
Tourism and  
Hospitality  

Internships:  
 
Philadelphia Gay Tourism 

Caucus 

 

City Food Tours 

 
The Franklin Institute ð 

Internship opportunities 

in various departments. 

Apply through the volun-

teer office. 

 
Lambros and Hampton 

House Hotel  
Apartments 

 

 
Sport and  

Recreation  

Internships:  
 
Philadelphia Wings ð 

Game Night Operations 

 
Comcast Spectator HR 

Coordinator 

 
Philadelphia Eagles Sta-

dium Operations 

 
Elmira Pioneers Baseball-

Various positions available 

 
Haverford College ð Ath-

letic Facilities 

 
Ripken Baseball ð Opera-

tions, Summer Camp 

 
World Athlete ð Track 

Academy Intern 

 

 

APPLY ON  

E-RECRUITING  

By Devan Roberts 
     There is one statement regarding 

the future that has been proven true 

time and time again; the only thing 

constant is change. The same can be 

said regarding the future of the hospi-

tality industry, but how will our in-

dustry change in the future? 
     The two main segments of the 

hotel business will probably still be 

comprised of business and leisure 

travelers, but it is within the business 

segment that these changes are more 

likely to first take place. 
     Currently, seasoned business 

travelers spend a large portion of 

their time residing in hotels away 

from their own homes. The prefer-

ences of these travelers are beginning 

to change in response to the in-

creased time they spend on the road. 

The overwhelming majority of busi-

ness travelers desire the luxuries of 

living at home, while on the road. In 

addition, they seek an expedited 

check-in process that allows for mini-

mal interaction with staff. In the very 

near future, technology can integrate 

smart phone applications with a ho-

telõs Property Management System 

(PMS). This will allow guests to make 

reservations, check-in, and gain entry 

to their rooms without the use of a 

key. This advancement in technology 

would drastically cut the labor cost of 

the industry and, at the same time, 

address the needs of business travel-

ers. Travelers could also have the 

option of receiving their billing state-

ments electronically to print at their 

leisure, eliminating the check-out 

process and reducing the amount of 

paper consumed by the property. 
     Limited service properties that 

cater to the business traveler may 

also change. Self-cleaning / self sanitiz-

ing rooms may be developed in 

order to cut a limited service ho-

telõs housekeeping costs. These 

smart rooms will be condensed 

versions of regular rooms that are 

equipped with all of the essential 

features of a normal room, but the 

rooms are designed in a way that 

allow an almost carwash-like clean-

ing process to cleanse and sanitize 
between stays without the labor of 

a housekeeper. After the room is 

cleansed and sanitized, a new sani-

tized mattress would be brought 

to the room by a porter; upon 

check-in, guests would receive a 

new linen set to make their own 

beds. This new breed of smart 

limited-service hotels would be 

able to operate with a staff of two. 

Although the level of service pro-

vided to guests would be drasti-

cally reduced, so would the cost of 

labor for the property and the 

price of the room for the guest. 

These hotels would be available in 

urban areas where space is ex-

tremely limited, and the presence 

of an inexpensive yet sanitary hotel 

is almost nonexistent. Hotels func-

tioning under this mode of opera-

tion would be able to undercut all 

competitors in their market and 

gain a comparative advantage in  

terms of the price they can charge. 
     The future is not that far away, 

and even as we read about these 
changes, they are being imple-

mented. As members of this indus-

try, we need to stay abreast of 

these changes in order to make 

ourselves more marketable in an 

industry and a world where change 

is often times the only constant 

thing. 
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Ira Rosen 
 Instructor 

voice: 732.701.9323 

e-mail:  

Ira.rosen@temple.edu 

Flash Seats System 

By Jenny Phuong and Viji Simon 
     Ira Rosen is an adjunct faculty 

member at Temple Universityõs 

School of Tourism and Hospitality 

Management (STHM), the Director 

of STHMõs Event Leadership Cer-

tificate program, and the President 

and CEO of Entertainment on 

Location (EOL). In September 

2005, he was inducted into the 

International Festivals and Events 

Association Hall of Fame. With 

over 30 years of experience in the 

special event production field, he 

was willing to share his insight on 

the past, present, and future of the 

industry.  

