceisforcustomerssittingunderalaidcove

r.Second,thereistheassistant 

service.Thisisacombinationoftableserviceinwhichcustomersmovearoundtopi

ckwhattheypreferbecausetherearevarietiesoffoodanddrinkitems.Theyoffertra

ystomakeiteasierforpeopletoservethemselvesandpayatabillpoint.Four,thereis

thesinglepointservice. 

Examplesofasinglepointserviceincludetakeaway,kiosk,vendingandbar.Custo

mersareusuallyservedatasinglepointasthenameimplies. 

 

Finally,thereexistthespecialisedspotsorwherefoodanddrinksareservedinplace

snotreallydesignedforfoodserviceconsumption. 

Examplesofthesearehospitals,airlines,homedeliveryandthelike.Thefoodservi

ceindustryalsostartedataveryhumblebeginningtobecomeanindustrytoreckon

with.Withinthisindustry,therearerestaurants,foodserviceoperatorsinhotels,mo

torwayandroadside 

dining,licensedtradefoodservice,fastfood,employeefeeding,welfarecatering,t

ravelcatering andoutsidecatering(Eyster,2003,P.1). 

 

3.3.1Integrationinthe HospitalityIndustry 

 

Integrationinthehospitalityindustrywhichisatrendthatbeganafewyearsagoisin

twoways.Thesearetheverticalintegrationandthehorizontalintegration.Thevert

icalintegrationisatrendthatstarted 

someyearsago.Verticalintegrationmeansthatabusinessorganisationmayincrea

seitsoperationbytakingoverormergingwithsimilar 

businessorganisationsinvolvedinthesamebusiness.Forexample, 

SheratonorNiconNogaHotelcantakeoverormergewithHillStation 

HotelinJos.Horizontalintegrationontheotherhand,impliesthatabusinessorgani

sationtakesoverormergeswithanotherbusiness 

organisationthatisinvolvedinacompletelydifferentbusiness 

undertakings.Forexample,airlinesthatacquireandownhotels. 

Lodgingcompaniesrealisethatguests‟accommodationneedsarenotjustat one 

level;rathertheyseemtovaryinprice andfacilities. 

 

3.3.2HospitalCatering Services 

 
Cateringservicesthatareprovidedinhospitalsparticularlyinindustrialisedecono

miessuchasthoseoftheUnitedStatesofAmerica 

andtheUnitedKingdom,arebasicallythesametypeofservicesthatresidentialhote

lsprovidefortheirguests.Suchservicesincludefoodandbeverage,cleaningandla

undry,pottering,securityandtransport.Thissituationisnotthesamein Nigeria 

andother developingeconomies becauseofthelevel ofourdevelopment. 
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Theimportanceofprovidingcateringservicesinthehealthservicessectorespecial

ly thehospitalsegmentisbasedonthreemajorreasons. 

 

•Tocontrol 

thespreadofdiseasesandinfectionbycleaningalltheareaswithinandthesu

rroundings ofthehospital.  
•Tokeepthehospitalbuildingsandtheirsurroundingsina 

conditionofabsoluteserenitybyusingtherightmaterialsandequipment 

onaregularbasis. 

 
Finally,theoverallhospitalenvironmentmustbekeptaliveandbright 

bytheemployeesofthehospitalforthebenefitofboththestaffandpatients.Thisisv

eryimportantbecausethehospitalsaccommodatetwomaingroupsofthesociety–

thesickandtheinfirmwhoareincapableoflookingafterandtakingcareofthemselv

es,andthehealthy,whoareworkers. 

 
Fig.11:2: 

 
DepictsaTypicalOrgansationalChartforHospitalCateringS

ervices 
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SELF-ASSESSMENTEXERCISE  

 

Whataretherolestravelagentsandtouroperatorsaswholesalersplay?4.0CON

CLUSION 

 
Accommodationdemandhasmadetheindustrytogrow.Asmoreestablishmentsk

eepspringingupintheindustry,theawarenessoftheaccommodationmarketavail

able,isessentialtothemanagerofa 

successfulaccommodationoutfit.Peoplestayawayfromhomefora 

numberofreasons.Therearepeoplewhoprincipallystayawayfromhomebecause

ofbusiness,whilesomestay awayforleisureandalsoforinstitutionalreasons. 

 
Astravellersandpeoplewhostayawayfromhomegetmoreeducatedandmoreexp

osed,theyexpecttheiraccommodationproviderstohave 

awiderangeofproductsandservicesavailabletothem.Inthesamewaytheaccomm

odationindustrycameup,sodidthefoodserviceindustry.Inthisunityouhaveseen

howthefoodsectorcameintobeingandthereasonwhypeopleeatoutside,andthev

ariousfactorsthatinfluencecustomers,whichincludeenjoymentofmealsoutsidet

heir homes. 

 

5.0SUMMARY 

 
Thisunithastaughtyouthetwomainsectorsinthehospitalityandtourismindustry.

Thesearetheaccommodationandthefoodsectors.Theaccommodationsectorwa

stoassistwearytravellerstorestandgraduallyitbecamesomethingdoneforleisure

,astransportationfromtheorigintothetourists‟destinationsbecameveryeasyandl

uxurious.Thefoodsectorstartedinthesameway.Itusedtobeveryhardforpeopleto

eatoutside,butnowthetrendhaschanged,andalmost 

everybodyalivehaseatenoutsideatleastonceinhisorherlifetime. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

ii. 
iii. 

 
Howhasglobalisationaffected 

thehotelandtourismindustry?Writeshortnoteson resorts, 

citycentreand airport hotels 
Inwhatwaysdohotelcaterfortheneedsofbusinessandleisuretravellers? 

 

77 



 
HCM348 HOSPITALITYANDTRAVELMANAGEMENT 

 

7.0REFERENCES/FURTHERREADING 

 
Baily,M.(2001).“TravelBusiness:RoomsattheTop”AsianBusiness.27,9Septe

mber,2001. 

 
Eyster,J.(2003).“TheRevolutioninDomesticHotelManagementContracts”,Th

eCornelHotelandRestaurantAdministration 

Quarterly.34,1,February,2003. 

 
Landberg,D.E.(1994).(4Ed.)TheHotelandRestaurantBusiness.NewYork:Van

NostrandReinhold. 

 
TheInternationalHotelAssociation,Paris.“TheManagementGame:Howtokeep

OneStepAhead”,Hotels.27,6,May2003. 

 

78 

th 



HCM348 

 

UNIT 3 

MODULE 3 

 

THEECONOMICSOFTHEHOSPITALITYANDT

RAVELINDUSTRY 

 
CONTENTS  
 
1.0Introduction 
2.0Objectives 

3.0MainContent 
3.1TheGrowthoftheIndustry 
3.2NeedsandTravelPatterns 

3.2.1EthnicRestaurants 
3.3TheEconomicImpact 

4.0Conclusion 
5.0Summary 

6.0Tutor-MarkedAssignment 
7.0References/FurtherReading 

 

1.0INTRODUCTION 

 

Touristsproducealotofeconomicimpactbeyondtheirexpenditure.Atouristspen

dsmoneyontravelling,accommodationandfeeding.Themoneyspentbythetouri

stisrecycledbythehospitalityandtourismbusinesstobuymoregoods,therebygen

eratingmoreuseofthemoney.Meanwhile,theemployeesoftheindustrythatserve

thetouristspendmostoftheirmoneylocally,onvariousgoodsandserviceswithint

heindustry.Thischainreactioncontinuesuntilthereisaleakagei.e.whenthemone

yisusedtobuycommodity 

outsidetheindustry.Domesticandinternationaltravellersspendabout$500billio

nontravel-

relatedexpenses.Theseexpensesincludeaccommodation,foodandentertainmen

t.IntheUnitedStates,thehospitalityandtourismindustrysupportsmorethan200

millionjobsworldwideandthisfigure 

representsabout12percentoftheglobalworkforce.Itemploysaboutoneoutofever

ytenworkers,makingitthelargestemployerandalsothelargestindustry. 

