








INNOGUID
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TOURIST GUIDE TRAINING Tourist guides as pa
for a more sustainable, diverse and exciting Euro
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VINCENT ZAMMIT VAV‘

The author has been involved with guiding since 1978, when he worked
as a guide at the Museums Department. Since that time he has guided
various Government guests, delegations and distinguished visitors to

the islands. He was also programme coordinator for the highly successful
Sunday Cultural Tours for Maltese for many years. For the last 15 years
he has been coordinating and lecturing the Tourist Guide Course run by
the ITS. He also attended successfully courses in Cyprus and Hong Kong
on tourist guiding techniques. He is the representative of the ITS on this
programme INNOGUIDE.

he Institute of Tourism Studies is participating in a
Leonardo da Vinci programme which has just started its

activities in October 2010. Working within this partnership

are a number of educational and tourism institutions from

around Europe giving strength to the programme as it provides

a wider perspective to common issues.
The partners are :

¢ Tourism Flanders, the national agency for Tourism in
Flanders, Belgium (lead partners)

¢ Living Stone Dialogue, NGO — Flanders — Belgium

¢ University of Stavanger — Norway

*  Kodolanyi Janos University of Applied Sciences —
Hungary

¢ Generalitat de Catalunya, ‘national’ agency for tourism,
Catalunya - Spain

e Turismo Sant Ignasi, Universitat Ramon Llull (Spain)

¢ Centro di ricerche economiche e sociali (CERES), Rome,
[taly

®  Stichting NHTV, internationale hogeschool Breda, The
Netherlands

*  Centre for Cultural and Heritage Studies (Institute of
Tourism Studies - Malta)

The aim of this EU funded programme is to look at

various issues of what tourist guides needs to be familiar with
when working within the confines of the EU. There has been
felt a need to provide the tourist guide with the necessary
information and training that prepares him/her for the wider
European perspective rather than limited local and/or regional
needs. It is also planned that there would be innovative ways
in training and a better understanding of how a tourist guide
can be sustainable.

The importance of tourist guides is well known within
the industry. They are the people who tend to spend more
time with tourists, and therefore the impact that they leave
on the visitors is important. In recent years there has been a
constant exchange of ideas towards enhancing the profession
of the tourist guide. It is an ever-changing role that requires
the learning of new duties, new technologies, and new ideas
and trends.

The present programme was created for these reasons and
to offer tourist guides from across the EU a number of common
modules, tools and inspiration for a more holistic approach
towards their profession - empowering tourist guides with the
right tools for the future.



INNOGUIDE is planning to tackle the numerous aspects
of the Lifelong Learning objectives in various ways:
® To present a comparative study of the training
programmes for tourist guides based on level (EFQ norm),
duration and content
To develop 3 training modules and trainers’ manuals
concerning sustainability, intercultural and European
guiding and creation of (LLL)-experience
To establish a platform for sharing the experiences and

stimulate mobility between teachers and students.

ATLAS CONFERENCE
CYPRUS 2010
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The participation of the ITS in this programme is important
and follows the ITS overall belief that staff needs to keep
updated with their own programmes of study. The Tourist
Guide Course that is offered at the ITS is one of the courses that
has changed throughout the years. This was done due to various
needs — the EU standards (which ultimately became endorsed
by the Government of Malta), the changing trends of the local
industry, and the use of modern technology for imparting of
information. We believe very much in the dictum that one
needs to keep changing in order to survive in the tourism
industry, and hence the phrase: Innovate or Evaporate. W
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MASS TOURISM vs NICHE TOURISM

The annual conference of ATLAS (Association for Tourism
and Leisure Education) held this year in Cyprus, was
attended by Vincent Zammit, a lecturer at the Institute of
Tourism Studies. The theme of the conference was Mass
Tourism vs Niche Tourism. The conference was well
attended and there were a number of key speakers that
provided food for thought regarding the subjects under
discussion.

There were various presentations of different viewpoints
and practices with regards to mass tourism as well as
good practices by various entities in niche tourism. It is
interesting to note that countries and regions are always
trying to attract more tourists by introducing new niches’
practices. This ultimately points to the need to appreciate
all kind of travellers — whether they are after the usual
sun, sea and sand fare, or whether they are searching for
culture, heritage and other interests. It was pointed out that
travellers are usually combining more than one interest —
visits to both cultural and historical places, and the beach.

Travelling needs to be considered part of the vacationing

aspect, even though one is looking for a cultural venue. It
was therefore argued that the line separating mass tourism
from niche tourism is a very fine one indeed.

The themes discussed during the conference were
as varied as the speakers and included: religious and
contemplative tourism; new tourism destinations and young
people; tourism and community issues, festivals, rural
tourism, tourism entrepreneurs, wine tourism and many
other new themes. Many of those involved were academics
who presented their own on-going research and the results
obtained.

A number of keynote speakers also took part, including
Jim Butcher, John Tribe, and Chris Ryan — all renowned
academics with a number of publications to their name.

During the same conference a number of meetings were
organised by various Special Interest Groups. The author
attended the first meeting of the Events SIG - chaired by Dr
Greg Richards. It’s hoped that the resulting discussions that
followed would lead to participation in the issues discussed

during the Conference. W



Anastasios Zopiatis is a lecturer in the Department of Hotel and Tourism
Management at the Cyprus University of Technology, Limassol, Cyprus.
George Kyprianou holds a BSc and an MSc degree in culinary arts and
education respectively from Middlesex University , apart from other
academic qualifications. He is currently a teacher at the Ministry of
Education in Cyprus and a member of the Cyprus Chefs Association.

