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Tourism and Tourism Attractions

(1 9 5 Bk % W% 51 9)

B Text

Tourism Attractions

How does a location tempt tourists? One tactic is to create an attraction. In some places the nat-
ural environment or the historic buildings may be sufficient. If not, attractions can always be crea-
ted. This has happened throughout the history of modern holiday-making. Blackpool Tower was in-
spired by the Eiffel Tower over one hundred years ago. Blackpool’s authorities had noted that the
Eiffel Tower was attracting a never-ending stream of visitors and hoped to replicate this.

Pleasure beaches or fairgrounds were another early, much replicated, and enduring type of at-
traction. However, the attractions that have brought far and away the most attention from academics
are the Disney parks. There is now a Disney literature. Disneyland opened in southern California in
1955. It was followed in 1971 by Florida Disney land, Tokyo Disneyland in 1983, Euro-Disneyland
(20 miles east of Paris) in 1992 and Hong Kong Disneyland in 2005. These are all commercially
successful. They are among the very few built attractions that are holiday destinations. Other theme
parks, zoos, stately homes and castles attract day visitors and tourists during their holidays. They
may add to the appeal of a holiday destination, but it is really only the Disney parks that have be-
come holiday destinations in their own right. Sociologists have noted that the Disney parks celebrate
a particular moral and political order. They exalt the American way of life, present a depoliticized
view of the world, applaud the triumph of the individual, especially the little man ( Mickey Mouse) ,

and provide an escape into an asexual world of fantasy. Academic interest has been heightened by
v
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the fact that the Disney organization itself takes its social mission seriously, and the company is ex-
tremely protective towards the public image that it presents. George Ritzer uses Disney as an exam-
ple of rationalization, but does Disney really exemplify anything except Disney? The attractions are
unique. They have no peers. They rank alongside the world’s most spectacular waterfalls and deepest
canyons in drawing tourists from all over the globe.

Some places have historical buildings that attract tourists from all over the world. India has the
Taj Mahal. Egypt has the pyramids. London has its Tower, the Houses of Parliament, Westminster
Abbey and so on. Other countries or cities have built new interesting structures. Bilbao’s Guggen-
heim Museum is an example.

Las Vegas also has a special attraction, but in recent years other cities have discovered that
gambling attracts visitors and persuades them to part with large sums of money. As an economic en-
gine , gambling is far more successful than museums. In 2001 Blackpool Council received ( with in-
terest ) a proposal to build a set of Vegas-type casino hotels. If Britain’s gambling laws are relaxed so
as to make this possible, and if this plan goes ahead in Blackpool and nowhere else in Britain, the
resort will almost certainly recover its earlier glory. However, gambling will cease to be a special at-
traction for destinations like Las Vegas and Monte Carlo as more and more places emulate them.

Another way of boosting visitors is to host a temporary attraction, like a sports or cultural mega-
event. These are always intended to benefit the local economy. There is always a net cost to public
funds, but far more money usually flows to the local economy. Is this always good business? It is es-
timated that Euro 96 (the European soccer tournament) added 0. 1 per cent to Britain’s GDP during
April to June 1996. A host city or country can hope to derive long-term benefits from the facilities
that are built and the publicity received, but these benefits are difficult to measure. There are always
too many intervening variables. Rather than a one-off mega, a recurrent mini-event, like an annual
arts festival, could be a better investment. Calculating the cost-benefits of different sports and arts
events is now a subsidiary branch of the tourist industry.

However, the natural environment can also be an exceptionally good attraction. Nothing man-
made can truly match the Swiss Alps or the Grand Canyon. Australia has discovered that Ayers
Rock, situated in a desolate, inhospitable region, is probably its best single asset for attracting addi-

tional international visitors.

