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LEARNING   OBJECTIVES
After you have read this chapter, you should he able to:
· Describe some of the trends that will have an impact on future tourism
marketing decisions.
· Describe how market segments will change in the future of the tourism
industry.
· Describe how and why tourism service suppliers are becoming larger
through mergers, consolidations, and alliances.
· Describe how technological changes will have an impact on the future of
the tourism industry.
· Describe some of the changes that will have an impact on future
employment opportunities in the tourism industry.
· Describe some of the possible trends in tourist entertainment and
recreation activities.
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>ON THE ROAD AGAIN
Look into the future with us to this imaginary setting. The scenario facing Myra was a familiar one. She had completed all of her sales reports and was ready to head out "on the road again." Once a month, she follows up on her webcam calls with personal visits to the primary contacts on each of her key accounts. "Webcam calls had improved customer service and made it easier to handle some of the day-to-day details of her job, but the personal touch of regular meetings with her clients was what kept them coming back. Although a routine trip, it would be hectic. Fifteen sales calls in three cities on Tuesday, Wednesday, and Thursday, fol​lowed by some well-deserved rest and relaxation over a long weekend.
Setting the itinerary for the business portion of her trip would be easy as she had called on these clients many times in the past. Technology made business travel a hassle-free experience. A computer database containing client profiles on employees' travel needs and desires took the guesswork out of scheduling business travel. Kverything from the preferred color and style of rental cars to the room types and locations of favorite hotels were stored in the database and used to schedule and meet travel needs. Computer technology also recom​mended optimum client scheduling and mapped out the most efficient routing along with approximate travel times for each sales call or business meeting.
Although she could have used the travel planning data base for business travel on this trip, leisure decisions were a different story. Like many business travelers, Myra took advantage of her time away from "home" to combine business and pleasure on some occasions. On this trip, she decided to have some fun and do a little exploring. Once again, the technology to plan and dream about a fun-filled weekend was as close as her fingertips. After giving her com​puter a simple voice command, she was taken on a virtual tour of Miami. She was instantly transported to the sights, sounds, and smells of the city on a vir​tual reality site maintained by the city's convention and visitors bureau.
There were so many things to do and sec that the choices would be diffi​cult. However, the opportunity to sample before selecting made the decisions a little bit easier. The Bayside Marketplace and the Miami Metrozoo were defi​nitely on her list of things to do, along with a round of golf and a little sun and scuba diving off Miami Beach. After quick virrual tours through a couple of boutique hotels in the heart of Miami, she selected the perfect spot to unwind. Life on the road was still hectic, but it was a lot more fun than it used to be.
Only one more decision to make and then she could pack her bags. The final stop on her business trip would be Atlanta, and she still had to get to Miami and back to Atlanta for her flight home. Which would be more fun: the peace and quiet of a train ride with speeds of over 300 miles per hour or a shuttle flight in one of the new wide body jets with 1,000 other weekend trav​elers? Technology was definitely changing, but the planning, adventure, and fun of traveling were still the same.
 INTRODUCTION
Peering into rhe future of travel and tourism is similar to looking into a cloudy crystal ball. We may not be able to bring the future into a clearly focused pic​ture for you, but the bright light of a growing industry is glowing from the cen​ter of our crysral ball. The knowledge you have gained through studying the information in this textbook has given you a sound foundation for thinking
about the future. Based on this knowledge you can begin to see some of the challenges and opportunities the tourism industry will face. As you look to the future, can you see yourself becoming a professional member of this industry?
Tn this chapter, we gaze into the future by considering some of the emerg​ing trends in the tourism industry. These trends may shift and new ones may emerge, but thinking about the future allows you to plan for it. As you read about each of the trends, think about the changes you sec happening around you and imagine what the world of tourism might be like 5, 10, or even 20 years from now. No matter how much uncertainty the future holds, there is good news. There will always be the need for talented professionals to tackle the management, marketing, and financial challenges of tourism as interna​tional tourism receipts are projected to soar from less than $500 billion in 2000 to two trillion dollars by 2020.1
> THE SHAPE OF COMING TOURISM MARKETS
You read about many of the important tourism market segments of today in Chapter 2. Will these segments stil! be as important in the future? There is no question that tourism markets will change, but what will these markets look like? Two possible scenarios are beginning to unfold. One scenario points to mass markets and a "one size fits all" approach to delivering tourism services; the other points to highly focused services that are targeted toward meeting the needs of specific market niches.
In developing countries such as Poland, Hungary, China, Vietnam, and Brazil, many tourism services will be developed to meet the needs of mass markets. We will see this type of development as levels of disposable income, leisure time, and infrastructure improvements in these countries encourage tourism growth.
Increased economic activity will lead to increased levels of leisure travel both domestically and internationally. As more citizens of the world discover the enjoyment that comes from tourism activities, increasing participation in travel will drive the development of new facilities and services. The high-population, newly affluent countries of China and India will become the top two countries for outbound tourists, supplying the world with a huge demand for travel services. There will also be a large flow of VFR tourists to these countries as former emigrants return to visit relatives in the "homeland" and to learn more about their heritage. Unlike their Western counterparts, who seek action and experience in travel, Chinese and other Asian-born tourists are most likely to be motivated to travel by the cultural values of group engage​ment, learning, and status elevation.2
Tourism markets will probably take a very different path in developed countries like Canada, Germany, Japan, the United Kingdom, and the United States. In these countries, we will continue to see mass-market tourism, but marketers will more and more refine their service offerings to meet the needs of increasingly sophisticated travelers.
Demographic Shifts
One of the biggest changes that will occur in the tourism market in the 21st cen​tury will be the increasing size of the mature traveler segment. The Baby Boom generation, those tens of millions of post-World War II babies born between the
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years 1945 and 1964, will retire. As you learned in Chapter 2, mature travelers are a very important tourism segment because of their affluence and ability to travel at any time of the year. By 2016, nearly 90 million members of the U.S. population will be 55 or older, nearly a 50% increase over the number of se​niors in 2001. Canada will see an even larger increase in its mature traveler group (54%). This explosion in the number of senior citizens is happening in virtually all of the industrialized countries of the world. Consider the potential effects to tourism of the demographic age pyramids represented in Figure 12.1.
Baby boomers are already the most likely age cohort to travel. As re​tirees, they will be even more likely to travel than their parents and grandpar​ents were, and they will be somewhat different in their tourism Interests. Senior baby boomers will be healthier, better educated, and wealthier than se​niors of previous generations. Many will have already traveled throughout their country and in foreign lands, often as students or busincsspeople. There​fore, they will be seeking new adventures in their future travels.
So what can we predict about baby boomers' travel needs once they achieve senior citizen status? First, they will use computers as a source of travel information. Although they may not be as "connected" as their children and grandchildren, most baby boomers have owned and used computers for decades. Second, they are likely to be interested in vacations that include a big dose of healthy food, exercise, intellectual stimulation, and the great outdoors. Because they have been health-conscious all their lives, the baby-boom genera​tion will be a very physically active group of senior travelers. They will proba-
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bly place more importance on doing rather than simply seeing attractions. Many will have already "been there and done that" during trips when they were younger, so baby-boomer seniors will want to go to new destinations that offer different things to experience and learn.
Many baby boomers will want to travel with their children and grandchil​dren. Because so many families live far away from relatives and have so little common leisure time, vacations have already become family reunion time, and this trend should pick up steam as the baby boomers enter the ranks of grand​parents- Cruises, timeshares, resorts, and extended-stay and all-suite hotels are well suited to meet the needs of extended family getaways. In addition, second homes will become more common as a form of accommodations at destina​tions as more and more travelers retire and can afford seasonal homes. Unlike the past, retirees will not flock only to warm climates (snowbirds) but will also purchase in adults-only communities in other resort areas such as the Ozark and Rocky Mountain regions. Many of these second home communities will offer assisted-living services.
More baby boomers will be single in their golden years because, as a gen​eration, they have been less likely to marry and more likely to divorce. By 2010, it is projected that 25% of all households will be composed of single persons. Combine this with the fact that singles spend more on themselves than those living with others and the future looks bright for leisure markets.3
A single traveler is defined by the Travel Industry Association of America as a person who lives alone and travels with or without a companion. Single
F/l

