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Chapter 1 Travel and
Tourism Industry

I Why People Travel

To most people the word “travel” suggests pleasure and adventure.
However, it is actually derived from a French word which means “toil
and labor.” Early travelers moved about in search of food and shelter.
Their travels were by no means pleasant. Travel has been an arduous task
for much of recorded history. In fact, it has only been in modern times
that travel has become relatively comfortable.

Commerce was an important motivator of early travel. By 3000 B.
C., caravan routes from Eastern Europe to North Africa and on to India
and China were well established. Camels were the favored pack animals
in those days - a healthy one could carry up to 600 pounds of cargo. By
the thirteenth century trade and commerce had emerged as the prime rea-
son for travel. Improved navigation skills and the development of the
magnetic compass took much of the uncertainty out of long, arduous sea
trips.

The Romans were the first to travel on land on a large scale. Their
desire to expand the Roman Empire resulted in expeditions of discovery
and conquest followed by massive road building. The first important Ro-
man highway started in 312 B.C. By A.D. 200 the Romans could travel
all the way from Northern Britain to the Sahara Desert on highways that
had wheel changing stations and rest houses every 15 to 30 miles.
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People in ancient times traveled for pleasure as well. Hundreds years
before the birth of Christ, Greeks and barbarians (defined by the Greeks
as anyone who was not Greek) traveled to the Olympic Garnes. Health,
too, provided an impetus for early travel. Doctors believed that waters in
certain locations possessed healing qualities and would send their patients
there. By the time of the Romans it was not unusual to travel to spas as
far away from Rome as Bath, England.

With the growth of organized religion, pilgrimages became common
in many parts of the world. Muslims traveled to Mecca; Christians trav-
eled to shrines all over Europe and beyond. During the Renaissance peri-
od 4beginning in the fourteenth century in Italy and lasting in Europe in-
to the seventeenth century), travel for cultural and artistic reasons be-
came common. Soon it was popular for aristocrats, diplomats, scholars,
and other young gentlemen and women to take an extended tour of the
Continent, which came to be known as “The Grand Tour.” Paris,
Rome, Florence, Venice, Munich, Vienna, and other cities of central
Europe and fashionable tourist stops, and resorts and spas were developed
to accommodate the tourists.

We can see from looking at the history of travel that over the centu-
ries travel has developed for business, health, social, religious, and cul-
tural reasons. But at the most basic level, it can be said that the main
reason people travel is to gather information. We want to know how our
dear aunt is doing in a small town near New York, so we take a trip to
visit her. Business people travel to see what is going on in their home of-
fice in Chicago or to find out what customers in Madrid think of their
products. Some of us travel to France to see how the French vintners
grow grapes and produce wine. Others go to Moscow and Beijing to learn
more about Russian and Chinese culture.

Travel is an important part of our lives. It helps us understand oth-
ers and ourselves. It is both an effect and a cause of rapid change in soci-
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ety. Technology has played a huge part in all this. Airplanes have
brought foreign places closer, and communications satellites bring news
events from around the world into our living rooms. ‘Both of these techn-
ologies have stimulated interest in traveling abroad.

The three most important factors that determine the amount people
spend for travel are employment, disposable income, and household
wealth. The more money people who want to travel have, the more like-
ly they are to travel, the more frequently they are likely to travel, and
the farther they are likely to travel. While business travel is somewhat
less susceptible to economic downturns than leisure travel, it is not im-
mune. Companies invariably tighten up their travel budgets during reces-
sions. Research has shown that international travel patterns are very sen-
sitive to shifts in exchange rates. The buying power of a traveler’s own
currency affects destination choices and the timing of trips.

