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G721 CUSTOMER SERVICE

INTRODUCTION

G720 INTRODUCING TRAVEL AND
TOURISM

PURPOSE OF THESE RESOURCES

Chapter 1 of the CUP textbook covers all the content for this
unit in considerable detail. However, no specific reference is
made to the UK and the following aspects of the OCR unit will
require some additional investigation:

This resource document, for OCR centres delivering the OCR
GCE Applied Travel and Tourism, is designed to support the
delivery of this specification. It is designed to be used alongside
the recently published book for CIE (Cambridge International
Examinations) A Level Travel and Tourism, published by CUP
(Cambridge University Press) ISBN 978-1-107-66472-2. Copies of
the CUP textbook can be ordered from the CUP website,
www.cambridge.org.
The CUP Travel and Tourism textbook has been structured to
match the curriculum content listed in the CIE syllabus and
each chapter relates to one of the study units. Frequent links are
made to the international travel and tourism industry and this
ensures that students will learn how to apply theory to real-life
tourism situations. Each chapter has photographs, stimulating
activities and up-to-date case studies. Assessment tasks have
been included at the end of each chapter to help students
assess their own progress and mastery of key concepts.
There is considerable overlap between the CIE syllabus and
the OCR specification, particularly in terms of a programme
of study leading to the six unit single A2 award. The major
difference between CIE and OCR lies in their approach to end
of unit assessment. OCR’s approach requires the production of
considerably more portfolio work whereas CIE places far greater
emphasis on external assessment. The only other significant
difference is the fact that the OCR specification has a strong UK
focus throughout many of the units whereas CIE adopts a more
international overview.

3.1.1 Domestic/Inbound/Outbound – the book does not
refer to the UK explicitly. However, information is readily
available and some is referenced in the G722 support
material within this resource document.

•

3.1.2 Scale/statistics – again there is no reference to UK but,
as pointed out in Activity 3 on page 10 , facts and figures
are readily available.

•

3.1.3 Legislation – UK legislation is not referred to directly
in the CUP book but G721 support material in this
document considers some of the key aspects.

•

3.1.3 Development of UK T&T/Structure of T&T in UK is not
itemised within the CUP book but much of the content e.g.
Activity 1 on page 3 is fully relevant to this aspect of the
OCR unit.

G721 CUSTOMER SERVICE IN
TRAVEL AND TOURISM
Chapter 3 in the CUP book introduces you to some important
aspects of customer service within the travel and tourism
industry. However, this chapter has been written to help
students prepare for an examination, whereas the OCR unit
on customer service involves the assessment of a piece
of portfolio work based around your investigation into
operating procedures within an identifiable travel and tourism
organisation of your choice. To provide full clarification and
exemplification, material has been produced to help address
aspects of the OCR unit not covered in the CUP book.

These support materials, as a supplement to the CUP book,
have been produced to help meet the various requirements of
the individual OCR units and the related assessment evidence
grids. The following information indicates how best to use the
CUP textbook when following a programme of study leading to
the OCR three unit AS and six unit A2 single award. There is also
information relating to some of the more popular A2 optional
units.

GCE TRAVEL AND TOURISM
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G722 TRAVEL DESTINATIONS
There are many examples of important destinations, examined
from a variety of perspectives, within the CUP book’s chapters.
However, the precise content of this OCR unit is not formally
addressed by any one chapter in the CUP book. For this reason,
a substantial piece of support material has been produced.
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G728 TOURISM DEVELOPMENT

G733 CULTURAL TOURISM

Chapter 2 of the CUP book covers the vast majority of the
specified content for this externally examined OCR unit.
Furthermore, there are several UK case studies illustrating key
aspects of the OCR specified content. The additional support
material produced for G722 (Bruges traffic management)
and G731 (Uluru sustainability and education) also provide
additional case studies.

Chapter 6 of the CUP book covers quite a lot of material relevant
to this OCR optional unit but the information is not completely
in line with the way in which G733 is structured in the OCR
specification. Therefore some support material has been
produced to help you use Chapter 6 to develop candidates’
portfolio work.

G729 EVENT MANAGEMENT
Chapter 8 in the CUP book introduces you to some important
aspects of planning and then managing an event within the
travel and tourism industry. As is the case with OCR, the chapter
has been written to provide help and guidance to individual
students involved in the running of a chosen event. Both
awarding bodies require the production of an individual piece
of coursework that addresses key sets of criteria. Furthermore,
both CIE and OCR require you to have direct experience of
event planning, delivery and evaluation. To provide additional
help and guidance for OCR candidates when using this chapter,
a piece of support material has been produced.

G730 THE GUIDED TOUR
This is a popular OCR A2 optional unit and the CUP book does
not contain any information about this topic. To help address
this issue, a substantial piece of support material has been
produced.

G731 ECOTOURISM
This is also a relatively popular OCR optional unit and Chapter
5 of the CUP book contains a lot of valuable information.
However, to make matters clearer, support material has
been produced to provide additional support for the OCR
specification:
•

3.12.1 Aims and objectives of ecotourism

•

3.12.3 Purpose of Ecotourism projects

•

3.12.4 Trends and future appeal of ecotourism projects.

GCE TRAVEL AND TOURISM
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G721 CUSTOMER SERVICE

The term customer service is used to embrace all elements
of customer-organisation contact. It includes the concept of
‘customer care’ or ‘caring for customers’; that is all the related
aspects in looking after customers when they interact with the
organisation. Customer service includes all direct and indirect
contact with the customer. There are many different situations
in which customer service is provided, for example:

Chapter 3 in the CIE book introduces you to some important
aspects of customer service within the travel and tourism
industry. However, the CIE chapter has been written to help
students prepare for an examination, whereas the OCR unit
on customer service involves the assessment of a piece
of portfolio work based around your investigation into
operating procedures within an identifiable travel and tourism
organisation of your choice. Furthermore, OCR requires you
to have direct experience of delivering customer service and
thus be able to reflectively comment about your own personal
performance.
The fact remains that there is much common ground between
the two approaches and using the following information
will help you use the content of the CIE book to maximum
effect when constructing your portfolio of evidence for final
assessment.

3.2.1 PRINCIPLES OF CUSTOMER
SERVICE

providing information

•

giving advice

•

receiving and passing on messages

•

keeping records

•

providing assistance

•

dealing with problems

•

dealing with dissatisfied customers

•

offering extra services.

Without appropriate customer care, many businesses would
cease to exist. It is therefore very important that all travel and
tourism organisations react in appropriate ways to the fact
that there is now widespread public recognition of the power
wielded by the consumer in deciding where and when to buy.

By way of introduction, this section is covered in pages 2-7 of
the CIE book. Reference is made to the concept of ‘The Moment
of Truth’ and if this term is unfamiliar to you, the following may
help to clarify its significance.

GCE TRAVEL AND TOURISM
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Every time a customer interacts with a travel and tourism
organisation and experiences any of its operational procedures
can be thought of as a ‘moment of truth’. One such moment
of truth is shown in Fig. 1 where a member of the cabin crew is
dealing with a passenger.

Fig. 1

Look carefully at Fig. 1 and attempt the following:
•

Describe the nature of the service task being performed by
the member of the cabin crew

•

Suggest what the expected service standards are for both
the passenger and the airline

•

Explain how the member of cabin crew will try to put these
into operation.

A customer service moment of truth

Source: Pressmaster/Shutterstock.com
GCE TRAVEL AND TOURISM
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The actual service encounter between a customer and an
employee is the moment of truth and, as is shown in Fig. 2, this
encounter brings together three sets of factors that influence
customer service delivery and the overall customer experience.
We can now apply this framework to the customer service
scenario shown in Fig. 1.
Fig. 2

Customer Service encounter

Service Task
The nature of the service
task being performed and
what it involves.

Translation

Feedback

Service
Encounter
The service delivery
system for the task
at hand.

The service standards
expected, both by the
customer and the
provider.

Service Delivery
Standards

Service Standards

GCE TRAVEL AND TOURISM

Translation

8

G721 CUSTOMER SERVICE

•

3.2.2 Needs of external and internal customers

When thinking about an organisation to study (and indeed
make an investigative visit to see) it is worth bearing in mind
the way in which the following brief case study illustrates how
internal and external customer needs can be met.

Pages 81 - 88 of the CIE book cover this in some depth and you
will see that types of external customer have been segmented
in various ways including:
•

Family Life Cycle Stage – page 84 - 85

•

Age – ‘Boomers, X & Y’

•

Types of need – page 87

CASE STUDY: JUMEIRAH GROUP
Jumeirah Hotels & Resorts are regarded as among the most luxurious and innovative in the world and
have won numerous international travel and tourism awards. The company was founded in 1997 with an
aim to become a hospitality industry leader through establishing a world class portfolio of luxury hotels
and resorts. Building on this success, in 2004 Jumeirah Group became a member of Dubai Holding - a
collection of leading Dubai-based businesses and projects - in line with a new phase of growth and
development for the Group.
8 of 11 Jumeirah Group’s hotels are located in Dubai. They are looking to expand in other regions,
particularly where there are ‘resort islands’, and already have several new hotels under construction. To be
able to staff these new hotels, Jumeirah is planning to establish vocational training facilities in countries
likely to provide many of their future staff, including the Philippines and China.
The company’s vision is “to be a world class luxury international hotel and hospitality management company,
committed to being the industry leader in all of our activities through dedication to our stakeholders; colleagues,
customers, business partners and owners.”
It aims to achieve this by:
•
making customers its first priority and striving constantly to exceed their expectations
•

applying their Hallmarks, Guiding Principles and Core Standards in their day-to-day activities

•

leading by example and role-modelling a culture of excellence in everything they do

•

providing consistently superior and innovative products and services.

All members of staff are expected to follow the company’s ‘Hallmarks’, which are the foundation of
Jumeirah’s success, and are at the heart of everything the company does. These ‘Hallmarks’ are:
•
I will always smile and greet our guests before they greet me
•

My first response to a guest request will never be no

•

I will treat all colleagues with respect and integrity.

Being one of the world’s most luxurious hospitality and hotel groups, the company attempts to ensure
that its salaries and benefits are competitive and that they attract the top talent needed to deliver the
service that exceeds guests’ expectations. The company currently employs over 10,000 members of staff
from over 90 different countries including locations in Asia Pacific, CIS, Central Asia, Western and Eastern
Europe, South America, Africa, USA and the Middle East.

GCE TRAVEL AND TOURISM
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3.2.3 CUSTOMER SERVICE SKILLS
AND PERSONAL PRESENTATION

customer types) including handling a complaint or problem,
with a basic evaluation of your own performance.

In terms of the OCR unit this section is all about YOU! What
customer service skills have you been able to demonstrate,
either in the workplace (Year 10 work experience, part-time
job or through voluntary activities) or during course role-plays?
There needs to be evidence of your application of customer
service skills with a variety of customers in a variety of situations
(covering a minimum of two different situations, two different

The CIE textbook provides you with a review of three different
types of hotel employee and looks at key aspects of their
job roles. It is expected that you will be able to comment in
similar or even greater depth about your own involvement in
delivering customer service.
Everybody working in travel and tourism will, at some time,
have contact with customers. This may be face to face, over

CASE STUDY: TRAILFINDERS

We aim to always exceed the expectations of our clients, staff and suppliers
Trailfinders was founded in 1970 by former SAS officer Mike Gooley with a staff of four. The company
remains privately owned but today it has a staff of over 1000 and has made travel arrangements for
over 12.5 million clients. The company has 27 travel centres located throughout the UK and Ireland,
staffed by some of the most expert travel consultants in the industry.
The company has a worldwide reputation and offers clients the widest range of flights, tours, hotels,
cruises, car and motorhome hire.
The company was a pioneer of tailor-made travel and it still believes that there is no substitute for a
one-on-one, bespoke travel service. Their travel consultants have travelled to over 96% of the world’s
countries and, as a result, the service and advice they offer is second to none.
Trailfinders’ unrivalled reputation for offering an efficient and friendly service to customers is
attributed entirely to the knowledge, enthusiasm and commitment of its staff. The company topped
the Which? 2013 poll and was voted the No.1 company to organise your holiday, heading a list of
more than 40 holiday providers. The editor of Which? rated this achievement as outstanding and
was impressed by Trailfinders’ tailored itineraries, outstanding advice and well trained staff.
The company looks to recruit well travelled, confident people who are keen to develop a career
in sales whilst maintaining a strong focus on client relationships. Being a travel consultant is a
challenging role in a target based environment, employees must be able to assimilate information,
be able to multitask and pay close attention to accuracy and detail. In return the company offers a
lively, sociable atmosphere as well as marvellous travel opportunities and one of the industry’s best
salary packages.
Fig. 3 shows a travel consultant attending to the needs of an external customer. This particular
‘moment of truth’ helps to illustrate the importance of personal presentation, clear speech,
numeracy, literacy and ICT skills in a variety of ways.

GCE TRAVEL AND TOURISM
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the telephone or in writing. Staff will need to know how to
communicate with customers and use different skills in different
situations. When communicating with customers you will need
to use appropriate language, pitch and tone of voice, pauses
and silences and appropriate body language.

of the individual should match the nature of the work done.
Front line members of staff must have interpersonal skills
as these are the skills that we all use to interact or deal with
others. Interpersonal skills are sometimes also referred to as
communication skills, people skills and/or soft skills. How
we deal with others can greatly influence our professional and
personal lives, and improving these skills builds confidence
and enhances our relationships with others. People with good
interpersonal skills have learned to identify which are the best
ways of interacting with others in different situations.

Staff not only represent an organisation but are part of the
team responsible for attracting sales and hence income. It is
very important that staff therefore present a positive image. It
is important that the customers are not offended by a person’s
appearance. The mode of dress and the physical appearance

•

The member of staff is dressed suitably and their personal presentation is fully appropriate for this customer service
environment.

•

The customer’s requests are being interpreted correctly and the member of staff clearly understands how to communicate
effectively.

•

Prices from the brochure are checked and the customer is given an accurate total cost after all appropriate discounts have
been applied.

•

Terms and conditions associated with this particular booking are then clearly explained to the customer, minimising the
chances of any possible misunderstanding.

•

The booking is then confirmed, entered in the system and appropriate documentation printed out and issued to the
customer.
Fig. 3

Travel consultant discusses holiday requirements with customer

Source: VM/iStock.com
GCE TRAVEL AND TOURISM
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Fig. 4 shows a member of staff working in a highly visible
front of house job role. Door attendants/commissionaires are
employed by hotels, theatres, restaurants, exclusive retail stores
and public venues such as museums and exhibition spaces.
They are usually based at the venue’s main entrance and
welcome guests and customers as they arrive and make sure
that they leave the building safely. They are expected to deliver
a superior customer service. A door attendant/commissionaire
should:
•

have a friendly, approachable and polite manner

•

have a smart personal appearance

•

be willing to help people

•

have a responsible and reliable attitude

•

be capable of providing a high standard of customer
service

•

be observant

•

have stamina to remain standing for lengthy periods of
time

Fig. 4

•

have excellent communication and organisational skills

•

be confident in dealing with any challenging behaviour
from customers/guests

•

be able to work well alone and in a team.

Your own working environment may, of course, be quite
different to those used in the book or given above. However,
you should be aware that all workplaces have to be run and
organised in line with prevailing legislation and/or industry
codes of practice. For example, here in the UK, much emphasis
is placed on health and safety. The 1974 Health and Safety at
Work Act requires all employers to nominate a responsible
person for health and safety, write a health and safety policy,
manage the risks, consult employees, provide training and
information, provide the right workplace facilities, make first-aid
arrangements and report accidents, display the required poster
and have the appropriate insurance for their business. You may
be aware of these requirements from your own work experience
placement.
Similarly, if you are involved with the selling of any item, the
1979 Sale of Goods Act will influence aspects of your work.
This Act is one of the most important and often used pieces of

Front of house role in a hotel

Source: Steve Debenport/Shutterstock.com
GCE TRAVEL AND TOURISM
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consumer protection legislation in the UK, most usually used
by consumers wishing to exercise their implied rights after
purchasing faulty goods.

Act 1968 where a trader misdescribes the goods sold, and
criminal action may be taken by local authority Trading
Standards Officers.

The Sale of Goods Act 1979 implies certain terms into
contracts for the sale of goods. Goods must be as described,
of satisfactory quality and fit for any purpose which the
consumer makes known to the seller for which he/she wishes
to use the goods. Goods are of satisfactory quality if they reach
the standard which a reasonable person would regard as
satisfactory, taking into account the price and any description.
Aspects of quality include fitness for purpose, freedom from
minor defects, appearance and finish, durability and safety. It
is the seller rather than the manufacturer who is responsible
under the Act.

Finally, your work in any aspect of the travel and tourism
industry will be influenced by particular Codes of Practice. The
following is a good example. The British Hospitality Association
(BHA) has published a Code of Practice which urges restaurants
to disclose to customers exactly how they deal with the
discretionary service charge and non-cash tips. The code,
drawn up by the BHA after discussion with the Department
for Business, Innovation and Skills says that disclosure should
explain how the restaurant distributes the proceeds from the
service charge to employees.
It says that disclosure should cover whether an amount
is deducted for handling costs (and how much); how the
remainder is shared between the restaurant and the employee;
and the broad process for distribution. This should explain,
for example, whether the amount is shared between the
employees in the restaurant through a system controlled by a
representative of the employees.

If goods are not of satisfactory quality the buyer is entitled, if he/
she acts within a reasonable time, to reject the goods and get
his money back. A valid question as to whether a reasonable
time has elapsed, is whether a buyer has had a reasonable
opportunity to examine the goods. Even if he/she has lost
his right to reject goods, the buyer would still be entitled
to damages. Ultimately it would be for the courts to decide
whether or not a breach of contract has occurred and the
redress to which a consumer might be entitled.

The BHA is urging restaurants throughout the industry to
implement the voluntary code. This issue is important because
legislation exists which bans the service charge being used to
make up the National Minimum Wage.

The Act has been substantially amended by the Sale and Supply
of Goods Act 1994 for contracts made on or after 3 January
1995, perhaps most notably the substitution of satisfactory
condition for the previous implied term of merchantability.
While this Act is concerned purely with the civil law of
consumer and business sale transactions, a consumer may have
also been the victim of an offence under the Trade Descriptions

You might also, by way of a comparison, wish to reflect on the
way in which the conditions for employees in any workplace
experience you have had, or the conditions in the organisation
you have studied, matches up to this interpretation of Maslow’s
Hierarchy of Needs:

APPLICATION OF MASLOW’S HIERARCHY OF HUMAN NEEDS TO THE WORKPLACE
Maslow Level What is possible for an organisation to offer
Self-actualisation Allocating more challenging and stimulating responsibilities.
Esteem Feedback via appraisal system – generally praising staff efforts.
Social/Belonging Work-based social events.
Safety & Security Safe working conditions.
Physiological Competitive salary/wage rates.

GCE TRAVEL AND TOURISM
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3.2.4 ASSESSMENT OF THE QUALITY
OF CUSTOMER SERVICE IN TRAVEL
AND TOURISM
The CIE book suggests several ways in which you can undertake
this section of your portfolio work as regards an investigation
of your chosen organisation. If you are looking at any type of
hospitality provider then you can customise the approach
suggested by Table 3.9 on page 103 to assess key aspects
of service provision. If you were part of a group visiting an
organisation, each participant might complete a ‘mystery
shopper’ checklist, such as the one shown in Fig. 5. Results
can then be pooled and percentages calculated for service
provision in each of the listed categories.
Similarly, Activity 7 on page 103 can easily be extended to
assess the delivery of customer service experienced during an
investigative visit to any organisation.

Fig. 5

Customer Service Analysis:` Mystery Shopper’ Investigation
Excellent

Good

Satisfactory

×

Value for Money
×

×

Quality of Products
Food and Drink Selection

×
×

Speed of Service
×

Friendliness of Staff
Cleanliness
Overall Visitor Experience
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Very Poor

×

Group Welcome

Activities Offered

Poor

×
×
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Fig. 6 Mystery shopper recording sheet
Fig. 6 is an example of a ‘mystery shopper’ recording
sheet for use during the data gathering exercise. If
you have fellow group members helping you, further
analysis of your pooled findings can take place as
shown on Fig. 7.

