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environmental issues 295, attractions 61, 63, 225, 291, 591 
297,298 230, 261, 297; joint boards of directors 37, 38, 40, 

airspace: national sovereignty developments 444, 444 366,496 
and the five freedoms of the Australia 65, 68; see also Boeing 162, 179, 
air 300, 300, 655 Queensland, Australia 257-258,292 

AITO (Association of Australian: Council bootstrap marketing 2 70 
Independent Tour of National Trusts: 'born global' companies 
Operators) 78-79, 658 stakeholders 38-39; Open 608-610 

AITs (air-inclusive tours) 657 tennis championships Botswana 67, 68 
Alibaba 445-446 138-139 brands 243, 382; brand loyalty 
American Airlines 56, 291, authenticity 575 55-56, 313-314, 324, 336 

314, 382, 431, 489, 651 aviation 288, 300, 324; breakeven analysis 499, 
American Express 412, economic factors 294, 500-501, 501 

575,589 294-295; infrastructure Brexit 299, 419 
American Strategic Planning issues 287, 298; political BRIC (Brazil, Russia, India 

Institute 122 factors 299-300, 300; and China) countries 73 
Amsterdam, Netherlands 720 sustainability 197-198; British Airways 105, 309, 376, 
ANA 179 technology advances 431, 461, 489, 492, 651 
Ansoff product-market 291-292 Brundtland Report, 1987 

matrix 484; diversification Avis 296, 460, 462 295,617 
400, 400, 401, 408, BSC (balanced scorecard) 123, 
408-414, 410,412; market balance of payments 293 557-561, 560, 561, 562, 
development 400, 400, balance sheets 181, 181-182, 563, 563-564 
401, 403-405; market 182, 198, 203 BTG (Beijing Tourism Group) 
penetration 400, 400, 401, balance, strategic directions 494 
402-403, 403; product 419-420 Budget Travel 439 
development 400, 400, 401, Balearic Islands, Spain 65, Burger King 460 
406-407 352, 353, 407 Busan International Film 

AR (augmented reality) Baltimore Inner Harbor Festival 456-457 
systems 290-291, 591 457-458 business events 230, 577; 

arts, the, Ansoff product­ Bangkok, Thailand 253 see also MICE (meetings, 
market matrix 401-402 Bangladesh 352 incentive travel, conventions 

ASAs (air service agreements) Bank of England, Monetary and exhibitions) industry 
655 Policy Committee 293 business objectives 26, 26, 33 
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business travel 240--241, 252, and management 519, 521, competitive advantage 35, 
336,589 523, 538-551, 539, 541, 86, 89-90, 145, 296, 

business-to-business (B2B) 544,545,548,549, 551; 308-309, 366, 369, 388, 
marketing 238-239, 243, 694 context of 541, 541-546, 552, 552; competences 

business-to-peer (B2P) 544, 545; inertia 544, 544; and capabilities 99--110, 
platforms 710 Lewin's 3-step model 389-392, 390, 392; 

'buy, ally or DIY [do it yourself]' 539, 539--540; successful competitive positioning 
matrix 470-472, 471 organizational change 89, 90, 369, 439, 440; 

buyers' power 310, 311, 547,548 knowledge management 
317-318,326,327 change agents 549-551, 551 111-112;; Profit Impact of 

charter airlines 661 Market Strategy study 122, 
CAA (Civil Aviation chatbots 148, 149, 290, 591 123; relational approach 
Authority) 324, 665 Chicago Convention 369, 439-440; resources 

Calgary First Night (Convention on 92-99, 388; service profit 
Festival 543 International Civil chain 122-124, 124; service- 

California, US 329 Aviation), 1944 299, dominant logic 124-128; 
Canada 343 300,648 SMEs 128-130; sources of 
CanadaStays 714 China 70, 120, 142-143, 90-92; strategic marketing 
capabilities 99-100, 110; 316,437,445-446,604; 220-221; sustainability 619, 
capacity 53 hotels 153-154, 475-476, 620; sustainable 91-92, 
capacity constraints 96; see also 493-494, 606; human 107-108, 109,390-392, 

carrying capacity resources 139, 140, 392, 619; value-adding 
capital 183, 190-191; cost 153-154 activities 112-122; see also 

of 191-193; loan capital Civil Aeronautics Board, USA core competences 
186-187, 187, 192, 193; 431,648 competitive environment 
rights issue capital 184-186, climate change 67-69, 298; analysis 3, 283-284, 
185; share capital 183-184, see also GHG emissions; 307-308, 356; clustering 
187, 187, 192, 193 sustainability 328-33l;competitor 

capital budgeting 528 climatic factors 352-353 profiling 339-341, 
capital intensity 179-181 Club Med 407 341-342; CSFs (critical 
car hire services 460-461, 467 clustering 170, 326, 328-331, success factors) 342-344; 
carbon neutrality 296, 298, 332-338,333,346 industries 308-310; 

621, 623; see also GHG co-creation of value 124, KPis (key performance 
emissions; sustainability 127-128 indicators) 343-344; 

CARES evaluation criteria 486 collaboration 107, 307, 326, markets 308-309; Porter's 
Carlson group of companies 334, 346, 370, 427; airlines five forces model of industry 

51, 454, 589 448-449,449; SMEs analysis 310-328, 311, 
Carnival Corporation 180, 129-130, 475 321, 322, 326; resource- 

189, 190, 190 collaborative consumption based approach 332-338, 
carrying capacity 53, 70, 71, 96 128, 710 333; SMEs 344-346, 345; 
case study analysis 638-645 collaborative (cooperative) strategic group analysis 
cash flow 198, 485, 659; BCG strategy 442 308-309,338-339 

matrix 263, 264, 265-266, Colorado Convention competitive positioning 89, 
266; seasonality of 57-58, 59 Centre 455 90, 369, 392, 439, 440 

cash management 204, 209, combined market value 433 competitive strategy 366, 367, 
210, 211-212, cash flow competences 87, 91, 99-100, 368--369, 372, 482, 483, 
forecasting 212-213, 213, 101, 102-103, 103, 113, 484; competence-based 
214, 215-216, 498 334; competence building strategy 389--392, 390, 

centralization 533, 533, 103, 104, 107; competence 392; THE contexts 370, 
533, 565 leveraging 103, 104, 394; 370-372; core competence, 

CEOs 40,198 competence-based strategy generic strategy and the 
change 544, 544, 550; barriers 389-392,390,392 value chain 392-394, 393; 
to 539; change leadership competition 60, 94--95, 254 Porter's generic strategies 
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369, 373, 373-389, 374, cost-benefit analysis 504-506 customers 336, 590, 595; 
378, 385, 389, 580, country differentiation 604, 605 definition of markets 
582--584, 583, 584; SMEs COVID-19 pandemic, impacts by 22.5, 225-226; and 
394-396, 396; strategy clock of 53, 73-75, 139, 148, globalization 573, 588-590; 
framework 388, 389 287, 294, 421, 580; Air power of 310, 311, 317-318; 

competitors 323, 326, 334, New Zealand 184, 185, switching costs 313-314, 
339, 595, 596; monitoring 194-195; Airbnb 714; 316-317, 318; wants and 
of 323; profiling of 339-341, Best Western 468; crisis needs 226, 334 
341-342, 345, 346; rivalry response strategies 416, Cyprus 385 
between 310, 311, 320-325, 417, 417-418, 418; Expedia 
321, 322, 328; SMEs Group 376; Las Vegas hotel DART (dialogue, access, 
344-345 occupancy rates 322, 322; risk assessment and 

consortia 270; see also Lufthansa 545-546; TUI transparency) 711 
cooperation; strategic alliances 474; Whitbread pie 341 DCF (discounted cash flow) 

consumer behaviour 237 creative clusters 329; see also methods 499, 501-502 
con testability, of markets clustering debt finance 186-187, 192, 

