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From the Editors

Lan Li
Northern Illinois University

HOSTEUR™ Volume 21 No 1 is in front of you and with this issue, Ali’s
and my Editorship of HOSTEUR™ Student Webzine comes to an end. At
this point we would like to express our gratitude to all contributors, all
members of the Review Committee and Amie Grayson, Research and Education Manager in the CHRIE office for all their support and help over the
last three years. Without the dedication and input of all these people, it
would not have been possible to present the HOSTEUR™ Student Webzine
to our readers.

Christine Lynn
Northern Arizona University

The last issue is themed ‘Vision 20/20: The Hospitality and Tourism Industry in 2020’ and contains a larger than normal section of ‘Commentaries’
in which experts freely discus how they see our industry to develop by
2020. In December 2011, 69 academic leaders in hospitality and tourism education were invited to write ‘Commentaries’ about how they see
the future of our industry. Thirty-three accepted the invitations and 13
faculty members from schools and programs in the USA (7) and Europe (6)
submitted their visions for the industry in 2020. Susan Horner and Adele
Ladkin of Bournemouth University and John Swarbrooke of Manchester
Metropolitan University in the UK; Alessandro Cavelzani of University of
Grenoble in France; Debbie Tromp of the Hotelschool the Haegue in The
Netherlands; as well as Hilary Murphy of the Ecole Hoteliere Lausanne
in Switzerland represent insights from a European perspective. Ken McCleary and Muzaffer Uysal, both of Virginia Polytechnic and State University; Ronald Cichy from Michigan State University; Fred DeMicco, Marvin
Cetron and Owen Davies from the University of Delaware and Forecast
International; Pat Moreo from the University of Nevada, Las Vegas; Robert O’Halloran from the East Carolina University; and Cynthia Vannucci
from Metropolitan State College of Denver provide viewpoints from an
US-American perspective. The direction of the commentaries was left to
the authors’ choosing, leading to a wide range of topics and views which
provide our readers with insights into different developments. Commentaries are arranged in alphabetic order of the authors. Enjoy reading!

Lakshaman Rajagopal
Iowa State University

Again thank you for the opportunity given to us, Ali & Michael
Ali Sukru
Cetinkaya, Ph.D.
Selcuk University

Michael Vieregge, Ph.D.
Western State Colorado
University

Email
alisukru@selcuk.edu.tr

Email
michael.vieregge@hotmail.com
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Cynthia Mayo
Delaware State University

Michael Wray
Metropolitan State
University of Denver
Anastasios Zopiatis
Cyprus University
of Technology
HOSTEURTM magazine is the only internationally distributed career and
self-development magazine for future hospitality and tourism professionals. It aims to prepare students
at International CHRIE member
schools who are studying for careers
in the industry to make the transition to graduate or study-abroad
programs, or to professional life
with restaurants and foodservice
management, hotels and lodging,
and travel-related businesses; food
& beverage producers; equipment
manufacturers; trade and professional associations, and commodity
groups.
HOSTEURTM magazine is published
semi-annually in the fall and spring
by the International Council on Hotel, Restaurant, and Institutional
Education. No part of this publication may be reproduced or transmitted in any or by any means,
electronic or mechanical, including
photocopy, recording or any information retrieval system, without
written permission of the publisher. All material in the magazine is
copyrighted © 2010 by the International Council on Hotel, Restaurant
and Institutional Educaiton, except
where noted otherwise. All rights
reserved. HOSTEURTM magazine is
available free of charge to International CHRIE member schools for
distribution to students by educators and administrators.

FROM THE EDITORS

The Editors would like to extent their congratulations to Michele Grottola
from the Richard Stockton College of New Jersey whose article ‘Developing Multicultural Sensitivity as a Hospitality Manager’ won this year’s
HOSTEUR™ Article of the Year Award.

Keith Mandabach
New Mexico State
University
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Pursuing Excellence in Business through
Emotional Hospitality

Expert Commentary

By Alessandro Cavelzani, Ph.D., Psy.D.
From a psychological perspective, it has been suggested that hospitality and tourism companies that aim to
do business in 2020 will need to provide more intentional
“emotional hospitality” in every dimension of service. One
aspect of emotional hospitality focuses on the preparation
of physical environments that meet the emotional needs
and desires of guests; we can call this the “emotional
environment.” A second aspect of emotional hospitality
is to care for the relationship with the guest by developing
an “emotional service,” one that facilitates positive emotions in each guest. Both these dimensions of emotional
hospitality must be actively pursued with excellence to
create the ideal hospitality experience.
On a basic level, environmental psychology research
shows the extent to which the physical environment of a
hospitality venue—consisting of both exterior and interior
spaces—plays a fundamental role in inspiring pleasant
feelings in visitors, thus attracting customers through
an emotional environment (Cavelzani&Esposito, 2010).
Each environment differs from another according to a
variety of features: color, lighting, materials (wood,
stone, glass, etc.), type of interior design, scents and
sounds, textures (decorations of mosaic, parquet, linen,
natural or built environments), even the possible view
from a picture window. In this way, different environments stimulate distinct emotions in visitors.
Consider the difference between resting peacefully
in a serene agriturismo in the sunny Tuscan countryside,
compared to the fairytale enchantment of a medieval
suite in a remote Scottish castle with ancient tapestries
draped onthe walls. Or the stimulating novelty of a
custom-designed guest room with a bed shaped like a
cage or a coffin, which would certainly have a diverse
emotional impact from the regenerative effects of a
holiday at a stylish spa in a sophisticated city. In fact,
research in environmental psychology indicates that the
preparation of emotional environments indeed plays a
fundamental role in satisfying and attracting visitors
(Berg, Koole, & Wulp, 2003; Birchfield & Sparrowe, 2003;
Countryman & Jang, 2006).
Professionals who plan to work in tourism and hospitality in 2020 need to be aware of the types of emotions

inspired by certain environments. Furthermore, they
must be aware of the array of environmental features
that each guest desires and expects, so that each set
of demands can be properly matched with the appropriate physical environment. If this proper match
does not occur, the available options will probably
not satisfy the customer, who may blame or even
discredit the hospitality provider who was unable to

Alessandro Cavelzani, Ph.D., Psy.D., Clinical Psychologist and
Psychoanalyst in Milan (Italy), Affiliate Professor at Grenoble School
of Management (France), and University of Liverpool Faculty, DBA.

Acknowledgement: Many thanks to Jeannette Law, MA, CEP, for her pedagogical expertise and
invaluable contributions to this article as English language editor. Based in Milan, Jeannette
Law is founder and director of SAGE Advising, counseling students in global academic exchange.
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“understand the needs” of the guest, whether these
needs were material or, in fact, emotional. Of course,
the individuality of each guest determines whether
he or she finds a particular environment attractive
or pleasant. Thus, an industry awareness of the particular physical features that serve to evoke positive
guests emotions can make a decisive difference in the
ultimate success of the establishment. In 2020, providing excellence in hospitality will mean to prepare
emotional environments where every detail creates a
sense of beauty, in congruence with each customer’s
emotional expectations, needs, and desires.
Beyond the simple provision of room and board,
however, to achieve repeatedly successful results and
to truly satisfy customers, it is crucial to look after
the human side of the guest relationship. In other
words, hospitality and tourism providers must become
actively attuned to the emotional service they pro-
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vide. The customer needs to sense the attentive presence
of the host, which is ideally associated with a friendly face.
The guest should detect a sense of uniqueness in the way
his stay is handled by each member of staff, so that his
resulting emotions are positive. In fact, the more upscale
or epicurean the venue, the higher the emotional expectations tend to be. In this regard, the psychological theories
of emotional intelligence can be applied profitably
to improve the commercial relationship between
hospitality providers and their guests (Bar-On, 2000;
Cavelzani, Lee, Locatelli, Monti & Villamira, 2003;
Cavelzani & Esposito, 2010; Goleman, 2000; Goleman,
2006; Hughes, Patterson & Terrell, 2005).
In the hospitality workplace, emotions between
staff and guests need to be further understood and
positively managed, in order to create beneficial
interactions between the various parties. This sensitivity, in fact, is the essence of emotional intelligence.
If this quality is lacking in hospitality staff, the fundamental
risk is that the guest relationship can be jeopardized, with
the consequent diminishing of the satisfaction rate and possibly negative publicity about the hospitality establishment.
Rather, the “emotionally intelligent work environment”
demands a clear identification of the full array of emotions,
as they are experienced in daily interactions with the guests
and among the staff team. For instance, during a conversation
with a guest, hospitality personnel must realize that their
own nervous or angry emotions can be perceived by others,
who will react accordingly. The same principle holds true
with more subtle emotions such as embarrassment, worry,
or insecurity in staff, which can incite guest confusion, again
with possible negative reactions. To be conscious of one’s
emotions is not easy, especially when these emotions are
unpleasant, negative, or overwhelming. Emotions like sadness, resentment, or rage can be so irksome and disruptive
that they are removed from the consciousness through denial,
misappropriation, rationalization, or by the assignment of
their characteristic aptitudes to others through projection.
Self-awareness is inherent in and positively associated
with self-control (Rahim &Psenicka, 2002), which is defined
as the ability to keep our own emotions and impulses under
control, to remain calm despite potentially conflicting interactions.Take for example a customer who exhibits anger or
uneasiness and becomes too demanding in his requests for
service. In this case, it would be important for hospitality
staff to tame their own emotions and disruptive instincts
in order to adapt to the difficult situation, hence appropriately managing the circumstances in an emotionally neutral
state. Stated in economic terms, any inadequate conflict
management that occurs during work hours may result in the
future loss of business, the management being responsible
for not having implemented effective retention strategies
with guests, due to them is management of the emotional
reactions of staff.
It is important to emphasize that self-control is not
to be considered the simple repression of one’s negative
impulses, which is only a temporary self-control strategy.
Psychological literature and clinical practice suggest that

the level of one’s self-control is the cumulative result of
the depth and quality of a deep self-awareness, including self-knowledge about how one’s mind works and the
particular history underlying one’s emotional background
and behaviour.
In fact, individual self-motivation should undergird the
promotion of cooperation among front desk personnel, wait

A comfortable and comforting
environment is created by
establishing a positive, trusting
relationship with guests.
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staff, and housekeeping, to create a feeling of intrinsicallyfelt hospitality. Self-motivation is also key to achieving
shared targets and hotel objectives. Service workers such
as cleaning staff, porters, and call-centre operators should
be trained in an awareness process that helps them see
themselves as fundamental to the success of the hospitality
provider. Deployment of one’s duties in an uncaring manner may easily incur a negative perception and image in
the customer’s mind and may lead to dissatisfaction (Lee,
Lee, Lee, Park& Moon, 2004). Therefore, the hotel manager
also playsan important role in the motivation of his or her
team, including the staff’s support of the hotel mission and
objectives. To this end, a mutual and continuous form of
feedback may be highly recommended.
A comfortable and comforting environment is created
by establishing a positive, trusting relationship with guests.
Empathy is crucial as one of the most important emotional
intelligence competencies that can be applied to hospitality
situations. Empathy is the ability to recognise emotions and
feelings in others and, in a broader sense, to understand
and meet their needs, desires and expectations.
In a tangible sense, to personalize service means to
adapt and propose hospitality options according to the
client’s immediate desires (i.e., menu planning, dietary
requirements, etc.) Perhaps less obviously on an emotional
level, to personalize service leads the guest to feel unique
in terms of his or heremotional expectations and concrete
needs (KyeongHeo, Jogaratnam&Buchanan, 2004). This entire set of efforts is meant to satisfy customers and to create
brand loyalty, thus repeat business. In fact, this increased
bottom-line is a key result of excellent “emotional service.”
In conclusion, working in hospitality and tourism in
2020 means to provide “emotional hospitality,” pursuing
business excellence in the areas of both emotional environments and emotional service. The intentional, professional
development of emotional intelligence competencies can
prove highly beneficial to organizations and their revenues.
Managers should become aware of these fundamental emotional competencies, and should foster and train emotional
intelligence in their teams. Business schools and hospitalHOSTEUR

TM
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ity institutes can also help by teaching this psychologically
based knowledge to students who intend to work in this
sector. After all, long-term success in hospitality and tourism is fundamentally based upon the skilful provision of
“emotional hospitality.”
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Guide to College Programs
It’s Never Been Easier.

Have you updated your
institution’s information
in the Guide to College
Programs in Hospitality,
Tourism & Culinary Arts!
The Guide to College Programs in Hospitality,
Tourism & Culinary Arts is the best source of information regarding education & employment opportunities in the fields of hospitality, tourism &
culinary arts.

By updating the latest version of the Guide to College Programs to a web-based database, parents,
students, counselors & other advisors will be able
to search the listings based on the criteria—location, school size, degrees offered, etc.—that best
meets their needs. In addition, colleges & universities will have the ability to revise their information
as it changes.
The Guide to College Programs incorporates members of International CHRIE as well as colleges &
universities who wish to make details of their programs accessible to hospitality, tourism & culinary
arts students. In addition, information about industry is available with ICHRIE’s corporate partner listings and others who wished to participate.

The Guide to College Programs in
Hospitality, Tourism & Culinary Arts
is Better than Ever!
• New, online database
• Searchable criteria—location, school size,
degrees offered, etc.
• Ability to revise information online—
always have the most up-to-date listing!
• Information is open for public access
• ICHRIE membership not require to list your
institution or company

For questions about the Guide to College Programs,
contact: Amie Garrett Grayson | ICHRIE
Telephone: 01 (804) 346.4800
Email: guidetocollegeprograms@chrie.org

Guide to College Programs
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Xenophiles: Dream BIG and E.X.C.E.L.
By Ronald F. Cichy
Former New York Yankees Catcher Yogi Berra is quoted
as having said: “It’s tough to make predictions, especially
about the future.” And “The future ain’t what it used to
be.” Predicting the future is a dicey exercise at best because “who really knows?” Some extrapolate the present
to arrive at the future. They start from where they are
today and move toward the future. They conjure up their

prognostic indicators and base future predictions on the
present. While some believe that the future is an extension
of today, this at best is faulty logic.
Rather, it is better to envision the future by dreaming
– dreaming BIG – about the answer to this simple question:
“What do I want to create?” The answer to this question
is your vision for the future. The starting point for your
dreams has to be your values. Your values are how you act,
that is, what you believe. Your values drive the future.
Once your personal values are identified, you are in
a position to dream BIG. What do you hope to create in
the future? Personally? Professionally? How are the two
aligned and tied together? These answers describe your
vision for the future.
After you have identified your values and vision, then
focus on your mission. Your mission is your purpose, how
you intend to add distinctive value to the world. Each
person has a purpose, both personally and professionally.

Ronald F. Cichy is Director and Professor at The School
of Hospitality Business at Michigan State University.
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Combined, values, vision, and mission help define who
you are. Begin here and write down what you have discovered about yourself. Knowing self is the first essential step
in creating a purposeful future based on who you are and
who you intend to become.
You may discover that your dream requires you to
acquire additional knowledge or skills that you do not
presently have, or it requires skills and knowledge that
you have but they need to be further developed. Once
you know where you are going, you can work on a plan to
get there. The plan, your journey, begins with knowing,
then doing. Knowledge can be acquired in many ways,
for example, enrolling in classes and studying diligently,
working on internships to gain experience, identifying a
mentor who will guide and coach you, taking on volunteer
leadership positions in student clubs and school events, and
identifying and participating in personal and professional
development opportunities. A combination of all of these
is preferred since the collection gives you a larger array of
opportunities to acquire knowledge and skills.
SMARTER goals are Specific, Measurable, Attainable, Realistically high, Timely, Evaluated, and Reevaluated. When a
goal is specific, you know exactly where it is you want to go
and commit to working at it in the present to achieve your
BIG dream in the future. Goals that are measurable help
you identify the progress you are making in your journey
to the future. Attainable goals fit with your values, vision,
and mission. They are aligned.
Realistic goals are those that link to the knowledge
and skills that you presently have and those you intend to
gain in the future. Realistically high goals are challenging
to you, and are achievable through your diligent efforts.
Goals need a time frame to be achieved. A time frame
helps you identify when you intend to accomplish each
SMARTER goal, and the indicators that you are on the right
track along your journey. Goals must be evaluated and
reevaluated. This helps you refine current goals and set
new goals for the future.
Values, vision, and mission are the necessary foundations to create a future that ties to your dreams, your
aspirations. In a changing world, your values, vision, and
mission are the rocks you can count on; they are your foundation. They evolve over time but are more of a constant
than goals. SMARTER goals help you realize and live into the
possibilities for your future. SMARTER goals help you focus
on your potential and not be paralyzed by the problems that
you might be facing today.
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Regarding your career journey in the hospitality industry,
find your passion (what truly inspires you, juices you up, and
stimulates you to get up and go after it, whatever it is, each
day) and then do the necessary research to select an organization that has people with a similar passion. By aligning
your personal values, vision, and mission with an organization
that has similar values, vision, and mission, doing what you
do each day in your career will not feel like work. Rather, it
will feel like you are living into your dream each day.
That is not to suggest that you will not face problems,
pessimism, and barriers, or that there will be a 100% alignment between what you believe in personally and what the
organization believes. Problems become opportunities;
pessimism can be overcome with optimism; and barriers
will be reduced if you understand who you are at your core,
do something each day to improve, and become the leader
you want to be.
The future, even on a good day today looking forward,
is uncertain. However, it is certain that your values, vision,
mission, and SMARTER goals will propel you toward your BIG
dreams and help you achieve excellence.
Excellence is not a destination. Rather, it is derived
from the action verb: EXCEL, meaning to stand out, to shine,
to outrival. To excel, means striving to do so every day,
and showing others that you are excellent, and that you
are living it. Let us consider how to excel in the hospitality
industry. E.X.C.E.L. as an acronym means the following:
E stands for enthusiastic. You are excited about your
leadership position, the results you
achieve each day, and the value you add to
the lives of others and your organization.
The excitement and enthusiasm, ever
apparent to your associates and guests,
come from within each of you. This is
your individual passion for excellence.
Your passion stems from your personal
values, vision, and mission. You value
exceeding expectations and doing so each
day – hundreds of times. Collectively, all
of these actions give your organization a
competitive edge.
Your vision is to create a positively memorable experience for each guest, by leading a place of hospitality
where associates are encouraged to do the same. This is
what juices you up. The first E in the acronym is excited
enthusiasm for who you are and what you do.
Now, X: xenophile! A xenophile is one who loves strangers, that is, people who she or he does not know. While
acknowledging that each place of hospitality has loyal, longtime guests, you are nonetheless also xenophiles. Daily,
you and your associates welcome people who are strangers
and you give them your gracious hospitality. You transform
these strangers into friends, and then into loyal customers,
by the skillful execution of your quality standards. And you
do it creatively and distinctively, one stranger at a time.
C means customers, both internal customers (your associates and staff and peers) and external customers (those

who pay for your products and services). As leaders, you
are deeply committed to developing your internal customers
through your individual training and professional development programs. You also reward that talent development
through earnings and benefits, and career advancement
opportunities. You are advocates for your people.
My first opportunity in the restaurant industry came 45
years ago when my Dad told me he had a conversation with
a buddy who was a chef at a local restaurant. The chef had
a job for me. The title was “pearl diver.” I met the chef at
the back door of the restaurant and he handed me a pair of
rubber gloves and an apron and pointed to what he called my
“desk” in the corner. The nameplate on my desk read: Hobart, affixed to a single rack dishmachine. After some time,
I was asked to work prepping salads, then as a busboy in the
evenings during the week, and a breakfast and lunch cook on
weekends. The proprietor of the restaurant took an interest
in me and introduced me to his son who was studying hotel
and restaurant management at Michigan State University.
I went to MSU in 1968 to study in the School of Hotel,
Restaurant and Institutional Management (HRI). To pay for
college, during the summers and breaks, I worked at Morton
Salt and Chemical during the days, and in that restaurant
and two others during the nights and on weekends. Having
never changed my major, four years later I graduated with my
HRI degree and accepted a position as a food and beverage
manager. I went on to work as a GM in the hotel industry,
then as a banquet chef and as a distributor sales representa-

