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Page numbers in italics refer to definitions in the Glossary. Abbreviations: Fig = Figure; Tab = Table

Accor, 40, 224
Formule 1, 40
Ibis, 40
Mercure, 40
Motel 6, 40
Novotel, 40, 224
Red Roof Inns, 40
Sofitel, 40, 260
ACORN, 130
Acquisitions, 391, see also Mergers
Added value, 391
Aer Lingus, 238
Air 2000, see First Choice ple
Air France, 167, 216, 258, 308
Air New Zealand, 1034, Fig 5.2, 107-8, Fig 5.3
Air Travel Organizers’ Licence, (ATOL), 181, 274
Airbus, 161, 178-9, 219
Airlines, 10, 15, 30-1 Fig 2.1, 51-2, 77, 123, Tab
6.2, 160-1, 163, 165-7, 175, 180, 183-4, 200,
213, 218-19, 226, 232-3, 252, Fig 11.2, 271,
273, 291, 309-10
Airtours, see MyTravel plc
Alpitour, see Tui
American Airlines, 58, 87, 167, 216
American Express, 225, 236, 307
Amsterdam, 257
airport, 164
Analyser cultures, 86, 293, see also Culture
Annual report and accounts, 391
Ansoff matrix, 210, 228-35, Fig 10.5, 269
diversification, 232-235, Fig 10.6, Fig 10.7
market development, 230-1
market penetration, 229-30
product development, 231-2

Archer, B.H., 280
Argenti, J., 320
Argyris, C., 327-8
Asset stripping, 246, 261
Atlanta USA, 217, 259
Atlantic City USA, Tab 12.1
Augmented benefits, 391
Australia:

Partnership Australia, 257
Austravel, see Tui
Avis car rental, 258

BAA plc, 178
Backward vertical development, 391
Baird, C., 164-5
Balance sheet, 94-5
Balanced scorecard, 68
Baltimore USA, 52
Bangkok Thailand, 181
Barcel6 Travel, see First Choice plc
Barney, J.B., 48
Bass plc, 61, 172, 206, 255, 259
Baum, T., 71-4, Fig 4.1
BCG (Boston Consultancy Group) matrix, 144-7,
Fig 6.4, 391
in relation to strategy formulation, 147, 228
limitations, 147
using, 146,
Beamish, PW., 254
Benchmarking, 56, 767, 104-6, 191, 391
finance 104-6, Tab 5.2
human resources, 76—7
strategic groups, 191
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Bennett, M.M., 250, 252
Bennett, R, 206
Bermuda Agreement, 166
Berry, L.L., 73
Best value, 210
Best Western (hotels), 260
Birmingham UK, 257
Birmingham Marketing Partnerships, 258
Blackpool UK, 192
Bleeke, J., 254
bmi British Midland Airways, 214-15
Boeing, 54, 161, 178-9, 21315, 219, 335
Boston Consultancy Group matrix, see BCG
matrix
Bowman, C., 220-1, 248
Bridge the World, 78

Britannia Airways, see Tui

British Airways, 17-18, 25, 59, 66, 112, 163, 172,
180, 213, 216, 225, 232, 243, 250, 256, 258-9,

275, 293

British Regional Airlines, 259

Brundtland Report, 163

Buckley, A., 112-13

Buckley, PJ., 249

Bull, A,, 33, Tab 2.1, 51-2, 114

Burger King, 258, 307, 318

Business ethics, 391

Business level strategy, 2067, 228, see also
Competitive strategy; Strategic dlrectlon
and Strategic methods

Butler, R.W., 140

Buyer behaviour, 124

Buzz (airline), 213

Buzzell, R.D., 68, 145

Bywater, M., 238

C&N Touristik, see Thomas Cook
Campbell, A., 15
Canada:
Canadian Tourist Commission, 257
Cancun Mexico, 140
Capacity, 30, 391
Capital, 96, Tab 5.1, 391
budgeting, 291
comparison of share and loan capital, 98-9,
Tab 5.1
cost of, 100-2
models, 101-2
definition of, 96
gearing, 99
loan 97-8
other sources, 99
retained profit, 97
share, 96-7
working, 99-100
see also Corporate funding

