786 110

	PATA TOTAL TOURISM SURVEY

THE FUTURE OF TOURISM IN AN INSECURE, UNSTABLE WORLD
Introduction & Executive Summary

Draft submitted to PATA July 2005


Table of Contents
3Introduction

A. Geopolitical Issues
7
B. Health Issues
10
C. Environmental Issues
12
D. Demographics
14
E. Society & Culture
15
F. Media Issues
17
G. Distribution Issues
20
H. Aviation Issues
22
I. Domestic & Regional Travel Issues
23
J. Human Resource Issues
25
K. Emerging Giants
27


Introduction

In February 2005, in response to an initiative approved by the PATA Board of Directors, the Strategic Intelligence Centre carried out an Internet survey to assess how the travel & tourism industry feels about some of the burning issues of our time and the significant changes taking place both within and outside the industry. 

Called the “Total Tourism Survey”, it corresponded with the concept of “Total Tourism” announced in 2004. At the same time, it was designed to reflect PATA’s primary positioning claim to be the “voice” of the industry by tapping into the “voice” of its many players, big and small.  

It is arguably the first time anything like this has been done by a travel & tourism industry grouping, especially in terms of covering such a vast number of ‘outside-the-box’ subjects. 

All the nearly 100 respondents deserve our deepest thanks. They ranged from CEOs and students to academics, airline professionals, hoteliers and tour operators. Their strong views, opinions and ideas reflected both hope and frustration with the state of the industry as well as satisfaction and admiration with some of the activities already under way. 

Occasionally respondents even indulged in some self-deprecating humour. Asked about the impact of foot-and-mouth disease, one respondent quipped: “I have foot-in-mouth disease.” 

Indeed, the survey underscored the fact that the real strength of PATA lies in its membership, a great repository of ideas, initiatives and early warning indicators which respondents may be remiss to express in formal meetings but are happy to enthusiastically vent via an anonymous Internet survey. 

Hence, an association that both listens to and reflects the ‘voice’ of the membership can claim to be both truly democratic and transparent. It can also be a more confident association by knowing how members feel and then delivering on the services they seek.

THE PRIMARY MESSAGE

Perhaps more than anything else, the responses reflect the fear and frustration of living in an increasingly uncertain and unstable world. The detailed questions clearly tapped into a latent underpinning of insecurity that is gnawing away at the industry. 

Respondents are concerned about being caught up caught up in the swirl of change affecting every level of the global stage. Within the industry, too, people, products and processes are changing at mind-boggling speed. Hence, it is natural for the industry to seek change in the fourth ‘p’ (policy) in order to help it generate a better overall performance, the fifth ‘p’.
The responses indicate that the concept of Total Tourism extends well beyond just inbound, outbound and domestic tourism, and into the entire package of global issues buffeting the industry. The word ‘borderless’, too, no longer applies only to countries but to societies and industries at large. 

The long-standing messages that the industry is resilient, promotes peace, creates jobs and generates growth are small comfort. Today, these oft-repeated cliches have outlived their usefulness and sound blasé and boring. Big deal, the industry is saying. We know that. 

As today’s “problems without passports” are beyond the capacity of individual players to solve, the industry is saying: If individual, small entities are powerless to solve problems, can we expect large collective organisations to at least make an attempt? 

In other words, networking and marketing opportunities are omnipresent, but if everybody is out marketing, who is minding the fort?

One issue the survey sought to probe was the growing perception of a “Clash of Civilisations” which many privately fear is emerging but few are willing to publicly acknowledge because of the sensitivity. 

While respondents seem to have some idea, or at least opinion, on what should be done to manage media coverage, travel advisories and the cost of security, a fairly large number feels that “very little” can be done or “nothing” should be done to bridge a perceived religious divide.

But many feel otherwise because it is a major cause of the sense of insecurity pervading the industry. PATA, whose mission statement pledges devotion to the cause of promoting the quality and quantity of travel to, from and within the Asia Pacific region, needs to ask:

<> Is it a sustainable option to “do nothing”?

<> Or is there something that can and/or should be explored?

Either way, the issue cannot be ignored. Geopolitical issues and all their various ramifications are here to stay as a major determinant of global travel trends.

This region contains the world’s largest cumulative population of Muslims. Arab/Middle Eastern travel and investment patterns are also changing and looking for opportunities, with the Asia Pacific travel & tourism industry holding out strong prospects for attracting it.

Although some respondents complained about the survey’s length, many appreciated the fact that it made them think about issues which they may otherwise not have. Significantly, a majority applauded the opportunity to ‘voice’ an opinion on issues that no-one had ever asked them about before. 

Industry players don’t want to be taken for granted. Indeed, the unequivocal message to emerge was that respondents want to be treated with respect. For all the time they took to fill out the survey, they certainly deserve to be. 

IMPLICATIONS FOR THE PATA AGENDA

Can the travel & tourism industry do anything to help alleviate the growing sense of global insecurity and instability? If yes, what? And how?