Evaluating Customer Service
During your visit, select three members of staff and assess each of them
as follows:
Staff member 1

Location
Poor

Clarity of speech

Average

Excellent

1

2

3

4

5

1

2

3

4

5

Body language

1

2

3

4

5

Overall helpfulness

1

2

3

4

5

Accuracy of information

Staff member 2

Location
Poor

Clarity of speech
Accuracy of information

Average

Excellent

1

2

3

4

5

1

2

3

4

5

Body language

1

2

3

4

5

Overall helpfulness

1

2

3

4

5

Staff member 3

Location
Poor

Clarity of speech
Accuracy of information

Average

Excellent

1

2

3

4

5

1

2

3

4

5

Body language

1

2

3

4

5

Overall helpfulness

1

2

3

4

5

Fig. 7 Analysis of Customer Service: Group result summary table
Service Criteria Scores awarded (1= poor, 5 = excellent)

Average

Clarity of speech 242232242244234534223335244541555454222513454454

=161/48

3.35

Accuracy of information 441333441325313554515415554442455554 312423555555

=176/48

3.66

Body language 331344331534413551414415554452454554 232422544544

=168/48

3.50

Overall helpfulness 332345332315314554315215554551454554 322514455455

=173/48

3.60

GCE TRAVEL AND TOURISM
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G722 TRAVEL DESTINATIONS
Statistics show that people in more developed countries are
travelling abroad more than ever before. For example, the
proportion of British residents who did not take a holiday of
four days or more has remained relatively unchanged over
the past three decades but the proportion taking two or more
holidays has increased from 15% to 25%. For most people, a
popular way of spending their leisure time is to take a complete
break from everyday life and to go on holiday, either within
their own country or abroad. According to the World Tourism
Organisation, by the year 2020, China will become the world’s
most popular destination. It is estimated that a total of 137.1m
people will visit the country. Germans are expected to be the
world’s most travelled people at that time with 163.5m visits,
10% of the world’s market share. The Chinese will be fourth,
closely followed by the British who will make a total of 96m
trips.

Rising prosperity and falling travel costs have led to a boom in
overseas tourism since the early 1980s. Between 1980 and 2012,
the number of inbound visits to the UK increased by 150% from
12.4 million visits to 31.0 million visits. On the other hand, the
number of outbound visits from the UK increased by a greater
proportion – over 220% – from 17.5 million to 56.5 million over
the same period.
The financial crisis of 2008/09 impacted on both inbound and
outbound visitor numbers. The number of outbound visitors
from the UK fell particularly steeply – from a peak of 69.5 million
in 2006, to 55.6 million in 2010, a fall of 13.9 million visits or
20% in 4 years. From 2010-2012, the number of outbound visits
recovered slightly, increasing by 1.2 million annually. Inbound
visitor number were also affected by the financial crisis and
its aftermath but to a lesser degree than outbound visitor
numbers.

In 2012, there were 31.1 million inbound visits to the UK but, in
contrast, there were 56.5 million outbound visits from the UK.
Fig. 1 shows the number of inbound and outbound visits to and
from the UK since 1980.

Fig. 2 shows reasons for UK outbound travel in 2012 and
Fig. 3 shows outbound visits from the UK by the country
of destination. 11.1 million or 20% of overseas visits by UK
residents were to Spain. 8.8 million or 16% were to France. 5% of
visits abroad were to the USA and just under 5% to Italy.
Of the 10 most popular destinations for overseas visits by UK
residents, the longest average stays were in the USA (13 nights
on average) and Turkey (12 nights on average).

Fig. 1

Number of inbound and outbound visits to and from the UK (1980-2012)

Source: www.parliament.uk/briefing-papers/SN06022.pdf
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All tourist destinations are actively trying to increase the
number of visitors that they receive. Tourism is now one of the
world’s biggest industries with international tourism receipts
of more than US$ 1 billion being recorded by more than 80
countries worldwide. Furthermore, these receipts have grown
by 12% per annum over the last decade and competition
between countries for the tourist’s visitor spend looks set to
get even more intense. All destinations will therefore be trying
to develop a consistent and high-quality tourism product to
maximise their appeal and thus maintain the very valuable
economic impacts that tourism can bring. Leading tourism
locations obtain considerable benefits from their high visitor
numbers and it is no surprise that established destinations
like New York, Hong Kong and Dubai experience a significant
contribution to their GDP from this sector. In an attempt to
manage and sustain tourism growth, many countries have
established specific development plans for the tourism sector.

Fig. 3

Fig. 2

Outbound visits from the UK by reason for visit

2012
Millions

% change
2011-12

%

Holiday

36.2

65%

-1.8%

Friends/relatives

11.8

20%

1.8%

Business

7.0

12%

1.6%

Misc.

1.6

3%

2.2%

Total

56.5

-

-0.5%

Source: ONS, International Passenger Survey, via Travel Trends, 2012

Outbound visits from the UK by main destination

2012
Visits
(millions)

Total spend
(£ millions)

Average
stay (nights)

Whole world total

56.5

32,450

10

Europe

44.2

20,018

8

North America

3.4

3,800

14

Other Countries

8.9

8,631

21

Top ten countries by total number of visits from the UK in 2012
Spain

11.1

5,293

9

France

8.8

3,458

7

USA

3.0

3,441

13

Irish Republic

2.8

789

5

Italy

2.6

1,541

8

Germany

2.3

806

6

Portugal

1.9

1,058

10

Greece

1.8

1,081

11

Poland

1.6

651

11

Turkey

1.4

780

12

Source: ONS, International Passenger Survey, via Travel Trends, 2012
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Tourist destinations can be thought of as being a brand in the
same way as designer clothes or cosmetics. For example, what
brand of jeans do you wear? What brand of footwear? What
fragrance do you use? Similarly, we can just as easily ask what
type of holiday you went on and where did you go?
Different tourist destinations are well defined geographical
regions, understood by visitors as unique entities with a core
of six main provisions, i.e. attractions, accessibility, available
packages, activities and ancillary services. The World Tourism
Organisation (UNWTO) states that a tourist destination is:
“..a physical space in which visitors spend at least one night
and is made up of tourism products such as support services
and attractions, and tourism resources with physical and
administrative boundaries that define its management,
images/ perceptions of market competitiveness.”
The attractiveness of a destination reflects the feelings and
opinions of its visitors about the destination’s perceived ability
to satisfy their needs. The more a destination is able to meet the
needs of the tourists, the more it is perceived to be attractive
and the more the destination is likely to be chosen. The
attractiveness of a tourist destination encourages people to visit
and spend time at the destination. Therefore the major value of
destination attractiveness is the pulling effect it has on tourists.
Without the attraction, tourism does not exist and there could
be little or no need for tourist facilities and services.
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3.3.1 RESEARCH SKILLS
Anyone working in the travel and tourism industry will need to
be able to find out about destinations because they will have to
answer questions from prospective customers. This information
will need to be up to date and accurate. There is a wide range
of sources from which information can be obtained. Being able
to answer questions and supply accurate information is part of
delivering good customer service.

To help get you thinking about the importance of the above
ideas, here is a research task for you to apply to your own local
area.
Task: To produce a locational description of the destination using
appropriate maps.
(a)
Describe the location of your chosen area in local, national
and international contexts.

When students or researchers want to get information on a
topic, there is an clear order in which the investigation should
be approached. Research skills involve things such as:
•

being clear what you are trying to find out

•

being able to understand how to search for information

•

deciding what might be useful

•

presenting the information obtained in an orderly way that
is fit for purpose

•

drawing conclusions from your research

•

acknowledging sources allowing for further references to
be made.

(b)
Produce a labelled map for each scale that includes
appropriate destination information.

Emphasis should be given to features of the destination that give
it appeal to particular types of visitor. For example, obtain a map
showing public transport within the local area. Assess how accessible
each of the following are, in terms of journey time, costs and
availability of services:
•

Airport

•

Central Business District

•

Major event venue

•

3 leading visitor attractions

•

Main tourist hotel

•

Main sports stadium.

If you undertook some forms of secondary research to help you
complete the task you will have already demonstrated the skill
of using reference sources correctly. Now, to give you a further
opportunity to undertake research and use reference sources,
let us look at the Fig. 4 case study, details of a new resort
development in the Maldives.
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The Centara Grand Island Resort and Spa

Fig. 4

Source: http://www.wwwmaldives.com/centara-grand-island-resort-and-spa-maldives.html
Centara Hotels & Resorts, Thailand’s leading hotel group, has invested US$49 million in a new property in the
Maldives. The Centara Grand Island Resort and Spa, shown above, is located on South Ari Atoll. It delivers a unique
4-star resort experience and was opened at the end of 2009. The new resort is relatively close to Malé Airport with an
air transfer time of just 25 minutes or 85 minutes by speed boat.
For diving enthusiasts, the resort enjoys an excellent local reef complete with a sunken ship wreck and is within easy
reach of the top dive spots in Ari Atoll. The Centara Grand Island Resort and Spa provides an exceptional holiday
experience for both couples and families. Barefoot luxury is combined with an active and varied social programme
for both adults and children. The resort’s objective is to offer much more than just a day-time, water-oriented resort
experience.
Adults enjoy premium levels of service with:
•

a variety of dining options

•

pools, recreational activities, sports and fitness options

•

bars and lounges with nightly entertainment, and

•

Centara Hotels & Resorts very own 5-star Spa experience – Spa Cenvaree.

Children will benefit from the new Centara Hotels & Resorts Kids Club concept offering:
•

Kid Camp for ages 4 to 9

•

E-zone for ages 10 to 17.
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Guests are able to choose from 7 categories of beachfront and over-water accommodation, which range from 76
square metre Beach Suites (complete with separate living room, large terrace and indoor and outdoor showers),
up to 146 square metre Luxury Beachfront Pool Villas (which come complete with their own private pool and
membership of the exclusive Island Club – which offers guests in selected categories of accommodation a “resort
within a resort” experience specially designed for discerning travellers).
Based around the small pool, Island Club guests enjoy premium levels of attention and service including
access to the exclusive Club Lounge with daily servings of complimentary meals, snacks and drinks including
complimentary evening cocktails and canapés. The private pool features refreshing Spa Cenvaree mist sprays,
complimentary mineral water, pre-lunch cold towel service, afternoon fruits and sun bed concierge service.
A plan of the resort is shown below.

Using the information in Fig. 4 and your own research, explain
the major factors influencing the destination’s visitor appeal. For
example, you could obtain details of the following:

•

Accommodation options

•

Attractions (natural and built)

•

Location (landscape features)

•

Food, drink and entertainment facilities

•

•
Culture (dress, arts & crafts, performance, language &
ClimateSource: http://www.centarahotelsresorts.com/centaramaldives/
religion).
Natural environment
Information about particular destinations can be obtained from
Accessibility (internal and external)
a variety of sources.

•
•

Source: http://www.centarahotelsresorts.com/centaramaldives/
http://www.eturbonews.com/4733/centara-hotels-and-resorts-announces-new-managed-resort-maldives)

GCE TRAVEL AND TOURISM

21

G722 TRAVEL DESTINATIONSG

NATIONAL TOURIST BOARDS

TRAVEL GUIDES

Anyone who intends visiting a country can contact the relevant
tourist board and ask for information. Most countries publish
marketing brochures and leaflets which provide more detailed
information than is contained in the average tour operator’s
brochure, usually including details about climate, social
conditions and currency regulations. Furthermore, because
the UK is such an important generator of outbound tourists,
many national tourist boards maintain a UK office to service this
potential demand. The range of material available is sometimes
quite impressive, with many tourist boards now producing CDs
and downloadable materials.

Travel Guides give a comprehensive coverage of destinations
all over the world. Country and regional guides, such as those
produced by Rough Guides and distributed worldwide by the
Penguin group , include recommendations from shoestring to
luxury budgets and cover more than 200 destinations around
the globe, including almost every country in the Americas
and Europe, more than half of Africa and most of Asia and
Australasia. Rough Guides also produce city guides which
provide information neighbourhood by neighbourhood, break
out listings by cuisine and neighbourhood and contain easy-touse colour maps for streets and city transport.
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Internet research of holiday destinations is now commonplace
and in the UK over 25 million people currently investigate
aspects of their domestic and overseas travel in this way. Many
people have access at work, home or via their smart phones
and tablets. Almost all travel and tourism organisations now
maintain a website for information storage and to service
the increasing trend for on-line bookings. The amount of
data available is extremely large and information about most
destinations in the world can be found out at the click of a
mouse. However, some sites are more useful than others and
surfing the net can easily become a very time consuming
process. It is for this reason that face-to-face contact with a
travel advisor remains popular with members of the travelling
public.

The content of such sites is usually based on first person
accounts and so the logistics of travelling are recorded through
the eyes of experienced travellers. Furthermore, these are
usually individuals who have had the time to really get to
know particular places. It is thus no surprise to find many
international travellers increasingly turning to travel ‘blogs’ and
their respective social media channels such as Facebook, Twitter,
YouTube, and Podcasts for their information and inspiration.
The most important benefit is the ability to actually witness
personal experiences through photos, reading stories, watching
videos, listening to podcasts, and getting tips and advice from
other travellers who have already ‘been there and done that’.
Thus, review sites such as TripAdvisor are also increasingly used
and Fig. 5 shows an extract of the site’s content relating to the
Centara Grand Island Resort and Spa.

However, many travellers now refer to travel ‘blogs’ posted on
the Internet because there are several important benefits of
using them. The speed and convenience of getting current
information from the Internet is very important.

Fig. 5

Review of Centara Grand Island Resort and Spa on TripAdvisor

“Paradise!”
We wanted a special holiday to celebrate our 10th wedding anniversary with the kids. It was very
hard to choose from the many hotels in the Maldives, but travelling with kids and wanting a water
villa seemed to narrow the search and we chose Centara.
The accommodation was lovely in the Deluxe family water villas, the highlights being the outdoor
shower and balcony which had steps leading down the reef, which was truly amazing. After
speaking to several other guests who had travelled in the Maldives, they said that the resort and reef
were on of the best they had been to.
The food was really good in all the restaurants, a different themed buffet every night with plenty
of choice in the main reef restaurant. The other two restaurants had to be booked in the day at 12,
for dining the same night, so as long as you remembered there wasn’t a problem. There was also a
tapenyaki grill which had to be booked by 9am, there was a queue for this so get there early.
The package included a 30min spa treatment for the adults which you had a choice of 5 or 6
treatments. Its probably best to book these on your first day as they do get very busy, My difficulty
was deciding which treatment I wanted each day!! All the therapists I had did a very good job, and
were very sweet.
As previous reviews have said the staff were truly exceptional and they all would greet you whenever
they saw you and take time to ask how you were doing any what you were up to that day.

Source: http://www.tripadvisor.co.uk/Hotel_Review-g2136149-d1576423-Reviews-Centara_Grand_
Island_Resort_Spa-Centara_Grand_Island.html#REVIEWS
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3.3.2 GEOGRAPHICAL LOCATIONS
OF MAJOR SHORT-HAUL AND
LONG-HAUL DESTINATIONS FOR UK
TOURISTS
The climatic conditions found at particular destinations can
be a strong attraction for the visitor. The cold Alpine winter
with heavy snowfall is just as attractive to skiers as the hot, dry
and sunny December days, found around the Arabian Gulf,
are to winter sun enthusiasts. The comparatively cold climates
of northwest Europe and northeast USA go a long way to
explaining why their resident populations account for so much
of the world’s holiday traffic.

The world map Fig. 6 indicates clearly that the surface of
the earth is not uniform, the continents and oceans occupy
different positions relative to each other. The map has certain
significant lines of latitude marked on it. The lines of latitude
indicate distance away from the equator, in both the northern
and southern hemispheres. The position of any location on
the earth’s surface can be described in terms of its latitude,
measured in degrees, north or south of the Equator.
Similarly, lines of longitude indicate a location’s position east or
west of Greenwich. The fact that the earth is round means that
there has to be a point where east meets west. Positions relative
to Greenwich are indicated by lines of longitude, measured in
degrees, from 0 to 180 East and from 0 to 180 West. Both sets
of lines have significant implications for the development of
tourist destinations.

Fig. 6

Map of the world
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Source: adapted from honglouwawa/Shutterstock.com
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Climatic conditions on the surface of earth vary with latitude.
Key lines of latitude such as the Equator, the tropics of Cancer
and Capricorn and the Arctic and Antarctic circles allow us to
make simple generalisations about the climatic conditions to be
found in nearby locations. It is therefore quite common to see
reference being made to the following:

Each major climatic zone may present natural hazards,
depending on the time of year, that visitors will have to
make allowance for. Students should be aware of what such
hazards are and the locations that are at risk. Some of the more
significant ones for international travellers include:
•

Tropical Storms (hurricanes, cyclones & typhoons)

•

Monsoon Rains

Tropical latitudes (anywhere between 23.5 degrees North
and South of the Equator);

•

Monsoon Winds (influencing beach conditions in Sri Lanka
for example)

•

Sub-Tropical latitudes (between 23.5 and approximately 30
degrees North and South of the Equator);

•

Drought conditions in dry summers and subsequent
danger of bush fires.

•

Temperate Latitudes (between approximately 30 and 50
degrees North and South of the Equator);

•

Arctic Latitudes (around 66.5 degrees North and South of
the Equator);

•

Polar Latitudes (anywhere between the Poles and 66.5
degrees North and South).

•

Equatorial latitudes (between 5 degrees North and South of
the Equator);

•

The characteristics of the world’s major climatic environments
can be summarised as follows:
•

Equatorial e.g. Brazil’s Amazon region – hot, wet and humid
all year;

•

Tropical e.g. African Savannah – no cold season but
summer rains;

•

Tropical Monsoon e.g. India – no cold season but heavy
summer rains;

•

Tropical Desert e.g. North African Sahara – no cold season
and negligible rain;

•

Warm Temperate e.g. Mediterranean – hot dry summer,
cool wet winter;

•

Cool Temperate e.g. USA/Canada border – cold winter, hot
summer, even rainfall;

•

Arctic e.g. Scandinavia – harsh cold winter with snow, cool
summer with rain;

•

Polar e.g. Greenland – snow and ice prevail for most of year.
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To help you understand how the key features of a destination’s
climatic conditions that have an effect on travel and tourism,
you can undertake the following investigation.
Choose any two contrasting destinations and compare them
in terms of climate, pointing out key implications for tourism
development and overall destination appeal, such as:
•

Effect of relief (shelter, aspect etc)

•

Temperatures (daily, seasonal variations etc)

•

Hours of sunshine

•

Rainfall (amounts, variations, potential hazards e.g.
flood/drought)

•

Humidity (comfort, need for air-conditioning)

•

Winds (periods of storm/calm etc)

Statistics can be obtained from local tourist publications,
brochures or travel guides.
Take note of all factors and conditions that will contribute to
a destination having both a high season and a low season
for tourism.

However, for the purposes of Unit G722, you need to build up
a knowledge and understanding of the geographical location
of the most popular short-haul and long-haul destinations for
UK tourists. In particular, you will need to choose two specific
destinations (rather than countries or regions) and find the
locations of them (one short-haul and one long-haul) in
the areas listed above and produce maps which show their
geographical locations effectively.
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Fig. 6 represents the global scale and we can see that the
locations of two destinations popular with UK outbound
tourists have been identified. Furthermore, these are contrasting
destinations in a number of respects. Bruges, an historic
European city, is clearly a short haul destination whereas
Dubai, a seven hour flight from the UK, is long haul. The table
below shows additional points of contrast between these two
destinations.
Figs. 7 and 8 show ways in which both locations are accessible
to the UK travelling public. Tourist maps at the local scale for
both destinations are shown on Figs. 9 and 10.
Bruges

Dubai

Country

Belgium

United Arab Emirates

Average travel time from UK

3 hours

7 hours

Time zone

GMT+1

GMT+4

Currency

Euro

UAE Dirham

French, Flemish

Arabic, English

Language(s)

Fig. 8
Fig. 7

Travelling to Dubai from the UK

Travelling to Bruges from the UK

Bruges indicated by .
Source: Map data ©2013 GeoBasis-DE/BKG (©2009), Google
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Fig. 9

Central Bruges

Source: Map data ©2014 Google
Fig. 10

Dubai

Source: Map data ©2013 Google
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3.3.3 KEY FEATURES OF MAJOR
DESTINATIONS
You need to research the features which give your two chosen
destinations their appeal and understand that different
destinations will be popular with different types of visitors, e.g. a
lively resort with a wide choice of nightlife may not cater for the
needs of older people, who may prefer a quieter area; similarly
the needs of a backpacker, travelling independently on a limited
budget, will be different from someone on an all-inclusive
package or luxury holiday.

being executives, entrepreneurs or practitioners of a liberal
profession. Self-employed and retired people each account
for one fifth. Blue collar workers are rare. Most UK tourists
are middle-aged, with approximately 40% belonging to this
category. A little more than a quarter are aged between 35
and 49, and a fifth are under the age of 35. British over-65s are
not frequently seen in the art cities. Compared to the other
nationalities visiting the Flanders region, the average British
visitor is middle-aged.