 

Inthehospitalityandtourismindustry,thereiswhatiscalledtheholidaymarket.Th

ismarketischaracterisedbyahungertoescapefromclimate,workpressure,thenee

dtochangetheenvironmentawayfromthefamiliarsceneryandsometimeseventh

epeoplearoundyou.Preferreddestinationscouldofferoutdoorrecreationandspor

ts,entertainment,celebratingfestivals,swimmingandsun-tanning,hiking 

andbikingorsometimesjusttouringthroughthecountry.Thisneedforholidayma

kingisjustliketheneedforvarietyinthefoodweeat,sometimesitmightjustbeanyw

here.Theholidaymarketthencannotbeignoredasaneconomicboostertotheindus

try. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 
•explainthetermtourismandwhy peopleareusuallymotivatedtotravel  
•explaingrowthinthehospitalityandtourismindustry 
•discusstheimpactofchangingtravelpatternsandchanging modesoftravelin 

theindustry. 

 

3.0MAINCONTENT 

 

3.1TheGrowthoftheIndustry 

 
Thehospitalityindustrywhichcomprisesthemanagementofhotels,motels,clubs

restaurants,fastfoodestablishmentsandalsothetravelindustry,hasseenaveryrap

idgrowthfromitshumblebeginningasa 

noblewayofcateringfortheneedsoftravellers,tobecomingthebiggestindustryint

heworld.Thetravelindustryrelatesclosesttothehospitalityindustry,thatiswhyiti

salwaysconnectedtothetourismindustry.Itisbecauseoftravellingthatthehospita

lityandtourismindustryisinbusiness.Thetravelindustryhasgonethroughanevol

utionandthathascausedfundamentalchangesinthehospitalityandtourismindust

ry.(Lumberg,2000,p.26). 

 

Duringtheearly1900s,themajorityofhotelswerelocatedclosetorailstationsbeca

usetheprimarymodeoftransportationwasbyrail.Bythelate1940sand1950s,whe

ntheautomobilewasusedbyanincreasingnumberofpeople,thehotelsthenwerelo

catedinareasaroundthehighwaysandthesystemofbuildingautomaticallychang

edtosuitthefamily,sincetheautomobileencouragedfamilytravelling.Italsohadt

obebuilttomakeprovisionforcarparks.Themostinterestingpartofthehotelevolut

ionwaswiththeinventionoftheairplane.Theindustrywitnessedarapidgrowthan

dbecauseofthespeedoftravelandthenumberofpeopleanaircraftcarries,hotelsha

dtoadjust.Hotelshadtobelargertocaterfortouristsandbusinessmen;also,someho

telswerebuiltin closeproximitytotheairport. 

 

3.2Needs and Travel Patterns 

 
Therearemanyreasonsthatcreatetheneedforpeopletotravel.Therearetwomajor

reasonswhypeopletravel;theseareforpleasureandbusiness.Someofthereasons

whypeopletravelforpleasurearevisiting 

friendsandrelation,sports,enlightenment,education,shopping,festivals,attracti

ons,eco-tourism,etc.(Harssel,2004,p.89).The 
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motivationofpleasuretravelcanbeclassifiedunderfivesetsofbasicneeds: 

 

•physiologicalneeds;food, water,oxygen,etc 

•safetyneeds;security,stability,order, protection 

•loveneeds;affection,identification,belonging 

•esteemneeds;selfrespect,prestige,success 

•selfactualisationneeds;selffulfillment. 
 
Thereareothermotivationsintravellingwhichwecanclassifyintofourgroups,na

mely;thephysicalmotivator,whichcomprisesofphysical 

rest,sportingandbeachactivities,healthfulandrelaxingentertainment. 

Culturalmotivation,thisincludesthedesireandknowledgeofotherpeople‟scultu

re,forexampletheirmusic,art,folkloredances,paintings 

andreligion.Interpersonalmotivation,thisincludesthedesiretomeetfriendsandn

ewpeople.Thestatusandprestigemotivator,thismotivationalfactoristhedesirefo

rrecognition,attention,appreciationandgoodreputation. 

 

Thesecondmajorreasonwhypeopletravelisforbusiness.Abouthalfofallairlinetr

avelisdonebybusinesstravellers.Businessvariesaccordingtothedestination,the

reforeagoodportionofbusinesstravelcanbemixedwithpleasure.Forexampleatri

ptoEuropecaninvolve 

contactingapotentialcustomer,butitcanalsoallowforsightseeing.Althoughtheb

usinesstravellersdonotstayaslongastheleisure 

travellers,theytendtospendmoremoneyandalsotravelfurther.Businesstravelha

sincreasedinrecenttimesbecauseoftheincreasingnumberofconventioncentresa

ndmoreefficientwaysoftravel.Alsobusinesstravellershavegivenaboosttohotel

s,restaurantsandautorentalcompanies.Mosthotelslocatednearconventioncentr

esorconferencehallsrunahigheroccupancy.Formostorganisations,thethirdhigh

estcontrollableexpenseisthebusinesstravelandentertainment. 

 

3.2.1EthnicRestaurants 

 
Ethnicrestaurantsareknownbyothernamesbutareseldomreferredtoasethnicrest

aurants.Theyexistallaroundusandweusuallypatronisethem.Theseethnicrestau

rantsalsobringaboutglobalculturalisation. 

Apartfromtechnology,migrationandotherelementsthatbringaboutacommoncu

lturetothedifferentareasoftheworld,theethnicrestaurantisanotherintegralparto

fthiselementthatbringspeopleofdifferentculturestogether,inordertoappreciate

aparticularculture.Majorityofthemareindependentlyownedandoperated.Theo

wnersandtheirfamiliesprovidesomethingdifferentfortheadventurousdinner,or

a 
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tasteofhomeforthoseofthesameethnicbackgroundastherestaurantsortheirown

ers. 

 

Thetraditionalethnicrestaurantsspranguptocaterforthetasteofthevariousimmi

grantgroups,mostprominentweretheChinese,ItaliansandMexicans.Perhapsthe

fastestgrowingsegmentoftheethnicrestaurantsisintheUnitedStatesofAmerica,

butpopularitywise,itis 

thatofMexicans.Mexicanfoodisheavilyrepresentedinthesouthwesternstatesof

theUnitedStatesofAmerica.However,becauseofthenearmarketsaturation,itsch

ainsarespreadingeasily.Therearealsoagreatvarietyofethnicrestaurantsinmajor

citiesallovertheworldandtheirpopularityisontheincrease.Forinstance,ineveryc

ityinNigeriaandanypartoftheworld,onecaneasilyfindChinese,Italianrestauran

tsandFrenchspots.Therearecitiesthatalsocultivateandsellspecialrawfoodstuffs

toparticularnationalities,insteadofimportation,andthismakesiteasierforthefor

eignnationalstojustgotothemarket,buyandpreparetheirdishes.Examplescanbe

foundintheLebaneseshops.Theyareluckyenoughtobeabletobuyfreshingredien

tsandspicesformeals.Anotherverygoodexampleisfoundinthestreetsof 

London,wheretherearenumerous Nigerianrestaurantstochoosefrom. 

