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By Dave HernDon

Bill Dalton was a hippie from Massachusetts whose advanced case of wanderlust 
landed him in Indonesia for six months in the early 1970s. Soon afterward, 
he jotted down six pages of notes and hand-drawn maps for fellow travelers 
in a youth hostel, and, as he writes in a 2014 reminiscence titled “The 
Founding of Moon Publications,” a crusty old journalist from New Zealand 

told him, “You shouldn’t just give that information away—you should sell it.” 
Dalton mimeographed the pamphlet and sold it in Australia at festivals and flea markets 

and on the streets of Sydney, displayed on a blanket along with underground gear like pot 
paraphernalia and Zap comics. He knew he was onto something when it sold 600 copies in 
three days, and it soon grew into a 36-page booklet. 

Around that time, a Brit named Tony Wheeler had just finished a sojourn in Asia with 
his wife, Maureen. He happened upon Dalton’s motley display on the sidewalk in Sydney’s 
Kings Cross neighborhood and asked him where he’d gotten it printed. With that, a revolu-
tion in guidebook publishing—and along with it, a baby boomer–driven approach to 
independent travel in unfamiliar places—was born. 

Dalton’s Indonesia Handbook eventually expanded to more than 1,000 pages and anchored 
the company that grew out of it, Moon Publications. Wheeler’s first book, Across Asia on 
the Cheap, launched Lonely Planet. The year was 1973, which makes this the 45th birthday 
for both brands. 

The connections don’t end there. After Dalton set up shop in Chico, Calif., in 1976, a 
fellow named Rick Steves crashed on his front porch while seeking distribution for his 
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Leaders of  
 the Pack

Three brands that started as scrappy backpacker 
guides—Lonely Planet, Moon, and Rick Steves—

now stand at the top of the world travel guide 
rankings. What a long, strange trip it’s been.
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nascent publishing effort. Four years 
later, Steves self-published the handbook 
Europe Through the Back Door, now in its 
37th edition.

Today, the erstwhile backpacker bibles 
are all grown up and clustered at the top 
of the guidebook heap. During the first 
three quarters of 2017, the brands that 
evolved from this bootstraps network 
were first and second in the world travel 
guide rankings compiled by Stephen 
Mesquita for the NPD BookScan Travel 
Publishing Year Book. Lonely Planet is 
now part of the NC2 Media portfolio, 
and Rick Steves and Moon are both pub-
lished by Perseus imprint Avalon Travel. 
(DK, Fodor’s, and Frommer’s rounded 
out the top five.)

In October 2017 APA, which pub-
lishes the glossy Insight guides, acquired 
Rough Guides, another foundational 
backpacker line, underlining how valu-
able this market segment is. Fodor’s, too, 
plans to launch a new line in 2019 that 
editorial director Doug Stallings says 
will focus less on hotels and resorts than 
the publisher’s established products do, 
and more on what he calls “authentic 
experiences” and “emerging destina-
tions”—buzzy terms that indicate 
exactly where the action is in the world 
of guidebook publishing at the outset of 
2018.

Are You Experienced?
“We had a passion for flat-out experi-
ences,” Steves says, when asked to 
account for the takeover that he helped 
set in motion. “That has morphed from 
hippie-backpacker travel into staying at 
more palatable hotels, getting cash from 
ATMs, and taking an Uber to the air-
port. But the core is experiential, and 
what the public wants is experiences.”

Rick Steves’ Europe, a one-man opera-
tion in 1976, now has a staff of more than 
100 that each year produces more than 
50 guidebook editions, plus various 
public television and radio shows and a 
syndicated column, and takes 20,000 
clients on tours. Though Steves’s per-
sonal travel horizons have expanded 
beyond the continent, his guides are still 

Meet a Guidebook Author
Carolyn McCarthy, author of more than 40 Lonely Planet 
guidebooks
What can a guidebook offer that a web search 
can’t? 
The internet can be an immense resource, but it lacks 
an intelligent filter. Having a guidebook is the differ-
ence between bringing your whole wardrobe on a trip 
and packing the bare essentials. It’s not reading com-
ments from people like your cousin Mildred who 
leaves the country every six years and just found the 
cutest café in Paris. It’s getting the perspective of the 
person who has been to 40 cafés in Paris, talked to  
locals and travelers, and curated that information. 