The future of the hospitality industry depends on the
quality of its people. The purpose of this research
activity was to investigate the attitudes of secondary
school students towards the hospitality professions.
In addition, the study examines students’ perceptions
towards the hospitality industry of Cyprus to identify
whether the industry’s poor reputation is shared by
young individuals ready to make their career decisions.
Reflecting on the research findings, a suggestive
profile of the secondary school student most likely

to pursue a career in the hospitality industry is
developed. Finally, the authors recommend specific
actions that hospitality stakeholders could initiate in
order to improve the perceptions and attitudes towards

the professions of their industry.

-
=
E
:
By -
vl .
W
: =
-
;
-t
& =
1‘-—-
o -
it



robably the most fundamental challenge facing the

hospitality industry is “the attraction and retention of the
necessary number and quality of young people” (Lewis and
Airey, 2001, p.7). Especially in a country like Cyprus that
relies heavily upon tourism revenues, the ability to attract
qualified individuals to the industry is crucial. Many local
industry stakeholders argue that while the future prosperity
of the industry depends on the quality of its people, the
Cypriot hospitality industry has failed, for a number of reasons,
to project an image that could generate interest amongst
secondary school students, and especially those with higher
than average value on achievement. Consequently, it is
difficult for anyone to present the industry as an attractive
career option to secondary school students.

Whatever the case, the hospitality industry of Cyprus
faces fundamental challenges pertaining to attracting and
retaining young individuals in its highly-volatile business
environment. Potential labour shortages in the near future,
which are foreseen by many industry stakeholders, will disrupt
the industry’s smooth operation and will diminish its ability to
contribute to the country’s economy. The importance of the
workforce for the successful development of the hospitality
industry and our limited knowledge regarding secondary school
students’ attitudes towards such careers have provided the

rationale for the choice of this research.

Recent years have shown a rapid growth of the hospitality
industry in a number of countries. According to recent
published statistics by the World Tourism Organization
(WTQ, 2005), the industry is now one of the biggest
employers in many Western countries and a great number

of communities depend upon it to provide “quality” work
opportunities for their school leavers. This section of the paper
aims to present research activities which investigated the
attitudes and perceptions of individuals towards hospitality
careers.

A number of studies portray hospitality professions as
unattractive (Getz, 1994; Koko and Guerrier, 1994; Cooper
and Shepherd, 1997). In their 1994 scholarly work, Koko and
Guerrier affirm that hospitality professions are “physically
repetitive, poorly paid, controlled by task oriented managers
and providing limited opportunities for participation and
development” (Quoted in Airey and Frontistis, 1997, p. 150).
Cooper and Shepherd (1997) viewed tourism as offering
low-status careers and Sindiga (1994) concludes that jobs in
tourism are often seen as menial and low level. These findings
coincide with Getz (1994) which also showed that students
perceived tourism jobs as undesirable in Spey Valley, Scotland.

In fact, the most important findings from the study was the
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bad and worsening image of the hospitality industry within the
area. This was despite the respondents’ high levels of direct
experience working in the industry. The study also concluded
that sustainability should be a long-term goal, as well as the
provision of training and information programs for employees.

In contrast to the previously mentioned research activities,
a number of studies revealed positive perceptions and attitudes
and enhanced interest towards hospitality professions (Ross,
1992; 1994; Choy 1995; Purcell and Quinn, 1996). Ross’
(1994) scholarly work revealed that Australian secondary
school students exhibit a high level of interest in managerial
level hospitality professions. What is even more important is
the finding that these professions attract students with high
professional achievement ambitions. This encouraged the
author to suggest that hospitality professions are now “regarded
as holding considerable promise for future employment and
career prospects in many western countries” (Ross, 1994, p.
65). In addition, Ross’s findings suggest that some secondary
school students may need more information supplied to them
regarding factors which may influence their choices towards
hospitality professions. More reliable information is important
since students’ level of interest was partly influenced by the
level of familiarity and involvement with the industry.

Murphy (1985) informs us that individual attitudes are
positive when there is a tourism related community involved.
Owning or operating businesses in such a particular area, thus
providing employment to a vast number of local people, has a
positive impact on their attitudes and perceptions. The authors
argued that there has been a trend for more positive attitudes

The findings
reconfirm some long
term arguments
suggesting that
hospitality professions

attract only
individuals with below
average academic
qualifications
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to the industry by those who have some contact than by those
who have no direct involvement or perceive that they derive
no benefit from tourism. Along the same lines, Choy’s work
(1995) revealed positive attitudes towards tourism employment
in Hawaii while Purcell and Quinn (1996) suggest that the
main factors that attract individuals towards formal hospitality
management education is their positive experience and
perceptions with the industry.

Lewis and Airey (2000) investigated secondary school
students’ perceptions towards tourism careers in Trinidad
and Tobago. Their findings suggest that secondary school
students have a rather favorable attitude towards a possible
career in the tourism industry, which is strongly influenced by
both their work values and information about the industry.
The respondents believe that “tourism provides good career
opportunities for people with high ambitions, that the industry
is generally of a high level, not boring, and the jobs are well
paid” (Lewis and Airey, 2000, p. 19). Those who are more

process.

Research methodology

interested in tourism careers are those who are interested
in work values such as ‘self development’ and working with
friendly people.