When talented people understand and
can see the opportunities, they are
more likely to choose to join you and
commit to a career in your individual
places of hospitality and the industry.
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tive. I realized that the opportunities in this industry were
endless and presented themselves as a result of hard work,
willingness to be flexible, and delivering operating results
by a keen focus on both internal and external customers.
When talented people understand and can see the opportunities, they are more likely to choose to join you and
commit to a career in your individual places of hospitality
and the industry. These talented people set and achieve
their goals because of the opportunities that you and the
organization provide. They also help you create and deliver positively memorable dining experiences for external
customers – your guests – and they help you give back to
your communities, understanding that by “doing good, you
will do well.”
The second E stands for Emotional Intelligence. Unlike IQ, cognitive intelligence that peaks and then begins
to decline in late teen years, emotional intelligence is

Volume 21, No 1 | Spring/Summer 2012 Issue

social intelligence. Emotional intelligence includes skills
and capabilities that can be improved over a lifetime with
practice. Practice is not to become perfect; rather, practice
is to continuously improve.
Our research into emotional intelligence applied to
the hospitality industry includes three main dimensions:
IN – awareness of self by sensing, utilizing, and leading
your own feelings
OUT – awareness of the feelings of others and empathy
RELATIONSHIPS – integrating your emotional experiences
with your thoughts, while interacting with others
Our relationships with internal customers, guests, owners and investors, the community, suppliers, family and
friends, and others bring us value and meaning to our lives.

L is for Legacy. It is your mark of excellence, however
you have defined it. Whatever your legacy, life will have
more meaning if you can find peace and a sense of purpose,
a feeling that you are significant. This is your legacy.
Another certainty – today – about the future is that we
who have chosen careers in hospitality higher education are
with the future – our students – each day. What we hope
to create is future leaders by assisting them as emerging
leaders today. Our mission, our purpose is to prepare the
future – our students. Students are, first and foremost, our
reason for being.
Our other purpose is to connect students with faculty,
alumni, and industry partners. It is in the power of these
connections that meaningful relationships emerge. These
relationships are treasured because they are like a booster
rocket into the future. Here’s to the future!

Interview Cheat Sheet
by Carole Martin | Reprinted from salary.monster.com

Relax—a cheat sheet is not really cheating. It’s a checklist to make sure you stay focused before, during and after the interview.
Creating a cheat sheet will help you feel more prepared and confident. You shouldn’t memorize what’s on the sheet or check it
off during the interview. You should use your cheat sheet to remind you of key facts. Here are some suggestions for what you
should include on it.
In the Days Before the Interview
• Why do you want to work for this company?
1. Draw a line down the center of a piece of paper. On the
• What has been your most significant achievement?
left side, make a bulleted list of what the employer is
• How would your last boss and colleagues describe you?
looking for based on the job posting.  On the right side,
• Why should we hire you?
make a bulleted list of the qualities you possess that fit
• What are your salary expectations?
those requirements.
2. Research the company, the industry and the competition.
Upon Arrival
3. Prepare your 60-second personal statement: Your
1. Arrive early—enter 10 minutes before your appointment.
answer to the, “Tell me about yourself,” question.
2. Review your prepared stories and answers.
4. Write at least five success stories to answer behavioral
3. Go to the restroom and check your appearance.
interview questions (“Tell me about a time when…” or
4. Announce yourself to the receptionist in a professional
“Give me an example of a time…”).
manner.
5. List 10 questions to ask the inte rviewer about the
5. Stand and greet your interviewer with a hearty—not
job, the company and the industry.
bone-crushing—handshake.
6. Research salary data and determine your worth.
6. Smile and look into the interviewer’s eyes.
7. Determine your salary needs based on your living
expenses — what is your bottom line?
During the Interview
8. Get permission from your references to use their names.
1. Focus on the points you have prepared.
Before You Go to the Interview
1. Do you look professional? Check yourself in the mirror;
part of your confidence will come from looking good.
2. Carry these items to the interview:
• Several copies of your resume on quality paper.
• A copy of your references.
• A pad of paper on which to take notes (optional).
• Directions to the interview site.
Prepare answers to the ten (10) most common interview questions:
• Tell me about yourself.
• Why did you leave/are you leaving your last position?
• What are your goals?
• What are your strengths and weaknesses?
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2. Relax and enjoy the conversation. Learn what you can
about the company.
3. Ask questions and listen; read between the ines.
4. At the conclusion, thank the interviewer and determine
the next steps.
5. Ask for the interviewer’s business card so you can send a
follow-up letter.
After the Interview
1. As soon as possible, write down your thoughts and feelings. Access how you did later in the day.
2. Write a follow-up thank-you letter, reminding the interviewer of your qualities.
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The Past is Prologue to the Future of
Hospitality and Travel
By Fred J. DeMicco, Ph.D., Marvin Cetron, Ph.D. and Owen Davies
The Future is not what it used to be. Future careers for
our Hotel and Hospitality graduates will be in; Medical tourism, spas and wellness, revenue leadership, new experience
developer, innovation, global hospitality strategist, new
product and service development, social network information interpreter /hospitality engineer, Life care developer,
cruise ship management on floating hotels (“Flotels”) of
the future, virtual tourism augmentation, and Information
analytics of “big data” for hotels and restaurants, etc.
Picture your next vacation as it might be in 2075. In

reality. Alas, the smart money in physics is still betting that
Einstein was right about not going faster than the speed of
light. We will never travel to the stars unless we learn to
hibernate and spend centuries en route. E=mc2: It’s not just a
good idea, it’s the law. Nonetheless, many other changes will
come to the hospitality industry over the next few decades.
None will be as dramatic as star travel, but some may be
nearly as important to the participants.
What follows is a timeline of probabilities. Unlike the
brief science-fiction scenario above, the developments
below are rooted in today’s realities. A majority deal with
new technologies, for obvious reasons: Technology changes a
lot faster than social factors, and it often is the driver that
eventually forces societal change. Our dates are “guesstimates;” they could be a few years off in either direction.
However, we at Forecasting International will be surprised
if many of these predictions fail to materialize.
Let us begin with our picks for the ten most important
developments for the next ten years in hospitality and
travel. Then we can go on to some interesting probabilities.

Top Ten

early July, you and your family ride the space elevator to a
port terminal 62,000 miles over the equator. There you join
nearly 2,000 other budget-conscious tourists on an interstellar
cruiser the size of an ocean liner. After a stately embarkation, you sail out through interplanetary space, past the giant
storms of Jupiter, close enough to Saturn to walk on its rings,
and on into the inky blackness beyond. Just four luxurious
days later, you arrive at Alpha Centauri, the star closest to
our own sun, tour a small but spectacular system of planets,
and get out at… er, well, probably at a theme park in Orlando,
where the whole journey took place in a few hours of virtual
Fred J. DeMicco, Ph.D. is a Professor at the University of Delaware; Marvin Cetron, Ph.D.; and Owen Davies, affliated with
Forecasting International 2012.
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10) In-air Internet, cell phones, and text messaging:
Airlines remain the last bastion of privacy in an increasingly connected world, thanks largely to the fear that radio
transmitters such as wireless modems and cell phones could
wreak havoc with aircraft navigation systems. That is changing fast. American Airlines has announced plans to offer
onboard Internet access—for a modest fee, of course—while
Virgin America and Jet Blue have been testing free e-mail
and instant messaging. By 2018, privacy in the air will be
just a memory. Whether it is a good one or bad one depends
on how much you miss instant access to friends, colleagues,
and the world’s online information.
9) The continuing decline of travel agents: For now, the
cruise industry is just about the last refuge of travel agents,
thanks to cruise line executives who believe their product
is too complex and costly to market effectively over the
Internet—and fear that online sales would hurt their image
of luxurious exclusivity. Now even that safe harbor is vanishing as large-scale cruise marketers are booking berths over
the Net. Ten years from now, even high-end cruise lines will
have given in and replaced travel agents with comprehensive
videos of their accommodations and itineraries and online
booking systems. Travel agents will arrange only the most
exclusive cruises and complex custom tours, and today’s
much-shrunken population of agents will be smaller still.
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8) Airport information kiosks: Automated ticketing
kiosks are just the beginning. Soon, digital access points
modeled on them will dispense information from Arthur
Frommer’s Budget Travel, the CIA World Factbook, and a
host of other sources. Other services will be added quickly:
insurance sales, information packages customized for your
planned itinerary downloaded to data cards or flash drives
for your laptop computer, and even electronic books for
your MP3 player or Amazon Kindle.
7) Universal Easy Pass: Today, a wireless credit card in
a key fob can get you through highway toll gates or let you
pay for gas with a wave of your hand. Visa’s PayWave touchless credit cards and “digital wallet” already are accepted
at some 32,000 retailers, while MasterCard and American
Express have rolled out similar services. Ten years down
the road, any of these cards, and probably others, will pay
your way in or out of any major hotel, restaurant, or tourist attraction with a casual wave of the hand. That should
help to cut the waiting lines at the oh-so-exotic Starbucks
and McDonalds in Beijing.
6) Technology eases security delays: Tired of waiting
forever in airport security lines? Relief is not far off. By
making traveler identification far more secure, biometric
passports should go a long way to ease checking in and out.
Most today carry only descriptive data and a digital photo of
the owner. Future versions will carry fingerprints—German
passports already do—retinal photos, or other hard-to-fake
identifiers. Those passports will enable the second convenience, priority lists that speed travelers through customs as
frequent flier lists ease their way through airport security.
Terahertz cameras will let screeners check your soles
for hidden bombs without taking off your shoes—and without raising the kind of controversy that accompanied news
that full-body T-ray cameras let them see through your
clothes. No doubt we have missed other
ways in which new technologies will help
speed us through security lines ten years
hence, but even these few should go a
long way to take the frustration out of
entering or leaving an airplane, cruise
ship, or country.
5) RFID: Combining a digital memory chip with a tiny radio transmitter,
radio-frequency identification chips—
RFID—make it possible to identify and
track whatever they are attached to.
Biometric passports are one application
of RFID. Hotel key cards are another. But it is the behind-thescenes uses of RFID that will make the greatest difference
in hospitality. Restaurants, food services, hotels—just about
every kind of business that deals in physical objects—are
using them to keep track of inventory, so that they can order
the supplies they need, when they need them, rather than
keeping extras on hand to avoid running out. That boosts
efficiency and cuts costs. RFID should raise profit margins
throughout the hospitality and travel industry, even as it
improves guest satisfaction. Think how much happier air
travelers will be when their baggage reliably arrives at the

same destination they do!
4) Real-time translation: Forget the old-fashioned talking dictionaries where you pick a phrase and the machine
speaks it in another language. Much sooner than ten years
from now, hand-held translators will convert whatever you
say among eight or ten major languages in real time. They
will not replace human translators entirely, nor foreignlanguage guides in major museums and tourist attractions.
But they will make it a lot easier to ask, “Where’s the nearest loo?” in Japanese.
Future models will add other functions, such as currency
exchange rates, updated daily from the Net. But the biggest advance will be camera-equipped translators that you
can aim at a shop sign, bus schedule, prescription label, or
menu to find out what it means. No more ordering a meal,
only to find out that you have inadvertently asked for the
wine steward! It’s coming within ten years.
3) Recovery of the airline industry: In these dark days
of skyrocketing fuel costs and threatened bankruptcies, any
thought of a brighter future for the airlines seems only a sad
fantasy. Yet, today’s pain is forcing changes on the industry
that will make for a more efficient, prosperous tomorrow.
Airlines are cutting their routes, eliminating planes to raise
the number of passengers per plane, and cooperating more
with competitors to serve more destinations with fewer
aircraft. Southwest has bucked the industry trend by eliminating miscellaneous charges and setting flat, no-surprises
prices for its flights. These innovations, smaller workforces,
more efficient airplanes, and other developments will help
airlines control both costs and fares and put them on course
for a profitable future.
2) Aging of the Baby Boom generation: Wherever they
have gone in life, America’s vast Baby Boom generation has
dominated their world. Over the next ten years, they will

Airlines are cutting their routes, eliminating planes to raise the number of
passengers per plane, and cooperating
more with competitors to serve more
destinations with fewer aircraft.
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be going into retirement, the period when, on average,
people in the developed world have the greatest wealth
and freedom to travel. Their needs will dominate much of
hospitality planning. Look for new facilities and services,
such as larger, elder-friendly signs, door and faucet handles
(levers), and announcement volumes; spicier foods to delight less acute taste buds, but smaller portions suited to
waning appetites; special tours with early-bird specials; and
enhanced medical services at resorts and other destinations.
1) China and India meet the world: They’re coming! An

HOSTEUR

TM

11

extra 75 million tourists every year, fanning out across the
world, 50 million from the vast new Chinese middle class and
25 million from India. Add a few million more from oil-rich
Russia—to date, most have been visiting the Middle East,
rather than more traditional destinations—and from increasingly prosperous Brazil. In the next ten years, the market
for international tourism will nearly double—and that does
not count the opening of new tourist destinations in India
and once-reclusive China for visitors from the West. If there
could be any greater development in hospitality and travel
over the next ten years—or any ten years in history—we at
Forecasting International cannot think what it might be.
So there they are, our nominations for the ten most
important developments of the next decade in the world’s
most vibrant industry. No doubt we will eventually look back
on this selection and wonder how we missed some other
novelty that has unexpectedly transformed the field. Yet,
we are comfortable with this list. From Moscow to Mumbai
and Fairbanks to Cape town, few participants in hospitality
and travel will remain unaffected by these ten innovations
for the next ten years.
The items below are slightly more speculative in that
most of them depend on technologies that have yet to be
developed. This is especially true of the forecasts beyond,
say, 2020. Yet when we are wrong, it is likely to be because
even bigger changes made these possibilities obsolete.
When forecasters peer out into the further distances, our
mistakes are usually failures of the imagination. The far
future is always stranger than we can anticipate.

these ultimate RVs will take to the water by 2014.
Superclothes. For adventurous vacationers headed to
deserts, mountains, and other hostile areas—one of the
hottest areas in tourism, sometimes literally—industrialstrength couturiers are developing “active” attire that
cools or warms the wearer, as needed, and collects and
stores solar energy to keep your GPS going without heavy
batteries. Look for them at trendy outfitters around 2012.
Going, going, almost gone. Travel agents, that is.
They already are an endangered species, their numbers
down from 35,000 in the United States at the end of 2000
to only 26,000 by mid-2002. That is the latest number we
have seen, but if there are more than 20,000 agents left
today, we would be amazed. Only the cruise industry still

2015
Invisible idiot. That is how one early language-translation
program, converting from English to Russian and back again,
interpreted the phrase, “Out of sight, out of mind.” The
software available on line today does not do much better,
as anyone who has tried to read foreign-language e-mail can
attest. But within a few years, well-equipped tourists will be
carrying pocket computers capable of translating idiomatic
speech from any of half a dozen major languages into any
of the others, in real time. Just talk into the box, and that
Parisian waiter will know exactly what you want. Whether he
likes your accent well enough to bring it is another matter.
Who are you? In the age of terrorism, governments want
to know for sure. During this period, probably by 2012, passports and visas will be replaced by biometric identity cards
that carry records of your fingerprints, retinal blood vessels,
and other permanent, unique proof that you are really you.
Watch the birdie. Or not. If you can see it, the tiny
digital camera built into your sunglasses will capture it for
your friends back home. Expect basic VGA resolution by
2008, higher quality snaps a couple of years later.
Condo cruising. The first cruise ship with apartments
owned by the passengers (price tags from about $900,000)
is already sailing from one luxury destination to another,
with stops at the Olympics and other major tourist events
planned. How quickly other ships follow its lead depends
on the global economy, but FI expects that half a dozen of
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relies on travel agents for their bookings, a throwback to
the days when cruises were reserved for the wealthy elite.
Though some prominent executives are reluctant to accept
the obvious, their patronage is not enough to support even
those agents who have survived this long. Neither can their
distaste for online booking and other agent-less forms of
customer service long offset the economies and efficiencies
of direct sales. By 2015, tourists could visit travel agencies
as they would tour the back country of New Guinea, to see
a vanishing way of life.
See the world—from above. The X-Prize competition
is offering $10 million to the first private team that sends
three people on a suborbital junket into space and manages
to repeat the feat within two weeks. At least three entrants
have made atmospheric test flights, and one is almost certain to make near-space flight practical within the next five
years. After that, it will take less than a decade to build the
first large-scale space tourism industry. Seats will sell for a
lot less than the $20 million paid by Dennis Tito and Mark
Shuttleworth to visit the International Space Station. The
hardest part is likely to be getting insurance for the flights.
Generations of entrepreneurs. Throughout the world,
people age 40 and under are starting businesses at a record
rate. Among the younger Dot-coms, twice as many say they
would prefer to own a business rather than be a top executive, and five times more would prefer to own a business
Volume 21, No 1 | Spring/Summer 2012 Issue

rather than hold a key position in politics or government.
Many of the companies they start will be in the hospitality
industry. Expect a huge wave of new resorts, restaurants, tour
operators, and other travel services in the next two decades.
End of immigration. Travel, and almost every land
will open its arms to you. Threaten to stay, and you’ll be
as welcome as a two-cent tip. Throughout the industrial-

