Whether renting a hotel room or looking for a location to build a new hotel, planning a travel itinerary or planning a transportation facility to reduce traffic pressure  to a theme park, thinking  and working geographically improves the decision making process. As a tourism based organization becomes aware of its situation, orienting itself to the vacationscape, relative to the strategic direction of the organization, thinking geographically is also important.
Maps, as a manifestation of geographic thinking, are especially effective devices for recording and communicating information about the environment. Maps clearly preserve the locational attributes of geographic information that is they show the relationships between one feature and another. This is something that written descriptions, tables and graphs do not do as efficiently or effectively. In addition maps indicate distances and directions between locations or the areas occupied by different types of land uses or features in an easily understood form.

Maps are useful for determining the patterns formed by many types of distributions and arrangements of cultural features such as the spacing between specified tourism events or patterns of transportation between tourism events for the planning of transportation facilities. Maps show the flow of trade, use of communications, the extent of political influence and document history. The time series of zoning ordinance maps over 20 or 30 years can be considered as the “balance sheets” of land planning within that time frame. This is why maps are a major source of information for planning and property assessment purposes.

The maps that the general public (by default tourists) are most familiar with are those related to tourism. Tourism maps are found in paper based documents such as illustrations in brochures and   catalogues, plates in books folded sheet roadmaps and now as virtual maps on the internet.  Roadmaps aid in travel to the vacationscape, sketch maps in brochures aid in locating goods and services like restaurants, sitemaps aid in navigation of a theme park and topographic maps to aid in way finding along hiking trails. Information technology and the internet has popularized such mapping services as Map Quest, which allows the user to input their location, the address of the destination, and the software creates a route-map to guide the user to the destination.
In the past 20 years or so the quick fix for creating maps for tourism were often tracing or photocopies of existing maps that had been created for other purposes, resulting in a lot of bad or inaccurate maps. The explanation was the high cost of quality cartographic work. The current quick fix to produce a map is the Geographic Information System (GIS). A GIS is a computer system that is capable of assembling, storing, manipulating and displaying geographically referenced information. The GIS empowers individuals and organizations to create maps, integrate information, visualize scenarios, present powerful ideas and development effective solutions through user friendly technology. Methods include reclassification, overlaying, distance functions and modeling. Reclassification is the replacement of initial categories of data by new values based on criteria like size, importance or some statistical criteria. Overlaying positions one layer of information over another electronically and analyses the results for relationships.  Distance functions assigns values according to time distance decay (the power of attraction or gravity) or minimum cost paths for transportation. Modeling uses logic (or fuzzy logic) to produce alternative outcomes that would result from different courses of action. All of these are useful tools with many applications in tourism and land planning for tourism; however problems can occur in the manner in which this information is displayed.
The problem lies in forgetting that a GIS is really computer assisted cartography. Guptill and Starr (1984) in their essay on "The Future of Cartography in the Information Age" describe cartography as:
"an information transfer process that is centered about a spatial database which can be considered, in itself, a multifaceted model of geographic reality.  Such a spatial database then serves as the central core of an entire sequence of cartographic processes, receiving various data inputs and dispensing various types of information products."
Cartography for tourism and for land planning is typically a more complex task than making a “quick and dirty map” for display. A good tourist map or map for land planning requires some thought as to its purpose, symbology, content and use of colour. The map should be prepared so that tourists and tourism stakeholders with different map reading skills should be able to utilize them. A map is the most efficient and effective way to communicate spatial information to support decision making. This ability comes from the ability to illustrate facts but also from the visual conveyance of association, the persuasiveness and authority of the medium. However, if one surveys the vast number of tourism related maps published it is easy to find many bad examples of cartography. 
Until recently the high cost of map production was the source of this problem but with the introduction of digital production technology, the prohibitive costs have been removed. With the use of desk top mapping there are a lot of opportunities for producing good tourism related maps. More care should take place the creation of maps as they affect the mental maps of peoples. Mental maps are the generalized mental picture of the external of the external physical world that is held by an individual. Mental maps allow people to give directions, allowing the recipient of the directions to be able to visualize the route as well. Mental mapping provides a frame of reference to which you can add information on the basis of new experiences.  A mental map can be converted into a more conventional real map by sketching its image on a piece of paper possibly to indicate to a stranger the best route to follow to see the local tourist attractions. For tourism, the creation of positive mental maps within the minds of the local population is important, in order for them to convey this information to tourists. Often local populations have no concept of the location of tourism events, as tourism organizations often neglect them as an important conduit of information about location. Maps directed at the local population also affect the “visiting friends and relatives market”.
Decisions concerning map composition and design cannot be successfully solved on the basis of either opportunities in cartographic technology (like GIS) or rules and conventions of cartography framed by cartographers or engineers on their own. Solutions will be found with input by all the stakeholders in the tourism industry, including the tourists. 