 

Tell us about your work back-

ground leading to your cur-

rent position.  

Iõve been involved in event produc-

tion for 30 years. I have taken part 

in a variety of events ranging from 

small community events to the 

Super Bowl halftime show. I 

worked for several New Jersey 

colleges, where I planned and exe-

cuted entertainment events. I was 

also an executive with Radio City 

Music Hall, Inc. for over seven 

years. I have run a consulting com-

pany called Entertainment on Lo-

cation (www.eolproductions.com) 

for the past 20 years and continue 

to be the President and CEO. I 

have worked with festivals, events, 

advertising agencies, governments, 

and other clients around the 

world. Lastly, I was a faculty mem-

ber at two colleges, teaching 

courses in communications. I have 

taught at Temple University for 

five years now. 
  

What events are you currently 

working on?  

I am currently working on promo-

tions for the Pennsylvania Lottery, 

Philadelphiaõs 4th of July festivities, 

and the 2010 Southern Graphics 

Councils Conference coming to 

Philadelphia.  

  

How do you think the events 

industry will change over the 

next ten years?  

Technology is one of the biggest 

factors of change. It changes our 

strategies on promoting and publi-

cizing events, especially when tar-

geting the 15 - 25 age group. Turn-

ing towards social networking 

websites such as Facebook and 

Twitter is very important. The 

economy is another big change. 

We have to be very conscious 

about spending for events and 

work harder while remaining com-

petitive.  

  

Are there new trends that you 

are currently incorporating for 

EOL? 

Staying current and updated is very 

important for EOL. As previously 

mentioned, the use of social net-

working websites such as Face-
book and LinkedIn are very impor-

tant for promotions. Pricing trends 

need to be continuously watched 

to remain reasonable and competi-

tive. Encouraging sustainability with 

events is also another trend that 

EOL is incorporating.  

  

What is one interesting fact 

about you that most people 

donõt know? 

I love beaches! I go to see the 

beach at least once every week 

since I live near it. I am able to 

think and relax the most at the 

beach. 

  

Is there anything else you 

would like to share with us?  

I love teaching and being able to 

share my passion for the industry, 

while showing students how inter-

esting the events industry is and 

how it varies from day to day. 

T H E  C O N N E C T I O N  

Faculty Spotlight - Ira Rosen 

By Dan OõConnor       
       The popularity of third-party 

ticket enterprises, such as Stub-

Hub, have motivated sports 

teams to develop their own tick-

eting systems to bypass online 

ticket services and scalpers. One 

of these systems includes a paper-

less ticketing system such as the 

one used by the Cleveland Cava-

liers. 
    The Cavaliers use a system 

called Flash Seats, which allows 

people to transmit ticket informa-

tion onto a credit card or driverõs 

license. This can be used in place 

of a ticket at an arena or stadium. 

This makes it easier for season 

ticket holders, as well as for cas-

ual fans, to manage tickets elec-

tronically. If you cannot attend 

your scheduled game, you can 

transfer the ticket information to a 

friendõs credit card or driverõs li-

cense.  
        The Flash Seats system, accord-

ing to the Cleveland Cavalierõs web-

site, allows people to: 
¶ Buy, sell, and transfer seats in a 

safe, online marketplace branded by 

the team. 
¶ Transfer tickets to anyone easily 

ð anytime, anywhere, right up until 

game time. 
¶ Easily manage your seat inven-

tory. 
¶ Conveniently swipe in on game 

day with no paper tickets. 
¶ Eliminate lost, stolen, and coun-

terfeit ticket issues. 
   The Flash Seats system allows 

teams to control tickets more effec-

tively. It can prevent scalping and the 

unfair selling of tickets at inflated 

prices. Additionally, by storing 

information on the credit cards, 

fans do not have to worry about 

carrying extra items to a 

game.  Paperless ticketing is cur-

rently being pursued by the Phila-

delphia 76ers and Philadelphia 

Flyers and could become more 

prevalent all across the sporting 

world in the coming years. 

http://www.eolproductions.com/


Lakeisha Eaddy 

Sport and Recreation 

Management Major 

By Melisa Baez 
Why did you decide to play 

basketball at Temple Uni-

versity and was it your pri-

mary choice?  