60,315 'CRIME' (Communicable, 193 
Contiki Tours 233, 384, Realistic, Internally decision making, levels of 21, 

622-623 Consistent, Measurable, 21-23,22,24-25,483 
contingency planning 76 Explicit) objectives 34 declining markets 402, 485 
continuous improvement 107 crisis management 75, 77 deglobalization 580, 611 
control 301--302, 354--355 Croatia 595 'degrees of turbulence' model, 
conventions see MICE cross-sectional analysis 194, SMEs 302 

(meetings, incentive 196-199,203 deliberate (prescriptive) 
travel, conventions and crowdsourcing 259 strategy 19, 486, 511, 628 
exhibitions) industry CRSs (computer reservation Delta Airlines 431, 489 

cooperation 326, 440; systems) 648 demand 53, 57, 96, 1 J 8, 221; 
cooperative networks cruising 317, 324, 371, 380, demand conditions, Porter's 
443-444, 444, 466-469, 467 427, 513; sustainability 297, diamond framework 585, 

COP26 UN Climate Change 621-622; see also shipping 585,586 
Conference, Glasgow, CSF (critical success factors) demergers 433, 472-473 
Scotland, 2021 68 137, 152--155, 342-344; demography 285, 287, 

core activities, value-adding SMEs 344 demographic segmentation 
119-122 CSR (corporate social 336 

core competences 91, 99-100, responsibility) 35, 39, 296, Denver Performing Arts 
100-103, 101, 101, 103, 495, 618-619 Complex 455 
106--107, 108, 113, 118, CTM (corporate travel deregulation 300, 371, 
186, 308, 310, 369, 394, management) companies 378, 431, 489, 576, 594, 
439, 552; competence-based 589--590, 591, 596 648,649 
strategy 389--392, 390, 392, 'cultural dimensions theory' destination organizations 62, 
393,393 (Hofstede) 166-169, 168 63, 444, 444 

corporate governance cultural distance 604 destinations/destination 
39--40, 366 cultural web 160, 160-163 marketing 230, 297, 313, 

corporate objectives 26, 26, customer loyalty 123, 314, 329, 343, 371, 513, 695; 
33-35 316, 382 'eventful cities' 157-158; 

cost leadership strategy 373, customer satisfaction 123, 147 improving competitiveness 
373, 374, 374-380, 378, customer service 49-50, of 586-587; positioning 
385, 386, 387, 388, 393, 52, 120, guest-employee 244-245, 245-246; 
393, 395, 484; global encounter management Queensland, Australia 245, 
582,583 143-145, 144, 145; 245-246, 668--680; strategy 

cost of capital 191-192; 'moments of truth' mapping 560-561, 562, 563, 
WACC (weighted average 144-145, 145 563; TALC (tourism area 
cost of capital) 193 'customer-centric' view 127, 128 life cycle) 254-255 
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diagonal diversification 375, 592-593, 650; global of 597-598; joint 
411--412, 412, diagonal 592-593; international developments 444, 444; 
integration 575 services 574, 574-575, 584 positioning 244-245, 

diamond framework, Porter economies of scope 314-315, 245-246; Queensland, 
585, 585-587 331,409,592-593,650; Australia 676-677; 'smart' 

differentiation 241, 313, 324, international services 574, 289-290; 
387,604,605; global 582, 583 574-575, 584 events management 23, 61, 

differentiation strategy 373, ecotourism 69, 73; see also 63, 111, 120, 188, 211, 
373,374,374, 380-384, sustainable tourism 346,371,409,420,455, 
385, 386, 387, 388, 392, Edinburgh Festival 380-381, 461, 488, 534; case study 
395,484 513 694- 706; markets and 

digital platforms, exhibitions Edmonton, Canada 157-158 marketing 220, 223-224; 
industry 696-697 education level, psychographic screening 489-490; 

direct marketing 241 segmentation variable 234 SMEs 41 
direct substitutes 316,317 Emerald Expositions 696 executive directors, corporate 
Discover Halifax, Nova Scotia emergent strategy 19, 165, governance 40 
563,563 486, 511-512 exhibitions 696-697, 702; 

disintermediation 256, 371, Emirates 253, 452, 647 see also MICE (meetings, 
375, 648 Empathy (RATER dimensions incentive travel, conventions 

disposals 472-474 of service) 147 and exhibitions) industry 
disruptive innovation 256, employees 123, 150, 151; exit: exit barriers 324--325; 

711-712 employee retention 140, exit costs 60--61; exit 
distinctive capabilities 99, 101, 142, 159-160; see also strategies 417,418; see also 

104- 106, 106-107, 308 human resources ease of entry/exit 
distribution channels 315, employment conditions Expedia Group 375--376, 433 

334, 382, 590, 602 139-143; see also human experience effect 263, 
diversification 408, 408-409, resources 263-264,376-377,593 

599; Ansoff product-market energy efficiency 622 exports 596, 602 
matrix 400, 400, 401, 408, Enterprise Holdings 460461 external analysis 3, 5, 
408-414, 410,412 entrepreneurs, experiential 278-279; SMEs 301-302; 

divestment strategies 415, knowledge of269 see also competitive 
433,472-473 environmental impacts of environment; competitive 

dividends 183, 184 tourism 65, 66 environment analysis; 
Doha, Qatar 253 environmental scanning 280 macro-environmental 
Dubai 65, 253, 647 EPS (earnings per share) 202 analysis; SWOT analysis 
dynamic capabilities 108-110, Etihad 253, 452, 647 external feasibility 

110, 390-392, 392 EU (European Union) 290, 493-494,494 
594, 649; Brexit 299, external linkages (value chain 

Earth Summit, Rio de Janeiro, 419; foreign ownership analysis) 119, 119 
1992 295 restrictions 450, 649; external shocks 46, 55, 73-77, 

ease of entry/exit 46, 55, mergers and acquisitions 416, 556; SMEs 420 
60-61, 334, 555 regulation 438, 439 

easyJet 497, 534, 540-541 Europe 70, 325, 457, 594 factors of production 17, 523 
economic factors (STEEP Eurotunnel 309 far environment see macro- 

analysis) 3, 278, 280, evaluation criteria, strategic environmental analysis 
292-295 evaluation 486-487, 487, 487 FDI (foreign direct 

economic growth 293 'eventful cities' 157-158, 371 investment) 595-596 
economic impacts of tourism events 8-9, 38, 56, 57, 225, Feasibility: feasibility studies 

