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O Dialogues

Dialogue 1

o S T I S e ]

Situation: Jim is gomg to gramate from the university soon and now he is llnvmg an
interview for a tour gunde at a travel agency.

1 = Interviewer J = Jim

: Good morning!

Good morning!
Please take a seat. May I know your name, please?

: My name is Jim White.

Could you tell me why you want to be a tour guide?

: Because I like to travel and I also like meeting various kinds of people.
: Only having the interest is not enough. What do you think are your strong points

working as a tour guide?

; First I am a major of tourism. I've obtained professional knowledge about tourism.

Second, I can speak English very well, which I think is also very important.

1. Good point. I want to know how much you expect your salary to be.

: I think you must have your own criterion for salary. Salary is not the first thing I'll

take into account.

: OK. You will get a reply in a week.
: I'm looking forward to a positive one. Thank you very much.
: You are welcome.



Words & Expressions

. First of all. would you please say something about yourself?

H G RREN A — TR A T ?

. My major is Tourism English.

AL Ml ARSI .

. I'm looking forward to your positive reply.

HABINEA R - HENER.

. Fine. You are the very person we want.

MEF. RIERENIFTEMA.

. How is everything?

BB AMET?

. Traveling really broadens one’s horizon.

iR 4t AT LA R N RO R

Dialogue 2

QP20

2

Situation: Chris is a senior student in Nanjing University. She is planning to visit
Australia at this summer holiday. Now she is chatting with Andrea (an officer from an
insurance company) online about travel insurance.

C = Chris A = Andrea
Hello Andrea.
Hello. how can [ help you?
[ am looking for a travel insurance for my visiting of Australia.
Of course. We actually have different types of travel insurance. They are designed
for different purposes. Could you tell me what kind of cover you are looking for?

I have no idea at all. Could you give me more details about different insurances?

: Sure. We have two types of comprehensive cover. Essential Cover and Premium

Cover. They are quite similar. Both of them will cover your medical expenses if you
receive treatment overseas, and pay compensations if you have accidents during the
travel. The only difference is the value of the insurance. For Premium Cover the
amount is twice as much as Essential Cover.

: Sounds good. 1 am also worried about hotel thefts. Do you have insurances that

cover the loss in hotel thefts?

: We do. We have an accommodation insurance which will cover any potential loss



onics [

caused by hotel thefts up to $10,000. Now we also develop a travel assistance
insurance. This insurance does not provide any compensation. but will allow you to
get free assistance when you are in an emergency situation.

C. This could be really helpful. May I get a quote for combining Essential Cover,
accommodation insurance and travel assistance insurance?

A: No problem. I will send the quote to your email account in a minute.

@)

: Thanks for your help.
A: You are welcome.

Words & Expressions

1. travel insurance Tite E A B
2. cover  EIGVLEE ;Y
Make sure that the firm’s insurance cover is adequate.
FHRORIA L 7 B PR IG PR IR R Y
He ran a construction company as a cover for drug dealing.
fls 2 T —FKBRA Al MRS .
3. quote  {ffr;5IH
A travel agent quoted her $ 260 for a flight from Boston to New Jersey.
—ZNRA T AL 45 it I8 W B v A A BEAR D $ 260,
The Congresswoman quoted statistics saying that the standard of living of the
poorest people had fallen.

A [ 2 RS G B L AR D AT A B4 R R

Oral Activity

Divide the class into small groups and each student will give his/her opinion on the
change of the “golden week” holiday system and then report his/her opinion to the
class.

