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Preface

This book is written as a simple, plain language introduction to
tourism and assumes no prior knowledge of what tourism is and
how it affects our everyday lives. To read it you need to ask one
question: why is there so much interest in tourism? If you are
inquisitive about tourism and how it has developed as a business
then read on. This is a book which looks at what the tourism
industry is and does, and why it is such an important global busi-
ness. In simple terms it shows how tourism is organized, run and
managed — and how our desire to take holidays and use our leisure
time creates an industry which is expanding and is sometimes
seen as out of control. This book does not pull any punches: it is
not full of jargon, buzzwords and academic gobbledegook — there
are far too many books like that which fail to convey the excite-
ment that tourism engenders. It tells a story chapter by chapter
about how tourism has developed, what tourism is and how spe-
cialist businesses meet the insatiable demand for holidays and
travel. Where technical terminology is used, it is explained in lay
terms for the general reader. The book offers many insights into a
fascinating business which is changing so fast that even commen-
tators find it hard to keep abreast of it.

The book takes a global look at what tourism is with examples
from various countries and places, and asks: If tourism is so impor-
tant to our economies and society, what can we do to manage it!
Whose responsibility is it? Is it too late to control it? Such questions
can only be answered after explaining how the tourism industry
exists as a large unwieldy set of interests that are united by one
key principle: making money from the visitor and their pursuit of
pleasure or travel. The book is comprehensive in the way it treats
the different elements of the tourism sector and questions what
the challenges of managing tourism are.

Tourism Management: Managing for Change will be essential
reading for anyone interested in tourism — including tourists — and
who want to understand how the business works, how it makes
profits and what are the effects of its activities on destinations.
The book examines all the key trends now affecting the tourism
industry from the impact of technology to the way low-cost airlines
have transformed the market for leisure travel.



xxii

Preface

We are all living in an age of major social and economic trans-
formation, and tourism is part of that transformation. Reading
this book will at least help you understand what is driving these
changes in tourism and what is likely to stimulate future changes.
For the tourism manager, the book will undoubtedly spell out a
few home truths. For the general reader, it will show how difficult
being a manager in tourism actually is — and the problems that we,
the travelling public — the tourists — actually pose for businesses —
as well as the opportunities and the challenges.

I hope you enjoy reading this book. It is certainly not the larg-
est book ever written on tourism, but it is a clear, lucid and frank
assessment which is easy to follow and above all shows how eve-
rything fits together — since tourism is not a simple business, all
about holidays — or is it? Why not read on and find out! Happy
reading.

Stephen ]. Page is Scottish Enterprise Forth Valley Professor of
Tourism Management in the Department of Marketing, at the
University of Stirling, Scotland
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CHAPTER 1

Tourism today:
Why is it a global
phenomenon
embracing all our
lives?

Learning outcomes

This chapter provides an overview of tourism as a subject of study and
after reading the chapter you should be able to understand:

why tourism has emerged as a major leisure activity
how tourism can be defined as an human activity
how to distinguish between domestic and international tourism

why tourism has to be measured and the importance of tourism
statistics

the scale and importance of tourism at a global scale and some of
the reasons for its growth

why tourism is a difficult activity to manage.

INTRODUCTION

of interest in how people spend their spare time, especially

The new millennium has witnessed the continued growth

their leisure time and non-work time. Some commentators

have gone as far as to suggest that it is leisure time — how we use it
and its meaning to individuals and families - that defines our lives,



4 CHAPTER ONE Tourism today

as a focus for non-work activity. This reflects a growing interest in
what people consume in these non-work periods, particularly those
times that are dedicated to travel and holidays which are more
concentrated periods of leisure time. This interest is becoming an
international phenomenon known as ‘tourism’: the use of this lei-
sure time to visit different places, destinations and localities which
often (but not exclusively) feature in the holidays and trips people
take part in. For example, in 2005 the World Travel and Tourism
Council (WTTC) estimated that travel and tourism as economic
activities generated US$6201 billion which is expected to grow
to US$10678.5 billion by 2015. This equates to a 4.6 per cent
growth in the demand for travel and tourism per annum, which
is far in excess of the scale and pace of growth in the economies of
most countries. At a global scale, the economic effects of travel and
tourism are estimated by WTTC to be responsible for 214000000
jobs: this is equivalent to 8.3 per cent of world employment.
In 2005 tourism represented 10.4 per cent of total personal
consumption, while it accounted for over 9 per cent of all global
capital investment and 10 per cent of world GDP.

Therefore, the growing international significance of tourism can
be explained in many ways. In an introductory text such as this,
it is important to stress at the outset the following types of fac-
tors and processes in order to illustrate the reasons why tourism
assumes an important role not only in our lives but also globally:

e Tourism is a discretionary activity (people are not required to
undertake it as a basic need to survive, unlike consuming food
and water).

e Tourism is of growing economic significance at a global scale,
with growth rates in excess of the rate of economic growth for
many countries.

e Many governments see tourism as offering new employment
opportunities in a growing sector that is focused on service indus-
tries and may assist in developing and modernizing the economy.

e Tourism is increasingly becoming associated with quality of life
issues as it offers people the opportunity to take a break away
from the complexities and stresses of everyday life and work —
it provides the context for rest, relaxation and an opportunity
to do something different in a new environment.

e Tourism is becoming seen as a basic right in the developed,
Westernized industrialized countries and it is enshrined in
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legislation regarding holiday entitlement — the result is many
people associate holiday entitlement with the propensity (i.e.
the potential to engage in) to generate tourism.

