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Text A Why People Travel?

For Intensive Reading

[. Oral Practice

—h

. Passport, Please!
: Excuse me.
: Yes?

: Your passport, please!

& > @ >

: Just wait a moment. Let me see. It’s in the briefcase.
Sorry to have kept you waiting. Here you are.

: Chinese?

Yes.

: Where in China are you from?

: Shanghai.

P

There sure are a lot of people from China visiting here right
now.

(es]

: I’m not surprised. Thanks to the successful economic

reform and the open-up policy, we Chinese people are
interested in going abroad for a visit now.

: How long do you plan to stay?

: About three weeks.

: All right. Here’s your passport. Welcome to the United
States.

: Thank you.

[l o e

(e~}

2. About Itinerary

A: Good morning.

B : Good morning. I was told that you had prepared the itinerary for our group. Could
you please tell us something about that?

A: My pleasure. Here is the copy of the itinerary for your group. Please read it



carefully to see if there is a need for any changes.

(o<}

: Today we are going to visit Yu Garden. That’s marvelous. I’m sure everyone in the
group will be excited to learn more about the visit.

>

: A visit to a community center in Shanghai has also been arranged at your request.
I think you will meet many kind and friendly residents there and have a very
good chance to communicate with them.

(es]

: That’s good. My friend once said to me that if you wanted to know more about the

local people in Shanghai, the community center was the very place for you to visit.

[»>

: Your fax also requests going to Pudong, the newly developing area in Shanghai.
That will be done tomorrow afternoon.

[ee]

: That’s great! I had learned a lot about Pudong when I was at home. It is said that
Pudong has changed completely. It has been built into a modern city within a very
short period. Now it is the place that attracts the people of the whole world.

S

: Exactly. I presume that some of your friends may have their own needs and wants,
likes and dislikes. Shall we make it a rule for them to approach me directly? I will
try my best to satisfy them.

: That’s very considerate of you.

> [

: Please assure your friends that I’ll be doing all that is within my power to make
your visit in Shanghai a pleasant experience.
: Thank you.

> 1

: Thank you for your understanding and cooperation. Shall I say that we have final-
ized the itinerary?
: Yes.

[1. Pre-reading Questions

Read the passage before answering the pre-reading questions, and then
you will know more about the text below.
(1) Why do people like travelling so much?
(2) What helps to stimulate the tourist industry both at home and abroad?
(3) Can travelling relieve people from the strain and stress in our fast-developing
modern society? Why?

(D)



(4) In order to meet the needs of travelers’ demands, what kind of special services
should the travel agencies consider offering?

(5) How can we improve the present situation of transportation and reduce the cost
of travel?

T e T e Why People Travel?

The growth of tourism has become a contemporary phenomenon
experienced by all countries in the world. International tourist arrivals
alone reached as high as 546 million in 1994 and is forecasted to
rise to 937 million in 2010, according to WTO. But why do people like
travelling so much?

In Maslow’s opinion, there is a hierarchy of universal wants
| and needs found in every human being. Ultimately at the top of
the hierarchy there are the needs for self-actualization or self-
| realization, that is, the need to develop one’s own potential, the
| need for aesthetic stimulation, the need to create or to build one’s

own personality and character, etc. Then tourism turns out to be a

good solution, since it provides ample chances to satisfy most of the |

needs, and the needs, in turn, constitute major motivational factors

for people to travel and go on vacation. Even “self-actualization” may
|| be achieved when a long-held dream comes true on a certain trip.
Wl Probably the most common reason for travel is associated with
il our physical well-being. Actually, travel for sports is one of the fastest
growing generators of travel. The motivational force of spectator
sports is, however, more complex. There is the desire to get away
from routine, to identify with teams and individuals, which gives
people a sense of belonging, and to dream of the role one would
fulfill if he were playing. Here, the effect may be felt more mentally




stress have become part of an individual's life, people tend to have
a change in environment and activities in order to rest and relax.

Another important motivator is connected with culture and
curiosity which is expressed by the desire to know about other
places or countries and to search for all kinds of experiences. No
one seems to doubt that travel broadens the mind. It was the desire
for knowledge that was the reason for the growth of the Grand Tour.
Today this desire is widely encouraged by modern mass media
and communications such as television and airplane, which find
their ways into every corner of the world. After one has traveled to
a particular place, he tends to be more interested in news items or
television programs about it. By learning about other cultures one
can also discover his own, and thus truly enriches his mind.