 

3.3TheEconomic Impact 

 

TheWorldTravelandTourismCouncilinBrusselsisanorganisationthatisunderta

kingthestudyfromWhortonEconomicForecastingAssociation.Theirexportput

thetotalgrossoutputfortravelandtourismat$3.8trillionin1978andestimatedthat

itwouldbe$7.1trillionin2007,ormorethantenpercentoftheworldGrossNational

Product(GNP).TheWorldTravelandTourismCouncilsaysthestudygrowsabout

twiceasfastastheworldGNP(Dittmer,etal;2003,p.350).Thetotalworldspending

oftheindustrythattakesplaceinEuropeisabout13percentwhile30percentisonthe

NorthAmerican 

continent.Internationalarrivals,accordingtotheWorldTourismOrganisation(

WTO)in1996were592million,anditisestimatedthatthefigureswillreach702mil

lionintheyear2000;1billionintheyear2010and1.6 billion by2020. 

 

Therewasanestimated46millionoversearesidentsthatvisitedtheUnitedStatesin

1994.Allthestatespublishedtheirowntourismeconomicimpactstudy.Examples

are–

NewYorkestimateditstourismrevenuetobe$36.7billion;Floridawasabout$49.

3billion;Texas,$31billionandCaliforniawasalittleabove$50billion.InHawaii,t

hebiggestindustryis thetourismindustrywithrevenuesof$21.9billion. 
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SELF-ASSESSMENTEXERCISE  

 
Whyisthehospitalityandtravelindustryregardedasthelargest 

industryintheworld? 

 

4.0CONCLUSION 

 
Tourismcanbedefinedastheideaofattracting,accommodatingandpleasinggrou

psorindividualstravellingforpleasureorbusiness.Thedevelopmentoftourismst

artedalongtimebeforetheindustrialrevolutionandcontinuedtoimproveandthem

eansoftransportationalsoimproved.Thehospitalityandtourismindustryisthewo

rld‟s 

largestindustryandemployer.Italsoaffectsotherindustrieslikethepublictranspo

rtindustryandproducessecondaryimpactsonbusinessesthatareindirectlyaffecte

d.Physicalneedsanddesiresmakepeopleto 

pickupinterestinmeetingnewpeople,andexperiencingotherpeople‟scultureare

someofthereasonsthatmakepeopletravel.Fromasocialandculturalperspective,t

ourismcanfurtherincreaseinternationalunderstandingandeconomicallyimprov

ea poorcountry. 

 

5.0SUMMARY 

 
Inthisunit,youhavelearntthat,hospitalityandtourismindustryhastheideaofattra

cting,accommodatingandpleasingpeopletravellingforbusinessorpleasure.The

travelindustryhasafundamentaleffectonthegrowthanddevelopmentofthehospi

talityandtourismindustry.Tourismimprovestheeconomyofpoorcountries. 

 

6.0TUTOR-MARKEDASSIGNMENT 

 
i. 

 
ii. 

 
Whatistheimpactofchangingtravelpatternsandmodesonthetravelindust

ry? 

Brieflydiscuss theeconomicimpactoftourism. 
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1.0INTRODUCTION 

 

The 

analysisofthePricingSystemsinthecontextofthehospitalityandtourismindustry

canbecarriedoutfromtwoperspectives.Thefirstistoestablishasinglepriceforasi

ngleitemorcommoditye.g.hotelaccommodationorairfareatagivenperiodoftim

e.Thisisbecause,forsimplicity,totheliterature‟smostfamiliarform,weassumeth

atthehospitalityandtourismindustryisasingle–

productindustry.Thesecondperspectiveistoperceivepricingasasystemandasac

ombinationofinteractingfactorsandtosomeextentcircumstances. 

However,ratherthanbeingconstrainedonlybyasinglepricing 

structurethatclearsthemarketforasinglecommodityatanyparticular 

giventime,theapproachhereconsidersmultipleforcesthatinteractontheissueofp

rovidingservicescharacterisedbythehospitalityandtourismindustry.Thisisbeca

usepriceisnotassumedtobeanindependentvariabledeterminedbyfactorsofsupp

lyanddemand,butasadependentvariablethatisaffectedbysupplyanddemandfac

tors.Thepricingsystemsareverycomplex.Heretheissueismainlyconcernedwith

theeconomicsidesthataffectpriceandarealsoaffected 

byprice.Asweallprobablyknow,pricesareafunctionoftheinteractionofsupplya

nddemandwhichiswhatreallymatters.Inotherwords,youshouldbeinterestedink

nowingtheeconomiccharacteristicsofbothsupplyanddemand. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•discusspricingsystemsinthecontextoftwoperspectives 

•namethe characteristicsofsupplyanddemand 

•comparemarketstructureandpricingdecisions. 
 

3.0MAINCONTENT 

 

3.1Supply Characteristics 

 
Traditionaleconomictheoryhasitthatsupplyisdeterminedbytheproductioncost

sandthestructureofthemarketwithinwhichafirmoperates,andwhichinturnaffec

tstheamountofprofitsovercoststhatarecharged.Supplynormallyreflectsthecost

ofproductionwithina 

timeframe.Thesecostsareassumedtobethepricesoffactorsofproductionwhichi

ncludelabour,capital,entrepreneurshipandotherresources.Costsaresub-

dividedintofixedandvariableand/oraverageandmarginal(Baumoletal,2002,p.1

5).Asistrueofotherindustries,theservicesofthehospitalityandtourismindustryr

eflectwithina 

timeframe,pricesofthefactorsofproductionwherecostsarepairedasfixed 

variableand/oraverageandmarginal. 

 

Thereareanumberofcharacteristicsthatmakethehospitalityandtourismindustry

servicesuniquethoughcomplicated.Thesearebrieflydiscussedasfollows:(i)cap

ital–intensiveandfixedcosts.Thehospitalityandtourismindustryisacapital-

intensiveindustry. 

Substantialamountsofcapitalareinvestedinstructures(buildings),equipmentan

dinternals.Thesecostsareusuallygreaterthanlabour 

costsbecauseoftheirindivisibility.However,ifcapitalcostsareefficientlyandeff

ectivelymanagedperunit,costscandecreasethusresultingtoincreasesinprofit.(ii

)continuityandreliabilityfactors.Thehospitalityandtourismindustrymustopera

tefor24hoursaday,30daysamonthand365daysayearinordertosustainandmainta

inhighlevelsofreliability.Thereforetheservicemustbeonacontinuousbasis.(iii)l

abourandresponsibility.Becauseoftherequirementforcontinuityandreliability,

thehospitalityandtourismlabourisquitedifferentfromthoseofotherindustries,si

nceitsservicesarebasedona24-hourschedulethroughout theyear. 

 

86 



HCM348 MODULE 3 

 

Anothermajorcharacteristicofthehospitalityandtourismindustryis 

thatitoperateswithintheconstraintsofanumberofthreemaincyclesnamely;long

planningcyclewhichisusuallydonewellinadvanceofbothlongproductionandca

pitalcycles.Forexample,changesin 

capacitywithregardtobothsupplyanddemandrequirelongtermplanningwhichh

as tobe carefullyconsidered. 

