Investigating Tourism Destinations

Activity 1 – Introduction to tourism destinations.
Think about the best words from the panel at the bottom of the page to fill in the missing words 

Tourism destinations are the places to which people travel in order to take part in tourism activities.  In studying tourism destinations, it is necessary to consider the ways in which people travel to the destination and the facilities and attractions which appeal to the tourists once they reach the destination.  Tourism destinations include more than travel destinations, which are simply the end points of journeys.

Because people travel for different reasons; leisure (holidays), business and visiting friends and relatives, different aspects or features of the destination will appeal to them.  People travelling for leisure purposes will be more interested in the range of attractions available.  Business travellers may be more interested in the conference facilities or the ease of getting from the city centre to the airport.  People travelling to visit friends and relatives will be less interested in the attractions and facilities because their main reason for visiting that particular destination is the friends or relatives they are meeting and staying with.
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Activity 2 - Being aware of the appeal of destinations 
Major tourism destinations must appeal to many people.  Some jobs in the travel industry involve knowing what the most appealing features and attractions of major destinations are.   Can you identify the destinations below from the descriptions?

	Appeal 
	Destination?

	‘All sports fans will want to visit to Nou Camp and Las Ramblas is brilliant for shopping and people watching’.


	Barcelona

	‘Times Square at night and a stroll through Central Park are what every visitor must do’.

	New York

	‘These amazing waterfalls, bordering the USA and Canada, are worth seeing at any time of the year.’


	Niagara Falls 

	‘No visit is complete without a boat trip along the River Seine and a view from the top of the Eiffel Tower’


	Paris

	‘You must visit Shakespeare’s birthplace and perhaps enjoy a trip to the theatre while you are here.’
 
	Stratford upon Avon

	‘There’s so much to do, but Disneyland, EPCOT and Universal Studios are the best days.’

	Orlando/Florida

	‘Hollywood, Santa Monica and Beverly Hills – need I say more!’

	Los Angeles

	‘You can’t beat the combination of the hills and lakes such as Hellvelyn and Windermere anywhere in the UK’.
 
	Lake District

	‘Fantastic – The Bellagio Fountains, the MGM Grand, Caesar’s Palace and Paris all on the same street!’


	Las Vegas

	‘No visit can be complete without a visit to the Opera House and the Harbour Bridge.’


	Sydney


It might be better to suggest a web research rather than providing the answers. 
Think of two or three lines which summarise the appeal of these destinations.
	Destination
	Appeal

	Cardiff


	

	Snowdonia


	

	Bournemouth 


	


Think of three destinations which you have visited and write two or three lines to identify each destination.

	Destination
	Appeal

	?


	

	?


	

	? 


	


For the tourism destinations shown below, what do you think are the features which makes the destination appealing?
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Activity 3 – Domestic, short-haul and long-haul destinations

For each of the tourism destinations shown in the images below, identify which are domestic, short-haul or long-haul.
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Domestic - Bath
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Long-haul – Las Vegas
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Domestic – Legoland Windsor
[image: image7.jpg]\

W
) // ‘%'

N

-

4‘;\

‘\
RN

-

%
4
B
A '
Wi ‘X
i
It
1t
1t
|I|I
1L





Short-haul – Paris
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Short-haul - Iceland  
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Long-haul – Niagara Falls
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 Long-haul – New York
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Domestic – Blackpool
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Short-haul – Tenerife

Long-haul – Grand Canyon

Activity 4
Tourism destinations can become more or less popular over a period of time.  In each of the situations below, think whether the destination will become more or less popular.
	Change in circumstance
	More or less popular

	A new airport is opened at a destination.


	More

	A destination hosts a major sporting event.


	More

	A government decreases the amount of money it spends promoting tourism at a destination.
	Less

	The destination is featured heavily on TV travel programmes.
	More

	There is an outbreak of disease at the destination.
	Less



	More tour operators feature the destination in their brochures.
	Less

	The destination is used in a major film.


	More

	A terrorist attack occurs at the destination.


	Less

	Heavy rainfall results in flooding at a destination.
	Less


	A new ferry route is opened to an island destination.


	More


Activity 5
The Big Question!

What makes a popular tourism destination?    

Think about the answer to this question in pairs and produce a suitable presentation.
appeal,   holidays,   airport,  tourism activities,    





attractions,  staying with,  conference facilities, 





end points,   features,  travel.
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