Airey and Frontistis (1997) looked at the attitudes of
young people towards tourism related careers in Greece and
the United Kingdom. Their findings suggest that UK students
who enjoy the benefits of a well established career support
system have a more realistic view of the nature and demands
of such professions. In contrast, Greek students have a more
positive attitude towards tourism professions but the authors
suggest that these views were due to the respondents’ relatively
unrealistic views about the industry and their limited personal
experiences as tourists. Overall, less than 50% of the UK
students had a positive attitude towards tourism employment,
compared with the surprisingly high 83% of their Greek
counterparts. The authors argued that the quality of the
hospitality educational system in a particular country plays a

significant role in forming students’ perceptions.

The purpose of this research is to examine the perceptions and attitudes of secondary

school students towards working in the Hospitality Industry of Cyprus. The following

research questions, reflecting the study’s primary purpose and objectives were formulated:

RQ1 What is the current perception of secondary school students towards the
hospitality professions?

RQ2 Which are the most identifiable hospitality professions?

RQ3 Which hospitality professions are popular to secondary school students?

RQ4 What is the profile of the individual most likely to select a hospitality career?

For the purpose of this research activity, a comprehensive literature review was
conducted by reviewing secondary data sources collected from books, journal articles,
government publications, and hospitality reports and surveys. Reflecting both the issues
revealed from the literature review and the authors’ subjective experience, a quantitative
questionnaire was developed in order to reveal the feelings and opinions of secondary

school students regarding specific issues relevant to their occupational decision-making

The target population of the study included all graduating secondary school students
currently studying at both public and private schools in Cyprus. Due to financial
constraints, the researcher decided to administer 300 questionnaires to ten institutions,
both public and private, after obtaining a principal approval by their administration.
Out of the 300 questionnaires distributed to the students, 150 were administered to five
general public secondary schools, 50 to two public technical schools, 35 to one private
Greek school and 65 to two private English schools (private schools that use English
as the primary language of instruction). The schools were randomly selected in order
to provide representative samples. Finally, utilizing the Statistical Package for Social
Sciences (SPSS), the authors analyzed the collected data using both descriptive and
inferential statistics. Before administering the survey instrument was tested for reliability
by using the test re-test method.



Research findings

Table 1 displays the demographic profile of the participants
in relation to three different variables: sex, type of secondary
school currently studying and overall grade.

Table 1: Demographic Profile of the Respondents (n=227)

Variables Frequency  Valid Percentage
Sex

Male 134 59.3
Female 92 40.7
Secondary School

Greek Lyceum 112 51.1
Technical School 35 16.0
Private School / Greek 23 10.5
Private School / English 49 22.4
Opverall Students’ Grade

(Academic Achievement)

Lower than 11 16 7.1
11-14 41 183
15-17 91 40.6
18-20 69 30.8
Other 7 3.1
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Students’ Perceptions towards the Hospitality Professions
A number of questions aimed to investigate students’
perceptions towards the hospitality professions. In particular,
respondents were asked to express their perceptions towards
twelve variables that characterize hospitality professions.
Those variables are monetary rewards, nature of work,
working hours, employment opportunities, reputation, social
prestige, work benefits, opportunities for career development
and advancement, working relationships and working
environment. The findings revealed were somehow expected.
Table 2, displays the bipolar scales with students mean score
responses on each of the twelve variables.

The authors argued
that the quality
of the hospitality

educational system in
a particular country
plays a significant role
in forming students’
perceptions

Table 2: Students Perceptions towards the Hospitality Professions

Negative variable 1 2 4 5 Positive variable
Poor Salary *(3.28 Excellent Salary
Boring Work *(3.52 Interesting Work
[rregular Working Hours *(2.97 Regular Working Hours
Excessive Work Hours *(3.14 Normal Working Hours

Minimum Employment Opportunities

Excellent Employment Opportunities

Bad Reputation *(3.24 Excellent Reputation
Hard Work * (3. Easy Work
Socially Unacceptable *(3.27 Socially Acceptable
Poor Work Benefits *(3.28 Excellent Work Benefits
Minimum opportunities for development and promotion ~ * (3.15 Enhanced Opportunities for Development and Promotion

Exploitative working relationship

Mutually beneficial working relationship

Negative Working Environment

Positive Working Environment

N=227
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Table 3: Secondary Students’ Awareness towards Hospitality
Professions — The Top 10 Positions

Table 4: The Ten Most Popular Hospitality Professions

Profession No. of Percent of Total  Rank
Profession No. of Percent of  Total Rank Responses  Cases
Responses Cases Hotel Manager 77 33.9% 1
Food Server 209 92.4% 1 Barman 68 30.0% 2
Chef 199 89.2% 2 Chef 49 21.6% 3
Cook 199 89.2% 3 Cruise Ship Manager 49 21.6% 4
Hotel Manager 181 81.2% 4 Pastry Chef 44 19.4% 5
Restaurant Manager 158 70.9% 5 Cook 44 19.4% 6
Barman 157 70.4% 6 Night Club Manager 40 17.6% 7
Pastry Chef 145 65.0% 7 Pilot 39 17.2% 8
Receptionist 135 60.5% 8 Food Server 37 16.3% 9
Room Attendant 133 59.6% 9 Lifeguard 37 16.3% 10
Tour Guide 112 50.2% 10

Multiple Response Questions - Total Number of Responses 2275;
N=227

Student respondents’ perception towards the variables
that define hospitality professions in Cyprus ranged between
neutral to negative. It is important to note that none of the
variables falls towards the positive side of the spectrum. In
general, secondary school students believe that hospitality
professions offer average monetary rewards, have a rather
negative reputation that is socially unacceptable, offer
mediocre working opportunities, and opportunities for career
development and promotion, and average work benefits.
Student respondents also indicate the industry’s excessive work
hours and non-traditional working schedules.