 
Alongproductioncycleisessentialparticularlywithregardstotheconstructionofa

hotel,hiringofemployees,servicestoberenderedandmaintenanceofthestructure

sandinfrastructure.Thecapitalcyclewhich isthelastoneisbasedonalong-

termbasissinceahotelcycleisover50years.Also,sinkorsunkcostisacharacteristi

cofthehospitalityandtourisminthesensethat,itisasubstantialamountofcapitalco

stsinvolvedtostartupproductionandasubcategoryoffixedcostswhichcanberefe

rredtoastheexistenceofafewalternativesforagivencapitalasset.Thesepointshav

ebeenpointedoutbyArrow(1992,p.29), andHeal (2005, p.25) 

 

3.1.1ThePricingStructure 

 
Individualfirmsplacestrongemphasisoneffortstomarkettheirservicesbywayof

productdifferentiation.However,priceactionwillsometimesbeundertaken,and

priceisanimportantpartofthemarketingeffort.Therefore,itisworthwhiletoconc

ernourselveswiththeeconomicsofthepricingdecisioninpassengertransportatio

n.Theeconomicsofpricinginpassengertransportationinvolvesthree 

interrelatedconcepts;“differentialpricing”the“contributiontheory”andthe“inc

rementalconcepts”.Inallinstances,theseappliedeconomic 

conceptsareusedonlyasguidelines,andmanagerialjudgementsarethefinaldecis

ionmakingfactorsastopricemakingdecisions.Pricingcanstartinaverysimplema

nner,theoligopolypossessesconsiderablemarketpowerandcanmaximisethede

mandcurvebycreatingseveral pricestructures(Douglasand James, 

2002,p.657-669). 

 

Thiseconomicpowerisreinforcedbylegalprice-makingandbureauof 

conferencerate-making.Givingthelegalpowerandifthefirmsindeed 

moveinconcertwithparallelaction,theindustrycanestablishnotonebutseveralse

paratesupplycurves.Graphically,thisisillustratedinFig.13.1.andliterally,thisde

velopmenthasresultedtothreepricesforthreesupplycurves.Herethefirmwilloff

erthreeseparateservicesat 

threeseparateprices,andtakeadvantageofalargerportionofthedemandcurvetha

nasinglepricewouldpermit.Theimplicationhereisthatthefirmhaswhatiscalled“

differentialprice”andseveralclassesofservicesaresupplied,eachslightlydiffere

ntfromtheotherandeachataseparateprice.Thisessentiallyiswhatisdonewhenfir

stclass,tourist 
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classandeconomyclassservicesareofferedbyanairline.Manyfactorsareusedtoc

lassifycustomers,butbasicallytheyturnonthevariouselasticityofdemandnotede

arlier(LeasingandDwight,2004,p.101). 

Whenconsideringfactorsofpotentialsubstitutability,managementcanestablish

alowpricewherepotentialsubstitutabilityishigh,anintermediateprice,andalsoa

highpricewherepotentialsubstitutabilitycanbelow. 

 

Fig.13.1: 
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Basedonthedemandanalysisaboveandasalreadypointed out,demand 

shouldbesegmented,whichimpliesthatnosingledemandsupplycurveexistsinthi

scase,also,thereisthepotentiallikelihoodofelasticityandsubstitutability.Thissit

uationisshowninfigure13.2belowwhichgraphicallydemonstratesthatadifferen

tdemandcurvedoesexistforeachclasse.g.firstclassorsecondclass.Furthermore,

thereistheinvolvementofmanysupplycurves,whichimpliesthateachtypeofserv

iceisrepresentedbyasupplycurveandspecificdifferentiatedprice. 
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3.2DemandCharacteristics 

 
Asinsupply,therearealsoanumberofcharacteristicsthatarefeatures 

ofdemandwhenconsideringpricinginthehospitalityandtourismindustry.These

areinstantaneousextremevariability,multiplicity,intermodalandintramodalco

mpetition,andelasticityandinterclass 

competition,andelasticitydemand.Asitisobtainableinmanyserviceindustries,t

hedemandfortheservicesofthehospitalityandtourismindustrycanbothbeimme

diateandinstantaneous.Instancesofthesearebeingexperiencedinhotelreservati

ons,pleasurecruises,andairflights. 

 

Instantaneousdemandcancauseproblemsfortheindustryasawholeorthefirmora

gencysupplyingtheservices.Whenfacedwithsuchproblemsthereisneedforman

agementtoprovidesufficientcapacitytohandlethesituation“justincaseandtobes

ure”.Demandcanalsobeextremeandvariableasallserviceprovidingindustriessu

fferfrom“peaks”and“valleys”orhighseasonsandlowseasons.Inotherwords, 

thedemandsvaryduringthehoursoftheday,daysoftheweek,andweeksofthemon

thaswellastheseasonsoftheyear.Thissituationcanleadtothemultiplicityofdema

ndwhichmaybesegmentedandcarefullyanalysednotonlyonthebasisof“peaks”a

nd“valleys”,butalsoonthebasisoffrequency,motivationandresponsestoprice.O

thercharacteristicofdemandforservicesofthehospitalityandtourismindustryare

intermodalandintramodal.Theformerdemandisbasedontheavailabilityandopp

ortunitytosubstituteonemodeofaccommodationorflightasthecasemaybewitha

nother.Thistypeofdemandtakescognizanceofpriceandservicesofcompetitors.I

nthecaseofthelatter,thecompetitioniswithinthesamefirmsoragenciesthatprovi

dethe 

services.Althoughinthiscasethepriceelementmattersbuttheconditionsofservic

escountmore.Afurthercharacteristicofdemandisinterclass,whichisbasedbyspe

cificagenciese.g.afivestarversusa-three 

starhotel.Notethatnosingledemandismadeorinvolvedbutratheritisspecificfort

heserviceandtheclass. 

 

3.3MarketStructure 

 
Marketstructurecanbereferredtoasasystemandmodelwhoseattributescanbepre

dicted.Economistshavealwaysclassifiedthemarketstructurebasedonthecharac

teristicsofpurecompetition,monopolisticcompetitions,oligopolyandpuremon

opoly(SeeTable13.3below).Thebehaviourofafirmorindustrycanbepredictedo

nce 

thestructureofthemarkethasbeenestablished.Furthermore,economistshavetak

encognizanceofthreemajorfactorswhileconsideringclassifyingmarketstructur

e.Theseareentry-

exitbehaviour,numberofsellersandbuyers,andproductcharacteristics.Also,mo

dels 

 

90 



 
HCM348 MODULE 3 

 

ofeconomicbehaviourhavebeentheorisedanddevelopedbyeconomists 

andappliedtopracticalbusinessand economicsituations. 

 
Thefigurebelowshowsasimplifiedmarketstructure. 

 
Table13.3:Characteristicsofmarket Structure 

 
MarketStructure 

 
NumberofProduct 

FirmsCharacteristic 

 
Entry–Exit 

Characteristics 
 

Purecompetition 
 

Monopolistic 

competition 
 

Oligopoly 

 

puremonopoly 

 
Many 
 
Many 

 

Few  

 

One 

 
Homogenous 
 
Differentiated 

 

Homogenous 

differentiate 
 
Indifferent 

 
Free 
 
Relativelyeasy 

 

Relatively 

Difficult 
 
Closed 

 

Becausethehospitalityandtourismindustrybelongstoonlyonetypeofmarketstru

cturei.e.Oligopoly,weareconstrainedtocarryoutananalysisoftheotherthreemar

ketclassifications.Accordingly,anOligopolyhasthefollowingelementsorchara

cteristics.(i)Ithasfewfirms,(ii)Itsproductsaredifferentiated,and(iii)There 

isfreeentryandexit,thoughsometimesdifficult.Also,economistshaveestablishe

daneconomictheoryknownaskinkeddemandwhichhasbeendemonstrated 

forindustrythroughademandcurve. 