65,66 285, 297, 343, 428, 456, 261; strategic evaluation 
economic objectives 34 467, 577, 581; 'eventful 486, 487, 487, 491-494, 507 
economic policy 298 cities' 157-158; human feedback 5, 512, 518, 521 
economies of scale 35, 120, resources 138-139; festivals 157, 297, 343, 352, 

170, 225, 314-315, 331, internationalization 461, 506, 513; film festivals 
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456-457; globalization 575, frame conditions 370, Glasgow Declaration on 
581; strategic drift 542-543 370-372, 396 Climate Action in 

film festivals 456-457 France 129, 190, 258, 319, Tourism 68 
finance 176-177, 178-179; 321, 338, 403, 407, 590, global brands 591 

cash management 209-216; 600; cross-channel travel Global Hotel Alliance 468 
foreign exchange risk 309, 316 global industries 573, 574, 
management 204-209; franchising 313, 427, 576,581 
SMEs 216-217 443-444, 444, 460-463, global strategies 570-571; 

financial analysis 179-181, 463; hotels 469, 470, 470, competitive advantage of 
194-195, 357; balance 476, 683; international nations or regions 585, 
sheets 181, 181-182, 602, 603, 604, 606; SMEs 585-587; globalization 
182; capital intensity 475-476 of markets and industries 
179-181; cross-sectional free resources 93 573-580, 574-575; 
analysis 194, 196--199, 'free riders' 513 internationalization and 
203; financial management frequent flyer programmes 56, globalization 572-573; key 
177, 179;financial structure 314, 382 strategic decisions 599; 
and profitability 181-182; Frontier Airlines 431, 433 market entry strategy 571, 
longitudinal analysis 194, FTK (freight tonne 599-607, 605; models of 
195, 196, 197, 199203; ratio kilometres) 294 580-584,582, 583,584; 
analysis 194, 199-203, 200 functional specialization, and multi-domesticity 581, 

financial planning 528 organizational structure 535 582; Porter's global generic 
financial resources 17, 87, 92, functions, definition of strategies 580, 582-584, 

97, 98, 177-179; sources markets by 225, 225-226 583, 584; SMEs 607-610; 
of 182-183, 188--191, Yip's globalization driver 
189,190 Gaest 713, 715 framework 580, 584. 587, 

financial statements 198, Gatwick Airport, London 318, 587-598, 588; see clso 
203-204 330, 492, 497 globalization 

firm differentiation 604, 605 GDS (Global Distribution 'global village' 573-574 
First Choice 472, 658, System) 291-292, 371, 445, globalization 404, 570, 

659, 660 581,648 571, 572-573, 590-591, 
first-mover advantage 253, gearing 357; gearing ratio 192, 605-607; models of 

513,608 202--203 580--584, 582, 583, 584 
fiscal policy 292-293 GE-McKinsey matrix 267, globalization driver 
five freedoms of the air 300, 267-268 framework, Yip 580, 584, 

300,655 gender, psychographic 587, 587-598, 588 
'fixed-fee' management segmentation variable 234 GlobalStar 589 
agreements 466 General Electric Company goods, tangible nature of 45 

Fliggy 445, 446 122; see also GE-McKinsey goods-dominant (G-D) logic 
Florida, US 329 matrix 125, 126, 126, 127 
focus strategy 373, 373, Generation Y 244 governments 121, 298, 
374, 384-385, 385, generic strategy framework 595-596; mergers and 
395-396,396 (Porter) see Porter's generic acquisitions policy 437-439; 

foreign direct investment strategy framework Porter's diamond framework 
(FD!) 595-596 geographic concentration, and 585,585,586-587 

foreign exchange risk organizational structure 535 GRI 620 
management 204-209 Germany 314, 319, 321, Grootbos, South Africa 

foreign ownership restrictions 590, 600, 659, 696; Messe 71-72 
450, 489, 594, 596, 649, 655 Frankfurt 428; Premier Inn growth strategies, Ansoff 

formal organizational 341-342; see also TUI Group product-market matrix 400, 
structure 537 GHG emissions 67--68, 297; 400-402 

forward foreign exchange shipping 621-622; see also GSTC (Global Sustainable 
contracts 209 sustainability Tourism Council) 620, 621 

Fosun International 407 GL Events 405 guerrilla marketing 270 
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'hard services' 46 
Hawaii, USA 352, 353 
Heathrow Airport, London 

58, 58,105,297,298,318, 
492, 651 

'hedging' 659 
Henn-na Hotel, Nagasaki, 
Japan 149 

heritage tourism 290-291 
Hertz 460 
heterogeneity of service 

products 6, 46, 47, 49-51, 
138, 169, 554; SMEs 78; 
see also IHIP (intangibility, 
heterogeneity, inseparability 
and perishability) 
characteristics of service 
products 

hierarchy 24, 533; joint 
developments 442-443, 443 

high-cost of Tl-IE service 
products 46, 55, 56-57, 555 

Hilton International 111, 149, 
222, 314, 451, 606 

HNA Group 413-414, 454 
holding companies 535 
Holiday Inn 377, 404, 
415-416; franchising 460, 
461-462 

Home Inns, China 
153-154, 494 

HomeAway 713-714 
Hong Kong 325, 528-529; 

Dragon Boat Festival 
313-314, 575 

horizon scanning 280 
horizontal: diversification 411; 
integration 64, 411, 436 

horizontal interorganizational 
relationships 444 

hospitality 8, 56, 61, 63, 74, 
180, 220, 256, 285, 343; 
cooperative networks 466, 
467, 467-468; financial 
management 177--178; 
globalization and market 
entry strategy 605-607; 
human resources 137-138; 
joint developments 
444, 444 

hotels 8, 56, 75, 92, 111, 118, 
123, 139, 188, 208, 230, 
313, 318, 320, 325, 331, 

382, 420, 427, 434, 475, 
500, 513, 595, 605, 682, 
711; asset-light strategies 
180, 339, 461, 462, 470, 
683, 684, 685; competition 
321, 322, 322; consortia 
129-130; franchising 460, 
461-462, 469, 470, 470, 
476, 683; globalization 572, 
581; management contracts 
464, 469, 470, 470; market 
concentration 222-223, 
223; NPV calculations 503, 
503--504, 504; outsourcing 
120, 577, owning or leasing 
469, 470, 470; position 
and perspective strategies 
20--21; product positioning 
243-244; referral networks 
467, 469; resource audits 
525-526, 527; strategic 
alliances 453-454; strategic 
group analysis 345, 
345-346; sustainability 
297, 619, 620; see also 
hospitality 

HouseTrip 713 
HRG (Hogg Robinson 

Group) 589 
human factors, heterogeneity 
of service products 49-50 

human resources 17, 87, 
92, 94, 97, 98, 136-139, 
141-142, 528; audit of 
149-155; composition of 
workforce 139--140; as CSP 
(critical success factor) 
137, 152--155; employment 
and working conditions 
139--143; guest-employee 
encounter management 
143-145, 144, 145; IHG 
685-686; organizational 
culture 155-169, 166, 168; 
organizational structure 
536, 536; service quality 
145-149, 146; SMEs 
169-170; technology 
148-149; 'virtuous circle' 
and business success 146, 
146-147 

