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CBL CASE 1

1. What are the different ways in which outsourcing might improve the strategic capability of the organization?

Outsourcing is a practice used by companies to reduce costs by transferring portions of work to outside suppliers rather than completing it internally. Outsourcing is an effective cost saving strategy. It is sometimes more affordable to purchase a good from companies with comparative advantages than it is to produce the good internally. For example, a business may decide to outsource accounting functions to independent accounting firms, as it may be cheaper than retaining an in-house accountant. 
2. What are the potential benefits and pitfalls of:
· In house provision

· Outsourcing

· Co sourcing
In house provision – A company having its own department that does outsourcing, this saves time and money.
Advantages of in house provision:
· Saves time.

· Quick to make changes.

· The quality is as the company expects.

· Employees are updated.

Disadvantages of in house provision:
· Employee training is time consuming.

· It may cost the company more to in house outsourcing than an outside company outsourcing the work. 
· Lack of ideas and initiative, an outside company that does this type of work, the employees may have more skills, initiative and ideas.

Outsourcing - Contracting, sub-contracting, or externalizing non-core activities to cost saving, more time, and facilities for activities where the firm holds competitive advantage.

Advantages of outsourcing:

· Less capital expenditure - For example, by outsourcing information technology requirements, a company does not have to buy expensive hardware and software. 

· Less management headache - For example, by outsourcing business process such as accounting, a company no longer has to hire and manage accounting personnel. 

· Focus on core competencies - Outsourcing non-core related processes will allow a business to focus more on its core competencies and strengths.

Disadvantages of outsourcing:

· Less managerial control - It may be harder to manage the outsourcing service provider as compared to managing your own employees.

· Outsourcing company goes out of business - If your outsourcing service provide goes bankrupt or out of business, your company will have to quickly transition to a new service provider or take the process back in-house.

· May be more expensive - Sometimes it is cheaper to keep a process in-house as compared to outsourcing.

· Security and confidentiality issues - If your company is outsourcing business processes such as payroll, confidential information such as salary will be known to the outsourcing service provider.

Co sourcing:

· A business practice where a service is performed by both staff from inside an organization and also by an external service provider.

· It can be a service performed in concert with a client's existing internal audit department. The scope of work may focus on one or more aspect of the internal audit function.

Advantages of co sourcing:

· It allows a company to obtain maximum value-added from the internal audit function while saving on long-term investment in staff. 

· Co-sourcing projects generally take a short time, and a company has no long-term obligation to the service provider. 

· Co sourcing provides maximum in house flexibility and control in strategic planning for internal audit because projects can be planned and executed quickly and without the addition of new staff. 

· Because co sourcing is performed on a case by case basis, the company pays only for the most important projects.

· Co-sourcing allows the company to select partners for each of its functional areas from among the best in the field.

Disadvantages of co sourcing:

· Internal audit managers and their staffs who enter into initially amiable co-sourcing arrangements eventually may find themselves in battles with their outside partners.

· One worry from staff members is that if co-sourcing is successful, it may turn into an outsourcing arrangement, and the professional services firm may eventually take over the entire internal audit function.

· A cost-conscious, proactive internal audit group with custom-designed co-sourcing programs retains the advantages of outsourcing along with the benefits of having an in-house internal audit staff, such as knowledge of management methods, accessibility, responsiveness, loyalty and a shared vision for the organization's strategic business goals.

3. Which questions should management of any organization ask itself before deciding to outsource a particular activity or business process?

Deciding to outsource is done at a strategic level, which usually needs approval. Outsourcing leads to a function done using a third party. This begins with the firm choosing an activity to be outsourced and explaining the choice. If the choice is established and accepted, then business will search for the best suitable outsourcing partner. 

Before deciding on a particular function to outsource, the advantages and disadvantages of outsourcing must be considered. If correctly done, then the choice may lead to better results and lower expenses or poorer outcomes at higher rates.

4. Discuss whether outsourcing is, in general, a good thing or not. Why?

Outsourcing can benefit a company, by cost effectiveness. Outsourcing has its ups and downs. 

There are too many loose ends:

· Any new entrepreneur that is starting out a company, probably doesn't have much start-up capital, so they look to outsource some work, instead of hiring help to work under them. 

· Sometimes when starting out a new venture, you are really worried that your project will be exposed or even worse- stolen. 


Time is wasted:

· When you outsource, every change, be it minor, will take time to implement. 

· If you are doing something in-house, changes are followed through on much faster and easier to work with.

You don't know what's going on:

· What does that mean? Exactly what it looks like. 

· When you outsource, you rarely know who is working on your project and beyond that- you just don't have the power to know what is going on at all times.

Quality is unknown:

· Whether you are outsourcing a small project or a long term part of your business, you don't know how the daily operations are actually being handled. 

· If you are outsourcing some of your business, how do you know that the company will uphold the quality behind your company in the same way?

Do’s and Don’ts in outsourcing:

Do’s:

· Outsource the bottlenecks-those things that are really keeping you from growing your business profitably. 

· Pick great partners. Check them out. Talk to their current customers.

· Once you outsource, your provider is part of your company; treat it that way.

· Demand excellence-this is what your provider does for a living. The way it does it should constantly amaze you. 

· Outsourcing can scare employees. Get, and stay, ahead of the rumor mill through straightforward, honest communications.

Don’ts:

· Not clearly defining the desired results and how they'll be measured. 

· Not talking to a provider's current and former clients.