Secondary School Students’ Awareness towards Hospitality
Professions

Secondary school student’s awareness towards the hospitality
professions is essential in the effort to investigate their
perceptions and attitudes towards them. The findings conftirm
the long term assumption shared by many local hospitality
experts that the hospitality industry is overshadowed by food
and beverage related professions. From the first seven job
classifications, presented in Table 3, with the highest students’
awareness, six are Food and Beverage related. While labeling
the industry as being Food and Beverage centered might serve
specific operational needs, it can also discourage individuals
who would like to pursue a non-Food and Beverage related

career.

Muldiple Response Questions - Total Number of Responses 756;
N=227

Research findings revealed that food servers are the icons

of the hospitality industry. Almost 93% of the respondents
relate them with the industry as the most recognizable job
classification. While this is not a surprise for anyone, it is
important to analyze the perceptional and societal norms
towards this profession. Unlike Europe and the United

States, the vast majority of our food servers are foreigners,
mostly part timers, below the age of 30, with moderate to low
monetary rewards, and limited ambitions to pursue this as their
professional career. It is apparent that food servers share a
rather negative image that discourages many to even consider
the hospitality industry as one of their career options. Witness
the reaction of a teenager who seeks advice and support to
pursue a hospitality career, only to hear “what, you want to

become a food server?”

Popular Professions within the Hospitality Industry
According to the research findings, presented in Table 4,

the most popular hospitality professions are hotel manager,
barman, chef, cruise ship manager, and pastry chef. It is
important to note that managerial level positions are much
more popular than entry or skilled level positions although our
research findings suggest that students’ willingness to supervise
others is moderate. That makes us wonder whether secondary
school students are aware of what management is and what

it entails. It seems that they want to pursue managerial level



positions, but they do not want to manage people. A possible
explanation revolves around the amount of monetary

rewards, since on average managerial level positions earn more
money than the others.

Another finding that caught the authors’ attention is the
high popularity of “barman” compared to the “food server”.
The barman job classification ranks as the second most popular
hospitality profession with almost 30%, surpassed only by the
hotel manager. It is the only profession ranked in the top 5
which is not at a managerial level. It seems that secondary
students relate themselves with bartending due to their
exposure with the particular job during their social activities.
It is also important to note, that teenagers might consider
bartending as an ideal job that enables them to earn money,
meet interesting people, work only at night, while at the same
time having fun, especially in nightclubs.

In surprisingly high ranks, respondents placed the
professions of chef and cruise ship manager. In recent years,
Chefs gained tremendous popularity due to the publicity
earned from local electronic and printed media. This publicity
enhanced the profession’s image and reputation, thus making
it a more attractive option to secondary school students. If you
visualize the chef as simply a cook, working odd hours, in a
fast paced and often inhumane environment, it will be logical
to shape a rather negative perception of this position. On
the other hand if you gain visual awareness of the position’s
uniqueness, the innovation, the symphony and harmony
of taste and textures, and the artistic side of the job, many
might shape a much different opinion. Awareness is the key
to improving individual perceptions towards a particular
profession. The chef position can become the benchmark
in how we could enhance the image of other hospitality

professions that currently suffer from that perspective.

Profile of the Students Selecting Hospitality Professions
One of the primary objectives of the research activity was to
profile the students who are interested in pursuing a hospitality
career. In order to gain a better picture as to who would like
to pursue such a career, the authors decided to investigate
both the type of institution students are currently studying
at and their overall academic performance. Findings suggest
that hospitality professions attract mostly technical school
students with average or below academic performance. This
was again an expected finding, especially for industry experts;
nevertheless, it is the first time that such an assumption is
supported by a scientific research activity.

The findings reconfirm some long term arguments
suggesting that hospitality professions attract only individuals

with below average academic qualifications. In particular,
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47.8% of the respondents who have selected hospitality
professions have an overall grade of less than 14 (70/100),
while in professions like educators and doctors the percentage
drops down to 20%. It is apparent that hospitality professions
fail to attract students with above average academic
qualifications.

For many years, technical schools have had a rather
“notorious” reputation of being the logical alternative for
individuals with low academic qualifications. Most of the
technical school students are selecting vocational courses
that would prepare them for employment in the “technical”
professions, such as hospitality entry level positions. Such
paths, which are perceived as “easy” or less difficult than
others, mainly attract individuals with low academic

qualifications.

Research implications and recommendations

One of the objectives of the research project was to
recommended specific actions that hospitality stakeholders
could initiate in order to improve the attitudes and perceptions
towards the professions of their industry. What follows is a

brief description of nine such actions:
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Action 1. Establishment of the Cyprus Hospitality Educators
Association (CHEA)

A number of research participants recommended the
foundation of a Cyprus Hospitality Educators Association
(CHEA), which will strive to improve the image and
reputation of hospitality careers by projecting the values of the
local industry. Such an association will facilitate a long-term
mutually beneficial relationship between industry professionals
and educators. In addition, such a development will benefit
immeasurably the planning and implementation of genuine
internship practices by highlighting deficiencies and indicating
ways to bridge the gap between educational theory and actual

practice.