 

Incidentally,nofirmhasanindividualdemandcurve,onlywhensuchafirmhasdiff

erentiatedproductsasitisinthecaseofthefirmsinthehospitalityandtourismindust

ry.Thisisbecauseinthisindustry,productsaredifferentiatedparticularlybytheser

vicesthefirmsintheindustryprovide,whicharenormallydistinctivethoughcomp

etitiveinnature.Amajorfeatureofthekinkeddemandisthefirms‟pricepolicyinw

hichadecreaseandincreaseinpricebyanyofthefirmswillequallybematchedbyall

itscompetitors,althoughsuchachangecanleadtolittleshareintheshapeoftheover

allmarket.Thisisbecause 

priceisanimportantelementofmarketing.Fig13.4belowdepictsa 

kinkeddemandcurveofatypicaloligopolisticindustrysuchasthehospitalityandt

ourism. 
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Fig.13.4: 
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KinkedDemandCurve ofOligopolisticIndustry 
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3.3.1TheImpact ofPriceontheLifeCycleoftheProduct 

 
Allproductsandservicesareatsomestageintheproductlifecycle,justashumans,g

othroughthelifecyclefrombirth/introduction,growth,maturityandthedeclining

stage.Anexampleofaproductthatwasintroducedafewyearsagoandhadaveryqui

ckgrowthrate,anearlymaturity,andrapiddeclinewasthedisco.However,toalarg

eextent,sportsbarsandcoffeehouseshave 

takenoverdiscoclubs.Priceplaysanimportantroleinpurchasingdecisions,asitha

sbeenlearntfromexperience.Accordingly,alotofguestsarepricesensitive,asthe

oldsayinggoes,thereisnoloyaltythatasmallamountofmoneywillnotchange.Thi

ssimplymeansthatiftheotherrestaurantacrosstheroadoffersthesameservicesor

productforasmallamountless,thentheywillstillgetthebusiness.Thingslikevalue

areusuallylinkedwithprice.Peopleonlypurchaseaparticularproductorservicesi

ftheyfeelthattheyaregoodinvalue,thus 

thecloserthepriceistovalue,themorelikelytheguestwillbesatisfiedandwillretur

n.Pricinginthehospitalityandtravelindustryinrecentyearshashadaninterestinge

ffectonconsumerbehaviour.Abouttwodecadesago,hospitalityenterprisesincre

asedpricesandstillfoundoutthatguestskeptcoming.Thiswasbecausemostbusin

esseswereliberalwithexpenseaccountsthatenabledexecutivestostayinbetterhot

elsandentertainclientsinexpansiverestaurants.Inthelate1980forinstance,taxde

ductionsof 
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businessexpensesforrestaurantmealswerereducedtoabout80 

percent,combinedwiththerecession.Thesemeasureshadaprofoundeffectonrest

aurants.Businessdroppedoffasgueststhatwerespending 

moneyondiningdownplayedittomid-

pricedrestaurants,whilethemidpriceclientelemovedintothequickservicesector

.Fig13.5shows thestagesintheproductlife cycle 

 

Maturity 

 

Introduction 
 

Growth  

 

Decline 

 

Fig.13.5: 

 

ProductLife cycle 

 

Time 

 
SELF-ASSESSMENTEXERCISE  

 
Whatdoyouunderstandbythe term“marketstructure”? 

 

4.0CONCLUSION 

 
Theanalysis 

ofthepricingsystemisusuallycarriedoutfromthecontextoftwoperspectivesbyes

tablishingasingleprice 

forasinglecommodityandperceivingpricingasacombinationofinteractingfacto

rs.Priceisconsideredasdependentratherthananindependentvariablethatisaffect

edbythefactorsofsupplyanddemand.Thisimpliesthatthepricingsystemisindee

dacomplexone.Withregardtosupply,quitea 
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numberofcharacteristicsarenotedtoinfluencethesupplyofservices 

bythehospitalityandtourismindustry.Supplyreflectsthecostsof 

productionineachgiventimedimension.Thedemandsideoftheservicesofthehos

pitalityandtourismalsohasanumberofmajorfeaturesthathaveimpactontheprici

ngofsuchservices.Finally,marketstructure,whichisamodelthatcontainssomeat

tributesthatcanbe predictedischaracterisedbythree 

factorsnamely,numberofsellersandbuyers,entry-exitbehaviour 

andproductcharacteristics. 

 

5.0SUMMARY 

 

Inthisunit,youhavelearnttheimportanceofthepricingsystemsinthehospitalitya

ndtourismindustrywhichhavebeenanalysedfromtwoperspectives.Priceshaveb

eenfoundtobeafunctionoftheinteractionofsupplyanddemand.Theunithasalsor

evealedthatsupplyanddemandhavepeculiarcharacteristicswhichreflectthecost

sofproductionandpricingconsiderations,respectively.Also,theunithasanalyse

dmarketstructurebasedonitscharacteristicsnamely,purecompetition,monopoli

sticcompetition,oligopolyandpuremonopoly.Thehospitalityandtourismindust

rywhichisoursubjectoffocusisoligopolisticin nature. 

 

6.0TUTOR-MARKED ASSIGNMENT 

 
i. 
ii. 

 
iii. 

 
Brieflydiscuss thenature ofthepricingsystems. 
Whatarethecharacteristicsofsupplyanddemandinthehospitalityandtour

ismindustry? 
Discussthevarious types ofmarketstructure 
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1.0INTRODUCTION 

 
Leadershipcanbedescribedasasocialinfluenceprocessthatcanoccurinnearlyan

yinteractionamongpeople,whilemanagementistheformalprocessinwhichorga

nisationalobjectivesareachievedthroughtheeffortsofsubordinates.Leadership

hasabroaderscopethanmanagementwhichbecamethevogueaboutonehundredy

earsagowithitsnarrowfocusonachievingorganisationalgoals.Modernmanage

mentwasinventedtohelpnewrailroads,stillmillsandautocompaniestoachievew

hateverygoodentrepreneurdreamedof.Withoutthismanagement,thosecomple

xenterpriseswereboundtobechaoticinwaysthatthreatenedtheir veryexistence. 

 
Althoughmanagershavethepowerbyvirtueofthepositionstheyhold,organisatio

nsseekmanagerswhoareleadersbythevirtueoftheirpersonalitiesandexperience.

Thatiswhyleadersarepreferred,because 

leadingistheprocessbywhichapersonwithvisionisabletoinfluencethebehaviou

rofothersin a desiredway. 

 

2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•explainthetermleadership 

•describethecharacteristicsandattributes ofleaders 

•differentiatebetweenleadershipandmanagement 

•identifymanagerialskillsandfunctions. 
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3.0MAINCONTENT 

 

3.1Leadershipinthe Industry 

 
Leadershipgoesbacktomanycenturies,however,ithascomeintoprominenceast

hehospitalityandtourismindustry,andotherindustriesstriveforperfectioninthed

eliveryofgoodsandservicesinacompetitiveenvironment.Leaderscanbeidentifi

edbycertain 

characteristics.Thesecharacteristicsincludebearing,courage,decisiveness,dep

endability,endurance,enthusiasm,initiative,integrity,judgement,justice,knowl

edge,loyalty,tactfulnessandunselfishness. 

 

Leadersknowwhattheywantandwhytheywantit.Theycommunicatewithotherst

ogaintheircooperationandsupport.Inaddition,theleadershiptraitsarealsoidentif

iablepracticescommontoleaders.Leaderschallengeaprocess,theyareactivenot

passive,theysearchforopportunitiesoftheexperiment.Also,leadersinspireashar

edvision, createavision,envisionthefutureandenlistothers.Leadersenable 

otherstoactandtheyarenotalone,theyfostercollaborationandstrengthenothers,t

heymodeltheway,planandsetexamples.Theyencouragetheheart,sharethepassi

on,recogniseindividualcontributionsandcelebrateaccomplishment(Bennis,20

05,p.45).Leadershiptheoryandpracticehadevolvedovertimetoapointwherecur

rentpractitionersmaybeidentifiedastransactionalortransformationalleaders.Tr

ansactionalleadershipcanbeviewedasa 

processbywhichaleaderisabletobringaboutdesiredactionsfromothersbyusingc

ertainbehaviours,rewardsorincentives,whileatransformationalleaderisonewh

oinspiresotherstoreachbeyondthemselvesanddomorethantheyoriginallythoug

ht. 

