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The tourism and recreation industry is increasingly recognized as an important economic, environmental and social force that can bring both benefit and adversity.  The business community and governments also know that the industry has had spectacular successes and colossal failures.  A key element of a successful tourism industry is the ability to recognize and deal with change across a wide range of behavioral and technological factors and the way they interact.  For the 21st Century, we will see major shifts in the leisure and tourism environment reflecting changing consumer values, political forces, and the explosive growth of information and other technologies.  No aspect of the industry will remain untouched.

These shifts will fall in ten principal areas.  The New Tourism and Leisure Environment:

	Means Turning Away From
	
	And Turning Towards

	Old Travel Patterns
	=======>
	New Travel Patterns

	Established Destinations
	=======>
	Emerging Destinations

	Old Products
	=======>
	New Products

	Fragmented Tourism Industry
	=======>
	Economic Development Tool

	Developer Control
	=======>
	Community Control

	Financial Illusion
	=======>
	Financial Reality

	Passive Consumers
	=======>
	Involved Participants

	Observing Technology
	=======>
	Orchestrating Technology

	Mass Markets
	=======>
	Specialty Markets

	Mass Marketing
	=======>
	Direct Customer Communications


These changing realities make up the strategic context within which long-term tourism industry commitments and investments should be made.  They should guide decision processes and resource allocation. Each of these shifts will have subcomponents as well as occasional counter trends.  Some of these are discussed briefly below.  Only by understanding and acting upon reliable trend forecasts will the tourism industry be able to avoid the most common cause of bad decisions: misassumption about the external demographic, economic, political, and technology environment.

New Travel Patterns: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Old Travel Patterns
	=======>
	New Travel Patterns

	 - East-West Flows
	
	- North-South Flows

	 - Atlantic Dominance
	
	- Asia-Pacific Dominance

	- Long Trips
	
	- Short Breaks

	- Travel Barriers
	
	- Free Trade


New travel patterns reflect changes in consumer behavior, economic strength of source markets, new destinations, and political realignments.  Shifts to North-South tourist flows are occurring in Asia (towards ASEAN countries, Australia and the Pacific Islands), in North America (towards Mexico, Central and South America) and in Europe (towards the Middle East, North and South Africa).  Along with the growth in North-South travel is the growth in relative importance of travel within the Asia-Pacific region.  This region represented 25% of worldwide air travel in 1985 and is forecast to represent 45% by 2010. Internationalism and international travel are key consumer values in Asia.
The growth of travel within the Asia-Pacific region will be both a blessing and a challenge to the industry.  There is a new mass tourism “wave” that is arising from developing Asian economies and less restrictive travel constraints in the region.  To a lesser extent this type of pent up demand is also becoming evident out of Eastern Europe.  Aggressive public and private sector development on a scale perhaps not fully comprehended will be needed to create the infrastructure, attractions, and services that can handle large numbers of people and not unduly impact natural and cultural environments.  Perhaps most critically, this will create enormous demands for an educated and well-trained tourism workforce.

In mature markets the trend away from long trips to short breaks will increase the demand for leisure facilities close to source markets.  This has been reflected in the success of close-in artificial environment resorts in Europe (95% ± occupancy) while some long haul resort products are in difficulty.  These experiences will spread to North America and Asia.  There is also a counter trend toward high yield and extended vacations that are purpose driven by education, wellness, or other forms of programmed self-improvement.  These visitors, whether they are backpackers or retired corporate executives, often provide substantial economic benefits and interact well with local communities.

Artificial barriers to travel will continue to come down with the deregulation of international air travel and the decline in usefulness of bilateral agreements.  Political realignments in the EC and North America free trade zone will encourage travel within each region.  Reductions in price differentials on branded goods as well as duties and tariffs will encourage many forms of travel but reduce the importance of shopping as a trip generator.  (As the price differential for branded goods in Japan drops below 20%, both shopping trips and expenditures will decline.)  Countering this trend are destructive efforts to increase direct and indirect industry taxes (through departure fees, air fuel surcharges and tourist business taxes).