Action 2. Active Government Involvement

When a country’s economy depends heavily upon the
hospitality industry, the government should take some
measures to ensure its
continuity and future.
Government, and especially
the Ministry of Education and
Culture, needs to invest more
in the industry by enhancing
its involvement, which could
take a number of shapes and forms ranging from informational
campaigns to public high schools, organization of in-school
presentations by prominent industry leaders, and the provision
of special permission to conduct educational field trips to
hospitality establishments. An even more effective measure

is the involvement of the Cyprus Tourism Organization
(CTO), a statutory semi-governmental body aim to organize
and promote tourism in Cyprus, in an effort to promote the
industry’s image and reputation in order to attract qualified
individuals to its ranks. Presently, the primary objective of

the CTO’s Strategic Plan for Tourism 2000-2010 (2005),

is to increase tourism financial receipts while at the same

time maximising the socio-economic benefits for the local
population by: (a) increasing travellers’ spending, (b) improving
the long-standing problem of seasonality, (c) increasing tourism
arrivals, (d) increasing the average stay per guest, and (e)
increasing of repeat travellers. It is important to note that the
current plan focuses solely on increasing financial benefits,
disregarding the fact that without qualified human capital

this can not be achieved. If you want to earn money from the

industry then you need to invest in its human capital.

Action 3. Hospitality Advisory Boards
Conroy et al. (1996) inform us that the American institutions
offering hospitality programs utilized advisory boards since

the most popular hospitality
professions are hotel manager,
barman, chef, cruise ship manager,
and pastry chef

their early beginnings. Advisory boards offer advice to program
administrators and faculty, provide valuable feedback regarding
the industry’s perception of the program’s quality, assist
students with their industrial placement requirements, offer
ideas regarding fundraising, and strategic planning. In addition,
the image and reputation of the industry leaders participating
in the advisory board would most certainly enhance the
program’s image, visibility and reputation. Unfortunately,
Cypriot hospitality educators failed to recognize the benefits of
such a venue.

Reflecting on the research findings, and in particular
the problems hospitality professions experience with regard
to their image and reputation, advisory boards constitute
an inexpensive measure that could alleviate some of these
problems. Such an initiative would enhance the cooperation
between stakeholders, thus increasing the industry’s input in
the programs’ curriculum development. The authors believe
that advisory boards would
formalize the education-
industry relationship and
lay the foundation for more
joint efforts in improving the
image and reputation of the
hospitality professions in an

attempt to attract more qualified individuals to the industry.

Action 4. Improve the Industry’s Image by Committing
to a more Employee-centred Mentality
For many years the Cyprus hospitality industry has embraced
the philosophy that “the end justifies the means”. In other
words, all means are justified when the bottom line results,
always represented by financial goals and objectives, are
achieved. Unfortunately, this pragmatic condition has
been externalized to the public and contributed towards
the development of a rather negative perception towards
hospitality professions.

The ethical approach suggests that both the ends and
the means must be justified. While achieving the financial
objective is important for all hospitality establishments,
especially in a highly competitive environment such as Cyprus,
it is not a panacea. Industry professionals have to justify their
bottom line results with the means utilized to achieve them. It
is time to move away from short-term economic objectives and
commit to a more employee-centred approach. Such a shift
in mentality will benefit immensely the industry’s efforts to
attract more qualified individuals to its ranks.

The research study investigated secondary school students’
perceptions of the hospitality professions. The findings
revealed that students have moderate to negative perceptions



on specific factors that define the industry. Many local
hospitality stakeholders, with whom the authors talked and
shared the study’s findings, argued that while a number of
student perceptions were unrepresentative of the pragmatic
industry conditions, others were more representative. In
particular, students’ perceptions of irregular and excessive
working hours and below average work benefits tend to reflect
the actual conditions of the industry. Hospitality stakeholders
should not only strive to change students’ misperceptions

but they should also concentrate their effort to improve the
actual conditions of their industry. A pivotal role in such an
effort is a paradigm shift that will enhance the industry’s level
of professionalism and commit to more employee-centred

practices.

Action 5. Organized Tours to Local Hospitality
Establishments

In order to modify perceptions, we need to enhance secondary
students’ awareness towards the industry. The Cyprus Tourism
Organization in collaboration with the Cyprus Ministry of
Education and Culture and the local industry should organize
field trips to prominent hospitality establishments in which
students will have the opportunity to experience the true
qualities of the industry. Industry professionals will have the
opportunity to tour students through their establishment;
explain to them the operation’s mission and goals; define

the different divisions and departments, introduce them to
current employees, and answer relevant questions. If a picture
is a thousand words, then imagine the impact of such an
experience on students’ attitudes and perceptions towards the

industry.

Action 6. Improve the Image and Project the Genuine
Qualities of Secondary Technical Education

Unfortunately, the Cypriot society perceives secondary
technical institutions as inferior, compared to the other public
and private secondary schools. Society stereotypes technical
schools as providing a chance, some call it an alternative

or even a way out, to individuals with lower academic
qualifications to learn something that could help them in their
future professional development.

The Government, and in particular the Ministry of
Education and Culture which oversees secondary education in
the country, should strive to reverse this negative perception
towards technical schools, by projecting their true qualities
and uniqueness of such an educational experience. The
difference between regular secondary schools and technical
schools is not the quality of the learning experience provided

to the students but the nature of it. The authors strongly
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believe that the government should undertake all necessary
measures to enhance the image and reputation of technical

education to the public.

Action 7: Series of Speeches and Presentations

With the approval of the Cyprus Ministry of Education and
Culture, hospitality professionals could visit secondary schools
in order to conduct informative speeches and presentations

to the students. This face-to-face interaction would most
certainly enhance students’ awareness since it will enable them
to express their concerns regarding the industry and receive
comprehensive responses by industry professionals. Along
those lines, individual students who expressed their interest
towards such professions could be invited to visit a particular
establishment with their parents, interact with employees and
managers, discuss career potential, and review the physical
demands and rewards of the industry.