What’s a typical day of guidebook research like?
If I’m in a city, I’ll go to hotels in the morning, when I 
can see guests checking out and eavesdrop on their 
complaints; restaurants at lunch and dinner; and other 
stuff between. Sometimes a tip leads me on a wild 
goose chase, which takes up valuable research time but 
can deliver big dividends in terms of new discoveries 
or conversations with insightful people. It’s both about observing closely and 
quietly and engaging with people who have intimate knowledge of a place.

What impact have developments like Airbnb and Google Maps had on 
the role of the guidebook writer?
I think guidebooks can coexist with the sharing economy and companies like 
Airbnb. Airbnb serves travelers looking for engagement more along the lines 
of a home stay. Travelers sometimes prefer the privacy, predictability, or servic-
es at a hotel. As for map apps, who doesn’t benefit from not getting lost? 
They’ll probably lead to guides with fewer maps, which leaves room to add 
other kinds of content to the books.

How do you reconcile the desire to share good information with the de-
sire to keep a place secret and not, for lack of a better phrase, ruin it?
In some cases, I keep the secret. Not every place can withstand heavy visita-
tion. Yet, it’s interesting—in recent years I’ve seen a lot of remote areas sitting 
on the verge of the kind of development, like mining or dams, that’s com-
pletely invasive. If tourism is introduced responsibly, it can give places a much 
more sustainable option than going industrial or having locals move to the 
city for work.

What does it take to be a guidebook author today?
Since your time and resources are always limited, it’s really a job for the jack-
of-all-trades. One should be adventurous, curious, hard-working, flexible, 
good-humored, persistent, and detail-oriented. Often it’s about preparing for 
plan B, C, or Z. You also should be able to drive a stick shift, manage sketchy 
roads, read style manuals, and be game to talk your way out of, or into, any-
thing. —Alia Akkam
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focused on Europe. “I’m lucky my beat 
sells a lot of books,” he says, and most of 
those are in print. For the past 18 
months, royalties on digital editions of 
his titles have accounted for around 12% 
of royalties overall, as e-book sales have 
been flat while print sales have con-
tinued to grow. His guidebook sales 
altogether, he says, “are better than 
ever.”

Rick Steves Iceland (Apr.) is a new entry 
about a destination that’s been wildly 
popular in recent years. In January 2017, 
the author told PW that he was reluctant 
to cover the country because he wasn’t 
feeling that requisite element of passion 
for the place. But he was encouraged by 
the enthusiasm of his staff and the real-
ization that the people who go there and 
love it can’t all be wrong. “I had a 
supremely good experience there,” he 
says. 

Steves also reckons that, in addition to 
its inherent appeal, the country benefits 
from a perception that it’s safe compared 
to destinations that make the wrong 
kind of news. Still, he says, “I think 
you’re more likely to fall off a rock in 
Iceland than to be killed by a terrorist in 
Turkey,” and that’s the spirit that ani-
mates the new edition of Steves’s Travel 
as a Political Act (Feb.). Previous editions 
of the title pubbed in 2009 and 2014; 
the new one has been substantially 
rewritten to include reported travel 
essays on fast-changing places like Israel, 

Meet a Guidebook Author
Shafik Meghji, who has coauthored and updated more than 
30 Rough Guides
Describe your first brush with wanderlust.
As a child, reading about far-flung places like the  
Himalayas and the Amazon, so different to my home 
in London, instilled a love of travel and exploration.