e In some less developed countries, tourism is being advocated
as a possible solution to poverty (this is described as ‘pro-poor’
tourism strategies), with local people benefiting from this form
of economic activity.

e Holidays are a defining feature of non-work for many workers.

e Global travel is becoming more accessible in the developed
world for all classes of people with the rise of low-cost airlines
and cut-price travel fuelling a new wave of demand for tour-
ism in the new millennium. This is potentially replicating the
demand in the 1960s and 1970s for new popular forms of mass
tourism. Much of that earlier growth was fuelled by access to
transport (i.e. the car and air travel) and this provided new
leisure opportunities in the Western world.

e Consumer spending on discretionary items such as travel
and tourism is being perceived as a less costly item in house-
hold budgets. It is also much easier to finance tourism with
the rapid rise in credit card spending in developed countries,
increasing access to travel opportunities and participation in
tourism.

e Technology such as the internet has made booking travel-
related products easy and placed it within the reach of a new
generation of computer-literate consumers who are willing
to get rid of much of the traditional ritual of going to a travel
agent to book the annual holiday to Lanzarote or Ibiza. Such
technology now opens many possibilities for national and
international travel at the click of a computer mouse.

From this brief list of possible reasons why tourism is now assum-
ing a major role in the lives of people, it is evident that tourism is
also becoming a powerful process affecting all parts of the globe.
It is not only embraced by various people as a new trend, a char-
acteristic or defining feature of people’s lives, but is also an activ-
ity in which the masses can now partake (subject to their access
to discretionary forms of spending). This discretionary activity is
part of wider post-war changes in Western society with the rise in
disposable income and spending on consumer goods and services.
The first major wave of growth was in home ownership, then in
car ownership and, then, in accessing tourism and international
travel. In fact international travel (and domestic travel, i.e. within
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a country) is a defining feature of the consumer society. Whilst the
car has given more people access to tourism and leisure opportu-
nities within their own country, reductions in the price of aero-
plane tickets has made international travel and tourism products
and services more widely available. For example, in the UK the
number of air travellers is expected to rise from around 180 mil-
lion in 2004 to 475 million by 2030. This is not without its envi-
ronmental cost.

TRAVEL AND SUSTAINABILITY

There is a growing global concern about the ability of the earth’s
environment and resources to sustain the continued expansion of
economic activity, including tourism. Whilst scientists have pointed
to these concerns since the 1960s, these environmental issues have
only really begun to permeate government and people’s thinking
since the rise of global concerns over climate change and the inter-
national Kyoto Treaty seeking to address greenhouse gas emissions.
Tourism is centre stage in these concerns because travel for leisure
purposes is not a fundamental necessity, and it contributes to CO,
emissions through the consumption of fossil fuels used to transport
people on holiday. Transportation causes around 75 per cent of the
CO, emissions generated by tourism, with aviation responsible for
around 40 per cent of these emissions. Improving energy efficiency
in transportation may be expected to generate a reduction of 32 per
cent in the emissions per passenger kilometre between 2005 and
2035. However, the quantity of emissions varies depending on the
mode of transport used, with long-haul travel the greatest contribu-
tor to highly emission-intense trips.

The issue of tourist travel and its global environmental effect
through pollution is a thorny issue since tourism is internationally
significant and has an important role in society, as we have already
seen. There is an almost unanimous reluctance among govern-
ment policy-makers to directly limit or restrict tourist travel due
to its economic effects on destination areas. Consequently, many
prefer to adopt the politically acceptable and palatable adaptation
strategies — seeking to adapt human behaviour and destinations to
the effects of climate change. Many people openly admit to being
supportive of ‘green’ and ‘sustainable’ principles but are unwilling
to sacrifice their annual or additional holiday to reduce carbon
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emissions: likewise, few are willing to sacrifice an overseas destina-
tion for a less carbon consumptive and polluting domestic holiday.
This assumes a more interesting dimension when one sees some
sections of the tourism industry responding to consumer interest
in green issues, by offering more ‘green’ and ‘sustainable’ holidays,
recognizing a business opportunity. Critics have labelled this har-
nessing of green issues as one way of gaining a competitive edge
without a complete commitment to implementing sustainability
principles in their business practices as ‘greenwash’.

This reflects the fact that tourism in this respect is a phenom-
enon that is constantly evolving, developing and reformulating
itself as a consumer activity. Tourism, as a consumer activity, is
constantly being developed by the tourism industry and individual
businesses, as marketing is used to develop new ideas, products
and services and destinations. This is reflected in the international
interest in developing niche products: holidays focused on specific
interests and activities. Examples of niche products are nature-based
or ecotourism excursions, such as nature watching in the Galapagos
Islands, and wine- and food-based tourism. Both of these types of
holiday are increasing in popularity, reflecting as they do people’s
interests and hobbies. Tourism appeals to the human imagination.
As an activity it knows no bounds: it is global and it affects the envi-
ronment it occurs in, the people who host it, the economies it seeks
to benefit and the tourists who consume it as an experience, product
and an element of their lives. With tourism having this all-embrac-
ing role, it is no surprise that many commentators, researchers and
governments have agreed on the need to manage it as a process and
activity, especially since it has the potential to snowball and grow
out of proportion if it is not managed. Therein lies the basic propo-
sition of this book — tourism needs managing if it is to be successful
and beneficial rather than a modern-day scourge.