· Failing to consider the long-term relationship dynamics.

· Signing a standardized, multiyear contract.

· Not planning up front for how the relationship might end.

· Treating the provider as an outsider.

CBL CASE 2

1. Which key players should be involved in the development plan?

A development plan is a plan for guiding, implementing, and controlling the design and development of one or more products. The development plan guides and informs day to day decisions as to whether or not Planning Permission should be granted, under the system known as Development Control. In order to ensure that these decisions are rational and consistent, they must be considered against the development plan adopted by the authority, after public consultation and having proper regard to other material factors.

Types of planning:

· Developmental planning – Has a high degree of autonomy with respect to the setting of ends and the choice of means, and which tends to merge into what is usually described as policy making.

· Adaptive planning – In which most decisions are heavily contingent on the actions of others external to the planning system and which tends to merge into programming.

The tourism development planning process:
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The tourism development planning process:

The concept of planning is concerned with organizing some future events in order to achieve prespecified objectives. Integrated planning and development is a form of comprehensive planning, comprehensive because it integrates all forms of planning – economic, physical, social and cultural.

Study recognition and preparation:

This is concerned with the recognition by the planning authorities (normally the government), the private industry and the local community that tourism is a desirable development option, together with some awareness of the constraints within which it must develop. The fact that it is recognized that a strategy is required is an important indication that the government and people are awareness of the constraints within which it must develop. The fact that it is recognized that a strategy is required is an important indication that the government and people are aware of the complexity of the tourism industry and its need for coordination.

Settings of objectives or goals for the strategy:

In order to design a developmental plan successfully it is necessary to have a clear understanding of the objectives that are to be achieved by the development of tourism. A common mistake in tourism planning is to lose sight of the reasons why tourism has been selected as a development option. 

Some major objectives, commonly found in tourism development plans:

· To develop a tourism sector that, in all respects and at all levels is of high quality, through not necessarily of high cost.

· To encourage the use of tourism for both cultural and economic exchange.

· To distribute the economic benefits of tourism, both direct and indirect as widely and as to many of the host community as feasible.

· To preserve cultural and natural resources as part of tourism development and facilitate this through architectural and landscape design which reflect local traditions.

· To appeal to a broad cross section of international and domestic tourists through policies and programmes of site and facility development.

· To maximize foreign exchange earnings to ensure a sound balance of payments. Attract high spending up market tourists.

· Increase employment opportunities.

· Aid peripheral regions by raising incomes and employment, thus slowing down or halting emigration.

Survey of existing data:

Before setting out on the data collection stage. It is vital to undertake an existing data search. There are many instances where data that are crucial to tourism development planning are collected and held by government agencies not expressly concerned with the planning process.

Implementation of new survey:

Once, the existing data are known and the scope of the planning objectives have been set, the information gap can be filled by undertaking primary data collection. The data requirements for development planning are quite comprehensive and include:

· Tourist, characteristics/travel patterns

· Tourist attractions

· Accommodation facilities

· Other tourist facilities

· Land availability and use

· Economic structure – all sectors

· Education and training needs and provisions

· Environmental indicators

· Socio-cultural characteristics

· Investment and available capital – all sectors

· Public and private sector organizations

· Relevant legislation and regulation

All of the above factors are considered with respect to both their existing states and their project states within the development plans time scale.

The survey of existing data and primary data collection should generate an awareness of the importance of good quality data for planning, management and monitoring purposes.

Analyses:

Once the objectives have been formulated, the analytical framework chosen will determine the precise assets of data to be collected. Once collected the data are analyzed by considering a wide range of issues. The major issues to be considered generally fall into four areas.

1. Asset evaluation – This area of analysis examines the existing and potential stock of assets, the way in which they can be developed and the probable constraints on that development. The asset evaluation should also include an appraisal of the infrastructure in order to determine whether or not further investment is required. The asset evaluation should begin with a broad approach looking at assets across a wide range of sectors and their alternative uses.

2. Market analysis – The market analysis is clearly a crucial component of a sound development plan. The market analysis undertaken during tourism developmental planning is sometimes too narrow in scope to be of optimum use. Initial issues that need to be addressed concern global, regional and country market trends by type of tourism activity.

To appraise the development plans, attempts must be made to determine whether or not the proposed developments are appropriate, the markets that are likely to be attracted by these developments and the price level or tariff structure that should be adopted. 

The market analysis must also incorporate a study of developments in competitive markets and or in competitive models of transport. These issues will be tackled within a competitive and comparative advantage study that incorporates a SWOT analysis.

3. Developmental planning – A major issue to be studied is the time phasing of the development plan in order to ensure successful implementation.

4. Impact analyses – The impact analyses should be all embracing, covering issues such as the profitable effects that the development will have on the host community and the environment, the economic implications in terms of key indicators (employment, income, government revenue and foreign exchange flows) and the probable economic rates of return. Analysis should also examine the risks involved and the sensitivity of the results to changing assumptions.

The incorporation of a forecast model, so that future economic, environmental and social impacts can be assessed, is equally crucial.

2. What role does government have in a new development plan?

Development planning layers:

1. International tourism planning - At the international level organizations such as WTO, EU, OECD, Caribbean Tourism Organization (CTO) and the Tourism Council for the South Pacific (TCSP) all undertake, albeit limited forms of tourism planning. This level of planning is often weak in structure and lack enforcement. It is generally provided in a guideline form in order to assist the member states.