In 2011, some 368,064 UK nationals visited Bruges. Their reasons
for travel are shown on Fig. 11.

Almost twice as many UK nationals visit Dubai compared to
Bruges. Furthermore, over the past 12 months, Dubai has seen
an overall increase of 6.6% in its UK visitor figures. The total
number of UK visitors at the close of 2012 rose to 685,629 from
643,195 in 2011. The UK is currently the third largest source
market in the world for visits to Dubai, where global tourist
numbers totalled over ten million visitors in 2012. A survey
by the Dubai Department of Tourism highlighted certain
characteristics of the UK market, as shown in Fig. 13.

The age profile of British visitors to the Flanders Region of
Belgium is shown on Fig. 12 and we can see that the Flanders
art cities such as Bruges tend to attract UK tourists from families
in which the main income earner has been in higher education.
Of these, more than three quarters have completed further
studies, at university or elsewhere. One third of British main
income earners are white collar employees; almost a quarter

Fig. 11

The British tourist market in the Flanders region of Belgium by motive of stay 2011 (overnight)
Leisure

Congress,
conference and
seminar

Other business

Total

Coast

126.615

94%

4.130

3%

4.483

3%

135.228

100%

Historic cities

705.388

65%

270.150

25%

107.673

10%

1.083.211

100%

Antwerp

55.558

53%

32.546

31%

16.686

16%

104.790

100%

Bruges

344.259

94%

17.207

5%

6.598

2%

368.064

100%

Brussels

223.256

46%

201.843

42%

61.051

13%

486.140

100%

65%

15.927

21%

10.183

13%

75.440

100%

Ghent

49.330

Leuven

13.877

57%

1.637

7%

8.672

63%

24.186

100%

Mechelen

19.108

78%

990

4%

4.493

18%

24.591

100%

Flemish countryside

257.294

69%

60.952

16%

52.089

14%

370.335

100%

Flanders

1.089.297

69%

335.232

21%

164.245

10%

1.588.774

100%

Source: http://www.toerismevlaanderen.be/sites/toerismevlaanderen.be/files/assets/documents_KENNIS/cijfers/
Marktrapporten/2013_BRITISH%20market_2011.pdf
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Fig. 12

The British tourist market in the Flanders region of Belgium in 2011
Age of British overnight leisure tourist in Flanders in 2011

45%
40%
35%
30%
25%
20%
15%
10%
5%
0%
18-34 year

35-49 year

50-64 year

65-74 year

75 and older

Professional and educational level of family main income earner of the British overnight leisure
tourist in Flanders in 2011

Profession of head of family

Coast

Art cities

Blue collar worker

17%

2%

White collar employee

25%

32%

Executive, entrepreneur, liberal profession

10%

24%

Self-employed

5%

20%

Retired early

40%

21%

Other non-working person

2%

1%

Total

100%

100%

Primary or lower secondary education

50%

7%

Higher secondary education

15%

18%

Higher non-university education

16%

39%

University education

19%

37%

Total

100%

100%

Educational level of head of family

Source: http://www.toerismevlaanderen.be/sites/toerismevlaanderen.be/files/assets/documents_KENNIS/
cijfers/Marktrapporten/2013_BRITISH%20market_2011.pdf
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Fig. 13

Dubai’s British Visitors

Visitors to Dubai from the UK can be described as:
•

Predominantly male (68%), but high proportion of female travelers (32%)

•

Most popular with 26 to 45 year olds (47%)

•

Typically management level occupation (27%)

•

Mostly travelling in groups of two (57%) either with family or with friends, although a substantial number travel alone (22%).

UK visitors to Dubai have the following characteristics:
•

Typically stay in Dubai on a short break of up to seven days (75%)

•

Holiday travel is usually in June (21%), July (25%) and August (25%) to coincide with school holidays

•

Mostly travelling to Dubai on leisure trips (68%) although this is also a substantial business travel market (32%)

•

Slightly more likely to make their own arrangements (54%) than book a package (42%)

•

Accommodation preference is for hotels (75%), towards the higher end of the market (5-star 46%)

•

When looking for a holiday destination, UK visitors prioritise the weather (33%), safety (41%), value for money (37%) and
culture and history (32%).

What do the British do in Dubai?
•

42% of British business travellers are in Dubai as Incentive Travellers i.e. those who benefit from an incentive scheme e.g.
Airmiles etc

•

44% of leisure travellers are there for rest and recreation, 16% visiting friends and relatives and 14% are cruise passengers

•

For all visitors, shopping (77%), sightseeing (69%), visiting heritage sites (48%), taking guided trips (45%) and the beach
(41%) are the most popular activities

•

Generally shop in shopping malls (84%), gold souq (42%) and other souqs (41%) where they usually buy clothing (58%),
souvenirs (33%) and gold or jewellery (32%)

•

Typically eat in restaurants (65%) and shopping mall food courts (35%)

•

Normally use taxis (82%) and hotel transport service (17%) to go around Dubai

•

Main reasons for going to Dubai include recommendation (25%), also the pull of friends and relatives that live there (18%)
and the weather (18%).
Source: http://www.dubaitourism.ae/sites/default/files/hotelstat/2006-07-Dubai-Visitor-Survey-2006.pdf
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3.3.3 WHY DIFFERENT
DESTINATIONS APPEAL TO
DIFFERENT TOURIST GROUPS
by undertaking some research on this website. Key aspects can
include:

For each example which you have chosen to research, you
should identify, describe and explain the key features which
make the destination appeal to particular types of visitors. You
will need to present your results effectively and in an organised
manner, including visual illustrative material. Materials from
brochures and websites, where used, need to be integrated and
analysed properly. We have seen how both Bruges and Dubai
attract different types of UK visitor. We can now look at some of
the reasons for the popularity of both destinations.

•

natural features – the weather, climate and seasonal
characteristics;

•

the natural landscape and scenery;

•

natural vegetation and wildlife;

•

historical and cultural attractions;

•

modern built attractions;

•

opportunities for both indoor and outdoor activities;

•

types of accommodation;

Bruges markets itself to such visitors and the official Visit Bruges
website highlights key aspects of the destination as shown in
Fig. 14.

•

cultural events such as carnivals and festivals;

•

food, drink and entertainment;

As can be seen itemised on Fig.14, information about many of
the following aspects of a destination’s appeal can be examined

•

accessibility to travel and tourism gateways.

Bruges is one of the best-preserved medieval cities of northern
Europe. For this reason it has become a popular short-break
destination as well as a long-established attraction on European
touring circuits. It is designated by UNESCO as a World Heritage
Site and was selected as the European City of Culture for 2002.

Fig. 14

Visit Bruges website

Source: http://visitbruges.be/
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Fig. 15

In Bruges

Often called the Venice of the North due to its canals, the
Belgian city of Bruges offers visitors a taste of the medieval
ages through its architecture, history and culture. In fact,
because of its rich medieval architecture and history, it has
been recognized as one of the UNESCO World Heritage
Sites since 2000.
A list of things to do in Bruges is not complete without a
boat ride down the canals. To further enjoy this leisurely
trip, many recommend riding a bike down to the boat
docks. This way, you can enjoy the sights and sounds, both
on water and land. If you’re looking to see the architectural
gems that Bruges is known for, you can also hire a tour
guide to introduce you to many historical landmarks.
One of these is the Church of our Lady, a tall brick fixture
that pierces the Bruges skyline. There is also the sculpture
of the “Madonna and Child”, one of the few works of
Michaelangelo to have ever left Italy.

Probably the most popular sight in the city of Bruges is the
13th-century belfry. This landmark featured prominently
in the 2008 film ‘In Bruges’ starring Colin Farrell. If you’re up
to it, you too can climb the 366 steps of the bell tower and
be rewarded with a beautiful view of the city. Bruges also
appeals to art lovers, in the form of music and theatre. The
English Theatre of Bruges is a popular venue for theatregoers. For a good look at Belgian art, the Groening Museum
is the place to go. Among the many museums scattered
around Bruges, the Groening Museum is the major municipal
repository of Belgian artworks from the 18th to the 21st
century. These include works from Jan van Eyck, Rogier van
der Weyden and Gerard David.
The medieval feel of Bruges adds to the magic of a place
laden with history, architecture and art. Next time you’re
planning a trip to Belgium, be sure to include this splendid
city of water canals in your itinerary, and have one of the
most enriching times of your life.

Image: © tkemot
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Fig. 15 showed a typical post on an Internet travel review site
from a traveller that has visited Bruges. The comments made
provide evidence of the destination’s attractiveness to particular
types of UK tourist, such as those identified in Figs. 11 and 12.
The review comments highlight the fact that Bruges is an ‘art
city’ and that it has various attractions which are likely appeal
to a variety of cultural tourists. Furthermore, in terms of niche
tourism, the destination may also attract visitors who saw the
film ‘In Bruges’.

buildings. Similarly, visits to churches and cathedrals are also
popular. Three quarters also enjoy a beverage on a café terrace.
No other tourist enjoys a beverage on a café terrace as much as
the British tourist. What stands out in comparison to the other
nationalities visiting Bruges is the popularity of boat trips with
British visitors. A quarter of the British tourists in Bruges do this.
From Bruges it is also possible to visit other destinations and
33% of British visitors will explore other locations in the Flanders
region.

British visitors are attracted to Bruges for five main reasons as
shown in Fig. 16. The fame of the city (47% ) and the fact that it
is interesting, with plenty of attractions (45%), are given as the
most important reasons for British tourists coming to the city
on holiday. The artistic and historical heritage associated with
it comes in third place. The enjoyment of a new experience
and a recommendation by family and friends also play a major
role in the decision-making process of the British tourist. In
these respects the British statistics are close to the average
of all visitors to Bruges, but British visitors differ to those from
Belgium’s neighbouring countries where past experience, for
example, or accessibility, play a greater role.

Event attractions are focused on the medieval period. The most
famous example is the ‘Procession of the Holy Blood’ – one of
Belgium’s most colourful religious festivals, that has taken place
annually since the time of the Crusades. Apart from heritage
attractions, the city’s shops, quality restaurants and markets are
popular with visitors. The traditional lace industry would almost
certainly have died out were it not for tourism. Other industries
less dependent on tourism are chocolate-making (an art form in
Belgium) and brewing.

On average, British tourists engage in 6 activities during their
stay in Bruges. Almost everyone walks around the city centre,
about four in five UK tourists visit monuments or historical

Fig. 16

Top 5 reasons for British tourists visiting the art cities

Name, fame, reputation

47%

Interesting city/lots to see

45%

Artistic and historical heritage

38%

New experience
Recommended by friends, family, and
acquaintances

29%
16%

Source: http://www.toerismevlaanderen.be/sites/toerismevlaanderen.be/files/assets/documents_KENNIS/cijfers/
Marktrapporten/2013_BRITISH%20market_2011.pdf
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Bruges can offer the visitor an extensive range of
accommodation. Hotels are the most important category,
with over 100 establishments accounting for 70 per cent of
bed capacity and 86 per cent of tourist overnight stays. Most
hotels are small, with 57% having less than 20 rooms, but
there has been a significant increase since the early 1990s in
the larger properties with over 80 rooms. The great majority of
hotels now offer en-suite facilities, while 80% are in the 3- or
4-star categories. Over two thirds of hotel capacity is located
in the historic area of Bruges, while cheaper accommodation
is generally found towards the outskirts. These include youth
hostels (especially popular with young American visitors);
campsites; private guest houses, which attract a wide range
of independent tourists; and rented holiday homes and
apartments catering primarily for the Belgian and Dutch family
markets.
As was indicated by Fig. 7, Bruges is an accessible destination
for British visitors. About 35% of UK tourists will drive to Bruges,
many using the Zeebrugge and Calais car ferry services.
However, 42% of visitors use Eurostar and only 16% fly. Finally,
the remaining 7% of visitors arrive by coach.
Unlike Bruges, Dubai attracts a far higher percentage of business
tourists. However, regardless of whether the main purpose
of travel was business, leisure or visiting friends and relatives,
all British visitors find common attractions in the destination.
The top activities for leisure travellers in Dubai are: shopping
(79%), sightseeing (78%), visiting heritage sites (62%) and taking
guided activities (44%). The beach, walking around, swimming
and being with friends and family also appeal to this market
segment, although to a lesser extent. Apart from working, the
top activities enjoyed by UK business travellers are shopping
(74%), sightseeing (50%), the beach (47%) and guided activities
(46%).
Shopping in Dubai primarily revolves around malls. Apart from
never-seen-before bargains, they provide entertainment and
events for the tourists. Dubai has firmly established itself on the
global retail map. According to a recent report by CB Richard
Ellis, Dubai now equals London as the most popular retail city
in the world, attracting about 56% of the international brands
surveyed. The city has become the main entry point into the
Middle East region for a host of major international retailers,
like Bloomingdales and Saks Fifth Avenue as well as highend fashion labels Prada and Gucci who recently signed joint
ventures to develop a retail network across the Middle East. An
open port with low import duties, the retail prices in Dubai are
very competitive.
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Fig. 17
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Annual shopping festivals – Dubai Shopping Festival (DSF) and
Dubai Summer Surprises (DSS) - have helped increase retail
spending and have provided stimulus to Dubai’s retail sector.
Even though the retail sector in UAE is small in comparison
to developed countries like USA, Japan, China and Germany,
Dubai’s share in UAE retail sales which is about 60% (Dubai
Tourism & Commerce Marketing 2011) will remain stable as per
the current Economic Intelligence Unit estimates.

an international dimension for one-stop shopping and
entertainment for the Middle East, bringing it to an entirely new
level.
Deira City Centre encompasses over 115,000 square metres
of retail space and features over 370 retail stores and services.
Information points, such as the one shown in Fig. 18, provide
help and advice to visitors. Its entertainment facilities include
Magic Planet, one of the region’s most popular indoor family
entertainment centres; VOX Cinemas, an 11-screen cinema
multiplex with 3,000 seats, as well as Bowling City. The Centre
also provides direct access to the 5-star City Centre Hotel &
Residence, managed by Pullman. The Centre also features the
MAF Tower, an 11-storey office building.

To help illustrate the nature of the Dubai shopping experience
for visiting tourists, we can briefly consider an example, Deira
City Centre Mall.
As shown in Fig.17, the Dubai Metro’s Red Line gives direct
access to the Mall making it very easy for both locals and
visitors to get to. Deira City Centre first opened its doors in
November 1995. At the time, it virtually redefined the concept
of “malls” for the region. As the first large-scale, mixed-use
shopping destination, complete with retail outlets, restaurants,
entertainment facilities and a hotel, Deira City Centre created
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Deira City Centre is ranked as one of the most successful
shopping malls in the world. With average annual footfall traffic
in excess of 20 million, Deira City Centre remains one of the
region’s most visited destinations for both residents and tourists
alike.

36

G722 TRAVEL DESTINATIONSG

Dubai is well established as the leading exhibition centre in
the Middle East and it was recently voted the world’s best
conference venue. The city combines the facilities and services
of one of the world’s major international business centres
with all the attractions of a top destination. This means that
organisers and delegates alike can count on effective and
successful events staged in a luxurious environment offering
an outstanding range of recreational opportunities. The city
now hosts more than 60 major exhibitions annually as well as
numerous conferences, seminars, in-house corporate meetings
and the like. This demand is serviced by a range of business
facilities including:

Of particular significance to the development of business
tourism is the Dubai World Trade Centre. Dubai World Trade
Centre (DWTC) holds the Middle East’s largest convention
venue with eight exhibition halls, multiple meeting rooms
and two hotels attached to it. Hosting more than 100 world
class-shows annually, DWTC currently welcomes over 1 million
visitors and thousands of exhibitors from every corner of the
globe to some of the most acclaimed sector specific trade fairs,
blockbuster consumer events and prestigious international
conferences in Dubai. The venue is undergoing a massive
expansion that will see more than 20 new towers being built as
part of the Dubai World Trade Centre District development.

•

Dubai Chamber of Commerce and Industry conference
venue

•

Major hotel venues, such as the one shown in Fig. 19

•

Dubai World Trade Centre - 36,000 square metres exhibition
hall

•

Dubai Airport Exhibition Centre

The business sector is supported by major local companies that
are well-equipped with a full destination management service
covering hotel bookings, airport transfers, ground transport
and a daily programme of tours and activities with multi-lingual
guides. They also offer the required expertise for organising
business-related travel, including original and exciting incentive
programmes. The recent expansion of both leisure and business
travel to Dubai has been matched by the growth in local
inbound tour operations.

•

Other special interest venues e.g. Meydan racecourse.

Fig. 18

Deira City Centre - information point

© JDS
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Fig. 19

Dubai Conference Centre

© JDS

Dubai’s calendar offers numerous events and festivals, catering
to tourists, locals, and business visitors. Most are packed into the
high season, between November and March, when the climate
is most pleasant. Dubai is the only city in the world that hosts
two entire festivals dedicated to retail shopping. The monthlong Dubai Shopping Festival begins in January and features
promotions, bargains galore, and plenty of entertainment. A
similar festival, Dubai Summer Surprises, starts in June. The
arts are not forgotten. The Dubai International Jazz Festival
in February features renowned artists such as Jools Holland,
Macy Gray and Mica Paris. Art Dubai is a contemporary art fair
held the following month featuring impressive works from the
world’s leading galleries.
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The city is also a popular venue for trade shows and
conferences. Some of the biggest are the Arabian Travel Market
in May, the Dubai International Boat Show in March, GITEX
Shopper in October, and the Dubai International Motor Show
in November. Visitors should be aware of special restrictions in
effect during the holy month of Ramadan.
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The city hosts several major sporting events, offering huge
cash prizes and drawing the world’s top sporting personalities.
The year starts with the Dubai Marathon in January, a race with
a purse of $250,000 for both the male and female winners. In
March the Dubai World Cup at the Meydan Racecourse offers
total prize money of $10 million, making it the world’s richest
horse race. Other major sporting events include the Dubai Duty
Free Tennis Championships and the Dubai Desert Classic, both
in February, and the Rugby Sevens in December.

Dubai has emerged as one of the major 21st century cities with
its rapid growth and iconic structures and with its many world’s
‘firsts’, there are numerous places to visit and see. Whether
it be a heritage site, the old Bastakia area, the Dubai creek,
the landmarks such as Burj Dubai, Burj Al Arab, the Palm, the
Atlantis, Ski Slope, the theme and beach parks or the unique
nature reserve among others.
Details of all the main visitor attractions to be found in Dubai
can be viewed at:
http://visiting.definitelydubai.com/things-to-see

Fig. 20

Burj Al Arab

© Aleksandar Kamasi
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Dubai has been in the limelight and world media time and
again for its record breaking achievements and landmarks or
events. From the ‘world’s biggest’, to ‘world’s highest’ and ‘world’s
first’ and so on. Most of these are recognised by the Guinness
Book of records. Here are some of them:
•

Burj Al Arab: The world’s first 7-star hotel

•

Burj Khalifa: Formerly known as Burj Dubai - the world’s
tallest building (at time of publication)

•

Dubai Mall: The world’s biggest shopping mall

•

Dubai Metro: The longest driverless network

•

Ski Dubai: The first INDOOR ski resort in the Middle East

•

Deira Gold Souq: The largest gold bazaar in the world

•

Wild Wadi: Has the highest and fastest water slide outside
of North America

•

Atlantis, the Palm: One of the largest open air marine
habitats in the world

•

Dubai World Cup: The world’s richest horse race

•

Free Zones: The first free zones in the world for IT,
Outsourcing, Media, Biotechnology among others

•

Sheikh Maktoum International Airport in Jebel Ali: Will be
the world’s largest cargo and passenger hub with an annual
cargo capacity of 12 million tons and a passenger capacity
of 120-150 million passengers per year.