Strategic Implications for the Tourism Industry

· Streamline North-South tourism patterns for long haul visitors.

· Expand market awareness in new markets, particularly in Latin America and the Asia Pacific.

· Increase the availability of short break packages targeted to regional markets.

· Use special events and performances as triggering cues for short break vacations.

· Develop on line marketing systems that deliver timely information to regional markets

· Develop and maintain advocacy programs that support industry positions on unreasonable taxation and regulation

· Reposition shopping as an interpretive and entertaining tourism activity and not necessarily a tourism generator.

· Encourage extended stays through education and cultural programs attractive to overseas visitors

Emerging Destinations: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Established Destinations
	==========>
	Emerging Destinations

	
	
	- Indochina/China

	
	
	- Eastern Europe/ Central Asia

	
	
	- North-Africa/Middle East America

	
	
	- Latin/South America

	City Tourism
	
	- Urban Gateways


New destinations will provide the traveler with greater choice and lower cost alternatives to established destinations.  Principal new international destinations include China, Vietnam and Mekong River countries, the Middle East and North Africa, Eastern Europe/ Central Asia and Latin America.  New destinations also include new forms of development within established destinations.  These new developments will increase the range of experiences offered to potential visitors.  The role of cities will expand from a 2 or 3 night city visit to an integration of urban experiences with a gateway to rural or special interest excursions.

There are also emerging markets, including the new economic powerhouses of Asia (Korea, Taiwan, Hong Kong, Singapore and Malaysia) and the increasing number of potential travelers from large population countries (India, China, Indonesia, Brazil, Argentina, Mexico, and, to some extent, the Eastern European countries.)  Existing markets, however, will continue to dominate leisure development for the most part.  China will be an exception.  Although its current focus is on domestic tourism, it will soon become a dominant market for regional travel, particularly to destinations with strong ethnic ties.

Strategic Implications for the Tourism Industry

· Monitor competitive developments in emerging destinations and evaluate their potential effects on tourism flows and pricing.  Anticipate changes and reposition products and marketing strategies

· Develop interpretation, entertainment, and information sites around regional themes and identities.

· Provide convenient packages that link overnight city stays with excursions to special interest attractions

· Foster ethnic tourism from émigrés who have moved to other countries

New Tourism Products: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Old Products
	=======>
	New Products

	- Sensitive Environments
	
	- Artificial Environments

	- Separate Activities
	
	- Integrated Experiences

	- Single Activity Focus
	
	- Multiple Activity Product

	- Seasonal Visitation
	
	- All Weather Tourism


New leisure products cannot be overly reliant on environmentally and culturally sensitive environments because of undesirable impacts and carrying capacity constraints.  Developers will use new technology to create artificial environments close to origin markets.  The Centerparcs "Tropical Paradise" resorts represent a first stage of this but other environments will follow.  For example, Kajima has developed an artificial ski hill near Tokyo Disneyland.  Simulation and virtual reality experiences being developed in California and elsewhere will revolutionize the design of resorts, attractions, retail, and education/interpretive facilities.

Nearly all the large entertainment companies are developing their own versions of the "urban recreation center" to meet this demand and take advantage of the new technology.  Interactive, in-home, entertainment centers are not far behind.

Multi-dimensional leisure development will move further to the true integration of shopping and recreation, entertainment and education, and culture and meetings/business center development.  Leisure destinations will have to provide a greater menu of activities to accommodate the increasingly wide range of activities and interests desired by the individual consumer and the family.  Destinations and products will seek to become both weather independent (through artificial environments) and attractive to markets that are less weather dependent (conventions; specialty markets -- ecotourism, culture/heritage, education and training).