Hurtigruten Group 621-622 
Hyatt hotels 471, 714 

Hybrid: competitive strategy 
386-387; method of 
strategic development 
441-442 

JAG (International Airlines 
Group) 431,489 

IATA (International Air 
Transport Association) 298, 
299,646 

Iberia 431, 461 
ICAO (International Civil 
Aviation Organization) 299, 
595,646 

ICT (information and 
communications 
technology) 289, 372, 
375,648 

IHG (Intercontinental Hotel 
Group) 222, 243, 471, 714; 
asset-light strategy 462, 
470, 683, 684, 685; case 
study 681-693; competition 
strategy 683-685; 
globalization and market 
entry strategy 606--607; 
human resources 685-686; 
strategic management 
presentation 631-632, 
633-634 

IHIP (intangibility, 
heterogeneity, inseparability 
and perishability) 
characteristics of service 
products 6, 46, 47 

IISD (International 
Institute for Sustainable 
Development) 620 

ILTM (International Luxury 
Travel Market) 701 

IMO (International Maritime 
Organization) 595 

impact analysis 506-507 
impact of THE service 
products 46, 55, 65-73, 66, 
556; SMEs 78 

incentive travel see MICE 
(meetings, incentive 
travel, conventions and 
exhibitions) industry 

incremental change 544 
India 70, 73, 604, Indian 
Ocean tsunami, 2004 68, 76 
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indirect substitutes 317 intermediaries 144, 144, (net present value) 499, 
industries 106, 308-309, 180, 256, 259, 269, 312, 502-503, 503, 503-504, 

337; other industries, 410, 469, 609, 709, 712; 504; payback method 
resource-based approach to technology 275-276 499-500 
competitive environment internal analysis 3, 5, 86-87, IoT (Internet ofThings) 148, 
analysis 332, 333, 333, 88; see also SWOT analysis 290, 292, 591 
337; related and supporting internal feasibility IRR (internal rate of return) 
industries, Porter's diamond 491-492, 493 499, 502-503 
framework 585, 585; internal linkages (value chain Italy 223, 321; MICE 
resource-based approach to analysis) ll9, 119 (meetings, incentive 
competitive environment internal (organic) growth 426, travel, conventions and 
analysis 332, 333, 334; 426, 427--430, 430, 432, exhibitions) industry 
structural change 371 441, 442, 469, 470, 475 clustering 330 

industry analysis 309-310; International Certificate in 
Porter's five forces model Green Tourism, CU Green Japan 70, 450 
310-328, 311, 321, 322, 326 Choice Sustainable Tourism Jet Blue 123, 431, 433 

inflation 293, 503 Standard 335 jet fuel prices 509-510 
informal organizational international strategies Jet2 plc 59 

structure 537 4, 570-571, 599; Jin Jiang International Hotel 
Inkaterra, Peru 335 competitive advantage of Group 51, 154, 494 
innovation 104-105, 107, nations or regions 585, job enlargement/enrichment/ 

383-384; disruptive 585-587; globalization rotation/sharing 142; see also 
innovation 256, 711-712; of markets and industries human resources 
SMEs 513; strategies 573-580, 574-575; joint developments 426, 426, 
417, 418 internationalization and 427, 440-444, 441, 443, 

innovativeness globalization 572-573; 469,475,476 
(entrepreneurial market entry strategy 571, joint ventures 443-444, 444, 
orientation) 421 599--607, 605; models of 485, 602, 603, 606; SMEs 

inseparability of service 580--584, 582, 583, 584; 129-130 
products 6, 46, 46, 47, multi-domesticity 581, 
51-52, 553; SMEs 78; see 582; Porter's global generic Kenes Group 489--491 
also IHIP (intangibility, strategies 580, 582--584, knowledge management, 
heterogeneity, inseparability 583, 584; SMEs 607-610; and competitive advantage 
and perishability) of service Yip's globalization driver 111-112 
products framework 580, 584, 587, Korea: Busan International 

insolvency 211 587-598, 588; see also Film Festival 456-457 
intangibility of service internationalization Kotler's five levels of product 

products 6, 46, 47-49, internationalization 371, 396, features/benefits 
124, 553; see also IHIP 404, 519, 570, 571, 573; 248-249,485 
(intangibility, heterogeneity, events 597-598; models of KPls (key performance 
inseparability and 580-584, 582, 583, 584 indicators) 343-344 
perishability) of service internet, the 292, 371, 375, Kruger National Park, South 
products 382, 469, 661 Africa 238 

intangible (intellectual) investment appraisal 498-499; Kuala Lumpur, Malaysia 253 
resources 17, 92-93, 97, accounting rate of return 
98,529 499, 501; breakeven analysis Las Vegas, USA 321-322, 322 

integration, mergers and 499, 500--501, 501; cost­ lead countries 591-592 
acquisitions 433, 436, benefit analysis 504-506; leadership 4, 537-538, 546, 
437-439 DCF (discounted cash flow) 547; change leadership 

interdependence of THE methods 499, 501--502; and management, strategic 
service products 46, 55, impact analysis 506-507; implementation 519, 521, 
61--64, 63, 65, 73, 556 IRR (internal rate of 523, 538-551, 539, 541, 

intergeneration equity 495 return) 499, 502--503; NPV 544,545, 548, 549, 551; 
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leadership styles 548--549, Make Travel Matter 233-236; sociodemographic 
549; SMEs 565; see also Experience 623 232-233, 234; VALS 
management Makerspaces 710, 718 (values, attitudes and 

learning curves 593 Maldives, the 68--69 lifestyles) 235 
learning organization 111 management 546, 547; change market share 35, 122, 224, 
leasing 61, 180, 191, 216, 313, leadership and management, 254, 334; hotels, China 

469, 470, 470, 605, 710; see strategic implementation 493-494; see also BCG 
also asset-light strategies 519, 521, 523, 538-551, (Boston Consulting Group) 

Lego Group 377 539,541,544,545,548, matrix 
leisure travellers 252, 336 549,551; management market size 221, 239 
Lewin's 3-step model of styles 156, 548--549, 549, market structures 320, 321, 

change 539, 539-540 see also leadership 321; Porter's diamond 
licensing, international management consultants 550 framework 585, 585, 586 
602,603 management contracts 427, market subgroups 335-336; 

lifestyle market segmentation 443-444, 444, 463-466, see also market segmentation 
234-235 469,470,470,606;1HG marketing alliances 326 

limited liability companies, 683-684 Marketing Manchester 
share capital 183-184, managers, empowerment of PPP 459 
187, 187 142-143 marketing mix 227, 247, 247; 

liquidation 415 Manchester, UK 457-458 SMEs 269 
Live Nation 205-206, 210, Mandarin Oriental hotels 382 marketing regulations, 