Vacation offer you can’t refuse. It’s a way of life in
Europe. Cities empty in the summer as workers head off
for a month of R&R that is guaranteed by law. The day
will come when American workers also enjoy shorter work
weeks and mandatory vacations, despite the objections of
politically influential employers. The reason: the jobs lost
from manufacturing in recent years are just the beginning.
Automation and global competition
will continue to squeeze jobs from the
American economy until, in the long run,
it becomes impossible to create useful
work for all who need it. The only answer will be to cut the work week, add
time off, and open new jobs to fill in for
vacationing workers. The result will be
a burst of growth in tourism like nothing
the industry has ever seen.
Note that this is the most “iffy” forecast in this report.
A combination of dramatically reduced birth rates, limited
immigration, much better public education, rapid economic
growth, and other changes might conceivably forestall a
job crisis indefinitely. Yet what we are experiencing is high
immigration, unexpectedly high birth rates, generally ineffectual public education, and the worst economic downturn
years. And it seems likely that the day will come when few
noncreative tasks still require human hands. At some point
in the future, much-expanded leisure seems all but inevitable. The late 2020s are our best guess at when this will
occur, but no more than a guess.
Advertising in 3D. Today, holographic videos are cutting-edge technology. Twenty years from now, they will be
consumer products. For tour operators, hotels, and other
segments of the hospitality industry, 3D videos—delivered
either by mail or over the Internet—will be the ultimate
advertising medium, showing potential visitors exactly what
they will experience at their destinations. Of course, in a
few years they will be supplanted by virtual reality systems
that recreate the vacation experience even more vividly. UN
uber allies. America’s go-it-alone foreign policy is an aberration that cannot last. A global economy calls for global
institutions, and that means power will inevitably flow toward the United Nations, the International Court of Justice,
and the few other bodies with worldwide jurisdiction. To
provide broader representation in those bodies, India and
one of the Scandinavian countries will finally be admitted
to the U.N. Security Council. This will gradually provide
much more uniform laws, regulations, and standards for
the hospitality industry and other multinational businesses.
It’s a gas, gas, gas. Technologically, hydrogen powered
cars are just over the horizon. Economically and societally,
they will not make the grade until some environmentally
minded government mandates a change to hydrogen power.
Once that happens, industry will ramp up hydrogen production and put fueling stations in every community. Then
bigger things will happen. By 2025, Eco tourists visiting the
Arctic, Antarctic, and other pristine destinations will arrive
by hydrogen-powered jets that emit only water as their
exhaust and avoid contaminating sensitive environments.

Today, holographic videos are cuttingedge technology. Twenty years from
now, they will be consumer products.
ized world, native citizens complain that guest workers
and other immigrants are taking jobs, soaking up public
resources, and refusing to integrate into the local culture.
And though many of those jobs are positions that no one
else would willingly accept, there is enough truth in the
other complaints to make this movement a powerful political force. Add post-9/11 security concerns, and it’s all but
inevitable. Under tomorrow’s immigration policies, “you’re
tired, you’re poor, your huddled masses yearning to breathe
free” can darned well stay home.

2020
Faster than a speeding Bullet Train. The world’s fastest trains today operate at a paltry 200 mph or so, though
magnetic levitation trains running on closed courses have
topped 300 mph. By 2020, the first 500-mph maglev trains
will finally carry tourists around Japan, from Los Angeles
to Las Vegas, and along other flat, high-density routes. The
technology should be available by 2010 or so, but economic
and political problems will stall its use for years.
Build it, and they will come. A host of tourist attractions
have proved it in recent years. These include the 60-story
Burj Al Arab Hotel in Dubai, with a seafood restaurant
submerged in the Red Sea; the fabulous new Bibliotheque
in Alexandria; the ice hotels rebuilt each winter in Greenland and Swedish Lapland; and the spectacularly popular
London Eye. By 2020, we expect to see at least 60 new
destinations built. Most will have some unique appeal, but
six of the world’s major cities will erect their own versions
of the London Eye. China already is developing 13 tourist
destinations outside the few—such as Beijing and the Great
Wall—that Westerners are familiar with.
How do you spell Kaopectate in Russian? Point your
camera at a sign or label, and it will tell you what is written
there. IBM already is working on the technology to translate
text written in Cyrillic, Arabic, Hebrew, and Chinese characters into Western languages. Suddenly, we won’t have to
speak the local language to identify the drugstore and find
what we need. By 2016, automatic translators for written
material, probably built into cameras and other digital
hardware, will be standard cargo for well-equipped tourists.
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Eco-backlash. Yet having hundreds of tourists trampling
the Arctic tundra and other fragile environments will not sit
well with committed environmentalists, even if the vacationers do travel by eco-friendly aircraft. Global protests against
this perceived despoiling of our common heritage will quickly
give rise to stringent limits on the number of tourists who
can visit what little true wilderness remains in the world.

2030
Beanstalk to the stars. The science fiction scenario that
began this chapter contained one bit of future reality: the
space elevator. First envisioned some 40 years ago, the elevator will climb an enormous cable, like Jack up the beanstalk,
to a terminal where passengers and cargo can board spacecraft for the trip further out. Until recently, this was just
a fantasy; there were no materials strong enough to build
the cable. Today, so-called carbon nanotubes up to 20 times
stronger than steel are approaching mass production, and
engineers say a space elevator could be completed within 15
years. Unfortunately, economic and political factors probably
will double that lead time. According to current estimates,
the first space elevator could be built for about $10 billion.
Cost for a trip to space would be $200 per pound or less, compared with $40,000 per pound for the Space Shuttle. At that
price, the space elevator will make space tourism routine.

tiny, foot-thick portholes. Think it, and they may not come
after all. Scientists have dreamed for years of building computers that understand our thoughts and send data directly
into our brains. But that means a kind of artificial telepathy.
Think into your computer in San Francisco, and someone in
Bangalore will “hear” the thought over the Internet. And
that offers the ultimate virtual reality. If one person swims
in the sea, walks on the moon, or runs a three-minute mile,
the rest of us can share the experience from the comfort of
our own living rooms. It brings up the obvious question, why
leave home at all? One answer is snob appeal. Virtual reality
will be good enough for many, but the rich will display their
wealth by taking the time, and spending the money, to go in
person. You too can be the man in the moon. Or at least on
it. The first permanent moon base is likely to appear in the
2030s. A decade later, it will be capable of accommodating
up to 350 people, including 50 tourists. Thanks to a growing array of space elevators circling Earth’s equator, a lunar
jaunt will even be relatively affordable. As demand grows, a
space elevator on the moon will bring the price within reach
of solidly middle-class families.

2050
One world after all. Four decades ahead, the dollar and
euro will be supplanted by a single world monetary unit, ending exchange problems forever. Biometric identity
cards will be issued soon after birth, and the data
stored in banks accessible by any government.
This will make it nearly impossible for terrorists
and other criminals to move around undetected,
but routine tracking of our daily movements will
further erode what little is left of the old-fashioned
concept of privacy.
Universal English. Those automatic translators will be useful for only 35 years or so. English
already is the de facto language of business, as
French once was the language of diplomacy. By
2050, 90 percent of the people in the world will
speak English, at least as a second language. In
major tourist destinations, the number will be
even higher.

2060

2040
Room service? Today, there is only one hotel under the
sea, the two-bedroom Jules Underwater Resort in Key Largo,
FL, and just two restaurants. Four decades ahead, underwater hotels and restaurants will be almost common. Most
will appear in shallow water, where sunlight penetrates to
illuminate abundant life; the most spectacular will be located
on Australia’s Great Barrier Reef. However, at least one
small, spartan, and incredibly expensive hotel will provide
accommodations more than five miles down, where guests
can see forests of giant tube worms, ”volcanoes” of hot,
mineral-rich water, and luminescent fish swimming past the
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Jobs aplenty. Today, an estimated 14 percent
of the world’s people work in the hospitality industry. Tomorrow, it will be 25 percent. In part,
we will owe this dramatic growth to the explosion of leisure
time when shorter work weeks and forced vacations spread
from Europe to the rest of the world. But this also is in
the nature of the industry. Fifty years from now, personal
service could be the only job category that still requires
human workers.
Meet and greet. With a global Internet, lifelike virtual
reality, and even computerized telepathy available to all,
who needs in-person meetings? Nearly everyone, as it turns
out. Full-contact telecommunications will do for routine
conversations, but to meet new business associates, conduct difficult negotiations, or just build relationships over
Volume 21, No 1 | Spring/Summer 2012 Issue

a round of golf, people will need to “press the flesh” for
many decades to come. The meetings and expositions segment will continue to struggle with economic, social, and
technological issues as far into the future as they eye can
see. But there will be more corporate and industry-wide
meetings in 2060 than in 2006.

Whatever other changes buffet
the hospitality industry, it
will still need the same
fundamental services that
all industries need...
2075
Water, water everywhere. At least in the low places of
the world. At the rate things are going, global warming will
raise the seas by two to three feet in the next 75 years.
That will mean hard times for lands like Bangladesh and
the Louisiana lowlands, which are barely above sea level
even now and are sinking even as the water rises. It will
also modify our travel habits, as temperatures and rainfall
patterns change. Expect what is left of Florida to turn into
baking jungle, while crops bloom in parts of Canada and
Siberia that today hold little more than ice.
Atoms in space. Nuclear power is banned from space
by international treaty. Nonetheless, by 2075 long-range
space tugs powered by nuclear reactors will be ferrying

cargo and very patient tourists out to Mars, the asteroid
belt, and even beyond. Travel time: about 3 months each
way for Mars, more than a year for Jupiter.
Oldies but goodies. Some of the hottest destinations tomorrow would probably be familiar to today’s travel agents.
As we have seen, fast, overwhelming technological change
will bring a host of new options for tourism. However, it
also will strengthen our taste for old, familiar things and our
need to reconnect with the past. Crowds will still surround
the Taj Mahal, the Great Wall of China, and the pyramids;
visit the Grand Canyon and Old Faithful; tour the fjords, the
Yangtze River dam, and the Amazon; and throng the halls
of the Hermitage and the Acropolis.
Old friends as well. Whatever other changes buffet the
hospitality industry, it will still need the same fundamental
services that all industries need: somewhere to gather to
make contacts and win contracts, someone to provide jobrelated education, common standards, and certification.
These are the province of industry associations, which can
bring competitors together on common ground. In 2075,
hospitality associations, many of them well known today,
will be helping their members to manage one of the largest
industries in the world.
For still more detail on the future of technologies significant to hospitality and travel, see Hospitality 2015- The
Future of Hospitality & Travel- A 2010 EI Book of the AH&LA.
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Vision 20/20: The Hospitality and
Tourism Industry in 2020
By Susan Horner
Life in the early part of this century can only be described
as a global rollercoaster. We have seen global economies in
serious recession and countries as a whole continuing to be
in financial difficulties. There is also an increased volatility on the supply side of hospitality and tourism. On the
demand side, consumer confidence is fragile and it is well
known that when consumer confidence is low, hospitality
and tourism businesses will be affected. So where will this
leave us in 2020? Despite all the gloom, it is still important to
focus on the many opportunities that still exist for hospitality and tourism providers as long as they get their products
and services right, and attract the most talented and well
educated employees.
This short paper will consider the trends
that have been identified as being of key importance for all hospitality and tourism providers
(Deloitte, 2011). These trends impact on both
the demand and supply side of the business and
it can be assumed that organisations need to
make positive efforts to address these issues if
they are to be successful. Since writing the book
‘Consumer Behaviour in Tourism’ (Swarbrooke
and Horner, 2007), there has been an increase in
emerging complexities in relation to consumer
behaviour and these factors are also critical.
On the demand side there are emerging
markets which will have a major impact on
the hospitality and tourism providers. There
are rapidly emerging countries and areas of
the world that will have a major impact on
global tourism trends and these will all have an effect on
the hospitality and tourism businesses. The growth of the
BRIC countries- Brazil, Russia, India and China for example
will continue in the next ten years and this will cause the
emergence of increased economic growth and a burgeoning
middle class in these countries. This demographic change
will lead to a continued growth of domestic tourism in these
areas particularly when this is fuelled by the accompanying development of budget airlines as has already been
experienced in the case of India where we have seen the
rapid development of airlines such as Kingfisher, Jetlite and
SpiceJet (Ball, Horner and Nield, 2008). These countries will
continue to be seen as major new drivers for hospitality and
Dr. Susan Horner is a Senior Lecturer at Bournemouth University in the UK.
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tourism business. As well as increased domestic tourism,
there will be an increased interest amongst the middle
classes in these countries to explore the world (Swarbrooke
and Horner, 2007).
Hospitality and tourism providers will continue to increase their presence in these countries with the opening
of new hotels, airlines, restaurants and visitor attractions,
to name just a few. One early example of this has been the
introduction of the Ibis brand by Accor across China (http://
www.ibishotel.com/hotel-directory/gb/asia/china/chinahotel.htm). This will mean that the local providers in these
countries will face an increasingly competitive market when

global organisations enter the market and challenge their
market share. Hospitality and tourism providers in the rest
of the world will have to attract these new tourists and learn
what products and services they want. More importantly
they will have to know how to attract these new tourists
from different cultural backgrounds and how to treat them
once they arrive at the hospitality or tourism venue.
The focus so far in these new markets has tended to
be in the luxury and upscale markets but the predictions
are that there will be a shift in focus by consumers to the
mid market and budget operations (Deloitte, 2011). Even
the local upscale operators have started to think about how
they can focus on the midscale and budget sectors without
damaging their existing brand image. One example of this
development has been the launch of the new budget Ginger
brand by the upscale hotel operator – the Taj group in India
which are owned by the conglomerate group the Tata group
(http://www.gingerhotels.com/).
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One key requirement for hospitality and tourism providers will be to target the emerging middle classes in the
developing regions of the world and an emphasis on the
targeting of baby boomers in the developed countries.
The consumer has also begun to recognise the need for
hospitality and tourism providers to be sustainable and has
started to consider ‘green’ products, even though there is
a growing cynicism about organisations simply ‘green washing’ where they offer supposedly ‘green’ products without
an underling foundation of sustainability (Garay and Font,

valued contacts with their consumers in more sophisticated
ways.
The key to all these new developments is the provision of the human capital that underpins to activities of
the hospitality and tourism providers. The organisations
will have to develop their human resources strategies to
provide the talented and well educated individuals who will
shape these developments. Entrepreneurs are also a vital
requirement for the development because of the majority of
hospitality and tourism providers that are small to medium
sized enterprises. All of these providers,
whether large or small, will have to attract the best people, and retain them
within their organisations. To do this they
will have to overcome the negative images that people have about the working
conditions in the sector (Nickson, 2007).
This poor image includes a view that the
sector expects employees to work long
and unsocial hours which means that the sector is not seen
as a family friendly employer. A perception of low pay is
also a major issue. New hospitality graduates are being
lured away from the hospitality and tourism sector by other
organisations such as retail and real estate because their
particular skills are valued by these types of organisation.
The sector is working hard to tackle this issue, although it
is fair to say that there is still much to do to improve the
working conditions and image of the sector.
But it is not only the commercial companies that must
play a part in this but the educational organisations as
well. Educational programmes and research will have to
be nurtured particularly in the newly developing countries.
Commercial organisations will have to increasingly liaise
with the Universities and Colleges leading to a symbiotic
relationship between the two with both parties having a
better understanding of the challenges and opportunities.
The organisations that can attract retain and utilise their
employees while embracing sustainability and new technology will become the leaders in the sector. Universities and
hospitality and tourism providers will have to work in closer
relationships to develop the required human capital. Commercial organisations will also become more interested in
providing educational and training programmes for staff in
house or even on the open market. Examples of this type
of initiative include the Oberoi hotel School in India which
offers training and development programmes (http://www.
oberoigroup.com/careers/), and the Shangri-La Academy
(http://www.areyoushangri-la.com/en/training/academy
which offers on site and e learning education. At the same
time Universities are becoming more focused on research
recruiting academic staff with research backgrounds rather
than industrial experience and this can lead to the Universities being seen as irrelevant to the commercial organisations
in the sector. It will only be talented individuals who will
be able to tackle this dilemma in a positive way.
In conclusion, the future of hospitality and tourism
in 2020 will be full of opportunities for both small and
large businesses but it will rely on the sophisticated use of

Educational programmes and research
will have to be nurtured particularly in
the newly developing countries.
2012). Hospitality and tourism providers will therefore have
to increasingly focus on sustainable practices and the adaptation of the existing asset base in the sector to a more
sustainable alternative and this has been identified as a
major challenge for the industry (Deloitte, 2011).
On the supply side the organisations in the sector will
increasingly rely on their brand image to target luxury and
middle class travellers. The combination of well developed
brands and sustainable practices will provide an area for
the development of key competitive advantage. Examples
such as Aman Resorts (http://www.amanresorts.com/) and
Shangri-La hotels (http://www.shangri-la.com/) which have
both developed luxury brands within a sustainable agenda
and recognition of local cultures demonstrate the early signs
of this development. New lifecycle brands will continue to
emerge and target these new consumer groups. We have
already seen the development of boutique hotels both in
the mid scale and upmarket segments with an increasing
interest here from main stream hotel operators. The Edition development of a chain of boutique hotels by Marriott
using the expertise of the entrepreneur Ian Schrager is one
such example of this type of development (http://www.
editionhotels.com/).
The hospitality and tourism providers will also have
to increasingly embrace new technology in their business operations. The use of new technology will allow the
hospitality and tourism providers to meet the demands of
their new consumers in more accurate ways. This includes
an expertise in the development of sophisticated internal
systems, as well as the development of more sophisticated
web pages, coupled with the all important development of
exciting new social media opportunities to target new consumers. The development of the Wyndham hotels blogging
site for female business travellers – women on their way - is
already an example of this type of development (http://
www.womenontheirway.com/). Learning to manage and
use Tripadvisor in a strategic way will also continue to be
a challenge and the use of new technology will also allow
hospitality and tourism providers to make meaningful and
Volume 21, No 1 | Spring/Summer 2012 Issue
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technology in a sustainable way. There will be many new
opportunities across the world as new market segments
continue to develop. Universities must provide the talented
individuals to work in the sector who will have to be able to
adapt to rapid change and think strategically. The hospitality and tourism providers however will have to recruit and
develop these talented individuals and dispel the negative
views that exist at the present time about working in this
exciting and demanding sector as well as offering exciting
career opportunities to people from all backgrounds and
cultures. Exciting and challenging times ahead indeed!
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Your Guide to Resume Writing
How to Prepare an Effective Resume

Resume Essentials
Before you write, take time to do a self-assessment on paper. Outline your skills and abilities as well as your work experience and extracurricular activities. This will make it easier to prepare a thorough resume.
The Content of Your Resume
Name, address, telephone, e-mail address, web site address; all your contact
information should go at the top of your resume.
• Avoid nicknames.
• Use a permanent address. Use your parents’ address, a friend’s address,
or the address you plan to use after graduation.
• Use a permanent telephone number and include the area code. If you
have an answering machine, record a neutral greeting.
• Add your e-mail address. Many employers will find it useful.
(Note: Choose an e-mail address that sounds professional.)
• Include your web site address only if the web page reflects your professional ambitions.