Capital Asset Pricing Model (CAPM), 101-2
Cardiff Bay Wales UK, 52
Carlson Group, 31
Carlson Wagonlit, 31, 307
Radisson Hotels International, 31-2, 251-2,
258, 260
Carlzon, |., 73
Carnival Corporation, 244, 252
Holland America cruise line, Tab 12.1
Seabourne cruise line, Tab 12.1
Carrying capacity, 53
Cartwright, R., 164-5
Case studies,
Holidaybreak plc, 347-57
MyTravel plc, 362-74
Ryanair, 375-8
Strategic alliances in the airline industry,
337-46
Case study analysis:
doing the analysis, 334-5
introduction, 333—4
reading and studying the case, 334
Cash flow, 144, 114-17, Fig 5.4, 243
forecasting, 276-7
risk analysis, 114-17, Fig 5.4
see also Finance
Center Parcs, 189, Tab 12.1
Chandler, A.D.,, 11
Change, see Strategic implementation
Change agent, 300, 391
Chicago Convention, 166
Chicago USA, 58, 251
O’Hare Airport, 217
Child, J., 252, 254
Choice hotels, 318
Civil Aviation Authority UK (CAA), 181, 215, 274
Clarke, J., Fig 2.1, Tab 6.2, 126, 128
Club Med, 57-8, 232
Clusters, 185
Coca Cola, 307
Collaboration, 391
Collaborative:
advantage, 325-7
analysis, 186~7
strategy, 182-3, 248, Fig 11.1
see also Joint development and Resource based
analysis
Combined market value, 245
Compass plc, 230, 260
Travelodge hotels, 230
Competence building, 60, 189, 229, 314
Competence leveraging, 60, 189
Competences, 48-50, 391
definition, 49
difference from core competences, 49, 567
related industries, 191
Competition Commission (UK), see Regulatory
framework
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Competitive advantage, 25, 49, 60, 172, 187, 210,
220, 275, 324-5, 391, see also Competence
based strategy

core competences, 223-6
distinctive capabilities, 224-5
global, 313-14
sustainable, 225-6
Competitive (environment) analysis:
analysis of:
industries and markets, 173-84
nations and regions, 184—6, Fig 8.2
approaches:
alternative approach, 186-91
five force model, 173-84, fig 8.1, Tab 8.1
limitations, 182-3, 187
resource based approach, 187-91, Fig 8.3
see also Diamond analysis; Five forces
framework; and Resource based analysis
Competitive positioning, 392
Competitive strategy, 209-27
decisions, 268-9, 271
for travel and tourism, 222, Fig 10.4
see also Generic strategy; and Strategy clock

Competitor profiling, 192-3

Condor (airline), see Thomas Cook

Coney Island USA, 130

Congruency, 14

Consortia, see Cooperative networks

Contiki Tours, 128, 218

Contractor, F., 248, 326

Cooper, C., 140, 184-5, 312

Cooperative (collaborative) networks, 260, 324, 392

Core and non-core activities, 66

Core competences, 48-50, 187, 210, 243, 314, 326,
392

criteria for evaluation, 57

definition, 49

difference from competences, 49, 567

synthesis, 226~7, Tab 10.2

see also Distinctive capabilities
Corporate funding, 96-100, Tab 5.1

loan capital, 97-9, 291

other sources of capital, 99, 291

retained profits, 97, 291

rights issue capital, 291

share capital, 96-9

share capital and loan capital compared 98-9,

Tab 5.1

Corporate level strategy, 206, 228

Corporate reports, 91

Corporate structures, 248

Cost-benefit analysis, 279, 392

Cost leadership, 181, 392

global strategies, 313
strategies, 211-15, Fig 10.1, Fig 10.2, Tab 10.1,
218-20, 269
Costa del Sol, 53
Courtyard by Marriott, see Marriott

Coventry UK:
Coventry and Warwickshire Promotions, 258
Crawford-Welch, S., 134, 243, 258-9
Critical success factors, 77-8, 392
Cross-sectional analysis, 103-6, see also Finance
Crowne Plaza Hotels, see Six Continents
CRS (Computer Reservation Systems), see GDS
Cruising, 51, 164-5, 175, 177, 180-1, 232, 235,
242, 291, 307, 309, 317
Crystal Holidays, see Tui
Cultural typologies, 84—6
Cultural web, 80-3, Fig 4.2
Culture, 79-87, 198, 268, 285, 287, 303, 279, 392
definitions, 79
determinants of, 79
difficulties, 255
implementation, 292-3
Miles and Snow typology, 292-3
suitability, 292
importance of, 80