Strategic Implications for the Tourism Industry

· Monitor the development of new attraction, entertainment, and recreation products.  Be proactive in approaching companies that are developing, expanding, or franchising new entertainment or tourism products that fit with your market segments.

· Follow an integrated approach to product development that combines individual components into a mutually supportive critical mass environment

· Create a branding and product development program focusing on your destination as the hot new product, the “gateway” to the region, and the place to be seen.

· Develop special interest marketing strategies for consumers that can travel in the off-season and are less sensitive to weather conditions.

· Change products and programs to reflect seasonal conditions.

· Prepare a Product Development Strategy that encourages new investment and reinvestment in tourism attractions.

· Focus on a few unique projects that will make a difference, rather than diluting resources on incremental improvements.

· Build on established strengths

Economic Development: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Fragmented Tourism Industry
	=======>
	- Economic Development Tool

	- Number of Visitors
	
	
- Economic & Social Benefit Per Visitor

	- Regional Competition
	
	- Intelligent Cooperation

	- Price Competition
	
	- Time Competition

	- Product Dominance
	
	- Customer Orientation


Governments are slowly realizing that tourism is not fun and games, but serious business with far reaching community consequences.  Destinations will increasingly measure leisure and tourism success not by number of visitors but by total benefits and, particularly, net benefit per visitor.  The old "numbers game" focusing on market share inevitably means greater mass marketing and eventually into giving away product for no net benefit.  The emphasis on net benefit and market share of tourism receipts will mean targeted marketing to consumers who spend more and interact well with social and environmental resources.

This greater realization of the business of tourism will lead to more intelligent cooperation between the public and private sector and among destinations and regions in marketing, promotion, and product development.  This cooperation will lead to a better focus on the needs of the customer.  As time replaces money as the currency of the new century, all segments of the travel industry must increasingly consider how tourism products and marketing systems interact with the time value needs of their customers.  If products and marketing systems do not respond properly to time considerations, they will be ignored.  Areas and regions need to have destination databases that react quickly, interface with the consumer directly, and cross traditional product lines.

Strategic Implications for the Tourism Industry

· Develop smart card and other systems that track individual tourist expenditures and measure net benefit per visitor for key market segments

· Develop information response systems and transportation links that save your customers time 

· Encourage and cooperate with regional destination database systems

· Affiliate with national, international, and special interest organizations that can deliver special interest travelers.

· Expand regional cooperation in product development, long haul marketing, and advocacy.

· Have a system of anchor attractions that are linked by key tourist routes 

Community Control: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Developer Control
	======>
	Community Control

	- Political Lobbying
	
	- Approvals via Referendum

	- Economic Impact
	
	- Jobs & Small Business 

	- Environmental Protection
	
	- Environment Improvement

	- Cultural Intrusion
	
	- Heritage Protection


The tourism host community is becoming increasingly sophisticated, demanding and wary in terms of leisure development.  Entitlements are increasingly difficult to obtain and maintain if the developer cannot demonstrate a range of economic, social, and environmental benefits.

Community interest and tourism must work together for any chance of long-term success.  In the long term, it is not useful to have isolated tourist enclaves.  The most rewarding forms of tourism are those that involve both residents and tourists.  "Rewarding,” means both in terms of the visitor and resident experiences and the economic viability to the developer.  A reasonably safe range of participation is a balance between 30% and 70% for either resident or tourist attendance.  Being outside this range generally leads to alienation and an unstable long term operating environment.

Small business development opportunities, not just jobs, will be an increasingly important element of the community benefit package.  The tourism industry should encourage and promote entrepreneurship and privatization particularly at the local level.  The trend toward environmental enhancement and heritage protection is a great asset to the tourism industry -- and it is the right thing to do.