Walkabout Tours
The preferred guided tour of the future may not be conducted via motorcoach but instead via the oldest form of transportation: on foot. Recently [here has been a boom in the number of tourists taking walking tours. Butterfield & Robinson, a Toronto-based walking tour packager, reports that its business has doubled in the past few years. A U.S. counterpart, Country Walkers of Water-bury, Vermont, saw business nearly double in a single year. The tours have spread worldwide as companies have added these tours to their inventories in Seoul, Korea; Andalusia, Spain; Paris, France; and New Zealand. Soundwalk CDs in New York and Paris offer CDs that provide sound effects, music, and in​sights from locals as you stroll through their areas.
What is driving this phenomenal growth? One reason is that walking is now the most popular form of exercise among adults. Another is that walking tours can run the gamut from extreme tourism for serious trekkers to "soft-adventure" tourism for families or mature travelers. Distances covered per day range from a mere 3 miles to a heart-pumping 12 miles. In New Zealand, the tours can last up to six days, an all-inclusive package with meals and sleeping accommodations. Walking tour packagers also offer a variety of accommodations and meal plans: rustic for the ecotourist segment through luxurious for the walker who wants to be pampered at the end of the trail.
travelers literally come in all shapes, sizes, and life circumstances. An 18-year-old college student on spring break in Fort Lauderdale, Florida, qualifies as a single traveler, as does an 80-year-old widow enjoying a luxury barge tour on the great rivers of Europe.
Single travelers may not travel alone because traveling alone can be extra costly. Most tours, all-inclusive resorts, and cruise lines charge a single supple​ment that ranges from an additional 25% to 100% more than the per-person price a couple would pay. The Internet is now making it possible for single travelers to find acceptable roommates so they can avoid the single supple​ment premiums and meet new friends.
Baby boomers will continue to use travel to meet other single people and to fulfill social needs. Savvy tour companies and travel agents will set up travel com​panion matchmaking services so that boomers do not forgo travel for lack of a travel buddy or due to expensive single supplement prices for cruises and tours. Grand Circle Travel, a tour operator, has already taken steps to aid the single traveler by offering shoulder season tours that have no single supplements.
Another demographic shift, which will have an impact on international travel especially, has been the shift in the ethnic mix of North America. During the 19th and first half of the 20th century, most immigrants to the United States and Canada were Europeans by birth. These ethnic groups enjoyed traveling back to their mother countries and fueled transatlantic tourism in the 20th century. But the majority of immigrants during recent decades have come from Latin and Central America, Asia, and former Soviet Union nations (see Eigure 12.2). These individuals, as they become more affluent, wiil also want to visit the lands of their heritage, generating a substantial increase in travel to their homelands.
These demographic shifts arc bad news for some tourism suppliers. Snow-holiday resorts will experience a double negative effect. Baby boomers and their parents who have been ski resorts' mainstay market segment are giving up skiing as they age and many unfortunately did not turn their children on to the sport. In addition, winter sports have been primarily the pasttime of Northern and Western European ethnic groups. These ethnic groups are shrinking as a percentage of the population of the world and North America. Unless members of the growing Asian and Hispanic ethnic groups can be en​ticed to learn and participate frequently in winter sports, substantial shrinkage in participation rates will occur in the next 25 years.
Although skiing has decreased in popularity in the traditional ski coun​tries in North America, Europe, and Japan, investment in ski resorts contin​ues, and there is development of ski domes at retail malls. The future may see partnerships between North American and European ski companies to bring the classic resorts of Europe into the 21st century. Resort developers are hop​ing the snowboarders of today will convert to skiers as they age. Euture chal​lenges for snow holiday resort developers will be primarily environmental. Growing concerns about human pollution and traffic congestion are being raised whenever and wherever resort expansion is proposed. In the future, re​sort management and developers will need to develop more environmentally conscious operations. Whistler Resort in British Columbia, Canada, already has an environmental manager as part of its full-time staff.4
The focus will be on development of winter sports resorts, not limiting the market to skiing and snowboarders, as weli as the development of winter theme parks that offer plenty to do for the expanding nonskier market. Tradi​tional winter season resorts will also expand their entertainment and sports offerings during the other three seasons of the year. There is a need to look at the mountain as a year-round tourism resource and add other desirable alter​natives, such as guided nature hikes and paragliding.
Other members of the tourism industry that will need to change to sustain revenues are theme and amusement parks. The likelihood of visiting a theme park goes down after age 44 so, as the average age of the industrialized coun​tries' populations increases, theme parks will either see reduced attendance numbers or they will need to modify their offerings to appeal to older visitors. During the 1990s, parks added faster and more terrifying rides but such at​tractions tend to appeal to younger crowds. Experts in the amusement park field suggest that future parks need to become more balanced, still offering high-tech thrill rides but adding more garden settings and fountains and fea​turing relaxing themed restaurants and lounges.5 China offers yet untapped theme park opportunities. However, one of the design challenges is to build a facility that will be world-class when it opens and still be able to double in size as the market grows and (disposable) income increases.6
Disabled Travelers
Physical ability is an important determinant of travel. Disabled travelers might have minor limitations from slight hearing impairments to major mobility ob​stacles such as confinement to wheelchairs. The United States took the lead to substantially increase accessibility for all by passing the Americans with Dis​abilities Act in 1990. Since that time, access to most major tourism resources
and services has greatly improved within the United States. However, access is still a major issue in other countries of the world and seriously restricts the ability to travel for tens of millions of people. The proportion of the world's population that is disabled will surely grow as the average age in Industrial​ized countries continues to rise.
The Society for Accessible Travel and Hospitality estimates that about 70% of disabled adults travel at least once a year. With the increasing size of the mature traveler segment, accessible travel will become more and more of an issue. Although seniors the world over are likely to continue their interest in travel and new sights and experiences, they will begin to have special needs due to changing health.7
Some forward-thinking organizations are already stepping up to better serve those with special physical needs. By 2005, Avis had introduced Avis-Access in its top 100 markets. This program features a variety of specially equipped cars and vans that make renting a car a possibility for many who have not been able to rent in the past. These special cars offer such useful ad​ditions as swivel entry seats and hand (as opposed to foot) controls. Microtel Inns and Suites has started a new training program called Opening Doors to enhance service to those with disabilities. Most cruise ships, either by their new designs or through retrofitting, now afford the use of mobility scooters so that those with limitations can easily traverse the huge decks.
The Internet will be an excellent way for those with special needs to find suppliers who will accommodate them. Sites such as wheelchairsonthego.com (which includes a list of accessible fun in Florida) will become more common in the future. Hotels, attractions, and other suppliers will feature virtual tours of accessible areas to convince the physically challenged that they too are wel​come to enjoy the services of the tourism operator.
Changes in Business, Professional, and Conference Travel
What will happen to the ever-important business and professional travel seg​ment of the tourism market? That is where our crystal ball becomes particu​larly cloudy: Current trends support the possibility of a decrease or an increase in business and professional travel. Trends in communications, such as computer networking and satellite video image transmission, seem to indi​cate that business travel will become less necessary. Technological advances will allow businesspeople to see each other and share information as if they were in the same room.
For example, technological improvements in virtual conferencing could slow the rate of growth in business and professional travel. Improvements will allow virtual conferencing to be conducted with the same convenience and ease as today's telephone conference call. It will be possible to link participants at multiple sites without loss of picture quality, creating the sensation that you are there. These advances wil! reduce some travel needs, but they may create other needs.
Think about the potential for a publishing company like Prentice Hall. Sales representatives from each of its regions could gather at a designated vir​tual conferencing center within their region. They could then share ideas and participate in training programs with others throughout North America or even the world. Travel would still be involved, but by gathering its sales force
at regional sites, Prentice Hall could increase efficiency by saving on both travel expenses and time. Where will these virtual conferencing centers be lo​cated? The logical locations are those properties—conference centers, hotels, and resorts—that can afford to build and equip quality virtual conferencing facilities.
Even though virtual conferencing may help to control travel expenses, more and more companies will be doing business with firms across the world. Representatives of these organizations may feel the need for face-to-face meet​ings to build trusting relationships that can come only from sharing time to​gether. North American businesspeople in particular are being forced by economic necessity to work with other businesspeople from Asia, the Pacific Rim, Central and South America, and former Soviet Union nations. In all these locations, trust is the primary foundation for business transactions. These relationships can be developed only by spending time together, sharing meals, and getting to know one another. Because this type of relationship-building requires time and face-to-face interactions, it is unlikely that technol​ogy will override these cultural factors-
Our best guess is that travel for business and professional reasons will continue to increase in spite of further advances in communication technology. Doing business in the future will involve more, not less, collaboration with others. Some of this increased need for interaction among businesses will be satisfied with telecommunications. However, as Myra noted in our chapter opener, there is no substitute for the personal contact that requires physical travel and meeting with others face to face. Yet, business travelers will increas​ingly find opportunities to tack on a little personal rest and relaxation with their business duties.
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We predict that the most popuiar types of conferences in the future will not be business related but instead will focus on personal lifestyles and inter​ests. Growth in number of conferences and attendees will most likely come in the form of meetings on organized religion, self improvement/education, hob​bies, civic topics, aiumni reunions, and politics. This trend began in the 1990s when 20% of U.S. citizens traveled to non-business conference events.8
TKENDS IN FORMS OF TOURISM
What tourist activities will be the favored pasttimes in the future? Some will be the growth segments of today while others will be new forms just being imagined.
Adventure and Extreme Tourism
Adventure travel is defined as a "trip or travel with the specific purpose of ac​tivity participation to explore a new experience, often involving perceived risk or controlled danger associated with personal challenges, in a natural environ​ment or exotic outdoor setting" (p. 343).9 Like ecotourism, adventure travel focuses on experiencing, not sightseeing. Adventure travel is often split into hard and soft forms and participants are called hard and soft adventure travel​ers {see Table 12.1).
Hard adventure tourism encompasses activities that involve above-average elements of physical challenge and risk. Because of the potential dan​ger involved in many of the hard adventure activities, such as mountain climbing, highly experienced guides often "choreograph" much of the trip for the tourist group.10
Recently, researchers have tried to describe the breadth of adventure trav​elers. Table 12.2 highlights the results of one such attempt that resulted in the psychodemographic description of six "types" of adventure travelers. Note that three of the segments are primarily soft adventure tourists, what we might call the mainstream of adventure travel. Many of the hard adventure tourists
Table 12.1      Adventure Travel Activities
	Examples of Soft Adventure Travel Activities
	Examples of Hard Adventure Activities