2. National tourism planning – Encapsulates the tourism development plans for a country as a whole but often includes specific objectives for particular subnational regions or types of areas within the national boundary. 

The plans manifest themselves in a variety of forms including:

· Tourism policy

· Marketing strategies

· Taxation structure

· Incentive/grant schemes

· Legislation (e.g. employment, investment, repatriation of profits)

· Infrastructure developments

· External and internal transport systems and organizations

· Education/training and manpower programmes

3. Regional/local tourism planning – Deals with specific issues that affect a subnational area. It tends to be much more detailed and specific than its national counterpart and can vary quiet significantly from area to area. 

There are constraints on how different regional plants can be from other regional plans or form the national plan. Plans at all levels should include consideration of how information is transferred to the consumer, the tourist.

What you do not tell the tourist is often as vital as what you do. This is particularly true from the point of view of visitor management when attempts are made to direct the tourists towards some specific regions but away from others. Such information can be spread through a variety of media including the internet which is becoming increasingly important as a tool for tourism development and marketing. 

Traditionally the following media have been used:

· Visitor orientation centers

· Tourist information centers

· Advertising brochures, maps, magazine articles and broadcasting

· Self guided tours and trails

· Official guides

· Posters and displays

3. What are the potential benefits of a new development plan?

Advantages: 

· If destination areas recognize that indigenous cultures attract visitors and serve as a unique factor in distinguishing them from other destinations, attempts may be made to keep the culture and tradition alive.

· Greater protection of specific ecosystems may result to support tourism. This may mean that harmful economic activities, such as commercial fishing around reef systems, logging operations in forests, excessive clearing and runoffs from agriculture, may be eliminated or limited.

4. What are the potential disadvantages of a new developmental plan?

	Impacts
	Potential negative impact

	
	· Damage to family structures and subsistence food production

· Displacement of local people to make way for airports, resorts, nature reserves, historical and other attraction sites, and other tourism development projects

· Encouragement of behaviors such as, begging, touting, and other harassment of visitors



	Social
	· Encouragement of urbanization and emigration

· Friction and resentment between local people and visitors because of over crowding and lack of access for residents to recreational areas and facilities

· Increase in health risks through diseases such as AIDS, malaria, hepatitis, and influenza

· Increase in drug abuse and prostitution

· Open antagonism and crimes against visitors

	Cultural and heritage
	· Commercialization of traditional welcome and hospitality customs

· Loss of cultural authenticity (e.g. vulgarization of traditional crafts, importation of foreign cultural influences)

· Overcrowding and damage to archeological and historical sites and monuments


	Types of environmental impacts
	Specific impacts

	Changes of land use
	· Changes in traditional land uses, loss of open space, displacement of local residents, deterioriation in community character

	Congestion and air pollution 
	· Congestion of pedastrians and vehicle with lead transmission (lead and carbon dioxide) causing air pollution

	Contribution to worldwide environmental problems
	· Contribution to problems such as global warming through aircraft and other transportation emission

	Deterioriation and disturbance of the natural ecology
	· Damage to land and marine flora and fauna, degradation of habitats on land and in water, disturbance of biotic communities

	Deterioration of archaeological, historical, architectural, and natural sites
	· Adverse impacts on sites through littering, vandalism, desecration and souvenir taking

	Impacts of foot walking
	· Loss of vegetation and habitats through excessive trampling, permanent changes to man-made monuments and natural features (e.g. sand dunes, rocks, coral)

	Pollution of beaches, lakes, rivers, and underground water
	· Pollution resulting from improper sewage and solid waste disposal

	Visual clutter
	· Unsightly developments consisting of poorly designed, intrusive buildings and signs

	Insufficient utility services capacity
	· Lack of infrastructure capacity during peak periods for water supply, power, telecommunications, and sewage disposal.


5. What are the opportunities and threats for existing accommodation facilities?

Accommodation rarely has a place or rationale in its own right. It is rare for a tourist to select to stay in a hotel or other form of accommodation for its own sake. Rather, the choice is made because the accommodation provides a support service for the wider motivation, which has brought the visitor to the destination, whether for businesses or leisure purposes.

It is worth to take a look on the destination’s broader environment of the tourist accommodation in a tourism destination. To determine the position of a tourist accommodation we need to discuss the destination and its different elements. After that, we can focus on the relation between the tourist accommodation and the destination and how e.g. a hotel can use the marketing tools to create a win-win situation for all parties involved. 

6. Discuss if the benefits of a new developmental plan outweigh the disadvantages and how threats can be turned into opportunities.

The changing nature of consumers which is placing increased demands upon the destination. The new tourist is no longer satisfied with a passive experience, but is seeking instead authenticity at destinations with a view to understanding the indigenous culture, history and environment and, indeed, how local people live and work. These trends are taken into consideration when planning or managing or marketing destinations successfully to satisfy the demands of the new tourist. 

At the same time, the entire interwoven complex phenomena of tourism need to be controlled in a way that ensures that the destinations themselves are sustainable. That means that the destination is not destroyed by the tourism industry but maintained, conserved or developed. 

The number of tourists which are reasonable is called carrying capacity. Too many tourists exceed the carrying capacity of a certain area what results in a decreasing tourism demand and what finally destroys the destination's character, culture and the tourism destination itself. This process is far more complex but the physical, psychological, biological and social carrying capacity plays a central role in the entire concept of sustainable tourism. 