Dallas-Fort Worth USA, 58
Dallas Love Field Airport USA, 54
Debt finance, 98, see also Finance
Decision-making;:
competitive strategy, 268-9
congruency, 14
DROP, 142-3
GO, 142-3
levels of, 12-13, Fig 1.1, Tab 1.1
operational, 268
product and market, 269-70
strategic, 268
strategic method, 270
time and planning horizons, 14-15
Defender cultures, 86, 293, see also Culture
Deliberate strategies, 10, 85, 281
Delta Airlines, 87, 167
Demarest, M., 324, 327-8
Demerger, 261, 392
Dev, CS., 250-51, 255
Diamond analysis, 1846, Fig 8.2, see also
Competitive analysis
Differentiation, 181, 246, 392
global strategies, 312
strategies, 211, Fig 10.1, Fig 10.2, 216-20, 268
Disney, 38, 226, Tab 12.1, 308
Disposals, 260-2
definition, 260-1
methods:
demergers, 260-1
divestment, 260-1
organic reduction, 2601
other methods,
equity carve outs, 261-2
reasons for, 261
shareholders, 261
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Distinctive capabilities, 48-50, 58-60, 246
sources of, 58-9
see also Core competences
Diversification, 232-7, Fig 10.6, 247, 392
diagonal, 233, Fig 10.6, 236, Fig 10.8
horizontal, 234
related, 233, 235-6, 296
unrelated, 233, 236-7, 298
vertical, 233-4
Doganis, R., 166-7, 214-15
Donne, M., 184
Doorley, T., 326
DROP decisions, 142-3
Drucker, PE, 15
Duncan, J., 156-7

Earnings, 392
Earth Summit, 163
Fase of entry/exit to market, 34, 188
easyJet, 13, 175, 184, 213-15, 219, 243, 296
Economic influences, analysis of influence, 153,
155, 161-3, see also STEEP analysis
Economies of scale, 176, 236, 308, 312, 326, 392
Economies of scope, 308, 312
Edwardian hotels, 251
Effect of external shocks on the industry, 40
Efficiency, 108-9, 392
concept of, 108
ratios, 108-9
Egypt, 185
Elasticity of demand, see Price elasticity of
demand
Emergent strategies, 10, 85, 281 -2, 392

Employment conditions in travel and tourism, 72

Entry barriers, 139, 175-6, 216, 393

Environmental analysis, 393

Environmental influences, analysis of influence,
153, 155, 1635, see also STEEP analysis

Equity carve outs, 395

Equity swaps, 250

Ernst, D., 254

Eurocamp, see Holidaybreak plc

European Commission, (EC), 244, 263

European Union (EU), 167, 263, 310

Eurotunnel, 172

Evans, N., 182, 252, Fig 11.2

Evans, P, 2234

Expedia.com, 313

Experience effect/curve, 144, 213, 308-9

External analysis, 4-5, 153-4, 393

External growth, 393

Factors of production, 393, see also Resources

Faulkner, D., 248-9, 252, 254

Feasibility study, 143, see also, Strategic
evaluation

404

Feedback, 5-6
Finance, 90-118
analysis, 102-17
basics, 102-3
benchmarking, 1046, Tab 5.2
cash flow risk, 114-17
cross-sectional, 103-6
foreign exchange risk, 111-13
longitudinal, 103-4, Fig 5.2
ratio, 106-11
sensitivity, 116
importance of, 91,92
see also Corporate funding
Financial resources, 12
planning, 291
Financial statements, 106
Financial structure:
models, 101-2
ratios, 110
sources of corporate funding, 96-100, 291
see also Corporate funding
Finlay, P., 197, 200, Fig 9.3, 206, 225
First, see Tui
First Choice plc, 34, 36, 121, 176, 180, 235, 244,
252

