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Strategic Management for Tourism, Hospitality and Events is the must-have text for students 
approaching this subject. It introduces students to fundamental strategic management prin-
ciples in a tourism, hospitality and events context and brings theory to life by integrating a 
host of industry-based case studies and examples throughout.

Among the new features and topics included in this edition are:

●● Extended coverage to hospitality and events to refect the increasing need and importance 
of a combined sector approach to strategy.

●● New international tourism, hospitality and events case studies from both SMEs and large- 
scale businesses are integrated throughout to show applications of strategic management 
theory, such as objectives, products and markets and strategic implementation. Longer 
combined sector case studies are also included at the end of the book for seminar work.

●● New content on emerging strategic issues affecting the tourism, hospitality and events 
industries, such as innovation, employment, culture and sustainability.

●● Web support for tutors and students providing explanation and guidelines for instructors on 
how to use the textbook and case studies, and additional exercises, questions and resources 
for students.

This book is written in an accessible and engaging style and structured logically with useful 
features throughout to aid students’ learning and understanding. This book is an essential 
resource to tourism, hospitality and events students.

Nigel Evans is Assistant Dean of the School of Social Sciences, Business and Law at Teesside 
University. He has published widely in tourism and management and taught strategy for many 
years on varied programmes including MBA and BA (Hons) Travel and Tourism programmes 
at Teesside and Northumbria Universities. 
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‘Nigel Evans’ textbook has long been essential reading for students on Strategic Management in 
Tourism courses. This new edition is very welcome and extending the coverage to hospitality and 
events and the inclusion of diverse international case studies and an extensive glossary is timely and 
will be well received by students and course tutors. The book should also be of interest to practi-
tioners in tourism, hospitality and events.’

Dr Philip Long, Associate Dean, Head of Tourism Academic Group,  
School of Tourism, Bournemouth University, UK

‘Nigel Evans has provided great cases and updated perspectives on the nature of the closely entwined 
tourism, hospitality and events sectors and their internationalized dimension. The style of the book 
is attractive and interesting, using lots of graphics and illustrations as well as many examples and 
cases to keep students not only engaged but also frmly in touch with the realities and implications 
of strategic management.’

Professor Ray Pine, Dean, Faculty of Management and Hospitality,  
Technological & Higher Education Institute of Hong Kong

A range of further resources for this book are available on the Companion Website: 
www.routledge.com/cw/evans
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Preface

This international text is aimed at being the textbook of choice for three important sets of 
readers:

●● Students studying strategy and/or marketing (probably in their fnal undergraduate year 
or postgraduate) as part of their studies in tourism, hospitality and events management.

●● Students and researchers who have chosen to study tourism, hospitality or events manage-
ment organizations for their dissertation, projects or assignments, who want to understand 
the unique characteristics of the industry and to gain knowledge of the relevant literature.

●● Managers and practitioners working in tourism, hospitality and events (or seeking a career 
in these sectors), who want to gain an understanding of the challenges faced by managers 
and some of the managerial responses which can be considered.

Putting aside defnitional debates, fundamentally:

●● strategy is about making you think ahead regarding key issues affecting organizations; and
●● strategic management is about giving you concepts, frameworks, tools and techniques to help 
you do so.

Consequently this book aims to make readers think ahead about the key issues facing tourism, 
hospitality and events management organizations and provides concepts, frameworks, tools 
and techniques to help you do so.