I decided to play basketball at 

Temple because they had been 

recruiting me since my freshman 

year in high school. This  showed 

me that they were loyal to me 

and really wanted me to play for 

them. As the years passed, I did 

unofficial visits and established a 

relationship with the staff and 

players. This allowed me to feel 

like I was already a part of the 

Temple family. Also, since I am a 

guard and Dawn Staley was the 

head coach, I knew that I would 

be learning from the best. Tem-

ple was my  first choice because 

they were there from the begin-

ning of my recruiting process. 

 

NCAA stresses the impor-

tance of being a Student 

Athlete. How did you man-

age to balance your aca-

demic career as well as be-

ing a key athlete at Temple?  

Iõve just always been the type of 

athlete who puts òbooks before 

ball.ó Being the first one in my 

family to go to college really 

motivated me to stay on task 

and to do well in school. Also, 

since my coaches and professors 
have always emphasized the fact 

that after Iõm done with basket-

ball, I have to have a back-up 

plan. Iõve really focused on time 

management and being successful 

in the classroom. Prioritizing 

tasks and assignments has really 

been key for me balancing bas-

ketball and academics. If you do 

not plan things out and wait 

until the last minute to do 

things, as a student athlete, you 

will have a hard time. 

 

Why did you choose Sport 

and Recreation Manage-

ment as your major?  
I choose Sport and Recreation 

Management because I love 

sports and I want to be involved 

in this industry as a coach when 

I hang up my sneakers. 

 

What has driven you to 

continue your career in 

basketball, and where do 

you see yourself in the fu-

ture?  

My family and my love for the 

game is the driving force behind 

me playing basketball. In the 

future, I see myself playing pro-

fessionally or coaching. 

 

If you did not play basket-

ball, what would be your 

major focus in your career?  

If I did not play basketball, my 

major focus would be on getting 

more involved in the coaching 

industry by coaching  high 

school basketball or travel 

teams in an attempt to develop 

a stronger knowledge base since 

I would not have the playing 

experience. 

 

What type of work have 

you done outside of playing 

c o l l e g e  b a s k e t b a l l ? 

(coaching, community ser-

vice with the Dawn Staley 

camp etc.)  

I completed an internship this 

past summer at Axis Sports 

Performance where I developed 

and marketed a basketball-

specific strength and condition-

ing program for athletes ages 7-

18. I have done volunteer work 

at the Dawn Staley Foundation 
after school program for under-

privileged youth. There, I helped 

the adolescent girls with school 

work and taught them the fun-

damentals of basketball. Iõve 

coached at numerous camps, 

including the Dawn Staley Camp, 

Buzz Brahman Shooting Camp, 

and River Hill boosters basket-

ball camp. Iõve done a lot of 

volunteer work with Coaches 

vs. Cancer and Iõve also worked 

with the Philadelphia Marathon. I 

have done a lot of things over 

the years  with relation to 

sports, but mostly basketball 

geared. 

 

If you could give advice to 

incoming student athletes, 

what would you tell them?  

I would tell them that time man-

agement is essential if you are a 

student athlete and that in order 

to minimize the daily stress of 

classes and your sport, you have 

to do assignments ahead of time. 

I would also tell them that they 

have to be dedicated to their 

sport because your college ex-

perience will revolve around 

that sport, Itõs really a job! 