508, 509 mapping, of strategy 559--560, compatibility of 594-595 
load factors 53, 54, 199, 294, 561,562 marketing research 228 
294, 500 market concentration, hotels markets and marketing 

loan capital 186-187, 187, 222-223,223 106, 186, 219-220, 
192, 193, 427 market entry strategy 571, 221, 308-309, 324, 

longitudinal analysis 194, 195, 599-607, 605 485; B2B (business-to­ 
196, 197, 199, 203 market growth rate 221, business) marketing 

low cost competition 371, 239; see also BCG (Boston 238-239; definitions of 
low-cost airlines 312, Consulting Group) matrix 223-228; globalization of 
328, 375, 378, 378, market homogenization 573-580, 574--575; joint 
379, 431, 452, 513, 583, 573--576, 574-575, 589 developments 442-443, 
647-648,661 market leadership, Inkaterra, 443; market attractiveness 

loyalty schemes 55--56, Peru 335 221-223, 223; SMEs 
446, 469; frequent flyer market research 336 268-270; STP (segmenting, 
programmes 56, 314, 382 market segmentation 220, targeting and positioning) 

Lufthansa 309, 431, 461, 227, 228--231, 230, marketing 220, 227--228; 
545-546 334, 336; ACORN (A strategic directions 

Luxury Retreats 715 Classification of Residential decisions 484-485; strategic 
Lyft 610 Neighborhoods) 237; B2B marketing 220-221 

(business-to-business) Marriott hotels 56, 222, 383, 
Macau, China, SWOT analysis marketing 238--239; 429, 434, 445-446, 460, 

353, 353-354 benefit 232, 237-238, 385; 471, 606, 711; product 
machine learning 591 business travellers 240-241; positioning 243-244; 
Machu Picchu, Peru 335 criteria for 231-232; focus resource analysis 97-98; 
macro segmentation, B2B strategy 384-385; geo­ Courtyard brand, 97, 98, 

(business-to-business) demographic 232, 236-237, 243-244, 429; Moxy brand, 
marketing 239 241; geographic 232, 233, 243-244, 429, 484, 711 

macro-environmental analysis 384-385; global 582, M&As see mergers and 
3, 278, 280-284, 283; SMEs 583; international 574; acquisitions 
301-302; STEEP analysis lifestyle 234-235; Porter's mass tourism 7, 69-71, 73 
278, 280, 282, 283, 284-301 generic strategy framework master franchises 462 

Madre de Dios, Peru 335 374; psychographic 232, mature markets 402, 485 
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McDonald's 403, 460, 462 multinational companies 572, Okavango Delta, Botswana 67 
McKinsey 550 573, 608, 610; multinational oligopoly 320, 321, 321 
measurability, target global customers 590 Olympic Games: Athens 352; 
marketing 240 Mumbai, India, terror attacks, London 49-50, 138; Tokyo 

measurement issues, human 2008 73 506-507 
resource audit 151 Muslim contexts, service Onefinestay 714 

meetings: Airbnb 715; see also quality in 146 Oneworld Alliance 448, 452, 
MICE (meetings, incentive MyTravel Group plc 439, 592, 646, 651, 653--654 
travel, conventions and 659,660 Onex 696 
exhibitions) industry open skies agreements 300 

megatrends 284, 285, 542; NAFTA (North American Free operational-level decisions 483 
Queensland, Australia 678 Trade Agreement) 594 opportunity cost 96, 505 

Melbourne, Australia 158 national responsiveness organic (internal) growth 426, 
mergers and acquisitions 583,583 426, 427-430, 430, 432, 

426, 426, 427, 430-433, natural environment, attitudes 441,442,469,470,475 
430-439, 435-436, towards 288, 295 organic reduction 472 
437, 441, 442, 469, 470; nearshoring 372, 578 organizational culture 120, 
international 602, 603, 606; networks 326, 346, 440; 154, 165, 529, 534; cultural 
strategic methods 426, 'networked' economy 127 typologies 164-169, 
426, 427, 430-439, 'new tourism' 71 166, 168; cultural web 
435-436, 437, 441, New Zealand 565 160, 160--163; Handy's 
442,469,470,485 niche markets 222, 374, culture types 164-165; 

Merlin Entertainments Group 395-396, 396, 475 Hofstede's cross-cultural 
377 Nielsen Expositions 696 differences 166-169, 168; 

Messe Frankfurt 428 no change strategy 414 human resources 155-169, 
me-too products 242, 252, noise pollution 297 166, 168; importance of 
253,513 non-core activities 120-122; 156--160; Miles and Snow's 

MICE (meetings, incentive non-core assets, disposal of culture types 165--166, 
travel, conventions and 473-474 166, 529--530; SMEs 565; 
exhibitions) industry: non-executive directors 40 strategic implementation 4, 
clustering 330, 695 non-price competition 320 519, 521, 523, 529- 530 

micro (near) environment 3, Northern Ireland 63 organizational knowledge 107 
279, 283-284, 307, see also not-for-profit organizations organizational performance, 
competitive environment 34-35 7-S model (Peters and 
analysis NPV (net present value) Waterman) 550-551, 551 

microsegmentation 229, 239 499, 502--503, 503, organizational structure 151; 
Milan, Italy 330 503--504, 504 complexity of 533-535; 
Millennials 244, 711 divisionalization methods 
Mintzberg's 5 Ps of strategy objectives 13, 16, 24, 34-35; 535-538, 536; 'height' of 

17-21 'CRIME' (Communicable, 531-532, 532; 'hybrid' 
mission/mission statements Realistic, Internally structures 535, 536; matrix 
26, 26-32 Consistent, Measurable, structures 534, 535-537, 

mobile-based marketing 241 Explicit) 34; hierarchy of 536; organizational 
'moments of truth' 26, 26; objective-setting culture 156, 534; strategic 

144-145, 145 process 25-29, 37, 37; implementation 4, 519, 521, 
monetary policy 292--293 open and closed 25-26, 26, 523, 530-538, 532, 533, 
monopoly 320, 321, 321; 33; stakeholder approach 533, 536; 'width' of 533, 
monopolistic competition 36-39, 37; stockholder 533, 533 
320-321, 321; monopolistic approach 35-36 organizations, resource-based 
power, market segments 229 occupancy rates 53, 54, 199, approach to competitive 

Mpumalanga, 322, 322 environment analysis 333, 333 
South Africa 238 OECD 284, 285 outsourcing 120-122, 571, 

multi-domesticity 581, 582 offshoring 372, 578 576-579, 584 
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overcapacity 325 
overcapitalization 191 
overtourism 70 
overtrading 191,414 
ownership of THE service 

products 46, 55-56, 554; 
SMEs 78 

P & 0 Ferries 309 
P2P (peer-to-peer) 

platforms 710 
packaged services 48-49, 237, 

656--657; intermediaries 
144, 144 

Pan Pacific Hotels 469 
paradigms 161, 163 
parallel processing 260 
Paris agreement on climate 

change 298 
partnerships 326, 430, 440; 

SMEs 270 
pause/proceed with caution 

strategy 414 
payback method, investment 

appraisal 499--500 
penetration pricing 250, 251 
perfect competition 320, 321, 321 
performance measurement 99 
perishabiliy of service 

products 6, 46, 47, 
52-54, 73, 124, 553; see 
also IHIP (intangibility, 
heterogeneity, inseparability 
and perishability) of service 
products 

personalization, and 
globalization 590-591 

PEST see STEEP (analysis 
PESTEL see STEEP analysis 
Philippines 65, 70-71, 

382-383 
Phuket, Thailand 65 
physical resources, planning 

528--529 
physical (tangible) resources 

17, 92, 97, 98 
piggyback distribution 

arrangements 602 
PIMS (Profit Impact of Market 

Strategy) 122, 123, 264 
pioneer companies 252 
planning horizons, decision 

making 24-25 

PLC (product life-cycle) 
250-254, 251, 251, 399, 
485, 594; critiques of 255; 
S-curve (technology life 
cycle analysis) 255-258, 
257; TALC (tourism area life 
cycle) 254-255 