The frst edition of this book was published as Strategic Management for Travel and Tourism in 2003 
(for which I thank my two co-authors Professors David Campbell and George Stonehouse). 
This text builds on the frst edition, but much has changed in the intervening years and con-
sequently this edition is completely modifed and its scope extended. The text is global in its 
orientation and explicitly encompasses hospitality and events along with tourism recognizing 
the inextricably linked nature of these sectors. The text is contemporary in that the broad 
range of academic literature which has emerged in recent years is incorporated as are recent 
industry developments. 
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xviii PREFACE

The book contextualizes and applies relevant material from the strategic management and 
tourism, hospitality and events management literature and takes an international approach 
to what are inherently internationally oriented industry sectors. This approach is refected in:

●● the application of concepts and principles;
●● links to a wide range of relevant literature enabling further study; 
●● a particular focus on smaller organizations (SMEs) recognizing that they form an important 
part of these sectors;

●● taking an explicitly international approach for what are inherently internationally oriented 
sectors;

●● emphasis of key points affecting this industry in particular; and
●● use of short illustrative examples and a series of longer cases drawn from across the industry 
and focusing on different parts of the world.

There are of course many existing strategic management titles. There are, however comparat-
ively few textbooks which apply strategy to ‘services’ contexts and in particular to the service 
sectors of tourism, hospitality and events. These service sectors are inextricably linked and 
have grown to represent one of the world’s most important industries. 

The strategic management challenges facing managers in service contexts are often different 
in a number of ways from the challenges facing managers in manufacturing industries. These 
different challenges refect the characteristics of services. Furthermore, tourism, hospitality 
and events represent a distinctive set of services which entail an understanding of their own 
specifc characteristics. Hence it is appropriate that a dedicated text should consider the stra-
tegic implications of managing in this important and rapidly developing industry (which is 
one of the world’s largest), in particular.

Clearly there are many examples to illustrate a text such as this, and I have chosen those 
which: I consider to be relevant, can gain access to information, can link with the academic 
material or have personal experience. However, I recognize that other illustrations could have 
been chosen. I would like to encourage readers to submit further contributions and illustra-
tions, which would be fully attributed if they were to appear on the companion website which 
supports this book and contains further material. Any feedback on this edition would also be 
gratefully received.

Finally, I would like to thank colleagues at Teesside University and elsewhere who have com-
mented on parts of this book and the publishers for all their help and support throughout the 
book’s production.

Nigel G. Evans
n.evans@tees.ac.uk

October 2014
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Study guide

 
How to use this book

In this book strategic management is studied in a structured way following a logical sequence.

The principles and concepts developed in studying strategic management are applied to the 
tourism, hospitality and events sectors. 

Additionally, the book is enhanced with learning features to:

●● reinforce your learning;
●● provide opportunities to explore topics further; and
●● test your knowledge as you study.

Each chapter contains:

●● Introduction and chapter overview;
●● Learning objectives; 
●● Small business focus; 
●● Chapter summary; and
●● References and further reading.

In order to bring the subject alive, aid understanding and make it memorable, 
throughout the book you will fnd sections which highlight and illustrate the material: 

Encourages you to engage with primary sources.

D E F I N I T I O N / Q U O TAT I O N
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xx STUDY GUIDE

 

CASE LINKAGES

Highlights important principles that underpin your understanding.

K E Y  C O N C E P T

Illustrates how as a manager you might implement elements of strategy.

S T R AT E G Y  I N  P R A C T I C E

Provides an example of how strategy is actually working in a real situation taken from 
tourism, hospitality or events contexts.

S H O RT  C A S E  I L L U S T R AT I O N

Provide review and discussion questions to enable you to test your knowledge and 
understanding as you progress through the book.

T H I N K  P O I N T S

Enable you to link the material in each chapter to illustrations contained in the case studies contained 
at the end of the book.

Focuses on how strategic management principles can be applied to the many smaller 
businesses operating in THE.

S M A L L  B U S I N E S S  F O C U S
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STRATEGY AND OBJECTIVES FOR THE ORGANIZATIONS 1

Part 1
Strategy and the tourism, 
hospitality and events 
contexts
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2 STRATEGY AND THE TOURISM, HOSPITALITY AND EVENTS CONTEXTS

Introduction
This introduction to Part 1 of the book has two purposes in that it provides readers with: 

1. An introduction to the approach that this book takes to the study of strategy – The strategy process.

2. A rationale for the approach taken by this book in applying strategic management tools, techniques and 
concepts in the context of the tourism, hospitality and events sectors – Strategy in a tourism, hospitality 
and events (THE) context.