Action 8: Put Technology in Use

Secondary school students are internet savvy. While most of
the times the internet is used by students for “entertainment”
purposes, with the necessary planning and preparation it could
be utilized to provide information and generate interest towards
the industry. The industry could finance the development of an
innovative and interactive internet web site that directly targets
secondary school students. The primary objective of this site is
to inform students of facts and issues relevant to their country’s
number one industry enable them to request information about
the industry, seek career advice from hospitality professionals,
and exchange, through a forum session, their views and
opinions regarding industry related issues. The site should also
enable students to link with other relevant web sites such as the

i ':1||]-u_|| iﬁ. B
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Cyprus Tourism Organization, local hospitality establishments, Action 9: Mentorship Programs Targeting Secondary
and professional associations. In addition, such a web page School Students
can be used to inform secondary school career advisors as to Mentoring is the supportive development of the individual
the latest news and trends of the industry. Therefore, the key employee or student through the use of an experienced
ingredient of such a technological tool is the interaction of all person. It is widely recognized that mentoring success
industry stakeholders with the students in order to enhance their ~ depends upon committed individuals and pre-established
hospitality awareness. goals. Mentoring is a low cost technique that if implemented
In addition, hospitality stakeholders could utilize the media, properly has the potential of enhancing the industry’s
both electronic and printed in an effort to present the industry’s public image and reputation. Hospitality professionals
activities. It is imperative that the industry’s daily activities are could become career mentors for secondary school students
exposed to the general public. In the last couple of years, culinary ~ who are interested in pursuing a relevant career. It is
programs, incorporated in local morning shows, are broadcast acknowledged that mentoring at such an early stage of the
almost daily by television stations. Reputable chefs exhibit their individual’s career decision stage will greatly influence their
culinary expertise and address the viewers’ questions, comments perception as to what constitutes the hospitality industry.
and suggestions. Television executives are quite satisfied with the ~ Therefore, mentoring will help students gain a realistic
popularity and acceptability of such programs. It is important to view of the required personal demands and sacrifices of
note, that a number of hospitality stakeholders have argued that such a career. In the long term, such activities will enable
such programs have enhanced the image, reputation, and social graduated students, to socially assimilate in the organization;
acceptability of culinary professions. Educators agree that this thus reducing their anxiety that might cause symptoms such
positive media exposure might have contributed to the dramatic as burnout, turnover and drop out.

increase in their culinary enrolments.

7 /
APPRENTICESHIP
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INVESTING IN YOUR FUTURE WORKFORCE

Apprentices learn through a combination of on-the-job and off-the-job training.
For Employers, an apprenticeship is an opportunity to train prospective employees.

Over 450 employers have recognised the benefits and have participated in an apprenticeship
scheme.

Why don’t you too take advantage of this opportunity?
Apprenticeships are the key to a highly skilled workforce.

For further information on apprenticeship schemes: Contact the Employment
& Training Corporation (ETC) on 22201302/8/9 or via email on apprentice.etc@gov.mt
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Tertiary education has
a crucial role in this
effort since it represents

the bridge by which

individuals should
successfully pass en-
route to a prosperous
and long-term career

Conclusion

The research study investigated secondary school students’
perceptions and attitudes towards the hospitality professions.
The findings confirmed some long term assumptions expressed
by industry stakeholders. The most important finding, which
necessitates the immediate attention of all stakeholders, is the
relatively low image and reputation hospitality professions
“enjoy” amongst secondary school students. It is suggested that
the industry provides careers which are relatively unattractive
to the vast majority of secondary school students, especially
the ones with above average academic qualifications. Findings
suggest that the industry is able to attract individuals with
average or below academic qualifications who mostly attend

secondary public technical schools.
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Reflecting on the research findings, the authors presented
a number of recommendations that aim to enhance the public
image and reputation of the industry. These recommendations
are founded on a symbiotic and mutually beneficial
relationship amongst hospitality stakeholders, secondary
school students, and the Cyprus Government. The quality of
this relationship will become the determining factor in all of
our efforts to improve the industry, its image, and the quality
of individuals attracted by it. Tertiary education has a crucial
role in this effort since it represents the bridge by which
individuals should successfully pass en-route to a prosperous
and long-term career. W

______________________________________________W
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IFQUALITY CHALIENCE AT [18
PRODUCING SAFE FOOD

JOSEPH TANTI

~ Mr Joseph Tanti is an applied bacteriologist (Chartered, UK) and a
1 UKNQuality Professional. He is the Managing Director of Tanti &

Mallia Quality Consultants Ltd, who assist the Institute of Tourism
Studies in its quality goals.

The notion of producing 100% safe food can be compared to the
purchasing of an airline ticket which guarantees a 100% safe trip from
one end fo another. Everyone is aware of the possibility - remote as it

is — that an aircraft can actually crash. This possibility is reduced by a
number of stringent measures that make airline accidents very rare. This
effort, to practically reduce this possibility to zero, is a complex series of
activities that make it possible. This article is about the Institute’s challenge
to prepare safe food and also to train graduates who can produce safe

food. How do we achieve this2 Why do we want to achieve this2




The long journey
Cooking is easy. This assumption comes from the fact that
cooking is a task which everyone does every day at home.
Chefs who assume that cooked food is automatically safe are
making the wrong assumption. In English we say that when
you assume, you make an ass of you and me! Food safety is a very
serious challenge. At the Institute of Tourism Studies (ITS),
the aim is to produce safe food during the process of training
chefs who are also capable of doing so. Our aim is also to help
the industry make food safety and quality a way of life and
not a collection of useless paperwork and bureaucracy. Rather
than treating food safety as a distinct entity, we prefer to talk
about food quality. Why? Because food safety is an attribute of
quality. Can one talk food quality if it is not safe?