	Camping
Hiking
Canoeing
Bicycling
"Walking
Snorkel ing
Horseback riding
Snow or water skiing
Bird/animai watching
Off-road driving
Sailing
Photo safaris
Dude ranching
	Rock-climbing
Sky-diving
Mountain climbing/trekking
Rapids rafting/kayaking
Sea-kayak ing
Ice climbing
Scuba diving
Mountain biking
Cave exploring
Cliff - s k i i n g/s no wb o a rd Ing



Table 12.2     Segments of Adventure Tourists
General Enthusiasts (about 25%)—Most likely to take experiential/participatory adventure trips.
Mostly male, college-educated, and above-average income. Prefer hard challenge activities.  Budget Youngsters (about 20%)—Young, single, with iow income, most likely to take adventure
trips with friends instead of family.

 Soft Moderates (about 10%)—More likely to be older, well-educated women. Prefer soft adventure
activities such as hiking, nature trips, and camping. Most likely to take package trip. 

Upper-High Naturalists (about 15%)—Middle-aged and married with the highest incomes of any type. Prefer softer forms of adventure travel with emphasis on more distant exotic locales, such as Africa and Asia. Most likely to travel on long-duration trips and spend a lot per trip. 

Family Vacationers (about 15%)—Heads of households from dual-income families who travel with entire family. Prefer carefree vacations at least partially planned by operators. 

Active Soloists (about 15%)—Both young to mid-aged men and women who prefer traveling alone or with members of some organization. The most likely to travel on an all-inclusive package and pay the greatest amount for trip.
Source: Sung, 1 leidi H. (2004). Classification of adventure travelers: Behavior, decision making, and target markets,
journal of Travel Research, 42(2), May, pp. 343-356.
in the general enthusiast and active soloist categories are probably GRAMP-IES, a term for men "who are growing, retired, and moneyed, in good physical and emotional health" (p. 208)."
It is estimated chat by 2040 over half of the population in the developed world will be over fifty. This means more people in good health with a more informed global per​spective—more GRAMPIES—thus more adventure tourists. The lines between adven-rure and mainstream tourism will become less clearly defined. Adventure will become more accessible and achievable for more people. Moreover, adventure holidays will be​come more attractive as the collection of experiences begins to undermine the more materialistic elements of consumer society.11
During the next decade, the softer adventure activities will increase in popularity to the point that most mass tourism trips and tours will include at least one of the activities listed in Table 12.2. Think back on your last vaca​tion. In which of the listed activities did you participate? As you can see, using this more relaxed definition of adventure tourism, a family skiing in the mountains of Alberta during a school vacation week would be classified as ad​venture tourism.
Extreme tourism (a subset of adventure tourism) encompasses activities that involve above-average elements of physical challenge and risk. Growth in extreme sports and other extreme activities will continue in the future. Al​though younger, professional/managerial, single men living in the West are most likely to seek extreme thrills, baby boomers and young women are fast-growing subsegments.
Why are these more dangerous activities gaining in popularity? One rea​son offered by industry leaders is that these sports have been spotlighted and glamorized in the media, including motion pictures. Anothet reason suggested is that we are so coddled in our everyday world—from tamper-resistant pack​aging to automobile air bags—that people want to feel that physical rush of danger, even if the rush comes more from the appearance of living on the edge than from actual terror. Growing demand for extreme activities is also driven by increasing affluence and the increased safety and better equipment of many
of the sports. To some extent, tned-and-true activities and attractions have be​come boring because they are so familiar to so many.
Adventure and extreme sports are typically outdoor or wilderness sports and go hand-in-hand with ecotourism. A sea kayaking trip off the coast of Costa Rica qualifies as both ecotourism and adventure tourism. Tourism sup​pliers, especially tour operators, will create at least two different ecotourism packages. One ecotour type will be more educational and observational while the other will be more physically challenging, including one or more extreme sports.
New Forms of Tourism
The future will see an increase in Medical tourism, travel to other countries in order to receive treatments. Many already travel for low-cost cosmetic surgery or dentistry, experimental drug/surgical treatments, or because treatment is ei​ther unavailable or untimely in the country of their residency. This type of tourism is likely to increase as a free-market alternative to the rising costs of medicine and the rising trend to medical rationing. Tn Singapore, some hospi​tals and hotels are partnering to offer packages that combine a hotel stay with a treatment package. Thailand's Tourism Ministry has aided the development of packages marketed to rich Arab patients. The packages feature shopping and sightseeing for the families who travel with the loved one receiving treat​ment. In an interesting twist, Indian nations in Canada are developing private hospitals so fellow Canadians can circumvent the Canadian ban on private-pay medical services by travelling to tribal lands where such laws do not apply.12
Space tourism took a step closer to being reality in October 2004. Famed aircraft designer Burt Rutan and his team became the first to successfully launch a privately developed manned spaceship, winning the $10 million Ansan X prize granted to the first team to launch two successful manned space launches within two weeks of each other. The goal of proponents of space tourism is that by 2015 adventure travelers will be able to fly into space for the same price as a cruise vacation.11 If you have $20 million you can be one of the first space tourists. Space Adventures is planning Russian-based spacecraft missions to the International Space Station.
Slow tourism will develop as an important niche segment of the tourism industry. To escape the 21st-century "accelerated" life, more and more travel​ers will opt out of high-activity vacations, instead preferring trips with slower than everyday life pacing and allow immersion, five-senses experiencing of places. This trend suggests that health spas and "zones of tranquility" rural destinations will see an increase in popularity. In addition, single-destination, as opposed to multidestination, trips will be preferred by travelers seeking the slow tourism experience.14 A preferred slow tourism vacation might be a two-week cottage stay in a rural Irish town, walking the green hills and ocean bluffs, eating in local pubs, and meeting and mingling with the townspeople.
> MEETING FUTURE TOURISTS' NEEDS
Now that the 21st century has arrived, two forms of market segmentation will become more common. Microsegmentation and mass customization began to be used in the 1990s, but these two concepts will gain further use in this new
	Mass Customization = Personalization
The Ritz-Carlton luxury hotel chain is taking the concept of mass customization seriously. Guest preferences are entered into the hotel database so that service during return visits can be more personalized. For example, if a guest requests a hypo-allergenic pillow, for her next stay, housekeeping will make up her bed with that type of pillow without waiting for a request. And if a guest eats only the complimentary peanut butter cookies (forgoing the chocolate chip and sugar cookies], he will receive more peanut butter cookies during subsequent stays. Or check into the Orlando Ritz-Carkon and receive an empty glass to be filled with your favorite citrus juice courtesy of a Citrus Concierge. Talk about making you feel at home!