The strategy process
Why do we often refer to strategy as a process? The answer is that it is never a once-and-for-all event – it 
goes on and on. 

There is a need to continually review strategic objectives because the environment within which organizations 
operate is continually changing. The purpose of strategy is to make an organization ft into its environment. 
By achieving this, the probabilities that it will survive and prosper are enhanced. 

Part 1 of this book is concerned with introducing the subject matter of strategy in a specifc context, namely 
that of tourism, hospitality and events. 

Thus in Part 1:

1. Chapter 1 discusses concepts, defnitions and the nature of objectives. 

2. Chapter 2 highlights the particular characteristics of tourism, hospitality and events which are relevant 
to understanding how organizations within the industry are managed in a strategic way.

The subsequent parts of this book are concerned with examining the distinct ‘stages’ in the strategic pro-
cess. It can be argued that strategy is a process because it contains distinct ‘stages’ and that there are three 
main interrelated stages to the process.

In practice, the strategic management process has three main components or stages as shown in Figure 
P1.1 below: 

Figure P1.1 A schematic of the strategic process
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3STRATEGY AND THE TOURISM, HOSPITALITY AND EVENTS CONTEXTS

Strategic analysis
The purpose of strategic analysis is to gather information and to analyse it systematically and thoroughly. 
None of us would be wise to make an important decision about anything in life without adequate and 
relevant information, and nor would tourism, hospitality and events organizations.

There are two main stages in strategic analysis: 

●● Strategic analysis involves an examination of an organization’s internal environment (internal analysis). 
This takes the form of a thorough analysis of the internal processes and structures of a business in much 
the same way as a doctor might carry out a thorough medical examination on a person. The purpose of 
internal analysis is to establish what the organization is good at (its strengths) and what it is not so good 
at (its weaknesses). We discuss the internal environment in Part 2 of this book.

●● The second stage in strategic analysis involves an examination of the organization’s external environ-
ment (external analysis). This takes the form of a thorough analysis of two ‘layers’ of external environment 
– the micro or near environment, and the macro or far environment. The external environment will be 
encountered in Part 3 of the book.

The macro environment contains a range of infuences that have an impact not only on an organization in an 
industry, but also on the whole industry itself. It follows that a single orga nization is usually unable to affect 
the factors in the macro environment but successful strategy usually involves learning to cope and adapt 
to changes. This book explains the macro environment in terms of fve main areas of infuence – socio-
demographic, political, economic, environmental and technological – which are discussed in Chapter 7.

The micro environment comprises the industry in which the organization competes. The organization is 
usually affected by the factors in this environment and it may be able to have an infuence upon it. However 
unlike the internal environment the organization does not have control over its micro environment. The 
micro environment, which is discussed in Chapter 8, is sometimes referred to as the competitive environment 
because it is within this sphere that an organization competes, both for its resource inputs and to sell its 
product outputs.

From the information gathered from the external analysis, we seek to establish which infuences represent 
opportunities and which are, or might develop into, threats.

Once we have established the organization’s internal strengths and weaknesses, and its external opportun-
ities and threats, the challenge becomes the selection of an appropriate strategy. Such a strategy is required 
to address the weaknesses and threats whilst at the same time, building upon the identifed strengths and 
exploiting opportunities. It is important to understand that a detailed internal and external analysis is a 
necessary prerequisite for producing a summary of the strengths, weaknesses, opportunities and threats 
– the SWOT. In other words the SWOT emerges from the internal and external analyses and is a summary 
of the main results. 

The process sometimes involves an additional stage of condensing the strengths, weaknesses, opportun-
ities and threats into a survey of the key issues. These are the most pressing or important elements of the 
SWOT statement – those which require the most urgent action or which the strategy should be particularly 
designed to address. The SWOT is discussed in Chapter 9.