As the global agenda has changed, does the industry’s agenda need to change, too? Marketing is no longer an issue. Management is, and for that a whole new set of skills may be required to manage media relations, product development, security concerns, cultural degradation, globalisation, etc. 

Members pay dues so that industry associations can bring to bear their collective strength and ‘voice’ on issues that individuals cannot or dare not express. They want associations to truly represent the interests of the industry and go to bat for it, without necessarily taking sides. 

Hence, the survey responses pose some momentous decision-making challenges for PATA:

<> How should the content and subject matter of future events, seminars, and conferences be changed? 

<> Instead of just working with economists, policymakers, marketers, distribution techies and satellite account experts, do we need to interact more with diplomats, social and environmental activists, even religious leaders to bring in ‘alternative’ viewpoints that may go against the grain but which need to be heard nevertheless? 

<> Should the annual conference, too, move away from one-way talk-shops and more towards debate-style forums at which both pros and cons of an issue are aired and debated? Like a United Nations conference, PATA may be able to resolve nothing but can it instead provide an open and honest discussion platform, without taking sides in any shape or form? 

Membership ‘service delivery’ is no longer about providing access to markets, but helping destinations overcome the insecurity of vicious boom and bust cycles caused by external factors. If the world’s ethnic, cultural, social and religious diversity are ‘assets’ that travel & tourism sells on a daily basis, does it make sense to look the other way even as they become liabilities? 

Delivering this vital new ‘membership service,’ or at least to be seen to be delivering it, could hold the key to the future of PATA. 

CONCLUSION

An industry association needs to remain constantly in touch with the grassroots aspirations of its members. Hence, this survey adopted a totally bottom-up approach. The executive summary provides a snapshot analysis of the results and presents policy options for consideration by the board. 

Although the feedback will need to be further analysed, collated and prioritised in more detail, there is a clear immediate need to regularly tap the ‘voice’ of the membership via smaller monthly surveys, perhaps with fewer issues with fewer questions. 

This Executive Summary is the first of three parts that will report on the survey results. It includes this introduction, plus a brief synopsis of the conclusions that could be drawn from the responses. 

The management is presently finalising:

<> A second part that will list selected responses to questions on the generic short, medium and long-term issues like culture, environment, distribution, aviation, domestic/regional market shifts, etc., 

<> A the third and final part that will list in full the responses from the membership on the most contentious and sensitive issues: 1) Geopolitical developments; 2) The perceived divide between the Islamic and non-Islamic worlds; 3) Media; 4) Who Should Pay for the Costs of Security; and 5) Travel Advisories. 

These responses are worth reading in full, so that members may draw their own conclusions. 

A. Geopolitical Issues

The travel & tourism industry has long claimed to be an “industry of peace”. It has asserted that travelling opens people’s eyes to the world beyond and makes them more appreciative of other cultures and traditions.  This claim is being tested these days. Although travel & tourism is at record highs, so, too are instances of conflict and violence, or so it seems. 

Humanity has been on the move since time immemorial for exploration, business, migration and a host of other reasons, but whether that has made the world any more safer or peaceful is debatable. 

The linkage is nevertheless important for travel & tourism which has learnt the hard way that no-one travels to places perceived to be not at peace. As many destinations have discovered, conflict is the travel industry’s worst nemesis, leading to a downward spiral of joblessness and economic stagnation, with all its associated social problems. It also leads to higher security costs, money that could otherwise be spent far more productively in an environment of peace and stability.
· The survey’s very first question probed the relevance of this ideological issue. While respondents indicated no disagreement that travel & tourism can be a positive force for peace, they wanted the promotion of peace to be an industry-wide effort, involving visitors and visited, students, corporations, governments, each and every stakeholder. It was felt that everyone must believe in it, abide by it and practise it. 
· At the same time, many respondents were realistic enough to acknowledge that travel & tourism is not a rose-tinted industry, and that many visitors simply don’t care whether or not their holiday experience helps build peace. Some respondents blamed politicians for fomenting war and conflict. They felt “the people” could do nothing. Said one respondent: “Politicians will always be politicians, with their own agendas. No amount of international travel by Americans would have stopped George W. Bush from invading Iraq.” 
· The blame for the upsurge in terrorism covered a vast swathe of territory, ranging from Islamic fundamentalism to American foreign policy. Respondents also cited the lingering effects of unsettled political conflicts globally as well as poverty, intolerance, lack of education and the increasing gap between the "haves" and the "haves not". Either way it reflected a membership that is hugely interested in the issue and has strong opinions on it one way or the other.

· If conflict spawns higher security costs, the issue of who should pay was also probed. The overwhelming majority of respondents felt that security was a government responsibility and that it should pay. After all, that’s why people pay their taxes. Others felt that government policies were primary responsible for causing the backlash that led to a deterioration of security and hence, again, governments should pay. At the same time, it was asked why non-travellers should be handed the bill for security designed to improve the safety of travellers. A sizeable number, however, felt that as travellers did benefit, they should follow the user-pays system and pay. 