century. Subsegments, also called "microsegments," are market segments that represent a relatively small group of consumers such as Califorman young professional Asian-Americans or Manitoban back-country fishing enthusiasts. As companies attempted to lure customers from competitors, they began de​veloping product offerings to meet the needs of smaller and smaller market
segments.
Mass customization is the extreme of microsegmentation. A company mass customizes when it produces a good or service to fulfill the unique needs of an individual buyer. For example, several computer manufacturers build personal computers to individual customer specifications. All the components, including the size and number of hard drives, storage options, and the amount of RAM, can be chosen by the consumer from a menu of options and then the manufacturer assembles the pieces to deliver exactly what the buyer needs. Tourism businesses in the future will use both microsegmentation and mass customization to attract guests.
Mass customization will allow travelers to customize their service pack​ages and travel itineraries. Hotels specializing in the business and professional segments are building rooms that can be configured to suit individual guest's needs for multimedia presentations, conference calling, telecommunications links, and so on. Tour companies will use mass customization to allow more flexibility in touring. As the tourism market becomes more competitive, the empathy component of service quality you learned about in Chapter 3 will be​come more and more important. Both microsegmentation and mass cus​tomization can add the personal touch of empathy to a tourism service.
Database marketing, also called data mining, will aid tourism suppliers in targeting microsegments and customizing marketing mixes to fulfill the needs of specific travelers. Because computers can store and rapidly sift through vast amounts of information, marketers can build immense databases to provide them with extremely detailed profiles of prospective consumers.
For example, Harrah's created individualized promotion packages to tempt players to come to its casinos more often. Using information collected from its Total Gold frequent gambler cards, Harrah's began testing different promotions and learned which  promotions worked best in bringing back
gamers. Marketers for the chain determined that different players responded better to different promotions, say free room nights, while others returned when offered free gaming tokens. Now, when a player has not come to Har-rah's within a set time period, for example two weeks, that player receives a promotion tailored to his or her tastes. This use of data mining and mass cus​tomization has increased the response rate for Harrah's mailed promotions from 3% to S%.15
It is more important than ever for travel marketers and suppliers to mea​sure and act on what matters most to travelers. Through customer relation​ship management and customer experience management, marketers create a consistent experience, making guests feel cared for and deepening their brand loyalty, which in turn generates future sales.
> TRAVEL AGENT’S CHANGING ROLES
There is nothing like a little uncertainty about the future to create concern and cause a good debate. One of these hotly debated areas in the tourism industry is the future role of the travel agent. As we discussed in Chapter 4, travel agents have been important intermediaries in the industry, performing a valu​able service by bringing together tourism service suppliers and the traveling public. Will the role of the travel agent remain the same in a world that ap​pears to be turning in ever-increasing numbers to nonpersonal information sources such as the Internet?
The technology provided through the Internet has the power to make travel planning more exciting. Computer users will become more informed consumers as they explore travel and other leisure-time options ranging from transportation and accommodations to attractions and entertainment. As net​working capabilities continue to increase in availability and speed, computer terminals, serving as electronic smart agents that utilize artificial intelligence, will develop to meet travelers' specific needs. Booking a preferred flight time, reserving accommodations that meet specific criteria such as price range, level of service, or driving distance from the airport, and reserving tickets for the evening play are ail future possibilities.
Some people may use the information and reservation capacities provided through the Internet to book simple travel arrangements such as traveling from point A to point B, but, as travel needs become more complex, the ser​vices of travel professionals may prove to be invaluable. For example, group travel will increase markedly as people look to travel as a means of building social relationships. As leisure becomes tighter, families fragment and quality social time diminishes atound the world, people will use trips to squeeze the most out of the precious time they have with family and friends. Family re​union and extended family travel will become the norm for long-distance fam​ily vacations, and specialty tours focused on a variety of "hobby cultures" will begin to dominate adventure travel. Travel agents will be more frequently used to develop and coordinate these forms of group travel rather than arranging routine travel for individuals or couples.
Although some may prefer the do-it-yourself freedom of the Internet, for other people, the personal service and professional expertise provided by a travel agent will continue to be the travel department store of choice. Accord​ing to one respected travel research company, travel professionals who can
Tourism in Action
	An Innovative Leader in Travel Services Distribution
Wyndham jade, with offices in Piano, Texas; New York; Chicago; Atlanta; and Washington, D.C., is an innovative leader in travel services distribu​tion. Wyndham Jade specializes in efficiently co​ordinating the delivery of travel services in three areas: incentive and meeting services, convention housing and registration, and corporate travel management.
One of Wyndham Jade's specialties is the de​velopment and management of performance en​hancement incentive programs for many of the world's largest companies. In addition, organiza​tions utilize Wyndham Jade's convention planners to recommend destinations, handle negotiations, organize travel and hotel requirements, and pro​vide a wide range of on-site support services. For

	large national and international meetings and conventions, Wyndham Jade offers its convention housing and registration services. Meeting atten​dees and exhibitors are able to register, book hotel reservations, and make travel arrangements all at the same time on-line via the Web . . . twenty-four hours a day ... from anywhere in the world. These services are enhanced through Wyn-trac, an Internet engine designed to provide rapid and flexible reporting for event management.
Corporate travel ciienrs receive 24-hour full-service personalized travel agency services com​bined with travel management analysis and reporting. Wyndham Jade has combined over thirty years of solid experience in the travel indus​try with the latest communications technologies to provide tomorrow's travel service needs today in one convenient virtual location.