Strategic Implications for the Tourism Industry

· Encourage tourism development that include benefits for community residents

· Support small business development opportunities

· Require environmental enhancement and heritage conservation in tourism development programs

· Provide community education and training programs that support the tourism industry

· Implement transportation and utility system improvements that serve both tourism and resident purposes

Financial Reality: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Financial Illusion
	==============>
	Financial Reality

	- Mega Attractions
	
	- Franchise Opportunities

	- Meeting Everyone's Needs
	
	- Needs of the Investors

	- Exit Scenarios
	
	- Operating Discipline

	- Ego Architecture
	
	- Economic Simulation

	- New Investment
	
	- Revenue Enhancement

	- Price Inflation
	
	- Price Resistance


The early and mid 90’s were not kind to the schemes and dreams of many tourism and recreation promoters and investors.  The hotel industry was under great pressure in many destinations.  Some overbuilt resorts were losing up to $3 million per month and major attractions had to reduce effective prices to maintain attendance.  Economic reality brings a renewed discipline to the planning, development, and financial community to first, improve the performance of existing assets; and second, acquire strategic undervalued assets before considering major new investments. Experienced market analysis and economic simulation models will guide future development.

Major leisure operators are also looking to capitalize on their brand equity by franchising smaller scale, specialty recreation opportunities.  They are expanding internationally, with special emphasis on Europe and the Asia-Pacific regions.

Public and private sector partnerships as well as mechanisms to limit political risk in developing countries will need to be further developed if the tourism industry is to meet its public obligations and attract private sector capital.

Strategic Implications for the Tourism Industry

· The success of a development program depends much more on its private sector participants' prosperity than on the management skill or technical support of planning and regulatory agencies.  It is most important for these agencies to foster high productivity from its development partners

· Build on established strengths.  Assist operators in developing revenue enhancement programs for existing facilities

· Create an environment for sustained and predictable profitability.  This is particularly important if lenders and equity investors are to give tourism projects serious consideration

· Improve the efficiency of government infrastructure and marketing expenditures

Involved Participants: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Passive Consumers
	======>
	Involved Participants

	- Inexperienced Tourist
	
	- Value Conscious Traveler

	- Self-Destruction
	
	- Self Improvement

	- Fully Packaged Tours
	
	- Menu of Optional Experiences

	- Theme Parks
	
	- Experience Centers

	- Standards
	
	- Individuality

	- Meeting Customer Needs
	
	- Surpassing Expectations


Tourists need to be treated as individuals and feel a positive interaction with their physical and social environment.  As travelers become more experienced, they are no longer satisfied to be processed through an impersonal, non-interactive system.  It is the "old tourism" to see rows and rows of deck chairs surrounding an artificial rockwork and waterfall swimming pool.  This style reflects an attitude of "processing the numbers" rather than providing a rewarding customer experience. The new consumers want to be involved - to learn new experiences, to interact with the community, and to learn about and appreciate the destination at more than a superficial level.  Repeat tourists see travel as a life enriching experience.  One-dimensional tourism to unshaded beaches, all night gambling haunts, and sex factories will be replaced by new forms of tourism targeted to education, wellness, family values, and greater mastery of special interests.  Destinations must respond by broadening their product offerings to reflect these changes.

Tour operators are increasingly structuring their itineraries around optional programs and increasing schedule flexibility.  New technology will facilitate this accommodation of individual choice and could become a competitive advantage if properly applied by the industry.  Product development will also have to respond to an environment of greater individual choice.  Large theme parks will have to move from mass attendance attraction packages to smaller capacity, more personal products.  Standardized hotels targeted to rating systems will lose out to individual properties that discover boutique markets, deliver personal attention, and discard unwanted standards.

Strategic Implications for the Tourism Industry

· Emphasize the diverse and individualized attractions of the destination

· Support and emphasize the value of self-improvement programs to attract visitors and enhance visitor experiences (e.g., short course culture, archeology, history, literature, and ecology programs, health and wellness programs, sports training programs, etc.)

· Encourage individualized properties of high quality

· Provide high quality interpretation of environmental and cultural/ethnic attractions. Add entertainment value in exhibit design and live performances

· Provide live entertainment venues, particularly for evening presentations.