Yet one of the fundamental problems in seeking to manage tour-
ism is in trying to understand what it is: how it occurs, why it
occurs where it does, the people and environments that are affected
by it and why it is a volatile activity that can cease as quick as
it can start. These types of question are what this book seeks to
address. It will also look at why tourism as a consumer activity is
built on dreams, images and what people like to do; this is notori-
ously difficult to understand as it involves entering the realms of
psychology and the mind of the individual tourist. Furthermore,
these psychological elements are bound up in notions of enjoyment,
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feelings, emotions and seemingly intangible and unseen charac-
teristics. The issue is further complicated by the way in which an
individual’s tastes and interests change throughout their life. In
other words, being a tourist is based on the principle of non-work
and enjoyment of one’s free time in a different locality, and results
in an experience, a treasured memory and something personal.
Consequently, understanding what tourism is, how it operates,
what it means to people and how it should be managed are key
challenges for any locality in the new millennium with the global
growth of tourism activity.

WHy Stupy Tourism? Is 1T Just ABOUT
EnJoYMENT AND HoLiDAYS?

Tourism and its analysis have become a relatively recent field of
study among academics, researchers and commentators. Some of
the very early student textbooks on tourism (which are detailed in
the further reading section at the end of this chapter) can be dated
to the early 1970s (although there are examples of other reviews
of tourism dating to the 1930s, 1940s and 1950s, as discussed in
chapter 2), with a second wave being produced in the 1980s and
then a massive explosion in the late 1980s and 1990s as tourism
education and training expanded worldwide. Since the 1990s, a
wide range of more specialist and niche books have been published
on particular aspects of tourism research. There are a range of
commonly recognized problems in studying tourism, a number of
which are important to the way in which we understand whether
it is just about enjoyment and holidaytaking:

e Tourism is a multidisciplinary subject which means that a wide
range of other subjects, such as psychology, geography, econom-
ics, to name but a few, examine it and bring to it a range of
ideas and methods of studying it. This means that there is no
overarching academic agreement on how to approach the study
of tourism - it really depends on how you are looking at tour-
ism, and the perspective you adopt which determines the issues
you are interested in studying.

e This has led to a lack of clarity and definition in how to study
tourism, something that other researchers have defined as
reductionism. What this means is that tourism is normally
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defined by reducing it (hence ‘reductionism’) to a simple range
of activities or transactions (i.e. What types of holidays do people
choose? or How do people purchase those holidays?) rather than
by focusing on the framework needed to give a wider perspective
or overview of tourism as a dynamic and important subject.

These problems often compound the way people view tourism as
a subject, emphasizing the holiday or enjoyment aspects of travel-
ling (in one’s spare time or on business) as the defining features or
reference point of tourism. To the general public tourism is some-
thing everyone knows about — it is something many have engaged
in and so have an opinion on what it is, its effects and widespread
development.

Those involved in the study of tourism face similar situations
within the institutions and organizations they work within, since
many academics and researchers have a broad awareness of tour-
ism similar to that of the general public and so have prejudices and
opinions about it as a subject. Therein lies one of the continual prob-
lems facing the student of tourism: anyone who is charged with the
study of pleasure, enjoyment and the use of leisure time cannot be
engaged in serious academic study — can they? Other researchers in
science, the arts and humanities work in long-established disciplines
and have generations of literature, knowledge and a tradition of stud-
ying serious problems in society such as disease control, homeless-
ness and poverty; the negative aspects of life and their improvement.
So tourism is not perceived a serious subject, as it does not address
societal problems. In reality, these prejudices and attitudes are fun-
damentally flawed, outdated and ill informed in a society where the
consumption of leisure and pleasure are now key elements in the
quality of life of the population. For example, one project I undertook
with VisitScotland, the National Tourism Organization for Scotland
examined the impact of a flu pandemic on Scottish tourism, high-
lighting that tourism was now one of the biggest sectors of its econ-
omy, worth £4.2 billion. A flu pandemic could devastate the economy
and thereby the wider economic and social structure of Scotland. So
tourism and its study do matter, especially where it is an integral part
of the national economy. Admittedly, tourism is about pleasure and
enjoyment, but its global growth and expansion are now creating
serious societal problems and issues; a fundamental understanding
of tourism is required if we are to manage and control the impacts
and problems it can cause. One way of beginning to understand that
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tourism is more than holidays and enjoyment is to think about why
tourism is so important in modern society (i.e. its social, cultural and
economic significance) by looking at an important process which has
led to the demand for it — the rise of the leisure society.

THE LEISURE SOCIETY

Tourism is now widely acknowledged as a social phenomenon, as
the nature of society in most advanced developed countries has
now changed from one which has traditionally had an economy
based on manufacturing and production, to one where the dom-
inant form of employment is services and consumer industries
(i.e. those based on producing consumer goods and services). At
the same time, many countries have seen the amount of leisure
time and paid holiday entitlement for their workers increase in
the post-war period so that workers now have the opportunity to
engage in the new forms of consumption such as tourism. These
changes have been described as being part of what has been
termed as the leisure society, a term coined in the 1970s by soci-
ologists. They were examining the future of work and the way in
which society was changing, as traditional forms of employment
were disappearing and new service-related employment, increased
leisure time and new working habits emerged (e.g. flexi-time and
part-time work). Some commentators described this as a ‘leisure
shock’ in the 1980s since many workers were still not prepared for
the rise in leisure time and how to use it.

