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Travel far, experience closeness?
Of geographical and other distances

Felix Kolbeck
Why wander into the distance, when
the good is so close?

T

he term distance is both important and attractive in tourism.
First, because the definition of distance sets it against its antonym
‘closeness’. Second, because the general term distance has many meanings1: On the one hand, it stands for
pure geographical distance (space) or
has a time-related meaning. On the
other hand, distance can be described
from a psychological point of view (in
a sense of categorising an opinion or
feeling).
1	“Distance” according to the German „Duden“:
1. Physical distance, large space between A and
B, distant territory; distant, unknown land, area;
the unknown. 2. Distant past, distant future.
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As such, distance is at the same time
a concept which can be quantified in
terms of space and time and, in part,
a construct in the field of psychology
and sociology which is either impossible or difficult to quantify.
In a touristic interpretation, the
term distance is mainly used in its
measurable geographic form and
thus mostly as a product- or destination-specific attribute: Long-distance
trip, distant countries, long-distance
flight etc.
The difficult to measure construct ‘closeness – distance’ can, however, be found in many idioms
(“Nothing could be further from my
thoughts”, “he is close to me”…). It can
be assumed that the desire for closeness is behind some long-distance
trips, e.g. when visiting relatives in
Australia, a trip to see the polar lights
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or a self-discovery journey to India.
Every trip, and hence the pure covering of a distance, always means two
things – being self-aware of one’s
starting point and creating a new
closeness (to one`s destination). Without closeness no distance.
The following text shall try to ‘get
closer to’ the concept and construct of
distance from a touristic point of
view.

1. The faraway as large
geographical distance
People have always tried to “measure”
physical distance. In ancient times, at
first through the description of sea
routes and specific sailing instructions, with information concerning
harbours, water depths etc. Much later, cartography was used to visually
represent distance for those who

“Step by step from
far to near.
Gina Bolle
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stayed either at, or close to, home.
Great voyages of discovery (by order
of the rulers) were also always undertaken with the aim of occupying land,
protecting and exploiting it, or using
it for commercial purposes. In that
sense, it was business travel in its
early modern form.
To measure or judge a geographical distance, one of course first needs
two spatial reference points (A and B).
For simplification, it is assumed that
A is the starting point (“base”) of a certain perspective or cultural image. B
is a destination, either of a real trip or
a mere image. A can be occupied by a
cartographer or a user of the map, e.g.
a traveller. For the person reading the
map it is crucial that he gets from it
all the information he needs when
travelling to B, including the ways to
get there. The cartographer thus has
a great responsibility and at the same
time a great opportunity to exert influence by adding, emphasising or
omitting certain information.
It was never only about providing
the reader of the map with basic facts,
but also conveying certain images. In

this context, let us have a look at the
only ancient series of maps we know
of: The famous “Tabula Peutingeriana”, a medieval transcription of a settlement and road map in the late ancient “Imperium Romanum”. One notices already a certain subjectivity in
depicting the ca. 500 towns (= reference point B, see above) and their connecting distances.
Besides administration, this series of maps was “…mainly intended
for travellers, which is why cartographic accuracy was never the aim
in the first place.”2 Although some basic knowledge of mathematics, astronomy and spatial presentation
methods already existed, the “Tabula
Peutingeriana” is limited to a partly
arbitrary consideration and classifi
cation of urban centres. This was
achieved by using symbols (“vignettes”) such as towers, battlements
and enclosing walls as well as the distances between them. The map also
shows basic symbols for storehouses
(corn, horses …), bathing possibilities
2 Lehmann 2015, p. 45.

and pubs. Many of these registered
places have still not been localised,
whereas the representation of others
on the map strongly differs from today’s state of science as well as from
the ancient perspective of the world.3
It is a picture which is intended to pin
down the reader’s special interest.
Pinterest on parchment so to speak,
because it was the only notice board
the ancient world had.
In medieval Europe, Jerusalem replaced Rome as the cartographic “centre of the world”. From then on the
main aim was to convey the Christian
world view by showing the familiar or
populated and agricultural parts of
the world, the so-called ecumenism4,
on many maps.
It was not until the 18th century
that modern maps could actually be
used for navigation because of their
accurate and objective presentation
of geographic conditions.
3 Ancient Athens e.g. is just shown as one town
amongst others and the imperial palaces of Cologne and Trier are also displayed very “reduced”
with simple twin towers as marking.
4 Keyword ecumenism, in: Lexikon der Geographie
(engl. Dictionary of Geography).

Deutsche Fassung
in der App verfügbar

An extract from the
“Tabula Peutingeriana” shows: In Medieval times all
roads led to Rome.
The History
Collection/Alamy
Stock Foto
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The knowledge of distance and the
ways to get there was henceforth both
science and treasure, which was artfully manifested and presented in
splendid globes and atlases. And it
meant the power to conquer, build
colonial empires as well as build up
and run strategic bastions for trading
and military purposes. Globalisation
in its early form.

2. D
 istance in the tourist economy
Tourism management, the economic
perspective on tourism, combines
the physical distance with the actual
execution of the long-distance trip
which has to be produced and mar
keted.

2.1Supply: Distance as production
programme
For mobility providers such as airlines, railway or shipping companies,
the geographical distance is of utmost importance when it comes to
planning and cost estimating. In comparison to short and middle distances, flying includes many more booking classes, the load on the aircraft is
a different one (fewer starts and landings) and personnel deployment
planning is complex (rest periods, rotation planning).

From a production point of view, distance is that aspect of the travel product which needs to be overcome. For
the demander, or tourist, the distant
destination is the goal he is eager to
reach no matter how far he must travel. Reducing the distance brings the
traveller closer to the destination.
Although geographical distances
on earth are per se given, overcoming
them has, due to technical developments, become easier and cheaper in
the past few centuries. The market for
long-distance trips has grown on both
sides. On the supply side, the number
of destinations has grown continuously, on the demand side, the number of people who can afford long-distance trips has increased. The type of
destinations and the travel direction
have also changed: In the past few
decades, exotic dream destinations
were followed by primary producing
countries and emerging markets like
the United Arab Emirates, while at the
same time destinations in “the old
world” of Europe have become more
popular with tourists from source
markets like China and India.
As a whole, the tourism economy
has as a result become globalised to a
very great extent. The economic
structures of long-distance tourism

Holiday paradise
Maldives – but how
much longer?
Jag_cz/stock.
adobe.com

are largely shaped by companies.5 Additionally, many touristic long-haul
destinations can be found in countries with autocratic political and social structures, which are characterised by corruption and clan economy.
Both lead to a very uneven distribution of income and wealth effects
from tourism.
It is because of these developments that the negative external effects of long-distance trips have
strongly increased. Although many
people are well aware of increasing
climate change, the waste of fossil resources and the stress on indigenous
cultures, they are unwilling to change
their behaviour when it comes to
long-distance trips. A small-scale example of this whole large-scale absurdity are the Maldives.6 The small
island state with its more than 1,000
islands is situated in the Indian Ocean
and is a popular destination with
newly-weds on honeymoon and divers. At the same time, it has become
a symbol of the threat posed by rising
sea levels as it is only about one metre
above sea level. While climate change
is threatening the island, the garbage
island of the atoll (Thilafushi) is growing one square metre per day. The
capital Malé is the world’s most
densely populated city. Although the
government has often, through spectacular projects, drawn attention to
the threat posed by climate change to
their state, they want to increase the
number of tourists from 1.7 million
(2017) to 6–7 million per year. Are
they staging their own demise as a
large, schizophrenic party?
This very symbolic example cannot however hide the fact that
long-distance trips are viewed, made
and assessed in quite different ways.
Many long-distance trips cross borders and therefore count as international tourism.7 In Australia for example one must actually board a plane
to leave one’s own country. People
love flying from there to Thailand for
the weekend to go shopping, buy tailor-made suits, etc. It is the combination of extremely low fares and cheap
handmade articles that makes such
5 Cf. Friedl 2002, p. 99-112.
6 Cf. here and in the following Gutke 2018.
7 Cf. Steinecke 2014, p. 21.