Objective or Summary
An objective tells potential employers the sort of work you’re hoping to do.
• Be specific about the job you want. For example: To obtain an entry-level position within
a financial institution requiring strong analytical and organizational skills.
• Tailor your objective to each employer you target/every job you seek.

Education
New graduates without a lot of work experience should list their educational information
first. Alumni can list it after the work experience section.
• Your most recent educational information is listed first. 		
• Mention academic honors.
• Add your grade point average (GPA) if it is higher than 3.0.
• Include your degree (A.S., B.S., B.A., etc.), major, institution attended, minor/concentration.

Reprinted from www.jobweb.com

Work Experience
Briefly give the employer an overview of work that has taught you skills. Use action words to describe your job duties. Include your work
experience in reverse chronological order—that is, put your last job first and work backward to your first, relevant job. Include:
• Title of position
• Name of organization
• Location of work (town, state) 				
• Dates of employment
• Describe your work responsibilities with emphasis on specific skills and achievements.
Other information
A staff member at your career services office can advise you on other information to add to your resume. You may want to add:
• Key or special skills or competencies			
• Leadership experience in volunteer organizations
• Participation in sports

References
Ask people if they are willing to serve as references before you give their names to a potential employer. Do not include your reference
information on your resume. You may note at the bottom of your resume: “References furnished on request.”
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The Tourism Workforce in 2020: People Matter!
By Adele Ladkin
The purpose of this commentary is to encourage us to
consider the ‘people’ element of the tourism industry. We
all know through our own travel activities that the encounters we have with the people who provide the information
and services greatly affects our experiences. It goes without saying that the tourism industry is highly dependent
on human resources and whilst much attention is given to
the supply of tourist products, services, suppliers and infrastructure, those individuals who comprise the workforce
are rarely under the spotlight. This is surprising given the

importance of the tourism workforce as service providers,
indeed it can be argued that any tourism product is only
as good as the people who deliver it. After all, it is people
who deliver the services and it is the quality of those service
encounters that differentiates one product from another.
However, this lack of attention to human resource issues
looks set to change as increasingly businesses are realising
that human resources are one of the keys to competitiveness. Set against this trend, what will be the features of
the tourism workforce in 2020? Certainly, unlike many other
employment sectors in this current economic climate, the
outlook for tourism employment is positive. Estimates of the
numbers of people employed in the industry are notoriously
difficult, however according to the United National World
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Tourism Organisation (UNWTO), the tourism, hospitality &
leisure industry has already become the worlds largest employer accounting for 8% of global employment. (UNWTO,
2009) Similarly, the World Travel & Tourism Council (WTTC)
estimates that the total amount of people working in the
tourism industry currently is around 235 million. (WTTC,
2010). If tourism keeps growing at 4% a year, by 2019 a total
of 296 million people will be working in tourism. Much of
this demand for labour will come from the emerging markets of China and India, but elsewhere, for example in the
UK, there are shortages of labour, and increased
demand for managerial posts. The reality is that
tourism and hospitality provide job opportunities
for many as relatively few barriers to entry make it
an accessible employment option.
Given this increased demand for labour and
multiple entry points it is likely that tourism human
resources in 2020 will continue to be characterised
by high labour mobility and transient workers. This
mobility into tourism and hospitality jobs could be
both international in the case of migrant workers, or
workers from other sectors as in the case of shifting
occupations in economies in transition. Although
ultimately influenced by economic and political factors, it is likely that transient workers will continue
to play a role in the tourism workforce in 2020.
Along with ethnic diversity, age and gender issues will also help to shape the characteristics of the
tourism workforce. By 2020, we will see the influence on the one hand of more older employees remaining
in the workforce due to increased retirement ages, and on
the other hand the influences of Generation Y who by then
will make up the majority of the workforce. Traditionally,
the tourism workforce is dominated by younger people, with
estimates of around 45% of workers being under 30. Currently much attention is being given to exploring Generation
Y in the workplace, with early indications being that these
people have different aspirations, career plans, motivations
and styles of working than the previous generation. What
difference this may make to human resources demands and
challenges remains to be seen, but certainly there is a potential for different styles and expectations of working between
the different age groups. This may result in different working
practices. Gender bias may also be a feature of the workforce
in 2020. Current estimates are that women make up 49% of
all jobs in the hotel and restaurant sector, (UNWTO, 2011)
but in certain occupations this can be as high as 90%, for example in housekeeping functions. Despite women making up
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a significant percentage of the workforce, there is evidence
of a gender division concerning the types of work that are
undertaken, and some concern that few females successfully
climb up the career ladder. This is especially noteworthy
of given that routinely the majority of tourism & hospitality
students and graduates are female.
In terms of the skill base of the tourism workforce in
2020, we are likely to see continued diversity. Currently
there is a whole range of occupations with different skill
requirements. Given the continued growth in tourism and
hospitality education providers from further education colleges through to Universities, it may be that those working
in the industry have some formal education or vocational
training directly related to the industry. One current concern relates to addressing the
skills gap that is identified by industry employers. Many different
industry sectors have identified
that skills are lacking in terms of
management, customer services
and IT. Given the increased attention being given as to how best
train the workforce to provide
service excellence, the value of
‘soft skills’ such as communication, listening and creativity
may become equally highly valued by 2020. Information
technology is at the leading edge of many of the changes in
the way the tourism industry operates as a business, and an
understanding of technology both operationally and its role
in innovation is likely to be a highly valued skill. By 2020,
some of the senior people in the industry will be those born
of a generation where social media and e-technology are
the norm, and these skills will be vital for sustained business
competitiveness. The impact of social media and social
networks are currently under-estimated, but certainly future employees and employers are likely to engage more in
social networks. This may have many different implications,
for example as a means to raise awareness of the industry,
or employers creating web-based profiles for recruitment.
In addition to recruitment, in 2020 the retention of
people in the tourism industry may take multiple forms.
One way may be through continued training opportunities,
often work based, and engagement in life long learning for
career development. Evidence suggests that the way a
business engages with its staff impacts on retention, labour
productivity and ultimately performance (People 1st, 2009).
Employee engagement strategies such as flexible working
hours, financial incentives through bonuses or share ownership and involvement in decision making will be used in
real attempts to engage staff. This will result in benefits
for the value of the company and also employee well being.
So far this commentary has focused on the tourism workforce in relation to the formal economy. However, in 2020,
as is the case today, it is likely that many of those people
earing a living in tourism do so in the informal economy. This
includes all of those people who do not necessarily earn a
regular wage, are outside formal employment contracts or
official self-employment registration, and may engage in

many different small scale activities, for example, beach
hawkers, vendors, souvenir production & selling and street
performers. These people often have little or no legal protection and represent some of the more vulnerable groups
in tourism, along with others such as child labour and illegal
migrant workers. By 2020, it could be possible that such
workers are increasingly under the spotlight. The formulation of the ‘Decent Work Agenda’ by the International
Labour Organisation (ILO) provides a unified framework for
considering this. This ‘Decent work Agenda’ covers employment opportunities, adequate earnings and productive work,
decent hours, combining work, family and personal life, work
that should be abolished, stability and security of work,
equal opportunities and treatment in employment, safe work

The impact of social media and social networks are currently under-estimated, but
certainly future employees and employers
are likely to engage more in social networks.
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environment, social security and social dialogue, workers’
and employers’ representation. Working with the UNWTO,
the decent work agenda has become a main focus area for
tourism human resources. The positive effects of this may
be reflected in the tourism workforce by 2020. People are
a vital element of the tourism industry. They will matter in
2020, as they matter now.
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Hospitality and Marketing Issues:
2020 and Beyond
By Ken W. McCleary
An article in Marketing News reported on a study of
over 1,700 senior marketing executives conducted by IBM’s
Institute for Business Value. The study found that 71% of the
executives felt they were not capable of dealing with the
huge amount of data available to them, 68% couldn’t deal
with social media and 64% felt they were not prepared for
changing demographics and channel arrangements (Schultz,
2011). These are alarming figures considering that data,
changing demographics, social media and other forms of
technology driven trends will continue to be major issues
that marketers have to address. In this short commentary
only a few issues facing marketing will be explored. It is my
hope that you will be stimulated to continue to seek insight
and understanding regarding what might impact hospitality
and tourism marketing in the future.
Just before the turn of the century, I conducted a study
with Dr. Dragon Matovic of Panoramic Hospitality Group to
project what hospitality and tourism marketing would be
like in the first decade of the new millennium (Matovic &
McCleary, 2003). We surveyed top marketing executives in
the hotel industry in the United States and asked them to
predict the future. Much of what these executives projected
proved to be quite accurate. What the executives failed
to understand was the speed at which the changes they
projected, particularly in technology, would take place. In
addition, although they predicted a trend toward increased
globalization and that there would be a slowdown in the
economy sometime in the ten years before 2010, they failed
to envision the magnitude of the economic slowdown that
took place beginning in 2008 on the hotel industry and
the accentuation of the slowdown due to the degree of
globalization.
While the hotel executives in our study were insightful
in their projections about the importance of marketing on
the Internet, the speed of change in how consumers booked
rooms and other travel products proved to be far beyond
what they were able to grasp. The amount of power that
consumers now wield because of their ability to compare
rates among hundreds of potential hotel choices and prices
at a myriad of tourist destinations was inconceivable in the
year 2000. The ability of social media to provide a forum
to evaluate tourist products was not even mentioned by
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the executives because Facebook and Twitter did not exist.
It has been estimated that the rate of technological
change is approximately doubling every ten years and
that the rate of acceleration is also increasing so that this
century will see almost a thousand times greater change in
technology than the last (Kurzweil, 2001). This means that

students graduating and entering the hospitality and tourism industry today will spend a great deal of their working
time just trying to keep up with technological change. It
also means that those who anticipant change and react to
it appropriately can gain a competitive edge in the marketplace. Nowhere is this more apparent than in the marketing
of hotel and tourism products.
Perhaps the biggest challenge to face the industry in
2020 is what has not yet been invented. Hotel chains were
woefully unprepared to deal with the proliferation of on-line
booking alternatives from opaque websites such as Priceline
to full service packagers such as Travelocity, developed as
a result of the Internet. So how does the industry deal
with something that has not yet even been developed?
Marketing professionals need to constantly be monitoring
the environment for new product opportunities and ways
of delivering them. Being flexible enough to keep up with
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the next marketing innovation will be critical.
Let’s consider social media for a moment. The astronomical growth of social media as a marketing tool has
business of all kinds, hotels, restaurants and travel included,
jumping on the social media marketing bandwagon. Those
who were slow to recognize the importance this communication tool lost an important marketing edge to those who
recognized its potential value. Just as MySpace became
passé’ as Facebook and Twitter took over, new innovation
can leave behind those mired in the present. It is probably as hard for you to imagine life without Facebook as it
was for people my age to conceive of sending documents
such as a group booking contract over the Internet, having
them validated with an electronic signature and returned
in a matter of minutes. Those who were still dealing with
the fax machine as a major innovation were left in the dust
along with traditional travel agencies that failed to adjust
and seek new ways of doing business.

ing a book or music on Amazon gets you referrals to similar
books or music. This can be both good and bad. While we
want to provide our guests with the best possible customized
service by understanding their needs and wants, how we use
the information we gather can create a customer relations
nightmare. As our ability to track our customers continues to
progress, at what point do our guests feel that their privacy
is being invaded rather than feeling better served?
Already we face legal and ethical issues with how surveillance tapes are used. The trend toward litigation is
likely to continue, so as part of our product we attempt to
provide for the safety of our guests by having cameras placed
throughout our hotels, by the swimming pool and even at
strategic locations throughout tourist areas. A 2020 challenge for industry marketing executives is to determine at
what point the degree of surveillance becomes a negative,
rather than a positive part of our product.

Who is you competition?
The competitive environment has changed
dramatically over the last few decades and it
will continue to do so. At one time America
and Europe dominated the upper- level management ranks of the hospitality industry.
Competition in the future will increasingly
come from China and other Asian countries.
A decade ago China had almost no notable
programs in hospitality and tourism. Today,
programs both in Hong Kong and on the mainland of China are growing and will continue to grow. In
addition, there are more and more students from other
countries who are bi or tri-lingual with fluency in English
as well as one or more Asian and European languages. Are
American students going to be prepared to compete effectively for jobs against students who are as well educated,
willing to worker hard, have superior language skills and a
better understanding of consumers from different cultures?
The intensity in competition will continue to grow not
only for jobs, but for dominance in the hospitality industry
itself. Asian and European hotel chains already have a
major presence in the United States and as economies in
other countries strengthen, particularly in China, non-US
firms will continue to attract market share. Future marketing executives will need to understand a greater variety of
business models and marketing strategies.

The intensity in competition will
continue to grow not only for jobs,
but for dominance in the hospitality
industry itself.
Market Research and Data Management
One of the companies I do business with asked if I would
fill out a survey to help them assess their customer service.
Because I had some problems with their web site in the
past, I agreed to take a phone survey. When my phone rang
rather than having a real person on the line to ask me about
my interactions with the company, it was a computerized
survey. The questions on the survey had nothing to do with
my problems. If I answered the questions, the company
would learn nothing about how to improve their service.
Worse yet, if I answered all the questions (and, as with most
on-line surveys, all questions had to be answered whether
they applied or not) my responses would be have been misleading. The point here is that by 2020 new technologies
for research will be developed, but no matter how much
technology is used, if the right questions are not asked, it
is impossible to get the information you need.
George Orwell in his book, Nineteen Eighty-Four (Orwell,
1949), (read it if you have not done so already) predicted a
world where individual privacy was no longer a freedom to
be enjoyed by the general population. Although 1984 came
and went without Big Brother watching our every move, 2020
has the potential to approximate the kind of environment
Orwell envisioned. Through marketing research we seek
to learn as much about our customers as possible and our
ability to do this through Internet tracking has progressed
to the point where “liking” a page on Facebook gets you
bombarded with messages aimed directly at you. And buy-
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Sales and Distribution
Who could have predicted the success of product sales/
distribution methods such as Groupon? This is an example
of how rapidly things can change. What will be the next innovation? Are you aware of gTLDs (generic top-level domains)
and their implications for the industry and individual firms?
We think of generic TLDs in terms of .com, .org. and . gov
for the most part. But as more gTLDs become available, can
you predict what might be the impact on your company as
.hotel, .restaurant or even .vacation grow in popularity? This
is just a small example among hundreds of future changes in
distribution that can affect hospitality marketing.
Volume 21, No 1 | Spring/Summer 2012 Issue

The hospitality industry needs to be proactive in developing distribution channels rather than constantly having to
react to someone else’s innovation. Consider the impact on
an airline if its marketing department could devise a way
for its customers to circumvent the security lines and the
current slow check-in procedures at the airports. There has
not been a major innovation in airline check-in since the
installation of check-in kiosks and the ability to get boarding
passes on-line. Can you imagine arriving at the airport ten minutes before a
flight, rather than an hour to two hours
ahead of time?
Referring back to the earlier comment on exponential change, can you
imagine the impact on transportation if
there were ever a “transporter beam”
developed that could deliver a guest
from London, England to a hotel in New York in seconds Star
Trek style? Impossible? How many people in the year 2000
could envision what we can now do with a simple cell phone
in terms of making reservations, using global positioning
and all the other apps available?

Customer Service Is Still Key
Nothing is going to replace the need for satisfying
people and turning them into loyal customers. The key to
success in 2020 is how this will be done. For example, the
use of technology can save companies a lot of money. Some
of these savings may be passed on to the consumer. Airlines
and hotels both offer lower rates for booking on-line. But
if you travel very much at all you are likely to have been

Nothing is going to replace the need for
satisfying people and turning them into
loyal customers.

Price
Price is a major driver of revenue. An understanding of
revenue management and how consumers react to prices
will continue to be a critical element in developing marketing strategy. In the future, it will behoove hospitality firms
to consider not only short term revenue impacts of pricing
strategy, but also to place more emphasis on understanding
the psychological and behavioral impact of price changes on
consumers. As larger amounts of data on consumer behavior
and more sophisticated methods for interpreting behavior
become available, a better understanding of the implications of strategic pricing decisions will come to the savvy
marketing executive.