As society has passed from the stage of industrialization to one
now described as post-industrial, where new technologies and
ways of communicating and working have evolved, sociologists
such as Baudrillard (1998), in The Consumer Society: Myths and
Structures, have argued that we have moved from a society where
work and production has been replaced by one which leisure and
consumption now dominate. This has been reflected in social
changes, such as the rise of new middle classes in many developed
and developing countries, and these middle classes have a defining
feature, which is the concern with leisure lifestyles and consump-
tion. The new-found wealth among the growing middle class has
been increasingly spent on leisure items and tourism is an element
of this (e.g. in 1911, 1 per cent of the population had 70 per cent
of wealth; this dropped to 40 per cent in 1960 and 23 per cent
in 2002 in the UK). The international growth in holidaytaking is
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directly related to this new middle class. The increasing mobility
of this group has been reflected in a fivefold increase in air passen-
gers travelling in the UK 1971-2006 and households that own one
car rising from 51 per cent in 1971 to 74 per cent in 2004 and 77
per cent in 2006. But the greatest growth has been in the two-car
households, rising from 6 per cent in 1971 to 26 per cent in 2006.
If the UK is fairly representative of changes in other countries,
then recent changes in consumer expenditure illustrate the growth
of this leisure society:

e Cheaper air fares and changing patterns of personal expenditure
recorded in The Family Spending Survey 2006 by the Office for
National Statistics found that household spending in the UK
included £58.50 a week on recreation and culture, ranked sec-
ond to transport at £62. This recreational spending included
£13.20 a week spent on overseas package holidays and 0.90p on
UK-based package holidays: over four times the amount spent
in real terms in 1968. In contrast, £5 a week was spent on sport
fees and £2 a week on cinema, theatre and museum admissions.

e This spending varied by age group: in households where the
main respondent was aged 30-49 years old, they spent 12 per
cent of their household income on recreation and culture; those
aged 50-65 spent 14 per cent and those aged over 75 years
spent only 12 per cent.

e The amount spent on overseas holidays has increased sevenfold
since 1971, when 6.7 million trips were taken and with those
in managerial and professional employment (the new middle
classes) spent double that of other employed classes.

e In the period 1993-2003, there was a 79 per cent growth in
domestic air passengers at UK airports due to low-cost air
travel. In addition, between 1982 and 2006, the proportion of
overseas travel by sea dropped from 42 per cent to 12 per cent.

This snapshot of the UK shows that tourism is a major element of
the leisure spending of households, reflected in what researchers
have described as ‘leisure lifestyles’. Interest in tourism in Europe,
North America and other parts of the world has been given an added
boost by the impact of new technology such as the internet and the
worldwide web, which has rendered knowledge and awareness of
tourism and the opportunities to travel worldwide more accessible.
The worldwide web has been used as a medium to portray travel
options and the product offerings of destinations, so that people can
search and explore travel options at a global scale from the ease of a
computer terminal. In Europe, the impact of this new technology in
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the early years of the twenty-first century has generated a new tour-
ism boom akin to the rise in international tourism in the 1970s,
with new forms of technology and the supply of cheaper forms of
travel (i.e. the low-cost airlines) fostering this demand. For exam-
ple, Jersey European Airways rebranded itself in 2000 Flybe and in
2002 adopted a low-cost model of operation (see Chapter 6 for more
detail) to compete with other carriers. By 2008, Flybe had become
the largest regional low-cost carrier in Europe operating in 12 coun-
tries, on 167 routes, serving 24 UK airports and 30 European air-
ports and generating £500 million a year in revenue. It also had a
US$3 billion investment programme underway to replace its aircraft
with more environmentally friendly planes. The company expanded
its UK domestic route network in 2007 after acquiring British
Airways former regional carrier — BA connect. Its growth since 2002
can largely be attributed to its low-cost model and it has grown its
online bookings from 6 per cent in 2002 to over 85 per cent. Whilst
this figure of 85 per cent of bookings online has been exceeded by
other low-cost airlines, it does illustrate the power of the internet
and its role in reaching a new customer base in the tourism sector.
This has given rise to the rise of e-tourism, which is the digitiza-
tion of all elements in the tourism supply chain (see Chapter 4 for
more detail), whereby the supply and demand for tourism can be
met through new virtual forms of distribution such as the worldwide
web, as opposed to conventional methods such as travel agents and
paper brochures. This has certainly revolutionized tourism and the
access to travel knowledge and information, hitherto largely within
the confines of travel agents and travel organizers: now everyone can
be their own travel agent if they have access to the technology.

THE INTERNET

e-tourism is only the first stage of the internet’s impact upon tour-
ism. The first wave of internet technology created an online travel
community where tourism businesses were able to market and com-
municate with consumers through electronic media. This has been
followed by a new wave of web-based communities known as Web
2.0 (also described as computer-generated media or social media)
where the online content is created by online users and made availa-
ble to other users via the Web 2.0 interactive technology. The import-
ance of this technology is that it allows consumers to communicate
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about social themes such as holidays and travel. So the increasing
use of the internet to make bookings and reservations for travel
online has been combined with consumer ratings and reviews
online through travel sites such as TripAdvisor.com (see Chapter 8
for more details and a case study on this issue). Therefore, many
of the previous principles of travel planning, where the advice and
knowledge of travel agents was seen as a key determinant of holiday
decision-making have now been replaced by the technological power
of the internet. The example in Box 1.1 reiterates how important
technology is in the fast-changing world of tourism and these issues
are reflected in the example of one growing destination, where the
implications for tourism development are evident.