It is important to note that not everyone is disposed to travel. Some
people by their nature are stay-at-homes. Others don’t like to fly or get
motion sickness and simply won’ t travel no matter what their economic
circumstances. Dr. Frank Farley, a psychologist at the University of
Wisconsin, had studied the behavior of travelers versus non-travelers.
“People who hesitate to travel may do so because of deep-seated fears,”
says Farley. “Travelers, though, seem stable enough to expose them-
selves to uncertainty and adventure. They worry less, feel less inhibited

and submissive, and are more self-confident than stay-at-homes. ”

NOTES

1. by no means; not at all
2. caravan routes: ways regularly used by merchant teams traveling with
animal-pulled vehicles

3. magnetic compass: 158 &



4. took much of the uncertainty out of; ffi----- BB K K vk 2

. the Grand Tour: KIgfT(IHEf KEBE T RIEAMHHEEFTF-HHIEK
WK B 3R AT )

both an effect and a cause; BERZER X EEH

exchange rate; (#)ICER

stay-at-homes: those who prefer to stay at home

motion sickness: 3R (MELE £MF)
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New Words and Expressions

derive / di rav [vt. get or come from be derived from

arduous [ ‘a:djuss [adj. involving a lot of effort; difficult

motivator / ‘mautiverta(r) /n. stimulus; encouragement 3 /1

caravan | keeraveen | n. vehicles pulled by a horse in which people live X
wE

cargo | ka:gou / n. goods carried by a ship, plane or vehicle

emerge [ 1'ma:d3 [ vi. come out; appear

navigation / neevi ‘gef(a)n [ n. sailing Ai4T

expedition / ekspi ‘di fon/ n. a long journey

impetus / 1mpitas [ n. force that helps to move; stimulus 37

spa [ spa: | n. spring of mineral water #

pilgrimage [ ‘pilgrimid3 / 7. journey to a holy place B

shrine / fram [ n. a place connected with a holy event or person %l

accommodate | skomadeit / vt. provide a place to stay

vintner / 'vintna(r) / n. a person buys and sells wines

stimulate / ‘stmjulert / vt. excite; encourage

disposable | dispauzeb(a)l [ adj. available to be used disposable income
Bl ST REHCA

susceptible [ s3septib(a)l [ adj . easily influenced (by)

downturn / ‘dauntain /| n. a lessening of business activity, production,

v 4



etc.

immune / /mjuin / adj. free from being affected %32 KM

budget / ‘badzit / n. plan of money spending i

recession [ risef(a)n [ n. temporary decline of economic activity (£ 5F)
¥ij

disposed / dispavzd | adj. willing be disposed to

deep-seated [ ‘dip'si:tid / adj. strongly fixed; not easily moved R # B
i}

inhibited / mhibitid / adj . prevented from doing what one wants to do A
HIRH

submissive | sabmswv [ adj. very obedient #§M#)

Proper Nouns
Sahara Desert ##H ¥ # Bath B2 &
Christ (HR 8k ) 2t 8 Florence % £ §¢
Olympic Games B HKIL 5338 3 2 Venice BJERT
Muslim 575K ; 67 57 22 # 6 Munich %2R
Mecca & (T = 8 X ih) Vienna %t 44
Christian 28 5 Chicago ¥ I #
Renaissance X & & %% Madrid G 8
Paris L% Moscow BEHTH}
Rome ¥ 5

Exercises

1. Questions for Discussion and/or Presentation

1. Why was travel an “arduous task” in ancient times?

2. What are the major reasons for people to travel?



3. What factors have facilitated travel and made it more comfortable?

4. Do you agree with the view that travel has become an important part
of our life? Give your reasons.

5. Are you disposed to travel or are you a stay-at-home? Give a presenta-
tion on why you like to travel or why you don’t.

I1. Oral Workshop

A. Interest

Use the expressions to ask if somebody is interested in something

Are you interested in. . .7

Do you find. . . attracting?

Does. . . appeal to you at all?

Do you share my interest in...?

Use the expressions to state you are/aren’t interested in something

© 1 have a passion for. . .
© I'm fascinated by. . .
® 1 find. . . rather boring.

® 1 don’t take any interest in. . .

B. Give it a try

Situation: Judy is discussing her holiday plan with her friend Mike.
Judy likes to travel, while Mike is a stay-at-home type of person.
Role-play : Student A will play the role of Judy and student B will play
the role of Mike. Each of them gives reasons to his/her own holiday plan.

II1. Complete the following sentences with suitable words from the list
and change the form if necessary.

by no means adventure dispose emerge

stimulate accommodate by nature tighten up
.6 -