Product Innovation
It is hard to conceive of how much a hotel can change
because it appears to be a pretty standard commodity. But
who would have predicted that major hotel chains would
reverse the trend toward bigness and develop brands of
intimate boutique hotels? What would being able to stretch
out on a comfortable bed when stranded at an airport overnight or even for a few hours be worth to you? Would you
pay $20 an hour? That is not very much if you consider the
price of a hotel room in a major city. Pod hotels, where
you are provided a sleeping tube and a shower, are already
appearing in expensive city markets. At what point will
they appear in airlines’ first class lounges or inside general
terminal areas?
When I first started teaching I suggested to students
that the technology to have a television be the size of large
wall was not far away. I felt they thought I was crazy. Now,
huge screens are commonplace. How about a vacuum system that can move people through an underground tube at
hundreds of miles an hour safely and comfortably with no
security lines to wait in? Impossible, or the future?
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frustrated with trying to find out information on booking
an air flight or locking down a hotel rate. Another problem
with on-line booking is that it does not differentiate one
segment from another very well. Oh sure, if you belong to
a frequent guest program you may get quicker access by
putting in your member number, but how about the person
who does not travel often or who is not technology savvy?
The company of the future that is able to identify the point
at which technology is causing more customer loss than the
savings realized by making potential guests do part of the
work will gain a competitive edge.
Segmentation is the basis of developing an understanding of customers and solving their problems. Solving
consumers’ problems is basically what we do in marketing,
and in hospitality and tourism we try to do it at a profit. In
the future, market segments will become more and more
precisely defined and methods for providing satisfaction
better identified. We already have recognized segments
for adventure tourism, health tourism, sport tourism and
similarly defined activity-based segments. Research is also
taking place into superstition-based tourism and space tourism. By 2010 new segments will marketed to that have not
yet even been thought of.
Where will the next innovation come from? Hopefully,
it will come from you. Identify areas where there are
problems or unfulfilled needs or desires. This is where your
future lies. Areas such as safety, pollution control, convenience, changing demographics and technological advance
are where potential competitive advantage can be found.
A college education is just a beginning. It only provides you
with the tools to analyze problems and consider solutions.
What you do with those tools will be the basis for developing your own success model and competitive advantage.
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Vision 20/20: The Hospitality and
Tourism Industry in 2020
By Patrick J. Moreo
For some of you who have a wonderful career ahead,
the year 2020 may seem pretty far off. For those of us who
are a bit more “mature” it is markedly close! There are
some great thoughts and insights offered by my colleagues
elsewhere in this issue. But, let’s take a quick look at
both what will surely continue grow and at what will
be new in Hospitality Operations and Education.
What will continue? A couple of things. Refurbishing and/or repositioning of older buildings as hotels will
very likely continue. The work which companies such
as Kimpton Hotels and Joie de Vivre hotels will continue
and expand. They are often located in the centers of
large cities at the moment. These “lifestyle, boutique”
hotels will begin to appear in other locations both in
smaller cities, towns and intercity corridors. They will
be at the hub of new and refurbished business park and
shopping developments, especially as shopping malls
wane and city/town centers gain increased importance
in commerce, tourism, and local living. Such projects
lend themselves well to a smaller number of rooms
with more moderate investments and to being part of
a “chain” member owned network such as Best Western
Hotels or expanded version of brands such as Kimpton with
several market levels making up the brand.
Along with the smaller “boutique” hotels, the trend of
small, independent, “food intense” restaurants being connected to, or in these hotels will continue. Think of how
Wofgang Puck’s Postrio positioned itself with the Prescott
Hotel in San Francisco. What a success story for both the
hotel and the restaurant! Restaurants such as these enhance
the hotel and give young, ambitious managers and chefs the
opportunity showcase quality and innovation while enjoying the context of a companion hotel. The hotel benefits
by not having to deal with a full blown food and beverage
operation, and the restaurant benefits by having the context
of the hotel with its built in clientele. These restaurants
usually have their own strong identity, next to or attached
to the hotel, but not “buried” in the hotel. Usually there
is great street exposure so that they will get a lot of local
clientele as well. Both these smaller hotels and restaurants are going to need competent, generalist managers,
department heads and chefs. This is a terrific opportunity

Patrick J. Moreo, Ph.D., is Professor and Chair of the F&B
Management Department at the University of Nevada Las Vegas.

24 HOSTEUR

TM

Professor and F&B Management Dept. Chair

for you as an alternative if you don’t fancy working in a
large convention property, for example.
What might we see as some new developments? In the
hotel arena, there may well be the development of very

limited service properties along major train lines. If the
train system continues to develop in the Eastern corridor
and between a few major markets in the West, especially
California, there will be need for hotels near the rail stations
much as in years past in the United States and as currently
the case in Europe. But, there will be a difference. Those
small properties will have the opportunity to also be car
rental operations. This would especially be true in the
West in cities such as Los Angeles or Phoenix where the
automobile is still king. The cars rented would be smaller,
and suited for the distances to be traveled in the city.
In the restaurant arena we might see the inception and
growth of member owned co-ops of restaurants much as Best
Western is to for hotels. Restaurants and hotels are two
vastly different entities, yet some of the lessons learned in
the hotel sector might apply to restaurants. Small restaurants could keep their individual identity, charm and local
flavor while getting the benefits of modified “chain” broad
standards, marketing, purchasing contracts and co-brand
recognition. This may sound farfetched, but a small segment of the industry might be ripe for such an organization.
In hospitality education, we might see a changing face
of the master’s degree. Right now, the hospitality masters
in often not clearly understood by the faculties offering
it or by the students taking it or by industry supporting
it. Some students who come into the hospitality masters
Volume 21, No 1 | Spring/Summer 2012 Issue

programs have their bachelor’s degrees in areas other than
hospitality management, such as English, Communications,
History, Sociology, etc. In many of the master’s programs
right now, those non hospitality undergraduates are taking
master’s level classes very few of which have much to do
with the management, operations and other topics offered
in the bachelor’s degree at the same institutions. The master’s degree for such students will likely need to be much
more comprehensive and intense. Industry will not find it
reasonable to think that a master’s graduate does not have
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Finally, what about technology? It is clear that computing power, delivery and mobility is improving at an
accelerating rate. The impact is and will remain palpable
for both us as hospitality professionals and for our guest
consumers. This impact will continue to span everything
from reservations and social networking, entertainment,
and events to restaurant interactions. So what does this
mean for us? In the year 2020 we are going to truly need
20/20 vision. We must have crystal clear focus on the technical opportunities afforded to us, especially tremendously
increased use of “cloud” capacity on the internet for many
if not the majority of our data and software needs. But
we also will need to have a sharper than ever focus on the
guest, not just as a group but as a group of individuals.
While we will high tech more than ever, we will have to
be “soft touch” more than ever! We will need to take the
time technology will afford us to pay sincere and tailored
attention to individual guests and their needs. The notion
of true hospitality – making the guest feel welcomed—will
be more important than ever in our new world of high tech
and soft touch!
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Regular features of the JHTE include:
• Papers on relevant academic issues
• Forum articles addressing current
trends & developments related to
hospitality & tourism education
• Creative essays through which
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It’s easy to submit your submission to
JHTE for review & consideration! For
submission guidelines, go to http://www.
chrie.org/publications/submission-guidelines/jhte/index.aspx and follow the
instructions given.
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Marketing and Technology in 2020
By Hilary Murphy
Forrester (2011) states that “by 2016, advertisers will
spend as much on interactive marketing as they do on
television advertising today....with investment in search
marketing, display advertising, email marketing, mobile
marketing, and social media”. The rise of technology based
marketing has had a huge impact on the way we interact
with customers and the way customers perceive products
and services. Though traditional marketing has always tried
to shape customers perceptions by bridging the gap between
production and consumption via the marketing mix , we
now find that digital platforms are weighing in with more
influence from the “people factor” , e.g. crowd sourcing,
crowd voting and crowd promoting via various platforms
on the web , e.g. mystarbucksidea.com. It is now easier
and faster to get customers to view, review, sponsor, and
share and compare your products than ever before! This
social surge and rise of the hyper connected customer has
several implication for the future of marketing

Channels
This consequent loss of control is a concern for many
marketers and producers, who have been used to “managing
the message” and now they have to manage channels that
are mostly free and accessible to all, as compared to the
traditionally, carefully placed promotional communication
campaign. For them, the big challenge has been to maintain distribution and control in a market where reselling,
auctions and bids are prevalent and they have no control
over the channels that may distribute and promote their
products and services .It is clear that the day of the “prosumer” has well and truly arrived and that by 2020 this
will be the norm i.e. the consumer as dictator, driving sales
conditions, rallying his “friends” to endorse products and
services and loudly complaining in multi media channels
about product / service failure.

Everything is Connected
It is clear that the internet is heading towards the “connectedness of things”, where all devices, laptops, phones,
kettles, television, clothes, office diary are hyperlinked and
able to communicate to one another. This may mean we may
have some choice in what is connected and shared- or that we
have little choice in terms of disclosure if we want to enter relationships with specific suppliers! This hyper connectivity and
Hilary Murphy is Professor at Ecole hôtelière de Lausanne.
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proliferation of
choice, which
Barry Schwarz
has termed the
“paradox of
choice”, may
become overwhelming and
debilitating
for consumers!
While some
“things” are
already connected (e.g.
photos, comments, reviews,
Facebook
friends, likes,
preferences),
through the way we index and tags our commentaries and
web content, in the future “things” may be more connected
via our web navigation patterns, family, work or interests .
Google is attempting to do that now with Google+ where we
can place connections in circles to cluster them together to
communicate. Of course, humans do not always cluster things
together in a rational manner, using some form of indexing,
and in the future technology will also help us build a more
interactive view of how things are connected and help cluster and manage information in a new, 3 dimensional ways.
It is likely, given the proliferation of choice, we will revert
to some form of artificial intelligence software to somehow
cipher / cluster these choices for us and minimise the information seeking stage of purchase, in order to minimise the
time spent (and return on time spent) and the regret that
accompanies post purchase dissonance, when we fail to find
things that we know are out there somewhere!
As information is fed in from all these devices into the
internet about how we purchase, where we travel, who
we are with, it should be easier to target us more directly
and accurately. However, what we want as consumers and
what we are prepared to pay for may not always match the
expectations of producers. We might visualise a situation
that only mainstream purchaser are fulfilled and, despite
the Gladwell promise of long tail markets/ customers these
niche markets/ customers may well be marginalised.

Market Research
While academic and market researchers look to content
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in social media for insights into customer behaviour it is
clear that there are limitations to what they reveal about
people. Many of the conversations are brief and meaningless
and deciphering the codes that people use to communicate
online becomes more difficult. Consumer behaviour remains
difficult to predict and inferences made by customers may
serve large production companies that can profile customer
and define shared characteristics. However, as individualisation spreads and people strive to differentiate themselves
from others, they may resent being treated as homogenous
groups and strive to remove themselves from a collective
identity, making marketing segmentation a thing of the past.

Personal Data
For those of you that have given all your person details
via emails and Gmail to Google and / or disclosed all the
details of your social life to Facebook via timelines or have
given out details of airline/ food/ preferences to all the
loyalty and redemption programmes out there... you will
probably already be receiving a flow of targeted marketing
communication directly suited to you. In the future as this
flow becomes a torrent you might need to employ a personalised avatar that shares your preferences and can weed
out the useless information and present you with a refined
selection from which to choose. For
those of us who have been reluctant
to share all the personal data about
ourselves, or who have stopped updating their profiles as time becomes
more precious, then perhaps we will
be incentivised and rewarded for
those pieces of personal data, as they
become more lucrative for marketers.

browser box and the search engine return pages are filled
with paid advertising. We will migrate to other sites and
tools that produce more relevant results than the search
engines and more visual displays that show us a deeper layer
of understanding. This is characterised in the recent rise of
PINTEREST, which shows us a way of assembling information
in a much more visual manner.

Gadgets and Games
Forrester (2011) projects that by 2015 smartphone
adoption will grow 150% and 82 million consumers will own
a tablet. The challenge for marketers will be to ensure consistency across channels as consumer drift from one connected
gadget to another and expect marketers to recognise them
and match products and brands on the various platforms.
Research has already shown that low television users tend
to watch mobile and laptop screen. Therefore to be able to
connect with the customer, recognise and personalise the
communication, wherever he comes from, will be a major
challenge, particularly when he uses several gadgets simultaneously! It is also likely by 2020 that biometric identity will
be widely used- not just for travel and speedy throughput at
airports but also to gain access and identify yourself online
and offline. Other gadgets will also inspire people, 3D TV

Information seeking, clustering, connecting,
validating and deriving meaning from SEARCH
RESULTS will become more important than
mere information brokering/presenting.

Search
Just as surfing the internet was the mode of navigation before Google (i.e. you had to type the url into your
browser!) and, in the Facebook era, social search is finding
things that are matching our requirement in a more personal
way... in the future SEARCH will be change significantly. A
portion of marketers’ search budgets has already moved to
mobile platforms and social networks as users rely less on
static PC like devices and use visual search on YOUTUBE and
social search on Facebook. Performance marketing agency
Performics finds that 1.7% of all paid search impressions already come from tablets and according to Jessica Koster, the
senior director of eCommerce for The Jones Group, “Search
isn’t growing as it was for some of our businesses because
consumers are looking for us in other places.” We will move
towards more visual search as augmented reality becomes
more effective and we are able to describe things, rather
than use limited key word search, to facilitate search and
refine our searches in specific ways that match our needs.
Information seeking, clustering, connecting, validating
and deriving meaning from SEARCH RESULTS will become
more important than mere information brokering/ presenting. There is a level of frustration that people feel now as
search engine returns are less relevant to our search criteria, companies hijack the key word terms we enter in the
Volume 21, No 1 | Spring/Summer 2012 Issue

recording will be mainstream and customer will expect deep,
immersive experiences, both provided by trusted sources to
whom they have connected and by producers with whom
they have shared sufficient information.”Play” will be an
important part of the equation, as one of the growth activities
that connect people online is playing games. Game players
can always find someone challenging and interesting to play
with online. We are likely to see a greater expansion of the
games that people play in the virtual world, for people of
all generations and proclivities.

Finally
Marketing has always moved with technology changes,
e.g. from radio adverting, television commercial, interactive QR codes to social media advertising. We can anticipate
that as technology involves and engages customers in new
ways, marketing will follow. However, after the social media generation will come generation ME who may want to
separate work, social, play and private life? However, much
of marketing depends on the “mega trends” in the wider
environment and predictions for the next decade tell us
the continuous escalation of technology, i.e. Moore’s Law
still prevails, will have a dominant factor in all of our lives,
whether we are consuming products or producing them.
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Hospitality: Industry and Education in 2020?
I Wish I Knew! Here’s What I Think!
By Robert O’Halloran, Ph.D.
If we view our hospitality and tourism future, what do
we see and or what do we hope to see? Obviously we all hope
for a positive upturn in the economy and from an educational
perspective we view our industry partners for the relevance
of our curriculum, recruitment of our students and support
of our programs. Some of the key issues facing our industry
and therefore its educational arm are economic viability, jobs
(recruitment) and the increased efficiencies of our processes.
More specifically for our programs we need to address our

outcome assessments, potential accreditation issues and the
metrics by which our industry and programs will be evaluated.
Hospitality programs are not traditional in university
models but they can be unique and key differentiating
factors offering specialization and professional rigor in
a university setting and connected to a growth industry.
Recruitment and placement of our graduates will be a key
feature as our industry and hospitality education continues to battle the economy and the recession and manage
increased scrutiny by government entities.
It is now 2012 and forecasters presume that we will have
righted ourselves by 2020. However, by righting ourselves
we likely mean that it will never go back to the way it used
to be, to some “the good old days”, whatever that means.
The hospitality industry can be a key part of that recovery
through the jobs that are created by new and small busi-
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nesses in the hospitality industry. Hospitality programs are
and will continue to be concerned with recruitment and
some of those key issues might be:
• Will the hospitality industry need large numbers of our
graduates and or entry level managers in the future?
• Is technology going to play a more prominent role in
providing service?
• What will the skills set be for successful managers
and or those entering the management ranks for the
first time?
• How will recruitment be changed and will the industry
be more competitive for desired jobs?
Hospitality business and leadership is in a unique
situation in our country as a key service industry that represents the United States to the world. Worldwide travel
continues to expand through emerging economic powers
such as China, India, and Brazil etc… and therefore change
and the face of our visitors. For example, will the need to
speak Mandarin become evident in the future as Chinese
economic influence grows and exerts more influence? Our
graduates recruited into entry level management jobs will
face diverse issues that touch various levels of our diverse
industry. Issues such as;
• Branding standards, issues etc...
• People as human capital and assets,
• Meshing of personal and company values in the recruitment,
• Technology, social media, and lifelong learning
through distance education,
• Disabilities
• Sustainability
• Unions
• Emergency planning- communication strategies,
(www.ahla.com accessed February 6, 2012).
Leadership and best practices continue to be at the
forefront of issues and scenarios surrounding sound management practices. Trade publications like Hotel News Now
and other publications have and continue to focus their
headlines on:
• Business Travel Promotion,
• Capital Gains Taxes,
• Energy Policy,
• Fair Labor Standards Act Overtime Regulations,
• Federal Conference and Meeting ‘Blacklist’,
• Federal Government Per Diem Rates,
• Green Initiatives,
• Healthcare Reform Legislation,
• Hotel & Motel Fire Safety Act Regulations,
Volume 21, No 1 | Spring/Summer 2012 Issue

•
•
•
•
•
•
•

Immigration Reform,
Internet Taxation,
Minimum Wage and benefits,
Pool and Spa Safety Regulations,
Terrorism Insurance,
Travel and Tourism Promotion and
Visa Waiver programs and more (www.HotelNewsNow.
com, accessed 2-8-12).
These issues all influence the hospitality
industry we work in and with and influence
the educational content that we deliver.
Our industry will be more and more sophisticated as time passes and should develop
in tandem with hospitality management
education.

Educational Future

We need to continue to enhance
our content and take a lead and not
a laggard position in the innovation
of business methods, teaching
and research.