BOX 1.1: CASE STUDY: TOURISM GROWTH

AND DEVELOPMENT IN VIETNAM

Vietnam is one of Asia’s rapidly expanding tourism destinations, with a
dynamic tourism economy worth over US$12 billion a year. The country has
seen over US$100 billion in foreign direct investment attracted to the coun-
try since the late 1980s. It remains one of Asia’s rising stars of economic
development and this has affected tourism development. Forecasts of
Vietnam'’s tourism sector suggest it will grow by over 7.5 per cent per annum
through to 2015, making it Asia’s fastest-growing destination, and one of the
world’s top ten areas for tourism growth. The country’s international arrivals
have grown from 92500 in 1988 to just over one million in 1995 to almost
five million in 2008, dominated by Chinese inbound visitors followed by visi-
tors from South Korea, Japan and the USA. Much of the country’s rapid
growth can be attributed to the free-market reforms (Doi Moi) which cre-
ated a climate of economic liberalization. The country has very ambitious
plans to grow international arrivals to six million by 2010, and to date it has
achieved growth rates of over 10 per cent per annum. This is underpinned
by growth in domestic tourism, which has grown to over 17 million arrivals a
year. These were created in advance of the wider commitment to creating a
free trade area in Asia among the member countries of the ASEAN trading
bloc, which announced the phased introduction of liberalization measures
in 2008 for a single aviation market for all passenger services by 2015.

The rapid expansion of the country’s tourism economy has been accom-
panied by a massive growth in its tourism capacity and infrastructure. In

Continued
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2008, for example, 130 companies are investing in 68 major tourism-
related projects ranging from hotels, to casinos and resort developments,
and golf course development. Much of the investment has been focused on
the economic hubs of Hanoi and Ho Chi Minh City, where around US$21
billion in capital investment is occurring. Ho Chi Minh City, for example,
has an ambitious tourism development strategy, receiving over three mil-
lion visitors a year. Such ambitious growth plans have meant that airports
such as Da Nang, which currently handles over 80000 arrivals a year, will
need to expand to four million by 2010 and six million by 2015 to achieve
growth forecasts. The result is that over US$312.5 million of investment is
needed for the airport to grow its capabilities to handle increased capac-
ity. Investment in tourism has also been leveraged from overseas aid budg-
ets which was running at US$2.2 billion per annum in 2007; in 2008 one
project alone was receiving US$11.1 million in aid for the Greater Mekong
sub-region Sustainable Tourism Development programme to assist five of
Vietnam’s poorest areas to benefit from tourism-led economic development.

Access to and use of internet technology is increasing and one
important feature which many studies confirm is that this technology
is increasingly used to search out and peruse travel options as well as
for making bookings. With these issues in mind, attention now turns
to what is meant by the terms ‘tourism’, ‘tourist’ and ‘travel’.

CoNcePTs — Tourism, THE TOURIST AND TRAVEL

Attempts to define tourism are numerous and very often the terms
‘travel’ and ‘tourism’ are used interchangeably. According to the
international organization responsible for tourism, the World
Tourism Organization (UN-WTO):

Tourism is defined as the activities of persons travelling to and staying in places
outside their usual environment for not more than one consecutive year for
leisure, business and other purposes not related to the exercise of an activity
remunerated from within the place visited. The use of this broad concept makes
it possible to identify tourism between countries as well as tourism within a
country. ‘Tourism’ refers to all activities of visitors, including both ‘tourists
(overnight visitors)’ and ‘same-day visitors’. (www.world-tourism.org)
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This seemingly straightforward definition has created a great deal
of debate. In fact, controversy has surrounded the development of
acceptable definitions since the League of Nations’ attempt to define
a tourist in 1937 and subsequent attempts by the United Nations
conference in 1963 which considered definitions proposed by the
then IUOTO (now UN-WTO). There have also been attempts to
clarify what is meant by the term ‘visitor’ as opposed to ‘tourist’
and the distinction between tourists who travel within their own
country (domestic tourists) and those who travel to other countries
(international tourists). What the debates on defining tourism at a
technical level show is that it is far from an easy task in agreeing
what constitutes a ‘tourist’. For example, should we include some-
one who is a visitor staying in a second home?: they are technically
away from their homes, but are staying in another form of property
they own. Similarly, how far away from your home area must you
travel before your activity is deemed tourism? A further problem
is associated with the category of cruise ship passengers who dock
at a port and visit briefly, not staying overnight, or cross-Channel
trippers who may cross an international boundary but then return
within a day and do not stay overnight.

To try and encompass many of these anomalies and problems,
the UN-WTO produced guidelines and a useful categorization for
defining a tourist, which is shown in Figure 1.1. What is increas-
ingly obvious is that new forms of research on tourism are needed
to understand how the phenomenon loosely defined as tourism is
evolving as it is far from static. For example, research on tourism
and migration has identified the short-term migration of the elderly
who winter in warmer climates — such as the UK pensioners who
overwinter in the Mediterranean — as a new type of tourist. These
patterns of tourism migration incorporate owners of second homes,
tourists and seasonal visitors who spend two to six months over-
seas in locations such as Tuscany, Malta and Spain. For example,
328000 people own a second home in the UK and 178000 have
purchased overseas properties. In the USA estimates of domestic
second-home ownership range between 3.6 million and 9.2 mil-
lion properties, the majority of which are located in coastal or rural
areas. This pattern of seasonal tourism and migration also gener-
ates flows of people known as “visiting friends and relatives’, and
these are somewhat different to the conventional images of package
holidaymakers destined for these locations in Europe. In the USA,
a long-established trend of a family vacation is the holiday home.
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Therefore, the following definition of tourism might be useful
where tourism is

the field of research on human and business activities associated with one
or more aspects of the temporary movement of persons away from their
immediate home communities and daily work environments for business,
pleasure and personal reasons. (Chadwick 1994: 65)

In the USA, there is a tendency still to use the term ‘travel’ when
in fact ‘tourism’ is meant. What is clear is that tourism is associ-
ated with three specific issues:

e ‘the movement of people;

e a sector of the economy or an industry;

a broad system of interacting relationships of people, their
needs [sic] to travel outside their communities and services
that attempt to respond to these needs by supplying products’.