What’s a typical day of guidebook research like?
The great pleasure of writing a guidebook is that no 
two days are exactly the same. Some are spent entirely 
on buses, trains, boats, planes, cars, or tuk-tuks—or a 
combination. Most involve reviewing scores of hotels, 
hostels, and guesthouses; eating and drinking in as 
many places as possible; checking and then double-
checking transport schedules, opening hours, prices, 
and entry fees; meeting locals, travelers, and contacts; 
and visiting museums, galleries, national parks, and 
other attractions. The best days involve hiking a new 
trail, testing out a tour, or uncovering a new route.

When writing a guidebook, how do you strike a 
balance between covering the must-sees and leading readers off the 
beaten path? 
I try to judge destinations and attractions on their merits, regardless of how 
well known they are. There’s a great drive among travel writers, and travelers 
in general, to constantly find something new, and that’s great. But it can lead 
to amazing places being neglected simply because they’re popular.

What can a guidebook offer that a web search can’t? 
There’s an incredible amount of information available online. Some of it’s really 
useful, but much of it is partial, paid-for, misleading, or simply incorrect. It’s 
easy to feel overwhelmed and difficult to know whom to trust. Guidebook 
writers approach things from an independent perspective, experiencing places 
firsthand, sifting through masses of information, pulling together everything 
relevant, and making it all accessible and engaging.

How do you reconcile the desire to share good information with the  
desire to keep a place secret and not, for lack of a better phrase, ruin it? 
Travel writers have a duty to encourage people to travel in a sensitive, respect-
ful, and positive manner that, as far as possible, maximizes the benefits to the 
local community and environment. Sometimes this involves advising readers 
not to visit certain places or indulge in particular activities—climbing Uluru, 
for example, or going on an exploitative “tribal tour.” Ultimately, I try to 
inform readers as much as possible so that they can make informed decisions.

What does it take to be a guidebook author today?
Curiosity. Persistence. Flexibility. Stamina. A strong stomach. The ability to 
sleep in noisy environments on planes, trains, buses, boats, etc. also comes in 
handy. —A.A.
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With Craig Storti

About Why Travel Matters: A 
Guide to the Life-Changing 

Effects of Travel

Why did you write 
this book?
I had to.Travel 
increases our 
understanding of 
our self and the 
world in ways 
no other human 
activity can. What 
could be more 
important than 
advancing such a 
noble cause?

What do you hope to accomplish with this 
book?
I want people to be excited by travel, 
to put down this book and say: I’ve 
got to go somewhere. I want them to 
be so inspired by the opportunities 
for personal development the book 
describes that they can’t wait to take 
a trip—and grow.

What makes this book Unlike other Travel 
Books?
What’s original about the book is 
that it is about the consequences 
of travel; not about the trip but the 
meaning of the trip; not about the 
places but the impact of the places 
on the traveler. The other thing that 
makes it original is the more than 150 
quotations from the great travelers 
and travel writers, from Homer and 
Gilgamesh on down.

Do you talk about your own personal travel 
experiences in this book?
I do include a few personal 
anecdotes (from Morocco, India, 
and Nepal) but to be honest I have 
chosen to draw more upon the 
fabulous anecdotes from any number 
of brilliant travel narratives. I know 
readers always like to know about the 
author, so I have added a few bits. 
But in the end, this book is not about 
any particular traveler or journey; it’s 
about the effects of the journey.

If you had to pick The Key messages you are 
trying to convey what would they be?
That travel is synonymous with 
personal growth, that travel 
undermines ethnocentrism- the origin 
of intolerance, and that if you’re not 
careful, you will be a tourist and miss 
out on the life-changing effects of 
travel. Be a traveler, not a tourist.

Why Travel 

Matters: A Guide to 

the Life-Changing 

Effects of Travel

By: Craig Storti
ISBN: 9781473670280
Available: April 17, 2018
Cloth/Gift, $24.95

Nicholas Brealey Publishing
nbuspublishing.com
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Meet a Guidebook Author
Cameron Quincy Todd, author of a Fodor’s Travel guide 
to New Orleans and a contributor to Fodor’s Hotels  
Describe your first brush with wanderlust.
I started traveling at a very young age: Central 
America, the Caribbean, long train trips across 
France and Germany. I remember asking my mom 
once why I couldn’t have an expensive pair of jeans, 
and she told me our family didn’t spend money on 
things like that: we went on vacation. When I was 
12, she pulled me out of school for three weeks so I 
could go with a friend’s family on a Catholic pil-
grimage to Ireland. We weren’t Catholic; she just 
thought I could learn something.