Orchestrating Technology: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Observing Technologies
	======>
	Orchestrating Technology

	- Print Media
	
	- Interactive Television and Videophone

	- Reality
	
	- Virtual Reality and Simulation

	- Necessary Travel
	
	- Discretionary Travel

	- Language Barriers
	
	- Simultaneous Voice Activated Translation

	- Maps
	
	- GIS and GPS


Successful tourism managers must be able to imagine, perceive, and gauge the effects of oncoming Science and Technology upon demand, supply, and distribution.  Arthur C. Clarke talks about hotel rooms that change according to customer moods. To quote Clarke: "I'm not a predictor.  I'm an extrapolater.  Sometimes I hear of a scientific discovery or invention and then I say, "What if? What would it imply'".  Clark also said that within thirty years, "All travel will be discretionary."  If this is only half-true, it portends a fundamental shift away from business travel and toward leisure travel.  Underlying the important relationship of technology to recreation, Paul McCracken, Chairman of Silicon Graphics states in Business Week that "The entertainment industry is now the driving force for new technology, as defense used to be."

The most pervasive technological changes that will be applied to the tourism and recreation industry are both predictable and manageable.  They will include advances in: communication and information technology, transportation, medicine, recreation equipment, the natural sciences, built environments and automation. The status quo has been shattered by technological change.  For the industry to ignore this reality would be equivalent to having shrugged off the invention of the jet engine.

Communication and Information Technology (IT)

Breakthroughs in IT and video technology will have countervailing effects on tourism demand and the need to supply natural environments for tourism activities.  Advances that will allow individuals to enjoy simulated environments in or near their own homes may also stimulate a stronger desire to visit the actual environments.  However, the direction of change is not clear.  Videophones, teleconferencing and virtual reality will reduce the need for routine business travel.  Interactive television/PC’s, Internet, and a variety of on-line services will support a paradigm shift toward direct consumer marketing.  Voice activated language translators will enhance communication and visitor experiences.

Transportation

Future tourism transportation for the most part will be faster, easier, and more comfortable.  Video mapping and location sensors for automobiles are now standard equipment in rental cars and an important distribution channel for tourism industry marketing.  However, local transportation infrastructure will be under increasing strain.  The rapid rise in the number of personal automobiles in developing countries will have a major impact on society and particularly the logistics of tourism.  As airline and airspace capacity become increasingly limited, high speed, high capacity passenger vessels will play an increasingly important role in tourist travel.

Medicine

Major medical advances will enable people to live longer, healthier lives as science discovers new treatments and pushes back the frontier of aging.  The tourism industry will need to serve not only a more demanding and knowledgeable consumer, but also one that is more able and adventurous.  In the next few decades, advances in medicine will be the most important external force affecting the tourism industry.

Recreation Equipment

As with information technology, advances in recreational equipment will cause both increases and decreases in tourism demand and supply.   However, the net effect will be that more people spend more time, day and night, in natural environments.

Natural Sciences

Discoveries in the natural sciences will have the effect of both increasing the demand and supply for tourism.  Emerging technology can help protect the quality of natural environments and open new areas for development.

Built Environments

Science and technology improvements in Built Environments will increase the demand for recreation and leisure, but not necessarily tourism.  Artificial environment resorts and theme parks will enable developers to bring resorts to within two hours of the resident market rather than depend on uncertain far distant markets.  In-home leisure lifestyle centers will encourage electronic tourism and recreation.

Automation

The revolution in robotics will be somewhat longer term in the field of tourism than in other industries.

Strategic Implications for the Tourism Industry

· Apply multimedia technology to improve the interpretation of tourism attractions and the presentation of handicrafts and cultural programs

· Work with rental car companies and other ground transportation providers to include tourism industry information and directions in their on board GPS systems.