•

Floating Bridge: The longest floating bridge in the world

•

Largest Flag: The world’s largest flag at Union house.
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Dubai has an impressive array of accommodation options to
satisfy the needs and wants of a range of visitors. Fig. 21 shows
how the number of hotels has significantly increased over
recent years. The 2007-2009 financial crisis was particularly
hard on Dubai’s tourism industry, as its focus on ‘high-end’
foreign tourists left the destination very exposed when global
consumption dropped. In 2010, however, the sector began to
recover: occupancy jumped 3% and revenue per available room
was up by $35 per night. Despite the recent adjustments, the
current project pipeline will see Dubai growing its hotel room
capacity by more than any other city in the world. In 2010, 6.5
million visitors stayed in Dubai hotels (the highest number in
the region), bringing in $3bn hotel revenues.

Fig. 21

The whole sector is performing well as evidenced by high hotel
and restaurant prices. In 2010, Dubai’s hotels had the highest
revenue per available room in the world at $198 and Dubai
was ranked 10th in the world in terms of occupancy (78.6%).
In terms of destination awareness, Fig. 20 shows an image that
typifies brand Dubai in many visitor’s minds – the iconic Burj Al
Arab and the adjacent Jumeirah Beach hotel.

Number of Dubai hotels and available rooms by class

(1) Number of Operating Hotels

Hotel Class

2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

Five-star

29

32

34

38

42

43

51

52

57

63

Four-star

27

30

29

38

43

49

58

59

69

76

Three-star

35

39

41

36

40

42

42

55

59

61

Two-star

49

48

45

43

40

39

45

44

51

50

One-star

63

76

85

106

123

125

136

126

128

120

Listed/Guesthouse

69

46

42

39

18

21

19

16

18

17

Total

272

271

276

300

306

319

351

352

382

387

(2) Number of Available Rooms

Hotel Class

2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

Five-star

8,623

9,966

10,256

11,339

12,224

12,665

16,657

16,693

18,584

20,734

Four-star

3,686

4,261

4,386

5,739

6,503

7,541

9,920

10,817

13,251

14,568

Three-star

3,676

4,112

4,369

3,754

4,253

4,442

4,871

6,975

8,776

8,387

Two-star

2,962

3,164

2,930

3,813

3,741

3,074

4,129

3,807

5,154

5,198

One-star

2,203

2,583

2,815

3,895

4,330

4,310

4,920

4,719

4,888

4,498

Listed/Guesthouse

2,020

1,485

1,399

1,294

594

585

484

408

462

443

Total

23,170

25,571

26,155

29,834

31,645

32,617

40,981

43,419

51,115

53,828

Source: Department of Tourism and Commerce Marketing
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3.3.5 CHANGES IN POPULARITY OF
TOURIST DESTINATIONS
There are many factors which can influence the popularity
of tourist destinations. You need to evaluate the likely future
appeal of your two chosen destinations, based on trends
in the development of the industry. In particular, you need
to understand how a combination of factors may affect the
popularity of particular types of destination.
It is generally accepted that the Canadian Geographer
RW Butler, writing in 1980, was the first person to liken the
development of tourist destinations to a product passing
through the various stages of the product life cycle. He
suggested, as indicated in Fig. 22, that each destination in the
world will follow a cycle of evolution and pass through stages
similar to youth, maturity and old age. The logical conclusion
of such a process must be the ultimate death of a particular
destination, unless it can re-invent itself in some way and
continue to develop – a process known as ‘rejuvenation’. Butler’s
ideas fit many destinations very well and we can see clear
evidence, both in Bruges and Dubai, of locations that fit into
one of the six stages of development that he proposed.
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Fig. 22

The Butler Model of Destination Evolution

Source: http://www.toerismevlaanderen.be/sites/toerismevlaanderen.be/files/assets/documents_KENNIS/cijfers/
Marktrapporten/2013_BRITISH%20market_2011.pdf
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1. Exploration stage: Small number of tourists making
their own travel arrangements. Only a few visitors come
to the country, maybe backpackers or some other type of
independent traveller. There are no charter flights or tourist
services and the cost to the traveller, both in time and/or
money, can be high. No investment in tourist infrastructure has
been made at this stage. However, the economic, social, cultural
and environmental impacts caused by tourism will be virtually
nil.

5. Stagnation: Peak numbers of visitors will have been reached.
There is a growing awareness of negative environmental, social,
cultural and economic tourism impacts. Sales go down as the
country goes out of fashion and there is evidence that the
original cultural and natural attractiveness of the destination
has been lost. Profits are low, businesses may leave the market
or diversify to other types of product. Furthermore, because
there may be fewer businesses in the local tourism marketplace,
prices can be increased, thus accelerating the decline.

2. Involvement: Some local residents begin to provide facilities
exclusively for the use of visitors. Visitor numbers increase, local
businesses start providing services. The local population has
accepted the arrival of visitors and the destination starts to
grow, with locals actually becoming involved with promotional
activities.

6. Decline versus Rejuvenation: Butler’s model of destination
development and evolution ends with a series of options that
all resorts will have to face at some time. Fig 22 shows the
following:
(a) Immediate Decline: Visitor numbers fall quite rapidly
and the tourism base severely contracts, resulting in a local
economic depression.

3. Development: Local suppliers and providers of tourism
products and services become increasingly involved in the
development process. The area becomes established as a tourist
destination with a defined market. As the visitors keep coming,
more businesses enter the market which is now becoming
profitable. Package holidays begin and the destination sees
a marked expansion with the arrival of foreign operators
and investors. As the country becomes more popular and
the infrastructure begins to take shape, more tour operators
become interested and organise package tours to the country.
A range of brochures/online materials become available via
travel agents/tour operators, advertisements appear in the
media. Competition between businesses is growing so prices
start to fall and so do profit margins. With increased competition
resulting in falling prices, different type of customers will now
be able to visit the destination. This reflects a well defined
tourist destination shaped by heavy marketing in tourist
generating regions.

(b) Decline: The destination will face a declining market and will
be unable to compete with newer destinations or destinations
who better meet the needs of the modern tourist.
(c) Stabilisation: The destination is able to maintain its
market share but there is little, if any, continued growth and
development.
(d) Reduced Growth: The effects of competition mean that
even with new development plans, the destination is never able
to return to the levels of previous growth and development.
(e) Rejuvenation: If major changes are made such as improving
the environment and tourism infrastructure, better marketing
or the addition of more attractions for example, then the
destination may experience a period of rejuvenation. This is
a period of further growth and development brought about
by innovation and renewed diversification. In effect, the
destination re-invents itself and extends its appeal to different
market segments.

4. Consolidation: Tourism now starts to dominate the
economic base of the area and starts to have an adverse effect
on the traditional economy and lifestyle. Local agricultural
land is given over to resort development but there is not a
proportional increase in local wealth, per capita income or job
creation. Rate of increase in numbers of visitors will have started
to decline, although total numbers will still increase.
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Tourism is of major importance to Bruges, supporting an
estimated 6500 jobs directly and indirectly in the city and its
surrounding area, of which two-thirds are in the hotel and
catering sectors. Yet the very popularity of this small city in
West Flanders has brought severe traffic problems, threatening
its unique heritage. These problems are now well on their
way to being resolved through a number of planning and
marketing initiatives.
Bruges attracts visitors from all over the world. Japanese
tourists were an expanding market in the 1990s, but 9/11 and
subsequent crises have had a severe impact, while visitors from
the USA also declined in numbers. The majority of hotel guests
come from neighbouring countries, with Britain contributing
the largest numbers (around 35%) but the lowest spend per
capita. Domestic tourists account for only 10% of hotel stays,
which is perhaps not surprising given the size of Belgium and
the availability of cheaper types of accommodation.

As a result of the rapid growth of tourism, Bruges in the early
1990s faced severe traffic problems that threatened to devalue
both the tourist experience and the quality of life for local
residents. The main problems were related to the concentration
of visitors in a very limited area (430 hectares) of the old city.
At peak periods there can be as many as 20 000 day visitors in
addition to 8000 or so staying tourists. This is high, given that
there are only 20 000 residents in the old city (as compared to a
population of 116 000 for Bruges as a whole). The large number
of tourist coaches impedes traffic flow and exacerbates the
inability of the city’s medieval street pattern to cope with the
demands of the motor car.

The majority of visitors arrive by car, and car ownership by
Bruges residents is also increasing. The main problem, as in
other historic cities all over Europe, is to find a balance between
low-volume, high-spend staying tourists, and day visitors
whose contribution to the local economy may be offset by
their negative impact on the host community and the fabric of
the historic town.
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Furthermore, in terms of the number of British staying visitors,
Fig. 23 clearly suggests that tourism in Bruges is starting to
stagnate, although it also illustrates the effects of the global
economic downturn in 2008 on tourism.

All buses have been replaced by minibuses that are more
manoeuverable and produce less noise and pollution, the
frequency of buses has increased and more suburbs are directly
connected to the city centre. The use of the bicycle has also
been encouraged, all cyclists have access to the centre and the
number of parking areas for bicycles rises steadily.

Recently, Bruges had to face many of the problems of mature
tourist towns, such as overcrowding, congestion, conflicts
of use, commercial “crowding out,” and changes in the use
of public spaces as well as in town planning. Therefore, a
systematic study of tourism demand, supply and product was
carried out in order to gather information to improve benefits
and diminish negative impacts. One of the main results of that
study led to the establishment of a traffic plan that tends to
divert all traffic through a ring road and makes it impossible to
drive through the centre. Only one fixed route allows visitors to
come close to it, and this travelling at 30km per hour. Coaches
bringing visitors who do not stay overnight have no access at
all to the centre and have to unload in special parking places
around the ring road. One-day visitors can then reach the centre
by foot or by public transportation only.

Fig. 23

Trend of British overnights in Brussels and Bruges 2007-2011

Source: http://www.toerismevlaanderen.be/sites/toerismevlaanderen.be/files/assets/documents_KENNIS/cijfers/
Marktrapporten/2013_BRITISH%20market_2011.pdf
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Fig. 24

Dubai Source Markets (number of guests)

Source: http://pr.dubaitourism.ae/2013/07/31/dubai-enjoys-busiest-first-half-year-ever-attracting-5-5-million-visitors/

There is little sign of stagnation in Dubai. Fig. 24 clearly
shows that the destination is continuing to thrive in terms of
international visitor appeal.

The main aim of the Government’s tourism strategy is to
position Dubai as one of the world’s foremost destinations for
both leisure and business travellers by continuously evolving its
broad and diverse tourism offering. The intention is to attract
visitors from a range of source markets, including targeting a
new generation of first-time travellers from emerging markets.
As Fig. 24 shows, the increase in visitors from each of the key
source markets is encouraging, with a number of these markets
showing particularly strong growth, including the GCC (Gulf Cooperation Council) countries, China, India, Australia and many
countries in Europe.

More than 5.5 million tourists visited Dubai in the first half of
2013, representing an 11.1% year-on-year increase, indicating
that Dubai is on the way to achieving its Tourism Vision for 2020.
Dubai’s Tourism Vision for 2020 sets out how the city will double
its annual visitor numbers from 10 million in 2012 to 20 million
in 2020.
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Guest numbers across all hotel establishments (hotels and
hotel apartments) in the first half of 2013 reached 5,583,379, an
11.1% increase on the 5,027,223 in the first half of 2012. Dubai’s
top 10 tourism source markets remained the same as those for
the first half of 2012, with some slight changes in positioning,
and reflect the diversity of visitors who are attracted to the city.
Saudi Arabia, India, UK, USA, Russia, Germany, Kuwait, Oman,
China and Iran made up the top ten for January to June 2013.
Australia (ranked 13th) also recorded a sizeable rise in visitor
numbers, with growth rates of 24.3% reflecting the increased
flight volume resulting from the partnership between Emirates
Airline and Qantas, formalised in April 2013. The Netherlands
entered the top 20 source markets for the first time, at number
20, with a 17% increase in visitors. Guests from the world’s two
most populous nations, China (ranked 9th) and India (ranked
2nd), continued to show strong increases, with visitors from
both markets up by 15.8% buoyed both by the growth in the
emerging middle class and first-time international travellers, and
by targeted destination marketing campaigns led by DTCM (the
Dubai Department of Tourism and Commerce Marketing) and
its overseas offices, and tourism sector partners.
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To widen the range of Dubai’s tourism offerings, the tourism
development strategy has three key areas of focus:
•

The UAE should be the world’s leading family destination.
The DTCM will play a central role in coordinating the
activities of industry and public sector partners to expand
the existing attractions, events and experiences on
offer that cater to families. This will also include creating
segmented packages and tailored offerings that make
the most of the Emirate’s assets, including the city, desert
and coastline – for example, by effectively marketing the
historic and cultural sites; world-class sporting facilities; and
capabilities in the cruise industry.

•

Dubai as an event destination is a second area of principal
focus, with the aim of moving from the regional events
hub to a global events and entertainment destination.
As part of this, both the Dubai Events and Promotions
Establishment (DEPE) – organiser of festivals such as Dubai
Summer Surprises and Dubai Shopping Festival – and
Dubai Calendar, were recently integrated into DTCM. DTCM
will also continue to work closely with the Expo2020 team
to support and promote the Dubai/UAE bid to bring the
World Expo to the MENASA (Middle East, North Africa and
South Asia) region for the first time.

•

The offer to business visitors is a third principal focus, with
the strategy setting out plans for enhancing Dubai’s status
as a business destination. Already the Meetings, Incentives,
Conferences and Exhibitions (MICE) capital of the region,
DTCM will work with the industry in improving the business
tourism offer to make sure that Dubai is the easiest and
most effective place to do business; and to adopt a more
unified approach to business and leisure tourism.

Dubai sees no distinction between the business traveller and
the leisure visitor. From their point of view, today’s conference
delegate is tomorrow’s holidaymaker and there are a number
of steps that can be taken to encourage the business traveller
to extend their stay or return for leisure trips with friends and
family.
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G729 EVENT
MANAGEMENT

3.10.1 FEASIBILITY OF THE PROJECT
In the CIE book, pages 247-250 introduce you to some ideas
that will need to be considered in the early stages of event
preparation. Here is an account of the way in which one
particular student approached the initial stages of event
planning.

Chapter 8 in the CIE book introduces you to some important
aspects of planning and then managing an event within the
travel and tourism industry. As is the case for OCR candidates,
the CIE chapter has been written to provide help and guidance
to individual students involved in the running of a chosen
event. Both awarding bodies require the production of an
individual piece of coursework that addresses key sets of
criteria. Furthermore, both CIE and OCR require you to have
direct experience of event planning, delivery and evaluation. A
key feature of your portfolio of evidence will be your ability to
reflectively comment about your own personal performance in
the group task.

As we are creating our own event, we each came up with 3
different possible ideas for our event and give reasons for possibly
undertaking it. Whilst thinking of reasons, we also considered
the following; whether it was affordable, if it would benefit our
customers and whether or not it would be enjoyable for them. My
three ideas were as follows:
Alton Towers
I thought that this was a good idea as it would be a fun day out
for our customers as well as ourselves, and if we travelled with
a certain amount of customers, we would have been able to
get some of the price off which meant it would have been more
affordable. However it may not have been really beneficial for our
customers.

There is much common ground between the two approaches
to this unit and a consideration of the following information
will help you use the content of the CIE book to maximum
effect when constructing your portfolio of evidence for final
assessment. You will be required to produce a business plan for
a travel and tourism group project and provide evidence of your
involvement in carrying out this group project. The evidence
will include:
•

a business plan of your travel and tourism group project,
presented individually

•

evidence of your involvement in the planning, preparation
and running of the group project and a detailed record of
your contribution

•

relevant research and analysis into the feasibility and
management of the group project

•

an evaluation of your own performance and the team’s
performance during and after the group project, including
recommendations for improvement.

London Theatre
I believe that this was also a good idea as we would be able
to take the level 2 performing arts students and it would be
beneficial for them, as part of their course is acting and scripting
plays. The prices were not cheap, but with the right amount of
fundraising, would be affordable. However travelling to London
would have been time consuming.
Madame Tussauds
This would have been a good idea as it would have been a fun
and enjoyable day out for our customers. However travelling
to London would have been time consuming, and if we were
finished a couple of hours before we were supposed to leave,
we might have found ourselves walking around and not doing
much.
After carefully considering all of my ideas, I decided that the trip
to the London Theatre was the best option. This was because,
even though it would have been quite expensive, it will have
been beneficial for its target audience, as well as a fun day out for
them and us.
Once we had all decided on one specific place we each thought
we should visit, we decided that we should create a power point
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to show our idea on what we as a group could do for the event. In the
presentation, we were to include the following things: where we planned on
having the event, what relevance it had (if any), who we should take, what
we can do there, the advantages and disadvantages of our idea, and the
cost of it.
After we had each presented our ideas, each person produced a statement
about our proposal’s strengths and weaknesses. We then printed out our
statements and photocopied them so we were able to give a copy of
them to each other. Mine can be seen below.
Strengths
Main strengths of my idea included: we are able to make the trip
beneficial for our customers as well as for ourselves, because our
targeted customers would be the Level 2 drama group. Therefore it
would be relevant for them to go on the trip. Also people who have
never visited London before, nor seen a show, will get the opportunity
to, when attending this trip. Although the trip may cost quite a bit,
it would be achievable if we did the right amount of fundraising,
such as cake sales for the rest of the college. During the trip, if we
had enough time, we could look around the area we are in and go
shopping or sightsee to allow our customers to experience their trip
to the fullest.
Weaknesses
Main weaknesses of my idea included: travelling there and back
to London would be very time consuming; however we would
probably travel by train rather than coach as it would be cheaper
as well as quicker. Even though we could possibly raise the money
through fundraising as said before, the prices of the train tickets
and tickets for the theatre itself may be too expensive for our
customers to afford. There is also the issue as to whether the
drama group may be studying a play or musical which is not on
within any of the theatres around the time we plan on going,
which may make them less eager to attend the trip.
After each person had produced a statement about their idea’s
strengths and weaknesses, we assessed each idea and created
the following initial evaluation table.
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Overall Group Summary
Proposal

Cost

Purpose?
Y/N

Number of Strengths

Number of Weaknesses

Fun?
Y/N

Realistic?
Y/N

London
Theatre

£25 +
Transport

Yes - 8
N-0

4+4+5+5+5+5+3+4=35

3+3+4+5+3+3+3+3=27

Yes - 7 Yes - 6
No - 1 No - 2 +8

Harry Potter
Tour

£15 +
Transport

Yes - 7
No - 1

3+1+4+7+7+7+4+5=38

4+6+6+4+4+4+4+4=36

Yes - 3 Yes - 6
No - 5 No - 2 +2

Chester Zoo

£15 Total

Yes - 8
No - 1

3+4+6+5+3+5+4+4=34

3+1+2+4+5+3+4+3=25

Yes - 6 Yes - 8
No - 2 No - 0 +9

Clothes
Show

£27 +
Transport

Yes - 7
No - 1

3+4+4+8+6+7+4+4=40

3+3+6+3+4+3+3+4=29

Yes - 5 Yes - 6
No - 3 No - 2 +11

Active
Adventure

£15 Total

Yes - 5
No - 3

3+4+4+5+3+3+3+3=28

1+3+4+5+5+3+3+3=27

Yes - 5 Yes - 8
No - 3 No - 0 +1

Knowsley
Safari

£16 +
Transport

Yes - 8
No - 0

3+3+3+6+6+5+3+4=33

2+3+4+4+2+2+4+3=24

Yes - 5 Yes - 7
No - 3 No - 1 +9

Nickelodeon

£20 +
Transport

Yes - 0
No - 8

1+1+2+3+4+4+2+3=20

3+4+5+5+6+3+4+4=34

Yes - 3 Yes - 6
No - 5 No - 2 -14

Cadburys
World

£10 +
Transport

Yes - 5
No - 3

1+4+2+4+3+4+3+3=24

1+2+6+5+5+3+3+3=28

Yes - 1 Yes - 7
No - 7 No - 1 -4

As a group, after we carefully went through our table, we came to the conclusion that Chester zoo would be the most suitable day
out for our event as it was both cheap and fun. Even though it was not the highest scoring idea, we thought the Clothes Show
would have been too expensive and we believed not many people would have attended.