Hospitality higher education like our
industry and its partners face constant
change. As noted, our programs are often
not critical in the bigger scheme of things at a university.
However, our relationship with our industry and therefore,
its jobs, economic prosperity and business growth and
connection to the world make our industry and the young
people we are preparing special.
We need to continue to enhance our content and take a
lead and not a laggard position in the innovation of business
methods, teaching and research. The business of hospitality
and our student’s ability to embrace and balance a technical
and managerial (business) mix will be critical. That ability
will be vital in differentiating our graduates from other
graduates. We need to that we are a business and our graduates need to balance their skills with those needed by the
industry. Knowledge, comprehension, application and analysis of industry metrics and analytics of hotels, restaurants,
resorts and related businesses should be the strength of our
students and graduates. These math and analytical skills
and a graduate’s ability to think, make and justify decisions
will position them as leaders of their fields. To tie this focus
to our content we need to focus on our program outcomes.
We (programs) through our students and faculty
consistently move forward to focus on assessment and
measurement of our programs and our outcomes. Education programs will continue to be asked what their program
outcomes are and how they are measuring results to remain
relevant. A variety of measures can be used to assess and
measure outcomes and do not need to be consistent across
all programs. For example, measurement tools can include
pre and post-tests, comprehensive examinations, the development and evaluation of portfolios (hard copy and or
electronic) and more.
Will accreditation be necessary and appropriate for all
programs? Accreditation is a status granted to an educational institution or a program that has been found to meet
or exceed stated standards of educational quality. In the
United States, accreditation is voluntarily sought by institutions and programs and is conferred by non-governmental
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bodies. Accreditation can serve as a vehicle that allows the
program to examine itself in relation to a specific set of
standards. The program is analyzed by objective outsiders,
using the same set of standards and the stated program
mission as a frame of reference. The analysis is designed
to recognize and commend program strengths and to be
open about the program concerns. Accreditation has two
fundamental purposes: to validate the quality of the insti-

tution or program and to assist in the improvement of the
institution or program.
As a result, the accreditation process does not prescribe
specific practices, but is concerned, from a qualitative
standpoint, that:
• A program has clearly defined, appropriate objectives,
• A program has established the conditions, under which
those objectives can be achieved,
• A program is in essence achieving their objectives
presently, and
• A program is able to continue to achieve its objectives
in the foreseeable future.
Accreditation, which applies to institutions or programs,
is to be distinguished from certification and licensure,
which apply to individuals. (http://www.acpha-cahm.org/
acreditation.cfm), accessed 2-8-12)
As programs examine their outcomes and standards
they may also look to existing standards and competencies.
Professional organizations that have certification programs
have standards and certification that can be earned by their
members. Certification can mean that an organization may
take an interest in the value that a certification brings to
their employees, their business, and their customers (Phillips, 2004). However, some managers believe certification
adds value to an individual’s professional credibility but
that it is not absolutely necessary for quality performance
(Phillips, 2004). Certification indicates that an individual
has met the standards for being a professional (Tuley,
2006). One can argue that even the most highly qualified
individual’s needs to be certified as a gesture of solidarity with the profession as whole (Hadfield, 2004). So the
question becomes one of value to the student and the
educational process.
There are no barriers to entry in the hospitality industry,
it no the Bar exam for lawyers or CPA exam for accountants.
Certification is the practice of qualifying an individual to
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In 2020 program accreditation is likely to be more
rigorous and demanding than it is today. Accreditation is
a process, to plan, document and assessment what you
and your program say you are doing, what you actually
do and how you are measuring that performance. In the
final analysis hospitality education will continue to move
towards rigorous standards that will allow its faculty to
deliver relevant education that balances emerging technical and managerial content.
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TOP 10
Interview Questions

1. Tell me about yourself.
2. Why did you leave
or are you leaving
your last position?
3. What do you know
about this company?
4. What are your goals?
5. What are your strengths
& weaknesses?
6. Why do you want to work for this company?
7. What has been your most significant
achievement?
8. How would your last boss & colleague describe
you?
9. Why should we hire you?
10. What are your salary expectations?
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Vision 20/20: The Hospitality and
Tourism Industry in 2020
By John Swarbrooke
As I am writing this at the end of February 2012 any attempt to predict what our industry might look like in 2020
seems doomed to failure.
New technologies are appearing every day, political
instability is widespread and many countries are in the grip
of an economic crisis that shows few signs of ending.
The one thing we can say with some certainty is that
rapid and widespread change will remain a fact of life in
tourism and hospitality for many years to come.
It seems likely that the future will consist of the evolution of some currently observed trends plus some new
phenomena of which we have as yet little idea particularly
in the technology field.
Therefore a key survival skill for both organisations
and destinations will be adaptability. It will also become
increasingly important to anticipate change so you can be
proactive rather than reactive. Speed of response to change
will become a key performance indicator.
We will also need to focus more and more on
seeing the world from the point of view of consumers which will be a challenge for an industry that
has traditionally been rather product led. This will
require more sophisticated consumer behaviour research than most organisations currently undertake.
Perhaps one of the most important current
trends that looks set to continue is the perception
that power is shifting from industry to the consumers, particularly due to technological innovations
and rise of consumer generated media. Consumers
are not only benefiting from greater choice but they
are also seeking to use what they see as their new
found power. We will see more customers threatening hotels with bad Tripadvisor reviews if they do not
get an upgrade and more and more guests wanting
to haggle with hotels over prices.
While many tourists seem content with the range of
products on offer a growing number will become bored and
search out new products and experiences. Indeed it is likely
that the attention span of tourists will further decrease as
more and more products become available to them. This
could shorten the tourist area life cycle and the product
life cycle in tourism and hospitality.

John Swarbrooke is affiliated with Manchester Metropolitan
University.
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Furthermore I would suggest that tourists will increasingly want to be treated as individuals being offered a
tailor-made product designed to meet their specific desires.
This is a challenge for an industry trying to reduce costs
through product standardisation.
The drive to reduce costs has also fuelled the rise of
self service in tourism and hospitality where customers are
asked to deliver the service for themselves. We see this with
electronic check-in in advance for flights for example. With
the exception of the luxury end of the market customers
seem happy with this because the service offered previously
was not highly valued by them and the new arrangements
give the customer greater convenience and help keep prices
down. I suggest we will see more of this trend by 2020 extending to other areas of hospitality and tourism. Already
smart phone apps are allowing people to become their own
tour guides for example.

This trend will be reinforced by the rise of the idea of
co-creation in tourism by which the customer wants to be
more actively involved in the creation of their vacation experience. This can involve everything from learning to cook
dishes rather than just eating them in a restaurant to putting
their holiday photos and memories online. This is a way of
personalising the experience and the opportunities for this
will grow dramatically in the next few years.
Many organisations and destinations are anticipating a
‘golden age’ based on the recently emerged and emerging
tourism markets such as Russia,China, India and Brazil. We
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already see evidence of this phenomenon in some of our
most famous and long established destinations. However,
the continued future growth of these markets is by no means
inevitable. It requires continued economic growth and political stability which is far from guaranteed. It also depends on
the distribution of wealth in these countries; so far wealth is
largely concentrated in the pockets of urban elites.
These countries will only become true mass markets once
more equitable wealth distribution gives disposable income
to those who live in rural areas and disadvantaged regions.

That said, I predict that the links between our industry and
the wider consumer society will result in the development
of more products which cross traditional boundaries. This
will mean more fashion label branded hotels for example
as well as holidays where people learn in advance how to
enjoy their retirement.
Even more dramatically we will see a continued growth
of people buying property in other countries that they have
visited as tourists. Thus more and more destinations will be
facing the challenges of integrating foreigners into their
communities and the barrier between
the idea of tourists and residents will
be further blurred.
The constant search for new experiences by high spending frequent
holiday-takers will lead to the invention
of new types of accommodation that
are nothing like the concrete and glass
blocks with rooms that still dominate
the supply in our industry. No matter
how bizarre they may be they will find
a market ! We will also see the Imagineering of new sports
and leisure activities to help differentiate one destination
from another.
At the same time the rapid pace of change in everyday
life may well stimulate a growth in nostalgia, a desire to
return to places we experienced in our childhood, and trips
to destinations that have the faded glory of past ages. It
may also stimulate the rise of ‘Slow Tourism ‘as a reaction
to the pressures of the modern world.
We may need to redefine what we mean by luxury in
an era of rapid social and economic change, particularly
as high labour costs in Europe make it difficult for hotels
there to offer the same level of personal service as hotels
in the lower wage economies of Asia.
Let us now focus on what we are told is the greatest
challenge facing our world, the environment. Hotels have
been at the forefront of the move to make businesses more
environmentally sensitive. However, cynics have perhaps
accurately suggested that action has generally only been
taken when it reduces costs. Nevertheless experts are telling
us all the time that customers today expect organisations to
behave responsibly in term of the environment and society
and the media coverage of ‘climate change ‘ is focusing
attention on the environment like never before.
With this in mind I believe that the concept of Corporate
Social Responsibility or CSR will be at the heart of business
strategies of hospitality and tourism organisations by 2020
rather than being just a marginal issue or a novelty. In my
opinion the pressure for this will not come primarily from end
use consumers but rather from the media, suppliers, intermediaries and governments. It will also come from corporate
clients with their own CSR policies and corporate governance
rules that do not allow them to do business with hotels, airlines and travel agents that do not share their values.
However CSR in tourism and hospitality will continue
to evolve to embrace more than just the environment, the

Many organisations and destinations
are anticipating a “golden age” based
on the recently emerged and emerging
tourism markets such as Russia, China,
India and Brazil.
Nevertheless by 2020 the market will be more cosmopolitan than ever before and it will be increasingly important for
our industry to understand national and cultural differences
in tourist behaviour. That will mean going well beyond the
national and cultural stereotypes that still seem to dominate
marketing in our industry. This is an area where we certainly
need more empirical research.
In some ways the elites from these emerging markets
seem to behave in some ways like the early post World War
Two tourists who left Northern Europe for their package
holidays in the Mediterranean sun, travelling in groups, visiting well established famous destinations and sticking with
people from their own country. I think this will change as
these markets develop although some cultural factors may
mean that group rather than independent travel continues
to be the norm for a further generation. Something that
may also change slowly is the importance that tourists from
these emerging markets seem to attach to leisure shopping
and the purchase of designer brands.
Our methods of segmentation will also need to evolve to
reflect social change. For example, we need demographic
segmentation techniques that are based on the extended
family that is the norm in many cultures rather than the
mum, dad and 2 kids family model which underpins much
western marketing even though it does not even reflect
reality in many European and North American countries any
longer .We also need to look at new segmentation criteria
that are relevant to the world today such as responses to
terrorist threats.
Having focused quite rightly in my opinion on the market
side let us have a brief look at what all this will mean for
the supply side in tourism and hospitality.
First, however, I would like to say that by 2020 the word
‘experience’ will have largely taken over from ‘product’ in
our industry which will signify a switch from a supply side
to a market side philosophy.
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implications of climate change and the conservation of
‘cute animal species’. It will also have more of a human
focus covering topics such as human rights, the salaries of
employees, and maximising the economic benefits of tourism for the host community.
By 2020 though CSR may be less about achieving competitive advantage and more about avoiding competitive
advantage. It is also certain that organisations claiming to
practice CSR will face scrutiny from the media and pressure
groups and if they miss-lead customers or make false claims
to be ethical then they will face a backlash from consumers.

Even more than today consumers in 2020 will have
more information available to them, will be more cynical
about the actions of governments and corporations, and will
have even more opportunities to share their opinions with
other consumers. This will create major challenges for our
industry but for those hospitality and tourism organisations
that rise to these challenges the future will be very bright
Perhaps I can finish with a wish. I hope that by 2020
the practice of tipping will have disappeared from tourism
and hospitality; we will then know we have matured as an
industry.

Being Considered for a Position??
Here are some questions to ask during the interview.

1. What is your job like?
2. 		 How did this type of work interest you & how did
		 you get started?
3. How did you get your job? What jobs &
		 experiences have led you to your present
		position?
4. 		 Can you suggest some ways a student could
obtain this necessary experience?
5. What are the most important personal
		 satisfactions & dissatisfactions connected with
		 your occupation?
6. What things did you do before entering this
		occupation?
7. What are the various jobs in this field or
		organization?
8. Why did you decide to work for this company?
9. What do you like most about this company?

15. How does the company make use of technology
		 for internal communication & outside marketing?
16. What kind of changes occur in your occupation?
17. How does a person progress in your field?
18. What is a typical career path in this field or
		organization?
19. What were the keys to your career advancement?
20. What are the skills that are most important for a
		 position in this field?
21. What particular skills or talents are most essential
to be effective in your job?
22. How would you describe the working
		 atmosphere & the people with whom you work?
23. Is there a basic philosophy of the company or
		 organization and, if so, what is it?
24. Can you tell me about the corporate culture?

10. Do you find your job exciting/boring? Why?

25. Does your work relate to any experiences or
		 studies you had in college?

11. How does your company differ from its
		competitors?

26. How well did your college experience prepare
you for this job?

12. Why do customers choose this company?

27. How important are grades/GPA for obtaining a
job in this field?

13. Are you optimistic about the company's future
		 and yours with the company?
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28. Does the company encourage and pay for
		 employees to pursue graduate degrees?
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Vision 20/20: The Hospitality and
Tourism Industry in 2020
By Debbie Trump
The more you know, the more you grow….
How knowledge of the employment relationship can
benefit the hospitality industry
As a manager of a service organization, your human
capital is your greatest asset. Nowadays the turnover rate
in the hospitality industry is dramatically high. The cost

involved in replacing employees is high, both in terms of
money as in terms of continuity of quality, since a high
turnover rate may lead to the erosion of the company’s
implicit knowledge base. These intangible resources are
important variables for competitive advantage. Research
studies on the relation between investments in human
capital and the firm’s performance seem to provide evidence that human resources play a key role. Organizations
that are unable to hire and retain highly skilled staff will
either hinder or possibly destroy the development of organizational competencies and competitive advantage. So,
the key question for hospitality organizations, now and in
the future, is how to gain and retain highly-educated and
highly-skilled employees?
One way to look into this issue is to examine the employment relationship using the psychological contract as a
theoretical framework. An important scholar in this field is
Rousseau (1989) and she defines the psychological contract
in terms of ‘individual beliefs in a reciprocal obligation

Debbie Trump is affiliated with Hotelschool The Hague in The
Netherlands.
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between the individual and the organization’. Obligations
of the organization concerns for example salary, offering
development opportunities, job security, work-home flexibility, promotion opportunities, challenging job content
and autonomy. Obligations of the employee concerns for
example commitment to the organization, effort put in the
job and loyalty. In other words, employees have certain
ideas about what an employer should offer and what he
or she should offer in return. This psychological contract
is different for each individual employee, based on his or
her perception of the employment relationship. As such,
a psychological contract may differ from the formal, written, legal contract but is very real to the individuals who
hold them. Behavior and attitudes of an employee are influenced quite significantly by the perception of his or her
obligations and perceptions of how well the other party’s
obligations have been fulfilled. The lack of fulfillment of
aspects of the psychological contract will lead to a violation
of the contract, with a change in attitudes and of behavior
as a consequence. Rousseau suggests that a violation of the
psychological contract may lead to a feeling of injustice
with as a consequence employee turnover.
Employees evaluate many of their experiences in relation to what they expected a particular job would be like
and what they thought the job should provide them when
they started. Many of these experiences are constructed
at school, when students are gaining experience working
in the hospitality industry in supplementary, part-time jobs
and in placements, when completing internships, and when
performing simulations. Moreover, newcomers develop a set
of beliefs about working in the hospitality industry when
they come into contact with future employers. During the
recruitment phase, which often takes place in the last
phase of a student’s education, employers make implicit
and explicit promises about possible employment in their
organizations. Evaluating our students’ and alumni students’
expectations and experiences with regard to working in
the hospitality industry has given us some insight in their
employment relationships within the hospitality industry.
First, looking at our students, we have seen that our
first-year students hold more positive expectations with
regard to the job content, promotion opportunities and
salary of jobs in the hospitality industry than our graduate
students. And indeed, a group of graduate students do not
enter the hospitality industry after their studies because
they value a higher salary and financial benefits. However,
just after their studies, still the majority of our students
have the intention to work in the industry. They are passionVolume 21, No 1 | Spring/Summer 2012 Issue

ate about the hospitality industry and see working in this
industry as a way of living, giving them ample opportunities
for personal growth and the pursue of an international career. But now looking at those alumni students who decided
to work in the industry, and still do, or have changed their
mind along the way we see the following. First of all, if we
look at the experiences of alumni students still working
in the hospitality industry in terms of the psychological
contract and compare them with the expectations of our
graduate students we see more negative experiences with
regard to development and promotion opportunities as
compared to the expectations. Here, a possible violation

performance indicator, such as turnover rate. Actually, she
answered, this rate stayed still high and even increased
dramatically just before Christmas time. It looks like this
company was focusing on the wrong things with regard to
the employment relationship. The (probably implicit) expectation of the employees to be able to combine work and
family was not fulfilled and they acted accordingly, leaving
the organization. Understanding the psychological contract
of employees will benefit organizational outcomes, such as
turnover rates. If the future manager would like to make
optimal use of the available workforce (men and women!)
and the future workforce (generation Y) the focus should
be on work-life balance, development
opportunities and flexible careers. But
even more important, the focus should
be on knowing what your employees
expect. And here lies the task for the
(future) manager: carefully monitoring
your employees’ perceptions of the psychological contract and communicating
about these perceptions. If the mouth
is not used, employees will speak with
their feet!