10

Ausgabe 01|2019 Tourismus Management Passport

Ferne

long-distance trips appear economically viable in comparison to buying
suits tailored in Sydney or Perth. Central Europeans on the other hand love
to escape winter and head towards
summer in the southern hemisphere,
for psychological rather than economic reasons however.
Although there are obviously different motives behind such divergent
long-distance travel behaviour, there
seem to be some similarities in terms
of the characteristics of long-distance
trips and the travellers themselves.

2.2 D
 emand: Distance as stimulus
and condition
Among the possibilities for categorising touristic services demand, physical distance is only one of many; it
belongs to the sub-category which describes the travel behaviour of tour
ists.8 Thus, physical distance is initially not a central travel motive or trigger to which suppliers of touristic services align their products. The latter
include in particular:
•• City tours
•• Recreation/seaside tourism
•• Adventure tourism
•• Event tourism
•• Trips to relatives
•• Health tourism (wellness, prevention, rehab, treatment…)
The destination of all these and other
forms of travelling may be geographically close or “faraway”. Geographical
distance is thus often only the secondary criterion. For the leisure trav
eller it however becomes a primary
destination and booking criterion if
the geographical component is necessary for the fulfilment of one of the
trip’s primary requirements:
•• Climate/weather: warm in winter,
cool in summer (summer freshness), wind for sailing
•• Physical conditions like height
(climbing, hiking) or water (water
sports)
•• Presence of a certain attractor (natural phenomenon, world heritage
site, city, culture, event).
Also, business travellers are often
long-distance travellers. Of course,
travel motivation here often is more
of a travel obligation, but not only.
8 Cf. Schmude/Namberger 2010, p. 62.

Here, the geographical destinations
are determined by the locations of
one’s own company or those of one’s
business partners.
Although “travels broaden the
mind” – most long-distance trips are
strictly speaking not necessary. They
do not serve to fulfil basic needs but
are distraction, inspiration and leisure activity. People from economically well-developed regions claim a
“right to long-distance trips” for
themselves, which is fully decoupled
from the responsibility for the external effects of these trips. Local and
mostly necessary job and private mobility are passionately questioned
and criticised, even in cities where the
air quality has continuously become
better and better during the past decades. How come long-distance trips
escape such criticism?
Here, the sociological view on
tourism adopted below helps.

3. Distance from a touristic-sociological point of view
Sociology allows deeper consideration of the above-mentioned psychological meaning and understanding of
distance. This also applies to the sociological view on tourism: Tourism
in a sociological sense is among other
things “(…) social behaviour whose
subjective meaning includes the ex-

Malé, capital of the
Maldives, is the
most densely populated city in the
world.
Kalyakan/stock.
adobe.com

perience of differences.”9 The tourist
breaks with everyday life and seeks illusory and counter-worlds. At the
same time, and this is crucial here,
the tourist uses the trip to stagemanage a part of his identity. Especially the long-distance trip is an identity-defining project – the traveller
may be geographically far away from
home but wants to get close to himself. In alien environments the longdistance traveller tends even more so
to behave habitually and communicates this accordingly. As such, tour
ism becomes a part of the story that
people tell about themselves via various media.
Self-portraits of long-distance
travellers are as multi-layered as they
are meaningful. There have been and
still are desperate, over-staged picture shows: previously as slide show
evenings, today via Instagram, Snapchat etc. From a sociological and psychological point of view one can easi
ly compare the old forms with the
new ones, they are uniform rituals for
describing illusory individuality and
lifestyle. Many deliberately decide
not to be standard: Backpackers for
example see themselves not as tourists but as a “higher travel species” of
global travellers.10 Because of their
9 Heuwinkel 2019, p. 206.
10 Cf. Binder 2005, p. 112-118.
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great numbers and often also ritualised behaviour, they are in the end,
however, tourists like all the others:
The “I” is paramount. From a socio
logical point of view, international
business travellers, however, can be
characterised as business nomads.
Many of them see themselves as inter-cultural cosmopolitans with
flight-mile status and a lifestyle taking in business lounges, dress codes
and business dinners.
Of course not all long-distance
trips are ego trips. They also promote
international understanding, exchange, reflection and many other
aims. One must however see this in
the context of current social developments which are mostly about living
out individual interests, sensitivities
and power11 than conveying socially
supportive values.
What is today becoming manifest
on the micro-level of individual
long-distance trip behaviour could, in
part, be observed on the macro-level
150 years ago: man’s pursuit – no matter where he is – of his own self. As an
example, the major European powers
in their colonial empires at the end of
the 19th century replicated their
home countries in the colonies
through architecture, rituals and the
names they gave to places. Travelling
to distant destinations today also has
11 Concerning the meaning of power in tourism
compare Heuwinkel 2019, p. 129-134.

some neo-colonial characteristics. Billions of tourists act out their lifestyles, use the resources in the destination country and thus create a part
of their own identity. Of course, they
also pay for it – whether they pay
enough, however, is a different question.

Closeness in the
distance: German
colonial architecture in Swakopmund, Namibia.
Felix Kolbeck
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Climate protection and long-distance trips
A conflict impossible to resolve?
Thomas Bausch, Andreas Humpe

Wanderlust – beautiful and cheap
Anyone reading through the bargains
offered by airlines and tour operators
in December 2018 and January 2019 is
astonished at the prices: fly Lufthansa
to Los Angeles for € 320 or to New
York for € 317, a trip with Condor to
the Canary Islands for € 29 or to Vancouver for € 299. TUI offers flights “at
half price” from € 29 to Mallorca or
from € 325 to Bangkok. Air travel has
never been cheaper. Cruise lines also
promote bargains, for example AIDA
a week to the Canaries and Madeira
from € 429 on its new flagship
AIDAnova, or Thailand, Malaysia and
Singapore on the AIDAbella from
€ 929 including full board and flight.
At the same time cruise passengers
on the AIDAnova have a good conscience when they hear that thanks to
using LNG (liquefied natural gas) as
fuel the cruise is well on the way to
being an emission-free one. These examples are reasoning the authors to
take a closer look at the emissions
caused by journeys out and back to
long-haul destinations.

24

Air traffic contributes significantly
to the greenhouse effect

2020. In a second stage the target is to
reduce emissions by 2050 to half the
level of the year 2005.3 This obligation
is however based on the voluntariness of the member countries and
has therefore been described by environmental organizations as not very
ambitious. The fact alone that emissions are allowed to increase up until
2020 does not paint a very reliable
picture of the industry’s willingness
to take its responsibility.