· One major geopolitical development has been the expansion of the European Union to 25 countries, a good example of the emerging borderless world as old enemies become new friends. Asked how they felt about this and its impact on travel & tourism, most respondents said it would be positive for travel & tourism flows to/from the EU, especially if the Euro does become a truly common currency and visa requirements are harmonised along the lines of the Schengen system. Respondents noted a range of both positive and negative impacts with one UK respondent fearing a large influx of illegal job-seekers.

· Respondents were also asked if they felt a similar economic and/or currency union could be achieved in Asia. Some felt that it would be a good thing to aspire to given the clear advantages as proved by the EU. However, others stressed that given the vast political, economic and cultural diversity of “Asia”, achieving such unity would be a long, hard slog. Some respondents were worried about the impact on national sovereignty. Others admitted they had never thought about it. 
THE QUESTIONS ASKED 
GP-1: Many feel that the travel & tourism industry can be a positive force for PEACE by exposing travellers to different cultures, beliefs and ideals. To what extent do you believe that this is possible? 

GP-1a: If you believe that travel & tourism can be a positive force for peace, how can this be achieved?

GP-1b: If you do not believe that travel & tourism can be a positive force for peace, why not?

GP-2: At the same time, many believe that there has been a dramatic increase in terrorism and violence across the globe. Do you believe that terrorism/violence has increased significantly over the past three years, or that it has always been present to some extent, but perhaps less visible? 

GP-2a: If you believe there has been a significant increase in global terrorism/violence, what do you believe have been the main underlying causes?

GP-3: Security measures have been significantly increased at most country entry/exit points at considerable cost. One burning issue in this regard is ‘Who should pay?’ Some argue that security measures are a national responsibility and that governments should therefore pay, while others believe that those who use those services should pay through additional charges on airfares, cruise fares and so on. Who do you believe should pay for the costs of security? 
GP-3a: What reasons/justification do you have for this?

GP-4: The European Union (EU) is changing the global landscape as it continues with its expansion. Currently there are 25 member states, with another four countries being candidates for entry into the EU in the coming few years. What impact do you see this having on travel & tourism flows to/from the EU? 

GP-4a: Why?

GP-5: At the same time, 12 EU member states have adopted the Euro as their currency of choice, standardising financial/business transactions and movements considerably. Many feel that Asia could benefit from such a standardised currency format as well. Do you believe that Asian countries should work to introduce such a common Asian currency 

GP-5a: What reasons are behind your choice?

B. Health Issues

The AIDS crisis of the 1980s caused a major global panic. In recent years, the travel & tourism industry has been hit by other health scares like SARS, avian flu, foot-and-mouth disease, the West Nile virus, etc. There are reports that other pandemics are likely. 

Economic growth, too, can have its deleterious consequences. According to the World Health Organization, “Changing living conditions and lifestyle bring more stress and thus a threat to mental health of those in both developed and developing countries alike. With extensive international travel, no country is safe from potential major communicable diseases outbreaks such as SARS or human influenza or even not-yet-known emerging diseases….Basically all countries are facing multiple, rather than single type of health burden, the underlying causes of which are highly relevant for actions in health promotion.” 

The WHO says that constant health disasters are “continuously harvesting millions of preventable deaths in the global village. The ongoing urbanization is predicted to bring 3 billion humans into slums, hitting hard against people’s health…Billions of people are also undernourished and starving, causing millions of premature deaths and avoidable suffering…In almost all cases children and young people are the prime losers.” It noted the impact of war, civil unrest, poverty, HIV/AIDS and excessive alcohol consumption. 
· Because health issues have been brought to the fore due to the impact of diseases like SARS and bird flu, responses to questions about the impact on travel & tourism could be broadly classified into a number of categories:

· The chief concern was: Are they fatal? And if so, in how much time?

· The level of fear was greater if people didn’t know enough about it, how and how fast it would spread, how many people had been affected, and in which countries, whether it was curable/controllable, and what governments were doing to alleviate it?

· Hence, SARS and bird-flu were considered more ‘threatening’ than AIDS, now seen as a non-issue as people know the risks and can decide accordingly. 

· Few had even heard of the West-Nile virus, and thus had no concern. Others felt that foot-and-mouth disease only affected animals and that if they avoided meat for a while, it would be okay. 

· There was a general acknowledgement that health risks were historic and part of life, and that new threats would always emerge. However, life would go back to normal thereafter. 

· People “expected” governments to be on top of the issue, and be honest in communicating the risks and threats across the board. 

· A large number of respondents were critical of media reports for “over-stating” and “exaggerating” the threats. 
· Many respondents agreed that governments and all the stakeholders, including travel & tourism, learn with experience. Again, there was polarisation between those who thought that governments were doing their best and those who thought otherwise, as well as between those who thought lessons had been learnt and those who thought otherwise. 