When writing a guidebook, how do you strike 
a balance between covering the must-sees and 
leading readers off the beaten path?
I like to follow a rule of thumb one of the Fodor’s 
editors taught me: what would I recommend if this 
was the traveler’s first and last visit to the place, 
and they only had a weekend to spend there? This 
rules out any places that don’t add to a traveler’s 
overall experience of a destination. I’m careful to 
evaluate any “musts”: Is this overhyped or worth it? 
Is there a less-well-known alternative that provides 
a similar experience?

How do you reconcile the desire to share good information with the  
desire to keep a place secret and not, for lack of a better phrase, ruin it?
The thing is, most places do want more business, and a certain amount of  
outside visitors can even enhance the atmosphere of a location. I include 
some local secrets when I’m writing about a place, but I’m careful to present 
them accurately: if the lines are long, if the address is hard to find, if the ser-
vice is rough. The goal here is to attract only the types of visitors who will 
really appreciate such places. My #1 travel pet peeve is when tourists expect a 
place to adjust to their expectations. This is really how places get ruined. It’s 
fine if a certain trip or experience just isn’t for you, but remember that place 
means something to other people, long before and after your visit.

What does it take to be a guidebook author today?
There’s a certain balance between personality and objectivity. Expert, personal 
opinions are great, but when I’m writing about my hometown I still have to 
think like a tourist. Would they be able to get here without a car? Is this place 
worthwhile if it was my first time visiting? Would I enjoy this place if I were 
older, younger, had kids? Every writer needs to have a handful of local experts 
or good sources and be able to interact and ask questions on the ground level. 
The writer has to have a great respect for the destination. There’s no room for 
travel writing that condescends to a location or its people. —A.A.

Advertisement
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Palestine, and Erdoğan’s Turkey, and the thorny dynamics that 
have arisen because of Brexit, Europe’s refugee crisis, and the 
Trump presidency. 

Steves is a staunch advocate of conscious, well-informed 
travel to challenging places where politics are not abstractions 
but facts of daily life. Firsthand engagement in such places is 
the antidote, he contends, to the dangerous effects of ignorance 
and nativism. 

“People-to-people travel experiences 
can be a powerful force for peace,” Steves 
writes in the book, and they have the 
power to stimulate enlightened activism 
at home. Debt relief for the developing 
world, drug policy reform, and afford-
able housing are among the causes he’s 
embraced as a result of traveling.

Steves says he sees the arc of his career 
as an educational travel writer’s corollary 
to Maslow’s Hierarchy of Needs. In the 
’80s he told people how to travel through 
Europe on a budget. In the ’90s he 
emphasized history, art, and culture. 
And since 9/11, he says, “my mission has 
been to bring home empathy for the rest 
of humanity and help people deal with 
fear.” Look no further than Travel as a 
Political Act for evidence that the back-
packer ethos has ripened into a fully 
mature worldview.

Lonely at the Top
Piers Pickard, Lonely Planet’s managing 
director of publishing, says the brand has 
succeeded by evolving along with the 
changes that have made its style of travel 
increasingly accessible: more and cheaper 

flights, the opening of borders, and the democratization of 
information in which the smartphone plays no small part. 
“People are more confident than ever to travel,” he says.