Plymouth, UK 457 
Porter's diamond framework 
585,585-587 

Porter's five forces model of 
industry analysis 310-312, 
311; business rivalry 310, 
311, 320-325, 321, 322, 
328; limitations of 325-328; 
new entrants 310, 311, 
312-316,327;powerof 
buyers/customers 310, 311, 
317-318, 328; substitute 
products 310, 311, 316-317, 
328; summary of 325, 326; 
suppliers' power 310, 311, 
318-320,328 

Porter's generic strategy 
framework 369, 373, 
373-374, 374, 392, 393, 
393; cost leadership strategy 
373, 373, 374, 374-380, 
378, 385, 386, 387, 388, 
393, 395; critical evaluation 
of 385-388; differentiation 
strategy 373, 373, 374, 
374, 380-384, 385, 386, 
387,388,392,395; focus 
strategy 373, 373, 374, 
384-385, 385, 395-396, 
396; global strategies 580, 
582-584, 583, 584; and 
SMEs 395 

position statements 355 
positioning 220, 227; 

competitive positioning 
school of competitive 
advantage 89, 90, 369, 
439,440 

power: power distance 156, 
161, 168; 

PPPs (public-private 
partnerships) 95, 121, 371, 
427, 441, 443-444, 444, 
454-460, 505, 694 

Premier Inn 331, 402--403, 403 
premium pricing 380 

prescriptive (deliberate) 
strategy 19, 486, 511, 628 

presentation styles, strategic 
management 630, 630, 
631, 631-632, 632--633, 
633-635 

price 94, 241, 247, 247, 
250, 316, 387; demand 
management 54, 96; 
penetration pricing 250, 251 

price competition 320 
price: elasticity of demand 

250, 252, 379-380, 383; 
inelasticity of demand 259; 
sensitivity 336; pricing 
power 35, 57 

privatization 300, 371, 595, 649 
proactiveness (entrepreneurial 

orientation) 421 
product markets, resource-based 

approach to competitive 
environment analysis 332, 
333,333,334-336 

product portfolio 262, 399; 
BCG (Boston Consulting 
Group) matrix 262-267, 
263, 264, 266; composite 
portfolio models 267, 
267-268 

product positioning 220, 227, 
241-245, 242, 245-246, 
247,247 

productivity 293 
products 87, 219-220, 

247, 247, 366, 375, 377, 
380,485;continuous 
improvement and 
competence building 107; 
definition and typology of 
248-249; Kotler's five levels 
of product features/benefits 
248-249, 485; new product 
development 258-261; 
product-based definitions 
of markets 224-225; 
SMEs 268-270; strategic 
directions decisions 
484-485; substitute 
products 252, 310, 311, 
316-317, 318,327 

profit and loss (P&L) 
statements 181, 182, 183, 
198, 203 
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profits 186, 203, 427; profit replacement effect 513 cash flow) methods 499, 
strategy 414 resource audits 525-526, 527 501-502; financial tools 

promotion 48, 96, 247, 247, resource markets 92, 309, 498-504, 501, 503, 504; 
257, 257, differentiation 319,524; resource-based impact analysis 506-507; 
382-383;SMEs269 approach to competitive investment appraisal 

protected markets 583, 583 environment analysis 332, 498-499; IRR (internal 
public sector organizations 91, 333, 333, 336-337 rate of return) 499, 501, 

95, 372, 572 resource substitution 148 502-503; non-financial tools 
'pulsating' organization resource-based approach to 504--507; NPV (net present 

concept 138--139 competitive environment value) 499, 501, 502--503, 
analysis 332-338, 333 503, 503-504, 504; payback 

Qantas 189, 190, 190, 452, resource/competence school method 499-500; strategic 
579 of competitive advantage 89, evaluation 496, 497--507 

Qatar Airways 253, 647 90-91 revenue: management 
quality 241, 336; see also resources 92-99, 113, systems 292; 'revenue 
service quality 186; bargaining power sharing' management 

Queensland, Australia 245, of suppliers 318-320; agreements 466 
245-246; case study competences and core reverse segmentation, B2B 
668--680 competences 100, 101, 103, (business-to-business) 

103, 439; development marketing 239 
RACES evaluation criteria 486 and control of 528-529; rights issue capital 184--186, 185 
Radisson Hotels 51, 453--454, financial 17, 92, 97, 98, 524; risk 76, 507-508, 509, 650; risk 
460,606 intellectual (intangible) assessment, value co-creation 

RATER (Responsiveness, 17, 524; leveraging of 394, 128; risk premium 503; 
Assurance, Tangibles, 395; matching with strategy risk taking (entrepreneurial 
Empathy, Reliability) 525-526, 527; physical orientation) 421scenario 
dimensions of service 14 7 (tangible) 17, 92, 97, 98, planning and sensitivity 

ratio analysis 194, 199-203, 200 524; resource analysis 87, analysis 509--511; SMEs 421; 
RBV (resource-based view) 97-99; sourcing efficiencies strategic directions 419--420; 

90-91, 101, 108, 109, 389 593; standardization of 377; strategic evaluation 496, 
R&D (research and strategic implementation 507-511, 509 

development) 256-257, 4, 519, 521, 523-529, Ritz Hotel 338 
257, 594 527; strategy 16, 17; Ritz-Carlton 143 

'realized' strategy 486 sustainability 622; SWOT Riu family holiday properties 
reconstruction, and change analysis 352-353; see also 474 

545, 545 human resources robotics 148--149, 290 
recruitment and selection 140, responsible travel 69 ROCE (return on capital 

142, 150, 151 Responsiveness (RATER employed) 34, 199, 200 
Reed Exhibitions see RX dimensions of service) 14 7 Rome, Italy 330 

Exhibitions restaurants 74, 180, 230, Royal Caribbean cruise line 
referral networks 467, 469 248, 403, 460, 461, 574; 380 
regional tourist organizations Tree Alliance (Training RPK (revenue passenger 

(RTOs), Queensland, Restaurants for Employment kilometres) 294 
Australia 669, 672 and Entrepreneurship) 623 RTOs (regional tourist 

regulation 94, 298, 299-300, retained profit 186 organizations), Queensland, 
315-316, 324 retrenchment 415-417, 417, Australia 669, 672 

Relais et Chateaux 129, 467 418, 419, 472-474 rugby sevens 597-598 
relationship marketing 57 returns 34, 192, 497-498; RX Exhibitions 432, 697--706 
Reliability (RATER accounting rate of return Ryanair 77, 328, 497, 540-541 
dimensions of service) 14 7 499, 501; breakeven 

RELX Group 697 analysis 499, 500-501, Sabre 291, 581 
Reno-Taho territory, Nevada, 501; cost-benefit analysis safety 299, 595 