· There was no disagreement on the question of whether health threats should be confronted individually or collectively. It’s all hands on deck, said respondents. Pooling resources and sharing information is the best way to combat a common, borderless threat, especially as poor countries cannot afford to do it alone. However, there was realistic recognition that much would depend on the willingness of governments to deal openly and honestly with the situation.
THE QUESTIONS ASKED
HI-1: SARS, bird-flu, foot-and-mouth disease, the West Nile virus, HIV/AIDS and many other ‘new’ diseases have damaged the travel & tourism industry in recent times, and many health experts are warning of more outbreaks to come. For each of the conditions described below, please indicate how serious a threat you believe it is. 

HI-1a: Why/Why not?

HI-2: “Lessons learned from dealing with these diseases have prepared us for future possible outbreaks and the travel & tourism industry – together with the relevant government and health bodies – is well placed to deal with any new emergencies”. How strongly do you agree/disagree with this statement?

HI-2a: What reasons are behind your choice?

HI-3: Various experts predict that there will be future crises of the magnitude of the one that followed the SARS outbreak in 2003 (or even worse than that) in the future. Some believe the best course of action in dealing with such a crisis (should it occur) is for the individual countries affected to deal with it in their own way, while others feel that we are all in this together and countries in the region should adopt a collective approach. What do you think?

HI-3a: Why?

C. Environmental Issues

Economic development in any shape or form requires consumption of energy. That automatically means an impact on the ecology, in the process of seeking and developing the energy resources or refining them, utilising them or disposing of the waste they generate. Input always generates output.

Today, the largest sources of energy are fossil fuels – oil, gas, coal, etc. To varying degrees, all have an impact on the environment. Many scientific studies report that the emission of exhausts from fossil fuel consumption exacerbate global warming and climate change. This, along with the widespread deforestation under way, is seriously affecting weather conditions and causing droughts, floods and freak storms.

The travel industry is a major consumer of energy as well as other precious natural resources like water. But it also likes to position itself as being a protector of the environment.  Which is it, the survey asked?
· Most of the respondents said they follow environmental issues with great concern, and are genuinely worried. They feel the scientific warnings are right, and at least two respondents who lived on resort islands said they could see the changes for themselves. Others were more sceptical. A few felt that any damage would not be felt for ‘generations’. A handful simply did not care. One said very simply that he/she won’t be around when any problems occur.

· Respondents were also asked to comment on assertions that while the industry is helping to preserve fragile sites and ecosystems by providing much needed funds through admission fees and the like, others believe we are “loving our planet to death”.

· While most agreed that both statements are true, there is much scepticism about whether the industry is genuinely willing and able to draw the line. Everyone agreed that it is not in the industry’s interests to have places over-run with visitors. Very few agreed on how best to prevent that from happening, or how to protect and preserve a tourist spot inspite of that happening. Said one respondent, “When it comes to protecting Nature, bar girls have more respect for their customers than the travel business does for Nature.”
· Nearly everyone agreed that the industry could always be better informed. Respondents wanted more education, research, seminars, awareness programmes, certification programmes. They wanted stronger law enforcement and user-pays schemes. Anything and everything that could be done was welcome – as long as it did not affect their personal businesses. 

· Similarly, PATA was urged to educate, inform, communicate through every possible avenue, including its website, media, workshops, training forums, seminars. Respondents called for PATA to conduct research into specific issues and disseminate positive case studies. There was a suggestion to develop stronger linkages with environmental NGOs like Greenpeace. 

· Some suggested PATA should advocate subsidies to encourage environmentally friendly systems and technologies. Others favoured higher prices to encourage conservation and better usage of fees to minimise tourism in sensitive areas. There was a need to educate both leaders and consumers. Said one respondent: “Educate the traveling public - it's likely that large corporations will not change until change is demanded.”
THE QUESTIONS ASKED
EI-1: Global warming and climate change are seen by many as a significant issue and threat, while others argue that there is nothing in it and that we are going through little more than an ordinary life-cycle of events. What do you believe?

EI-1a: What are the reasons behind your view?
EI-2: In terms of the travel & tourism industry and its impact on the environment, some believe that the industry is helping to preserve fragile sites and ecosystems by providing much needed funds through admission fees and the like, while others believe we are “loving our planet to death”. What is your view? 
EI-2a: What reasons are behind your choice?

EI-3 Do you believe that the T&T industry is sufficiently aware of the objective facts regarding its impact on the environment? 

EI-3a: If you believe the industry needs to be better informed, what in your view can the T&T industry do to assist?

EI-3 Do you believe that the T&T industry is sufficiently aware of the objective facts regarding its impact on the environment? 

EI-3b: What can PATA do to assist?

D. Demographics

Ageing populations in the industrialised countries is set to become an issue of significant concern, especially in Australia, Japan and Europe.  While those who are healthy will lead productive lives, societies and economies are facing the costs of caring for those who are not. The travel & tourism industry says mature-age travellers are “cash-rich and time-poor” who take to the road after retirement. Many national tourism organisations are setting up long-stay programmes to attract them as both travellers and residents.