Unit 1 Introduction to Tourism Industry 1 3



O Reading

Text A

Words & Expressions

discrete  adj. AVELE s 77 B Y

milieu  n. il BB B4 5 1 5 5.
adjacent adj . SR s W Y s $E Y

affluent adj . &Y

fragmentation  n. o3 54 5

supersede V. UG #6388 R 38

buzzword  n. WATI AT B OS5
clamoring  n. W I 5 7 ) oK

proverbial  adj. VETE I s W IR TR Y - AP JE R Y
coincide V. — 30 M R RS

dwindling  v. oG N

justification ~ n. FEP s IE 2409 B
commodification n. i Ak

integrity  n. SEHE 5 1IEH s K s BRIE
promulgate V. UNGIRY (3 B, %

parallel  v. fiftsi s gacecs e

clusive  adj. MESE (1) ; 5 e 1 5 B R A s MEHE LAY
compromise V. % fa

cease V. CfEIEAT

sentiment n. SR A 1R WL BRI
mandate  n. A4 164 RATEH
overlord  n. WE, KEE

suspicion  n. PRBE ; BE s BELv s — 2L

Culture Tourism

Culture tourism is arguably the oldest of the “new” tourism phenomena. People
have been travelling for what we now call cultural tourism reasons since the days of the
Romans; it is just that they were never recognized as being a discrete group of travelers

before. Visiting historic sites, cultural landmarks. attending special events and

4 1| Unit1 Inroduction to Tourism Industry
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festivals. or visiting museums have always been a part of the total tourism experience.
Indeed. all travel involves a cultural element. By its very nature, the art of traveling
removes tourists, from their home culture and places them temporarily in a different
cultural milieu. where in an adjacent city or in a village halfway around the world. But
cultural tourism is seen as offering something more or different both to the tourists and
the community that hosts the tourists®,

Cultural tourism began to be recognized as a distinct product category in the late
1970s when tourism marketers and tourism researchers realized that some people
traveled specifically to gain a deeper understanding of the culture or heritage of a
destination. Initially, it was regarded as a specialized. niche activity that was thought to
be pursued by a small number of better educated. more affluent tourists who were
looking for something other than the standard sand. sun. and sea holiday. It is only
since the fragmentation of the mass market in the 1990s that cultural tourism has been
recognized for what it is; a high-profile, mass-market activity. Depending on the source
and the destination., between 35 and 70 percent of international travelers are now
considered as cultural tourists. Based on these figures. as many as 240 million
international journeys annually involve some elements of cultural tourism. Today.
arguably, cultural tourism has superseded ecotourism as the trendy tourism buzzword. It
is not surprising, then that destinations are clamoring to get on the proverbial cultural
tourism bandwagon by promoting their cultural or heritage assets for tourists consumption,
often without due consideration of the impact that tourism may have on them.

Cultural tourism did not go unnoticed by the cultural heritage management sector
either. In fact, the growth of cultural tourism coincided with the emergence of a
broader society-wide appreciation of the need to protect and conserve our dwindling
cultural and heritage assets. However, cultural tourism was seen as a double-edged
sword by the cultural heritage management community. On the one hand, increased
demand by tourists provided a powerful political and economic justification to expand
conservation activities. On the other hand, increased visitation, overuse, inappropriate
use, and the commodification of the same assets without regard for their cultural values
posed a real threat to the integrity — and in extreme cases, to the very survival — of
these assets. At about the same time, then, cultural heritage management advocates
began to promulgate policies to protect cultural values from inappropriate tourism uses.

Thus began the parallel yet largely independent evolution of cultural tourism as
both a product and cultural heritage management issue. To a large extent, both sectors

M Mckercher. B & du Cros, H. (2002). Cultural Tourism: The partnership between tourism and
cultural heritage management . Routledge: New York and London.

Unit 1 Introduction to Tourism Industry [ 5



still operate in parallel. with little real evidence being shown of true partnerships
forming between them. But cultural tourism can. could and should achieve both cultural
heritage management (learning about conservation of cultural heritage assets) and
tourism management (market appeal. commercial viability of products) objectives. In
theory, this aim is supported widely by both sectors. In practice, though. the
achievement of this dual objective has proven clusive, as the pursuit of one objective has
often been regarded as being inimical with the attainment of the other. Instead, in
many instances, one eclement has been sacrificed or traded off. Tourism values are
compromised to ensure that the cultural integrity of assets is maintained or that cultural
values are not compromised for tourism gain. The resulting cultural tourism sector
operates at a suboptimal level. failing to achieve either its tourism or cultural heritage
management potential fully.