Source: After Chadwick (1994: 65)
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From this initial starting point, one can begin to explore some
of the complex issues in arriving at a working definition of the
terms ‘tourism’ and ‘tourist’.

Probably the most useful work to provide an introduction to
tourism as a concept and the relationship with travel is Burkart
and Medlik’s (1981) seminal study Tourism: Past Present and
Future. This identified the following characteristics associated
with tourism:

e tourism arises from the movement of people to and their stay
in various destinations

o there are two elements in all tourism: the journey to the destin-
ation and the stay including activities at the destination

e the journey and the stay take place outside the normal place of
residence and work, so that tourism gives rise to activities that
are distinct from those of the resident and working populations
of the places through which tourists travel and in which they
stay

e the movement to destinations is of a temporary, short-term
character, with intention to return within a few days, weeks or
months

e destinations are visited for purposes other than the taking up
of permanent residence or of employment remunerated from
within the places visited.

Source: Burkart and Medlik (1981: 42)

All tourism includes some travel but not all travel is tourism,
while the temporary and short-term nature of most tourist trips
distinguishes it from migration. But how does tourism fit together —
in other words how can we understand the disparate elements?
One approach is to look at tourism as an integrated system, which
means that one has to ask how tourism is organized and what the
defining features are.

An organizing framework for the analysis
of tourism

The most widely used framework is that developed by Leiper
(1990) who identified a tourism system as comprising a tourist,
a traveller-generating region, tourism destination regions; transit
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Tourism Tourism

generating Transit route receiving area
region (destination)

Leiper’s tourism system (redrawn from Page, 1995;
based on and modified from Leiper, 1990)

routes for tourists travelling between generating and destination
areas, and the travel and tourism industry (e.g. accommodation,
transport, the firms and organizations supplying services and prod-
ucts to tourists). This is illustrated in Figure 1.2 and shows that
transport forms an integral part of the tourism system, connect-
ing the tourist-generating and destination region together. Thus,
a ‘tourism system’ is a framework which enables one to under-
stand the overall process of tourist travel from both the supplier
and purchaser’s perspective (known respectively as ‘supply’ and
‘demand’) while identifying the organizations which influence and
regulate tourism. It also allows one to understand where the links
exist between different elements of tourism, from where the tour-
ist interacts with the travel organizer (travel agent or retailer), the
travel provider (airline, or mode of transport), the destination area
and tourism sector within the destination. This approach is also
helpful for understanding how many elements are assembled by
the tourism sector to create an experience of tourism. One major
element in this experience of tourism is the tour, which is a feature
of holidays and the use of leisure time.

The tour, holidays and leisure time

What is evident from Leiper’s model of the tourism system is that
the tour — which is a trip, travel anywhere for pleasure or leisure —
is a vital element. The tour is an underpinning feature of tourism,
a prerequisite for tourism to occur, since the consumer has to be
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brought to the product or experience, has to travel, and is a recipro-
cal event — the traveller travels out and back. Transport and single
or multiple destinations are involved. The conventional definition
of touring inevitably implies travel to one or more places, called
‘destinations’. There are various forms of touring: the excursion by
road or rail which may have a scenic element known as a touring
route; some cruises, where the ship tours a range of destinations or
ports of call. Conversely, the excursion element may be something
that the tourist undertakes at the destination on a day-trip basis or
in the form of a more sustained trip, with a planned or unplanned
itinerary. Whilst the holiday is something which encompasses the
entire experience or use of leisure time for a holiday, the tour is a
distinct element of the holiday and has distinct patterns and travel
patterns.

In view of these issues, which help to understand the nature of
tourism as an entity, attention now turns to the scale, significance
and importance of tourism as an international activity.

MEeASURING TOURISM

Once we agree a general definition of what tourism is, we can look
for methods that add precision to the scale, volume and signifi-
cance of tourism as a global activity. Measuring tourism also helps
to understand some of the problems which planners and decision-
makers need to address in planning for tourism and future growth
scenarios. There are three basic considerations in trying to define
tourism as an activity, which are:

1 What is the purpose of travel (e.g. business travel, holidaymak-
ing, visits to friends and relatives)?

2 What time dimension is involved in the tourism visit, which
requires a minimum and a maximum period of time spent
away from the home area and the time spent at the destin-
ation? In most cases, this would involve a minimum stay of
more than 24 hours away from home and less than a year as a
maximum.

3 What situations exist where some countries may or may not
choose to include travellers, such as cruise passengers, travel-
lers in transit at a particular point of embarkation/departure
and excursionists who stay less than 24 hours at a destination,
as tourists?



20

CHAPTER ONE Tourism today

There are five main reasons why measuring tourism is important:

1 to understand why and how significant it is for certain destina-
tions, countries and regions in terms of the scale and value of
the visitors

2 to understand how important it is for countries in terms of
their balance of payments, as it is an invisible export that gen-
erates foreign currency and income

3 to assist the tourism industry and governments in planning for

and anticipating the type of infrastructure which is required for
tourism to grow and prosper

4 to assist in understanding what type of marketing is needed to
reach the tourist as a consumer, and what factors will influence
tourists to visit a country or destination

5 to help the tourism industry make decisions about what type
of action is needed to develop tourism businesses and further
develop in this area.