At the other end of the spectrum, young people are also on the move, especially from new markets like China and India.  They are travelling to study, gain work experience, learn a new language and/or take gap years, the period between the time they finish school and start university.  
· The survey focussed primarily on the impact of elderly travellers. Clearly, members felt, major changes would be necessary in product development, tour content and marketing strategies. It will require more focus on accommodating their physical requirements and re-inventing Itineraries to make them more relaxed and easy going. Also significant training will be required at all levels for people dealing with them. Advertising today was felt to be excessively geared towards young people, which would also need to change. 

· The survey asked which source markets respondents saw as having the greatest potential over the next 20 years. There was no disagreement -- China and India led the list, followed by Russia, with a splattering of mention of other markets like North Africa, the Middle East and Central Europe. A few mentioned Central and Latin America. Interestingly, very few mentioned sub-Saharan Africa. 

· In terms of customer segments, respondents cited the elderly market, young people, MICE, even gay travellers. Some felt the traditional markets of Japan would continue to be major producers. A number said that there would be more intra-regional travel within the Islamic countries.
THE QUESTIONS ASKED
D-1: What impact will the ageing of the world’s population have on your product range and the way you market your products? 

D-1a: What changes to your marketing strategies (if any) are you contemplating to adapt to the world’s ageing population?

D-1b: At the same time, many countries – especially in Asia – are seeing rapid increases in disposable incomes and therefore hold potential as future source markets. Which source markets do you see as having the greatest potential over the next 20 years?

E. Society & Culture

Religious divides threaten to become a serious issue in the Asia-Pacific region. Reports of sectarian, communal and ethnic strife, all of which have some kind of religious connotation, are a nearly daily occurrence. In a globalised world where developments in one part of the world can trigger reactions in another, this issue has serious implications for the Asia-Pacific countries which are some of the religiously diverse in the world. 

All of the world’s 13 great religions and faiths are well represented right across the Asia-Pacific. Their monuments, places of worship, cultures and traditions comprise the bedrock of the industry’s tour programmes. At the same time, religious pilgrimage is on the rise globally. Major groups like the Asian Development Bank are throwing their weight behind the development of routings like the Buddhist circuit because of the obvious benefits it can bring to both visitors and visited.

Inter- and intra-religious harmony is an ideal scenario for growth in travel, but conflict is already beginning to affect people. Voters in a number of countries, in and outside the Asia-Pacific, are being swayed by political leaders backed by religious groups. Although the words “Clash of Civilizations” are never mentioned at international travel forums, signs of it are growing. 
· Only a small minority of respondents felt that there was no divide. A minority of religious extremists were blamed, especially Muslims. Roughly an equivalent number blamed American foreign policy as the cause. Some felt all kinds of religious extremists were responsible. Whatever the reason, many readers agreed about the divide it is creating, with two readers noting that many Muslims now avoid visiting places where they feel they will discriminated against while people from North America avoid Islamic destinations. As always, some felt this was just a media creation.

· There was overwhelming agreement that all divides and conflicts stemming from cultural clashes and prejudice are bad for both the industry as well as business. The more difficult it becomes in terms of access and personal security, the more “travel flows will shrink” said one respondent. There was some concern that “it is not getting any better” and that “if nothing is done it will get worse.” While the responses were again cleft between the optimistic and the pessimistic, at least one respondent felt that “common sense” will prevail in the end. “When there is the will, solutions be there,” was one apt summary.

· Many said PATA could do nothing about this. However, there was an overwhelming desire to see PATA play a neutral, constructive, positive role. Build more bridges, said one respondent. Undertake more education, communication and awareness campaigns, perhaps in conjunction with other global groupings. Several respondents cited the need to hold forums and seminars on this matter. One said simply, “Get these issues in the open.” Another suggestion: “Make sure artificial visa barriers are not created.”
THE QUESTIONS ASKED 
SC-1: “In this era of political and social uncertainty, there appears to be a growing divide between Muslims and non-Muslims – especially regarding travel and destination choice selection, and particularly in relation to security screening and visa requirements”. How strongly do you agree or disagree with that statement? 
SC-1a: Why?

SC-1c: What can PATA do specifically?

SC-2: How serious then do you foresee the impact of this divide (if you think there is one) on the travel & tourism industry in the Asia Pacific region? 

SC-2a: Why?

F. Media Issues
Complaints against the media were widespread throughout the survey. Although it is generally recognised that the media is a friend when it helps the travel and tourism industry with publicity, promotion and marketing, it also perceived as a foe when it “plays up” issues that hurt the industry. And there has been no shortage of such issues in the past few years -- including all the various developments covered by the survey.

There is a feeling of bewilderment that in an age of information overload, the quantity of media has not necessarily meant an improvement in its quality. This is compounded by a feeling of helplessness that there are precious few ways of making the mainstream global media democratically accountable for the negative coverage.  Many in the industry are also conscious of how the media itself can be misused and misled, which then raises the corollary issue: Whom does one trust and believe?