provide the following benefits can succeed in retaining and attracting cus​tomers:
· The best choices and prices
· Money savings
· Product knowledge
· Safety/security information
· Time savings16
You be the judge in this debate. Some experts say that the ro!e of the travel agent will become unimportant in a world where everyone has access to travel-related information and reservation sources through personal comput​ers. Other experts say that the role of the travel agent will become more im​portant and specialized as people have access to more data and less time to sort through this sea of information.
> MOVING INTO AN AREA OF  COMPETITIVE COOPERATION
The tourism industry has historically been fragmented, with many different suppliers serving an ever-growing market. This fragmentation has resulted in varying levels of service, quality, availability, and pricing. At the same time, the traveling public has become more knowledgeable and demanding about tourism services, forcing managers to search for new ways to control costs and improve quality. As organizations respond to the converging demands of im​proving quality and controlling costs, we will witness an era marked by an increasing number of mergers, acquisitions, alliances, and cooperative agree​ments.
Manufacturing and other services have led the way by consolidating to gain market share and increase operating efficiencies and profitability. In the
early 1900s, there were hundreds of automobile manufacturers in the United States alone. Now there is only about a dozen worldwide. Smaller, less effi​cient manufacturers were overtaken by larger, more efficient, and better-capitalized companies that could respond to changing consumer demands. The same type of trend is emerging in the tourism industry as suppliers continue to consolidate. Several airlines have been acquired by larger rivals; casino opera​tors and cruise lines are merging as weil. Similar combinations will continue and become more common in other segments of the industry as organizations seek economies of scale and broader name recognition across national and in​ternational markets.
Airlines pioneered the development of cooperative alliances to gain greater brand recognition and operating synergies. For example, the alliance between British Airways and American Airlines signaled the importance of gaining dominance in high-traffic corridors such as those serving the north At​lantic marketplace. However, the benchmark for airline alliances is the Star Alliance. This alliance, which was created in 1997 by six airlines with the in​tent of being the airline of the earth, has since grown into a global giant, as can be seen in Table 12.3.
Airline alliances meet customer needs by delivering "'seamless service'— simplified ticketing, better connections, thorough baggage checking, and fre​quent flyer reciprocity" (p. 73).17 They also provide another important economic benefit by allowing airlines to gain access to landing slots and gates at already crowded international airports. Stay tuned to industry publications for more changes as the number of major participants in the airline industry continues to shrink and the remaining organizations increase their levels of co​operation.
As we discussed in Chapter 7, the move toward industry partnering is also accelerating in the foodservice segment of the tourism industry. Every link in the supply chain, from manufacturers and distributors to operators and cus-tomets, is being brought closer together to improve service and reduce operat-
Tabie 12.3     The Star Alliance 

	 Member Airlines

Air Canada
Air New Zealand
AH Nippon Airways (ANA)
Asiana Airlines
Austrian Airlines Group
British Midland (bmi)
LOT Polish Airlines
Lufthansa
Scandinavian Airlines
Singapore Airlines
Spanair
Thai Airways International
United Airlines
US Airways
VARIG

	Major Hut Airports 

Toronto, Montreal, Vancouver
Auckland, Los Angeles, Sydney
Tokyo, Osaka
Seoul
Vienna, Salzburg, Innsbruck
London Heathrow
Warsaw
Frankfurt, Munich
Copenhagen, Oslo, Stockholm
Singapore
Barcelona
Bangkok, Chiang Mai, Phuket, Hat Yai
Chicago, Denver, San Francisco, Los Angeles, Washington, D.C.
Pittsburgh, Philadelphia, Charlotte, Miami, Chicago, Denver,
San Francisco, Los Angeles, Washington, D.C. Rio de Janeiro, Sao Paulo