Words and Expressions
tempt ot. 5|3, FX; &7
inspire ot. |, WK, BT
authority n. @, RA; Lk, B
replicate vt. £ 5 ; H4); I
appeal n. BHEH, 58 A
vi. “FoF; KBy T
note wt. 4580 ; BT ; E&E3F
n. iLx;
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celebrate v. Fk4, £, KL

exalt . #¥%; 15, 4

applaud wvt. @-e--e BF; MEFRE
asexual a. PG ; LAY
heighten v. &%, MmZF; ¥
spectacular a. HUAY; FTAEEN
gamble wi. B, AT &AL

cease v. 1%, B; 4%

emulate wt. {5 &L; F]-e-ee- %4

intend wt. 3ITH, H--4EH
benefit v. A& F; £ &

facility n. (FME$) #&&, TH; 712
intervene wvi. T #&F; FF; A
subsidiary a. #8489 ; KEH
exceptionally ad. ] $p3h; FoF e, B4
match ot. Fo-eree- AL ; A8E
inhospitable a. FiF&); RIFEH
asset n. MF; ERXGA/ Y

situate  wt. 1AL F; AT

add to 3§ Ao, it

persuade sb. to do sth. - ees e
derive ... from X{F, 43, £R

Taj Mahal — (¥7 ) Z4EM%

Las Vegas 35 Af 4 /o 37

Monte Carlo 4%

Ayers Rock (M AFA L) L RAMEZ

Notes

1. Blackpool (J&7t) LT Jefg =LA MEEIRTT, & 19 4l & 8 &k i 3 4 ¥ 5K
e E B 3

2. part with sth. —ff5 “AHEEHEEDAEN" &K “ASAHFIA", Gla: I'm re-
luctant to part with any of the kittens, but we need the money. ( F&ASH B& 4 i E AR {7 — H/NA, (B
RIANTFHEE.)

3. intend N KW hial, {HELE “sth. is intended to do sth. 7 A& &y “HWifH------;
FTH e T, XAER T, — A “sth.” fEFETE, 0. This experiment was not intended to be
finished today. (XL WITHAES K5EM.) Xkt 1 intended to come to your house last
night but it rained. (FEMERME BATH LIRK, HETFW T, BER.)
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Tourism terms you should know
tourism ( Ji§ {7 )
services and facilities for pleasure travelers)
ecotourism ( A= 2% i€ Ii7 )
ment and sustains the well-being of the local people
theme park ( 3= /31 2\ [ )
based on a central theme
exhibition ( Ji£ )
rectly to a target audience or audiences
destination ( g iiF H (19 #h)

stand-along attraction. ) ; the place to which a traveler is going; or any city, area, region or country

travel undertaken for pleasure (the business of providing and marketing

responsible travel to natural areas that conserves the environ-

an amusement park in which the structures and settings are

an event where businesses try to promote their products or services di-

the end point of a trip ( This can be a town, a resort, or a

that is marketed as a single entity to tourists

Exercises
I. Based on your reading of the text, which of the following statements is true (T) or
false (F)?
1. If there are not sufficient natural environment or the historic buildings, people can always
create some. ( )
2. Eiffel Tower has brought far and away the most attention from academics. ( )
3. Disney parks and the other tourism attractions have all become holiday destinations in their
own right at present time. ( )
4. Compared with other tourism attractions the Disney parks praised a particular moral and po-
litical order. ( )
5. In terms of the attractiveness, Disney parks are among the world’s most spectacular water-
falls and deepest canyons in the world. ( )
6. It is discovered that gambling attracts visitors and persuades them to win large sums of mon-
ey. ( )
7. According to the author, Britain’s gambling laws are not relaxed in 2001. ( )

8. Sports or cultural mega-event can always benefit both the economy at local and nation level.

( )
9. A host city or country can hope to get long-term benefits from the facilities that are built.
( )

10. There are so many man-made attractions that can truly match the Swiss Alps or the Grand

Canyon. ( )

II. Answer the following questions based on the information in the text.
1. Why Blackpool’s authorities decided to build Blackpool Tower?
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2. How has the Disney organization heightened the academic interest?

3. According to the text, what is the basic function of temporary attraction?

4. Why are the long-term benefits from the facilities built and the publicity received are difficult

to measure?

5. Give some of the examples of recurrent events/mini-events which can be a better invest-

ment.

ITII. Translate the following passage into Chinese.