Three issues that have been particularly rankling are those related to the coverage of SARS, travel advisories and the tsunami. 
· There was deep polarisation between those who felt the media was doing its job fairly and those who felt it is driven by a desire to boost readership and advertising revenue. Some felt that the need for speed sacrificed both balance and accuracy. Others complained about being overwhelmed by bad news and disasters, and questioned why good news is not considered ‘news’ to the same extent as bad news. At least one respondent noted the issue of media-ownership by major corporations, implying that that may be an influencing factor.
· Asked if travel & tourism had been unfairly affected as a result of biased media attention of health issues, one respondent said: “That's a bit like asking the guy who swims in a jungle river if he thought it was unfair that he was bitten by an alligator.” The media was accused of not reporting the all-clear after a crisis abates. At least one respondent noted the positive role played by the media in reporting stories that governments want to cover up.
· Respondents were asked what the travel & tourism industry should do. Counterbalance with positive news, was the main thrust of the recommendations. One respondent noted, “There are increasing avenues to bypass traditional media - we should be using all possible avenues to get a balanced viewpoint to the general public.” Others wanted stronger actions like “Sue the press. Hold them accountable. Create a watch dog task force to monitor their action.” Recommended another respondent: “Be prepared. The media will respond the second a crisis hits, if TTI cannot immediately strike back with a more balanced view we lose the chance to tell a more realistic story.”

· Respondents were also asked what PATA should do about it. Said one respondent, provide “leadership and coordination - be increasingly regarded as a reliable source of balanced information.” Another respondent noted the need to call a spade a spade: “Be quicker to criticise, particularly those who choose to position themselves as responsible in their reporting. Even when they are sponsors or premier partners.” Overall there was clear agreement on the need to put out positive news, honestly and accurately and to help the industry upgrade training skills and crisis management programmes.

· TSUNAMI: Respondents were asked about coverage of the tsunami. By and large, most respondents felt that media coverage was in proportion with the size of the disaster and had helped galvanise the massive mobilisation of aid that followed. But, they also said, a little more balance in terms of showing precisely which areas were/were not affected and a better quality of follow-up to show the recovery would have been appropriate. There was dismay that the media ‘just moved on’ when the story faded. 

· At the same time, there were complaints that the media gave more coverage to Caucasian tourists and Western aid efforts. One respondent was particularly outraged about the “focus on international tourists as if a human life from one region of the globe worths more than another.”
· TRAVEL ADVISORIES: On this, the media was blamed to a lesser extent than travel advisory issuing governments, which appear to have a credibility problem. While there is some recognition and understanding of why travel advisories are issued, respondents have serious questions about the methodology, circumstances, scope and political/bureaucratic expediency behind them. 

· There appeared to be a clear desire among respondents to see greater transparency and clarity of what factors figure in the issuance of the advisories, who issues them and how and whether the rules are fairly applied to all. One comment summed up the sentiments: “They are self-serving instruments of governments that help to protect them from any legal liability should one of their citizens get hurt/die.”
· There was overwhelming agreement that updating and/or amending advisories was a slow process, especially when it came to issuing all-clears which contrasted with the rapid-fire issuance of advisories when situations worsened. One comment: “Issuance well publicised, updates much less, removals almost never.”
THE QUESTIONS ASKED
MI-1: The saying that “Bad news sells” was certainly tested in recent years. Do you think the media – through news reports, TV coverage, magazine coverage and even the World-Wide-Web – has an appropriate and balanced approach to the way it handles crises (e.g. the tsunami, SARS, Bird flu etc)? 

MI_1a Why?
MI-2: Overall, do you feel the travel & tourism industry has suffered unfairly as a result of biased media attention on health & safety/security issues? 

MI_2a What factors influence this opinion?
MI_2b What action should the travel & tourism industry take when unfairly negative media reports are released?
MI_2c What action could PATA specifically take in such situations?

MI-3: What about the coverage of the tsunami, which devastated coastal areas and populations in some parts of the Indian Ocean region on 26 December 2004? Do you think the media coverage/ treatment of that impact, in particular, was appropriate at the time? 

MI_3a Why/Why not?

MI-4: Government travel advisories have often been characterised as being too severe and inaccurate in their generic application. How do you feel about the application of travel advisories?

MI_4a Why do you think this, any examples?

G. Distribution Issues

New technologies and the Internet have revolutionised the travel industry.  The simplicity of the former buyer-middleman-seller triangle has been totally replaced by massively complex systems that can connect anyone anywhere. 

Buyers and sellers can seek new clients and customers, refine their research skills and drive down costs. Smaller players in the travel industry have benefited enormously by being able to take their message direct to consumers and find creative ways to target repeat travellers. The phenomenal rise in low-cost airlines can certainly be attributed partly to the technology revolution. 

The middleman has been most affected. Disintermediation has affected both the travel agents as well as global distribution systems, both of whom are having to totally alter their business models. While technology can drive down costs, it can also entail substantial costs in terms of maintenance, upgrades and training programmes. 