Strategic selection
The second stage in the strategic process involves taking the important information gathered from the 
strategic analysis stage and using it to make an intelligent and informed strategic selection or choice of the 
most appropriate courses of action for the future. These strategic choices are covered in Part 4 of the book. 
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4 STRATEGY AND THE TOURISM, HOSPITALITY AND EVENTS CONTEXTS

Specifcally strategic choices are required for tourism, hospitality and events organizations (or their con-
stituent parts) in relation to three key aspects:

●● How will the organization compete?
●● What is the strategic direction that the organization will take?
●● What methods will be utilised by the organization?

These aspects of strategic selection are discussed in Chapters 10 and 11.

It is at this stage that the importance of the strategic analysis can be appreciated. If insuffcient or fawed 
information from the analysis has been gathered, then the strategy selection process will not be built on 
solid foundations. In other words, inappropriate strategic options could be selected.

Strategic selection therefore begins with an examination of the strategic analysis. Once we are acquainted with 
it, we normally formulate a list of the options open to the organization, paying particular attention to how 
each option will address the key issues. After this, we evaluate each option using a number of criteria. Finally, 
the most appropriate strategic option is selected. Strategic evaluation and selection is covered in Chapter 12.

Strategic implementation and management
The third stage in the strategic process involves taking the selected strategic options and actually putting 
them into practice. The implementation and management of chosen strategies are discussed in Part 5 of 
the book.

This is a complex stage of the process as it concerns putting detailed aspects of the strategy into practice. It 
involves actually carrying out the strategy and this brings into focus a number of other managerial issues. 
There are a number of areas which we need to be aware in order to effectively implement a strategy within 
tourism, hospitality and events organizations. Implementation typically involves taking into account the 
following:

●● the adequacy of the organization’s resource base (Chapter 13);
●● the readiness of the organization’s culture and structure to undertake the proposed strategy (Chapter 13);
●● the management of any changes that are needed to implement the strategy (Chapter 13);
●● the extent to which the organization positions itself in respect to its geographic coverage and interna-

tional presence (Chapter 14).

In implementing the strategic process it is necessary to be aware not only of changes occurring to the 
internal and external environment, but also of changes to the subject matter itself. Strategic Management 
is a complex area of study. Whilst in this book we study a particular view of the subject matter there are 
alternative views which could be taken and the subject matter is continually evolving. Thus Chapter 15 
considers the present and future trends occurring in the study of strategic management to give students 
some understanding of the complexity and evolving themes of the subject. The chapter also considers how 
strategy might be presented in a practical sense, so that it is easily and convincingly presented to internal 
and external stakeholders.

The feedback link
Finally, the progress of strategy is monitored continually through feedback from the implementation stage 
back to the analysis stage. As a strategy proceeds, it may have an effect on the organization’s internal envir-
onment and it may also have an effect on the external environment. In addition, independent infuences 
may have brought internal or external changes about since the strategic analysis was frst carried out.
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5STRATEGY AND THE TOURISM, HOSPITALITY AND EVENTS CONTEXTS

In order to ensure that the selected strategy is still appropriate, therefore, a review of the strategic analy-
sis is necessary. If nothing has changed, then the company may decide that no amendment to the strategy 
is necessary. If the environment (internal or external) has changed, however, some modifcation to the 
strategy may become necessary. Increasingly environments are changing ever more quickly and thus there 
is a need for organizations to maintain fexibility so that they can respond quickly to any changes.

Study progress
Thus the book is divided into fve parts that follow the strategic process in a logical sequence. 

The diagram below is replicated (in modifed form) at the start of each part. The chapters being studied in 
the part are highlighted so as to indicate the progress you are making in studying the book’s contents and to 
indicate where the chapters are placed within the overall strategic process, which follows a logical sequence. 

Strategy in tourism, hospitality and events (THE) contexts 
This text utilizes strategic management concepts and principles in a THE context through its:

●● application of concepts and principles;
●● emphasis on key points affecting these sectors in particular; and 
●● use of short illustrative examples and longer case studies. 