Sustainability can occur only when the practice of trading off one set of values for
another ceases and, instead. tourism and cultural heritage management aim to achieve
common goals. This task is complicated as on the one hand. each sector does not
understand the roles their counterpart plays: on the other hand, both sectors target at
fundamentally different, sometimes even mutually incompatible goals. Other than
sharing the same assets. they often feel they have little else in common. Each sector has
a different disciplinary focus and mandate, serves a different role in society, has
different political overlords. and is accountable to different stakeholder groups. The
end product is ignorance. often leading to suspicion of the other motives.

Notes

1. high profile #FBA Y%A 51 ATE H Y& & : N7 3%
They will be dismayed by such a high profile and controversial contribution from the
Prince of Wales at such a sensitive time. -
AT L /R A 3 T A 3 RE — > SRR 30, R 3 g e 8 A5 T L A 1A 4 W R 3 A R
Hit.

2. coincide with £ e AH—3
Opening the underground corridor for the public will coincide with an extensive
restoration of the Colosseum, the office said.
R R I IO T A R 5 AR 2 2 8 4 S il [ 1, DA I E R

3. double-edged sword AL 7] &
I would also ban the use of statistics because unless you know statistics very, very well, it’s
a dangerous, double-edged sword.
HASEE LG 2E 0Tk i A R B AR R BE XY e i12F T 48+ 4. + B8, B W et
RnfEr sl
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4. in parallel T
Development of both the client and server side can then begin in parallel.
FEXFPECT o & P i AR 55 i 1) T 22 AT LAJRAT A 3
5. trade off U
This is a trade off between making data available, where it was not in the past, and

making it perform well.

TR 2N T o R 7 A TP A e i A e LA ] A — AL

Text B

Words & Expressions

ambiguous  adj. BRI AN 1) 5 5 2L S

refer V. S W G RE B A

distribution n. G340 s STl

restrain V. 0 s 2 ]k

penetrate V. BB o g

cessation  n. 5 1k s vk s e

replication  n. B2 5 [0 5 RO

sophisticate  n. NG A RS E A

prerequisite 1. SER R

demographic  adj. NG AN/
proponent  n. SR UGS R IS VE
claim . R R

adverse  adj. AN s #H A s O Y
affordability  n. S ATRE T s AR J7 s T
stakeholder  n. | A 2R H

confront V. T Xof 5 3 5 LA

formidable  adj. SR CHY s BIPAAY s 4 ANBCE Y s SR MERY
sowing  n. HFh

demise  n. O 2k s ik s R

sustainable  adj. A LA SZ 1) 5 F2 A] SCPE R WA Y
underpin V. DL 5 SCHRF s A TR SCHE 5 iR« Y ST
counter  adj. HH R 17

niche  n. BE s AE MLk AR E i 5

Unit | Introduction to Tourism Industry 1 7




Global Tourism

The term globalization of tourism is frequently used, but has ambiguous
interpretations. Ideally the concept of globalization refers not only to the scale of
tourism activity, but also to the distribution of tourism activity. Tourism activities have
no longer been restrained within traditional destination countries, but also penetrated to
new tourism destinations and countries on the global tourism maps. Within Asia,
intraregional tourism is particularly important, and “new” destination countries such as
Vietnam, Laos and Cambodia are emerging. Within Africa. the political changes in
South Africa have stimulated tourist arrivals within the Southern African region; with
the cessation of the civil wars. countries such as Mozambique and Angola can become
significant tourist destinations in the future®.

Globalization could not be considered as a replication of past trends. At present
time, more sophisticated tourists are travelling longer distances. Safety, comfort and
reassurance are still travel prerequisites. There are five main forces that are driving the
globalization in tourism industry: economy. technology, demographic, social, and
political impacts. Proponents of globalization claim that it promotes global economic
growth, creates jobs. makes companies more competitive and expands consumer choice
while lowering product prices. The critics of globalization, on the other hand, claim
that it generates income inequalities, destroys local industries and creates greater
dependency of developing economies on developed ones. with adverse effects on small
business. Local level negative effects include increased prices of consumer goods and
services, increased price of land and housing beyond local affordability, and increased
demands on public services and facilities®.