ing costs. These efforts have been dubbed efficient foodservice response, or EFR. The partnership agreements that are evolving through EFR arc providing lower food costs, fewer inventory errors, and higher levels of customer satis​faction and value.18
There will also be an increase in subcontracting many functions needed to support guest services. Operations such as cleaning, laundry, and food service will be performed by outside contractors. In some situations, the operating company will own the facilities and equipment and rely on the expertise of outside contractors to provide and manage labor. In other situations, space will be leased to subcontractors, who in turn will make the investments in equipment as well as manage the entire operation. This trend is already be​coming evident in the number of fast-food outlets that are appearing in hotels, airports, theme parks, service stations, and food courts in malls.
> ACCELERATING TECHNOLOGICAL ADVANCES
One thing about the future of technological advances is for sure: The rate of change will continue to increase. To get some idea of future technological changes, think back to the computers you used at home, work, or school just five years ago. How fast could they operate? What software did they run? How were they linked to information sources around the world? What you thought was fast and efficient back then is slow and cumbersome by today's standards. And computer technology is just one facet of the technological changes that will shape the future of the tourism industry. Advances in new and lighter materials will produce opportunities for more efficient forms of transportation as well as new recreational opportunities, no matter where you are—in the mountains or sailing the seas.
Maximizing Operating Efficiencies
Technology will become more important to service providers as rising wages force cuts in staff size, creating the need for increased productivity. For exam​ple, the use of central kitchens will allow large operations to provide a variety of menu items to several satellite dining locations with fewer preparation and production employees and less equipment.
Communication technologies will make internal ordering and inventory stocking more efficient by allowing employees to communicate through re​mote devices. Dining room and housekeeping employees will transmit orders and inventory needs through wireless headsets and handheld order-entry equipment. Successfully responding to customer requests and coordinating service response in a timely manner among multiple departments will become the norm rather than the exception.
The Green Frontier
The coming decades will see the rise of mandatory recycling and water and en​ergy conservation. The industry will rise to this challenge by focusing on en​ergy efficiency coupled with new energy technologies such as solar, wind, and thermal energy. New Zealand will serve as an example, as sizable quantities of thermal energy from hot springs are already used throughout the major tourism city of Rotorua. The lodging industry will increasingly build or convert
to "smart rooms" that sense and adjust climate conditions and can be cleaned at least in part with robot technology.
One technology that is being embraced by the tourism industry is recy​cling. For example, the National Restaurant Association has reported that more than seven out of ten operators purchased products made from recycled materials and roughly three out of four operate recycling programs.19
"When tourism suppliers, especially hotels, "go green" by instituting con​servation measures, they benefit in two ways: The measures can both save the earth's resources and reduce costs.
Amplifying Quests' Experiences
Not all technological advances will be used to enhance business efficiency. A glimpse of what may be in store for hotel guests in the future can be seen at the Fairmont Vancouver Airport hotel where it is no longer necessary for guests to check in at the hotel's front desk. Check-in takes place in the airline baggage claim area and rhe hotel arranges for bags to be delivered straight to the guest's room. Guests are greeted with a comfortable and cheery room as check-in also activates room lighting and temperature controls that stay in an energy conservation mode until a room is occupied. In-room motion detectors make "Do Not Disturb" signs a thing of the past since the housekeeping staff can now time their cleaning activities for maximum customer convenience and satisfaction when guests are out of their rooms.20 And, there are even more changes on the horizon. According to Tad Smith, Senior Vice President, E-Commerce, for Starwood Hotels & Resorts Worldwide, Inc.,
Tn [the future], your credit card will also have your frequent guest information imbed​ded in a computer chip. When you walk through the door of our hotels, you'll be au​tomatically checked in, and your credit card will become your key. You won't have to stand in any lines at all. You're going to have an entirely personal experience in your hotel. Your computer screen will already be configured to your homepage with your e-mail waiting for you. (p. 64)21
Travelers seeking new adventures will have the opportunity to participate in a real Juies Verne experience as they enjoy an underwater odyssey. Jules' Undersea Lodge in Key Largo, Florida, currently provides the only underwater accommodations for undersea adventures. However, if architects and develop​ers have their way, larger nautical hotels could be built at offshore sites in Hawaii, Mexico, and Sicily.22
Security and Safety Strides
Realistically, terrorism will continue in the next decade so travelers will likely accept a decrease in their privacy in exchange for greater secutity. "Increas​ingly, ours is a world of ID checks, surveillance cameras, body scans, finger​print databases" (p. 7).2i All-encompassing, all-seeing high-tech surveillance systems were introduced at the 2002 Salt Lake City Olympics. Surveillance will become common for all future events and many tourism attractions/con​gregating sites. In some locales, the future has arrived. "The average visiror to London ... is now captured on video 300 times in a single day" (p. 16).23 Identification is likely to switch from fingerprints to the retinas of eyes. "At Amsterdam's Schiphol airport, frequent fliers can save time with a program that stores their iris patterns on a card they can swipe" (p. 17).23
Most countries will move to globally standardized electronic national iden​tification cards in place of passports. These ID cards may also include driver's li​cense information along with fingerprint and/or retinal scan data. In addition, by choice, to achieve better connectedness and better service, travelers will carry Individualized Computer Units (ICUs) that contain a wealth of information such as medical records, bank account information, foreign language translation, and service loyalty program membership numbers and preferences.