The percentage of CO 2 emissions
caused by air traffic for all types of
carbon emissions is estimated to be
2.5 % to 3 %.1 Assessments of the effects of the total emissions caused by
air traffic however vary. Whereas the
aviation industry constantly emphasises that there is no scientific evidence that their emissions have a different effect than those caused by
other means of transport, scientists
point out that air traffic emissions
such as nitrogen oxide, water vapour,
fine dust, condensation trails and
changes in cirrus clouds cause an additional warming effect. These scientists assume that the actual contribution to global warming is at least
twice as high.2 Nevertheless the aviation industry agrees that it too has an
obligation to help meet the climate
targets laid down in the Paris and Kattowitz agreements. In October 2016, a
total of 191 countries signed up to an
UN agreement aimed at reducing, by
the year 2035, carbon emissions
caused by air traffic to the level of

Singapore – one of
the most visited cities in the world.

1	Cf. Klimaschutz-Portal.
2	Cf. Sullivan 2018.

anekoho/adobe.
stock.com
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Few long-distance trips – a lot of
greenhouse gas
What are current trends on the demand side? A detailed analysis of the
holiday trips made by Germans allows statements, at least valid for Germany. Looking at the number of longhaul trips as a percentage of all the
holiday trips made by German holidaymakers, the initial picture does
not seem to be a problem. Only 9.5 %
of all holiday trips by Germans were
long-haul trips, meaning trips of
more than 6,000 kilometres to the
destination. This corresponds to 6.6
million holiday trips in travel year
3	Cf. Milman 2016.
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2017 (own analysis based on data of
the German Reiseanalyse 2018).
The volumes quoted do not however reflect the CO2 equivalents of the
greenhouse gases caused by the emissions from the holiday journeys out
and back. Based on the average CO2
equivalents of the emissions caused
by different means of transport4 and
estimated distance to the destination,
taking Frankfurt as starting and reference point for all holiday trips, the
CO2 equivalents for the holiday trips
in travel year 2017 were estimated.
Table 1 gives an overview of the results. Although long-haul trips account for only 9.5 % of all holiday
trips, they are responsible for half of
the greenhouse gas emissions. With
one third of all holiday trips, the
Mediterranean destinations and the
Canaries have a noticeably higher
market share and account for 41 % of
the greenhouse gases. Thus more
than 90 % of the emissions contributing to the global warming problem
are caused by less than one half of all
holiday trips.

Dumping prices in winter as a
result of the need to fill seats to
meet high fixed costs
The prices quoted at the beginning of
this article also underline the fact
that both the airlines and the cruise
lines are faced with a dilemma. Tour4	Cf. German Federal Environmental Agency – data
for reference year 2017.

Deutsche Fassung
in der App verfügbar

ist demand in Germany is very
strongly concentrated on the summer months. More than half of all
holiday trips (51.1 %) take place within
a three-month period (July to September), whereas only 14.5 % of holiday trips are made in the five cold
months from November to March.
This means that the big companies in
the industry, with their extraordinary
high investment costs, are therefore
under enormous pressure to generate
revenue also in the months when demand is weak in order to at least help
cover the fixed costs. Extremely high
investment costs are the financing
costs and depreciations. For this reason bargain prices in the winter
months are used to ensure a sufficiently high occupancy rate for the
aircrafts and the cruise ships.
The result of this price dumping
is immediately reflected in market
shares, which have been increasing
steadily for years although the total
volume of holiday trips has remained
almost constant. Whereas between
April and October, when demand is
strong and holidays are expensive,
long-haul trips only account for a
pretty low 7.2 % of the total number of
holidays, they are becoming increasingly popular in winter and already
make up 23 % of the total winter holiday travel market and are thus only
slightly behind the Mediterranean
destinations and the Canaries (25.3 %),
but already noticeably ahead of the

Alps (17.4 %) which are a relatively
close destination. The percentages of
greenhouse gas emissions caused by
the journeys out and back, expressed
in CO2 equivalents, now leap up further: long-haul trips account for
72.8 % and the Mediterranean destinations and the Canaries for a further
23.2 % – together therefore 96 % of all
greenhouse gas emissions. The frequently heard harsh criticism of the
environment effects of winter tourism in the Alps thus pales into insignificance given a percentage figure of
only 0.8 % of emissions for a market
share of 17.4 % of holiday trips.
Besides cheap flights, the increasing market share of the cruise ships is
a significant driver of long-haul trips.
Between 1980 and 2016 the market for
cruises increased by 7 % annually and
there is no end in sight to this growth.5
For example the AIDAnova with its
6,600 beds, which was put into service
in 2018, operates round trips in the
winter months between Madeira and
the Canaries. The flights out and back
for these guests alone produce approx.
9,850 tonnes of CO2 equivalents of
greenhouse gas emissions weekly. But
this is only part of the balance.

Cruises: clean ships but no clean
climate “slate”
The cruise industry has an oligopo
listic structure and approximately
5	Cf. Chang et al. 2017 and FCCA 2017.
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CO2 equivalents of the greenhouse gas emissions caused by holiday trips (journey out and back) made by the Germans in the travel
year 2017

2017 total

The Alps (AT, CH, D, FR, IT)

Absolute no.
of holiday
trips (5 days
or more) in
millions

As a percent
age of all trips

Total CO2 in
millions of
tonnes

kg of CO2 per
journey out/
back

CO2 as a
percentage
share for all
trips

Total km
for holiday
trips in
millions of km

As a
percentage
of the km for
all trips

18.04

25.9

0.77

43

2.2

8,695

7.1

6.17

8.9

0.32

52

0.9

3,359

2.7

Rest of Europe without the Mediterranean

15.48

22.3

2.02

130

5.6

13,496

11.0

Mediterranean and Canaries

23.26

33.4

14.71

632

41.0

44,359

36.1

Long-haul trips (rest of world)

6.63

9.5

18.03

2,719

50.3

53,029

43.1

69.58

100.0

35.85

515

100.0

122,938

100.0

Domestic without the Alps

Total

Winter trips
January – March 2017 and
November – December 2017

Absolute no.
of winter trips
in millions

Share of trips
in percent
Winter

Total CO2 for
winter trips
in millions of
tonnes

kg of CO2 per
journey out/
back

CO2 as a
percentage
share for all
winter trips

Total km
for winter trips
in millions
of km

As a percent
age of the km
for all winter
trips

The Alps (AT, CH, D, FR, IT)

1.76

17.4

0.07

41

0.8

811

2.8

Domestic without the Alps

2.17

21.4

0.12

54

1.3

1,179

4.1

Rest of Europe without the Mediterranean

1.30

12.9

0.18

136

1.9

1,143

3.9

Mediterranean and Canaries

2.56

25.3

2.12

828

23.2

6,172

21.2

Long-haul trips (rest of world)

2.32

23.0

6.66

2,871

72.8

19,798

68.0

10.11

100.0

9.15

905

100.0

29,103

100.0

Total

Summer trips
April – October 2017
The Alps (AT, CH, D, FR, IT)

Absolute no.
of summer
trips in millions

Share of trips
in percent
Summer

Total CO2 for
summer trips
in millions of
tonnes

kg of CO2 per
journey out/
back

CO2 as a per
centage share
for all summer
trips

Total km for
summer trips
in millions
of km

As a percent
age of the km
for all summer
trips

16.28

27.4

0.70

43

2.6

7,884

8.4

4.00

6.7

0.20

50

0.8

2,180

2.3

Rest of Europe without the Mediterranean

14.18

23.8

1.84

130

6.9

12,353

13.2

Mediterranean and Canaries

20.70

34.8

12.58

608

47.1

38,187

40.7

Long-haul trips (rest of world)

4.31

7.2

11.37

2,637

42.6

33,231

35.4

59.47

100.0

26.69

449

100.0

93,834

100.0

Domestic without the Alps

Total

Source/data basis: Reiseanalyse 2018 FUR data set. Trips weighted with an extrapolation factor in millions as well as German Federal Environmental Agency – data for
reference year 2017. 