The Eiffel Tower is the symbol of Paris but when it was built for the Universal Exhibition in
1889, it was meant to be a temporary building. It was designed by the engineer Gustave Eiffel. It
was the world’s tallest building until the Empire State Building was completed in New York in 1932.
One of the best restaurants in Paris is the Jules Verne Restaurant ( second level) , where you can en-

joy panoramic views and eat excellent food.

IV. Translate the following into English using the words or expressions given in the
brackets.
LoaX ok 2 Al 32— H LAY E ZRmeER, XA A&l EikiEe @M, (in-

spire )

2. FRAE X KB AL BUR IR 2 KRB ATX P EE T ##. (add o)

3. WAL T —RRA E A BRSO AL — W, (HEBA M. (persuade)

4. fils A USCHE IR 5 rh R ASAR K 9 FE 8% . (derive from)

5. 3K T ARG, PR A B 6 I 4 A A S SR B P ke A BB AHVE AL . (match)
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V. Relax time ( Add the missing words to the puzzles).

1. Good  morning, Royal Hotel This is  Mary

ooooogod.

2. 1 have to get up early tomorrow. Can I have a

OOOoOgnO  OOdOd, please?

3. The porter should be given a DDD for carrying your
bags.

4. Buses, cars and trucks are all |:| D D D D D D D
5. If you don’t D D D I:] D D |:| I:l D D someone, ask them to repeat what they said.

B Situational Conversation
1. Asking About Travel

Jack: Good morning. | want to go to Guangzhou. Could you please tell me if there is a
flight tomorrow?

Travel agent. There are two flights every day at seven a. m. and at three p. m. .
Jack: How long does it take to get there?

Travel agent. Around three hours.

Jack: How much does it cost?

Travel agent. The single fare is RMB700 for economy and RMB1000 for business.
Jack: By the way, is there any reduction for a return journey?

Travel agent: No, it's double fare, the same each way.

Jack: Oh, | see. And how much is it to Guangzhou by train, please? Hard berth.
Travel agent: RMB200. But for tomorrow evening there is only soft berth left.
It's RMB400.

Jack: Well, I'll have to think about it first. I'll call you back in half an hour. Thank you.
Travel agent: You are welcome.

2. Where and How to Travel

Wang: Where would you like to travel if time and money were no object?

Zhang. If | were rich and had a lot of free time, I'd go to Thailand in winter, to Lu Shan
in Summer.

John: How would you travel?

Zhang: By air, of course! It is very fast and convenient. And how about you?

6
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Wang: I'd like to go on an express train visiting all the exciting cities in China.

Zhang: But wouldn't you get rather bored travelling for so long?

Wang: Certainly not. You know the express train usually leaves in the morning and ar-
rives at the destination in the evening. On the way | can enjoy the natural beauty of the
country.

Zhang: It's surely a good idea.

Notes
no object  (FTi/RBfE, £, FHE%E) AiFE; Al S, @l . Although he was

based in California, distance was no object.

Exercises
I. Role-play the sample dialogues.
II. Try to communicate in the given situation.
Student A is going to Shenyang from Dalian.
Student B is a clerk of a travel agency.
The following information can be referred in the conversation ;
luxury bus (£ 1) (depart every hour from seven in the morning to six in the evening)
express train (two times a day at seven a. m. and at one p. m. )
bus fare RMB80, train fare RMB50

traveling time is around 4 hour for both bus and train

@ Practical Writing

Basic Format of Business Letters

PRACHE SCRE 55 15 R h FT EDAE 2 B S AL EA8 15 S 4K 1, f5 R 40 RHil % 0 A4
(EEAMERCIRAEFIN Letter RF, b A4 FARMBE — 5, HERGHE 5. 78R
BfT (single-spaced) , Bt5B(MATHE A AT (double-spaced) . 54K H Ak i fl, 4% A
RERUE . 2R — R EARA 88, T — oK M AR R T, IR (540, A S
Fko

YL SCRT 551 R B S LT 5.