3.10.2 TEAMWORK

designing blueprints for a new building, and then guiding the
construction of the building using these blueprints.

Pages 253-258 in the CIE book cover this aspect in some detail.
For the purposes of the OCR Event Management unit, most
candidates are likely to behave, within their team, as people
who have shared objectives, so will work with each other on
a temporary project basis, to achieve common objectives
in a way that allows each individual to make their own
identifiable contribution– this is sometimes called a Project or
Development team.

COMMAND TEAM
The goal of the command team is to combine instructions
and coordinate action among management. In other words,
command teams serve as the “middle man” in the task (Devine,
2002). For instance, messengers on a construction site,
conveying instructions from the executive team to the builders,
would be an example of a command team.

Although the concept of a team is relatively simple, many
different types of teams have been identified by social scientists.
In general, teams either act as information processors, or take
on a more active role in the task and actually perform activities.
The following are some common categories and subtypes of
teams.

PROJECT TEAMS
A team used only for a defined period of time and for a
separate, concretely definable purpose, often becomes known
as a project team. In general, these types of teams are multitalented and composed of individuals with expertise in many
different areas. Members of these teams might belong to
different groups, but be assigned to activities for the same
project, thereby giving the image to others of an established
team. In this way, setting up a team facilitates the creation,
tracking and assignment of a group of people based on the
project in hand.

EXECUTIVE TEAM
An executive team is a management team that draws up plans
for activities and then directs these activities (Devine, 2002). An
example of an executive team would be a construction team
GCE TRAVEL AND TOURISM
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3.10.4 FINANCING THE EVENT

ADVISORY TEAMS
Advisory teams make suggestions about a final product
(Devine, 2002). For instance, a quality control group on an
assembly line would be an example of an advisory team:
they would examine the products manufactured and make
suggestions about how to improve the quality of the items
being made.

Pages 263 - 266 of the CIE book cover financial matters in some
detail.

3.10.5 OCCASION MANAGEMENT
The CIE book does not have a particular section to address
this in a standalone manner. The OCR unit expects you to
understand the impact of setting and meeting deadlines
and targets for interim activities. This is often achieved by
the preparation of a schedule of activities for the event and
the identification of areas of responsibility for the different
components of the event. This enables closer monitoring of the
preparation stages and helps towards a successful outcome.
The importance of individuals working to clear deadlines needs
to be considered. Decisions must be made as to the action to
be taken if these are not achieved, or need to be revised, or if
other problems arise.

WORK TEAMS
Work teams are responsible for the actual act of creating
tangible products and services (Devine, 2002). The actual
workers on an assembly line would be an example of a
production team, whereas waiters and waitresses at a restaurant
would be an example of a service team.

ACTION TEAMS
Action teams are highly specialised and coordinated teams
whose actions are intensely focused on producing a specific
product or service (Devine, 2002). A football team would be an
example of an action team. Other examples are the military (or
teams within the military), emergency service personnel, and
transportation (Eg. flight crew on an airplane).

To help guide you in these respects, let us now have a look at
the way in which one particular student approached matters.

VIRTUAL TEAMS
Developments in communications technologies have seen
the emergence of the virtual work team. A virtual team is a
group of people who work interdependently and with shared
purpose across space, time, and organisational boundaries
using technology to communicate and collaborate. Examples of
technologies include such as email, tele-conferencing, videoconferencing, social media communities. Virtual team members
can be located across a country or across the world, rarely meet
face-to-face, and can include members from different cultures.
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For my event activity I am thinking about carrying out a painting exercise with the primary school children. I thought this
would be a good idea because I could educate the children that my chosen cultural destination of France is very well known
for its painters such as Monet. It is also famous for the Louvre Museum and Gallery.
For my part of the event I would ask the children to each paint (space and resources permitting) something that they
associate with France/Paris. This way the children are getting involved in doing something rather than just listening to me talk
and it should come across as more exciting and fun.
After the allocated time has ended each child can show the rest of the children their painting and explain what they have
chosen to paint. I would then place all of the paintings on a table and each child could put their paintbrush or an object on
the painting which they think is the best. Therefore, the one with most paintbrushes on receives a prize such as sweets.
I may also have French music playing in the background to get into a more French atmosphere by playing music on a music
docking station of my own, if no school equipment is available.
The children will enjoy this particular task because it is getting them involved in a painting exercise which is fun and
experimental, as nothing has to be perfect and it will be calming yet entertaining and enjoyable.
They will also be able to learn things about France for example if they are finding it difficult to associate something with
France then I would educate them and talk to them and see what they think. Therefore, they will be expanding their
knowledge on France and also their painting skills and using their imagination.
The materials I will need:
•
around 5 pots of water for each child,
•
around 30 sheets of plain white paper,
•
around 5 sets of paints for each group to re use and also
•
French music.
Who will supply?
Cost?
I will be able to deliver all of the parts of my activity as most of the activity is designed to allow the children to use their
imagination. I will be able to offer my help and assistance if needed, but mostly the children will be in control.
The questions I will need to ask the Head Teacher of the school are:
1. Will I be provided with tables so that the children can sit and paint rather than having to sit on the floor which could make
more mess and be more difficult?
2. Does the school have aprons already that I can use when carrying out my painting exercise?
3. How many children are there altogether and how many per group?
4. How long is the time we have all together and for each group?
Our group has the opportunity to meet with the school’s Deputy Headteacher at 1pm on Tuesday 9th November.
Our group met prior to our arranged visit with the Deputy Headteacher. However, one member of our group was not present
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and so we were unable to provide the full detail of our suggested event activities as only
6/7 proposals were available.
Key points from our meeting:
•
•
•
•
•
•
•

Target group to be Year 6 and Year 5 classes
Year 6 only 15 on roll and they are very co-operative whereas 22 members of Year 5
are more challenging in terms of limited concentration and lacking maturity
It was agreed that the event would run from 1.30 until 3pm
It was suggested that the individual components of our event be visited in rotation
by groupings of pupils decided by the school
To emphasise the multi-cultural approach, the Deputy Headteacher was happy for
the children to dress up in appropriate costume
The Hall, classroom 6 and the playground be used as venues for event activities
Time constraints seem to suggest that event activities need to be condensed and
we agreed that there should be a planned reduction along the following lines:
-- Tyler and Khaira combine so that Egypt and Greece are delivered together
-- Sara and Faye combine so that Mexico and Spain are delivered together,
maximising use of interactive whiteboard facility
-- Louis delivers Brazil outside with a sporting/activity focus
-- Sarah develops an artistic theme for Paris
-- Fabia develops Calcutta in an appropriate manner.
-- It was agreed that the students would develop their initial ideas and that a
revised programme of activities be presented to the Deputy Headteacher at a
review meeting to be held at 1pm on Tuesday 11th January.

Review of planned activity after meeting
The Egypt/Athens activity to be set in the context of the school’s curriculum and the
“Myths & Legends” topic that the children will be familiar with.

Project Timescales

Week starting:

TASK
London feasibility study
London presentation
Cultural event initial ideas
Cultural presentations
Letter to school
Meeting with school
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3.10.6 CARRYING OUT THE PROJECT 3.10.7 EVALUATION OF THE
PROJECT
The brief comments made on page 272 of the CIE book are
perfectly correct and invite the reader to consider the example
provided. However, in terms of the OCR unit, there is some
common ground and possible overlap with the preceding
section. The key focus for you is to make sure that you talk about
performing your role/duties as indicated in the overall event
plan. If you record your evidence in a similar way to the student
in section 3.10.5, the next logical step is to provide details of
your actions during the event itself.

The OCR unit specification is perfectly clear as to how you
should undertake an evaluation of your event. Pages 272 - 273
of the CIE book provide you with very helpful advice. A good
starting point for this is to make sure that at the end of the
event the group has managed to collect some data on the
success or otherwise of the event from participants, customers
or facility/venue providers. This needs to be analysed in order
to produce an effective, individual evaluation which needs to
address key questions such as - did we meet our objectives?
The easiest way to do this is by means of a questionnaire such
as the one shown to the left.

One way in which you can bring your participation and
involvement to life is through a series of photographs.
Arranged in sequence, with suitable annotation, they
become a very good record of your contribution to the event.
Furthermore, you can also use them as an evaluative tool in the
latter stages of your portfolio.

The important point to keep in mind is that each question
should relate in some way to an event’s aims and objectives.
Also, individual questions should be designed to allow valid
conclusions to be drawn. So, for example, Question 1 in the
above example yielded the following results.

Feedback Questionnaire
Please complete the questionnaire by circling or writing your answers.
1) On a scale of 1-10,, how much did you enjoy the trip? (1 not enjoyed it at all, 10
really enjoyed it)
1

2

3

4

5

6

7

8

9

10

2) Do you feel the trip was value for money at £25?
Yes

No

3) Did you feel safe whilst on the trip?
Yes

No

4) Did you think that the trip was educational as well as fun?
Yes

The first question is ‘On a scale of 1 to 10 how
much did you enjoy this trip?’ This clearly allows
quantitative data to be obtained. Responses to this
question yielded a variety of results. This data can
be analysed and information can then be displayed
using a variety of techniques. Subsequent analysis
revealed the following:
•

Values ranged from a low of 2 to a high of 10

•

4+10+10+8+8+10+10+10+9+9+7+7+8+9+5+2+
9+6+7+10+10+9+9

•

23 ratings were received giving a mean average
enjoyment score of 8.09

No

5) What skills, if any, did you learn whilst on the trip?

6) What part of the day did you enjoy the most?

7) Do you think the trip was well organised?
Yes

No

8) Would you do it again?
Yes

No

9) How might the trip be improved?

Thank you for taking time to fill out this questionnaire.
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The graph below shows the results. As you can see, 10 was
the modal score (most common) clearly indicating that the
customers enjoyed participating in the trip. This positive
feedback meant that the group met one of its aims in the
mission statement - “To provide a fun trip”.

•

Materials used

•

What went particularly well/less well

•

Teamwork

Certain key things to consider in the evaluation of an event or
project include:
•

Objectives

•

Meeting of deadlines

•

Performance (individual and team where relevant)

•

Success, measured both against objectives and in other
ways

Fig. 1

Event feedback results
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Evidence for evaluation can also come via written feedback.
For example, the student featured in sections 3.10.5 and 3.10.6
received the following comments from the school.

“All the activities planned were interesting, fun and engaged all the children. Careful organisation
and planning enabled the sessions to run smoothly and the students took the time to support
individual children and ensure they were all able to access the activities. For example, a number
of children who have Asperger’s Syndrome were well catered for and clearly thoroughly enjoyed
the activities. Disruption at times of transition from one activity to another was minimal thanks to
good organisation and a well thought out arrangement of tables and tasks.
There were very positive responses from the children and staff, which encouraged us to consider
working with the College in future – in fact it would be a pleasure! Many thanks for an extremely
enjoyable afternoon for all and best wishes in the future.”
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G730 THE GUIDED TOUR

practical test - on foot, on site and on coach - throughout the
whole of the region in which the guide intends to operate.
Such individuals will be recognised as an official Blue Badge
Guide in each regional tourist board area in which they have
qualified.

This OCR unit is not part of the CIE specification or textbook.
A guided tour will often form an important part of the tourist’s
experience of their visit to a destination or a place. It may
provide them with useful information about the area they are
staying in, interesting information about the facility they are
visiting and help them to understand the cultural and ethical
values of their host community. If you are going to work in the
travel and tourism industry, you may be expected to deliver a
guided tour as part of your job role and may be asked to devise
a guided tour for a specific purpose.

The tourist guide needs to be qualified in various ways:
particularly in linguistic competence and in terms of wide
general knowledge with specific reference to the history,
geography, art and architecture, economics, politics, religion
and sociology of the geographic area of qualification.
Accordingly, most countries with considerable inbound tourism
have seen fit to legislate and make educational provision in this
field, e.g. tourist guides undertaking assessments leading to a
qualification recognised by the relevant regional or national
Tourist Authority.

This unit gives you the opportunity to investigate a range of
guided tours that are currently available and to produce a
guided tour of your own. The evidence that you produce will
include:
•

an account of the range of guided tours available and the
plan of their guided tour

•

evidence of the delivery of the guided tour, along with any
supporting participants’ documents

•

•

All qualified tour guides should conform to the following
international standards proposed by the European Federation of
Tourist Guide Associations:

relevant research and analysis into the investigation of the
range of guided tours and also of the actual guided tour
undertaken

•

Welcome - A warm welcome is assured by courteous,
smiling, appropriately dressed and punctual guides who
are ever conscious of the well-being of the visitor.

•

Communication - Our success in customer satisfaction is
based on the provision of correct, up to date information
combined with interpersonal and communications skills.

•

Knowledge - Although having key qualities and previous
qualifications, we qualify as tourist guides through
thorough academic and vocational training. We prepare
each assignment with regard to relevant and specific
criteria giving varied, selected presentations.

•

Continuing Professional Development - We constantly
seek to improve our professional performance, taking
the opportunity to expand our range of knowledge
by following further courses and re-assessing our skills
wherever possible, particularly in the field of languages and
enthusiastic and lively communication.

•

Organisation - The focus here is on keeping to time,
fulfilling the itinerary and ability to cope with the
unexpected without losing sight of principal objectives.

•

Competence - Only those engagements that are within our
personal expertise are accepted. This relates not only to our
geographic area of qualification, but also to other relevant
competences such as languages, additional qualifications,
etc.

an evaluation of the success of the guided tour, including
recommendations for improvement.

INTRODUCTION
Tour guiding usually refers to the activity of accompanying
a group of visitors around a particular site, town or part of
a region, giving information on the history or geography of
that area, pointing out items of interests, and generally being
responsible for conducting the group efficiently. The tourist
guide’s main role is to escort groups or individual visitors
around the monuments, sites and museums of a city or region.
They interpret, ideally inspiringly and entertainingly in the
visitor’s own language, the cultural and natural heritage and/or
environmental features.
Many people have heard of the term Blue Badge Guide. Such
guides hold the well established and internationally recognised
Blue Badge Guide qualification. This is obtained after being
trained and examined by means of a written exam and a
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•

Confidentiality - The principles of professional integrity and
discretion are applied without fail within the framework of
all engagements.

•

Ethics - Local and national regulations are always respected
along with exercising a collaborative spirit towards
colleagues and site staff, presenting overall a positive
image of our profession.

There are now many types of holiday selected by leisure
travellers that involve the services of a tour manager. Such
managers will accompany a group of people for their holiday,
make sure all the arrangements run smoothly, deal with any
problems, and to pass on their specialist knowledge of what
the holidaymakers expect to see, do or experience. Thus, they
must have a sound knowledge of the holiday’s particular
theme or focus, whether it is historic sites, opera, paintings,
architecture, or other activities. The administration of such tour
packages is very important and managers have to understand
the implications of the EU Package Travel Directives. They need
to check hotel accommodation to ensure it is up to standard,
liaise with local guides and venues to be visited, ensure the tour
keeps to time, particularly with any transport deadlines to be
met, check and look after luggage, and generally ensure that
the clients have as trouble-free a holiday as is possible.

Source: http://www.feg-toursitguides.com/quality-charter.
html

3.11.1 DIFFERENT PURPOSES AND
TYPES OF GUIDED TOUR
You need to understand that guided tours have a number of
different purposes. Some are designed to introduce tourists
to the main features of a particular area or to inform visitors to
a site about its contents or history. Other tours have a theme,
such as the history of an area, the life of a famous person or
a ghost tour. A guided tour needs to meet the interests and
needs of its target customers. In this section we shall investigate
a variety of different types of guided tour available to tourists
including:
•

tours guided by a person

•

written forms of guided tour

•

audio guided tours

•

virtual/computer-based guided tours.
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Lapland to meet Father Christmas. All of these packages will
involve at least one guided tour as part of their itinerary.
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To help you understand and appreciate that there is a wide
variety of guided tours available to leisure travellers, research
your local area to find examples to help you complete the table
shown in Fig. 1.

Fig. 1

Types of Guided Tour
Type of Tour

Purpose: Topic/Theme

Target Market

Time(s)

Price

Walking tour - guided by a
person
Coach tour - guided by a
person
Other vehicle - guided by a
person
Written tour using a map
Written tour using a leaflet
Written tour using a book
Audio tour at one site
Audio tour of more than
one site
Virtual tour
Tour using a variety of
methods
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We can now start to look at some examples of the different
types of guided tour and in each case we shall try and assess
their relative merits and deficiencies.

WALKING TOUR GUIDED BY A PERSON
Spring 2005 saw the opening of what was probably the world’s
most expensive hotel development at that time, the Emirates
Palace in Abu Dhabi. Guests in the hotel’s 394 bedrooms,
including suites such as the one shown in Fig. 2, get a handheld
computer to interact with the television, music system and 30
separate lights in each room. The government-owned hotel,
which has a separate floor reserved for Gulf Arab royalty, boasts
an unbroken bubble of wireless Internet access on its 250-acre
(100-hectare) grounds. It even works next to the two swimming
pools and on the private beach.

2000 staff members representing over 40 nationalities

•

114 domes, of which the largest - the Grand Atrium - is
higher than the dome of St. Peter’s Basilica in Rome

•

The Emirates Palace Archway, covered in Italian stone, and
bigger than the Arc de Triomphe in Paris
Fig. 1

1002 Swarovski crystal chandeliers

•

Over one million square feet of marble, imported from Italy,
Spain, China, and India

•

200 fountains amid exotic park grounds, home to over
8,000 trees, and the palace’s private heliport

•

A mile-long stretch of Abu Dhabi’s most beautiful sandy
beach.

The tour also includes some of the hotel’s 20 food and beverage
outlets. The Hotel’s Palace Conference Centre is the most
luxurious and technologically advanced meeting facility in the
region. Visitors to the hotel’s conference facilities include:

Potential guests asking for a private show around the property
will have the chance to observe:
•

•

•

an auditorium with seating for 1200 guests

•

a main ballroom that can accommodate up to 2800
persons, and

•

an extensive range of 48 meeting rooms including a Media
Centre and Business Centre.

The hotel complex has a series of touch-screen information
points positioned throughout the various public areas to keep

Guest room at the Emirates Palace, Abu Dhabi

© Kempinski
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residents and visiting guests alike fully up to date about the
property’s various events and facilities. The whole development
is aimed at both the domestic and international business and
leisure markets. However, as with all more recent developments,
it will take time for the hotel to fully establish itself and build up
an expanding sustainable client base. It is for this reason that
Guest Services staff conduct privately arranged tours of the
property.

thus supply or will have access to all appropriate additional
information about the Hotel’s products and services.
One approach that will help you to meet the requirements of
this unit is to investigate provision within each type of guided
tour category. For example, you could attempt an analysis of
different types of tour guided by a person (see Fig. 3).
There are many different types of tour guided by a person
and you should examine a wide range. For example, overland
tours are very different from general city sightseeing tours.
You might choose to investigate some of the products and
services available from a leading UK overland company such as
Dragoman Overland.

The tour is not available to the general public without prior
contact with the Hotel’s Guest Services Department and it
is only offered at fixed times when convenient for the hotel.
The person conducting the tour is a hotel employee and can

Fig. 3

Different types of Guided Tour
Objective

To identify and explain the
different types of tour guided by
a person.