80 % of all passengers are served by
three large groups.6 As the two biggest companies (70 % market share)
publish their CO2 emissions, the
emissions for the entire cruise industry can be estimated at around 21 million tonnes of CO2 for 2017.7 Conside6	Cf. Chang et al. 2017 and Cruise Market Watch.
7	The calculation is based on the figures published in
the Sustainability Report by Carnival and Royal Caribbean 2017 (cf. Carnival Corporation & plc 2017).
According to Cruise Market Watch 2018a, Carnival
and Royal Caribbean have a market share of about
70 % and the emissions calculated by us for the entire industry are extrapolations for 100 % based on
the 70 % share of Carnival and Royal Caribbean. According to Cruise Market Watch the cruise industry
had approx. 26 million passengers in 2018.
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ring an annual passenger volume of
26 million guests8 this gives a calculated average of 0.81 tonnes of CO2 per
passenger and trip. As trip lengths
may vary a lot, with the help of the
published passenger days per year,
the average CO2 emission per passenger and day was also calculated.9 In
the case of 14-day cruises with longhaul destinations, the result was a CO2
emission of ~ 4.3 tonnes and for a
8	Cf. Cruise Market Watch 2018b.
9	The calculation is based on the Carnival and Royal Caribbean passenger days, extrapolated for
the entire industry (source: Bloomberg and own
calculations).
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7-day cruise in the Mediterranean
~ 1.4 tonnes of CO2 per passenger and
trip.10 Moreover, the annual emissions by the cruise industry amount to
an estimated 453,000 tonnes of nitrogen oxide (NOx), 291,000 tonnes of
sulphur (SOx) and 12,000 tonnes of
fine dust (PM). This means an average
of 460g of fine dust, 17 kg of NOx and
8kg of SOx per passenger and trip. In
comparison to this the fine dust
threshold value for cars from Euro 5b
is 0.0045 g/km.11 The fine dust emis10	Extrapolation analogous to footnote 7.
11	Cf. Wiesinger 2018.
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sion per passenger and trip is thus the
equivalent of driving 102,000 kilometres by car. If the threshold value
of 0.08 g/km for NOx is taken for
Euro 6b on, the emission calculated
per passenger and trip is the equi
valent of driving 217,000 kilometres
per car.
According to own statements of
the AIDA cruises company, using LNG
reduces the CO2 emissions caused by
the AIDAnova by 20 %.12 Although
NABU (German Society for Nature
Conservation) awarded the AIDAnova
four green ship’s propellers13, a re
12	Cf. Aida Cruises.
13	Four green ship’s propellers is the highest rating
possible in the annual NABU Cruise Ship Ranking.

duction in emissions of barely 20 %
by no means results in an environment-friendly cruise ship. Using LNG
does indeed reduce NOx emissions by
80 %14; in view of the still very high
levels of greenhouse gas emissions
this is however poor consolation for
our climate. Moreover, a high price is
paid for the 20 % reduction in CO2 directly emitted by the AIDAnova as a
result of using LNG. First of all the gas
has to be liquefied at great expense
and this requires a substantial input
of energy. In the process either additional CO2 is produced, or regenerative energy sources are used which
14	Cf. Aida Cruises.

CO2 emissions caused by air traffic
contribute significantly to global
warming.
Kovalenko I/
adobe.stock.com

are then not available elsewhere.
Moreover, the LNG itself is increasingly being transported on freight
ships across the Atlantic from the
USA to Europe, which means even
more emissions. And finally, a lot of
the gas from the USA is won by fracking, which on the one hand itself requires a very high energy input to extract it and, on the other hand, is associated with further considerable
ecological problems.15
There is therefore absolutely no
foundation for claiming that the
cruise industry practices sustainability or that it has made progress on climate protection. The spectrum of
cruise ships is however broad and
ranges from old ships running exclusively on heavy oil without any after-treatment of the emissions, to a
Russian nuclear icebreaker for trips to
the North Pole16 and the LNG-driven
AIDAnova. Even if the latter can claim
progress in the case of some emission
types it too, as flagship, is not eco-
friendly and by no means a climate-
friendly cruise ship. There is no such
thing and there is not going to be one
in the foreseeable future.

Long-haul trips too cheap –
consumers expect action by the
politicians instead of greenwa
shing by the industry
The pressure on the investment intensive sub-sectors of the airlines and
the cruise lines to optimally use capacity all year round acts as an emis
sions booster on the holiday travel
market in winter. The cruise fleets are
moved to warm and thus faraway
destinations with an exotic image
and the airlines serve these destinations with their fleets. For the disastrous emissions figures not to attract
too much attention, AIDA runs a
greenwashing campaign which – as
described above – even NABU fell for
by awarding four green ship’s pro
pellers.
At the same time the general public and the consumers have long realized that there is a link between longhaul trips and climate change. In a
current study by the Department of
Tourism of the Munich University of
15	Cf. Götze 2018.
16	Cf. Augsburger Allgemeine.

Ausgabe 01|2019 Tourismus Management Passport

27

Ferne

Applied Sciences, of the 650 people
interviewed nationwide in Germany
who go on holiday trips in winter,
around two-thirds of them respon
ded positively in terms of the effectiveness and acceptance of measures
to reduce CO2. The choice of measures
was very wide: a tax on kerosene, special charges for long-haul flights, legal
obligation for airlines to annually reduce their emissions per passenger
by 5  % or mandatory identification of
flights using a CO2 colour coding system. When asked where the responsibility lies for carrying out such measures, the top answer given by respondents was the state (47  %), followed by industry (36 %) and way
down in last place the consumers
themselves (17 %). Young people in
particular criticised the fear of politicians to exercise in concrete terms
the mandate given to them by the
public. In a previous online discussion forum also conducted by the Department of Tourism it became clear
that young voters expect politicians
to formulate goals and then speedily
make them law. In their eyes only the
legislature can enforce laws which on
balance are perceived as fair and at
the same time can meet the challenge
of curbing climate change. The young
generation has long since lost any belief in the effectiveness of voluntariness, whether on the part of industry
or on the part of the consumers
themselves. “Whoever in a land of
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SUV drivers believes that voluntariness works, still believes in the man in
the moon”, said one of the respon
dents. Moreover, the example mentioned above shows that large corporations interpret voluntariness in
their own very peculiar way: they use
CO2 monsters to wash their slate
green and offload their burden on the
environment elsewhere.
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Experts exchange ideas in the Far East
Conference visit in Bangkok and
competences required for the 21st century

The International Panel of Experts
(IPoE) forum in Bangkok, one of the
most visited cities in the world, took
place from 11 – 14 November 2018.
Under the title “Creating Advanced
Learning Experiences” representatives
from universities from all over the
world met to debate university edu
cation in the field of Tourism and
Hospitality.