[t is now widely accepted that globalization has both positive and negative effects
on tourism industry. Stakeholders now confront severe challenges to explore appropriate
strategies, in order to enhance the benefit of globalization while minimizing the
disadvantages. As the drivers of globalization show no signs of slowdown. the
challenges facing tourism are formidable. As some critics have argued, since the same
forces that drive mass tourism are sowing the seed of its demise. it is very likely that a
complete change of paradigm is required if tourism globally is to develop in a sustainable
way. This paradigm change involved replacing the *growth ethic” or *industrial

mindset” that underpins tourism development with a “sustainability mindset” that

(@ Lickorish L. J., & Jenkins C. L. (2007). The nature and characteristics of the tourism industry.
Introduction to tourism . Amsterdam; Elsevier Ltd.

@ Mowforth, M & Munt, I. (2009). Tourism and sustainability: Development , globalization and new
tourism (3rd ed.). Abingdon: Routledge.

8 1 Unit 1 Introduction to Tourism Industry



requires both hosts and guests to identify what is really desired and including those
elements in tourism development that help to preserve resident “sense of place”®.

Some critics argue that the growing incidence of crises, environmental, political
and economic, encourages a counter trend to the globalization process. with possible
significant implications for the future of the global travel system. Large travel and
tourism operators will continue to cater for a larger volume of tourist movements,
accommodation, mainstream or mass tourism. At the other end of the scale, niche
operators will offer further special products, services, and experiences, to individuals
and tourists demanding customization. Of course., this does not imply that TNCs
(Transnational Corporations) and SMEs (Small & Medium Enterprises) cannot
successfully work together on the same tourism market. SMEs can be highly flexible to
respond to changes of demand and to increased innovation. Instead of competing with
TNCs they should affiliate with themselves in a variety of ways or engage in niche
marketing.

Perhaps the most significant emergent counter trend to globalization with far
reaching consequences for tourism is the treat of a profound structural crisis in the
global economic system. However, it is impossible to determine the likelihood of a
transformation of the dominant global political economic system or the direction in
which such a transformation might take place. Neither can we predict the future
strength of the anti-consumerist movement and of a consequent “de-consumerization” of
western societies. In the meantime. a host of opportunities await tourism researchers to
identify the effects of globalization in different tourism contexts and to inform policy
making to minimize adverse effects?.

Notes

1. refer to v 34
He never referred to his sisters in his letters.
B TE A HLM AR 2 21 2okt 74 T 2 .
2. penetrate to J:E)\@J
The second floor bedroom floats to allow an influx of light from above to penetrate to the
living/dining room below.

R P S AR OR o AR AR DR M L T2 B T A B T AR

@ Pollock. A. (2012). Conscious travel: Signposts towards a new model for tourism. Paper presented
at 2nd UNWTO Erthics and Tourism Congress. Sept. 12th.

@ Dwyer, L. (2015). Globalization of tourism: Drivers and outcomes. Tourism Recreation Research .
Vol, 40(3). pp. 326 - 339.
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3. adverse effect AFIEE w5 5 4E
This is not the first study that has pointed out the adverse effect of working overtime.
RXELAZS B R InPE S =L e A T .
4. underpin I L EF IMGR--e e A il
Building infrastructure financed through bonds is the alternative we have to consider to
underpin pensions.
38 e (53 25 Ok HE RVt R 1 e T 5 — R IRA T 0 FE I SRR IR AR B N
5. cater for SIS
We aren’t able to cater for your particular needs.
FNVAREM AR IR 2 .
6. affiliate with A FE
The Government will not allow the staff association to affiliate with outside unions.
BUFAZ F A % R SN2 A B EKAR .
7. engagein  MH T
I don’t engage myself in such affairs.
TAZ 5.
He is engaged in writing a novel.

fIERFE /NG

Exercises

1. Translate the following into Chinese.

1. milieu 2. adjacent

3. affluent country 4. high profile

5. in common 6. proverbial

7. proponent 8. adverse

9. stakeholder 10. formidable

11. sustainable tourism 12. niche market
2. Translate the following into English.