There is a more vicious downside. The ‘inner workings’ of companies are no longer secure. Many companies have been affected by viruses, worms, hackers and other cyber-predators. Many affected companies have had to spend huge amounts to rebuild lost data. Stories of hackers stealing credit card data are also regular occurrences.
· The responses yielded plenty of examples of how people were affected, mostly by loss of data and corruption of files but some loss of inventory and hijacking of business information. There is considerable irritation with having to deal with daily deluge of spam. By and large, however, it appears that the advantages of changes in distribution and technology outweigh the disadvantages. 
· Respondents agreed that these changes were being driven by the realities of the new marketplace, such as the need to maintain the competitive edge, drive costs down to match declining yields. There was appreciation for the fact that the Internet has created an open and transparent market-place. But there was also much concern about a downward price-spiral caused by never-ending competition.
THE QUESTIONS ASKED
DI-1: Along with the advantages the Internet brings, we also have some disadvantages such as viruses, worms, hackers and the like. What impact have these negative elements had on your business and the way you do business?

DI-1a: If they have had a strong impact, please give examples of where (e.g. loss of inventory, loss of data, corruption of files, theft).
DI_2 Similarly, the World Wide Web and the Internet bring advantages of transparency to the consumer as well as easy access to your competitor’s product and pricing. It also however allows your product and pricing to become visible to your competitors. Do you regard this as a significant issue? 

DI_4a If this is a significant issue, how are you handling it?

H. Aviation Issues
David vs Goliath battles always make for interesting reading. For years, conventional thinking has suggested that Big is Beautiful and that the small cannot survive. Changes in the aviation industry have put that theory to the test. 

A decade ago it was taken as a given that the major airline alliances would rule the roost, that nothing could threaten their dominance, and that all the world’s airlines would eventually have to join up with one or another alliance.  Then came the low-cost airlines, the little players who were initially dismissed by the big players as being a flash-in-the-pan phenomenon who would never make it.  

But, not only did they survive, they thrived to the extent where they are threatening to upset the apple-cart for many of the big airlines. It is now felt that the LCCs have carved out a clear market niche for themselves and are here to stay. New ones are emerging in China and India, making travel by the common man increasingly affordable. However, the entire aviation industry, indeed transportation industry, is being affected by high oil prices, which may lead to a shakeout amongst the LCCs and the inevitable consolidation.
· Among the survey respondents, there was no disagreement that LCCs would spur tourism by providing access to new destinations. Main reasons cited were the combination of greater affordability and more accessibility that would boost both the volume and frequency of travel, in line with the experience of Europe. At the same time, one respondent mentioned a fear of price wars and unfair competition. Another cited bottlenecks to growth in the form of regulatory status and airport infrastructure.
THE QUESTIONS ASKED
AI_1 Because LCCs operate mainly on domestic or regional routes, one view is that they will open up more destinations and therefore generally increase tourism. Do you feel that this will be the case? 

AI_2 Why?

I. Domestic & Regional Travel Issues
Many PATA destinations ‘grew up’ on the basis of business from long-haul destinations, mainly from Europe and North America. Today, business from these traditional sources has become increasingly insecure, thanks in part to economic conditions, security concerns, visas, aviation shifts and travel advisories. At the same time, both China and India are becoming major sources of business within the PATA region.

People want to take a holiday. There is no doubt about that. But security concerns as well as unforeseen events like natural disasters are fuelling a desire to stay closer to home. At the same time, there is greater integration of regional economies through free-trade agreements, leading to more travel for business and conventions/exhibitions. Many new travellers are emerging in places like Russia and Vietnam. Destinations ‘in the neighbourhood’ are usually the ones they have heard most about, and are also more affordable. 

Domestic tourism is also being promoted in a big way as a means of compensating for declines in international tourism. For tour operators, hotels and other suppliers used to dealing with long haul markets over the years, this shift could involve a substantial change in marketing strategies as well as the design and content of products and services.
· There was considerable agreement among survey respondents that regional and domestic travel would grow, especially because of the uncertainty of international travel due to terrorism, geopolitical developments, natural disasters and other crisis. Also people tend to feel more comfortable on their own turf. For some respondents, it had helped them survive a downturn in international tourism. There was some worry amongst respondents from countries which were city states or otherwise too small to have any domestic traffic. Others noted that many regional government policies were also heading in that direction. 
· A shift in travel patterns was clearly seen largely because of the rise of Asia and strong economies. However, there was also concern about the impact of geopolitical uncertainty and terrorism, all of which are affecting travel to some extent. 
· Asked if they felt there would be a significant shift from long-haul travel to regional travel in their business sector, responses reflected a horses-for-courses attitude, depending on the individual location of the respondent. Some noted that although Asia was a ‘long haul’ destination from Europe and North America, it was cheaper than travelling domestic or regional. Others noted the impact of influencing factors like visa curbs.
THE QUESTIONS ASKED
DR_1 What proportion of your business is currently domestic? 

DR_2 Do you expect that to increase, decrease or remain roughly the same over the next decade? 

DR_2a Why?

DR_3 Intra-regional travel is also on the increase. During 2004 for example, more than 70% of international visitor arrivals in Southeast Asia came from within Asia itself. What proportion of your business is currently regional in focus? 