Tourism services and infrastructure have developed in different forms in different locations and with different informational needs for different activities. Maps for cultural tourism in large cities lean heavily on the representation of transportation facilities and symbology representing events like museums, restaurants and stadiums. Recreational activities like skiing, golf and hiking have other criteria and water based activities can present special considerations as a standard map with standard tourism symbols is inadequate source of information for water based activities.

Most current professionally produced tourism maps are based on general maps where the thematic content is superimposed on land information. Water is depicted as a homogenous blue surface, a margin where names and notes for land based activities can be parked, or it is left as empty space. Thoughtful tourism maps may show the locations of boat launches, dams, rapids and waterfalls on rivers and swimming beaches, shipwrecks, reefs, and isobathic lines revealing water depths and the configuration of the underwater topography. This information is important to boaters, scuba divers, fishermen, birdwatchers and photographers to name a few.

The way the tourist views the language of the landscape determines the landscapes viability as vacationscape. It is this view that forms a destination as a tourist commodity. One of the main functions of cartography for tourism is to support decision making, revealing through interpretation, the favorable status of the vacationscape as more desirable over other vacationscapes or to be the best (most affordable) alternative choice. Without taking these points into consideration, without special consideration for design and the interpretation of the vacationscape, maps fail to support the decision making abilities of the tourist. Tourists will not perceive the potential for positive, deep experiences and satisfaction by developing a sense of place or an original experience of the vacationscape and they won’t carry money to the destination experience. 

When maps are created for tourists they should mediate the vision of the tourist, and land planning should edit the vacationscape for tourists. Especially within the realm of ecotourism. For example, one of the most important values enunciated by the ecotourism industry is remoteness. The best of accommodations will not sustain the industry if the ecotourists desire for a sense of isolation in the wilderness is not satisfied. Whether real or illusory, an ecotourism outpost camp will either have it or not. If it doesn’t, it will most likely fail. In this case tourism maps may deliberately withhold some information, such as the existence of logging roads. Tourists will rarely pay to fly in to remote lodges that they can drive into. Remote tourism operators may have to collaborate with map makers not only to edit out logging roads, but to establish low level flight lines into the resort areas, where logging roads, clear cuts and logging activities cannot be seen from the aircraft. A standard map generated from unedited GIS layers may not be the answer for tourism organizations. Especially for foreign visitors, standard maps may perpetuate illusions when an ecotourism lodge would like to be able to gain better control of the expectations and experiences of the visitor.
In addition, the use of maps and other media can modify the visitor’s needs, motivation and expectations and acts as a medium of persuasion. In areas of ecological sensitivity, this may be especially acute. A good example is Wood Buffalo National Park in Northern Canada where the interpretative centers displays of maps and multimedia give a satisfactory experience that educates the visitor into not visiting the interior of the park and “love it to death”. In this case maps are a way of mediating the mental image of the visitor, permitting the tourists to visualize places in which they are not physically present and preserve the parks assets.

