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PREFACE

Welcome to the fifth edition of Tourism: Principles and Practice. This edition is the latest
manifestation of the textbook that we published 20 years ago because we could not find a text
that met the needs of our undergraduate and postgraduate students at that time. The past
20 years have witnessed enormous changes in the world, and tourism principles and practice
have also changed in that time, reflecting the dynamics of the world in which we now live.
This edition contains new features and content to ensure that the book keeps pace with the
changing world of tourism and tourism education. We have completely revised and streamlined
this edition to make the content more accessible and up to date. Practitioner insights have
been added, as well as extensive case studies, with clear intended learning objectives, all set in
a colourful and user-friendly format. This fifth edition uses a collaborative approach between
academics and practitioners to help students, organisations and practitioners understand and
apply current principles and practice to the exciting subject area of tourism.

THE FEATURES OF THIS BOOK :

This new edition expands on the concept of tourism satellite accounts to reflect their growing
role in the management and planning of tourism around the world. There are also new chapters
introduced, one on events and another on disaster management, which add further insight to the
key aspects that made earlier editions so successful. In an increasingly challenging and volatile
business world, and with the dynamics of social change facing the world, we offer readers funda-
mental and underlying principles to study the world of tourism, within four distinct but related
Parts: Tourism Demand, The Tourism Destination, The Tourism Sector and Marketing For
Tourism. Chapters have all been updated to reflect the developments and changing significance
of various aspects, such as the economic/environmental/socio-cultural impacts of tourism,
climate change, and concerns for the safety and security of tourists.

While the underlying structure of this edition follows earlier successful editions, we have
updated, refined and improved all subject areas, added new concepts where necessary and added
practitioner comments on tourism, new case studies and examples throughout. The text retains
the features that have made it so reader-approachable over the past 20 years, as well as containing
some new features. Features include:

e Learning Outcomes at the beginning of every chapter to orientate the reader and to focus
their mind in respect of the key concepts that underpin each chapter.

e The use of Major and Mini Case Studies within each chapter to allow the reader to link the
theory of the chapter to contemporary issues and practice. Each of these case studies, together
with accompanying questions, have been specially selected for this edition.

e The introduction of practitioner ‘As I See It’ stories to illustrate important aspects of tourism
and its development.

e The identification of key texts and web-based material in a section of References and
Further Reading at the end of each chapter. Here we have provided the key sources to guide
the reader through the increasingly complex maze of tourism literature. These bibliographic
signposts will act as the first port of call for assignments and presentations and provide an
opportunity for guided specialised investigations where core concepts are reviewed in more
detail and from which the reader may derive a deeper understanding.
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e The use of hyperlink addresses which allow the viewing of supporting evidence such as
videos or other forms of communication which will help reinforce the chapter content.

e The updated Glossary of key terms to guide the reader through the specialist terminology
used in the chapters.

e The use of photographs to bring the material to life and the use of colour in the presentation
of the text to make the book more attractive and its content more accessible.

This text started out on its journey of development and refinement two decades ago and was
based on the research experience of the authors as they undertook projects for national govern-
ments, industry and international agencies across all continents of the world. The authors have
continued that practice through all five editions, and this current edition reflects their more
recent research undertaken to meet the needs of the changing economic, social, environmental
and security demands of tourism. When the first edition was written, world international tourist
arrivals were around the 500,000 level; in 2012 this number had increased to more than one
billion and is predicted to reach 1.8 billion by 2030. This growth in tourism presents many
challenges for those people charged with its management. We hope you find that this edition
captures your imagination and helps you set out on your journey of discovery as you research
into one of the world’s largest and most rapidly growing industries.
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