· Provide short-range radio channels for tourism information along principal highways.

· Incorporate media production and broadcast strategies in tourism developments.  Work to bring special events and international media production services to your destination.  Use special events and performances as triggering cues for short break vacations.

· Incorporate high quality and reliable information technology in new resort developments and renovations that serve the connectivity needs of telecommuters as a growing market of those who can live, work, and vacation anywhere they choose

· Identify changes in technology that will affect the growth, quality, and marketing of tourism.  In, particular, monitor the extent to which new telework and video communication technologies affect routine forms of business and personal travel.

· Increase the productivity and competitive advantage that will accrue to those that use new information technology to improve their plans, decisions, and processes

· Be proactive and orchestrate technology to your benefit rather than adapt to technology that has been placed upon you.  Develop a working relationship with key technology providers and developers so they become knowledgeable about the needs and opportunities within the tourism industry. 
· Plan for high speed, high capacity water transport

Specialty Markets: The New Tourism and Leisure Environment.

	Means Turning Away From
	
	And Turning Towards

	Mass Markets
	=========>>
	Specialty Markets 

	Undifferentiated Consumers
	
	- Ecotourism

	
	
	- Adventure Tourism 

	
	
	- MICE

	
	
	- Any Specialty You Can Think Of

	Share of Market
	
	
- Share of Customer


Segmenting markets into special interest groups may seem a more difficult task and a more expensive way to reach consumers. In reality it is a great opportunity -- since each of the specialty markets usually has a sophisticated information system and distribution network to reach its members.  These are often represented by reasonably accessible databases that can be acquired for direct customer communication.  Examples include:

· 140 ecotourism and adventure tourism operators in USA that control market factors and set standards/expectations for product delivery.

· 6,000 meeting planners that control the vast majority of meeting business - about 10,000 room nights each and total visitor expenditures of around $12 billion.

Targeted communication to specialty markets is extremely cost effective given this type of leverage.  As an example, in an extensive survey of meeting planners from around the world we found that international meeting planners have very specific decision criteria for selecting a destination - and they are substantially different criteria than those of other travel segments.  For example, the four most important considerations in selecting an international conference site are ranked as follows:

· Clean and attractive;
Safe political climate
· Good public health
Travel cost

The four least important considerations are:

· Sightseeing
 Different/unique
·  Good shopping
 Nightlife

There are a number of other criteria in between these extremes.  For the tourism marketer, this information shows that an entirely different message is appropriate to the meetings market.  This message can then be directly delivered to the meeting planner via a database such as was developed for this survey.  
This approach to understanding the needs, marketing "hot buttons", and distribution channels for specialty markets can be applied to almost any interest group.  Rather than a general tourism strategy, it is much more effective to have targeted approaches to specific market segments and their travel providers
Strategic Implications for the Tourism Industry

· Conduct a market research program that determines product needs and market potential of specialty markets.

· Identify those special interest groups most likely to be attracted to your attractions and the goods and services provided by the tourism industry

· Acquire (or develop) databases of travel intermediaries and distribution systems for key specialty markets and distribute these databases to the industry. Use database marketing to reach travel intermediaries on a regular basis and develop relationships with individual customers 
· Support education programs on the use and potential of database marketing to special interest groups and geographic markets
· Identify tour operators that include you in their tour packages for specialty markets and help them communicate their message via database marketing and information technology
Direct Customer Communication: The New Tourism and Leisure Environment...