Employees evaluate many of their
experiences in relation to what they
expected a particular job would be like
and what they thought the job should
provide them when they started.
of the psychological contract has taken place. In addition, we investigated what elements (if not fulfilled) were
connected to the intention to leave their organization. It
seems that job content, including a challenging job with
development opportunities was number one, followed by
promotion opportunities (for younger workers) and workhome flexibility (for employees aged 32-45 and women).
Generation is important here, and we see a shift from the
value of job security for baby boomers to work-life balance
for Generation X to development opportunities and intraorganizational mobility intentions for Generation Y. Next,
have a look at those alumni students who decided to leave
the hospitality organization. They had a more negative view
about the following psychological contract elements: salary,
work family balance, development opportunities and the
autonomy of the job. Striking is that also alumni who left
the hospitality industry were fairly positive about the job
content, finding the work challenging and divers. However
they indicated a negative view about the experienced organizational support and management trust. These might
be indications of a breach of their psychological contract.
What can we learn from this for the future? We see
that in the psychological contract of today, the employer’s
role is to provide employees with opportunities for growth
and development and the possibility to combine work and
family obligations. In fact, if the employer does not meet
psychological contract obligations, employees seem to act
in response. To illustrate this, let me share the following
anecdote. A graduate student shared her experiences of
her internship in the HR department of a large five-star
property. Enthusiastically she told me about all the activities organized to enhance teambuilding and creating a
good work atmosphere. I asked her, in return, if she saw
the positive effects of these efforts reflected in an HR key
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Tourism and Quality of Life (QOL)
Research for 2020: The Hospitality and
Tourism Industry by 2020
By Muzaffer Uysal
Tourism as an industry has become a major socioeconomic force in both developing and developed markets. Its
potency as a source of economic development tool has
made it central to the strategic planning of development efforts almost in every country in the world. As
a result, tourism has developed into an ever-expanding
industry servicing unique individuals with differing
needs to destinations that can fulfill and hopefully
exceed tourist expectations while maintaining competiveness based on improvements of destination quality
of life (QOL). There are few industries that encompass
the entire globe and bring so many different cultures
together and the tourism industry must capitalize on its
unique structure. However, along the way the tourism
industry will be faced with a plethora of opportunities
and challenges that can significantly alter the direction
of the industry. This commentary simply highlights one
area, tourism and quality of life (QOL) research, which is
gaining momentum and will also be one of the dominant
forces in influencing research in the next decade or so in
the field of tourism and hospitality.
On the challenge side, several challenges for us include
economic instability, recession and stagnation, social instability, war/terrorism, information technology and social
media, environmental and sustainability issues, and distributions of benefits of tourism. There are obvious ramifications
of these challenges to the tourism industry and we have seen
a rich stream of research that has been examining some
aspects of these challenges. One of the research areas
that are gaining momentum and increased attention is the
connection between tourism activities, its consequences
and quality of life of those involved in the production of
consumption of tourism goods and services. The future of
tourism research for both practical and theoretical reasons
should embody the interplays of three major constructs of
tourism, namely, sustainability, destination competiveness
and attractiveness, and quality of life of stakeholders as
they are affected by tourism.
Although both the explicit and implicit assumption of
tourism has been that tourism as an industry benefits its
stakeholders (visitors or tourist s as participants in travel
and leisure activities, residents of destinations, employees
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of tourism and hospitality service providers), there has
been sporadic research that examines the assumed benefits

and cost of tourism (including both positive and negative
environmental and sociocultural impacts of tourism) on the
well-being of participants and quality of life of different
stakeholders, and employees of tourism and hospitality
service providers. This is one of the areas of research
streams in tourism and hospitality that needs more systematic attention in the years to come. For a long time, our
scholarly research activities have attempted to shed light
on how to more attract visitors, how to get more people
to stay at our hotels, dine at our restaurants, and reach
inner the layers of consumer behavior and the attitude and
behavior of our customers in general. There has also been
some research that has examined both the service provider
and customer employee interaction and their satisfaction
in general. Still, the critical research question that needs
to be fully examined from both demand and supply sides of
tourism is how tourism experiences relate to one’s quality
of life. An underlying theoretical foundation is that tourists
are consumers of different tourism and hospitality goods
and services at a destination, and the community with its
different providers and stakeholders serves as a host to
such consumers.
As Uysal, Perdue & Sirgy (2012) in their seminal edited
work “Handbook of Tourism and Quality-of-Life Research:
Enhancing the Lives of Tourists and Residents of Host Communities” proposed that within the fully functioning of
tourism system we have two models that should be considered in examining tourism activities and their consequences
from a systems point of view. The first model examines
and understands the impact of tourist-related variables
on the well-being of tourists. The second model examines
Volume 21, No 1 | Spring/Summer 2012 Issue

and understands the impact of tourism-related variables
on the well-being of resident of the host community and
its stakeholders. In these two nested models of the tourism system, tourists as consumers, service providers, and
stakeholders are the central parts of the system, where
interaction between supply and demand is reciprocal. This
interaction has an effect on the total vacation experience,
as simultaneous production and consumption of goods and
services take place. This model is helpful in understanding
how the tourism system works, what benefits it has, and
how resources are allocated in order to develop a successful marketing and management plan. The key focus in this
model is how a tourists’ experiences contribute to QOL and
to explain how a tourist’s QOL can be subsumed through
tourist characteristics, trip characteristics, moderators,
satisfaction with life domains, satisfaction with life overall, and consumption life cycle. Each factor is a category
in its own for research purposes dealing with tourists and
QOL. Tourism characteristics refer to factors directly affecting the tourists. Research in this area tries to uncover
individual differences in the way tourism affects QOL. Trip
characteristics are factors directly related to trips, and can
affect QOL either direct or indirectly. Both characteristics
interact and help link tourist satisfaction with particular
life domains or satisfaction with life in general. The main
focus is a model incorporating tourist motivation with profile variables, QOL domains, and overall QOL. Satisfaction
with life domains and life overall, deal with the overall
well-being in different aspects of an individual’s life. In
most research, these factors are the ultimate dependent
variable. When moderator effects are included in a study
or model, the overall sense of well-being in life domains
and overall can be enhanced.
On the other side, there is a model dealing with tourism
research from the perspectives of residents. This model
postulates how residents see their living conditions (as a
destination attraction) and how it impacts life domain. The
nature of existing resources also impacts residents, and therefore their QOL as the resources
affect economic conditions and infrastructure.
Community resources and infrastructure are the
elements in which tourism depends on to exist
and survive. The first aspect of research is how
to utilize and develop the resources needed
for tourism. After they have been developed,
it must be decided how to manage them over
time. Moderators in community tourism typically involve stakeholders. Stakeholders are
affected in different ways by tourists and
therefore a challenge resides in finding the right
combination of stakeholder goals and objectives and matching them with planning and development
of tourism projects. The model too assumes that there
is a reciprocal interaction between perceived living conditions and perceived impact of tourism. Although there is
not much research done to further explain and prove this
assumption, there are enough to use it within the model
of QOL. Tourism impact has a much greater focus today

on sustainability than it has in the past. The key concept
behind this is intergenerational which shifts the view to
how we utilize resources today, to one where we are more
conservative and use our resources carefully and sustainably.
In means of host community research, resident support of
tourism has been the primary concern and dependent variable over time. Research today though focuses more on
support for tourism, rather than just aspects of planning
and development.
In order to identify missing and assumed links between
tourism research and quality of life, we need to focus both
on the basic and growth needs of consumers, providers,
including employees of the industry. Thus, intangible and
tangible benefits from tourism activities, examining both
from the perspectives of tourists and local residents should
be part of any developmental efforts at any level of the
tourism industry. It is clear that unsatisfied employees and
residents as part of the production system cannot provide
quality vacation experience. This cannot be good for business.
Another implication deals with residence and the QOL
model, as the use of community resources has not been fully
linked with the attainment of particular QOL goals. This
means that although, resources are vital to tourism, that
there has not been much research conducted showing that
these resources also help residents with the achievement of
QOL. We will see more research focus on this aspect of the
importance of tourism as a socioeconomic force in places as
destinations. Surely, in the next decade we will see more
challenges that will necessitate new research streams in
the area of resident and stakeholder satisfaction with life
domains, and the effect it will have on QOL of those that
represent both demand and supply sides of tourism activities.
As tourism grows, an important goal should not only be to
improve upon sustainability and development, but to also
try to enhance the QOL of both tourists and residents. A key
challenge will be creating a tool to measure and monitor use

In order to identify missing and
assumed links between tourism
research and quality of life, we need
to focus both on the basic and growth
needs of consumers, providers,
including employees of the industry.
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levels of activities, and both cultural and natural resources.
The long term success and sustainability and competitiveness of tourism in destinations will certainly depend
on tourism’s potency to contribute to the improvement of
quality life of all stakeholders. This will be good business
for all. As part of the fully functioning tourism system it
is imperative to know that hotel companies contribute to
improving the quality of life in host communities and the
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well-being of their employees. Again we know from research
that improving quality of employees are at the heart of
corporate social responsibility (CSR), and it is argued that,
in recent years, hotel companies have gone to great lengths
to improve the quality of life in local communities and the
well-being of their employees. Critically, by presenting concrete initiatives and highlighting their rationale, it is shown
that a growing number of hotels have embedded the idea of
CSR into their business models (Bohdanowicz and Zientara,
2009). In the next decade, lodging providers at the local,
national or international level will play an important role
in the improvement of quality of life of communities with
desired levels of development.
As Morgan et al (2010) beautifully put it that sustainability, tourism activities, and quality are all interrelated.
Stakeholders need to reflect on whether the provision of
quality tourism experiences compromise the development

The long term success and sustainability and competitiveness of tourism
in destinations will certainly depend
on tourism’s potency to contribute to
the improvement of quality life of all
stakeholders.
that meets the needs of the present without compromising
the ability of future generations to meet their own needs.
QOL needs to be considered on a global scale.
We know that destinations go through phases, develop,
become attractive, but eventually the desirability level
of tourists to that destination declines, while the host
community experiences changes in attitude. Therefore,
in order for development strategies to be sustainable and
competitive, market planners and developers need to know
how citizens view their quality of life and how they might
react to proposed strategies.
We need to place more importance on monitoring development activities and need to understand how communities
as destinations with different stakeholders are affected
by tourism development. The challenge for us in the next
decade is how can we minimize the negative impacts of
tourism while maintaining a desired level of quality of
life and maximize the positive impacts of tourism through
sustaining resources that provide quality experience and
services for both tourists and locals?

References
Bohdanowicz, P., & Zientara, P. (2009). Hotel companies’ contribution to
improving the quality of life of local communities and the well-being
of their employees. Tourism and Hospitality Research: Special Issue:
Sustaining Quality of Life Through, 9(2), 147-158. Retrieved February
3, 2012, from ABI/INFORM Global. (Document ID: 1676133821).
Morgan, M., Lugosi, P., & Ritchie, J.R.B. 2010. The Tourism and Leisure
Experience. Bristol, England: Channel View.

38 HOSTEUR

TM

Uysal, M., R. Perdue and J. Sirgy. (Eds) (2012). Handbook of Tourism and
Quality-of-Life Research: Enhancing the Lives of Tourists and Residents
of Host Communities. The Netherlands, Springer, Dordrecht, 702 pages,
Hardcover, ISBN 978-94-007-2287-3.

Your Hospitality &
Tourism Students
Will Thank You.
the
Pioneers of ustry:
d
In
Hospitality Leaders,

m
Lessons fro d Visionaries
an
rs
to
va
o
Inn
Volume 1

Only
US$45!*
*Shipping &
Handling: US-$7.50;
International $20-First Class US Mail
(alternate shipping
method may cost
extra)

oberts
ea & ChristhyRMcCarty
by Linda J.InSh
Ka
troduction by

For libraries, classrooms, & personal
collections—this publication makes
an excellent addition!
The Hospitality Pioneer series is a tribute to those
dedicated individuals who have shaped the hospitality industry through their colorful lives, their
foresight, & their leadership. These luminaries share
common characteristics: innovator, visionary, philanthropist, statesman, & entrepreneur. Together,
they offer a rich history of the development of the
hospitality industry, & the nature & timing of their
contributions mirror historical developments in key
markets around the world. These profiles offer readers the opportunity to analyze successful leadership
& entrepreneurial characteristics, & to evaluate the
significance of their contributions.

To order a copy for your personal library
or your class, visit the ICHRIE website at
www.chrie.org or call the ICHRIE office
at 01 (804) 346-4800.
Volume 21, No 1 | Spring/Summer 2012 Issue

Vision 20/20: The Hospitality and
Tourism Industry in 2020
A Commentary on the Event Industry
By Cynthia Vannucci, Ph.D., CMP
The Vision 20/20 project requested by Dr. Cetinkaya,
of Selcuk University, Dr. Michael Vieregge of Western State
College of Colorado was an excellent opportunity for reflection and consideration for our students’ needs of the
Hospitality and Event industry in the coming five to ten
years and how hospitality and event management faculty

deliver that information for impact.
1. I have divided my comments into five categories:
2. A delicate balance of educational costs, job readiness,
and involvement in their industry.
3. We need a little community: sooner than later!
4. Don’t get bogged down in the day to day work of learning, and lose sight of what is coming up next for you.
5. Job placement for our hospitality and event management students?
6. The hybrid host and those on-line classes!

A Delicate Balance of Educational Costs, Job
Readiness, and Involvement in their Industry
In 2012, our faith in a brighter future and in the power
of hard work to get us there is being tested daily. Our hospitality and event management students are sandwiched
in one of the worst economies since the Great Depression.
Statistically, for a two-parent, two-child family, they have
Cynthia Vannucci, Ph.D., CMP is the Director of Event
Management at Metropolitan State University of Denver.
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a household income in the range of $50,000 to $122,000 a
year. Concerns for most college bound students and their
families are the high costs of tuition to obtain their college
degree. The average debt for a senior at a public institution of higher learning is $20,000. The average debt for a
senior at a private institution of higher learning is $31,000.
Despite its costs, a college degree is still necessary to
effectively compete for current and future jobs.
We as educators want to provide a quality education and must now concern ourselves with these rising
tuitions, improve our advising and mentoring, provide
more hands on learning experiences and internships,
and push students towards more involvement in industry participation early on in their education.
Students need to be more proactive in accessing
their professors. They need to meet regularly each
semester with their advisors. It is important to seek
out advice on career and academic management. Advisors should encourage their students to procure one or
more internships each year. Identify issues of course
replacement where applicable to make the students
be more job ready, and reduce educational costs for
courses taken.
Students need to understand that a “balanced resume” goes beyond grade point average and relevant course
work. Extra-curricular activities are needed to demonstrate
leadership, and commitment to their industry. Never under
estimate the value of community and the volunteer time
to their community.

We Need a Little Community: Sooner than Later!
The most urgent and critical opportunities for our students lies in the involvement in their industry community.
Attracting students to their industry associations is no easy
task. Generational issues play a key role in their participating or lack thereof! Once again, an advisor that is involved
usually equates to a more involved student.
Many students are working their way through college
and their lack of time to give to industry and college clubs
also interferes with a successful college experience and
subsequent job entry after college in the hospitality and
event management industry. As I often remind my students
community fills the gab. It provides trust to a potential
employer of their commitment to the profession. It is a
positive word-of-mouth marketing stool. Remember this
“community” doesn’t only happen on your turf. It extends
beyond the organization to other platforms. Sometimes it
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is an individual’s personal blog or social-media profile. It is
about having a relationship with people and the channel is
less important than the engagement.

Don’t Get Bogged Down with the Day to Day Work
of Learning, and Lose Sight of What is Coming Next
for You
General Studies requirement met? Check. Hospitality
Core Requirement met? Check. A discussion with my advisor on what would be complimentary General Electives or
a possible minor? The last one is likely is not on your to-do
list of things to talk about with an advisor. And that is certainly understandable. With everything on a students’ plate
it is difficult to think past the day of the class they are in!
But those students in hot pursuit of their degree cannot
afford to take their eye off of their future and the currents
events of the day that will affect their future employment
and opportunities. Take the time to review industry trade
journals and glean through industry association web sites.
Invest in your industry association education with your time.
Trust me, the costs are smaller than the price of your text
book and offers current and up to date information in your
chosen field, and it helps you not to lose sight of what is
coming next for your business. Based on what you read you

cording to Karen Dowd, of the University of Denver, “We
have had to reinvent the way we provide career services
to students and alumni, and spend more time individually
guiding them. They really have to develop their personal
brand and communicate their value proposition to employers.

The Hybrid Host, and those on-line classes!
Successfully adding on-line classes into the curriculum
is a blessing and a curse. For those professors who teach
on-line courses and those students taking the classes there
is always some sort of disconnect. (No pun intended!) How
do we make these classes real? How do we encourage engagement in a more or less virtual classroom? Here is my
commentary on this subject:
Students need to own their own learning experience.
Most on-line classes are selected because they offer the
student the conveniences of taking a test when it works
best for them.
Professors provide course content and the assessments
tools that meet the objectives of the course. We are not
“on-line talent” here to entertain and be at the beck and
call of the student. The onus of wanting to know more rests
on the student.
No matter how you try to deliver the
information, it is still a one dimensional
medium, with growing opportunities for
two dimensions. In my mind, there is
no replacement for the live, in person
class room. Odd as it may seem, pick up
the phone and get clarification on your
questions. Remember, connection to a
live person will always trump an e-mail.
No emoticon can replace the tone of the voice. Virtual is
still virtual, and your time getting to know the professor
in person will give the student the assurances that he or
she can learn this material. Bear in mind, that the on-line
class provides flexibility. And sometimes there is a trade
off with flexibility and convenience.

Successfully adding on-line classes
into the curriculum is a blessing
and a curse.
will gain insight on what is coming next in those general
elective classes.