The tourism industry have strong motivations of publishing and delivering maps for several of the phases of the recreational experience as defined by Chub and Chub (1981) or used in the Visitor Activity Management Process such as:  Awareness, Enroute, Reception. Main Experience and Recollection.
Awareness maps are important to show the general view and diversity of the vacationscape, they should give some information on planning and scheduling but lean heavily upon emotional appeal for the selection of the destination

Enroute maps should lean heavily on the planning information, scheduling and events along the route of the trip. Travel itself may be the purpose of the trip with the mode of transportation being the important factor i.e. canoeing, motor cycling or cruise ships. 

Reception maps should provide orientation information, deliver “30 seconds of WOW” and contain added value to the experience. These maps may be appended with coupons and promotions and are common in destination communities like Orlando and Las Vegas. They should lean heavily on prioritizing and relating on site activities.

Main event maps should be oriented to the particular activity and visitor activity group (VAG), i.e. fishing, skiing, museums in regard to orientation and way finding and deepening emotional experiences while engaging in activities. Health safety and security issues should be addressed on these maps and are most often neglected. With the low cost of desktop mapping and publishing, low cost maps can be created for numerous VAG based upon their psychographic, demographic and geographic profiles. 
Recollection maps are retained as souvenirs and should recap experiences and support recollection. Blank areas on the map should be located near events for autographs, phone numbers and notes. Quality should be high and margins decorated, as these are the maps that should be suitable for framing. 

The mapping process requires careful consideration of the information to be communicated, the audience and the elements to be included in map.
Typographical information which includes titles legends, names and notes are a part of most maps. Elements that describe the map content minimally include: orientation, a title, scale, legend, and the authoring body citation. The orientation consists of the way that a map is aligned to the earth’s surface. This is commonly but not always accomplished with a north arrow.  The title helps the map user by stating the subject of the map, the time period to which it applies and other aspects of the content. The scale determines the maps extent, and can be described as a representative fraction, a word statement of graphic scale which describes the size of features on the ground with features on the map. The legend describes the map content with symbols along with an explanation of their meaning. Legends are required as maps use symbols to convey their messages and there are no universally recognized symbols. Legends can also include special thematic elements, possible indexes and tables that further clarify the map content. 
The authoring citation is a point of contact for the user; it is an explanation is often given for the source of the information shown on the map. The absence of such information makes the validity of the map questionable. Without a citation, users cannot contact the author for further suggestions or comments.
Maps that aid in land planning can include planimetric maps, topographic maps showing relief in a measurable form, bathymetric maps showing water depths, flood maps, insurance maps, thematic maps which use a variety of symbols that show the location and variety and quantity of some particular variable. 
Planning and management of land resources require the acquisition and integration of large amounts of spatial data to be effective. Increasingly, geographic information systems (GIS) are being utilized to manage, integrate, and analyze spatial data for use in land-use planning and management. As the use of GIS becomes more widespread, interest in sharing spatial data for use in land-use planning and management is increasing. The quality and reliability of land-use data vary widely. It is critical that these data be well-documented, so that informed decisions can be made about their use. 

New tools are being developed to assist in land planning. The Land Based Classification Standard is the result of a project developed by the American Planning Association to support sharing of land-use data among a variety of organizations. The LBCS focuses on three types of land-based information--land use (the built environment/human use of land), land cover (natural features, vegetation, surficial geology, etc.), and land rights (ownership, rights in land, zoning, etc.). 

The LBCS classifies land-based data in by the activities associated with the use, the function (or economic purpose) of the use, the building or structural characteristics of the use, the site development characteristics, and the ownership characteristics.

Geographic Information Systems like ESRI’s ArcGIS products are so user friendly and powerful that stakeholders in the tourism and land planning fields often forget the basic information that should be conveyed in maps in “real world” projects. Cartography is an art and a science, and although technology has addressed the science of cartography, people must think their way through the art of communicating using maps. A softening and interpretation of the standard map image is often desirable for maps marketing to tourists and the world wide use of standardization like the LBCS classification for tourism planning should be adopted for land planning for tourism. Perhaps the future of tourism will include a wide spread use of iconic symbols (based on the international symbology used by the Olympics perhaps) or the development of cartographic techniques for the visualization of the time-space relationships of tourism activities for tourists internationally.   