The Solo Travel Handbook (Lonely Planet, Jan.) speaks to that 
observation. “Twenty years ago there would have been some 
dread associated with [traveling alone], but people want to 
get out there and do it,” Pickard says, noting that female 
empowerment is an important aspect of the book. “If women 
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Meet a Guidebook Author
Lebawit Lily Girma, author of Moon guides to Belize and to 
the Dominican Republic
Describe your first brush with wanderlust.
I grew up overseas [Girma was born in Ethiopia and 
raised on the Ivory Coast], so travel has always been an 
inextricable part of my life. But that first brush with 
wanderlust happened when I was boarding a plane to 
England at 14 years old. I was heading to my new 
boarding school in Bournemouth and I remember the 
adrenaline—a mix of fear and excitement—knowing I 
was heading to Europe, a new continent, and away from 
family for the first time. From the ride to the airport to 
experiencing an international flight and landing in a 
new place where I now had to speak another language, I 
was hooked.

What does it take to be a guidebook author today?
Aside from the expected skills of writing concisely, be-
ing organized, and being observant, you need to have 
good social media skills. Instagram and Facebook in 
particular are a huge part of marketing a destination, 
with more people searching for travel tips and inspiration online and on these 
platforms. You should also have decent photography skills. As a guidebook 
writer, you’re expected to help promote the book, and might be asked to share 
images from the road. 

When writing a guidebook, how do you strike a balance between covering 
the must-sees and leading readers off the beaten path?
I keep an eye out for the unusual places and things to do, but I make sure 
these are consistent before I include them. I want to know that a year from 
now this place or activity will still be there and still be amazing. There are no 
guarantees, but with practice one can almost tell right away what’s reliable 
and what isn’t. I try to keep it balanced by including those historic, cultural 
sights that are too big to leave out, and mentioning a few things that repre-
sent the essence of the destination and will remain with the traveler long after 
he or she has left. I always make sure there are places you wouldn’t know of 
unless you had my book, and that comes from years of living and experiencing 
the destination.

What can a guidebook offer that a web search can’t?
When you only use digital info, it’s hard to distinguish what’s accurate  
and what’s honest. With guidebooks, you know who the author is, and that  
author takes a lot of time reviewing places and giving an authentic take on 
them. As professional travel writers, they have a reputation and thus a vested 
interest in putting out their best work. They’re on the ground, scoping out 
what’s worth telling, and they save travelers hours and hours of online research. 
Lastly, guidebooks are always available whether or not you have access to 
wi-fi or the electricity goes out—and that is crucial when you’re on the 
road. —A.A.

are wondering, ‘Can I or can’t I?’ we 
want to give them the advice and infor-
mation they need to give it a go.”

Special interests are also driving travel 
decisions these days, Pickard says, and 
Lonely Planet’s forthcoming publica-
tions follow suit. A widespread decade-
long enthusiasm for culinary travel 
shows no sign of slowing, and Lonely 
Planet tapped its far-flung network of 
local experts for August’s Ultimate Eats, 
which Pickard describes as a ranking of 
“the 500 most memorable food experi-
ences in the world, whether it’s Noma in 
Copenhagen or a hole-in-the-wall curry 
house in Punjab.” 

Cruising is a travel interest that 
Pickard acknowledges Lonely Planet 
would never have covered 30 years ago, 
but he says the niche has broadened to 
include more options for exploratory on-
shore adventures. In June, the publisher 
is releasing Cruise Ports guides for 
Alaska, the Caribbean, and Scandinavia. 
The last title joins a full menu of existing 
Lonely Planet products devoted to the 
region as a whole, its individual coun-
tries, and major cities. 

“Those countries are at the vanguard 
of world culture in ways they hadn’t been 
before,” Pickard says, pointing to 
trending interest in their progressive 
governments, food, design, and lifestyle. 
Scandinavia also offers opportunities for 
the kinds of nature travel and city visits 
that he says have become increasingly 
in-demand. 
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In April, Lonely Planet introduces the 
first two titles in a new line of hardcovers 
aimed at travelers who are seeking new 
things to do on return trips to favorite 
destinations. Experience Italy is devoted 
to a perennially popular destination, and 
Experience the USA responds to a huge 
surge of interest in the national parks 

generated by their 2016 centennial and 
an observation that American cities have 
become more interesting to visit in 
recent years. Pickard attributes the latter 
to enhanced local food culture and craft 
brewing scenes, and what he calls “social 
accommodations” that make “live-like-
a-local” experiences easy. 