The marketing still promotes the destination as silent and exclusive without telling that the destination has grown up to a mass tourism destination that already has passed the carrying capacity of the initial remote destination. This example shows us that the destination’s character determines the message to the customer and if the destination’s character is changing, the message should be changing too. The only question will be if this all happens by purpose.

After getting a short impression of the relationship between the destinations character and how it can change and marketing in general, we focus again on the destination itself and its components. 

CBL CASE 3
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What would you do to improve this hotel?

Human resource management is the process of acquiring, training, appraising and compensating employees and attending to their labour relations, health and safety and fairness concerns. 

Line functions are the authority exerted by an HR manager by directing the activities of the people in his or her own department and in service areas.

Staff functions are assisting and advising line managers. They are responsible for assisting and advising line managers in areas like recruiting, hiring and compensation.

The HR manager is recognized as a holder of organization by his knowledge and art.  The running of these arts and knowledge needs supporter which called staffs and are human resource of the organization.  HR can improve the level of management, help to increase the efficiency, and let the manager to be effective. 

Human resource is a strategic asset of an organization. Without co-operation of HR there are no: 

1. Plans for the company.

2. Training programs

3. Feedback from employees and customers, in order for improvement.

4. Guides the employees in following the company’s vision.

The service profit chain:

· Establishes relationships between profitability, customer loyalty and employee satisfaction, loyalty and productivity.

· The links in the chain which should be regarded as propositions are as follows: profit and growth are stimulated primarily by customer loyalty. Loyalty is a direct result of customer satisfaction.

· Satisfaction is largely influenced by the value of services provided to customers.

· Value is created by satisfied, loyal and productive employees.

· Employee satisfaction, in turn, results primarily from high quality support services and polices that  enable employees to deliver results to customers.

Corporate culture:

· Culture refers to an organization's values, beliefs, and behaviors. In general, it is concerned with beliefs and values on the basis of which people interpret experiences and behave, individually and in groups.

The elements of culture:

1. Shared Assumptions - Thoughts and feelings that members of a culture take forn granted and believe to be true.  
2. Shared Values - Basic belief about a condition that has considerable importance & meaning to individuals & is stable over time
3. Shared Socialisation - New members are brought into a culture
4. Shared Symbols - Symbols may be expressed through logos, arhitecture, parking priorities, uniforms, etc.
5. Shared Language - Vocal ounds, written signs, and/or gestures used to convey special meanings among members. The elements of this system include slang, gestures, signals, signs, songs, humour, jokes, gossip, rumours, proverbs, metaphors, and slogans.
6. Shared Narratives - Are unique stories, sagas, legends, and myths in a culture.
7. Shared Practices - Practices include taboos and rites and ceremonies.
Goals and rewards to improve performance:

· Managers such as first line managers who are in direct contact with employees may be the most important influences on the motivation levels of employees.

· Good managers don’t just make employees feel comfortable. They help them be productive.

· Two proven ways to help employees be productive are to be sure that they have clear and challenging goals to strive and be sure that employees feel good about achieving those goals.

Training analysis:

· Determining what is training is required, each aspect of an operational area so that initial skills, concepts and attitudes of the human elements of a system can be effectively identified and appropriate training can be specified. 

Types of training: 

1. On the job management training:

· Job rotation - A management training technique that involves moving a trainee from department to department top broaden their experience and identifies strong and weak points.

· Coaching/understudy approach - Here the trainee works directly with a senior manager or with the person they are to replace. The understudy relieves the executive of certain responsibilities giving the trainee a chance to learn the job.

· Action learning - Management trainees analyzing and solve problems in other departments.

2. Off the job management training:

· The case study method - A development in which the manager is presented with a written description of an organizational problem to diagnose and solve.

· Management games - A development technique in which teams of managers compete by making computerized decisions regarding realistic but simulated situations. Management games can be good development tools. Management trainees help trainees develop their problem solving skills and awareness on planning rather than just putting out fires. The groups also usually elect their own officers and organize themselves they can develop leadership skills and foster cooperation and teamwork.

· University related programs - Many universities provide executive education and continuing education programs in leadership, supervision etc. these can range from one to four day programs to executive development programs lasting one to four months. An increasing number of these are offered online.

· Role playing - Trainees act out parts in a realistic management situation.

· Behaviour modeling - Trainees are shown good management techniques in a film and are asked to play roles in a simulated situation and are then given feedback and praised by their supervisor.

CBL CASE 4

1. What is benchmarking?

Benchmarking:

· A process for improving performance of any organization by continuously identifying, understanding and adopting outstanding practices and processes inside or outside the organization.

· Is a tool for improvement

· Is a change in philosophy

· Is about being: humble enough to admit someone is better and wise enough to learn how to match and surpass them ( continuously learn by example

· Measurement of the quality of a firm's policies, products, programs, strategies, etc., and their comparison with standard measurements, or similar measurements of the best-in-class firms. 