USA 158 504-506; DCF (discounted Saga Holidays 225, 233, 412 
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Sales: agents, local 602; 
functions, SMEs 269 

Salzburg Festival 352 
satisficing 421 
SBUs (strategic business 

units) 33, 311, 312, 366, 
369, 372, 399; competitive 
strength, GE-McKinsey 
matrix 267, 267-268; 
SMEs 395 

Scandic Hotels 296 
scanning stage, STEEP 

analysis 286 
SCARE evaluation criteria 486 
SCEPTICAL (Social, Cultural, 

Economic, Physical, 
Technical, International, 
Communications 
and Infrastructure, 
Administrative and Legal 
and Political factors) 
analysis 284 

screening 489-491, 491, 507 
S-curve (technology life cycle 

analysis) 255-258, 257 
SDGs (Sustainable 

Development Goals) 620 
seasonality 95, 191, 682; cash 

management 210, 211-212; 
of THE service products 46, 
55, 57-59, 58, 555 

sell out strategies 415 
Seoul, South Korea 158, 595 
separable services 46 
service delivery 25; guest- 

employee encounter 
management 143-145, 144, 
145; 'moments of truth' 
144-145, 145 

service orientation 130 
service product characteristics 

6, 45-54, 46, 553; see also 
THE (tourism, hospitality 
and events)-specific product 
characteristics 

service profit chain 122--124, 
124, 557 

service quality 146, 382; 
guest-employee encounter 
management 143-145, 
144, 145; human resources 
145--149, 146 

service value 123 

service-dominant (S-D) logic 
124-126, 126, 127-128 

services 45, 146, 366 
services marketing mix 247, 
247; SMEs 269 

SERVQUAL model of service 
quality 122, 147 

SFA (suitability, feasibility, 
acceptability) framework 486 

Shanghai, China 325 
share capital 183-184, 187, 

187, 192, 193, 200, 427; EPS 
(earnings per share) 202 

shareholders: disposals 
473-474; dividends 183, 
184; return on ordinary 
shareholders' funds 200; 
share capital 183-184, 187, 
187; sustainability strategy 
618, 619 

sharing economy, the 128, 
710-711 

shipping 313, 595, 621-622; 
see also cruising 

Singapore 253 
Singapore Airlines 253, 

386-387 
'single markets' 594 
skills audit see human resource 
audit 

Skyscanner 609, 610 
SkyTeam Alliance 448, 452, 

489, 592, 646, 653--654 
SkyWestinc.465-466 
Slovenia 595 
Small Luxury Hotels of the 
World 129, 467 

'smart' THE 289-290 
SMEs 10, 77-79, 623; 4Ps 

(Product, Promotion, Price, 
Place) 269; barriers to entry 
61, 77-78; collaborations 
and joint ventures 129--130, 
475; competitive advantage 
128-130; competitive 
environment analysis 
344--346, 345; competitive 
strategy 394--396, 396; 
competitors 344-345; 
complexity 565; consortia 
270; control 301-302; 
CSFs (critical success 
factors) 344; 'degrees of 

turbulence' model 302; 
events management 41; 
external analysis 301-302; 
external shocks 420; finance 
216-217; focus strategy 
384; franchising 475-476; 
global strategies 607-610; 
heterogeneity characteristic 
of service products 78; 
hospitality 623; human 
resources 169-170; 
impact characteristic of 
THE service products 
78; innovation 513; 
inseparability characteristic 
of service products 78; 
international strategies 
607-610; joint ventures 
129-130; leadership 
565; lifestyle motives of 
business owners 475, 565; 
markets and marketing 
268-270; organizational 
culture 565; partnerships 
270; promotion 269; 
resource limitations 302; 
risk-averse strategies 
421; sales functions 269; 
SBUs (strategic business 
units) 395; service 
product characteristics 78; 
services marketing mix 
269; strategic alliances 
270; strategic directions 
420-421; strategic 
evaluation 512-513; 
strategic group analysis 
345, 345-356; strategic 
implementation 564-565; 
strategic management 
40-41; strategic methods 
475-476; supply chain 
issues 63; sustainability 
strategy 623-624; SWOT 
analysis 359--361, 360; THE 
(tourism, hospitality and 
events)-specific product 
characteristics 78 

social media marketing 270 
soft: capabilities 471, 472; 
'soft services' 47, 55, 124 

Sorrel Hospitality 462-463 
South Korea 330 
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Southwest Airlines 158-160, STEP analysis 278, 280, strategic drift 542-543 
309, 328, 377, 378, 379, 284; see also STEEP strategic evaluation 366, 
431, 497 (sociodemographic, 482-483; acceptability 

Spain 34, 96, 169, 221, 252, technological, economic, 486, 487, 487, 496, 507, 
254, 314, 318, 319, 458, environmental and political) emergent strategies 
586, 605, 701; hotels analysis 511-512; evaluation 
302, 380, 605, 622-623, step change 544 criteria 486-487, 487, 487; 
623-624 stockholder approach to feasibility 486, 487, 487, 

Spirit Airlines 433 objective-setting 35-36 491-494, 507; identifying 
'spirit of service' 145 strategc alliances 326, options 483-486; process 
sporting events 230, 352; 427, 440, 443, 444, 487; returns 496, 497-507; 

Dragon Boat Festival, Hong 444-446, 470, 485; risk 496, 507-511, 509; 
Kong 313-314, 575; rugby airline industry 184-185, screening 489--491, 491, 
sevens 597-598 328, 445, 447-449, 449, 507; SMEs 512-513; 

SRI International 235 450, 451-452, 489, 592, stakeholder reaction 
Sri Lanka, Indian Ocean 646-655; difficulties in 496-497; suitability 486, 
tsunami, 2004 76 450-452; international 602, 487, 487, 488--491, 507; 

stability (perseverance) 603, 606; motivations for sustainability 486, 487, 487, 
strategies 414, 417, 449-450; partner selection 495-496 
417, 419 452-454; THE sector strategic group analysis 

staff turnover 140, 199 446-448; SMEs 270 308-309, 338-339; hotels 
stakeholders 29, 38, 39-40; strategic analysis 2, 3, 87, 88, 345, 345--346 

Australian Council of 178, 522, 524, 524 strategic groups, competitive 
National Trusts 38-39; strategic business units advantage 106 
climate change and (SBUs) see SBUs (strategic strategic implementation 
sustainable tourism 69; business units) 2, 4-5, 87, 88, 518--519, 
interest and power 36-37; strategic choice/selection 2, 4, 520-523; BSC (balanced 
internal and external 37; 87, 88, 365, 366, 368, 483, scorecard) 521, 523, 
mapping of 37, 37-38; 484,505,523,524,524 557-561, 560,561,562, 
objective-setting 36-39, strategic congruence, mission 563, 563-564; change 
37; strategic evaluation statements 29 leadership and management 
496-497 strategic decisions 483, 484 519,521,523, 538-551, 

Star Alliance 184--185, 448, strategic development 539, 541, 544, 545, 548, 
452,489,592,646,647, 178-179, 188,189,192; 549,551; communication, 
653-654 'hybrid' method of 441-442 coordination and 