 

3.2TheDistinction betweenLeadershipandManagement 

 

Aswehaveseenearlieron,managementistheformalprocessinwhichorganisation

alobjectivesareachievedthroughtheeffortsof 

subordination.Leadershipontheotherhandistheprocessbyaperson 

withavisionwhoisabletoinfluencethebehaviourofothersina 

desiredway.Amorecomprehensivedistinctionbetweenthetwoas 

shownbyRobins, (2001, p.153)isasfollows. 
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Themanager 
*administers 
*isacopy 
*maintains 
*focusesonsystems 

andstructures*reliesoncontrol 

*hasashort-rangeview 
*askshowandwhen 

*hasaneyeonthebottom line 
*initiates 
*acceptsthestatus quo 
*doesthings right 

MODULE 3 

 

Theleader 
*innovates 
*isan original 
*develops 
*focusesonpeople 

*inspirestrust 
*hasalong-range 

perspective*askswhat andwhy 

*haseyesonthehorizon 
*originates 
*challengesit 
*doestheright thing 

 

Leadershipfocusesonstyleandideals,whilemanagementfocusesonthemethoda

ndprocess.Leadershipdoesnotproduceconsistencyandorder,itproducesmovem

ent.AspointedoutbyKotler,(1990,pp.18-

20),thefollowingsuggestionsoutlineanapproachtobecomeahotelleadernotjust

amanager:enhancecareerdevelopment–goodbosses 

recognisethatmostoftheirworkerswantto improve. 

 
•Bedecisive–

HotelManagersareconfrontedwithdozensofdecisionseverydayandthey

needtheir bestjudgement.  
•Followthrough–

neverpromisewhatyoucannotdeliverandneverbuildfalsehopes.  
•Selectthebest–abossgoodorbad is carried forwardbyworkof hisor 

hersubordinate.  
•Empoweremployee–

givepeopletheauthoritytointeractwiththecustomers.Themoretheyfeeli

mportantthebettertheywork. 

 
Themoresophisticatedacompanyis,themoreprogrammeddecisionsaremade. 

 
Gooddecisionmakersfollow eightmajorsteps. 

 
a. 
b. 

c. 
d. 
e. 

f. 
g. 
h. 

 
Identificationand 

definitionofproblemIdentificationofdecisi

on 

criteriaAllocationofweightstocriteriaDeve

lopmentofalternatives 

Analysesofalternatives 
Selectionofalternatives 
Installationofalternatives 
Evaluationofeffectiveness. 



 

97 



 
HCM348 HOSPITALITYANDTRAVELMANAGEMENT 

 

Identification 
ofa 

problem 

 

Identification 
ofa 

decisioncriteria 

 

Allocationof 
weightstocriteria 

 

Development 
Of 

alternatives 

 

Analysis 
Of 

alternatives 

 

Selection 
Ofan 

alternative 

 

Implementation of 
the 

alternative 

 

Fig.14.1: 

 

Source:  

 

Evaluation of 
decision 

effectiveness 

 

IllustratestheDecision-

MakingProcesstheEightSetDecision-MakingProcesses 
 
ModifiedfromRobins,2004 
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3.3ManagementSkills 

 
Managersforecast,plan,organise,makedecisions,communicate, 

motivateandcontroltheeffortsofagrouptoaccomplishitsgoals. 

Managementcreatesthedirectiontheorganisationshouldfollowinordertoachiev

eitsgoals.Managersgetthenecessaryresourcesforthetasktobeaccomplishedand

theysuperviseandmonitorgroupandindividualprogresstowardgoalaccomplish

ment(FisherandBerinstein,1991,p.90).Topmanagerslikepresidentsandchiefex

ecutiveofficersoflargeorganisations,likeafivestarhotel,e.g.,Hilton,Sheratonan

dHolidayInnHotels,tendtofocusonmostoftheirownstrategic 

planning.Theyalsospendtimeinorganisingandcontrollingtheactivitiesoftheco

operation.Mosttopmanagersdonotreallygetinvolvedintheday-to-

dayrunningoftheorganisation;therearesub-

headstodifferentdepartmentsandothersupervisors.Onewillnotexpecttheowner

ofHiltonforexampletopullashiftatarestaurantinoneoftheHiltonbranches. 

 

Inadditiontomanagements‟functionsofforecasting,planning,organising,com

municating,motivatingandcontrolling,thereareothermajorskillareas.Theseare

conceptual,humanandtechnical.Conceptualskillsenabletopmanagerstoviewth

eorganisationasacompleteentityandstillunderstandhowitissplitintodepartmen

tsin 

ordertoachieveitsgoals.Theabilitytobuildteamsandworkwithothersisahumans

killthatsuccessfulmanagersneedtocultivate.Theyneedtolead,influence,comm

unicate,superviseandevaluate 

employees‟performances.Managersneedtohavethetechnicalskillstounderstan

dandusetechniques,methods,equipmentandothertechnical 

procedures.(WhiteandBedner,2001,pp.405:415). 

 

3.3.1CorporatePhilosophy 

 

Corporatephilosophyischangingfromonemanagersplanning,organising,imple

menting,andmeasuringtothatofmanagerscounselingassociates,givingthemthe

resources,andhelpingthemtothinkforthemselves.Theoutcomeisaparticipatory

managementstyle,whichresultsinassociativeempowerment,increasedproducti

vityandguestandemployeesatisfaction.Corporatephilosophyhasstronglinksto

qualityleadershipandtheTotalQualityManagement(TQM)process; 

corporatephilosophyembracesthevaluesofanorganisation.These 

includeethics,morals,fairnessandequality.Thenewparadigminthecorporateho

spitalityandtravelindustryistheshift 

inemphasisfromtheproductionaspectofthebusiness,tofocusontheguest-

relatedservices.Successfulorganisationsarethosewhoareabletoimparttheircor

porate philosophiestoemployeesandguestsalike.DisneyCorporationin 
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Miami,Florida,UnitedStatesofAmerica,isanexcellentexampleofa 

corporationthathasapermeatingcorporatephilosophy.Therearenosetformulaef

oracorporatephilosophy.However,tobetrulyeffective,a 

corporatephilosophymustbeuniquetothatparticularorganisation.Thegeneralan

dcommonorganisationaldenominatorsofasuccessfulcorporatephilosophyaret

hefollowing. 

 

•Aclearstatement ofpurpose. 

•Adefinitionoftheresponsibilitiesofthebusiness 

•Adherencetoprinciples aheadofprofits 
 

Themostimportantelementinmaintaininganorganisation‟simageis 

thepracticeofmakingcorporatephilosophypartofthedaily 

livesofthepeopleinvolvedinitscorporation.Keepingthephilosophyalivebegins

atthetopand isconveyedtoeverylevel, 

sothatpeopleatthebottomarecommittedandinvolved. 

 
SELF-ASSESSMENTEXERCISE  

 

Outlinethepointsthatsuggestanapproachofbecomingahotelleader4.0CON

CLUSION 

 
Leadershipisdefinedasawaybywhichapersonisabletoinfluencetheactivitiesan

doutcomesofothersinadesiredway,whilemanagementis 

aprocessinwhichorganisationalgoalsareachievedthroughtheeffortsofsubordin

ates.Managershavetoforecast,plan,organiseandcontroltheeffortsoftheirsubor

dinatesinordertoachievecertaingoals.Themosteffectiveleadersshareanumbero

fskillswhicharerelatedtoemployees.Theyincludebeingdecisive,theyfollowthr

ough,theyselectthebest,theyempoweremployees,seeksupportandenhance 

careerdevelopment. 