As security has tightened, airlines have restricted size and weight of bag​gage to conserve fuel and space. In response, specialty freight companies will enjoy substantial increases in revenue as more and more travelers elect to ship their luggage and adventure "toys."
Due to the dominance and immediacy of global media, crisis events will have even greater impact on tourism revenues. In response to hyped 24-hour coverage of natural disasters and terrorism attacks, organizations, especially NTOs and their lower-level counterparts, will develop restoration and recov​ery programs with specialists who communicate through the broadcast and print media and use the power of the Internet to inform the traveling public about the condition of tourism resources and steps being taken to ensure safety and security of visitors.^
To guard against lost or stolen cash or travelers checks, we will move to a truly cashless society. In all venues, making tourism purchases will be easier. Everything from your credit/debit card to your cell phone will be used to make purchases. Making purchases easier means more revenues.
Transportation Transformations
The future of air travel is likely to be larger, more direct, and faster. The first double-decker superjumbo jet, the 555-seat A380, should be in commercial use during this decade. Because of new technology, air traffic control centers may become a thing of the past. Pilots in the future will determine their own routes, aided by computers calculating the plane's and other air traffic posi​tions each second. Matter of fact, planes may fly without pilots. Most com​mercial aircraft already fly "pilotless" from just after take-off to just prior to landing. Another new concept, tilt-rotor planes, may make it possible for air​craft to take off and land with little to no runway. And someday in the not too distant future, we may be able to fly haifway around the globe in four hours. Hypersonic flight is already being tested in the skies of Australia.26
Increases in size and speed of aircraft will be absolutely necessary to sat​isfy future demand for air travel. Both the U.S.'s National Aeronautics and Space Administration and aircraft manufacturer Airbus predict air passenger traffic worldwide will triple by 2025. For the United States alone, "[projec​tions of population growth suggest that the [U.S.] will need about 25 more large airports in 2028" (p. 13}.26
Automobiles will still be the most popular means of transportation, but they will definitely be more efficient. Even if fuel prices remain high, leisure driving will still be in reach of most travelers as new technologies will make it possible for cars to get 100 miles per gallon or more. And, some of the stresses of driving will be relieved as newer cars, combined with "smart highways," provide collision avoidance devices, hands-free driving, and computer routing to the driver's destination of choice."7
Ferry transportation should become more popular as gasoline prices con​tinue to rise rapidly around the world due to ever-increasing demand for oil. New high-speed ferries cut down on travel time by taking shorter across-the-water routes. For example, introduced in 2004, the Lake Express ferries across Lake Michigan from Milwaukee to Muskegon in just XA hours.
Expanded passenger rail service will also provide additional relief to crowded transportation corridors. While speeds of 100 mph are common​place, plans are already on the drawing boards for producing trains that travel at much higher speeds. Magnetic levitation (Maglcv) trains will replace tradi​tional track-based trains. Maglev trains generate their own energy from the friction created over their magnetic lines and will travel at speeds in excess of 300 miles per hour. Bombardier's Jet Train debuted in 2002 in Shanghai, pro​viding 8-minutc 20-mile airport connection service.
As the convenience and comfort of magnetic levitation technology spreads from its experimental status to the norm for high-speed rail travel, more and more passengers will be drawn from the airports to the ground. These ad​vances may be slower in coming to the United States and Canada because of greater distances between large population centers and the poor quality of ex​isting tracks and roadbeds.2S Brad Swartzwelter, a conductor for Amtrak, has suggested that the solution to transportation problems within the United States could be solved by underground trains. He proposes that tunnels be dug, connecting points A and B, and a magnetic levitation system be installed to carry travelers between these points at speeds up to 900 miles per hour. Fu​ture technological advances could lead to a transcontinental trip that could be completed in approximately three hours.2y
Connector trains will become the norm for newly built airports. Ticket counters, parking, and baggage checking will be located substantial distances from the airports, which will be built far outside of urban areas to alleviate noise and air-space congestion. These new airports will feature a wide variety of entertainment options for locals and travelers alike.24
Internet—The Travel Tool of the 2fct Century
The Internet exploded onto the scene in the last years of the 20th century and changed the tourism industry forever. As on-line users become more comfort​able, confident, and convinced of the security on the Internet, more and more travelers will take the plunge and begin booking and buying travel while on​line.
The Internet will affect our travel habits in other ways as well. We will routinely turn to the web as a source of customized maps to our destination and for on-the-go directions on how to get from place to place at our destina​tion. We will also use weather sites for up-to-the-moment travel weather re​ports before and during our trips. And we will rely on the "net" to check the on-time status of flights and trains and train congestion on our driving routes.
The Internet will become the only source of information about travel prod​ucts and destinations. Virtually all potential travelers will routinely turn to one of their several computers whenever they have a travel need or question. Guidebooks will come in downloadable form and carried on a PDA or 1CU.
Via email, cell phones, and other personal technologies, we can "get away from it all" while still staying in frequent contact with others. Cyber cafes
LL Bean
	Retailer L.L.Bean encourages visitors to its desti​nation retail outlet in Frecport, Maine, to engage in a little adventure travel. During the summer months, it offers visitors "Walk-on Adventures" including kayak touring, flyfishing, and clay shooting for the affordable fee of $12. The adven​tures include bus transportation, equipment use, instruction, and guiding. To encourage interest in water sports, the premiere outdoors retailer spon-