1. BSHLAY A ELEY 2. B AR

3. Wifrial 4. Kb

5. F17 6. ZHh

7. BERIAE 1 8. Flfl

9. s 10. AFIE2m

10 l Unit 1 Introduction to Tourism f'u/{t\'[l‘_\‘



11. 29501k 12. B&; 5%

3. Fill in the blanks with words given below, and make some changes if necessary.

discrete adjacent refer to penetrate to underpin
confront compromise coincide with engage in affiliate with
1. There is another issue that writers and more and more readers are

commenting on it.

2. Fifty years ago, Japanese clectricity was generated by smaller, coal-and oil-
fired plants.

3. One of their leaders declared: “We repudiate the Dail”, the Irish parliament., which
accepted the agreement.

4. Tuesday’s recommendations were timed to the deadliest alcohol-related
crash in the U.S. history.

5. According to figures from analyst firm Forrester, 14% of European internet users

illegal file-sharing.

6. Two ranchers with properties each donated one half square mile to create
the town.
7. Jim records his workout so that he can it and think about how he should

improve his workout the next day.
8. Strong demand for physical gold worldwide. and especially from Asia, continues to
the gold market.
9. The first version had a back made of metal, which hampered the ability of wireless
signals to the antenna inside, engineers said.
10. Small gestures can send big signals about who we are, what we care about, and why
people should want to us.

4. Translate the following passage into Chinese.

Era of Change

There is no longer a large homogeneous world and the distinct markets show
varying rates of growth and response to economic forces. By the 1990s in Europe and
the industrialized countries. a highly segmented market was well established.
Traditional demand and behavior has been overtaken by new fashions and preferences,
and new interests of a highly mobile population, experienced and sophisticated in travel

Unit 1 Introduction to Tourism Industry [ 11




and recreation®. There is a growing interest in specialization in activity, travel for a
purpose. for sport, learning, health or pursuing hobbies. The major reduction in the
real cost of foreign travel, especially on long-distance routes, has opened up new
possibilities, and greatly increased competitive forces. An expectation for higher
quality, value for money and interest in environmental satisfactions are important new
factors affecting overall demand. The appeal of former simple “mass products” such as

hot sun, sea and sand is no longer sufficient to ensure long-term success.

Skill Training

Self-Introduction at an Interview

Good morning, M’m and Sirs. my name is Li Xing. It’s really my great honor to be
given this opportunity for an interview with your esteemed hotel. I may proceed to give
a brief introduction of myself and then answer questions you may raise, and I hope my
introduction would be both informative and helpful. I'm 21 years old and currently I'm
a junior student at X X university. Tourism management is my major and I especially
like the hotel management and marketing courses when 1 was in the school. I do hope
some of this knowledge can be applied in my job at the hotel.

[ will receive my bachelor degree in June next year. In the past three years, I have
passed CET6 with ease and 1 have acquired basic knowledge of tourism and hotel
management not only from the books but from my hands-on experience.

You are right to be concerned about my lack of experience with any specific hotel.
However, in those school years, I've had part-time jobs as receptionist of Expos and
conferences, hostess of parties and salesperson. Above all. I've learnt to work with
others and get the jobs done well because I myself put my mind to it. Also, I know, to
get these jobs done needs tough and disciplined people with strong will - power who do
not waver under pressure. What’s more, all these companies I've worked with have
their own cultures and I, as a member of the team. agreed on and embraced their
visions and values. I also joined in some volunteer programs (for example beach
cleanups; blood, food and clothing drives as well as participate in charity races and
walks). This makes me feel good about myself. good about my school and family.

As far as I understand, a hotel is a home away from home to provide an enjoyable

@ Lickorish L. J. &Jenkins C. L. (2007). How tourism developed — the history. In Introduction to
Tourism . Elsevier Ltd.

12 1 Unit 1 Introduction to Tourism Industry