Activity

Identify and provide examples of types of
tour guided by a person:
•
Walking tours of one or more sites
•

Coach tours of one or more destinations

•

Boat tours

•

Guided treks or rambles

For an example of each type consider:
•
The purpose of the guided tour

GCE TRAVEL AND TOURISM

•

The type of guided tour

•

The availability of the guided tour

•

The time the guided tour takes

•

The cost of the guided tour

•

The extent to which the guided tour
meets the interests of its targeted
customers

•

How well the guided tour meets the
needs of different customer types

•

Whether there are any procedures in
place to identify/solve problems which
may arise during the tour’s operation.
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Resources

•

An area’s tourist or visitor guide

•

TIC leaflets

•

Local tourist board’s “Destination
Manual”

•

Internet sites

•

Advertisements

•

Guidebooks

•

Brochures

G730 THE GUIDED TOUR

In 2005 Dragoman Overland was created by the merger
of Dragoman and Encounter Overland. With over 40 years
experience of operating overland trips, the merged company
launched 5 new styles of overlanding. Dragoman Overland now
has a fleet of over thirty-five Dragoman and Encounter Overland
trucks around the world. It is now the biggest and the best
overland company with more routes than any other operator.
Their routes across Central Asia are legendary and they are still
the largest operator in South America.
Over the past 40 years the company has built up an extensive
knowledge of the destinations visited and has created support
teams in appropriate locations to service their overland tours.
The organisation is also a very innovative adventure company,
having pioneered the original overland routes and developed
responsible tourism policies from an early stage. The company
currently offers trips in five different guises tailored to offer
passengers different experiences:
•

Escape

•

Discover

•

Encounter

•

Family

•

Ultimate Overland.

•

View of Charles Bridge

•

House of the Black Madonna & Museum of Cubism

GCE TRAVEL AND TOURISM

•

View of Prague Castle

•

Rudolfinum – Czech Philharmonic

•

Old New Synagogue & the Golem

•

Art Nouveau Municipal House

•

Spanish Synagogue

•

St. Nicolas’ Church

•

Old Jewish Quarter

•

Kinský Palace

•

Wenceslas Square.

WRITTEN TOURS USING A GUIDEBOOK
Written guided tours, such as the one shown in Fig. 4, are not
only intended for those visiting a particular tourist facility, as
they can cover routes of all types. For example, a guest staying
at Abu Dhabi’s Emirates Palace may be interested in exploring
the wider UAE and Gulf region. There are many guidebooks to
help such travellers and ‘Off-Road in the Emirates’ by Dariush
Zandi is one such example, written for 4x4 enthusiasts. The
book features some 15 specially-chosen routes which vary in
terms of both their duration and landscape.

Walking tours guided by a person are equally varied and you
might choose to compare two contrasting examples with
which you are familiar. The following tour of Prague is but one
possible illustration. SANDEMANs New Europe is a young,
dynamic, international company that operates in 18 cities
around Europe, the Middle East, and the US. With over 80 tours
running daily across their network, catering to thousands of
guests every week, they are the largest walking tour company
in Europe, connecting travellers with over 200 freelance guides
throughout the year. The ‘Free’ Tour of Prague is an enjoyable
and informative way of experiencing one of Europe’s most
beautiful cities. The three hour free tour takes visitors to a variety
of city locations including:
Old Town Square & Astronomical Clock

Church of Our Lady before Týn

SANDEMANs tours are quite different to the tours provided by
Big Onion in New York. Since 1991, Big Onion Walking Tours
has led locals and visitors alike on innovative and exciting
tours through New York’s ethnic neighbourhoods and historic
districts. In particular, their walking tours explore the many
layers of history that make up the fabric of the city. Big Onion
tours offer some of the finest, most comprehensive and
thought-provoking walks currently available. The company has
won numerous awards, including “Best Walking Tour in New
York City” by New York Magazine.

These different types of trip vary from a comfortable ‘see it all at
your leisure’ longer journeys to shorter ‘see as much as you can’
in a two to three weeks time frame.

•

•

Buraimi Oasis is a huge green depression in the desert that
straddles the border between the Eastern Province of Abu
Dhabi and the Sultanate of Oman. It is surrounded by Oman’s
Hajar Mountains to the east, an isolated mountain named Jebel
Hafit to the south, and the endless dunes of the Rub’ Al-Khali,
or Empty Quarter, to the west. Prior to the oil boom, there were
seven major date palm producing areas within the 15 by 30 km
triangular oasis.

65

G730 THE GUIDED TOUR

In the days before the oil boom, the oasis was a five day
overland journey by camel from Abu Dhabi. Today the trip takes
about two hours on a tree lined freeway. Once in the oasis,
you can cross freely between the oasis and the state of Oman people driving up from the Omani capital Muscat pass through
customs before reaching the town of Buraimi - and this is one of
the factors that makes the oasis so appealing. However, driving
enthusiasts following Zandi’s Route 8 will leave Buraimi and
complete a 98 km round trip to Khatwa village. The reasons for
undertaking this particular excursion are as follows:
•

Two forts at Buraimi

•

Fossil Valley

Fig. 4

•

Hanging Gardens and vertical cliffs of Jebel Qatar

•

Oasis of Mahda, an authentic Omani village

•

Khatwa village with its oasis, date plantations, fruit 		
gardens, mud and stone buildings with palm roofs.

A feature of the second edition of Zandi’s book is the use of
Global Positioning System (GPS) co-ordinates to identify the
precise location of the attractions itemised along the various
routes. This makes these written guided tours particularly
useful for off-road enthusiasts and adventurous motorists alike.
Furthermore, detailed maps for each route are included and it is
little wonder that this book has proved very popular.

Front cover of What’s On Guides Off-Road in the Emirates

© Dariush Zandi, Motivate Publishing Ltd, 2007
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WRITTEN TOURS USING AN INFORMATION
LEAFLET

An information leaflet provided for visitors to the church draws
attention to the following:

The Essex village of Messing, in the past known by various
names such as Maesa’s Settlement and Mething, is close by a
site called The Rampart which according to legend is where
Boudica, Queen of the Iceni, was defeated by the Romans.
Located some eight miles from Colchester, this small village of
less than 300 inhabitants has an interesting claim to fame. Fig.
5 shows the village’s parish church of All Saints, which has a
history dating back to 1194. However, the village and its church
attract visitors for another reason. The ancestors of George Bush,
the former President of the United States of America, came from
Messing. During the 17th century, approximately 7% of Essex’s
population emigrated to the New World and most of them
settled down to form part of the Massachusetts Bay Colony. One
such emigrant was Reynold Bush, a farmer, whose family had
ties with the Messing area going back to the 14th century.

•

19th century font

•

The nave

•

The pulpit window

•

The large medieval chest

•

The organ and choir stalls

•

The Royal Arms dated 1634

•

The East Window

•

The chancel

•

The communion stalls

•

The USA Flag presented to the church in 1989

Fig. 5

Messing Church

© Peter Stack, 2009, www.geograph.org.uk
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Additional detail is provided about each of the items and the
visitor can reflect about the many changes that have taken
place since Messing was the Anglo-Saxon Maesa’s Settlement.

Fig. 6

The village of Messing also attracts more active visitors. Fig. 6
shows that the village is popular with ramblers and that there is
an established countryside walk around the local area.

Screen shot of the Essex Walks website

Source: http://www.essexwalks.com/walks/messing.html#page=page-1
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Many tourist and visitor attractions provide detailed leaflets
so that visitors are able to guide themselves around the site.
Kentwell Hall and Gardens in Suffolk, shown in Fig. 7, is one such
attraction. Kentwell Hall is one of England’s finest moated Tudor
houses, described by Country Life as ‘The epitome of many
people’s image of an Elizabethan house’. Built and enhanced
by successive members of the Clopton family in the first half
of the 16th Century on riches accrued from the wool trade
(John Clopton also had the magnificent Long Melford parish
church built), the exterior of the buildings has remained mainly
unchanged since.

to see the House and the Tudor Re-Creations on selected dates
are able to use various written guides to help them explore
the property. During an outing to Kentwell Hall the following
information sources can be used:

Kentwell is not a stately home stuffed with museum pieces - it
is a lived-in house full of interest and vitality, which exudes
a strong sense of history. It has been the cherished home of
the Phillips family since 1971, and progress of their continuing
restoration has interested visitors for over 25 years. The owners
were keen to show how the House might have been lived in
and sustained a community in its heyday in the 16th century.
They wanted to bring the 16th century to life for visitors,
young and old, who might otherwise have only had a sketchy
knowledge of the period. To this end they devised their ‘ReCreations of Everyday Tudor Life’, the first of which took place
in 1979. The novelty of this approach was that it concentrated
upon everyday domestic life rather than battles, which most
living history exhibitions featured at the time. Visitors who come

•

The House itself, where a variety of additional printed
information is available about the content and features
of particular rooms. Furthermore, on Re-Creation days,
some 200 Tudor men, women and children are available to
provide additional clarification as required

•

Continue behind the House to the 15th century Moat
House and the Camera Obscura

•

Then into the Gardens, both into and around the outside of
the Walled Garden

•

Finally, the Stableyard and farm.

Fig. 7

•

Information leaflet issued at time of entry

•

Promotional flyer available from local information centres

•

Guidebook available from the Hall‘s on-site shop.

Visitors are given a suggested itinerary to follow:

Throughout the property, additional written information is

Kentwell Hall

© Joingate/Shutterstock.com
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provided about the various features on public view to help
visitors understand the significance of the various displays.

Many visitor attractions offer audio guided tours. At Westminster
Abbey, the audio guides are free with your individual entry
tickets at the North Door. They have proved popular with
visitors who prefer to take their own time and pace to visit the
Abbey but who appreciate some extra guidance on the history
and meaning of what they see. This tour takes around one hour.

AUDIO GUIDED TOURS
Visitors to London will be familiar with the scene shown in Fig.
8. Customers can access a personal recorded commentary
which enables them to hear all about London in a choice
of 8 languages: English, French, German, Italian, Spanish,
Portuguese, Mandarin and Russian. Complimentary earphones
are provided.

The audio guides are hand-held sets and are easy to use.
The English-language tour is narrated by the Oscar-winning
actor Jeremy Irons but audio guides are also available in ten
other languages: German, French, Spanish, Italian, Russian,
Portuguese, Polish, Hungarian, Mandarin Chinese, and Japanese.
They are available at the Abbey’s Information Desk near the
North Door between the following times:

The hop-on, hop-off facility enables tourists to explore the
sights at their leisure. There are more than 50 locations where
you can get off the bus to visit attractions or explore places
of interest. This facility gives visitors the freedom to plan their
own itinerary and explore the city’s magnificent landmarks and
exciting attractions for as little or as long as they like. You can
get off and on the open-top buses as many times as you want
within the validity of your ticket.

Fig. 8

Monday - Friday: 9.30am - 3.30pm (excluding Wednesday)
Wednesday: 9.30am - 6.00pm
Saturday: 9.30am - 1.30pm (June - September available until
3.30pm)

Big Bus Tour

© Big Bus Tours
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VIRTUAL TOURS

The audio guides need to be returned in Poets’ Corner before
continuing your tour of the Cloisters, Chapter House and
Museum. An English version of the audio-tour is available for
iPhone and Android users.

The first use of a virtual tour and the derivation of the name was
in 1994 as a museum visitor interpretation, providing a ‘walkthrough’ of a 3D reconstruction of Dudley Castle in England as
it was in 1550. One of the first users of a virtual tour was Her
Majesty Queen Elizabeth II, when she officially opened the
visitor centre in June 1994. Because the Queen’s officials had
requested titles, descriptions and instructions of all activities,
the system was named and describes as: “Virtual Tour, being a
cross between Virtual Reality and Royal Tour.”

In general, city sightseeing tours have come a long way from
trudging after a man with an umbrella across a section of town
and with recent digital technology are now more accessible
than ever. You can download tours from a website onto your
computer and transfer them to your MP3 or mobile phone
music player. This enables you to take a tour of your choice at
your convenience.

With the expansion of video on the internet, video-based
virtual tours are growing in popularity. Video cameras are used
to pan and walk-through subject properties. The benefit of
this method is that the point of view is constantly changing
throughout a pan. However, capturing high-quality video
requires significantly more technical skill and equipment than
taking digital still pictures. Video also eliminates viewer control
of the tour. Therefore the tour is the same for all viewers and
subject matter is chosen by the videographer. Editing digital
video requires proficiency with video editing software and
has higher computer hardware requirements. Also, displaying
video over the internet requires more bandwidth. Due to these
difficulties, the task of creating video-based tours is often left to
professionals.

Antenna Audio has been a leader for over 15 years in supplying
operating systems to museums, historic sites and other types
of visitor attraction all over the world. Over 70 million people
visiting over 800 tourist and visitor attractions have now
experienced an Antenna Audio tour. Major attractions using
their technologies include:
•

The Metropolitan Museum of Art in New York

•

London’s National Gallery

•

The Louvre in Paris

•

Edinburgh Castle

•

The Alcatraz Cellhouse

•

The Tower of London.

Fig. 9

Such have been the advances in modern technology, the
Internet now contains guided tours for many of the world’s
tourist destinations. These virtual tours range from sophisticated
material used as an aid to destination marketing to simpler
offerings such as the example shown in Fig. 9.

Screenshot of 		
Camulos website

Source: http://www.camulos.com/virtual/guide.htm
GCE TRAVEL AND TOURISM

71

G730 THE GUIDED TOUR

Several of the previous examples that we have looked at have
illustrated the ways in which ICT can be made use of within
the provision of guided tours. We can now consider some
other applications that are influencing the ways in which visitor
information can be made available to the travelling public.

Internet virtual tours

GCE TRAVEL AND TOURISM

Attractions with audio and video clips during tours

A guided tour is designed for a particular purpose and to
meet the interests and needs of its targeted customers. You
need to understand that each guided tour has its merits and
deficiencies, e.g. a personally-guided tour around a facility will
allow its participants to ask questions of the guide, but not
allow individuals to spend much time on a specific aspect of
it which may be of particular interest only to that individual.
For the purposes of this unit you need to investigate, in detail,
the merits and deficiencies of the different types of guided
tour. For each type, you need to consider its advantages and
disadvantages and how well it meets the needs of different
types of customers.
You will be expected to be able to comment about aspects
such as the following:

To help you complete this part of the unit, identify and provide
examples of the types of virtual / computer-based guided tour
such as:

•

•

3.11.2 MERITS AND DEFICIENCIES
OF DIFFERENT TYPES OF GUIDED
TOUR

Thanks to the low-cost new media audio recording
technologies available today and to the relative ease and
minimal cost with which these can be distributed to anyone
around the world, anyone anywhere can become a virtual guide
for their fellow nationals who are travelling to a distant place.
By utilising simple audio recording tools on their computer, it
is very easy for anyone to record a dedicated audio tour inside
a gallery or museum, by either going once on-site with a small
portable audio recorder or by following a well-planned remote
tour of the place with the help of maps, photos, notes and
printed guides collected by you or others at that place. The
recorded material could then be distributed and made available
by means of podcasting via the Internet. By posting such
recordings in digital format on your site, you will make it very
easy for anyone having an Internet connection to download
your virtual guide to their preferred location.

Video /DVD guides

Sites with interactive touch screens

For an example of each type consider the main advantages and
disadvantages from the visitor’s point of view.

Have you ever dreamed of being a guide being able to share
and involve unlimited groups of curious tourists about some
aspect of your city or your area? Until very recently, to be such
a guide you not only needed a great deal of knowledge on the
things you had to say but you had also to physically be present
at a location to deliver such a role. That meant that you did not
usually find Korean guides to the Vatican in Rome, find a Thaispeaking one at the Metropolitan Museum of Art in New York
City or Arabic guides in Rio de Janeiro. However, have changed
in some fascinating ways.

•

•
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•

The purpose of the guided tour

•

The type of guided tour

•

The availability of the guided tour

•

The time the guided tour takes

•

The cost of the guided tour

•

The extent to which the guided tour meets
the interests of its targeted customers

•

How well the guided tour meets the
needs of different customer types
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•

Whether there are any procedures in place to identify/solve
problems which may arise during the tour’s operation.

For tours such as the off-road drive in the UAE, written for
a particular type of tourist, advantages will far outweigh
disadvantages, if indeed there are any disadvantages. Let us
briefly analyse the effectiveness of this tour from the driver’s
point of view. The purpose of the tour is clear in that the driver
will have selected it from the list of possible tours because of
some interest or attraction. In the example previously described,
the eventual destination is easily accessible from Abu Dhabi
within a day, via the main highway to Al Ain. The sites to be
Wseen are also described in some detail and so the driver
knows in advance the likelihood of this being an interesting
tour before setting out. The appeal of the sites identified is
variable and any given individual may decide to ignore some
aspects. For example, not all will have an interest in looking for
fossils. A major disadvantage that might arise is if any aspects
of the tour have changed since the time of publication of the
guidebook. However, this will always be the case with printed
sources and the user should make allowance for this possibility.

Let us now consider the merits and deficiencies of some of
the tours we have looked at in the preceding section and we
begin with Emirates Palace in Abu Dhabi and the pre-arranged
show tour around this luxury property. In this case the explicit
purpose of the guided tour is to give visitors, who might be
potential customers, information about the property and its
range of services. The tour, however, is clearly serving a series of
implicit purposes for Kempinski Hotels & Resorts (the company
managing the running of the property) in that the guided tours
are designed to:
•

Encourage the visitor’s interest in staying as a guest

•

Allow visitors to see various facilities at first hand and thus
raise awareness amongst potential customers

•

Be an opportunity to counter adverse press comments and
allow the individual to reach their own conclusions about
the property.

Fig. 10

The London Big Bus tour shown in Fig. 8 attracts plenty of
review comments on TripAdvisor and nearly half rate the tour as
excellent. Positive aspects of the tour are highlighted in Fig. 10.

Positive review of the Big Bus Tours on Trip Advisor

“Brilliant value for money - a great way to see the sights of London”
“Nine of us (4 adults & 5 children) have just returned from a weekend in London where we spent a whole day using the Big Bus tours
open top buses.
The cost was £30 per adult and £12 per child (or £77 for a family ticket for 2 adults & 2 children). I thought this was quite expensive at
first until I realised that it also included a hop-on and off cruise along the River Thames. When you add up what you would pay for
public transport, this is actually great value for money. They even provide disposable ponchos if it starts raining and headsets for
those buses that didn’t have live commentary.
We managed to cram in almost all of the major sights in London in a day and the open top bus was great for taking photos as you
got some really good views. The buses with the live commentary were better too as you could ask questions if you liked and the
guides threw in extra titbits of information that you wouldn’t normally get. They also made it more fun for our kids by asking them to
shout out when they spotted certain things along the way - this really helped to keep them as interested as we were.
My only advice would be to take a jacket/jumper as we had short sleeves on as it started off as a
nice sunny day but it gets very breezy on the bus and the citycruise boats.
I will definitely use this service again on my next trip to London - it was brilliant.“
Visited September 2013
Source: http://www.tripadvisor.co.uk/Attraction_Review-g274707-d1440169-Reviews-Sandemans_
New_Prague_Tours-Prague_Bohemia.html
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On the other hand, some 15% of comments find varying
degrees of fault resulting in a less than average rating for the Big
Bus tours. Fig. 11 highlights some of the issues that can cause
concern.
Fig. 11

Negative review of the Big Bus Tours on Trip Advisor

“Not worth the money”
My son and his family wanted to go on a tour bus, and I hadn’t done it before, so off we went. The first thing was the price £102 for 3 adults
and one 4 year old. The route was made shorter due to unforeseen circumstances. The traffic was terrible, we spent more time just sat
waiting to move.
The amount of tour buses obviously add to the traffic problem. I didn’t find the staff very customer friendly. It would have been ok if the bus
could keep moving. We decided to get off and so we didn’t take full advantage of the service. (A waste of money). I certainly wouldn’t do it
again.
Visited September 2013
Source: http://www.tripadvisor.co.uk/Attraction_Review-g186338-d187581-Reviews-Big_Bus_Tours_London-London_England.html

However, the Big Bus Sightseeing Tour has been created
around a carefully designed route that takes customers to key
places of interest, and provides a hop-on hop-off facility that
lets passengers explore at will. All tours offer an informative
and entertaining commentary and are delivered by a regular
service of purpose built open-top buses. Big Bus Tours carefully
tailor the tours to showcase the buildings, monuments and
attractions that make the city unique. Furthermore, Big Bus
Tours provide inclusions such as river cruises and museum
entry that enhance the sightseeing experience. Customers
can choose from the 24 or 48 hour ticket to see the city and
its sights at their own pace. The sightseeing tour of London
includes a free cruise on the River Thames and 4 guided walking
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tours for visitors to enjoy. Customers also receive Big Bus
Reward Vouchers that offer a range of discounts at attractions,
shops and restaurants.
Audio tours in general have certain advantages over personally
guided tours, as indicated with reference to Westminster
Abbey. Visitors can move and listen at their own pace and are
not pressured to keep up with the group. The commentary
will often be in their own language thus making it easier to
understand and appreciate what is being said. On the other
hand there is no opportunity to ask questions and obtain
additional information.
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Virtual tours now come in many forms and many visitor
attractions provide on-site interactive guides to help visitors
explore the venue. Similarly, whole destinations can now be
explored remotely via the Internet and travellers can readily
identify locations that are of interest and explore them with
full 360 degree panorama views on their computer screen.
National tourist boards, as part of their destination marketing
strategy, will frequently send out CDs to prospective visitors
so that a variety of material is available to guide the potential
visitor about key features of a destination. Indeed, many of these
aspects will be incorporated into the websites maintained by
such organisations. Digital technology has revolutionised the
ways in which material can be made available to the travelling
public.