Quality is a driving force at ITS and as the Italians say
“Il cavallo di battaglia”. Quality principles are part of the daily
life at ITS. The problem is that a lot of people have different
perceptions, values and definitions of quality. For some the
meaning may be a well-groomed student in uniform or a
chef in his sparkling whites, while for others the meaning
is a solid outcome — a graduate student with the right skills
and knowledge but also with a packet of values and attitudes
towards himself/herself, society, the industry and the
environment. The core task of the Institute is the student
and our efforts to get the best out of him/her.

One of the most important skills of the package
taught at ITS, is to produce good and safe food. This
must become second nature. We believe that producing
safe food is like driving a car. Everyone knows how hard

it is at the beginning and how it ends up becoming

second nature. A good food handler does not even
have to think about the status of his hands, gear,
utensils, food, etc. It becomes part of the brain’s
software. We are recommending that food safety/

food safety is an
attribute of quality.
Can one talk food
quality if it is not safe?
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HACCEP is practiced during the four years of the course rather
than being taught at the end, as it is indispensable to the daily
needs of professional cooking and the food chain. It was the
main reason why HACCP is being moved from the fourth year
of instruction to the first year.

What is HACCP?

Hazard Analysis Critical Control Points (HACCP) is a food
safety tool. Next time, we will deal with more fundamental
issues of quality with special reference to the food and
hospitality industry. HACCP is a pro-active tool, where a
team from the kitchen carries an exercise to identify potential
hazards (physical, biological or chemical). This exercise is
called the hazard analysis. The team carrying out this exercise,
rightly called the HACCP team, are a multi-disciplinary
team e.g. a microbiologist, a hygiene professional, a quality
champion, a chef, etc. This is very well explained in the

website of the original owners; The Codex Alimentarius
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[Recommended International Code of Practice, General

Principles of Food Hygiene CAC/RCP 1-1969, REV 4-2003

(www.codexalimentarius.net/.../23/cxp_001e.pdf)]. On page

22 there are the 7 principles listed and on page 24 there are

guidelines for the implementation. The following are the 7

principles:

*  Conduct a hazard analysis.

¢ Determine the Critical Control Points (CCPs).

o Establish critical limit(s).

¢ Establish a system to monitor control of the CCP.

*  Establish the corrective action to be taken when
monitoring indicates that a particular CCP is not under

control.

Establish procedures for verification to confirm that the
HACCP system is working effectively.

Establish documentation concerning all procedures
and records appropriate to these principles and their
application.

Although this is a CODE and not a standard (Codex have

a very long list of standards describing a long list of foods) in
2004, the EU released a law EU852/2004 where the principles
found in the Code are referred to directly. Automatically these

have become part of the law and one can utilise the guidelines
found in the same Code. Incidentally in Malta, HACCP
became a legal requirement in 2003 through legal notice 137




of 2003. EU regulation 852 of 2004 gave a transitional period
up to 1% January 2006.

ITS decided to implement HACCP through a series of
lectures for both students and staff. The Institute has a Food
Management Safety System committee which is overlooking
the implementation of HACCP by writing a manual that
conforms to 1S022000:2005 Food Safety Management Systems
— Requirements for any organisation in the food chain, which
lists the requirements for the production of safe foods. This
is a standard which can be certified by an internationally
accredited body referred to as 3* party accreditation. A manual
has been written and members of staff have been requested to
give their inputs and suggestions. The best thing about this
standard is that it fits into the Institute’s quality manual in
adherence to 1ISO 9001:2008.

This is only one of the activities related to quality. In quality
circles we say that quality is a journey and not a destination. The
majority of the staff has embraced this motto and their task is to
help students embrace it too. Only Quality can ensure the future
of the Industry for our future generations. W

Only Quality can
ensure the future

of the Industry for our
future generations
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RITIANNE STANYER W

Ms. Stanyer is Lecturer in German at the Institute of Tourism Studies.

WELCEHME
10 GERMANZ

EDUCATION FAIR IN MALTA ABOUT

THE GERMAN LANGUAGE

On Friday, 22nd October and Saturday, 23rd October Amongst the various activities which were organised

2010, a German Fair was organised at San Gorg Preca for school children and, post-secondary Institutions and the
College, Maria Assumpta Girls’ Secondary School, Hamrun, University of Malta, a discussion took place entitled, Intom tafu
in order to promote and enhance interest in the language, Germaniz? — Braucht Malta Deutsch? moderated by Ms Katrin
culture and economy of Germany and Austria. This was an Dautel, Assistant Lecturer German Studies and Dr Arndt
initiative of the Department of German at the University Kremer, Lecturer (DAAD) German Studies, Department

of Malta, in collaboration with the German Academic of German, University of Malta. All the panel participants,
Exchange Service (DAAD), the German-Maltese Circle, (Maltese with a special connection to Germany, the German
the Embassy of the Federal Republic of Germany in Malta, culture and language) stressed the importance of the German
the Embassy of the Republic of Austria in Malta, and the language for the Maltese context, in occupational fields such as,
Directorate for Quality and Standards in Education Malta. medicine, business, teaching, translation and tourism.

The Goethe-Institut presents the following reasons why it is

advantageous to know the German language
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GERMAN IS A LEADING
LANGUAGE OF SCIENCE,
LITERATURE, PHILOSOPHY,

TIIFAI ANV

German is the official language in Germany, Austria,
Switzerland and Luxembourg. One quarter of Europeans speak
German and German ranks among the top 10 most frequently

spoken languages in the world.