Background
The IPoE forum was taking place for
the twelfth time. The mix of participants was very international, with
representatives for example from
Australia, from Asian countries such
as Singapore, Malaysia or Qatar and
from European countries such as the
Netherlands, Austria or France. Germany was represented by the Department of Tourism of the Munich University of Applied Sciences.
The organizers THE-ICE, the International Centre of Excellence in Tourism and Hospitality Education, is an
international accreditation and quality control agency. Its network meanwhile includes more than 30 private
and public universities, vocational
training institutions and private hotel management colleges in 14 countries. In the field of accreditation, it is
one of the biggest agencies worldwide specialising in Tourism and
Hospitality degree programmes. In
addition to classical programme accreditation, the THE-ICE also does
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regular benchmarking at the participating institutions or supports the
partner network by providing a platform for an exchange of ideas and information in the field of teaching and
research.
The forum thus promised to provide interesting impulses with regard
to content, both from the organizers
as well as from the participants, from
the field of international tourism and
hospitality education. At the same
time it offered an ideal framework for
reinforcing the department’s international network, which is important
especially in the dedicated field of
Tourism and Hospitality. Through the
exchange with international colleagues, university lecturers pick up
stimulating ideas with regard to curricular and didactic approaches. They
get to know and understand branch
trends and future developments in
other geographical regions so as to
suitably implement them in their
own teaching and research. This also
benefits the students, who have to be
prepared for a career in an international environment. It is of central
importance for their education that
they become well-informed cosmopolitans so that they can understand
the wishes and needs of guests from
diverse markets and adequately take
these into consideration. In the final
analysis the aim of international
teaching and research cooperation
is to be able to provide students
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with an internationally relevant and
high-quality education.

Topic overview

Prof. Dr. Marion
Rauscher with colleagues from the
Thai host university.
Marion Rauscher

Under the broad conference heading
“Creating Advanced Learning Experiences” an intensive exchange of ideas
on a wide range of topics took place in
the four days. For example, a workshop
on the subject “How much practical experience should a study programme
include?” clearly illustrated how valuable a semester-long work placement,
which is an integral part of the curriculum at universities of applied sciences,
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Competences required in the
21st century
Changes in the labour market

is, compared to the short work placements of around two weeks common
at some international universities.
The subject of another work session
was how much, and which, technologies a Tourism and Hospitality degree
programme needs. Multi-user simulation environments (MUSEs), gamification or the use of 3D and VR technologies are only some of the instruments discussed in the session. The
use of technology in the classroom
was a much more controversial issue.
All the participants were principally
in favour of using technology in the
classroom – on the one hand to develop the students’ technological
competence and on the other hand to
engage and integrate them actively
into the teaching. Opinions on how
much technology to use however varied. The use of iPads at a university
in Singapore serves as an example.
There, in particular courses, each student as well as the lecturer is given an
iPad with an app to contact each
other. Using the app the students can
‘raise their hand’, give the lecturer
feedback on the current speed of delivery, start a chat or initiate a plenary
discussion, take notes, ask questions
and so on. Afterwards all activities
can be statistically evaluated and
traced back to the individual student:
who performed particularly well, who
was the most active participant, what
was the feedback for the lecturer like,
how often did the student not understand something etc. This type of

transparent student or lecturer clearly went much too far for some of the
workshop participants, and under the
General Data Protection Regulations
in place in Europe is presumably very
difficult to implement anyway.
Finally, the topic of teaching
across cultural boundaries was also
discussed, including the question of
how to teach Tourism and Hospitality
“graciously”. This English term, which
is a matter of course in large areas of
Asia, is yet alone difficult to translate
into German or other languages. The
conclusion reached was that the different aspects of this topic can only
be learned to a certain degree in the
classroom. To fully appreciate its extent and depth, it is necessary how
ever to live and experience “Gracious
Tourism and Hospitality”. And seen
against this background it is essential
for students in this dedicated field to
acquire every kind of international
competence possible.
Different teaching and research
approaches as well as curriculum contents were discussed both in the
working groups and on the periphery
of the conference. Despite a certain
diversity of concepts and methods,
the discussions also revealed a lot of
similarities. On the meta level in particular, the participants in the discussions largely agreed that teaching
“21st century competences”, a term
which has meanwhile firmly established itself, should be an integral
part of university education.

Animated exchan
ges of ideas in the
workshops and
working groups.
Marion Rauscher

Deutsche Fassung
in der App verfügbar

The labour market worldwide has
been and still is changing rapidly.
Jobs which have existed for decades
are being taken over by automated
systems and robots. Whole occupational fields are disappearing and
new ones are being created, or will be
in the coming decades. Due to technological change alone, McKinsey estimates that on average up to 14 % of
workers will have to change to a different category of work by 2030. The
biggest upheaval is expected to occur
in the more advanced economies,
with a figure of 33 % expected for Germany and, by comparison, only 6 %
for India.1 Whereas many occupational fields will disappear by 2030 due to
the use of new technology, the study
assumes that there will be a net gain
of new jobs created.2
New technologies are however
only one aspect of the disruption on
the job market. A changing way of
working caused for example by flex
ible work assignments, the rise in
population paired with demographic
change, climate change and dwindling natural resources, rapid urbani
zation and increasing social and cultural diversity also contribute to it.
Taking all these trends into conside
ration, a current study by the World
Economic Forum expects that almost
half of the skills currently important
for doing a job will have changed by
2022.3 The biggest need for change is
expected to occur in air traffic and in
the travel and tourism industry. The
companies interviewed in the study
said that by 2022 it will be necessary
for 68 % of their workforce to adapt
their skills to meet new requirements.4
In short, students on the internatio
nal education market today have to
have noticeably different competencies than only five years ago, if they
want to succeed on the job market.

1	Cf. McKinsey Global Institute (2017), p. 11.
2	Cf. ibid., p. 14.
3	Cf. World Economic Forum (2018), p. 22.
4	Cf. ibid., p. 17.
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Figure 1 compares the top 10 skills
needed for the international job market in 2018 with those for 2022.5
Skills which will remain important, or become even more relevant,
are e.g. analytical thinking and innovativeness as well as active learning
and the developing of learning strategies. This is necessary in order for
students to be able to continuously
adapt to changing requirements or
even to promote such requirements.
The above-described technological
change in the job market is reflected
in the marked increase in importance
of the competencies technology design and programming or system
analysis and evaluation. At the same
time however skills such as creativity,
originality and own initiative, critical
thinking, leadership competence or
emotional intelligence, i.e. those
skills which in contrast to the
above-mentioned ones emphasize
the human element, are all listed
among the top 10. That equally applies to skills such as resilience, service orientation or flexibility which
are admittedly not among the top 10
but are nevertheless high up on the
ranking list.
On this basis the necessary learning competences can now be derived,
meaning the mental processes required to be able to adapt and develop today’s and tomorrow’s working
environment.
5	Cf. World Economic Forum (2018), p. 12.
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Communication
and collaboration
are very important
for working in agile
teams.
Jakob Lund/
stock.adobe.com

Learning competencies
Figure 2 categorizes the skills needed
for the 21st century.6 On the left-hand
side we have the 4 “Cs”: Creativity, Critical Thinking, Communication and
Collaboration. These are underpin
ned by information literacy and the
basic everyday life skills on the righthand side. The first category defines
the type of thinking and learning.
Creativity and innovation empower
students to consider data from different perspectives in order to then
process them in various ways. This allows them to generate their own
ideas and approaches. To do so, information must first of all be analysed
Figure 1: Comparison of the top 10
skills for the global
labour market in
2018 and 2022.
Future of Jobs
Survey 2018, World
Economic Forum

6	The categorization is based on ATC21S “Assessment & Teaching of the 21st Century Skills”, a
project carried out by the University of Melbourne and sponsored by Cisco, Intel and Microsoft.
Further classifications can be found in the literature on the subject. Basically however they
all deal with the same competencies. Compare
for example Ananaisadou, K., Claro, M. (2009) or
OECD (2018).