He also notes increased interest in 
quick trips, a trend that other publishers 
are taking into account, too. Michelin, 
for instance, is launching a pocket-sized 
line called Green Guide Short-Stays in 
June, with volumes on Charleston, New 
Orleans, New York City, Paris, and 
London.
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Print-digital dynamics remain a hot topic in the guidebook sector. Search engine 
results, once merely a significant aspect of travel planning, are now travelers’ #1 
source of information when putting together a vacation, according to travel and 
hospitality marketing company MMGY Global’s report “Portrait of American 
Travelers, 2017–2018.” 

Rick Steves’ Europe maintains an active online presence, but 
its namesake questions the general traveling public’s reliance 
on the web: “Are they getting the same value of information 
out of the internet as from a guidebook?” Several of Steves’s 
competitors are working hard to answer that query in the 
affirmative.

While Fodor’s isn’t introducing any new guidebook titles 
this season, its website is being “expanded and enhanced,” says 
editorial director Doug Stallings, with content that comple-
ments the publisher’s print products “but doesn’t fit into the 
guidebook format.” That includes newsy updates, photo essays, 
and listicles with sticky titles like “Party by the Pool: The 9 
Best Hotel Pool Scenes in L.A.” Stallings says the site’s Fodor’s 
Hotels component is re-emphasizing its authority as a 
professional, objective review source, as opposed to what he calls the “reader-gener-
ated noise” found on many go-to review sites.

In 2016 Insight Guides started bundling digital products with print purchases, 
and Agnieszka Mizak, managing director at parent company APA Publications, says 
the strategy has proven so successful that “all our destinations have either an e-book 
or app or both.” The publisher is adding destinations—Budapest, Cuba, Iceland, 
Madrid—to its pocket-size Insight Explore Guides, which include access to a 
companion e-book download. New additions to the regions and countries roster 
include Insight Guides American Southwest (June) and Insight Guides Madagascar 
(Nov.). Mizak notes that the Insight Guides website includes a booking engine for 
trip planning to destinations it covers.

Toward the end of 2017, APA, which also publishes Berlitz guides and phrase-
books, added Rough Guides to its portfolio, as a complement to the glossier Insight 
line. Through the third quarter of 2017, prior to the acquisition, APA ranked sixth 
and Rough Guides seventh in the NPD BookScan Travel Publishing Year Book’s 
world travel guide rankings. Mizak says the purchase will double APA’s reach and 
revenues. 

As part of Lonely Planet’s push to grow as a multimedia travel hub, the publisher 
began partnering with GoPro in April 2017 to add more video to LP’s website. 
Travel media company Skift reports that 63% of consumers consult social channels 
in vacation planning, and August 2017 saw the launch of Trips by Lonely Planet, an 
app that allows users to share photos, videos, and commentary as well as gain access 

to travel information. Lonely Planet’s year-old Guides app 
offers maps, phrasebooks, and local search functionality to 
a growing number of cities.

But however bright and shiny the rapidly developing 
world of digital travel content may be, DK Eyewitness 
Travel publisher Georgina Dee remains a true believer in 
the core product in this publishing sector, the venerable 
guidebook. “The play between print and digital is always at 
the forefront of our minds, but travelers are [already] well 
served by the digital world,” she says. “Rather than adding 
to the noise, we’re focused on reducing the noise with 
beautiful, useful books.” —D.H.

SURF’S UP
America First
For all the talk in the American travel 
milieu about foreign destinations 
trending, in 2017 domestic trips 
accounted for 85% of vacation travel by 
Americans, a 7% gain over the previous 
year, according a report by the travel and 
hospitality marketing company MMGY 
Global. Forty percent of those were first-
time visits, which goes a long way 
toward explaining why Moon now 
emphasizes U.S. road trips, regions, 
states, and mid-market cities. “Moon is 
focused on trying to give active guidance 
to readers on how to choose the places 
that are best for them,” says Avalon 
Travel publisher Bill Newlin. “Why to 
go to a place is just as important as how.” 