DR_4 Do you expect that to increase, decrease or remain roughly the same in the coming years? 

DR_4a Why? 
DR_5 Do you expect a significant shift from long-haul travel to regional travel in your international business sector? 

DR_5a Why? 

J. Human Resource Issues

No matter what the purpose of travel or the source of visitors, suppliers in the travel and tourism industry have to ensure that their clients’ expectations and met and that all facets of the journey proceed smoothly. This means ensuring that both software and hardware are in full working order. And it does appear that the quality of software is a serious missing link.

There is a huge imbalance between the investments that owners and operators make on improving the technology, distribution systems and products like tour coaches, aircraft and other such hardware facilities.  This is primarily because they ‘own’ these assets. However, spending equivalent amounts on training, the software, has been lacking because people, unlike fixed assets, move on, taking an owner’s investment with them. 

Constantly changing products and processes also pose a significant challenge to travel industry training schools and colleges which have to find ways of remaining relevant.  Investment in hotel training schools is also lacking.  The industry suffers from an image of being a low paying industry that does not attract qualified graduates as against service industries like banking, telecommunications and finance.
· There was no disagreement among survey respondents that increased competition and customer service expectations meant that the need to deliver on the promise had become paramount. 

· Respondents agreed that the travel & tourism needs to do more, but all sought more training in their own particular field of work. At the same time, more training was seen to be necessary in such generic areas as security, health, cross-cultural communications and language skills. Said one respondent, “Our industry focuses too much on marketing and sales at the expense of education, research, planning, management, etc.

· The survey asked respondents to assess the relevance of travel & tourism courses. Most found it difficult to generalise, noting that it depended on the individual resources and capabilities of each training institution. However, there seemed to be a good deal of agreement that degree courses and training programmes could always be made more relevant and practical.
THE QUESTIONS ASKED
HR_1 "Travel & tourism is a people business and we need to continuously train our staff to the highest levels of professionalism in order to deliver first-class service and maintain our competitive edge" How strongly do you agree/disagree with this statement? 

HR_1a Why?

HR_3 Do you feel that the travel & tourism industry is doing enough in terms of education, or it can do more? 

HR_3a If you feel the travel & tourism industry needs to do more, please suggest how and in which areas.

HR_4 How relevant are the academic courses in “Travel & Tourism” and “Hospitality Management” being offered to students are at the moment? 

HR_4a Why?

K. Emerging Giants

It is clear today that the era of the travelling millions is over, and that the era of the travelling billions has begun. People are on the move like never before for study, business, VFR, leisure and migration. Globalisation and increased connectivity is making the impossible possible. The two major emerging contributors to global travel are India and China. Many PATA destinations which were leery about attracting visitors from these two countries now find they have no choice except to liberalise visa regimes and boost aviation contacts.

But, if the travel & tourism industry is already concerned about the impact of the travelling millions, how will it cope with the travelling billions? While finding new business may be easy, providing all the supporting services and destination management infrastructure may be far more costly and complicated.

Respondents were asked if they felt the travel & tourism industry is well equipped to properly handle mass travel and tourism.

· The general feeling here was that there is no choice except to become well-equipped. With the growth of India and China, mass tourism is here to stay. Hence, acquiring the skills and expertise to handle it is not negotiable. 

· The key question was: How does one define “well-equipped”? What are the parameters, which obviously defer from place to place, and what are the carrying capacity factors involved? Numbers can be managed, said many of the respondents, provided the adequate hardware and software is in place. This means that governments will have to do their share in terms of ensuring adequate infrastructure, regulatory controls and destination management systems.  The private sector, too, will have to do its part by ensuring delivery of the marketing promise.

· Asked what PATA could do, several interesting suggestions emerged, most of which revolved around education and maintaining a strong communications flow such as through awareness campaigns, case studies, success stories and research. Some respondents wanted PATA to exercise ‘clout’. But the biggest demand was for networking opportunities so that people can learn from each other. One respondent said simply: “Leadership.”
THE QUESTIONS ASKED
EG_1 Given flows of this order of magnitude, do you believe that the travel & tourism industry is well equipped to properly handle mass tourism? 
EG_1a If you feel that we are not ready to handle such volumes yet, what can the industry do to prepare itself?

EG_1b What can PATA do?

L. About You
Respondents were asked to make any additional comments in relation to the issues they saw as important to the sustainable growth of the travel & tourism industry in the Asia Pacific region.
· The very first response said it all: “Make the region more politically stable - Keep Asia unique, it's the distinctness that fascinates wannabe tourists.” Another said, “I have encouraged my students to do this survey as I feel they need to better understand the pressing issues of the day.... and I think this survey touched on many of them.... There seems to be a need for everyone to step back and take a look at the big picture, and I believe effective industry organizations are the best way - such as PATA.... but alas I fear many in our industry have lost faith or confidence in associations, or cannot afford the time or money to support them.... In the long run, we will all pay a big price for this fracturing - this breakdown of communication...”
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