Objectives of benchmarking are:

1. To determine what and where improvements are called for, 

2. How other firms achieve their high performance levels,  

3. Use this information to improve the firm's performance.

Types of benchmarking:

1. Process benchmarking - the initiating firm focuses its observation and investigation of business processes with a goal of identifying and observing the best practices from one or more benchmark firms. Activity analysis will be required where the objective is to benchmark cost and efficiency; increasingly applied to back-office processes where outsourcing may be a consideration.
2. Financial benchmarking - performing a financial analysis and comparing the results in an effort to assess your overall competitiveness.
3. Performance benchmarking - allows the initiator firm to assess their competitive position by comparing products and services with those of target firms.
4. Product benchmarking - the process of designing new products or upgrades to current ones. This process can sometimes involve reverse engineering which is taking apart competitors products to find strengths and weaknesses.
5. Strategic benchmarking - involves observing how others compete. This type is usually not industry specific meaning it is best to look at other industries.
6. Functional benchmarking - a company will focus its benchmarking on a single function in order to improve the operation of that particular function. Complex functions such as Human Resources, Finance and Accounting and Information and Communication Technology are unlikely to be directly comparable in cost and efficiency terms and may need to be disaggregated into processes to make valid comparison.
Benchmarking can be applied to:

· Any company

· Any private organization

· Any public organization

· Mostly done by large companies
Why do benchmarking?

· Continuous pressure for increased performance

· Always wondering (or should be)

· Why competition or similar organizations are performing better?

· Are our processes optimum?

· Know where we are ( can we predict where we should be?

What to benchmark?

· Any activity / process of an organisation

· Strategic development

· Operations

· Human resources

· Customer services, etc….

Four types of benchmarking

· competitive

· internal

· process

· generic

Benchmarking -Advantages

· establish own position versus rest & best

· accelerating change

· “internal audit” – highlights areas

· Requiring intervention & improvement

· Identify strengths & weaknesses

· Measurement of current performance

· Prevents reinventing the wheel

Benchmarking - Disadvantages

· Insufficient commitment

· Validity of data

· Confidentiality

· Insufficient planning

· Failing to prioritise – cannot change all at once!

· Ensuring improvement initiatives

2. What does corporate social responsibility contain?

Corporate social responsibility:

The ways in which an organization exceeds the minimum obligations to stakeholders specified through regulation and corporate governance.

	Internal Aspects 
	External Aspects

	Employee welfare

Providing medical care, assistance with mortgages, extended sick leave, assistance for dependants etc.
	Green issues

Reducing pollution to below legal standards if competitors are not doing so? Energy conservation?

	Working conditions

Enhancing working surroundings, social and sporting clubs, above minimum safety standards etc?
	Products

Danger arising from the careless use of product by consumers?

	Job design

Designing jobs to the increased satisfaction of workers rather than for economic efficiency.
	Markets and marketing

Deciding not to sell in some markets?

Advertising standards?

	Intellectual property

Respecting and not claiming corporate ownership of the private knowledge of individuals
	Suppliers

Fair terms of trade?

Blacklisting suppliers?

	
	Employment

Positive discrimination in favour of minorities?

Maintaining jobs?

	
	Community activity

Sponsoring local events and supporting local good work?


CBL CASE 5
1. What are the current trends in incentive travel?

Incentive travel is primarily used by corporations to increase sales, productivity, or in the case of employees, productivity, motivate or improve quality. The official Society of Incentive & Travel Executives definition of incentive travel says that it rewards people for specific results in formal incentive programs. Many companies that offer travel use it in a more loosely structured program in which employees or customers are singled out to attend a motivational meeting or program.  

Companies are deploying a more sophisticated incentive Travel Programs. 

Some companies are again offering travel as an incentive to top performer by trips are shorter and closer to home. Many companies have budgets to spend and they want to spend and they want to reward their employees, but they don't want to waste money anymore. Many incentive tips now include a clear business goal and some type of meeting component.

Issues and trends of incentive travel:

· Market growth

· Cost conscious

· Return on investment

· Impact of new technology

· Product development

· Limits to growth

· Ethical issues
CBL CASE 6
1. Which macro economic factors influence a decision for international expansion for a hotel chain?

The emergence of new business centres throughout the world, and the competition between the newly industrialised countries to become the leading commercial and financial centres resulted in a hotel construction boom and large development opportunity for international hotel companies.

Government incentives which encouraged many hotel corporations to expand their activities in selected countries. For instance the Spanish government’s encouragement and support of tourism helped turn the country into one of the world’s major mass-tourism destinations. 

The emerging multinational infrastructure. Most expansion of international trade and manufacturing around the world implies an increase in corporate travel, which in turn requires a growing market for hotel accommodation to facilitate business travel. 

Because of a number of variables involved, a macro-economic and environmental analysis can be facilitated by the use of the screening methods in search for the appropriate place. Important screening criteria are listed below
Screening criteria:

1. Political stability - A situation where by a country is currently going through political turmoil. It may also involve the death of people within that country and in many cases the country detoriates in terms of its economic progress.

2. Government attitude – The state of mind or a feeling; disposition a ruler has towards their country.

3. Repatriation of capital - The transfer of company money or property from a foreign country back to its home country. Some foreign governments restrict this action to prevent a drain of capital or exploitation by the company to its home country.

4. Repatriation of earnings - The process of converting a foreign currency into the currency of one's own country. The amount that the investor will receive depends on the exchange rate between the two currencies being traded at the settlement time.

5. Investment incentives -  Government schemes aimed at stimulating private sector interest in specified types of capital expenditure, or investment in areas of high unemployment or backwardness. These incentives may take the form of direct subsidies (investment grants) or corporate income tax credits (investment credit) that compensates the investors for their capital costs.

6. Ownership restrictions - Any laws by a nation's government that limit the portion of any company that can be owned by a foreign company; common restrictions require that majority ownership be held by a country's citizens.