Newlin says that many of the strategic 
decisions he and his team make are 
driven in large part by the lack of com-
petition from other major publishers. 
Moon Nevada (June), for instance, is more 
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Meet a Guidebook Author
Russell Maddicks, who is working on his fifth Culture 
Smart! guide
When writing a guidebook, how do you strike a 
balance between covering the must-sees and lead-
ing readers off the beaten path?
The guides I’ve written focus more on the experience 
of being in the country than the nuts and bolts of 
where to get a coffee or what time the bus leaves to a 
specific destination. I always include the must-visits 
but I also include the must-eats, the must-reads, and 
the top words in the local language that will help you 
break the ice and, hopefully, tease a grin from the 
people you meet. 

What does it take to be a guidebook author today?
The rise of the food revolution, the like-a-local concept 
of travel, and the greater cultural awareness of many 
travellers today mean that travel writers have to bring 
a greater level of expertise to their books. It’s not 
enough to list the best beaches and most splendid 
sunsets—I have to be a food writer, understand history, 
politics, language, and culture, and have an in-depth 
knowledge of such diverse themes as birdwatching and the etiquette of busi-
ness meetings. Of course, nobody can know everything so the most important 
skill of any writer is networking: hooking up with knowledgeable locals who 
can share their insights with you.

What’s the biggest misconception about travel writing?
My friends think I get paid royally to be on holiday and that, when I’m not 
lazing around on picture postcard beaches or being pampered at luxury spa 
resorts, my job is an endless round of gourmet meals at top restaurants and 
boozy fun at cocktail parties. The reality couldn’t be more different. There’s 
never enough time to get everything done when on a research trip, and any 
downtime from a packed itinerary is taken up with writing and research or 
uploading posts on social media.

What can a guidebook offer that a web search can’t?
The secret, for me, is the author’s voice, which cuts through that avalanche of 
conflicting and confusing content you find online. It’s a comfort to have a 
book in your backpack or briefcase that can help you to quickly find your feet 
in a foreign country.

What defines great travel writing for you?
A great travel story doesn’t have to be based in an exotic corner of a far-flung 
country, but it does have to conjure up a place: the sights, the smells, the 
sounds. Nearly all of our most cherished travel memories include a personal 
interaction with somebody we meet. I’m drawn to writers who can capture 
that kind of connection and the essential humanity that binds us all together, 
wherever we’re from. —A.A.
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about the desert than Las Vegas, and Moon Tucson (Aug.) covers 
the kind of interesting second city the line specializes in. Other 
forthcoming guides are devoted to Michigan’s Upper Peninsula 
(Apr.), Acadia National Park (May), Washington State’s Olympic 
Peninsula (May), and the Blue Ridge Parkway (June).

Newlin cautions against drawing overarching conclusions 
about global travel by watching the guidebook publishing trade 
winds blow. “Tourism as a business is massive; the guidebook 
industry is less so,” he says. He also notes that there’s no way to 
compete with the TripAdvisors and Yelps for on-the-spot travel 
information. Newlin is another guidebook veteran from the 
backpacker lineage—he did a boots-on-the-ground edit of China 
Off the Beaten Track (originally published in the U.S. by St. 
Martin’s in 1983), which he calls “the first guide for independent 
travelers in the modern era” for travel in that country. Having 
been with been with Moon since 1990, he has convictions about 
what accounts for staying power in the field; he reports that Moon 
has seen 40% growth in net sales and profits in the last five years. 
“We’ve evolved with the form,” Newlin says. “Plain vanilla is not 
going to survive in the age of the internet.” ■

Dave Herndon is a veteran travel writer and magazine editor who is currently 
reporting for freelance duty from southwest France.