	Means Turning Away From
	
	And Turning Towards

	Mass Marketing
	======>
	Direct Customer Communication

	- Socio-Economic Groups
	
	- Customer Databases

	- Media Placement
	
	- Telemarketing/Targeted Messages

	- One way Communication
	
	- Building Customer Relationships

	-Print Material
	
	- Visual Images

	- Product Management
	
	- Customer Management


The conventional ways of looking at consumer behavior -- especially in tourism and leisure - are becoming outdated.  No longer (if they ever were) are the purchasing habits of the tourist predictable by labeling a group as a segment of the market and describing it with average characteristics.  More and more, marketers are turning to tailored and targeted marketing to individuals.  This is now possible through new technology with sophisticated database management systems and immense amounts of historical and purchased information (lists) on individual preferences and consumption patterns.  This trend is particularly appropriate for tourism marketing since there is a world of paradoxes in leisure behavior.  Sameness and diversity and security and risk taking seem side by side.  Some accountants sky dive; people eat at McDonalds for lunch and a four-star restaurant for dinner; take luxury BMW's to the self service petrol pump; visit Hawaii and never go in the ocean.  Leisure lifestyles, in particular, are inconsistent and contradictory.

This multi-profile customer is difficult to motivate by traditional institutional means.  The new Millennium belongs to the individual.  Destination marketing and leisure product development must adjust to this new environment.

In this new environment, marketing messages will be increasingly targeted to individuals through the development of customer databases and private media.  Relationships will be built using clubs and other loyalty devices, but their effectiveness will depend on the quality of follow up services and their success in meeting individual needs.  Increasingly, the use of print media will give way to personally activated visual data delivered by CD-ROM, interactive television, on-line services, kiosks or other forms.  This new consumer will also be increasingly technically competent.  The use of the Internet has replaced the travel agent as the primary source for visitor information.  
Strategic Implications for the Tourism Industry

· Participate in a variety of electronic databases and booking systems.  On the Internet, develop partnerships and link to all credible home page providers.  Use the Internet to provide real time linkages between the home office staff and databases with regional offices, visitor centers, and overseas offices, and sales representatives.

· Provide the technology and equipment support to collect, store and present visual data. In addition to improving basic PC speed and network communications capability, this support should include a high quality scanner and read-write CD-ROM capability.
· Develop database marketing education programs and increase the use of database marketing in reaching individual customers 

· Encourage tourism attraction, accommodation and transportation operators to participate in the joint development of customer databases when that makes sense as a destination asset

· Distribute tourism information through a variety of electronic network services.  Use a variety of view data formats for presenting attraction, accommodation, and region descriptions

· Develop and maintain systems to monitor and evaluate the effectiveness of information technology and database marketing programs.  Refine programs to progressively fine-tune the messages and delivery systems.
An increase in targeted marketing requires an increase in customer data.  In the future, those who have not taken advantage of what computer technology can offer to reach individual customers will be at a competitive disadvantage.  Leaders in the tourism industry speak about the customer as king.  So it is particularly important to view database marketing through the eyes of each of these customers -- providing them what they want, when and where they want it.
SHAPING THE FUTURE
In addition to understanding the changing external environment, tourism organizations need to shape their own future.  The new environment means...

	Turning Away From the Status Quo
	========>
	And Turning Towards Innovation

	What others are doing
	
	Better ways of thinking and acting

	Focus on the Present
	
	Focus on Future

	See Technology as a Threat
	
	See Technology as an Opportunity

	Collect Data
	
	Use Information

	React to Trends
	
	Predict and Create Trends

	Dread Change
	
	Orchestrate Change

	Control Employees
	
	Empower Employees

	Standardize
	
	Encourage Creativity

	Meet day to day Challenges
	
	Shape its own Future


To operate effectively, the tourism industry must work to improve productivity for a broad and diverse work force.  To do this, organizations must be flexible and responsive to rapid change as well as stable and responsible industry participants.  The industry needs to embrace new technologies, decentralize decision making, and incorporate new and more youthful ideas.  In the future it will be even more important to have strong relationships with customers and employees through frequent, interactive communication and targeted benefits.  In order to get significant improvements in performance, organizations must empower management and staff with discretionary authority to act upon the information that new technology makes available.

To sum up, in words attributed to former New York Yankees manager Casey Stengel, "The Future Ain't What It Used to Be."






