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ABSTRACT

Human capital is one of the most important stakeholders in the business, and the 
relationship between human capital and training is directly proportional. Equal 
opportunities between men and women are assumed as a focus of special attention 
on corporate social responsibility, through which ethical values are incorporated 
into corporate entities which recognize the inequality of opportunities as a handicap 
that should not be neglected by any business organization. Important points for the 
elaboration of this chapter are the recruitment and promotion of human resources 
in the tourism industry and an in-depth analysis of the weight of the legislative 
sphere on the ability to reduce the bias in terms of gender equality in the industry, 
especially in terms of management. This study aims to provide relevant arguments 
to support companies and employees in the human capital promotion, encouraging 
the quality improvement and competitiveness in the tourism industry.
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INTRODUCTION

The human capital of a company is configured as one of the most important 
stakeholders in the business due to a large extent corporate growth, as well as the 
positioning of the company, depends directly on it. The relationship between human 
capital and training is directly proportional, and in the case of the tourism industry, 
there is a gap in terms of a number of graduates in university education and occupation 
of management positions. This gap is reflected in the moment when the percentage 
of women with higher education surpasses that of their counterparts, and there is 
an inversion of the data in their presence in management positions.

Likewise, gender equity and equal opportunities between men and women are 
assumed as a focus of special attention on corporate social responsibility, through 
which ethical values are incorporated into corporate entities assuming a handicap to 
neglect this aspect for any business organization. The equality plans implemented 
in companies for which it is not mandatory, make up a point of distinction in their 
practices with the other competitors in the tourism market.

Another point taking into consideration for the elaboration of the chapter is the 
recruitment and promotion of human resources in the tourism industry. In terms 
of equality, the way in which the curriculum profile of women is analyzed and 
compared with that of men in interviews and recruitment for management positions is 
particularly attractive. Also, it is interesting to know about internal programs for the 
promotion, which combines experience and training, how it is facilitated, negotiated 
and communicated within the company. Furthermore, this expects to identify the 
presence and use of the sexist language within the companies of the tourism industry.

The importance of developing a competitive tourism, since this industry increases 
the national GDP and Spain is presented as a worldwide power, leads to the need for 
a sustainable planning in time and quality of the same, which should not be ignored 
an effective use of resources in both the public and private spheres. Tourism as a 
university discipline can be considered relatively recent, but it identifies the need 
to regulate a tourism that in many cases has grown in an uncontrolled way. The 
overload in destinations that deteriorates the environment and damages resources and 
tourist attractions reduces the competitiveness, made avoidable through an efficient 
management. However, when presenting this dichotomy training and occupation 
of management positions, (both in the public and private sector) reveals the need 
to present the current reality as a method of prevention and correction to such a 
situation that occurs in certain tourist enclaves.

The geographical location in which this chapter fits in the province of A Coruña 
(Galicia), several factors determine the mentioned choice. The first factor is the 
presence of the University of A Coruña, in which the degree in Tourism and the 
postgraduate degree in planning and management of tourist destinations and products 
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