Air 2000, 34
Barcel6 Travel, 235
Hayes and Jarvis, 235
Holiday Hypermarket, 235
Meon Villas, 235
Signature Vacations, 34
Sunsail International, 235
Ten Tour Group, 235
Unijet, 235
First mover advantage, 139, Tab 12.1
Fiscal policy, 162, 393
Fisher, R.A., 250-1
Five forces framework (competitive analysis),
173-84, Fig 8.1, Tab 8.1, 324, 393
five forces, 176-9
bargaining power of buyers, 177-8
bargaining power of suppliers, 178-9
competitor rivalry, 179-82
new entrants to industry, 175-6
substitute products, 176-7
impact on profitability, 182
limitations, 182-3
see also Competitive analysis
Fletcher, J., 140
Focus, 393
strategies, 211, Fig 10.1, 217-20, Tab 10.1
Foreign exchange risk analysis, 111-13, 393
importance in travel and tourism, 111-12
types of risk:
economic exposure, 113
transaction exposure, 112-113
translation exposure, 113 .
see also Finance
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Formule 1 hotels, see Accor

Forward vertical development, 393
Franchising, 230, 258-9, 270, Tab 12.1, 318, 393
Frankfurt Germany, 58

Freedoms of the Air, 166

Freeman, R.E., 20

Frequent flyer programmes, 175, 216
Friedman, M., 20

Fritidsresor, see Tui

Fuller, M.B., 254

Gale, B.T., 68, 145
Galileo (GDS), 250
Gambia, 113
Garnham, B., 250-1
GDS (Global Distribution Systems), 161, 175
Gearing, 99, 110
GEC (General Electric Company) matrix, 147-8,
Fig. 6.5
General Electric aero engines, 178
Generic strategy, 211-20, Fig 10.1, Fig 10.2,
Tab 10.1, 269, 324, 393
alternative strategies:
cost leadership, 211-15, Fig 10.1, Fig
10.2,
differentiation, 211, Fig 10.1, Fig 10.2,
216-17
focus, 211, Fig 10.1, 217-18
criticisms, 218-20
synthesis, 226-7, Tab 10.2
Ghoshal, S., 226, 325
Giardina, E., 279
Gilbert, D., 140
Ginter, P., 156-7
Glaister, K.W., 249
Glasgow Scotland UK, 213, 216, 257
Global strategy, see Strategy, global
Global warming, 280
Globalization, 230, 248, 393
compared with internationalization, 303, Fig
14.1
drivers:
competitive, 310-11
cost, 308-9
government, 309-10
market, 307
homogenization, 304, 307
multi-domestic, 304-5, Fig 14.1
Yip’s framework, 305-12
using, 311-12
Glueck, E, 23
Go (airline), 213, 243
GO decisions, 142-3
Go, E, 259, 312
Goals, see Objectives
Golden Tulip Worldwide Hotels, see KLM
Graham, A., 164

Granada plc, 230

Grandfather rights, 273

Grant, R.M., 327-8

Greece, 184

Growth strategies, see Strategic direction
Guest-employee encounter, 72—4

Gulf War, 30, 40

Haberberg, A., 200-1, 206, 220, 223, 270, 275
Haji-loannou, S., 219
Hamel, G., 15, 47, 50, 223, 321, 324
Handy, C., 79, 84
culture types, 84-5, Tab 4.1, 292
Hanlon, P, 312
Hapag-Lloyd-Flug, see Tui
Harvard Business School, 333
Hayes and Jarvis, 235, see First Choice plc
Heeley, J., 257-8
Heene, A., 226, 321, 324
Heracleous, L., 329
Hertz car rental, 258
Heskett, J.L., 66-8, Fig 3.4
Hetrogenity (of services), 31-2, 393
Hickson, D.]., 80
Hilton hotels, 307
Hilton Hotels Corporation, 251-2, 255-6
Hilton Hotels International, 251-2, 255-6, 260,
292
Holidaybreak plc, 231
adapting for success (case study), 347-57
Eurocamp, 231
Holiday Hypermarket, see First Choice plc
Holiday Inn hotels, see Six Continents
Holland-America cruise line, see Carnival
Corporation
Holland International, see Tui
Holloway, S., 160, 184
Hong Kong, 244, 291-2
Hooley, G.J., 144
Horizon Travel, 61
Horizontal development, 393
Horner, S., 122
Hotels, 30-2, Fig 2.1, 51, 123, 131, Tab 6.2, 164,
175, 179-80, 193, 226, 233, 260, 291-2, 308,
310
Human life cycle metaphor, 138
Human resources, 10
audit of, 74-7, 393
benchmarking, 767
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Hyatt hotels, 260
Hyatt Regency hotels, 217
Hybrid strategies, 218, 257, 314, 393
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Impacts of tourism, 36-40, 52-3, Fig 2.3
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Industry, 394
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