 

5.0SUMMARY 

 
Leadersinfluencetheactivitiesofpeoplearoundthem.Theyinnovate, 

developandalsofocusonpeople.Leadersalsoinspiretrustandhavealongrangeof

perspectives.Ontheotherhand,managersadminister,maintainandfocusonsyste

ms andstructures.Agoodhotelmanagerhas 

tocombinehismanagerialqualitieswithleadershipqualitiesinorderto 

succeed.Leadershipdoesnotjustproduceconsistencyandorder,italsoproduces

movement.Leadersandmanagersthathaveleadershipqualitieshavethreeimport

antfactorsthatmakethemstandoutofthecrowd;thesearecharisma,individualcon

siderationandintellectualstimulation. 
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6.0TUTOR-MARKED ASSIGNMENT 

MODULE 3 

 
i. 

ii. 

 

iii. 

 
Explainthetermleadershipandthequalitiesofa 

goodleader.Brieflydiscussthedifferencebetweentransactionalandtrans

formationalleadershipinanorganisationsuchasthehospitalityandtouris

mindustry. 
Enumeratethemainstepsthatarenecessaryindecisionmakinginanorgani

sation. 
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1.0INTRODUCTION 

 

Inunderstandinglabourrelationsinthehospitalityandtourismindustry, 

youneedtounderstandthewordlabour.Labourmeansdifferentthingstodifferent

people.Forexample,toanewspapereditor,labourmeansthattheunionofemploye

esisabouttoembarkonstrike,whiletheeconomistwouldregardlabourasacommo

dityforwhichthereisdemandandofwhichthereissupply.However,toreallyunder

standthetermlabour,itcanbeexplainedasthoseemployeeassociationswhicharef

ormedandorganisedtoimprovewagesandworkingconditions.Labourunionsare

meanttoprotecttheinterest ofemployees. 

 
Intheearlyfourteenthcentury,workers,whocombinedasagrouptoaskforimprov

ementintheirconditionsofemployment,werepunishedbylawcourtsforengaging

inwhatwasregardedasacriminal 

conspiracy.ItwasaroundthenineteenthcenturythattheBritish 

parliamentdecidedthattheactwasnotacriminalconspiracy.Freedomfromsuchm

edievalrestraintsontherightofworkerstoorganisea 

protesttoanyinjusticeagainstthemcamein1842,inMassachusetts 

SupremeCourt.Thecourtruledthattheactoftheunionformationwasnotillegalan

dfromthenon,uniongrowthstartedtospreadtoalmosteverytradeand 

establishment. 
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2.0OBJECTIVES 

 
Attheend ofthisunit,youshouldbeableto: 

 

•explainthedevelopments andgrowthoflabourunion 

•listthemainfunctionsofthelabourunion 

•describebargainingpower andprocess 
•discussstrategies,tacticsandtradeoffinvolvedinthenegotiationofagreements. 

 

3.0MAINCONTENT 

 

3.1Developmentand Growth ofLabourUnions 

 
Thegrowthanddevelopmentoflabourunionsasnotedintheintroductionstartedin

thefourteenthcentury,andthenitwasapunishableoffencebysomelawcourts.Itw

asinthemiddleofthenineteenthcenturythattheBritishparliamentdecidedthatlab

our 

unionismwasnotacriminalconspiracy.IntheUnitedStates,duringthecolonialera

,thedoctrinesandlawswerethesameagainstcriminal 

conspiracy.Itwasfeltthatprotestsbyemployeesagainstemployerswouldleadtop

ublicmischiefandprivateinjury.Itwasalsofeltthatitwasgoingtoterroriseemploy

ers(see Shrank,1999,p.200). 

 

Freedomfromsuchmedievalrestraintson theright toorganiseanyformofprotest 

ordemonstrationagainstinjusticecame in1842.TheSupreme 

CourtinMassachusetts,UnitedStatesofAmerica,ruledthattheformationofunion

groupswasnotillegal.Theunionstillfacedanotherlegalbattle;theyneededanorde

rofthecourttoceaseordesistfromsomeactions,thencongressdecidedtointervene

,andin1983itpassed Norris-

LaGuardiaAct,makingpeacefulpicketing,peacefulassembly,paymentofsalarie

sandotherunioneconomicweaponsthatwerenotenjoyedbytheunion. 

 
In1860,therewasaneedforhigherwagesandshorterworkinghours.Theadventoft

hecivilwarintheUnitedStatesofAmericabroughta 

newdimensioninunionmembershipgrowth,duetolabourshortagecausedbyenro

llmentinthearmy.Bytheendofthewar,nationalandinternationalunionsbecamen

oticeablewithabout13unionsinexistencebetween1860and1865,andby1879,th

ereweremorethanfiftynationalunions(SloaneandWitney,1997,p.80). 
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Fig.15.1: 

 
Membership 

 
475,000 

 
450,000 

 
425,000 

 
400,000 

 
375,000 

 
350,000 

 
325,000 

 
300,000 

 
275,000 

 
250,000 

 
225,000 

 
200,000 

 
175,000 

 
150,000 

 
125,000 

 
100,000 

 
75,000 

 
50,000 

HOSPITALITYANDTRAVELMANAGEMENT 

 

MembershipoftheHotelandRestaurantEmployeesandBart

enders’InternationalUnion,AFL-CIO,1891-1980 

 

44,000 

 
25,000  

18901900191019201930194019501960 

 
19701980 

 

104 

 
Year 

H
R

E
M

e
m

b
e

rs
h

ip
 



 
HCM348 MODULE 3 

 

3.2UnionsofHotel,CateringandInstitutionalManagement 

 
ThefirstlocalunionofpeopleintheHotelandCateringIndustrywasformedin 

Chicago,USA, in1866.Itwascalled “BartendersandWaiters 

UnionChicago”.ThemembersoftheunionwhoweremostlyGermanswereaffilia

tedwiththeknightsoflabourin1886,andaroundthattime,otherlocalunionsofwait

ersandcookswereformedinSanFrancisco,St.Louis,NewYorkandBrooklyn,US

A.Bytheendof1886,thewaitersandbartendersgroupjoinedinthegrowingprotest

againstthearbitraryleadershipoftheknights.(BoasandChain1986,p.106). 

 

WhentheColumbusConventionthatfoundedtheAmericanFederationwasheldi

nDecember1886,allinattendancehadtheintentionoflookingforwaystounitethei

rforcesalongeconomiclines,anditwasgrantedanationalcharterin1891.Inallmaj

orcitiesinwhichcollectivebargainingcontractswereobtained,management‟ssid

eoftheagreementtooktheformofmulti-

employerbargaining,generallythroughalocalhotelassociation.Themostpowerf

ulunitintheunionstructureistheinternationalunion,located 

inCincinnatiOhio,USA.  

 

Convention meetsevery  
fiveyears,after 1976 

 

GeneralExecutive Board. 
GeneralPresident,Secretary- 

Treasurer,and20VicePresidents,meet

on callofGeneralPresident 

 

ExecutiveOfficers 
GeneralPresidentandGeneral 

Secretary–Treasurer 

 

LocalUnionsU.S. and 
CANADA  

 

InternationalHeadquarters  
Cincinnati,Ohio 

 

Fig.15.2: 

 

Source:  

 

StructureoftheHotelandRestaurantEmployeesInternation

alUnion 
 
Lane,2004 
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3.3ManagingCampaignTactics 

 
Thefirstpoliticalactivityoftheinternationalbodyoftheunionwasin1935whenthe

WagnerAct,otherwiseknownastheNationalLabourRelationsAct,wasestablish

ed.TheActsought“toprotecttheexercisebyworkersoffullfreedomofassociation

,selforganisationanddesignationofrepresentativesoftheirownchoosing,forthep

urposeof 

negotiatingthetermsandconditionsoftheiremployment,orothermutualaidorpro

tection.”Theactalsoestablishedelectionproceduresthatallowedemployeestoch

oosetheirownbargainingrepresentatives. 