2018

2022

Analytical thinking
and innovation

Analytical thinking
and innovation

Complex problem-solving

Active learning and learning strategies

Critical thinking and analysis

Creativity, originality and initiative

Active learning and learning strategies

Technology design and programming

Creativity, originality and initiative

Critical thinking and analysis

Attention to detail, trustworthiness

Complex problem-solving

Emotional intelligence

Leadership and social influence

Reasoning, problem-solving
and ideation

Emotional intelligence

Leadership and
social influence

Reasoning, problem-solving
and ideation

Coordination and time management

System analysis and evaluation
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and interpreted and then put into
context, which requires critical think
ing and competency in solving problems. This is the only way the processor can recognize new structures,
question trains of thought and interlink information. Interestingly, the
problem solving skill is universally
listed among the most important
skills in all countries, whereas there
are slight variations in the ranking
order of the other skills depending on
the geographical region.7 Since competences first of all need to be trained
and exercised, students have to en
gage with their own thought processes. Learning how to learn is thus the
framework in which to develop the
skills. The aim in this category is for
students to first actually recognize
problems in their future working environment and then not only solve
these problems but also to sub
sequently avoid these problems and
develop improved and more innovative approaches. To support students
in this process it is helpful to let the
students work out and find solutions
themselves in their learning environment and to dovetail learning across
various departments and disciplines.
The way of working is characterized by the collaboration and communication listed in the second category. Working in agile teams with experts from various disciplines not
only leads to innovative, problem-
solving oriented approaches, it also
develops the ability to find compromises through critical reflection on
one’s own work and on that of the
others. That requires flexibility and
adaptability from each participant if
7	Cf. The Economist Intelligence Unit (2015), p. 8.
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best-possible results in the sense of
the group’s aims are to be achieved.
To do so, students have to share and
effectively communicate their own
thoughts. Things which may sound
banal, such as a clear form of expression, are just as much a part of the
overall task as target-group specific
information processing and the question of which (foreign) language
needs to be mastered. One may well
get the impression that, in this context, it is a question of verbal communication only. Written communication however, which in the past few
years has faded too much into the
background – and not only from the
point of view of the employees – is
equally important.8
Information can be understood
using the competencies in the third
category. First of all the information
literacy is listed, meaning the ability
to get to the heart of facts, figures, statistics and data. It is of central importance to distinguish between relevant
and reliable sources and untrustworthy ones or even disinformation. In
an age where information is not only
available immediately, everywhere
and at any time and to anybody, but
can also be spread in an ever increasing speed, this is often a difficult process, and not only for students. For
this reason media competence
8	Cf. The Economist Intelligence Unit (2015), p. 9.

WAYS OF THINKING

TOOLS FOR WORKING

• Creativity and innovation
• Critical thinking, problem-solving,
decision-making
• Learning to learn/metacognition
(knowledge about cognitive processes)

• Information literacy
• Information and communication
technology (ICT) literacy

WAYS OF WORKING

WAYS OF LIVING IN THE WORLD

• Communication
• Collaboration (teamwork)

• Citizenship – local and global
• Life and career
• Personal and social responsibility –
including cultural awareness and
competence

should also be trained at the same
time in order to critically examine
the methods and channels of information publishing. Finally, background information and understanding of the machines which make the
information age possible is needed if
we are to get to the heart of things, i.e.
ICT literacy. Only students who master these three elements are able to
research and identify the information sources needed for a particular
question, process them purposefully
and store them adequately for reuse.
The final category focuses on
everyday competences. These are admittedly by no means new, but are
however proving to be more and
more important. Ethical and social
challenges have to be mastered in a

Conclusion
At the 12th IPoE Forum in Bangkok the
department took the opportunity to
network with universities of applied
sciences from all over the world and
exchange ideas on the subject of
“Creating Advanced Learning Experi
ences”. The participants at the confer
ence agreed that university education
must take into account a world of
work in the future which is becoming
increasingly more complex and more
difficult to assess. Clear and sensible
goal setting, discussions with different team members and their perhaps divergent views, or finding new

Figure 2: Categorization of the competences of the
21st century.
ATC21S unter
http://www.atc21s.
org/# und Binkley,
M. et al. (2012)

globalized and increasingly technologized and culturally diverse world. In
addition to other things, social responsibility, both for one’s own actions and understanding the effects
of these actions on third parties, is at
the core of this category. The human
factor already mentioned expresses
itself here as a compensating factor
for the digital future. For people and
their “gracious” hospitality, their interaction with the guests and their
recognition of and response to the
latter’s needs are of central importance to the success or failure of the
tourism industry and are not going to
be “digitalized away” – at least not in
the foreseeable future.
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Cyclists’ perception of exhaust emissions
An economic evaluation
Andreas Humpe
ccording to the European Com
mission the annual external
costs of transport in the European
Union are 1 trillion euros.1 Transport
externalities are costs which are not
included in the market prices for
using means of transport and are
thus not borne by the causer. We are
talking here for example about traffic
accidents and the associated costs for
the health system, and as well losses
in productivity through days lost at
work. In addition to traffic accidents
there are however also other trans
port externalities caused by tailbacks,
climate change, air pollution, noise,
provision of energy and damage to
habitats.2 Of the total transport ex
ternalities it is estimated that around
75 percent are caused by road traffic.
In Berlin for example the percent
age of non-motorised means of trans
port is estimated to be around 45 per
cent, with private motorised trans

port estimated to be around 30 per
cent and public motorised transport
around 25 percent.3 In this connection
the non-motorised means of trans
port (walking and cycling) play an im
portant role in an effective and sus
tainable urban traffic system. Physi
cal exercise not only has a positive
effect on people’s health, it is also
good for the environment.4 Whereas
walking and cycling reduce transport
externalities caused by noise, air pol
lution and climate change, these road
users are particularly exposed to the
externalities caused by motorised
road users. These factors are generally
well-recognized, but not well quanti
fied. It is however necessary to quan
tify them in order to take suitable ac
count of externalities in transport in
frastructure planning. If externalities
for active means of transport such as
cycling and walking are not adequate
ly taken into account, the result is
overinvestment in infrastructure for
motorised means of transport and

1 Cf. Randelhoff, 2016.
2 Cf. Van Essen, 2018.

3 Cf. NCE, 2018.
4 Cf. BMVI, 2014.
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underinvestment in, for example,
cycle paths and footpaths.

Research question

Cyclist in traffic.
Christian
Müller/stock.
adobe.com

The aim of the study is an economic
evaluation of the externalities for cy
clists caused by road traffic, and in
particular by exhaust emissions. This
question was examined by an inter
national research team consisting of
Stefan Gössling (Lund and Linnaeus
University, Sweden), Todd Litman
(Victoria Transport Policy Institute,
Canada) and Daniel Metzler and
Andreas Humpe from the Munich
University of Applied Sciences. Earlier
studies had already examined the ne
gative effects of exhaust emissions
and, to some extent, estimated the so
cial costs. Exhaust emissions expose
cyclists and pedestrians to harmful
substances such as carbon monoxide
(CO), nitrogen oxide (NOx), hydrocar
bons (HCs), fine dust (PM2.5 and
PM10) and ozone. 5 The possible
health consequences are bronchitis,
5 Cf. Klaeboe et al., 2000; Crüts et al., 2008; Künzli
et al., 2000; Morelli et al., 2015.
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asthma, lung cancer and cardiopul
monary illnesses.6 In total, around 16
percent of all fatalities worldwide and
6 percent in Europe are attributed to
air pollution, with the transport sec
tor contributing substantially to air
pollution.7 The possible consequen
ces of exhaust pollution are thus wellknown and the aim of the research
project is now to identify the econo
mic costs from the cyclists’ perspec
tive. Two different approaches are
chosen to assess the (private) costs for
cyclists as a result of exhaust emis
sions. On the one hand cyclists are
asked how many detours, measured
in time and kilometres, they make
every week in order to avoid exhaust
emissions. The detours covered can
then be converted into a time value
respectively be monetarized so they
can be extrapolated for the entire eco
nomy. On the other hand cyclists are
asked how much money they should
receive weekly to compensate them
for the exhaust pollution (willingness
to accept, or WTA), respectively how
much money they would be prepared
to pay for emission-free traffic (wil
lingness to pay, or WTP).