	sors its Paddlespoits Festival in mid-June during which thousands of visitors are given the opportu​nity to learn to paddle, take tours of the region's waters, and test out various water sports vehicles, such as kayaks and canoes. In addition, L.L.Bean has developed a sport tourism division, called its Outdoor Discovery School, that attracts novices and experts alike to learn or fine-cune fishing, pad​dling, shooting, and photography skills.


have already cropped up on cruise ships and Wi-Fi access is available in tourist destination areas where, for a nominal fee, one can jump on-line and retrieve and send e-mail. Soon most hotel rooms will come equipped with Internet ac​cess. Maybe even the postcard will become extinct as vacationers use their dig​ital cameras to download and e-mail images to friends and loved ones who "wish they were there."
> KEEPING THE HUMAN TOUCH?
There is no doubt that the business of travel is adopting technology at an ad​vanced speed and travelers are embracing the movement. The personal touch still provides the basis for the reassurance and experience travelers seek, but technology is revolutionizing the way service providers are staying attentive and engaged with clients. To help reduce labor costs, many tourism-related businesses are automating services that until recently were provided by people. More and more businesses within the industry are making greater use of com​puter terminals and interactive screens to allow travelers to "do-it-yourself." Although this step depersonalizes service, a growing number of travelers pre​fer speed and efficiency to the more personal interaction with hospitality ser​vice employees.

Cyber Suites

Los Angeles's Century Plaza Hotel is working on the hotel room of the future. The Cyber Suite has been constructed as a prototype 21st-century hotel room. Features of the Cyber Suite include:

Video conferencing and desktop broadcasting capability

In-room virtual reality interactive game possibilities

The "Butler in a Box," which uses voice recognition to operate lights, heat​ing and air-conditioning, draperies, television, and other appliances

A cellular phone, allowing guests to receive calls made to their room even when they arc out of the hotel
[image: image2.jpg]



In the 21st century, China will become a top tourist destination for, and source of,
tourists.
Photo by C. E. Yale.
With the shrinking number of available workers due to aging populations of the industrialized nations, tourism suppliers will offer better pay and bene​fits to employees. Greater efficiency will partially compensate for these higher human resource costs. Automation and robots will replace human workers in most "back of the house" operations. Employees will be seen as the most im​portant asset for delivering high-quality, highly customized customer service so service training and employee empowerment will become the norm industry wide.24
CONCLUSION
	It seems that the more things change, the more they stay the same. We may not stick a fresh pineapple on the front fence like the old New England ship captains as a symbol of hospitality, but the welcom​ing touch provided by service employees will remain a key factor to service success in this growing indus​try. As we stated in Chapter 1, the number of jobs created by tourism organizations is projected to continue increasing in the years to come.
You have made a great start in developing a sound   foundation   for   becoming   a   professional

	member of the tourism industry or an informed consumer of tourism services. There will always be new things to do and learn in our rapidly changing world. We hope you decide to become a part of this excitement. You can build a bright professional fu​ture by dedicating yourself to lifelong learning and a never-ending desire to continually improve your knowledge, skills, and abilities. If you would like to become a part of the growing cadre of tourism pro​fessionals, take a look at Appendix C and learn more about how to conduct a successful job search.