Starwood Worldwide Inc 434 strategic directions 366, 367, measurement 519, 521, 523, 
STEEP (sociodemographic, 368, 370, 394, 399-400, 557-561, 560, 561, 562, 
technological, economic, 482, 483; COVID-19 563, 563-564; THE contexts 
environmental and crisis response strategies 551-552, 552, 553--556; 
political) analysis 278, 416, 417, 417-418, 418; organizational culture and 
280, 282, 283, 284-286, growth strategies 399, 400, structure 4, 519, 521, 523, 
301, 488; economic factors 400-414, 403, 408, 410, 529-538, 532, 533, 533, 
3, 278, 280, 292-295; 412, 419, 484; product 536; resources 519, 521, 
environmental factors 278, and market decisions 523-529, 527; service 
280, 295-298; political, 484-485; retrenchment product characteristics 
governmental, legal and strategies 399, 415-417, 553-554; SMEs 564-565 
regulatory factors 299-300, 417, 418, 419, 484; risk strategic management 
300; sociodemographic and balance 401, 419-420; 626--628; approaches 
factors 3, 278, 280, risk-averse strategies 421; to study of 628-629; 
287-288; stages in 286; SMEs 420-421; stability cooperative networks 
technological factors (perseverance) strategies 466-469, 467; definition 
289-292; what to analyse 399, 414, 417, 417, 418, 15; in practice 518-519; 
286-287 419, 484 presentation factors 629, 
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629; presentation styles 16-17; financial sources, sustainable competitive 
630, 630, 631, 631-632, strategic significance advantage 91-92, 107-108, 
632-633, 633-635; of 188-191, 189, 190; 109, 390-392, 392, 619 
relational approach 439-440 levels of 365, 365--366; sustainable development 

strategic marketing 220-221 mapping of 559-560, 561, 295,620 
strategic methods 366, 367, 562; Mintzberg's 5 Ps of sustainable tourism 38, 

368, 370, 394, 425--427, 17-21; objectives 25--34; 67-68, 93, 285, 297, 
426, 482, 483; 'buy, ally or operational level 365, 365, 352,617,618; AITO 
DIY [do it yourself]' matrix 366; practice of 16-21; see (Association of Independent 
470-472, 471; comparison also competitive strategy Tour Operators) guidelines 
between 469--472, 470, strategy clock framework 388, 78-79; Grootbos, South 
4 71; cooperative networks 389 Africa 71-72; Peru 335 
443-444, 444; decisions strategy formulation 3 70, Sweden 542-543 
485-486; franchising 370-372 switching costs, between 
427, 443-444, 444, strategy process 2, 2, 4-5, 355; suppliers 319 
460-463, 463, 469, see also strategic analysis SWOT analysis 3, 87, 278, 
470, 470, 475-476, 485; structure (cultural web) 279, 351-352, 488; common 
joint development 426, 161, 163 errors 357; THE contexts 
426, 427, 440-444, 441, stuck in the middle (Porter's 352-354,353-354;GE- 
443, 469, 475, 476; joint generic strategy framework) McK.insey matrix 268; 
ventures 443-444, 444, 373,386 general principles 354--356; 
485; management contracts substitute products: Porter's implementation 356, 
427, 443-444, 444, five forces model of industry 356-358, 358-359; SMEs 
463-466, 469, 470, 470; analysis 310, 311, 316-317, 359-361,360 
mergers and acquisitions 318, 327; price elasticity of symbols (cultural web) 161, 162 
426, 426, 427, 430-439, demand 252 synergy 408, 434-435 
435-436, 437, 441, 442, 'success factors' concept 342; 
469, 470, 485; organic see also CSF (critical success tactical: alliances 445; 
(internal) growth 426, factor) objectives 24, 33 
426, 427-430, 430, 432, Sun Air 461 Taiwan 339 
441,442,469,470,475, sunk cost effect 513 takeovers 430, 433; see also 
485; PPPs (public-private Sunvil 115, 118, 384-385 mergers and acquisitions 
partnerships) 427, 441, suppliers 222,239,318,326; TALC (tourism area life cycle) 
443-444, 444, 454-460; power of, Porter's five forces 254-255 
relational approach 425, model of industry analysis tangible (physical) resources 
439-440; retrenchment 310, 311, 318-320, 328 17,92,97,98 
472-474; SMEs 475-476; supply: 54, 57, 96, 118, 221; Tangibles (RATER dimensions 
strategic alliances 427, 432, supply chains 62-65, 580, 593 of service) 14 7 
443, 444, 444-454, 449, sustainability 519, 685; targeting/target marketing 
470,476 corporate governance 220, 227, 228, 239--241 

strategic: objectives 179, 40; globalization 575; Task Rabbit 710 
453; see also objectives; stakeholders 39; strategic TBL (triple bottom line) 
options 364-367, 365, 367, evaluation 486, 487, 495-496, 618-619 
483-486; process 87, 88 487, 495-496; strategic technical standards, 

strategic selection see strategic implementation and compatibility of 594--595 
choice/selection management 4-5; supply technology 156, 285; 

strategy 13-14, 44, 186; chains 62-63 differentiation 380--381; 
business level 365, 365, sustainability strategy disintermecliation 371; 
366-367, 367; corporate 616--617; business globalization 576, 591, 594; 
level 365, 365-366, sustainability 617-619, human resources 148--149, 
367; decision making 620; competitive advantage 170; intermediaries 
levels 21-25; definitions 619, 620; principal issues 275-276; S-curve 
14-16; elements of 620-623; SMEs 623-624 (technology life cycle 
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analysis) 255-258, 257; 657--658; UK 78, 129, Travel Corporation, The (ITC) 
see also ICT (information 204-205, 207, 212, 225, 622-623 
and communications 233, 412, 657-658 Travel Counsellors 180-181 
technology) tourism 7, 124, 125, 220, travel, difference from tourism 

telecommunications standards 233, 302, 343, 456, 513, 577-578 
595 578; difference from travel events: RX Exhibitions 

TEQ (Tourism and Events travel 577-578; FDI 700-701; see also MICE 
Queensland) 245, 245-246, (foreign direct investment) (meetings, incentive 
668--680 595-596; globalization travel, conventions and 

Texas, USA 712 572, 575, 581; human exhibitions) industry 
Thailand 70, 76 resources 137--138, 139; travel: intermediaries, 
THE (tourism, hospitality and impacts of 65-73, 66; franchising 461; organisers 

events) 9, 41, 61, 63; joint loyalty schemes 55--56; 62, 63, 444, 444 
development 443-444, 444; market segmentation 71, Travel Solutions International 
operational level 6--7, 9-10; 228; seasonality of demand (TSI) 589 
strategic alliances 446-448; 57-59, 58; 'smart' 289--290; Travelodge 402 
strategy 6-10, 44; see also strategic drift 542; supply Treaty of Rome, 1957 438 
events; hospitality; tourism chain 63-65; SWOT Tree Alliance (Training 

THE (tourism, hospitality and analysis 359, 360; value Restaurants for Employment 
events)-specific product co-creation 124; see also and Entrepreneurship) 623 
characteristics 46, 55-77, THE (tourism, hospitality trend analysis see longitudinal 
58, 63, 65, 66, 555-556; and events) analysis 
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