Each chapter contains specifc references to THE, but it should be stressed that this book is Strategic 
Management for Tourism, Hospitality and Events, thereby implying that the theory is largely generic (though 
services rather than manufacturing oriented) and it is adapted and applied to the needs of these particular 
commercial sectors. 

The book explicitly recognises that these sectors (which are closely aligned) are service-based rather than 
manufacturing and therefore that certain aspects of strategic management are particularly emphasized and 
the language used is modifed accordingly. For example – the word ‘operations’ is used in place of ‘produc-
tion’ and the intangibility, perishability, cash fow implications, diffculty of maintaining quality standards, 
etc. of service-based products will be specifcally emphasized.

Part 1

Strategy and the tourism, 
hospitality and events contexts

Part 2

Analysing 
the internal 
environment

Part 3

Analysing 
the external 
environment
and SWOT

Part 4

Strategic 
selection

Part 5

Strategic 
implementation
and strategy 
in theory and 
practice

Chapter 1

Strategy and 
strategic 
objectives
for tourism, 
hospitality 
and event 
organizations

Chapter 2

Introduction 
to strategy 
for tourism, 
hospitality and 
events

Chapters 
3, 4, 5 and 6

Chapters 
7, 8 and 9

Chapters
10, 11 and12

Chapters 
13, 14, and 15
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It is recognized that there are some diffculties with this approach. Tourism, hospitality and events sectors, 
although similar and linked, are distinctive to some degree. It can be argued that tourism, hospitality and 
events represent separate sectors with their own literature and constructs. 

In this book the view is taken that

●● the distinctions are outweighed by the similarities between them; 
●● any diffculties can be successfully overcome; and consequently
●● the sectors can be studied at the strategic level together.

It is important to stress the fnal point. Whilst at the strategic (high-level decision making) it is sensible 
to study the three closely linked sectors together, it may be far less sensible to do so at the more detailed 
operational level. 

For example – the operational detail of managing a tour operator will be very different from managing a 
hotel, since they operate in very different ways requiring different skills. However, at the strategic level – in 
terms of decisions like how resources are allocated or how they compete – they may have very similar sets 
of issues and indeed may in many cases be parts of the same organization.

In fact, it can be further argued that not only is it possible to cover the three sectors together at a strategic 
level, but it is desirable to do so. This is because tourism, hospitality and events management are highly 
interrelated and there are many examples of cross-ownership. The demand and supply in one sector has 
direct effects on other parts of THE and in many cases there are shared ownership structures across the 
three sectors. 

We now turn to a brief discussion of the individual sectors we are considering in this book.

Tourism management
Tourism and the international travel industry that has grown up to support it

●● is a vast and complex industry;
●● is highly fragmented in its ownership and control; 
●● has a wide diversity of products and destinations; and 
●● is often divided between public and private sectors. 

The United Nations World Tourism Organization (UNWTO) defnes tourism as:

Activities of persons traveling to and staying in places outside their usual environment for more 
than one day but not more than one consecutive year for leisure, business or other purposes.

(Chadwick, 1994:65)

Tourism such as pilgrimages or visiting other cities and states to trade has taken place throughout history. 
The origins of what is often termed mass international tourism are more recent and can be traced back to 
Thomas Cook in 1850s Britain (Withey, 1998; Hamilton, 2006; Holloway and Humphreys, 2012). As a 
highly structured sector of many economies, it can primarily be viewed as a creation of more recent times. 
Its rise has been traced by a number of authors including Gee et al. (1997), Page (2011) and Holloway and 
Humphreys (2012). Since the early 1950s the growth of tourism both domestically in the developed coun-
tries and internationally has been phenomenal in its scale and remarkably resilient to periodic economic 
and political adversity (Evans, 2012:215).

The growth has been spatially uneven and has taken place against the backdrop of dramatic changes in the 
business environment. This dynamic environment creates both managerial opportunities and dilemmas 
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both for private sector leaders and public sector policy makers. Given the dominance and drive of the private 
sector in the development of tourism and the growth in the services which support this, a business man-
agement approach to tourism studies has evolved over the past 25 years or so (Evans, 2012:217), which 
this book addresses at a strategic level. 