T H E  C O N N E C T I O N  

Student Spotlight - Lakeisha Eaddy 
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By Alina Alter 
       The future of the hotel industry is sure 

to see both a continuation of the timelessly 

classic luxury hotels of the current era and 

the ushering in of a new era of impossibly-

futuristic and seemingly-science fiction lodg-

ing accommodations. One of these òhotels 

of the futureó is Poseidon Undersea Resort, 

slated to open in early 2010. The resort, 

located in Fiji, is the worldõs first seafloor 

hotel, and is sure to offer an unforgettable 

experience for adventure travelers, under-

water enthusiasts, and anyone seeking a truly 

unique vacation. Poseidon Undersea Resort 

was constructed by U.S. Submarine Engi-

neering, LLC and the related U.S. Subma-

rines, Inc., the worldõs top manufacturers of 

submarine vessels. It is scientifically and con-

ceptually designed not only to offer remark-

able hospitality, but also supreme safety and 

control as well. Each individual component of 

the complex is automatically isolated in the 

unlikely event of a structural emergency and 

every unit features a safety dome and hatch 

through which professional divers can assist 

guests to the surface if necessary. The unbe-

lievable property boasts a full-service spa, 

numerous dining outlets, an array of water 

sport options, a fitness center, an extensive 
library, dive shop, wedding chapel, amphithea-

ter, and a boutique. Needless to say, possibly 

the most impressive and stunning feature of 

the entire resort is the sights it offers from 

every angle; unparalleled unobstructed views 

of the colorful coral reefs of the pristine 

South Pacific. Seventy percent of the prop-

ertyõs surface area is transparent, which pro-

hibits potential feelings of claustrophobia 

while offering spectacular views and visibil-

ity of up to 200 feet. Upon opening in early 

2010, Poseidon Undersea Resort is sure to 

join the ranks of the worldõs most marvel-

ous hotel properties, while setting a new 

standard for the future of the tourism and 

hospitality industry. 

teamõs games anywhere in the world. The 

types of outlets have changed as well. 

Many different sports websites and blogs 

have shown up in the last ten years. 
     Due to global exposure, professional 

sports leagues are expanding. The most 

notable of these leagues is the National 

Basketball Association (NBA). They are in 

the midst of an expansion into China that 

would create an NBA-affiliated profes-

sional league overseas. Earlier this season, 

one of the richest men in Russia placed a 

bid to buy the NBAõs New Jersey Nets; 

barring any unforeseen road blocks, it 

By Marley Abram  
     Just ten years ago, if you were a fan of 

Major League Baseballõs Oakland Aõs and 

you lived in Virginia, you werenõt going to 

be able to see much of your favorite team. 

Sure, you could read about them in the 

newspapers or catch their highlights on the 

television, but itõs just not the same as 

watching it live. 
     Now, there are many different outlets 

and channels from which you can get your 

sports information. The Internet has ex-

panded to allow streaming sound and vid-

eos, so that fans can catch their favorite 

looks like his purchase will go through. 
     The NBA, along with the National 

Football League (NFL), has actually gone 

as far as to hold games overseas. The 

NFL has gone one step further than the 

NBA in that they have held pre-season 

and regular season games across the 

pond. The Tampa Bay Buccaneers played 

the New England Patriots in London to a 

sold out crowd this past October. 
     Whether it is because of the technol-

ogy in our computers or on our planes, 

the world is shrinking and sports are 

becoming more and more global. 

old. Raheem Morris is in his first year 

as head coach of the Tampa Bay Buc-

caneers at the age of 32. Josh 

McDaniels is now the head coach of 

the Denver Broncos after leaving the 

New England Patriots as their offen-

sive coordinator. This is a copy cat 

league. Teams see the success of 

teams like Pittsburgh and seek to emu-

late their system. 
     The same trends seem to apply in 

baseball. General Manager positions 

are being filled by younger executives. 

Alex Anthopoulos was recently named 

General Manager (GM) of the Toronto 

Blue Jays. He is only 32 years old. The 

World Champion New York Yankees 

Senior Vice-President and GM Brian 

Cashman was named his position in 

the late 1990õs. Since then, he has put 

teams together that have won four 

championships.  He has also been 

named under òCrainõs New York 

Business Best 40 under 40ó in 1998. 

Theo Epstein of the Boston Red Sox 

has been part of this trend as GM as 

well. 
     In 2010, we are the present and 

future. This is a great time to become 

more involved. Coming out of this 

recession will open a multitude of 

new jobs. As graduates now or of 

prior years, it is important to utilize 

our gift of youth. No longer do we 

have to wait to make a mark. Our 

mark can be made now. Will you 

continue to break open these doors 

or let someone else take your place? 

