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Preface for Chinese Version of

Strategic Management for Tourism Communities: Bridging the Gaps

It is an honour to have our book translated into Mandarin for the
important emerging China market in tourism. The purpose of our book is
to provide a framework that will assist communities of all sizes and in all
situations to develop their tourism potential in an effective, efficient and
sensitive manner. We hope our Chinese readers will find it helpful in their
study and application of strategic tourism management.

A key component to becoming successful students and practitioners
of tourism is to think and act like business managers. To do this you must
think about providing leadership to your industry and community. Helping
them to envision what type of tourism they plan to have and the products
they need to meet customer expectations. You will need to help them
organise the industry and community resources needed to produce the
most effective and sustainable destination product possible. You should be
able to control the destination community’s development, by monitoring
its progress and making any necessary changes to stay on target with your
original vision. These are the four functions of management that the book
empbhasises throughout its chapters.

The book highlights that the strategic planning of tourism will always
involve multiple stakeholders, and as a consequence some level of conflict.
is bound to arise. The most important stakeholder group to plan for is the
tourist, for without their interest and business all else will fail; but other
stakeholder groups like the residents, government and industry need to be
brought on side to create a formidable and profitable partnership of
interests. To help understand and to benefit from stakeholder conflict the

book provides a variety of techniques and lessons that have been used to
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create strength and harmony out of differences of opinion.

The book concludes by recommending that individuals and
communities view their tourism development as a bridge, one that leads
from tourism’s promise to its actual potential. This is achieved by
combining the four functions of management with the stakeholder interests
to build a structure that appeals to both the tourists and the host
community.

My co-author and I would like to thank Professor Taoli of Yunnan
University for giving us the chance to reach our Chinese audience with
these ideas and suggestions in their own language. We hope you find this
book both stimulating and useful.

Professor Peter Murphy

Foundation Professor of Tourism and Hospitality
La Trobe University

Melbourne

Australia

13/06/06
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