Tourism products have a number of characteristics which are of relevance to the way in which they are 
managed and are thus relevant to any business-oriented study of tourism. Some of these characteristics 
are shared with other service products, whilst others are, if not unique, certainly of particular relevance 
to travel and tourism products in particular. The characteristics are thus highly distinctive and warrant 
specifc study as in this book.

The operational management issues can be viewed as being highly context-specifc, varying greatly accord-
ing to the type, location and scope of the business and thus beyond the scope of this book. They are, 
however, discussed in, for example: Sharpley (2002); Cooper et al. (2008); Goeldner and Brent Ritchie 
(2011); and Holloway and Humphreys (2012). The operational issues also vary greatly between tourism, 
hospitality and events management, so while it is possible to take a combined approach to the study of the 
three sectors at a strategic level, such an approach is not possible at an operational level.

Hospitality management
Although hospitality is recognized as one of the largest industries, it still remains as a composite of diverse 
sub-sectors. In a wide-ranging review of the problems of delineating hospitality, Ottenbacher et al. (2009) 
point out that there is still no consensus on the scope and exposure of this feld as a whole among academ-
ics and hospitality professionals. However, in common usage the hospitality industry is often associated 
with the tourism industry but most people relate it to hotels and restaurants (Powers and Barrows, 2012). 

Widening the defnition of hospitality slightly, Harrison et al. (2005:23) argue that the hospitality industry:

primarily consists of businesses that provide accommodation, food and beverage or some combin-
ation of these activities. 

This provides a working defnition of hospitality that provides an understanding of the subject matter 
which is followed in this book. 

Notwithstanding the problems associated with the term, many hospitality and hotel management courses 
have grown up around the world and in many cases tourism and/or events also appear in the title of such 
courses, thus giving a practical illustration of the close linkages which exist. 

The defnitional diffculties described serve in many ways to demonstrate the close interaction between 
tourism and hospitality and the fuzziness and fexibility of the boundaries between the two. Indeed, several 
defnitions combine the hospitality and tourism felds (Ottenbacher et al., 2009) under the umbrella of 
‘travel and tourism’ (e.g. Walker, 2010). Certainly tourism and hospitality are closely related and are not 
mutually exclusive – since hospitality is at least partly concerned with providing for the needs of tourists. 

Although the approach taken here is to consider strategic management for hospitality not in isolation, but 
together with tourism and events management, Harrington and Ottenbacher (2011) adopted a different 
approach. They summarised research relating strategic management specifcally to the context of hospit-
ality, albeit recognizing the defnitional diffculties involved.

Events management
The conceptual problems in defning the hospitality management feld are to a large extent replicated in 
events management.
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Indeed it can be argued that the defnitional problems are even more acute since, unlike hospitality,

●● the subject area has been studied for a shorter period of time; 
●● the industry has few recognizable brand names (a measure of its fragmentation); and
●● the literature in the feld is both more sparse and of more recent origin. 

It is generally accepted (and it is the approach adopted in this book) that events management is concerned 
with managing the following contexts:

●● event management companies;
●● sports events;
●● concerts and performances;
●● festivals;
●● exhibitions;
●● meetings and conferences.

The subject area is emerging and Getz (2007) defnes event studies as ‘the study of all planned events, 
with particular reference to the nature of the event experience and meanings attached to events and event 
experiences’. In a further discussion of the events feld of study Getz (2012) recognizes the interactions 
with other related applied felds such as tourism, leisure and sports studies. Events interact (with the other 
related felds) in that they are used for various purposes, and they vary in the nature of the experience. 
However, within the related felds though planned events are highly important they represent only one 
phenomenon of many that are relevant. 