By Rob Prince 
     In the sport industry, teams have 

previously been run primarily by 

older players, coaches, or executives. 

Many teams went by the òold boyó 

system, where team executives pick 

their friends or favorites to do the 

job. The trends of the past were to 

get the big name coaches and pay 

them large salaries to keep them. 

Not anymore. Sport organizations 

are going young. 
     The former Pittsburgh Steelers 

coach used to be the youngest coach 

in NFL history in his 30õs. He is now 

probably going into the Hall of Fame. 

The current Steelers coach, Mike 

Tomlin, has already won his first NFL 

championship and is only 36 years 

Young Executives Make Power Moves! 

Globalism and Sports 

Under the Sea and Out of this World!  

T H E  C O N N E C T I O N  
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By Tyrone Holt 
     Over the past few years, 

American society and the dollar 

have been hit pretty hard by the 

economic recession. Groceries 

are more expensive, wages have 

been cut, and many people can-

not find work at all. Despite the 

facts, the price of tickets for 

sporting and entertainment 

events is still growing. What was 

originally meant to attract fami-

lies has gradually taken aim at the 

higher level executives of Amer-

ica and the small percentage of 

the population with a generous 

amount of disposable income. 

Long story short, òJoe the Fanó is 

steadily feeling more and more 

displaced from his/her team and 

the game itself. 
     Once this recession began, 

professional sports teams wit-

nessed a drastic drop in ticket 

sales and revenue usually earned 
during games (food, parking, and 

merchandise). To raise atten-

dance for games, teams tried 

several kinds of promotions, 

which included family/group 

packages, free or discounted 

food, and multiple game packages 

for only a portion of the  actual 

price. These promotions showed 

slight success, but nothing sub-

stantial. Unless a family could 

take a player home and get paid 
for doing so, paying for game 

tickets was not on their priority 

list. This called for a much differ-

ent approach by front office man-

agement. The new approach is 

marketing to the people who will 

always have money to spend. 

This calls for not only sales pack-

age changes; but also arena 

changes that will cater to the 

wealthy. For example, there are 

over 500 luxury suites in the 

Dallas Cowboysõ new facility, all 

of which are already sold out. 
     The plan now is to promote 

professional sport games as 

òcorporate entertainment solu-

tions,ó a phrase that persuades 

companies to purchase suites in 

order to network, build relation-

ships with their potential clients, 

and also promote their company 

to other companies at these 

events. However, the high num-

ber of suites is not being placed 

in the parking lot or on the roof. 

It is taking the place of mid-level 
fan seats. Now, a fanõs options is 

to sit courtside, in a suite, or in 

the nose bleeds. Therefore, in 

the upcoming era of catering to 

corporations, the average price 

of an NFL game ticket has risen 

from $75 to $160 just this sea-

son. What is òJoe the Fanó going 

to do? Only the future can tell 

whether òJoeó will pay his mort-

gage, which we hope is not the 

recession favorite known as a 

variable rate, or pay to take his 

family to a professional sports 

game.  

T H E  C O N N E C T I O N  
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Student Poll:  
Question: What is the future 

of social networking sites?  

 
òSocial Networking sites are 

sure to continue their expansion 
into the future and begin incor-
porating a wider range of demo-

graphics (as computer access 
increases across age and socio-
economic groups). However, the 
use of these sites will have to be 

monitored and controlled closely 
as there is a dangerous dichot-
omy emerging between a vision 

of these sites as a fun outlet for 
social connections and express-
ing narcissistic tendencies versus 

their use as legitimate business, 
marketing, and networking 

tools.ò 

-Alina Alter 

 
òThe future of social networking 

sites, like Facebook and Twitter, 
will continue to connect online 
communities to businesses. More 

companies are beginning to 
reach younger target markets 
through interacting on these 
sites. For example, the "Become 

a Fan" button on Facebook al-
lows a business to see who likes 
their product and network their 

services to those customers 
through information or links to 

their own website.ó 

-Nicole Bizuga 