7. Controls of foreign managers – 

8. Taxation provision – 

9. Exchange rate - the charge for exchanging currency of one country for currency of another.

10. Per capita income - How much each individual receives, in monetary terms, of the yearly income generated in the country. This is what each citizen is to receive if the yearly national income is divided equally among everyone.

11. GNP – Gross National Product,  GDP of a country to which income from abroad remittances of nationals living outside and income from foreign subsidiaries of local firms has been added.

12. Prospect of economic growth - Process by which a nation's wealth increases over time. The most widely used measure of economic growth is the real rate of growth in a country's total output of goods and services (gauged by the gross domestic product adjusted for inflation, or "real GDP"). Other measures (e.g., national income per capita, consumption per capita) are also used.

13. Rate of inflation - A measure of inflation, the rate of increase of a price index (for example, a consumer price index).It is the percentage rate of change in price level over time.

14. Size of market - The number of buyers and sellers in a particular market. This is especially important for companies that wish to launch a new product or service, since small markets are less likely to be able to support a high volume of goods. Large markets could bring in more competition.

15. Tourist number growth – An increase in tourism affects a number of industries. hotels, travel agencies, airlines and restaurants.

16. Hotel occupancy rate - The percentage of all rental units (as in hotels) are occupied or rented at a given time.

17. Hotel industry legislation – 
18. Hotel concentration - Hotel Management Concentration prepares students for operations and management positions in various segments of the hotel, motel, lodging and resort industries.

19. Tour operator activities – 

20. Attractions - An entertainment that is offered to the public.

21. Availability of necessary supplies – 

22. Cost of supplies – The price for importing / exporting supplies.

23. Labour costs - Wages paid to workers during an accounting period on daily, weekly, monthly or job basis, plus payroll related taxes & benefits.
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Business Horizon
Tourists generally, with few expectations choose:

· Destination first

· Accommodation

· Food service if not included with the accommodation.

The tourism destination:

· Variety of destinations around the world have contributed to the success of the tourism sector since 1945.

· The industry is characterized by change and rapid growth.

Sustainability:

· Sustainable tourism is an industry committed to making a low impact on the environment and local culture, while helping to generate income and employment for local people. The aim of sustainable tourism is to ensure that development is a positive experience for local people; tourism companies; and tourists themselves.

· Complex phenomena of tourism needs to be conducted in a way that ensures the destinations themselves are sustainable.

Carrying capacity:

· The number of tourists which are reasonable.

· Too many tourist, carrying capacity is exceeded, this results in:

· A decreasing tourism

· Destroys the destinations character, culture and tourism destination.

Features of a tourism destination:

1. Destinations are amalgams

2. Destinations are cultural appraisals

3. Destinations are inseparable

4. Destinations are used by many groups

Destinations are amalgams:

· Attractions

· Amenities – Accommodation, food and beverage outlets, entertainment, retailing and other services.

· Access – Local transport, transport terminals.

· Ancillary - Less important or central than something else.
Attractions:

· Business and pleasure travel attractions.
· Business travelers are drawn to a destination by the industrial and commercial bases in communities.

· Pleasure travelers are drawn by attraction.

Amenities:

· A fragmented sector with many different sorts of small and medium sized enterprises.

· The accommodation and F&B sector of the destination.

· The ration between size of the destination and number of amenities.

Access:

· Development and maintenance of efficient transport.

· Access to the physical destination and to the tourism market.

· Drawing power.

Ancillary services in the form of local organizations:

· Promotion of the destination.

· Coordination and control of tourism development.

· Provision of an information/reservation service to the trade and public.

· Advice to and coordination of local businesses.

· Provision of certain facilities (catering, sports etc). 

· Provision of destination.

Other common features of destinations:

· Destinations are cultural appraisal.

· Destinations are inseparable.

· Destinations are used not just used by tourists but also by many other groups.

Destinations are inseparable:

· Inseparability – Tourism is consumed where it is produced.

· The destination is perishable in the sense.

Destinations:

· Used not just by tourists, but also by many other groups.

· Destination amenities serve residents and workers throughout the year.

 Destinations are cultural appraisals:

· Visitors have to consider a destination to be attractive and worth the investment of time and money to visit.
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MICE TRAVEL - MEETINGS

MICE – Meetings, Incentives & Exhibitions.

Segments of the market:

· Corporate demand – It is generally recognized that the corporate sector consisting essentially of private businesses of all sizes, dominates the number of meetings it needs in order to function efficiently. Can be divided into internal and external meetings. Internal meetings are aimed at employees of the company, and often take the form of relatively small, one day meetings, held for staff training purposes or as management seminars or board meetings. External meetings are aimed at primarily a wider market in which the company operates and consequently involve the company’s external partners and associates. Attendance of such events may run to many hundreds of delegates. Some corporate meetings involve internal and external delegates such as events being organized in order to launch a new product. At such meetings the company must convince its sales force and external distributors of the new products value. The buyers that generate corporate conference business include:

· Oil, gas and petrochemicals

· Medical and pharmaceuticals

· Computing and telecommunications

· Engineering and manufacturing

· Financial and professional services

· Retail and wholesale distribution

· Travel and transport
· Association demand – the meetings held by countless organizations that operate on behalf of their members.

· Other categories – Government bodies, local authorities, central government departments and agencies.

Characteristics of the main buyer segments:

· Size – The size of respective events held by association and corporate buyers and the types of demand they generate for meetings.