Deutsche Fassung
in der App verfügbar

WTA the survey resulted in an average
value of 10, respectively 20 euros.
This means that the cyclists are pre
pared to pay 10 euros a week for emis
sion-free traffic and consider 20 euros
a week to be appropriate compensa
tion for the exhaust pollution. For the
exact findings see Gössling et al.
(2019).
WTA/WTP analyses normally re
sult in a much higher figure for WTA
than for WTP. Apart from the fact that
there is a difference between having
to pay for something and receiving
payment for something, the situation
covered in each case is different. In
the case of WTA exhaust pollution
does not change at all, whereas WTP
would mean emission-free traffic. For
this reason the European Commis
sion suggests using WTA figures for
evaluating costs in road traffic. On the
strength of the calculations by the re
search team, these costs for cyclists
are around 0.24 EUR/km for exhaust
pollution in road traffic. If the costs of
detours and the exhaust pollution
suffered by cyclists are added togeth
er, the figure is around 0.55 euros pri
vate costs per kilometre covered.

Survey and findings

Conclusion

To pursue the research question, in
cooperation with the ADFC (General
German Cyclists’ Association) and the
VCÖ (Austrian Traffic Association)
electronic questionnaires were sent
in February and March 2018 to 9,906
Twitter followers, 1,877 Facebook fol
lowers and, in a newsletter, to mem
bers. In the end a total of 491 comple
ted questionnaires, consisting of 257
from the ADFC and 234 from the VCÖ
were able to be evaluated.8
The respondents said that, on av
erage, they made detours of approxi
mately 7 kilometres, or 22 minutes,
every week in order to avoid exhaust
emissions.9 This gives a time value
(costs) of 2 euros per week (or 0.30
EUR/km) for the average cyclist in our
survey under normal conditions
(weather conditions). For WTP and

Cyclists and pedestrians are exposed
to several negative effects in road
traffic. In addition to the accident
risk, noise and exhaust emissions
also have an effect on the health of
these road users. The effects are gen
erally well-known, but have not been
monetarised to any great extent. In
order to measure the private costs for
cyclists, the time costs for detours
due to exhaust emissions from road
traffic were ascertained and a WTA/
WTP analysis carried out. The findings
suggest around 0.55 euros per kilo
metre cycled and should be incorpo
rated into the cost-benefit analysis for
traffic infrastructure planning so as
to take adequate account of eco-
friendly active means of transport
(cycling and walking).

6 Cf. Hoek et al., 2002; Pope et al., 2002; Karana
siou et al., 2014; Zhang/Batterman, 2013.
7 Cf. Lancet, 2017 and Künzli et al., 2000.
8 As predominantly members of the cyclists’ clubs
ADFC and VCÖ were asked, the results cannot be
seen as representative of all cyclists in Germany
and Austria.
9 Cf. Gössling et al., 2019.
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Tourism between culture and commerce
The effects of tourism on developing countries
Alina Luisa Juhnke
The percentage of long-distance trips
in the travel market is continuously
growing and developing countries are
becoming more and more attractive as
a holiday destination. In her Bachelor
thesis the author has dealt with the
question of what influence tourism
has on the local cultures in developing
countries. This excerpt gives an overview of the effects tourism has on developing countries.

T

oday, it is indisputable that tourism in developing countries has
positive as well as negative effects on
them. This differentiated approach,
however, is quite a modern one. Up
until the 1970s, when tourism had
also reached the developing countries, it was considered to have mainly positive effects on a country and its
people. The researchers’ focus during
that time lay on the positive effects
tourism had on the local economy
whilst the often negative social and
cultural effects were forgotten. As

Fig 1: Overview
of tourism’s effects
on developing
countries
Own diagram
following Aderhold
et al. 2013

soon as people became aware of this,
the initial excitement gave way to a
more critical approach. Figure 1 gives
an overview of the effects of tourism
on developing countries. 1

Economic Effects
Tourism is extremely important for
the economy of developing countries.
It has become the most important
source of foreign currency for more
than one-third of these countries and
is considered one of the most important sources of foreign currency by
more than four-fifths. However, the
foreign exchange revenues from
tourism correlate with high leakage
effects. Depending on the destination
and state of development within the
country, leakage can reach from 5 to
85 per cent.
What is more, tourism is an economic sector which generates many
new jobs. However, these are often of
inferior and seasonal quality. Another

The floating islands
of Lake Titicaca.
Francisco/stock.
adobe.com

1	Cf. Aderhold et al., 2013, p. 25 and Bleifuß, 2012,
p. 43 and Seinecke, 2010.

Sociocultural effects
• Intercultural encounters
• Effects on social structures/value
system/behaviour
• Commercialisation of cultural
resources
• Violation of human rights

Effects of tourism on
developing countries
Economic Effects
• Foreign currency effects
• Jobs
• Correlations with other local
economic sectors
• Regional development impulses
• Touristic mono-structures
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Ecologic Effects
• Environmental pollution
• Ecological damage
• Effects on infrastructure
• Climate change
• Nature conservation
areas

economic effect of tourism in developing countries is its correlation with
other, local economic sectors. Investments made in the tourist sector usually cause further investments and
increased demand in other economic
sectors. Local economies, however,
only profit noticeably from tourism if
international companies and tourists
make use of local offers and buy local
products. Additionally, tourism in developing countries is often said to
have positive effects on the development of peripheral regions. However,
the actual benefit for the development of peripheral regions is strongly
doubted. Investors usually concentrate on well-developed, touristic urban areas and neglect decentralised,
less-developed regions.