L. fi3k (Heading) , {427 {5 A Mht FS 5 H W1 Qo SR FH 2 W) sl 8 A7 19 £ 3k 4K,
MATATEEFE M., FAAEEHFEANEL. Fln.

123 Renmin Road

Dalian, Liaoning 116011

CHINA
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2. fNHht (Inside Address), FEUTE AR EES . KA FITEG k. 140 .

Dr. Helen Armstrong

Center of Tourism Training

800 Somerset St.

Portland, ME 04103

USA

3. FRIF (Salutation) . FERY S5 {5 e&Hh, M H BIFRIFMRZ “ Dear + K17 + 1 (SlE4)
+ 35", fltn, “Dear Mr. Hudson:” B{ “Dear Ms Kathy Wang.", % HIML1EH Mr. (56
A) . Ms (Zt) . Miss (/MH) . Dr. (1+) . WRARMEWRGEAMES, o LLHR
fir, W& “Dear Personnel Manager:” Y “Dear Customer Service Manager:” , L A] LA “Dear
Sir or Madam: " 8¢ HIFEM A G4 FK, U1 “Dear Air China:” 8¢ “Dear Hilton Hotel:” ,

4. IE3C (Body) ., FiSfEeRMIE X AFEMRERIN EEZFL, NMxEWHIEE, 5 TH
P2, Bk 2z ¥ XATEE (double-spaced) , AREEH . RIS SR EE T BN MG T =4
JEE -«

(1) FFIIWil, —IFksBRREER H 8 ;

(2) PrAE S ZAEB T Y. W, . 20, FL5R:

(3) EfsHEEMER, AEEIEEMER, HEHR, FERDKXMES, bk
A NERRE S AR R AT

5. 45 (Closing) . ZiRH /T UFE—MEEME, HEXEREN SHKEHT—2. 452
HEEHIED, RAR - ANFHRE, HRFHYNE, HREMES ., EXFRNEREY
M EEME:

Respectfully,

Cordially ,

Yours truly,

Sincerely ,

5 e fE R 45 R AT LA -«

Warmest regards,

Regards,

Best wishes.

6. %% (Signature) , fERIF(EekT, ELEREFEMET W4 T EAWAE EITEERE
AW (FEREA 0T s n] UTENEF AL . ARSEITMAFR) . 4SREEMIEM
TTENMEA Z B EHEAEES S RESEA MO AR s, AEESEN M., Ms.,
Dr., = Prof. %%, XML EEE, AEEHEH, AT —E{F% P. Smith i
73— {5 % Peter Smith, %5 =5 XA P. B. Smith, SLHIMT .

Yours truly,
Zhang Ling

ZHANG Ling
8
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Sincerely,
John Wang

John Wang, Ph. D.

Professor and Dean

College of Tourism and Hospitality

7. #1E (Notations) , % 4 %43 Z F i ] LU A — L B i 6 W1 45 B, 41 “ Enclosure”
(2465 A Enc. 5% Encl. ) FRFfEHH{F, “Enc. 3" RRHfFEA 3 NMHEF; “cc” Rty
%, “cc: Keith Rogers” FK/RNAA{G AP % Keith Rogers,

BEA IR S, BAEANNIA T I, 435 3 3 b A5 oR dic 2R A i 4 =X 2 57 sk X
(Block Style) , 55 —Fh# FH #0218 IE55 %30 (Modified Block Style)

1. 5%3k30 (Block Style) . 7EFFkA G, FANBEMNE - THNBENITH, R—
LR o R — B 57k R 5515 R I S A R AR

ABC HOTEL COMPANY
888 ADDRESS
CITY, PROVINCE, POSTAL CODE
COUNTRY
PHONE NUMBER/FAX NUMBER

(date you are writing the letter goes here)

Addressee’s Name
Addressee’s Title
Company’s Name
Company’s Address

City, Province Postal Code
Country

Dear Addressee

Paragraph 1: Explain why you are writing the letter.

Paragraph 2. Provide evidence or details to support your purpose.

Paragraph 3. Tell how and when the topic of the letter should be addressed or followed up.
Final Paragraph: Thank reader for his or her attention/time.

Sincerely,

Signature

Name of Writer

Enclosure