Germany has the largest economy in the European Union and
the third largest in the world. It is the world’s leading exporter
and importer.

1HHIATARV MAIIIAIA

German is a leading language of science, literature, philosophy,
theology, history, music, film and art. Becoming acquainted
with artists, composers, scientists, great thinkers and their

contributions is very rewarding if done in their language.

The German education system has a long tradition (the oldest
German university, Ruprecht-Karls-Universitit in Heidelberg,
was founded in 1386) and a good international reputation.

Foreigners like coming to Germany to study.
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A The bridge and cathedral of Cologne

Millions of foreign tourists visit German-speaking countries
every year. They want to see and experience King Ludwig’s
castles in Bavaria, the Austrian and Swiss Alps, German beer
at the Oktoberfest or the stunning Rhine river.

Of course, the internet speaks English - but German ranks

as the second most frequently used language on the internet.
According to “Netz-Tipp-Studie”, 56.4% of web pages were in
English, in the second place were 7.7% web pages in German.

Please keep in mind that German is as easy to learn as any other
language. You already know much more German vocabulary
than you think: Professor, Kindergarten, Angst, etc.

A Neuschweinstein Castle, Bavaria

Knowledge of German improves your chances of employment.
German companies abroad and foreign companies in Germany
seek experts with a knowledge of German. Staff in international
companies also enjoy an advantage if they know German. In
the European Union there are interesting training, study and
employment opportunities for specialists with this knowledge.
The enlargement of the EU continues to open up markets in
Central and Eastern Europe for personnel who know German.
Anyone who speaks German has much better prospects for a
great career. Professionals who know other languages are called
on to travel and exchange information with people in other
countries throughout their careers. Knowing more than one
language enhances employment opportunities in government,
business, law, medicine and health care, teaching, technology,
the military, communications, social service, and marketing.
An employer will see you as a bridge to customers if you know

a second language. You are also more likely to win the trust and
friendship of people whose languages you know even if you don’t
speak it fluently.
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IN THE TRAVEL INDUSTRY

THE INSTITUTE OF TOURISM STUDIES OFFERS VARIOUS COURSES IN
GERMAN STARTING FROM THE BEGINNER'S CLASS T0 B1/B2 LEVEL, WHICH
IS EQUIVALENT TO THE GERMAN SEC EXAM. HOWEVER, THE COURSES ARE
TARGETED FOR OCCUPATIONS IN THE TOURISM SECTOR, SUCH AS HOTEL
OPERATIONS, MANAGEMENT, FOOD AND BEVERAGE AND GUIDING. THE
COURSES ARE BASED ON THE FOURS SKILLS, LISTENING, READING, WRITING
AND SPEAKING. IN ADDITION THE CULTURE AND CIVILIZATION OF GERMAN
SPEAKING COUNTRIES IS PRESENTED.

LERNEN SIE
DEUTSCH,
WARUM NICHT!
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EUROPE’S LEADING FAMILY RESORT
AT THE WORLD TRAVEL AWARDS

he 2010 World Travel awards, described by the Wall

Street Journal as the ‘Oscars’ of the global travel and
tourism industry, revealed who are the ‘best of the best’ in the
region. The Westin Dragonara Resort has once again achieved
a winning title: ‘Europe’s Leading Family Resort’ during the
World Travel Awards European regional ceremony, staged
in Antalya, Turkey. During the 2008 World Travel Awards
The Westin Dragonara Resort was also recognized with such a
prestigious title.

The winners were selected with the help of thousands of
industry professionals worldwide who have been voting online.
Graham E. Cooke, Founder and President of World Travel
Awards said that in addition to the prestige for their respective
companies and destinations, the winners also gain considerable
commercial benefit.

“Because of its global reach and reputation, World Travel
Awards is unique and regularly referred to as the ‘Oscars’ of
travel and tourism”, said Cooke. “This means that consumers
are increasingly using our portfolio of winners as a reliable and
independent guide when booking their travel.”

“What is so encouraging is the strength demonstrated by
European travel and tourism in the face of adversity. Tonight’s
winners represent the cream of the industry, and those players
that are leading the continent’s recovery,” he added

The Westin Dragonara Resort was nominated for this
award together with eleven other luxury hotels in taly,

Switzerland, Slovakia, Greece and Cyprus to name a few

The full list of winners for the World Travel Awards
Europe can be found by logging on to www.worldtravelawards.
com/winners2010-8

Increasingly, the awards are known as raising the bar for
ultimate customer service and overall business performance.
Growing numbers of travel companies, airlines, operators and
resorts compete to walk away with one of the coveted titles.
Organisers say research has shown that winners increase
international brand recognition, building consumer loyalty.

The Westin Dragonara Resort, Malta rests on its
74,000-square-metre peninsula like a crown jewel, offering
a glimpse of opulence and optimism to everyone. The
azure waters of the Mediterranean lap against the private
beach, rimming the lidos, casino and luxury hotel with their
refreshing buoyancy. The resort’s beautiful seaside setting
nourishes mind, body and spirit with the harmonious nature
of the Mediterranean. At Westin, we strive to develop unique
programs that help everyone be at your very best. Our team
will gladly help you maintain peace of mind, and assist you
with all of your recreational pursuits. Hence such an award
truly reflects the commitment and dedication of owners,
management and associates at the resort who continually
strive to improve the product as well as appreciating the resorts
natural beauty!

More information about The Westin Dragonara Resort, Malta

can be found on www.westindragonaramalta.com
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