Ecological Effects
Tourism threatens nature and often
triggers crucial ecological damage.
Large-scale touristic projects have a
negative impact on fragile ecosystems, destroy soils and landscape ele
ments as well as plant and animal
habitats. The high use of resources by
tourists and touristic facilities, the
pollution of areas and water and the
ignorant behaviour of tourists in general, who are unwilling to limit themselves while on holidays, puts great
strain on the environment in the
tourist destinations. Additionally,
there is the danger of the local population in developing countries imitating the tourists’ unsustainable lifestyle and thus for example increasing
their demand for imported goods.2
Tourism also has a large effect on
climate change. Up until today there
have been no appreciable efforts to
promote more sustainable forms of
tourism, although they could easily
be combined with nature conservation. So-called “ecotourism” for example, which protects both nature
and people, can, if carefully planned,
2	Cf. Aderhold et al., 2013, p. 36f.
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often lead to the establishment of
nature conservation areas. However,
assessments of the success of eco
tourism vary. On the one hand it is
seen as a chance to protect nature and
people, on the other hand there is a
danger of so-called “greenwashing”.
“Greenwashing” is a method of promoting tourism by pretending to implement a sustainable, ecological activity or measure.”3 Often, locals are
evicted or even expropriated in the
name of environmental protection in
order to use their land for tourism.4

Sociocultural Effects
Contact between tourists and the local population in developing countries is often marked by direct or indirect prejudices. Due to the short duration of most stays and/or poor travel preparations, these prejudices are
3	Aderhold et. al., 2013, p. 38
4	Cf. Aderhold et al., 2013, p. 36f.

often confirmed, thus making a real
getting to know one another almost
impossible. Whether or not tourism
really does broaden the tourists’ as
well as the locals’ minds and thus lead
to a better understanding of the living conditions in developing countries depends to a large extent on the
local conditions.
The effects of tourism on social
structures and value systems tend to
become more severe in so-called untouched touristic areas because tourism itself triggers modernising processes which often conflict with the
locals’ traditional lifestyle. The contact with tourists and their way of living may lead to the locals questioning
their own culture, traditions and
norms. Young people in particular try
to imitate the behaviour of tourists.
Because of limited economic resour
ces, however, this is often doomed to
fail and a feeling of inferiority, jealousy, envy and criminality are the re-

sult. What is more, the dissolution of
tradition can lead to a trivialisation
and commercialisation of the local
culture in the destinations visited.

The Uros at Lake Titicaca

Deutsche Fassung
in der App verfügbar

A good example of a highly-touristic
orchestration are the indigenous peoples of the floating Puno islands. Puno
is located in the south of Peru on the
shore of Lake Titicaca. On Lake Titicaca
there are various natural and artificial
islands. They are the main attraction
for most Puno visitors, who want to
get an insight into the traditional lifestyle of the island inhabitants – the
Uros. Although the Uros are extinct,
one can still visit their descendants on
the islands. The many offers and
cheap prices attract many tourists.
The island tour itself is described as
very touristy and reminds one of a
pure sales event. Tourists are taken
from island to island where they can
take photographs of locals posing in
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traditional clothes in front of souvenir
shops. This intensive tourism has indeed changed the life of the island inhabitants a lot. Many original elements have either disappeared or are
“staged” on request of the foreign
guests. Most island inhabitants have
mobile phones and internet. 5
“On the other hand, tourism can
also lead to a revival of cultural values
and customs as well as a strengthening of self-confidence and cultural
identity.”6 By reviving cultural customs and strengthening cultural
identity, tourism can indeed contribute to a positive, sociocultural change
or even to the conservation of cultural heritage. Tourism may also trigger
a positive cultural change by breaking
development-inhibiting customs and
taboos, changing traditional economic and lifestyle areas into new and
more productive working areas, or by
5	Cf. Southtraveler 2016.
6	Aderhold et al. 2013, p. 33

opening up new perspectives on traditional role models and structures.
Whether cultural change through
tourism is in the end seen as something positive or negative depends a lot
on one’s own cultural understanding.7

Human Rights Violations
Finally, the correlation between tourism and human rights violations
shall also be mentioned. Violations of
human rights may be a direct or indirect result of tourism: “Civil as well as
political and economic, social and
cultural rights, are not always guaranteed in tourism.”8 Human rights violations include for example the eviction of locals from their land in favour of touristic projects, or inhuman
working conditions and child labour.
It is often the governments of popular travel destinations who frequently
violate human rights.
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California
Polytechnic State
University

AnnMarie Cornejo
California Polytechnic State University
(Cal Poly) is a nationally ranked, fouryear, comprehensive public university
located in San Luis Obispo, halfway between San Francisco and Los Angeles
on California‘s Central Coast. It is a distinctive learning community offering
academically focused students a
hands-on educational experience that
prepares them for today’s scientific
and technical world.

C

al Poly, founded in 1901, has more
than 21,000 students enrolled in
six colleges including Agriculture,
Food and Environmental Sciences,
Architecture and Environmental De
sign, Engineering, Liberal Arts, Or
falea Business, and Science and Math
offering a comprehensive under
graduate education, combining tech
nical and professional curricula with
the arts and humanities.
Cal Poly first partnered with Mu
nich University of Applied Sciences
(MUAS) more than 20 years ago in
1997. Initial programs offered to stu
dents ranged from mechanical and
automotive engineering to graphic
communication and computer
sciences. The partnership has re
mained strong for more than two
decades, adding new opportunities
for students, faculty and administra
tors alike. Supported by generous
funding from the German Academic
Exchange Service the initial depart
mental partnership has evolved into
a strategic university-wide one.

Recent endeavors
Cal Poly’s Experience Industry Man
agement Department Head Bill Hen
dricks is working closely with Munich
University of Applied Sciences’ De
partment of Tourism to create col
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laborative learning opportunities for
both students and faculty.
Through the tagline: Live, Protect,
Explore, Cal Poly’s Experience Indus
try Management Department estab
lished itself as a top industry leader in
Learn by Doing. The 345 students in
the department are interested in
event planning and experience man
agement, tourism, hospitality and
destination management, and sport
and recreation experience manage
ment. All students are encouraged to
study abroad, learn from other cul
tures, and celebrate diversity.
“It fits with our strategic theme of
providing international learning op
portunities to our students to en
hance their ability to become global
citizens,” Hendricks said. “It is a great
opportunity for Cal Poly students to
learn how different cultures ap
proach tourism and hospitality.”
Cal Poly’s Experience Industry
Management Department is the first
of its kind in California, encom
passing a program that mirrors a na
tional shift that blends sports, tour
ism, travel, lifestyle, conventions,
meetings, events, experiential mar
keting, adventure, outdoor experi
ences, destination marketing, hospi
tality, community recreation and re
lated industries. In 2018 it was named
the third best department in the na
tion for the study of parks, recreation
and leisure, according to a new report
by College Factual, a higher education
research firm.
Students in the Experience Indus
try Management Department earn a
Bachelor of Science degree in recrea
tion, parks and tourism administra
tion. Concentrations are offered in
sport and recreation experience man
agement, tourism, hospitality and
destination management, and event
planning and experience manage
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Live. Protect. Explore.

Learn by Doing
ment. The department also offers a
minor in event planning and experi
ence management.
Cal Poly recreation, parks and
tourism administration graduates
are tackling jobs as global event strat
egy managers, destination marketing
coordinators, experience design di
rectors, event planners, adventure
travel guides, tourism marketing di
rectors, or professional sports team
executives in the U.S. and through
out the world, just to name a few.
Facilitating faculty and student
exchanges furthers the department’s
global reach while also providing op
portunities for joint research pro
jects such as one currently underway
that examines the motivation and
satisfaction of hikers in the United
States and Germany. Cal Poly Profes
sor Marni Goldenberg traveled to
Munich University of Applied Sci
ences during the fall of 2018 to meet
with faculty member Antonie Bauer.
The two professors will ultimately
compare results from a quantitative
study examining more than 300 hik
ers from both countries to see if their
responses differ. Goldenberg encour
ages all students to study aboard dur
ing their college careers.

The experience is one that
students say they will never
forget.
“One of the best parts of my experi
ence so far is to connect with people
from all over the world as well as to
get to know the American way of life.”
said Christina Baur, a tourism man
agement student from MUAS who
studied event management at Cal
Poly. “The warm welcome at Cal Poly
as well as the support from everyone
during my time at Cal Poly made me
change my way of thinking and en
riched my whole time.”