At a general level, measuring tourism through the collection,
analysis and interpretation of statistics is essential to the meas-
urement of the volume, scale, impact and value of tourism at
different geographical scales from the global to the country level
down to the individual destination. At the simplest level, this is
shown in Figure 1.3, which demonstrates the trends in global tour-
ism since 1950. This uses the UN-WTO arrival statistics for each
year and shows that international tourist arrivals have not sim-
ply grown year on year. A number of downturns have occurred in
tourist arrivals, more recently caused by the impact of Foot and
Mouth in the UK, the 11 September 2001 and Bali (September
2002) terrorist events and other factors (e.g. the economic crisis
in Argentina, the strength of the US dollar, conflict in the Middle
East and the SARS (Severe Acute Respiratory Syndrome) out-
break. One could term the period since 2000 as one in which inter-
national tourism has operated in ‘turbulent times’. Part of this
turbulence, as Glaefler (2006) notes, is the impact of natural catas-
trophes on tourism. For example, in the twentieth century there
have been 50000 natural disasters but between 1990 and 2005
there have been 500-700 such catastrophes each year causing
losses of US$650 billion between 1990 and 1999. These events
have periodically interrupted or at worst devastated the tourism
industry (e.g. Hurricane Rita in the USA in 2005), contributing
to the notion of turbulence in tourism activity. In other words, a
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range of factors impact upon visitor arrivals at an international
level, because tourism is a very fickle activity (i.e. it is very vulner-
able to the external factors mentioned above which act as deter-
rents to travel) and adverse events can act as shock waves which
send ripples across the world and impact upon people’s willingness
to travel for pleasure reasons. At the same time, major religious
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events can be a major stimulus to tourist travel such as pilgrim-
ages to locations such as Lourdes in France, where its waters are
seen as having healing properties. Other religious events such as
the Pope’s Christmas message attract large audiences in Rome
while other religious faiths have similar examples. At a global
scale, Table 1.1 shows the recent patterns of arrivals by UN-WTO
region for 2000-2007 and some of the local trends in international
tourism. The findings can be summarized as follows:

e international tourism is dominated by western European
destinations (54 per cent of all arrivals)

e new areas for tourism activity, such as Asia and the Pacific
(including the growing economies of Singapore, Thailand,
South Korea, Taiwan and China) are beginning to develop their
volume of visitor arrivals at the global scale and account for
20 per cent of arrivals in 2007

e the top destinations worldwide in terms of arrivals in 2007
were: France, Spain, the USA, China, Italy, UK and Germany

e more established destinations in north-western Europe and the
USA have seen slower growth compared to emerging regions
such as Africa, N. E. Asia, Eastern Europe, S. E. Asia and the
Middle East. What these rates of growth mean for individual
destinations can be seen in the following example of Vietnam

But one of the enduring problems which Table 1.1 does not
show is that, far from being comprehensive, tourism statistics are
an incomplete source of information because they are often only

TABLE 1.1 International tourist arrivals by region of arrival

in 2000, 2001, 2003, 2004 and 2007 (source:
modified from UN-WTO)

Region Million arrivals
2000 2001 2003 2004 2007

Africa 279 28.5 30.8 33.2 44
Americas 128.2 122.2 113.8 125.8 142
Asia and the 110.6 120.5 119.3 152.5 184
Pacific

Europe 392.5 387.8 399.0 416.4 484
Middle East 245 24.0 28.8 354 48

World 684.0 688.5 690.9 763.0 903
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an estimate of the total pattern of tourism. In addition, such stat-
istics are often dated when they are published because there is a
significant time lag in their generation, analysis, presentation and
dissemination. This is because many published tourism statistics
are derived from sample surveys with the results being weighted or
statistically manipulated to derive a measure which is supposedly
representative of the real-world situation. Hence, many tourism
statistics at a country or regional level often state they are esti-
mates of tourism for this reason. In reality, this often means that
tourism statistics may be subject to significant errors depending
on the size of the sample.

The typical problems associated with measuring tourism are as
follows:

e tourists are a transient and highly mobile population making
statistical sampling procedures difficult when trying to ensure
statistical accuracy and rigour in methodological terms

e interviewing mobile populations such as tourists is often
undertaken in a strange environment, typically at ports or
points of departure or arrival where there is background noise
which may influence responses

e other variables such as the weather may affect the responses.
Source: Latham (1989)

Even where sampling and survey-related problems can be min-
imized, such tourism statistics have to be treated carefully as they
may be influenced by how the tourist was measured and the type
of approach used, and you need to know these factors. The main
ways of measuring tourists through surveys are as follows:

e pre-travel studies of tourists’ intended travel habits and likely
choice of destination (intentional studies)

e studies of tourists in transit to provide information on their
actual behaviour and plans for the remainder of their holiday or
journey (actual and intended studies)

e studies of tourists at the destination or at specific tourist attrac-
tions and sites, to provide information on their actual behav-
iour, levels of satisfaction, impacts and future intentions (actual
and intended studies)

e post-travel studies of tourists on their return journey from their
destination or on-site experience, or once they have returned to
their place of residence (post-travel measures).
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Such studies can also be used to examine different facets of the
tourist as the following three approaches suggest:

e measurement of tourist volume, enumerating arrivals, depart-
ures and the number of visits and stays

e expenditure-based surveys which quantify the value of tourist
spending at the destination and during the journey
e measurement of the characteristics and features of tourists to

construct a profile of the different markets and segments visit-
ing a destination.

In the commercial world, tourism data are also collated by organi-
zations that specialize in its collection and analysis including
market research companies. Tourism consultants may also be
commissioned specifically to collect data for feasibility studies of
tourism developments or new business opportunities and much
of the information remains confidential to the client due to its
commercial sensitivity. But in most cases, national governments
collate tourism statistics through studies of domestic and inter-
national tourism. International tourism is more widely studied
and this is normally passed to the UN-WTO and the Organization
for Economic Co-operation and Development (OECD) collate and
publish international travel statistics from member nations.