· Length – The length of time for international association meetings is two to three years and sometimes longer, corporate meetings are planned over a shorter period, usually less than one year. Corporate events with relatively short length times can quickly respond to changing economic situations.

· Location – Corporate buyers have a greater tendency than those in the association sector to return to the same destination or venue. The choice of the destination has no effect on the number of people attending. Many corporate meetings are held at the same place year after year if the host hotel can show, privacy and a lack of distractions are appreciated more than recreational facilities and sightseeing opportunities. A consequence of the system of rotating destinations is that once a particular city has been used as the venue for an association meeting, the same association is unlikely to return there for a number of years.

· Buying decision making process – A contrast between the corporate and the association market s the way in which their representative buying process and buying patterns differ so extensively. 

Seasonality and periodicity of demand - Just as for leisure tourism, most commentators clam to detect seasonal patterns of demand for meetings demonstrated by months and days of the week when demand is periodically higher or lower than at other times.

Intermediaries working on behalf of the buyers:

1. Hotels

2. Conference centers

3. Residential conference centers

4. Academic venues

5. Unusual venues

Intermediaries working on behalf of suppliers:

1. Destination marketing organizations

2. Associations of destination marketing

Types of meeting venues:

1. Hotels

2. Conference centers

3. Residential conference centers

4. Academic venues

5. Unusual venues

Venue selection criteria:

1. Price/value

2. Location

3. Access – road, rail links

4. Capacity of conference facilities

5. Availability

6. Previous experience of venue

7. Quality of conference facilities

8. Quality of service

9. Quality of food

10. Staff awareness of needs

11. Cleanliness of values

12. Quality of bedrooms

Issues and trend area:

1. Level of demand

2. Growth in supply

3. Growth in competition

4. A buyers market

5. Disintermediation

6. Return on investment

7. New technologies
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Incentive Travel & Exhibitions

Incentive travel:

· Travel that is given to employees as a reward for outstanding performance.
Issues related to incentive travel:

· The effectiveness of incentive travel – Travel prizes are not the only method available to management as motivating the workforce to achieve corporate objectives. Others are:

· Cash bonuses.

· Vouchers or merchandise awards.

· Profit related pay schemes.
· Buyers of incentive travel – Major buyers of incentive programmes remain as they always have been automotive, financial services, pharmaceutical, office equipment, electronics and consumer durables sectors.

· Suppliers of incentive travel – The conference or exhibition sectors, incentive travel makes use of services and facilities or every sector of the tourism industry including accommodation, transport, tourist attractions and recreational resources.
· Intermediaries of incentive travel

· Full service incentive companies – Handle promotional materials, administration, travel and merchandise fulfilment.

· Full service incentive houses – Similar to full service incentive marketing companies but specialise in incentive travel rather than merchandise rewards.

· Incentive travel fulfilment houses – Primarily arrange incentive travel trips with some incentive promotion services.

· Travel agencies with an incentive division – The agency specialises in providing incentive travel programs but offers no marketing services.

· Retail travel agencies – Offer typical arrangement services and can assist with incentive trips. Characteristics features of incentive trips:

· Uniqueness.

· Use of fantasy or exotic experiences.

· Exclusivity.

· Activities.

· Issues and trends of incentive travel:

· Market growth

· Cost conscious

· Return on investment

· Impact of new technology

· Product development

· Limits to growth

· Ethical issues

Areas of exhibitions:

· Use of exhibitions.

· Buyers of exhibitions.

· Suppliers of exhibitions.

· Issues and trends of exhibitions.

Departments involved with exhibitions:

1. Marketing.

2. Sales.

3. Operations.

Exhibition issues and trends:

· Growth.

· Smaller events.

· Shorter events.

· Return on investment.

· Information technology.

· More environmental awareness.
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The principles for sustainable tourism development

Tourism and sustainability:

1. Goal of sustainable development

· The recruitment of natural resources for human needs in such a way as to protect the often fragile ecological homeostatic balance.
2. Guidelines for sustainable development

· Future generations inherit a technological, capital and environmental wealth.

3. Tourism’s relationship with the destinations 

· The need to reconcile development and environment is especially evident, since natural heritage and the satisfaction of tourists are strongly related.
4. Tourism’s three level approach in the sustainability of the environment

1. The ecological approach

2. A socio cultural approach

3. An economic approach

Integration of tourism:

1. National strategies

· Tourism is balanced with broader economic social and environmental objectives.

· Establish a national tourism strategy that is updated periodically.

· Integrate conservation of environmental and bio-diversity resources.

· Enhance prospects for economic development and employment.

· Provide support through policy development and commitment to promote sustainability in tourism.

2. Interagency co-ordination and co-operation

· Strengthen the co-ordination of tourism policy, planning development.

· Strengthen the role of local authorities in the management and control of tourism.

· Ensure that all stakeholders are involved in the development and implementation of tourism.

· Maintain a balance with other economic activities and natural resource uses  in the area

3. Integrated management

· Maximise economic, social and environmental benefits for tourism.

· Adopt integrated management approaches that cover all economic activities.

· Use integrated management approaches to carry out restoration programmes effectively.

4. Reconciling conflicting resource use

· Identify and resolve potential or actual conflicts between tourism and other activities.

· Enable different stakeholders in the tourism industry and local communities, organizations.

· Focus on ways in ways in which different interests can complement each other.

Development of sustainable tourism:

· The role of planning

· Planning for development and land use.