•

Leading groups of people

•

Preparing and providing practical information, advice and
assistance to visitors.

3.11.3 DEVISING AND DELIVERING A
GUIDED TOUR

Decide on the purpose of the tour and its objectives. It is
more than likely that your group will contain young people
under the age of 18 and that you will be participating in the
activity to help you generate evidence to meet the assessment
requirements of this unit. Therefore, the tour themes that you
initially consider will need to be assessed in terms of their fitness
for purpose. At this planning stage you should consider:

You need to produce a report which demonstrates your
planning, the tour itself and your evaluation of the tour itself. Let
us now look at what will be involved in producing a report that
addresses each of these aspects.

PLANNING
Any activity requires careful preparation if it is to run smoothly
and the delivery of a guided tour is no exception. You must
follow a logical planning process whereby the following issues
are addressed.

It was highlighted in the introduction that tourist guides
should be qualified to deliver a guided tour. In particular,
the Association of Professional Tourist Guides (APTG) states
that tourist guides should have a wide general knowledge
with specific reference to the history, geography, art and
architecture, economics, politics, religion and sociology of the
area of qualification. They are expected to devise and deliver
a guided tour in a professional manner. The Travel Services
(Commentaries and Interpretation for Tourism) NVQ Level 3
Qualification highlights the following as being appropriate
vocational skills and in unit G730 you have the opportunity to
demonstrate these abilities:

•

Identifying a location for the tour

•

Making sure that it is suitable for the chosen tour

•

Decide on transport, if appropriate

•

Decide on budget and funding arrangements

•

Undertake a risk assessment
Undertake an exploratory visit, if required.

•

Researching and planning interpretations and
presentations on areas

•

•

Developing positive working relationships with customers

In the light of the above you should then give additional
consideration to:

•

Enhancing own performance at work

•

Creating, developing and maintaining effective working
relationships

•

Contributing to maintaining the quality of services and
operations

•

Resolving on-site emergencies and problems

•

Delivering and evaluating interpretations and presentations
on areas
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•

Risk assessment and hazard control measures

•

Emergency procedures and home contact

•

Transport arrangements

•

Insurance arrangements

•

Costs

•

Staffing details, qualifications and experience

•

Contingency plans for bad weather etc.
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Any outdoor education trip is a learning adventure which
develops personal values and concepts, generates skills for
lifelong learning, encourages group cooperation, and enhances
knowledge of and appreciation for the environment. Good
planning will ensure a successful experience for all concerned. If
the tour is being developed as a group activity, the participants,
under the careful guidance and direction of their teacher/tutor,
should determine the goals and objectives of the tour and
identify ways to accomplish them. They will therefore become
committed from the outset to making the trip a success.

Characteristics of group members (such as age, special
needs, and special skills)

•

Purpose for which the tour is being undertaken

•

Length of time the tour will last (including travelling time)

•

Distance to be travelled, transportation and destination

•

Activities to be undertaken while on the tour

•

Season of the year

•

Support tasks to be performed.

Once you have identified a location for your tour and decided
on its theme, you then need to consider what information
will be made available. Furthermore, you will be expected to
provide evidence of your research. There are many sources
of information available to help you plan the content of your
chosen tour:
Industry professionals

•

Gazetteers

•

Brochures

•

Maps
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•

Press

•

Trade journals

•

Promotional leaflets

•

Internet websites

Once you have collected some sample materials you can
extend your search by using the Internet. You can easily
find out more information by visiting any websites that are
quoted on the printed materials that were available at the
Tourist Information Centre. The Internet allows you to research
quite widely. Newspaper articles will often be stored on the
paper’s website and these are an excellent source of additional
information. Depending on the type of tour you select, further
research could be undertaken at your local library, town hall or
museum. These are locations that carry information for the local
population as well as visitors and details of anything with local
interest are likely to be available there.

INFORMATION SOURCES

•

Guidebooks

A good starting point will be a visit to the local Tourist
Information Centre because these facilities carry a wide range of
promotional leaflets, brochures, guide books and other material
relating to the local region. Furthermore, they are frequently
used as an outlet for the booking of local guided tours and they
will provide information about local Blue Badge Guides. Indeed,
information and advice about how to devise, deliver and
evaluate a guided tour could be obtained from the individuals
who actually provide them throughout the year.

Among the factors to be considered in deciding on the type of
tour to be undertaken on a group basis are the following:
•

•
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ACTION PLAN
Does the tour under consideration require any specialised
material or resources? Who will provide them and at what
cost? Is this affordable? Have you the expertise to deliver
what you propose? Will you need supervision? Are materials
included in the price? Where will the tour actually take
place? How do you get there? Is transport provided? Is
the tour suitable for all members of the group? Are there
physical ability and fitness constraints? Is the size and gender
composition of the tour group an issue? If you are planning
to guide a school group, are there particular Health & Safety
and Child Protection issues? You need to be able to provide
answers to questions such as these if your guided tour is
going to work well.
Furthermore, you need to understand that a good tour
meets the interests and needs of its customers. On the basis
of your research you need to select an itinerary and provide
information that is fully appropriate for your target audience.
To see how this might work in real life, let us consider an
actual example.
How you go about devising and delivering a guided tour
will be strongly influenced by your individual circumstances
and the facilities available within your locality. However, the
location in which the tour takes place does not matter. Some
people will have more local opportunities than others but
this will not affect your assessment. You will be assessed
in terms of your delivery and evaluation and not for your
geographical location.

A GUIDED TOUR OF COGGESHALL
Let us now look at just one way in which all of the above
could be put into practice.
The historic village of Coggeshall, with a population
approaching 5,000, is situated in North Essex on the old
Roman military road between Colchester and St. Albans. The
village was mentioned in the Domesday Survey and during
the 15th, 16th and 17th centuries Coggeshall was one of
the most industrialised places in the area, ranking alongside
Colchester in importance in the wool trade. Coggeshall
has over 200 listed buildings which include two important
National Trust properties, Grange Barn and Paycocke House.
The remains of a 12th century Cistercian Abbey lie on the
outskirts of the village and on Church Green stands the
church of St Peter-ad-Vincula, an Essex ‘wool’ church.
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The village’s museum, run entirely by volunteers, attracts
around 4000 visitors a year and is open from April to October
on Sundays and Bank Holidays. It gives an insight into
Coggeshall’s long and interesting history and guided walks
around the town can be arranged for groups. The Museum
also operates a tourist information point on behalf of the
Parish Council, and the volunteer curator answers queries by
letter, telephone and email about Coggeshall and its history.
Grange Barn and Paycocke House are in the care of the
National Trust and open from April to October.
This village can easily be used as the context for devising and
delivering a short guided tour. An individual with convenient
access to Coggeshall might consider designing a tour with a
theme, just as Big Onion have done in New York.
The actual site of the Abbey and its remains tend to be
neglected. Therefore the idea of a guided walk from the
centre of Coggeshall to the Abbey’s site would be an addition
to those walks that already exist. Such a tour could be
delivered in both in person as well as in written form via a
tourist leaflet. The tour would be of some interest to existing
visitor types but could easily be customised to meet the
needs of groups such as:
•

Key Stage 3 History and/or Geography students

•

Key Stage 4 Leisure & Tourism students

•

Post-16 Travel & Tourism Students

•

Students visiting the area

•

A group of family and friends

•

A group of leisure visitors.

Sources of information already exist to help support the tour’s
content. The more obvious sources of research include:
•

Coggeshall Museum and Library

•

Existing leaflets

•

Internet (www.coggeshall-pc.gov.uk)

•

Other local sources such as the Local History group.

Once satisfied that there is sufficient material available to
support the content of the guided tour, a feasibility study
should be planned to make sure that the proposed itinerary
will actually work.
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Fig. 12 shows a map of Coggeshall and a suitable starting point
for the tour will be the car park adjacent to Stoneham Street.
Furthermore, it is less than 1 km away from the Abbey ruins. If
young people are undertaking this guided tour then Health &
Safety will be very important. There is ample free parking for
cars and minibuses and the enclosed space ensures that the
participants can be safely monitored by their supervising adult.
The car park is also adjacent to the Museum and Library and it
would be possible to visit both, subject to arrangements.

was described on the Department for Environment Food and
Rural Affairs website as follows:

The tour would then move along Stoneham Street passing the
Victorian Clock tower and turn right and cross over into Bridge
Street. The tour then passes Rood Hose and crosses the River
Blackwater. After the bridge, the tour takes the first turning
on the left which is Abbey Lane and this marks the start of a
Conservation Walk along an official Public Footpath. The route

After 350 metres the tour will reach the site of St. Nicholas
Chapel and the tour then moves on following the official route.
After another 150 metres the remains of Coggeshall Abbey
are reached. The tour finishes at the Abbey Bridge a further
100 metres away and this location represents the only obvious
hazard on the tour as there is an open water risk here.

Fig. 12

The permissive bridlepath allows horse riding through Abby Farm,
linking the B1024 to Abbey Lane. An attractive area of open access
alongside the River Blackwater can be accessed via the public
footpath at Abbey Bridge. You will see pasture, hay meadow
and restored grassland protecting the remains of a 12th century
Cistercian monastery and several 16th and 17th century buildings.

Map of Coggeshall

© Coggeshal Museum, www.coggeshallmuseum.org.uk
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There are no other hazards on the tour and participants will be
expected to follow the country code and young people will
be under the control and direction of their supervising adult.
The content provided on this walk relates to the key locations
that are passed by. Supplementary information sheets could be
produced as required and an example is shown in Fig. 13.

The house was birthplace of Dr John Gardner (1804-1880),
co-founder of the General Apothecaries Company and the
Royal College of Chemistry.
•

Long Bridge also known as Stephen’s Bridge after the King
during whose reign Coggeshall Abbey was founded. The
bridge arches contain some of the oldest post-Roman bricks
in Britain, dating from the 12th Century. It was built when 1.5
miles of the river were diverted by the monks to provide a
head of water to drive the mill.

•

St. Nicholas Chapel the only remaining whole building of
the abbey complex is the former Gate House, now the St.
Nicholas Chapel. When the abbey was suppressed in 1538,
Thomas Cromwell’s agents auctioned off the lead roof of
the largest abbey building, St. Mary’s Church (the lead or

The tour’s itinerary could highlight the following:
•

•

The Clock Tower a Coggeshall landmark, it was heightened
and refurbished in 1887 to commemorate Queen Victoria’s
Golden Jubilee.
The Rood House is thought to be the site of a Holy Rood or
great Cross that marked the entrance to the Abbey’s lands.
It was pulled down and burnt by Robert Gardner in 1532.

Fig. 12

Coggeshall Abbey

© John Armagh, 2007, www.commons.wikimedia.org
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Fig. 13

A Short History of Coggeshall Abbey
Coggeshall, founded by King Stephen and Queen Maud, was one of the thirteen English houses of the order
of Savigny, the whole of which joined the Cistercians in 1147. Savigny itself was situated within the county of
Mortain, and to this connexion with Stephen, as count of Mortain, the selection of the order of the new abbey
was no doubt due. The choice of the site, on the other hand, came from the queen, Coggeshall being one of
the manors held by her father, Count Eustace of Boulogne. In her foundation charter she granted the manor
to the monks to hold as fully as she and her father had held it, and the grant was confirmed by charters of
Stephen and their son William, count of Boulogne.
The date of the foundation is given in different histories as varying from 1137 to 1142; but the most probable
seems to be 1140, as given by the historian Ralph, the sixth abbot, who states that the convent assembled on
3 August. He is certain to have had good evidence, and moreover correctly records an eclipse in the same year.
This date is consistent with the evidence of the queen’s foundation charter. Ralph tells us that the high altar
was dedicated to St. Mary and St. John the Baptist on 15 August, 1167, by Gilbert Foliot, bishop of London,
who on the same day solemnly celebrated mass at that altar, Simon de Toni being the abbot.
Henry II, by a charter dated at Rouen early in his reign, granted protection and liberties to the abbey, and
confirmed several grants made to it; and this charter was confirmed by Edward I in 1290. Richard I on 15
September, 1189, granted a charter of liberties; John on 1 January, 1204, granted licence for the abbot and
convent to enclose their wood in their manor of Coggeshall; and Henry III on 2 April, 1257, granted licence for
them to enclose woods in Tolleshunt Major, Tolleshunt Tregoz, Inworth, Childerditch and Little Warley, with
various detailed provisions.
During the peasants’ revolt in 1381 some of the insurgents entered the abbey and carried away goods and
charters, writings and other things, a fact which appears to indicate its unpopularity at the time. The rents
from the possessions of the abbey in Coggeshall are given in great detail in the account of the bailiff for the
year ending Michaelmas, 1531. In this the gross income of the abbey amounts to £298 0s. 8d, and deductions
of £12 6s for rents, £8 0s. 8d for pensions, £20 13s. 4d for fees, including those to John, Earl of Oxford, and
Henry, Earl of Essex, as chief stewards, and £5 18s. 8d for alms on three anniversaries. The outgoings reduced
the net income to £251 2s. The abbey was thus rich enough to escape the first dissolution in 1536. Henry
More, appointed 1536, was the last abbot.
The abbey itself and all its possessions were granted in fee to Sir Thomas Seymour on 23 March, 1538, at a rent
of £25 2s.2½d yearly. Part, including the site, was sold back by him to the crown on 12 May, 1541. In a survey
taken preparatory to this in April it is noted that the church is prostrate and defaced, but that the lodgings and
cloister yet remain untouched. The charges on lands included pensions of £5 and upwards to the three last
abbots, John Sampford, William Love and Henry More, and four other monks, Thomas Brykelsey, John Roydon,
George Cokenell and Thomas Bysshom.
The seal attached to the deed of surrender is of white wax, measuring about 2 in. The Virgin crowned is seated
in a canopied niche, with the infant Jesus on her knee; and in a smaller canopied niche on each side is a group
of six kneeling monks. In the base, under an arch, is a shield of arms, France and England quartered.

Source: J. Horace Round (1854-1928) and William Page (1861-1934), Houses of Cistercian monks: Abbey of Coggeshall, A
History of the County of Essex: Volume 2 (1907), pp125-129, British History Online, www.british-history.ac.uk
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•

•

•

•

copper in their roofs was then the most valuable part of the
abbey buildings). The church was probably pulled down, if it
hadn’t been, its flint rubble would have disintegrated away
because the roof was gone - this is what happened to most
of the abbeys. All you can now see of St. Mary’s Church is
the faint outline of its walls on the ground. What is now the
St. Nicholas Chapel was converted to a horse-barn, with a
pig-sty attached. In 1860 the chapel was sold to the Vicar of
Coggeshall, and, after restoration, is still used for Anglican
services.

This forms the basic content of the guided tour and the
information can be provided either by the guide or by a
customised map/leaflet. Indeed, it would be good practice to
provide a tour information sheet. Furthermore, such a sheet could
draw visitors’ attention to places of interest not featured on the
tour itself such as:

The Abbey Lands this area is an ideal site for a Cistercian
Abbey. The order always tended to base their communities
in quiet valleys and by a river for fishing and building mills to
grind the corn they grew on the fertile agricultural soil. The
sheep farming undertaken by the monks gave a great boost
to the woollen and cloth trade that was eventually to make
Coggeshall so prosperous.

•

Paycockes

•

Grange Barn

•

St. Peters Church

The tour itinerary is now flexible enough to focus on History,
Geography or more general interest. The guide’s spoken delivery
can expand on key aspects as appropriate. This is how the
particular guided tour will meet the needs of those taking part in
it.
The success of the tour can be judged in a number of ways:

The work done by the Cistercian Monks apart from being
farmers the monks were also millers, brewers, tanners and,
most significantly, brickmakers. Bricks had not been made in
Britain since Roman times and so bricks/tiles which can be
seen in the Abbey remains and at St. Nicholas Chapel today
are some of the oldest post-Roman bricks in the country.
The Abbey Remains Abbey Farm, which was owned by
the Brew family - Charlotte Brew, the first female to ride in
the Grand National - has buildings that contain parts of the
old Abbey. The front of the main dwelling-house is more
modern, of late Tudor design. However, the rear has several
walls of the old Abbey buildings, with pointed Gothic arches,
and doorways leading into the long ambulatory (walkway)
where the monks warmed themselves with hot-air carried
by flues; an inheritance from Roman times. Above the
ambulatory, which is now used for the storage of farm tools,
were the monks’ dormitories. The domestic water-supply
was piped from springs across on the other side of the River
Blackwater. The so-called Monk House at Abbey Farm is
almost as complete as the chapel, and was probably the
Abbot’s own dwelling.

•

Participants could be given a customer comment card to fill
in such as Fig. 14

•

Individuals will offer feedback during the course of the tour

•

Written feedback might be offered, such a letter of complaint

•

Each tour can be self-evaluated in terms of time taken,
sticking to the itinerary and whether or not the visitors
seemed to enjoy the experience

•

The actual tour could be compared with other Coggeshall
tours, or similar ones conducted in the locality.

Folklore A local ghost story mentions a pallid wrinkled
monk walking silently around the Abbey with a lit taper,
before leaving and making his way along the old lanes
towards the Blackwater river.
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Fig. 14

PARTICIPANT FEEDBACK QUESTIONNAIRE
Name:
Group:
Date of Tour:
Please give some feedback based on your experience of this tour.
Circle the most appropriate number on the scale below where 10 is best.
1) Quality of tour as a learning experience

1 2 3 4 5 6 7 8 9 10

2) Relevance of tour to your needs

1 2 3 4 5 6 7 8 9 10

3) How would you summarise your experience of the tour?

4) What was most effective?

5) What was least effective?

6) What would have made it better?

7) Any other comments or suggestions?
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UPDATE ABOUT COGGESHALL ABBEY

The structure of the questionnaire shown in Fig. 14 will allow
you to undertake both a quantitative and a qualitative analysis
of participant opinion. The more important aspects include:

The Abbey, Coggeshall is now in the hands of Roger and Jill
Hadlee who see their home as somewhere to be enjoyed by
family, friends and visitors alike. They now offer guided tours to
visitors and full details can be found at:
http://theabbeycoggeshall.co.uk/tours-of-the-abbey.html
They welcome both organised groups and individual visitors by
appointment and offer recognised group leaders the chance to
‘try before you buy’ with familiarisation visits that take place in
the autumn. Furthermore, individuals are welcome to visit as
part of the Invitation to View scheme:

Group (type) - allows you to match the comments made as
being evidence for fitness for purpose of your tour

•

The “quality” and “relevance” scores allow you to quote
precise figures to illustrate your evaluative analysis

•

The “effectiveness” comments will give you customer
feedback which informs your future planning of a
subsequent tour.

This information will certainly give you a lot of ideas to help
you complete a SWOT (strengths, weaknesses, opportunities,
threats) analysis of your tour.

http://www.invitationtoview.co.uk.
The Abbey, Coggeshall is also a member of the Historic Houses
Association. For more information visit:

A witness statement will also provide evidence to help you to
further evaluate your own performance during the tour. For
this unit you will need to include at least one detailed witness
statement from an independent observer or tour participant as
supporting evidence. You will need to evaluate both the tour
and your own performance in it. This will also help you to make
fully justified recommendations for future improvements.

http://www.hha.org.uk/
May 2013 saw the property reach Stage 2 of a five year
restoration programme. During development work in the
porch they have discovered two windows that were built in
1581. These were plastered over when the Window Tax was
introduced in 1696. The wooden frames were still in pristine
condition when rediscovered 432 years later.
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Knowledge Check
1. Identify three advantages and three disadvantages of each of the following
types of guided tour:
•

city centre sightseeing coach tour

•

a walking tour around a town or city using a guide book

•

an audio tour of a major visitor attraction.