Italsodeclaredcertainemployerpracticesunfair.AspointedoutbyShrank(1997:p

.56),thesewereasfollows: 

 

•tointerferewithemployeestoexercisetheirrightstoself-determination  
•todominateorinterfacewiththeformation 

oflabourorganisation•todiscriminateorgivetermsandconditions 

inordertoencourage 
ordiscouragemembershipinanylabourorganisation  

•todiscriminateagainstanemployeewhofileschargesorisawitnessbeforetheNat

ionalLabourRelationBoard(NLRB)inrespectofallegedemployerviolati

onsand  
•torefusebargainingwiththerepresentativesofemployees(seeBeelerandKurish

enbaum, 1999,p.27). 

 
AbouttenyearsaftertheWagnerActwaspassed,labourunionsintheUnitedStatesr

ecruitedabout10millionmembers,andthehotelandrestaurantemployeesinterna

tionalmembershiprosefrom80,000to320,000.TheTaft-

Hartleyactwasintroducedin1947,becausetheWagnerActhadnotincluded“unfa

irlabourpractices”ofunions,alsoknownastheLabourManagementRelationsAct

.By1959,itwasperceivedbycongressthattherewerecorruptpracticesgoingonint

hefieldoflabourmanagement,andthatexistinglawswereinadequatetopreventth

ecorruptpractices.Asaresult,congresspassedtheLandrum- 

GriffinAct,alsoknownasLabourManagementReportingandDisclosureAct.Thi

sactgrantedtoeachunionmembertherightto: 

 

•nominatecandidatesforunionoffice 

•voteinanelection 

•attendunionmeetings 
•participateinunionmeetingsandvoteonunionbusiness(Lane andHartesvelt, 

1993,p. 114). 
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3.3.1HarmonisationbetweenEmployersofLabourand 

LabourUnions 

 
Despitetherigourlabourunionorganisationsfaceinorganisingcampaigns,therea

reimportantrulesofthumbwhichthehospitalityandtourismindustryemployersb

earinmind,astheyseektoavoidanydisruptionoftheiroperationswhileanorganisi

ngcampaignisin progress.Givingthedimensionsofmostunion-

managementrelationshipstoday,itwouldnotbeunreasonabletosupposethatthefi

rstthinganyhotelorrestaurantemployerdoesinthesecircumstancesistoconsulta

nexperiencedlabourlawyer.Indeed,failuretoobtain 

competentlegaladviceisamistakefewbusinessorganisationscanaffordtomake.

Nonetheless,partexperiencesuggeststhatemployer 

unionconfrontationssometimesoccurunexpectedly,that,“firstaid”in 

thisformshouldbeacceptablethingsemployersaresupposedtodoandthingstheya

renotsupposedtodoinordertoavoidconflictwithlabourunions. 

 
Atthisjuncture,perhapsafewpiecesofadviceareimportanttoemployers 

oflabourasstatedbelow. 

 
•Donotgetprovokedintoargumentswithunionsympathizers.Donotpromiseany

rewardsiftheelectionbeatstheunion,don‟tcall 

individualsintoyourofficetodiscussunionorganisation.Neverinterfere

withtherightofanyemployee.Donoteverannounce 

yourrefusalasanemployer 

tobargainwiththeunion,anddonotpredictthatyou 

willlosebusinessbecauseofunionization,orthat 

thehotelwillshutdown.Donotaskemployeeswhattheythinkaboutuniona

nddonotbribeanyone.Neverchangeworking 

conditionsofemploymentunlessyoucandocumentavalidreasonformaki

ngsuchchange.Avoidthreateningemployeesorpromisingbenefitsdepen

dingonhowemployeesvote.Thethingsthatputemployeesinthegoodboo

ksoflabourunionsincludegivingyourpersonalopinionoftheunion,itslea

dersandorganisers,butbeextracarefulnottoengageinlibelorslander. 

Alwayswarnemployeestocarefullyreadanythingtheunions 

asksthemtosign,andadvisethemthattheydonothavetosigndocuments,a

ndthattheycanvoteinanyelectionheldwhether 

theysigndocumentsornot.Cautionthataunionmayforcean 

employeeoutonstrikeeventhoughheorsheishappywithan 

offertheemployerhasmade.Letemployerstellemployeesthathotelsandr

estaurantsprovidejobs,andunionscannotpreventlayoffsiftheybecomen

ecessary.Employersshouldurgeemployeestoreportunioncoerciontosup

ervisors,andinform 

employeesthattheydonothavetotalktounionorganisersif 
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theydonotwantto.Recognitionbyahotelorrestaurantemployerofaunion

representingemployeesofhisorherestablishmentissimplythefirststepin

buildingajoint,cooperativerelationshipbetweenthetwoparties.Oncethe

dusthassettled,intheeventofastrikeaction,apeacefuldemonstrationoran

yconsequenceofthedifferencesbetweenthe 

twoparties,theprimaryconcernofthepartiesshouldbetoengageincollecti

vebargainingprocess.Whateverconcrete 

demandsaunionmayseekfromahotelorrestaurantemployer,thefundame

ntalofeveryunionistonegotiatewiththeemployerandsignanagreementc

overingwagesandworkingconditions,ontermsthatareagreeabletobothp

arties.Thisiscalledthecollectivebargainingprocess. 

 
SELF-ASSESSMENTEXERCISE  

 
Brieflydiscuss theLandrum-GriffinActthatwaspassedin1959. 

 

4.0CONCLUSION 

 
Inthisunit,youhavelearntthatlabourmeansthoseemployeeassociationsthataref

ormedinordertoimprovethewagesandworkingconditionsofworkers.Labourun

ionshadahecticbeginning,andintheinitialstagefacedstiffpersecutions,untilthee

arly19century.Themembershipgrowtharound1860wasnecessaryduetoshortag

einlabour,causedbytheenrolmentofpeopleintothearmytohelpfightthecivilwari

ntheUnitedStatesofAmerica.Between1935and1947,threeactswerepassedbyc

ongressinordertogivelabourautonomyandpowerstochallengeanyindiscrimina

tionandinjusticeagainst employees. 

 

5.0SUMMARY 
 

Inthisunit,youhaveseenhowlabourisanorganisationthatlooksaftertheinterestof

workers.Itisusedtoprotectemployeesfrominjustice,indiscriminationandanyun

fairtreatmentbyexploitersoflabour.Intheearlystageoftheformationoftheunion,

itfacedalotofnegativepressuresbutgradually,congresssawtoitthattheunionsho

uldbeautonomousandbeanindependentbody 

 

6.0TUTOR-MARKED ASSIGNMENT 
 

i. 

 
ii. 
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HCM348isa2-

creditcoursetobetakeninthethirdyearofundergraduatedegreetourismprogram

me,attheNationalOpenUniversityofNigeria.Itwillbeavailabletoalllearnersasa

corecourseintheprogramme. 

 
Thecourseismadeupoffifteenstudyunitsandacourseguide.It 

introduceslearnerstothebasicsoftourismandthevariouslevelsofhospitalityandt

ravelmanagement\includingfactorsinfluencingtravel,howtravelhasinfluenced

thehospitalityandtravelindustryandtheleadershipandmanagementskillsofthei

ndustry.Learnerswillbeabletobuildonthisfoundationastheypursuetheirstudies

inthehospitalityandtravelmanagement. 
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