· Environmental impact assessment.

· Planning measures.

· Legislation and standards

· Legislative framework

· Environmental standards

· Regional standards

Management of tourism:

1. Initiatives by industry

· Structure initiatives to give all stakeholders a share in the ownership.

· Establish clear responsibilities, boundaries and timetables.

· Encourage small and medium sized enterprises to also develop and promote their own initiatives.

· Consider integrating initiatives for small and medium sized enterprises.

· Market tourism in a manner consistent with sustainable development of tourism.
2. Monitoring

· Consistent monitoring and review of tourism activities to detect problems.

· Establish indicators for measuring the overall process.

· Establish institutional and staff capacity for monitoring

· Monitor the implementation of environmental protection and related measures.

3. Technology

· Minimize resource use and generation of pollution and wastes.

· Develop and implement international agreements

· Promote the introduction and more widespread use of ESTs

4. Compliance mechanism

· Compliance with development plans, planning conditions, standards.

· Sufficient resources for maintaining the number of trained staff.

· Monitor environmental conditions and compliance with legislation, regulations. 

· Compliance and reporting requirements.

· Use compliance mechanisms and structured monitoring to help direct problems.

· Use incentives to encourage good practice.

Conditions for success:

1. Involvement of stakeholders

· Involving all primary stakeholders, local community and the tourism industry and the government.

· Encourage development of partnerships with primary stakeholders.

2. Information exchange

· Promoting exchange of the information between governments and all stakeholders.

· Best practice for sustainable tourism development and management.

· Use information from international and regional organizations.

· Development of networks for the exchange of views and information.
3. Capacity building

· Develop and strengthen human resources and institutional capacities in government at national and local levels.

· Strengthen their human resources and institutional capacities.

· Provide training in areas related to sustainability in tourism.

· Contributions to capacity building from the local, national, regional and international.

· Assistance from those involved in tourism in countries.  

Lecture 5

It’s all about the money!
Tourism:

· The activities of a person outside his or her usual environment for less than a specified period of time and whose main purpose of travel is other than exercise of an activity remunerated from the place visited.  
· Although tourism is not an industry, tourism does incorporate a variety of different types of tourism businesses and other organisations. These can be divided into sectors and include: accommodations, food service and retailing sector, association sector, attractions and events sector, convention and exhibitions sector, destination marketing sector, miscellaneous sector, regulatory and co-ordinating sector, transportation carrier sector and travel trade intermediary sector. 
· Therefore, the hospitality industry is part of the business of tourism and should therefore have sufficient knowledge of the (effects on the) natural and cultural environment in which it is operating. 
Five core-problems, managers can be confronted with:

1. Access vs. Preservation/Conservation

2. Authenticity vs. Commodification

3. Mass Culture vs. Folk Culture

4. Economic Viability vs. Cultural prostitution

5. Culture in a Multi-cultural world

Culture in a multicultural world:
You have your own set of beliefs, norms, attitudes, and assumptions. This is the way you look at your life. In the hospitality and tourism industry you will meet a lot of people from different cultures. These people also have their own values. As a manager you will have to keep into account a lot of things regarding this issue. We will discuss some of these issues:

· If you want to attract tourists you have to respect their culture, and be aware that they will express their culture on your property. 

· You will have to deal with guests from different cultures, you will have to face problems that your guests are not able to enjoy their holiday together.

· Besides the fact that tourist behaviour will sometimes interfere with your own culture it will also interfere with the culture of your employees. 
· You have to be aware of the influence of your visitors on the culture of the local community where your company is based. Imaginably you will be more tolerant because you make your living out of it. The community on the contrary doesn’t earn anything, but they can see the influence on their culture.
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Landforms, flora and fauna

Energy flow in ecosystems:

1. Ecology:

· The study of the interactions between life forms and their environment.

· The environment as it relates to living organisms. 
2. Ecosystem:

· The total assemblage of components, living and nonliving entering into the interactions of a group of organisms.

3. Biome:

· The largest recognisable subdivision in the terrestrial ecosystem.

The food web:

· The great diversity of life forms found on the earth’s surface is powered by sunlight, direct or indirectly.

· Biomass, net primary production and climate.

Organisms and temperature:

· Direct influence

· Indirect influences

· Cold blooded animals

· Warm blooded animals

The biomes:

1. Aquatic: The aquatic biome includes freshwater habitats (ponds, lakes, streams, wetlands) as well as marine habitats (ocean, coastal waters, estuaries, coral reefs).

2. Desert: The desert biome includes areas where rainfall is less than 50 cm/year. Desert habitat types include hot and dry, semiarid, coastal, and cold.

3. Forest: The forest biome includes areas that are dominated by trees and other woody vegetation.

4. Grassland: The grassland biome includes habitats dominated by grasses (not trees and shrubs). Grasslands include tropical savannas and temperate grasslands (prairies).

5. Tundra: The tundra biome includes cold habitats with low biotic diversity and simple vegetation structure. The tundra biome includes arctic tundra and alpin tundra habitats.

Surface water:

· Water collecting on the ground or in a stream, river, lake, wetland, or ocean; it is related to water collecting as groundwater or atmospheric water.
Wave action and its landforms:

· Waves - Occur in oceans, and are very important in the coastal system.

· Tidal currents - The rise and fall of sea levels caused by the combined effects of the rotation of the Earth and the gravitational forces exerted by the Moon and the Sun.
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