Job Placement for our Hospitality and Event
Management Students?
Here’s some good news for college students according to
Michigan State University’s Annual Recruiting Trends study,
“Hiring is expected to increase four percent, across all degree levels, for the current group of soon-to-be graduate
students. However, despite the small increase for hiring
this year, the word ‘placement’ is no longer used in college career services offices. According to Bridgette Coble,
director of the Office of Career Services for Metropolitan
State College of Denver, we teach career self-reliance.
Students will do this process multiple times.” Counselors in
Career Services offices do not hand over a list of job leads,
but does provide access to job opportunities. Coble says,
“It’s getting people to perform well when they have those
opportunities presented to them.”
Faculty advisors should continue to help students and
alumni prepare for their careers, but students still need
to find jobs on their own. Coaching students through the
process of the job hunt, the interview, and the follow up
from that interview are key tools to securing a job. Ac40 HOSTEUR
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Topical FocI, Research Designs, and Statistical Approaches:
A study of the first 14 Hospitality and Tourism Graduate
Student Education and Research Conferences
By Dennis Reynolds, Ph.D., Christy Caldwell, James Taylor and Terry Umbreit
In this study we sought to anticipate the continuing
evolution of hospitality and tourism studies by examining
1,919 papers from the proceedings of the 14 previous Annual Hospitality and Tourism Graduate Student Education
and Research Conferences, searching for changes in topical focus, research design, and statistical approaches that
might indicate trends in future scholarship. The results show
that some subjects, such as marketing—including services
management—have steadily risen in frequency of presentation while others, such as research methods and hospitality
education, have declined. In terms of research design, the
percentage of conceptual papers among those published
per year decreased over time, while—encouragingly—the
number of field studies increased. Finally, statistical
approaches, widely thought to reflect rigor in research
design, enjoy increasing acceptance in hospitality studies.
For example, the use of structural equation modeling and
univariate regression applications has increased dramatically. Implications for hospitality education and
research are discussed, and suggestions for
fostering continued growth and development
in this area are considered.
Key Words: research design, statistics, topical foci, hospitality education
Examining past hospitality and tourism
research topics and methods enriches our
understanding of future research directions,
applications, boundaries, and trends. The research proceedings of the Annual Hospitality
and Tourism Graduate Student Education and
Research Conference, in which students from
the preeminent hospitality programs across the
globe present their conceptual and empirical
findings, represent a very productive source of
information for such an examination, especially
Dennis Reynolds, Ph.D., is an Ivar Haglund Endowed Professor in
the School of Hospitality Business Management at Washington State
University. Christy Caldwell is a Graduate Research Assistant at Washington State University. James Taylor is affliated with The University
of Mississippi in the Hospitality Management Department of Family
and Consumer Sciences. Dr. W. Terry Umbreit is Director and IHG
Chair of Excellence in the Kemmons Wilson School of Hospitality and
Resort Management at the University of Memphis.
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as they herald the future of research in this area.
Furthermore, the ‘Graduate Conference’ has evolved
to be the de facto venue for graduate research presentations.
To describe areas of student focus at such conferences is to paint a rich portrait of important trends
for both educators and researchers. For example, as
graduate hospitality students (and, by extension, their
faculty supervisors) identify gaps in the literature that
their research is targeted to fill, these future scholars
and industry leaders make explicit their scholarly and
practical interests. Furthermore, subject areas that
attract less interest over time may represent areas of
hospitality research that provide less functionality or
utility to the industry.
Research design reflects such changes in topical
focus. In the social sciences, for example, Yukl’s
(2000) call for studies that supplant the all-toocommon survey approach with research that attempts

to truly capture the phenomena of interest, initiated a period during which researchers stressed the
integration achieved through multi-level investigation. Additionally, many fields have seen growth
in conceptual work, which is tested using various
experimental, quasi-experimental, and field-based
research designs.
Similarly, most disciplines have witnessed the
adoption of more rigorous statistical applications. For
example, methodological development in market-

Research Article

Abstract
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Background

Exhibit 1

Topical focus areas
Airline Op
Convention Operations
Cruise Ship Op
Finance/Accounting
Foodservice Operations
Gaming Operations
Healthcare Operations
Hospitality Education
Human Resource Management/Organizational Behavior
Information Technology
Law
Lodging Operations
Marketing and Services Management
Research Methods
Sports and Entertainment
Strategy
Tourism—Adventure
Tourism—Ecotourism
Tourism—Heritage/Cultural
Tourism—Other
Tourism—Sustainable

ing research was noted many years ago (Aulakh & Kotabe,
1993). As Eder and Umbreit (1988) explained, such advances
in rigor are required for the development of a useful body
of knowledge in hospitality management. Several other
authors have noted that, in failing to apply diverse statistical methods, including multivariate and non-parametric
approaches, the field needlessly sacrifices depth of inquiry
(e.g., Jones, 1996, Reynolds, 2003).
The purpose of this study, then, is to examine topical
trends in research during the first 14 years of the Annual
Hospitality and Tourism Graduate Student Education and
Research Conference, as reflected in the conferences’
proceedings. In addition, we consider the research designs
and statistical applications employed. This exploration
answers a number of questions, such as: Which topics are
gaining prominence and which are falling out of favor?
Which research designs are employed most frequently? Is
statistical rigor increasing—or are we not keeping pace with
applications found in other social sciences such as marketing
where advances are evident in terms of research design,
statistical application, and methodological application (c.f.,
Grover & Vriens, 2006)? In answering these questions, this
study provides useful information for students, faculty, and
others interested in the evolution of hospitality education
and research.
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Ours is not the first examination of topical foci. For
example, Chon, Evans, and Sutherlin (1989), in an effort to
assess the development and future direction of hospitalityrelated research, conducted a content analysis of published
research from four hospitality journals over a 20-year
period. Crawford-Welch and McCleary (1992) considered
publications in four hospitality journals over a seven-year
period. More recently, Baloglu and Assante (1999) completed
a similar study using five hospitality management journals,
also covering a seven-year period.
Understanding trends in research design enhances
our ability to forecast future directions. Goodman (1999)
noted that choosing a design is the most fundamental step
in ensuring that a given study contributes substance to the
body of knowledge. Easterby-Smith, Thorpe, and Lowe
(1994) observed that research design is “more than simply
the methods by which data are gathered and analyzed; it
is the overall configuration of a piece of research: what
kind of evidence is gathered from where, and how such
evidence is interpreted in order to provide good answers to
the basic research question” (p. 21). To this end, we define
a research design as a plan for collecting and utilizing data
to yield information that is sufficiently precise for effective
analysis and testing or theory development.
Research design often serves as a barometer of scholarly
trends. Khan and Olsen (1988) underscored this by noting that
the complexity of research design reflects the evolution of a
field. Thus it may be that, as these authors reported, “while
the hospitality industry may be reaching maturity, hospitality
research is still in its infancy” (p. 54).
While research design may be perceived as a measure of
evolutionary progress, statistical approaches are commonly
Exhibit 2

Research designs and statistical
applications
Research Designs

Statistical Applications

Conceptual

ANOVA

Experiment

Chi-square

Field studies

Correlational analysis

Quasi-experiment

Descriptive statistics

Survey

Factor analysis
MANOVA
Multivariate regression
Non-parametric statistics
Qualitative statistics
(e.g., content analysis)
Structural equation modeling
T-Tests
Univariate regression
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Exhibit 3

Coorelaltion matrix of topical foci and annual submissions

perceived as denoting rigor. Granted, the most elaborate
statistical techniques cannot remedy issues stemming from
a poorly conceived research design, yet comprehensive
statistical techniques can provide evidence from simple or
complex data sets, allowing researchers to draw inferences
that might not otherwise be available to them. Furthermore,
statistics is the language through which academics communicate. Thus, a more thorough understanding of statistics and
associated approaches should lead to clearer communication
among scholars.
Several researchers have analyzed statistical applications across a range of disciplines. For example, Mohrman,
Gibson, and Mohrman (2001) considered the effects of
statistics and the corresponding results that are rigorous
yet applicable to practitioners in the area of management
science. Focusing on an area that is central to hospitality,
Green and Weaver (1993) investigated associated trends in
foodservice-related research. Lewis (1988) identified the
dangers of inadequate or misapplied statistical techniques
in hospitality research and provided examples of the dangers that lurk when drawing inferences with inadequate
statistical support.
These studies of research foci, research design, and
statistical approaches share the objective of painting a
broader picture of what is important to academics and—
assuming that such research ultimately helps the industry
by identifying, explaining, and helping to solve critical
issues—to operators. Yet this body of research raises many
questions even as it answers others. For example, is the
focus of current hospitality research topics changing over
time? Researchers acknowledge that there is a constant need
to evaluate the current state of the art in research design.
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Are we, as hospitality researchers, embracing exacting approaches in order to provide a stronger empirical grounding
for our results? Previous qualitative studies incorporating
content analyses have sought to assess whether hospitality
researchers are employing sufficient rigor, particularly as
scholarly rigor in discipline-based journals has increased
demonstratively (e.g., McLoughlin, 2007). Are we providing
the next wave of hospitality researchers with the necessary
statistical tools to achieve increasing empirical rigor? Our
study seeks to shed light on these questions by identifying
and tracking possible trends in research topic choices among
graduate students and their faculty sponsors.

Methodology
To identify the subject areas we began by asking an
external party—an experienced scholar in management but
with little knowledge of the hospitality field—to create a
list of subjects from a random sample of 156 articles found
in the proceedings. This categorization scheme was then
overlaid on existing typologies, including those specified
by Chon, Evans, and Sutherlin (1989) and Crawford-Welch
and McCleary (1992).
We then independently used the lengthy subject list and
categorized subjects found in randomly selected articles
taken from the proceedings. In doing so, we employed the
cognitive-classification approach, as operationalized by
Powell (1991). As is typical in cognitive classification, we
compared our three analyses, resulting in a coefficient of
agreement of 84%. Inter-researcher biases were explored
following the practice recommended by Krippendorf (1980),
which minimize the researchers’ subjective predispositions
through replacing a single person’s input with another and
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Exhibit 5

Research design
Conceptual

Experiment

Field Studies

Quasi-experiment

Secondary Data

Survey

1996

40.82%

2.04%

36.73%

0.00%

2.04%

24.49%

1997

26.42%

0.00%

45.28%

0.00%

7.55%

16.98%

1998

26.76%

0.00%

43.66%

0.00%

12.68%

14.08%

1999

29.76%

0.00%

51.19%

1.19%

11.90%

7.14%

2000

11.61%

0.00%

58.04%

1.79%

10.71%

16.96%

2001

17.59%

0.93%

54.63%

1.85%

16.67%

12.04%

2002

18.35%

0.00%

56.88%

1.83%

10.09%

14.68%

2003

12.02%

1.64%

59.02%

4.37%

13.11%

8.74%

2004

6.98%

0.00%

62.79%

6.98%

10.85%

11.63%

2005

6.32%

2.30%

56.32%

2.30%

13.22%

18.97%

2006

9.74%

3.59%

58.46%

2.56%

14.87%

13.33%

2007

7.25%

0.48%

71.98%

3.38%

13.53%

6.28%

2008

5.45%

0.45%

43.64%

4.55%

16.36%

31.36%

2009

7.11%

3.11%

44.89%

1.78%

12.44%

31.11%

testing for reliability, and the remaining aspects of the final
typology were deduced by consensus as outlined by Gerstner
and Day (1997). The resulting list of topical focus areas is
shown in exhibit 1.
The research designs and statistical applications were
identified using similar approaches. The foundation of the
research design typology is due to Spector (1981). The initial
listing of statistical applications was found in Sproul (1993)
and, in part, adopted by Baloglu and Assante (1999) in their
related inquiry. The final typologies used in this study are
shown in exhibit 2.

Results
The sample included the 1,919 articles compiled in
the proceedings from the first 14 Annual Hospitality and
Tourism Graduate Student Education and Research Conferences. The smallest number of published papers was in the
first year, with 49 papers included in the proceedings. The
most recent conference, held in Las Vegas, featured the
most, with 225 papers. The mean is 137.07 with a standard
deviation of 62.43.
The number of years available (i.e., the 14 years in
which the conference has been held) precluded more
formal time-series analyses. However, we tested the degree to which these changes took place by considering
the correlation between frequency of subject matter and
the number of papers included each year. As suggested by
Krippendorff (1980), this application can serve to confirm
trends observed from the content-analysis data. In other
words, one might expect the number of marketing papers
to increase if the overall number of papers increased during a given year. This test assesses whether the increase is
incrementally consistent.
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Results regarding topical foci suggest that the area of
marketing and services management has become increasingly popular (r = .759, p = .007). (Please see exhibit 3. )
Conversely, the popularity of studies in the areas of hospitality education and research methods has fallen dramatically
(r = -.749, p = .008 and r = -.592, p = .055, respectively).
While the various categories of tourism studies were
originally disaggregated, the relatively small number in any
single category required that they be combined. Tourism
studies have experienced considerable volatility, from a
low in frequency of 5.95% to a high of 18.87%.; nonetheless, there does not appear to be a pattern of increase or
decline. This is true, too, for finance/accounting, although
the overall number of papers relative to fields such as
marketing, human resources, tourism, and foodservice is
much smaller. Areas seeing modest appreciation include
foodservice operations.
The results regarding research design are included in
exhibits 5 and 6. The presentation of conceptual papers
declined dramatically during the 14-year span while field
studies (representing the most popular research design)
increased. Experimental designs remained consistently low.
This is confirmed by the correlation analysis (see exhibit 6),
with r = -.837, p = .001 and r = .610, p = .046, respectively.
The correlation matrix pertaining to statistical approaches is shown in exhibit 7. Given that papers commonly
included multiple statistical tests (e.g., descriptive statistics and ANOVA), the steady, widespread use of descriptive
statistics is not surprising (r = .676, p = .022). We found the
most notable decline in the area of qualitative statistics (r =
-.782, p = .004). While the use of univariate statistics generally increased over time (r = .808, p = .003), multivariate
statistics gradually declined, although the relationship of

Volume 21, No 1 | Spring/Summer 2012 Issue

these results to annual submissions was not significant. Factor analysis and structural equation modeling, while not well
represented across the sample, did increase over time (r =
.796, p = .003 and r = .732, p = .010, respectively). Finally,
non-parametric statistics, while completely non-existent
in the early years, has begun to appear more frequently.
To further assess the changes we observed in topical
foci, research designs, and statistical approaches, we
conducted tests for randomness. These trend analyses can
indicate whether changes over time are random or indicative of actual trends. Specifically, we applied the runs test
(also called the Wald-Wolfowitz test as explained in Wald
and Wolfowitz, 1940), a non-parametric test that tests a
randomness hypothesis and one that requires no assumption
about population distribution parameters. These results
support the results of the correlations reported earlier but
offer greater specificity in terms of actual trends.
Results pertaining to topical foci indicate that healthcare
operations (p=.002), HRM/OB (p=.095), marketing and services management (p=.001), and sports and entertainment
(p=.002) are trending significantly upward while studies on
research methods (p=.028) and strategy (p=.005) are trending
downward. (Note: Given the limited number of observa-

focused orientation, one that encompasses all aspects of the
service encounter. As Webster (1994) noted, it is incumbent
upon every component of an organization to deliver on the
message conveyed through all available marketing channels. Moreover, the breadth of this area, which Nakata and
Sivakumar (2001) describe as covering a complex series of
interdependent operational functions, makes it particularly
ripe for research. Similarly, the increase in studies pertaining to human resource management and organizational
behavior underscores the discipline-based approach that
is gaining popularity in hospitality research, one that was
advocated some 20 years ago by Eder and Umbreit (1988).
The increase in healthcare operation and sports and
entertainment topics may be the result of the more recent
view of hospitality and tourism, one that transcends the
primary focus on hotels and restaurants. Moreover, other
sectors of hospitality offer new areas of study given their
stature in terms of the global economy and the opportunities
presented by previously uninvestigated areas of scientific
inquiry. Studies into other non-traditional hospitality sectors also allow researchers to explore the generalizability
of extant empirical work (Reynolds, 2000).
The decline in interest in strategy as a research topic
is not so easily explained. It is possible
that increasing interest in applied topics
Exhibit 6
has associated a negative connotation
Coorelaltion matrix of research design
with the less tangible—at least from
and annual submissions
the practitioner perspective—study
of strategy. It is also conceivable that
strategy-oriented papers may not be as
readily publishable. This is supported by
Miller’s (2006) findings that the review
process may be biased toward formal,
discipline-centered research.
If this is true, however, why have
studies on research methods declined
in frequency? With increasing emphasis on rigor in design and statistical
analysis across disciplines, wouldn’t
this area seem ripe for research? The
sense of paradox this invokes is further
heightened by the consistent number of
studies in foodservice operations. Given
that this is not a discipline, why does it remain strong as
tions—14 years—we used p=.01 as the accept/reject criterion
a research topic?
value.) The results pertaining to research design show field
Finally, the steady number of papers on topics such as
studies (p=.006) increasing with conceptual papers (p=.028)
human resources and IT suggest that these areas continue
decreasing. Finally, trends for the statistical applications
to attract young academics. Similarly, the total number of
used are as follows: Factor analysis (p=.028), structural equapapers in tourism underscores the importance of tourismtion modeling (p=.026), and univariate regression (p=.001)
related research, but we observed a notable variance across
are becoming more common while MANOVA (p=.028) and
years. As Tribe (2006) observes, the study of tourism is linked
qualitative statistics (p=.036) are seen less over the span of
to public perception. Hence, when situations arise that are
conference years.
not conducive to tourism expenditures—such as when civil
unrest, terrorism, or worldwide recession occurs—it is posDiscussion
sible that scholarly and practical interest in the area may
The increase in frequency of topics in marketing and
wane. This is an interesting question that calls for empirical
services management is not surprising given academicians’
investigation.
growing interest in and understanding of the customerVolume 21, No 1 | Spring/Summer 2012 Issue
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We were both concerned and encouraged by the results
regarding research design. The downturn in conceptual
papers may herald a stronger focus on empirical studies,
which graduate students may view as better preparation for
undertaking their theses. Yet, as Van den Ven and Johnson
(2006) make clear, the best empirical research stems from
thoughtful conceptualization. Future research should seek
to quantify subject areas of submitted conceptual papers to
discern which ones inspire rigorous and provocative empirical research and, as such, should be promoted.
The increase in field studies is encouraging, bolstered
as it is by the slight downturn over time in survey-based
studies. While some (e.g., Elsworth, Yoon, & Bai, 1999)
suggest that too much hospitality-related research is based
on survey data, the findings reported here indicate this is
not the case. Moreover, the modest but consistent use of
secondary data indicates that the next generation of hospitality academics readily embraces large data sets that
may indicate trends or shifts that smaller, primary data
sets would not reveal.
While we were encouraged by the presence of studies
using experimental or quasi-experimental designs, their
small number—and the observation that these represent a
very small percentage of papers over time—is concerning.
Eisenhardt (1991) commented that simplistic research designs lead to unnecessarily modest contributions. Shouldn’t
we encourage—or even require—graduate students to engage in more complex research designs, ones that might
lead to more critical inquiry?
This finding of a decrease in the use of qualitative statistics suggests that caution must be taken not to discourage
strong, qualitative research. While many academicians are
persuaded that qualitative statistics are not as meaning-

ful as quantitative, the truth is that qualitative research
can be very important. As Frost and Stablein (1992) noted,
some of the most provocative research of our time has been
qualitative in nature!
As is the case with more complex research designs,
there was a notable increase in such advanced techniques
as factor analysis, structural equation modeling, and nonparametric statistics, although the latter of these was found
primarily only in the last several years. Yet, as Taylor and
Edgar (1996) observed, this increase seems to be moderated
by the use of descriptive statistics as the primary method
employed. Additionally, there may be reason for concern as
the number of rigorous studies remains modest relative to
the number of studies reported overall in the proceedings.
In general, then, the trends indicate that graduate student
researchers are evolving in terms of statistical prowess, but
this evolution is proceeding very slowly.
Most critically, this study underscores the slow growth
in research complexity. The norm is still basic research design and analysis. There appears still to be some hesitancy
to integrate multi-level and multi-method approaches, as
well as a strong resistance to using multiple endogenous
variables.
It might be argued that such a ‘simplistic’ approach
to hospitality research is normal, given that the articles
represent graduate research. Moreover, there will always
be issues related to inaccessibility of data and resource
constraints. Yet all of this research is supervised by seasoned
faculty. Are we not pushing the next generation to explore
new frontiers? Or are we nested too cozily in our current
lines of inquiry to make room for new thinking? Perhaps we
need to heed Weick’s (1984) recommendations, from more

Exhibit 7

Correlation matrix of statistical approach and annual submissions

46 HOSTEUR

TM

Volume 21, No 1 | Spring/Summer 2012 Issue

than two decades ago, that we should strive purposefully to
see problems through new perspectives. Given that graduate
students have perhaps the best sets of ‘fresh eyes,’ are we
encouraging innovative, novel inquiry on their part, or are
we holding them back?
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