In identifying the often crucial role of events in destination development and marketing Getz (2012) iden-
tifes fve core roles in that events:

1. Attract tourists whose spending generate economic benefts.

2. Create positive images for the destination and help brand it.

3. Contribute to place marketing by making cities more liveable and attractive to investors.

4. Animate cities, resorts, parks, urban spaces and venues making them more attractive.

5. Act as catalysts for urban renewal, infrastructure development, voluntarism and improved marketing 
capability.

A number of textbooks cover the operational aspects of the subject matter and support the growth of events 
and events management as a feld of study including: Raj et al. (2008); Allen et al. (2010); Bowdin et al. 
(2011); and Goldblatt (2011). In addition there are many more practical books from the event practitioner’s 
point of view, such as the series written by Judy Allen including Allen (2009). However, there are currently 
no texts (to the author’s knowledge) which consider events in a purely strategic way and which integrate 
events with the study of tourism and hospitality.

Tourism, hospitality and events management – an integrated approach
The previous sections illustrate the complexity of studying tourism, hospitality and events as industrial 
sectors, since there is debate as to sector boundaries and clearly there is a large degree of interrelation 
between them. 

In each of the felds of study, many courses have emerged in recent years around the world – some of which 
consider the felds separately, whilst others combine the felds under a plethora of titles. In addition a  
large body of both academic and commercial literature has emerged in each of these felds and quite a large 
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number of peer reviewed international journals have become established. Some of these journals are dedic-
ated to one of the felds: (e.g. Tourism Management, Event Management and the International Journal of Hospitality 
Management), whereas others combine the felds (e.g. the Journal of Hospitality and Tourism Research and the 
Journal of Convention and Event Tourism). Even though the titles might appear to make the sector boundaries 
clear, the content within the journal is frequently not as clear as it often crosses over. For example, many 
articles in Tourism Management cover hospitality issues or particular events arranged for tourists.

Much of the relevant literature concentrates on detailed operational or context-specifc aspects of tourism, 
hospitality and events. At this detailed operational level it is unarguable that tourism, hospitality and events are 
(although still linked) usually highly distinctive. The operational issues raised in managing an airline, a resort 
destination or a music concert, for example, are highly context-specifc and thus require individual treatment.

At the strategic level, however, a more integrative approach is possible and helpful, given the obvious com-
monalities. Thus in this book the view is taken that at the ‘strategic’ as opposed to the ‘operational’ level 
the distinctions between tourism, hospitality and events are far less important. Operationally they may be 
very different but at the strategic level (that we are concerned with) they are not. Each of the three sectors 
are service sectors sharing similar characteristics and in many cases they overlap. Consequently tourism, 
hospitality and events can successfully be included in the remit of this book.

For example – tour operators engaged with organizing tourism may also own or manage accommodation 
and manage events of various kinds. 

The approach here will be to include the three sectors together since many of the companies involved are 
integrated examples from a range of different organizations of differing sizes, spread throughout the sectors 
(and their sub-sectors) and the illustrations are taken from around the world. 

Tourism, hospitality and events share many of the same characteristics and issues for management which 
are considered in various parts of this book. These shared features include the following, as they are all 
sectors with:

●● products which are service-based;
●● a scope that is international;
●● a heavy reliance on human resources for successful delivery;
●● perishable and intangible products; 
●● a wide use of price discrimination and yield management techniques; and
●● rapidly changing means of distribution.

A further relevant issue relates to scale. Whilst the tourism and hospitality industries can be iden-
tifed broadly as a certain subset of mostly larger companies (such as airlines, hotel groups and 
tour operators) providing services to customers and tourists, they also encompass a diverse, highly 
fragmented network of small-to-medium-sized companies and other organizations. This is partic-
ularly relevant in these industries. The events sector is also highly fragmented with low barriers to 
entry, and represents a wide-ranging and diverse set of organizations with few large companies or 
generally recognizable brands. 

Much of the strategic management literature relates primarily to larger businesses, and is some-
times viewed as being irrelevant for smaller organizations, such as those in the sectors we are 
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