2. Explain the advantages to visitors to a destination of taking a tour delivered
by a Blue Badge Guide.
3. Describe the circumstances when interactive touch-screens will be of use
to visitors taking a guided tour.
4. Outline the reasons why many organisations have virtual guided tours as
part of their website.
5. Suggest reasons why some guided tours provide printed information for
their customers.
6. Give two examples of the way in which a guided tour can be used to serve
both explicit and implicit purposes and explain each of your choices.
7. Why should guided tours undertake a risk assessment prior to their
operation?
8. Identify and explain the key steps to be followed in planning a guided tour.
9. Outline the ways in which the success of a guided tour can be evaluated.
10. What are the essential personal skills and qualities that a tour guide
should possess?
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G731 ECOTOURISM
3.12.1 NATURE, AIMS AND
OBJECTIVES OF TOURISM
Chapter 5 of the CIE book covers this aspect of the OCR unit on
pages 157–158. However, to provide a little more clarification,
you might find it helpful to think about the following.

•

To provide financial benefits and empowerment for local
people

•

To raise awareness of the need for sensitivity to a host
country’s political, environmental and social climate

•

To support international human rights and labour
agreements.

WHAT IS ECOTOURISM?
Sometimes referred to as Green or Responsible tourism, the
term is sometimes used to describe any recreational activities
in natural surroundings. The International Ecotourism Society,
however, says that social responsibility should also be included
in ecotourism definitions. So, ecotourism is…

WHAT ARE THE AIMS AND OBJECTIVES OF ECOTOURISM?
•

Research – in order to find out which of the world’s natural
resources need to be preserved and conserved. Usually
carried out by voluntary organisations e.g. Earthwatch
Institute conducts fieldwork research that is used to make
decisions for sustainable tourism management; UNESCO
also collects data (trends, statistics) to monitor cultural
practices and visitors to heritage sites – this can highlight a
need for education

•

Education – both the host community and tourists
need to be educated for ecotourism destinations to be
successful. This will help to minimise negative impacts,
avoid loss of identity, maximise positive effects etc.

•

Conservation – protecting natural or manmade resources
e.g. landscapes, buildings by turning research and
education into long-lasting improvements. Conservation
International’s mission is to protect earth’s most
threatened biodiversity in 30 countries. Carefully planned
and implemented tourism development can play an
important role in conservation so that local people benefit.
This is achieved by providing communities with training
and support to manage sustainable ecotourism.

“Responsible travel to natural areas that conserves the environment
and improves the well being of the people”.
WHAT ARE THE PRINCIPLES OF ECOTOURISM?
•

To minimise tourism’s negative impacts

•

To help build environmental and cultural awareness and
respect

•

To provide positive experiences for both visitors and hosts

•

To provide direct financial benefits for conservation
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3.12.2 ECOTOURISM’S
CONTRIBUTION TO SOCIAL,
CULTURAL AND ENVIRONMENTAL
ISSUES
This receives extensive coverage in the CIE book.

3.12.3 PURPOSE OF ECOTOURISM
PROJECTS
In order to clarify what this is likely to involve, let us now look at
the example of Uluru in Australia. Fig. 1 shows one of the world’s
most iconic landscape views, Ayers Rock or Uluru (as it is called
by the indigenous Aborigine people).

For the OCR unit you need to investigate an ecotourism project
in any destination of your choice and address the following
issues:
•

aims and objectives of the project

•

features of the project

•

organisations involved in the management of the project

•

effectiveness of the project in environmental, social and
cultural terms

•

significance of planning and education to sustain the future
management of the project

•

analysis of the effectiveness of the project, both in terms
of visitor numbers and the scale of any local, national or
international involvement.

Fig. 1

About 350,000 tourists visit the rock outcrop annually and the
attraction contributes some A$400 million to the Australian
economy each year. The rock itself rises up some 348m above
the surrounding plain and is located within Uluru-Kata Tjuta
National Park in the Northern Territories. The Park, which covers
an area of 1325 sq km, is composed of sand dunes and sandy
plains and another large sandstone outcrop called Kata Tjuta.
Fig. 2 shows a map of the area. The land is covered by spinifex
grass, scattered desert oak trees and mulga shrubs, and the
ecosystem supports a diverse range of birds, reptiles and
insects.

Uluru, Australia

© Stanislav Fosenbauer
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Fig. 2

Uluru-Kata Tjuta National Park

Source: http://www.environment.gov.au/parks/publications/uluru/pubs/visitor-guide.pdf (p.26)
Fig. 3

Main access route to Uluru

The main access route (the ‘Red Centre Way’) is indicated by the markers 4 .
Source: Imagery ©2013 Ones/Spot Image, DigitalGlobe, Landsat, Map data ©2013 Google
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The first tourists began arriving in the 1930s and camped at the
base of the rock, having travelled on rough tracks from Alice
Springs. Roads gradually improved, and by the 1950s buses
and trucks brought visitors, who stayed in corrugated iron huts.
Permits were required to enter the area as it was an aboriginal
reserve. Fig. 3 shows the current main access route for visitors.

In 1985 the Park was given back to the traditional aboriginal
owners and is now managed jointly by Parks Australia and the
traditional owners. The Park has been awarded World Heritage
Status, both for its natural value and its cultural significance.

In 1958, in response to pressures to support tourism enterprises,
the area became a National Park. In the same year nearby
Connellan airstrip was opened to bring tourists to Uluru.
However, the rise in visitor numbers started to create a number
of negative impacts:

The Park’s management has attempted to provide tourists
with a rewarding experience, while protecting the natural
environment and securing a sustainable future for the local
aborigine population. The Park attempts to achieve these goals
using a variety of strategies:

•

aboriginal cultural sites and the local environment were
damaged

•

Entrance fees contribute to the cost of Park’s overall
management

•

litter was dropped and local wildlife was disturbed

•

•

plants were picked and trampling caused additional
erosion

The Park has regulations in place that prohibit the removal
of rocks and plants, overnight camping, the lighting of
camp-fires and off-road driving

•

The public are requested to respect sacred aboriginal sites

•

waterholes were polluted with soap and human waste

•

the pressure of vehicles and people left the soil exposed to
wind and water erosion.

KEY STEPS TO A SUSTAINABLE FUTURE

The initial response, due to concern about these negative
impacts, was the closure of the campground and removal of the
huts in the early 1980s. A more long term solution to the visitor
issue came with the construction of the Yulara Resort, a hotel
and camping complex 20km from Uluru, which opened in 1985.
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•

Shade-shelters and seating along the base walk of the
attraction (see Fig. 4) are constructed in local mulga wood,
so as to blend in with the natural environment

•

Regular wildlife surveys monitor the desert ecosystem. The
Park contains a number of vulnerable species, such as the
brush-tailed mulgara and the great desert skink

•

The new sunrise viewing platform incorporates spinifexthatched shelters and solar powered way-finder lighting

•

•

The Cultural Centre is constructed in locally made mud
bricks

The endangered Rufous hare-wallaby, which is particularly
important to the local tribe, has been reintroduced to the
Park

•

Raised walkways and handrails designed to prevent tourists
at Uluru touching aboriginal rock art have been installed

•

Run-off is also channelled away from paintings to reduce
rainwater damage

•

Brushwood bundles laid beside the base-walk discourage
tourists from straying from desert paths

•

Spreading visitor pressure is important - trails are being
developed, such as the base walk shown in Fig. 4, signed
at regular intervals so walkers can check their location
and with emergency phone points, water-taps and shade
shelters.

•

•

•

The Yulara Resort beyond the Park boundary is deliberately
low-rise. It also uses solar panels to generate power, treats
waste-water and recycles waste
The Cultural Centre raises visitor awareness of issues
and helps to counter the effects of commodification, so
minimising negative socio-cultural impacts
Sales of authentic souvenirs also help to preserve and
revitalise traditional crafts, which otherwise might be
replaced by cheap, mass-produced imitations

Fig. 4

Map showing shade-shelters in the Uluru-Kata Tjuta National Park

Source: http://www.environment.gov.au/parks/publications/uluru/pubs/visitor-guide.pdf (p.29)
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3.12.4 TRENDS AND FUTURE
APPEAL OF ECOTOURISM PROJECTS
The focus of this section of the OCR unit is to look at what the
future may hold for your chosen ecotourism project.
All of the Uluru strategies will very clearly contribute to the
Park’s sustainable future. Today, visitors fly into Connellan airport
and then travel 25km to Uluru, or travel by car and coach 460km
from Alice Springs. Many of these will stay at the Yulara resort.
Arriving at Uluru, most visitors tour the perimeter road, stopping
at various points to look at the rock formations. Some visitors
join short, ranger-led, bush-walks or walk independently. The
Cultural Centre shown in Fig. 5 is a visitor attraction itself.

Fig. 5

Uluru-Kata Tjuta National Park Cultural Centre

Source: http://www.environment.gov.au/parks/publications/uluru/pubs/visitor-guide.pdf (p.13)
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Both the rent paid to the traditional owners and the various Park
entrance fees help to create a positive economic impact in the
destination by boosting the local economy. The development
of the area has exerted a clear multiplier effect and thus many
of the features shown in Fig. 6 will continue to apply within the
local area.

Fig. 6

Some of the local Anangu tribe are also employed as Park
Rangers. In 2010, the Yulara Resort was sold to the Indigenous
Land Corporation. The plan is to establish a National Tourism
Training Academy at Yulara so that eventually local people will
form 50% of the workforce.
Thus, as Fig. 7 indicates, Uluru would appear to have a very
sustainable future. Posts on TripAdvisor rate the attraction
very highly and, as can be seen from Fig. 8, positive reviews
dominate.

Multiplier effect

New tourist developments
set up (resort complex, hotels,
attractions)

Local businesses supply
services

Creates jobs directly in the
developments

Other companies are attracted
to the area

Workers spend their income
in the local area; tax revenue
increases

The area becomes a more
popular destination, increasing
profitability and revenue for
re-investment

More jobs indirectly created

Taxes spent on improving
infrastructure, image and
tourist services

More money lost through
leakage
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Fig. 7

Uluru-Kata Tjuta National Park - Visitor Guide extract

Source: http://www.environment.gov.au/parks/publications/uluru/pubs/visitor-guide.pdf (p.34)
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Fig. 8

Review of Uluru-Kata Tjuta National Park on Trip Advisor

“Fantastic”
Loved, loved, loved this holiday. Uluru is amazing. We made the culturally sensitive choice not to
climb Uluru, even though it was open every day we were there. I would not dance on the altar at
Westminster Cathedral just as I would not climb this sacred mountain.

Source: http://www.tripadvisor.co.uk/Attraction_Review-g256205-d256763-Reviews-Uluru-Uluru_Kata_
Tjuta_National_Park_Red_Centre_Northern_Territory.html

THE FUTURE?
The Petermann tourism region occupies the southern-most
portion of the Northern Territory (NT). The most prominent
settlement in the Petermann region is the township of Yulara,
near Uluru / Ayers Rock. The region encompasses a large part
of Australia’s ‘Red Centre’ and offers a range of nature, culture,
history and heritage, and adventure experiences.
The tourism operating environment has been quite dynamic
over the past few years, posing many challenges for the NT
tourism industry. Issues of particular significance that have
affected both the domestic and international tourism markets
include the high value of the Australian dollar, the Global
Financial Crisis, changing consumer behaviour and increased
airline competition. Many of these issues have impacted, in
some way, on most regions across the Northern Territory. Fig. 9
indicates the current state of tourism in the region.
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An average of 182,000 international visitors per annum came to
the Petermann region over the three year period 2008 - 2010.
The main purpose of visit for almost all (99%) of these visitors
was a holiday. More than half (57%) of all international travellers
to the NT visited the Petermann region. Over the past decade,
however, this number has declined with decreases in the UK
and Japan source markets. The UK, Japan, Germany and the USA
are the largest international source markets for the region. The
majority (or 90%) of all Japanese travellers to the NT are staying
overnight in the region.

International visitors stayed for 462,000 nights per year in the
Petermann region, which is an average length of stay of 2.5
nights. 27% of international visitors are aged between 25 to
34 years while 32% are aged between 45 to 64 years. Those
aged between 15 to 24 years and those aged 65 years and over
represent 22% and 8% respectively.
More than three-fifths (62%) of international visitors stayed in
hotels, motels, guest houses or serviced apartments (HMGS),
while 33% stayed in caravan parks. In recent years, the number
of international visitors staying in caravan parks has increased.

Nationally, visitation from Japan has been in decline for several
years with number in the Petermann region mirroring this
decline. While visitors from the Japan and UK have declined,
visitors from the USA have remained stable and visitors from
France and Italy have increased.

Fig. 9

Topline dashboard

Visitation
Purpose of Visit

Domestic
Overnight

International

336

Holiday

69%

99%
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Visit friends
or relatives
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np
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Business
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Other
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(‘000)
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551
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np = not published due to data reliability concerns

Indication of proportions given due to data reliability concerns

Source: http://www.tourismnt.com.au/Portals/3/docs/research/PETERMANN%20Dec%2010.pdf
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G733 CULTURAL TOURISM
The CIE text book covers quite a lot of information required for
the OCR unit but this information is not completely in line with
the way in which G733 is structured. The following observations
will help you use the CIE book’s Chapter 6 to support your
portfolio work.

3.14.1 TRAVEL MOTIVATORS
WHAT IS CULTURAL TOURISM?
Cultural tourism can be defined as the movement of people
outside their place of residence to partake in or contribute to
cultural, religious and heritage activities. Every country attaches
cultural importance to places, buildings and artefacts which
give meaning to its heritage and achievements. Culture is
important to tourism and is often the reason why many tourists
are drawn to a destination. There are, of course, a diverse range
of cultural characteristics that exist within different countries.
WHAT DO CULTURAL TOURISTS DO?
Increasingly, the discerning tourist travels to experience the
unique and authentic. Activities may include:
•

innovative arts programmes

•

festivals

•

music, art, dance and theatre events

•

visits to heritage attractions and art galleries

•

religious pilgrimages

•

educational courses.
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WHAT MOTIVATES THEM TO TRAVEL?
In the past, cultural tourism was seen as a predominantly
educational activity and researchers demonstrated that cultural
tourists tended to be better educated than the average visitor.
Although this may still hold true, even educated visitors seem
to favour locations that also offer entertainment and relaxation.
Visitors are increasingly interested in experiences that are more
active and creative as well as cultural. They are not always
content simply to view heritage sites or museum collections
in a static way, and therefore welcome dynamic interpretation.
They may want to participate in festivals and carnivals, rather
than watching from the sidelines. They can learn to cook dishes
and make wine as well as consuming them.

Cultural tourism is evolving, partly as a result of changes in
society and lifestyles. The cultural tourist of the past may have
been a backpacker with many weeks to spare or an ardent fan
of history keen to tick off a list of must-see World Heritage Sites.
He or she would have tolerated some discomfort to engage
in local activities and integrate with communities, and would
be adventurous and intrepid. The new cultural tourist is just
as likely to be a stressed executive with only a few days spare.
They may seek diverse cultural experiences in a short space of
time, combining entertainment and escapism with recreation
and relaxation. They now have a liking for unique, interactive,
high-tech attractions. Anthropological pursuits may be seen
as too time-consuming and discomforting. This kind of tourist
prefers to soak up local atmosphere in a café or bar. However,
in other ways, they may be more active, engaging in creative or
expressive activities which develop the self.

The ability to truly escape is becoming more difficult. The
long working hours culture of capitalist societies leave
precious little time for leisure or travel. Sociological research
suggests that many people are finding it increasingly hard
to differentiate between what they do during their everyday
leisure time and what they do on holiday. Technological
gadgets and communication devices mean that we are rarely
completely disconnected, even when we are thousands of
miles from home. Many people are so used to the ‘new leisure
technologies’ that traditional destinations and entertainment
forms can seem uncomfortable and boring in comparison.
Thus museums struggle to attract visitors unless they are fully
interactive; theatres have far more difficulties getting audiences
than cinemas; art installations increasingly replace drawings and
paintings in galleries; and whole worlds are being simulated in
shopping malls and entertainment centres in destinations such
as Dubai.
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We can see in Chapter 3 of the CIE book how an individual’s
travel characteristics are influenced by stage in the Tourist
Family Lifecycle (Table 3.5 on page 84).

Unit G733 requires you to investigate the reasons for the
travel experience and to provide evidence of the movement
of cultures at two chosen diverse international destinations,
including internal and external features and motivational
appeal. The following task would be useful practice.

Tourists are increasingly searching for more rewarding
experiences and the role of cultural and heritage tourism can
often fulfil this need. Many tourists specifically choose to visit a
cultural or heritage site and this can frequently contribute to the
attractiveness of a country or destination. An abundance of trips
organised by tour operators now exist to satisfy the demand
of the discerning tourist. Trips to experience music, poetry,
painting, plays, opera, photography etc are now all available.

Task: Cultural Tourism Leaflet for your destination(s)
1.

Design and produce a flyer to encourage cultural tourism
visits to the destination(s)

2.

You should try to convey the idea that the destination has
attractions which will appeal to different types of cultural
tourist

3.

Justify your choice of content and design with reference
to the AIDA model

4.

The following indicates one way in which you might
approach this task.

Promoting cultural visits to a destination
You are to create a piece of promotional material in the form of
a flyer that that can be folded for ease of use. For example, an
A4 size piece of paper should be printed ‘landscape’ to allow
three columns on both front and back.
Your printed material might include the following:
Front page with an appropriate title and image
Details of at least five cultural visitor attractions – one per
column – each to include:
•

Title/name of attraction

•

Image of the attraction

•

Visitor information about the attraction that highlights the
cultural appeal.
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3.14.2 MOVEMENT OF CULTURES
A good way to illustrate the way that culture is able to travel
is to undertake a survey in your local area. For example, Fig. 1
shows part of central Liverpool with examples of foreign culture
located for reference. This area of the city contains many cultural
attractions. At the top of Mount Pleasant is the Liverpool
Metropolitan Cathedral and along Hope Street can be found
the Everyman Theatre, the Philharmonic Hall and at the end of
the road is Liverpool’s’ Anglican Cathedral. At the bottom of the
survey area is Liverpool’s’ Chinese Arch and the Chinatown area.

Central Liverpool sources of foreign culture
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Cann
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Mei Mei Chinese Restaurant

Bistro Jacques – French Restaurant

Halal KFC

The Casa Bar – Spanish Bar

Val’s Place – Caribbean Café

No. 29 – Spanish Restaurant

Valapanso Chilean Restaurant

Ego – Mediterranean Café
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A full survey of the area reveals the following examples of
foreign culture:
1.

Casa Spanish Bar

2.

Ego Mediterranean

3.

Host – Asian restaurant

4.

Hondo Chinese supermarket

5.

YuetBen Chinese restaurant

6.

Arch Chinese restaurant

7.

Chinese Archway

8.

Big bowl noodle bar

9.

New China Restaurant

10. Hot Chilies – Halal fast food
11. Tri-Beca Italian
12. BOTAN fast food
13. HK Chinese hair
14. Catherine’s Chinese hair
15. Mei Mei Chinese restaurant

19. Zorba’s Greek restaurant
20. Hot’n’Tender Halal fast food
21. NABSY’S Halal fast food
22. Hannah’s Bar USA
23. Subway USA fast food
24. Valparaiso – Chilean restaurant
25. Bistro Jacques – French restaurant
26. Shiraz – halal fast food
27. Kozy Korner – International café
28. Café Porto – Portuguese
29. Pushka – Russian restaurant
30. Buddhist Centre
31. Chinese Lion street furniture
32. Chinese lantern street lights
Total sample = 32 examples of foreign culture.

16. TokYou – Japanese
17. Chinese New Year Advert/sign
18. Thai massage
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