The need for belonging is manifested in the desire to visit
friends or relatives, to meet new people and make new friendships.
People, by and large, are social beings, who want communication
and contact with others. In travel, people with this intention usually
put more emphasis on the route of the trip than on the destination.
Of course, it does help to encourage travel if the friend or relative
lives in an exotic or interesting place. To cater
to this need, many travel agencies specialize
in certain ethnic areas and people, providing
specialized tours to return and visit “the old country”
where some tourists may pick up a genealogical v

T 7

line or find their roots. The need for esteem is ’(‘3
identified with the desire for recognition, attention, | * g
appreciation, and reputation. Such concerns of ego ;1 1 ’; |
needs and personal development are regarded as H« 3““
status and prestige motivators in travel. So far as it o

a pious religious believer is concerned, a trip to

D)




the holy shrine of his religion will give him the greatest satisfaction
of fulfilling an inner desire and at the same time bring him the most
important recognition he needs. As a result, the Passion play in
Germany never fails to draw travelers, nor do the historical sites
associated with Christ in Israel.

When people travel to a conference to increase their professional
knowledge, they are concerned with their own personal development.
Their self-esteem is enhanced. People also seek esteem from others.
It is said that in tourism “mass follows class”. The implication is that
there are places that special people go, and some go to be like those
special people. To be the first to go to an exotic place, or to go where
certain types of people go, offers some excitement and creates an
illusion of enviable sophistication among one’s friends.

A combination of needs and desires has given impetus to one
of the largest industries today—the travel industry. Nevertheless,
people need more than motivations in order to travel. Two other
elements are essential before one will seriously consider planning a
trip; they are leisure and discretionary income.

Leisure can be defined as freedom from the necessity to labor.
Two aspects of leisure were and are important in promoting tourism:
the time available for leisure, and peoples’ attitude toward leisure.
Since World War Two, the amount of leisure time available to an
individual has, in general, increased. The workweek has decreased
from sixty hours to forty hours per week, and the reduction of the
workweek will still continue in most developed countries as well as
some developing countries. In addition, changing social conditions
have introduced and established leisure time as a way of life, and
leisure became a justifiable aspect of the society. The increased
time available began to be spent in the pursuit of recreation and
pleasurable activities other than work.

Discretionary income, or disposable income, is money not




needed for personal essentials such as food, clothing, health-care,
transportation, and so forth. Smaller family size and an increase of
women in the labor market have made today’s family more affluent,
which greatly promotes the tourist industry.

The improvement in transportation has facilitated travel on a
large scale. The explosion of railway and automobile travel was
followed by dynamic improvements in air service. Today, in many
countries, elaborate road systems have been built so that a person
can go from border to border or even across national borders in the
case of Europe without being affected by a single red light or two-
way traffic on the same roadway. The vast network of roads and
air connections and the mass production of the car at a price many
people can afford have led to the development of a tourist industry
unmatched in history. With increasing affluence and leisure, and a
relative decrease in cost of travel, the growth of the travel industry
will surely continue.

New words

(1) phenomenon /fi'nommoan/ n. ([%] phenomena) P4
(2) hierarchy /'harora:ki/ n. ER R

(3) ultimately /'Altimatl)/ ad. 2, R
(4) actualization /@ktjulai'zeifon/ n. LB, BSLAL

(5) aesthetic /i:s'Getik/ a. EM, ZARE

(6) ample /'‘&mpl/ a. SERER, TR
(7) motivational /mouti'veifonl/ a. 1R, AL
(8) individual /mdi'vidjual/ n. ™A

(9) curiosity /kjuart'psitt/ n. LSEa gl

(10) broaden /'bro:dn/ v. oK, e

(11) enrich /mn'ritf/ v. Ea



(12) manifest /'manifest/ v.

(13) ethnic /'eOnik/ a.

(14) exotic /1g'zotik/ a.
(15) genealogical /d3imnia'lndzikal/ a.

(16) esteem /1s'tim/ n.
(17) ego /'egou/ n.

(18) prestige /pres'tizz / n.

(19) pious /'paias/ a.
(20) holy /houll/ a.
(21) shrine /fram/ n.

EB, BN

MIRE, AFPER
SNERY, FEERE
FIEH), KERH
HE, §if

HE, AR

5, B
B, fRZEREm
MR, XK
HE, X

(22) Israel /'rzretl/ n. RN, LUEFIN)

(23) enhance /m'hamns/ v. Hhsw, RS

(24) implication /mplr'keifon/ n. X, BN

(25) illusion /I'luzen/ n. ZIne, L%

(26) enviable /'enviabl/ a. LS D)

(27) sophistication /so fist'ketfon/ n. A&, &k
(28) impetus  /'impitas/ n. {2, #HE3h

(29) discretionary /diskrefonar’/ a. 1EEM, BHEED
(30) justifiable /'dzastifaisbl/ a. B4R, HHE
(31) affluent /'&fluont/ a. B, FEH
(32) facilitate /fa'silitert/ v. fEF], {eit

(33) dynamic /dar'nemik/ a. Bhy, BESKK
(34) elaborate /r'lebarit/ a. ¥ O HIVER

(35) affluence /'®fluans/ n. 5,
Useful expressions

(1) turn out ERAR, ZRE
(2) in turn W, B

(3) be associated with By venes R R K
(4) by and large — i

BELABHE, FET

(5) put emphasis on