Once we have an understanding of how tourism is measured
and collated, then we can begin to think about what the patterns
and trends in tourism mean at a global level and what the implica-
tions are, particularly in terms of the more critical issues of what
forces are affecting tourism as a global activity.

New Forces AFFECTING TOURISM — GLOBALIZATION,
INEQUALITY AND THE DEVELOPED AND DEVELOPING WORLD

When one looks at the patterns of tourism, and those areas which
are growing in terms of international tourism, it is evident that the
majority of outbound travellers are from the developed countries of
Europe and North America, Australasia and the new middle class in
many developing countries. In some cases, the tourists are travelling
to developing countries where the standard of living often means the
majority of the population lives at subsistence level or at a much
lower standard than the visitor. The contrast in wealth between vis-
itor and host is often very large and it highlights a clear inequality
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between those who have the disposable income to enjoy the luxury
of international and domestic travel and the tourism employees who
are working at low wage rates and in low-paid, unskilled jobs. This
situation is made worse by the growing impact of globalization.
Globalization is a process associated with the growth of large
international companies and corporations, which control vari-
ous forms of economic development and production internation-
ally from their host country, making goods and delivering services
at a lower cost using low overheads and cheap labour in develop-
ing countries. Tourism is no exception to this: large multinational
hotel chains and tour operators use developing countries and destin-
ations as the basis for their tourist product. In these situations, the
economic linkages with the local community are limited, so that
low-skill jobs and low economic benefits are traded off against the
profits and economic benefits of tourism development being expro-
priated (i.e. returned) to the country of origin of the multinational
firm. In many cases, the weakly developed nature of local eco-
nomic linkages in developing countries’ tourism economies mean
they are often trapped into such exploitative relationships because
they do not have the indigenous capital or entrepreneurs to set up
tourism businesses. A lack of education, know-how and power to
negotiate with multinationals to maximize the benefits for local
people means that tourism can develop as a form of exploitation
for such communities. This may mean that rather than importing
foodstuffs, such as internationally recognizable brands, to meet the
tastes of tourists, local products should be developed to nurture the
linkages with the local economy, so local people may benefit.
Tourists bring their leisure lifestyles with them on holiday and
these are increasingly consumptive and conspicuous. Their spend-
ing power could be harnessed for the benefit of the local economy.
A growing problem in many tourism destinations worldwide is that
the growth of tourism and expropriation of its profits means that
the environmental resource base which is used to attract tourists
(e.g. attractive beaches, wildlife and the cultural and built envir-
onment) is not invested in and may be spoilt. More and more,
attention is turning to the extent to which tourism is a sustaina-
ble economic, social and environmentally based activity. That we
should use the environment without conserving it for future gen-
erations is one of the central arguments in the sustainable tourism
debate. This also raises the issue of inequalities related to tourism;
for example, tourist use of local resources required by residents can
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destroy those resources and environmental quality. This means that
local people, governments and international agencies have a respon-
sibility to lobby and take action to ensure that tourism development
which occurs in different countries and locations is not only sus-
tainable but seeks to minimize negative impacts as far as possible.
It should not marginalize vulnerable groups such as children and
the local workforce: the International Labour Organization (ILO)
has estimated that between 10-15 per cent of the tourism work-
force worldwide is comprised of children who do not enjoy appro-
priate standards of labour and employment conditions.

Tourism needs to be developed in an ethical manner so that
exploitation is not its hallmark. This is a theme which will be
returned to later in the book; at this point it is enough to empha-
size that tourism development and activity not only needs to be
socially and environmentally responsible, it must be sustainable
and long-term rather than short-term and exploitative (so that
the goose that lays the golden egg is not killed off). The tourism
industry needs to work with communities, local bodies and people
to ensure that tourism is a win-win activity for everyone and is
integrated into the local community rather than just exploiting its
local assets. This may require a significant change in emphasis in
the way tourism is developed and managed but it is an enduring
theme, which is worth highlighting at different points in the book.

Tourists and tourism businesses have a greater responsibility
to ensure that tourism is promoted as an activity which will not
only enhance global understanding and interaction between peo-
ple of different cultures and societies, but which will also promote
dialogue, benefits and opportunities for the tourist, the host and
the environment. So, in some situations, tourism may be a way of
providing the stimulus and means for preserving and conserving
endangered species and environments as well as providing bene-
fits beyond those, which normally accrue to the tourism industry.
Tourism has to operate as a profitable activity, but for its long-term
future, mutually beneficial relationships and links between the
industry, people and the environment must exist to bring finan-
cial and sustainable benefits for all and enhance the reputation
and image of tourism as a global phenomenon. This is the under-
lying basis of the pro-poor tourism lobby. In this way the welfare
and benefits of tourism to tourists can also be extended to the
host population and help to address many of the global inequali-
ties which exist in the growing globalization of tourism activity
as multinational enterprises seek to exercise greater control of the
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choice and nature of tourism being offered to consumers. Although
this book will not be able to address all of these issues, it is hoped
that they will be at the forefront of the reader’s mind so that they
are aware of the implications of the tourism industry and its activ-
ities at a global, national and local level throughout the book.

A FRAMEWORK FOR THE Book

The title of this book is Tourism Management and therefore it is
useful to present an organizing framework for the book and what is
meant by the term ‘tourism management’. By this stage, it is evident
that the focus of the book and subject matter is tourism. What is
often seen and used as an ambiguous term is the word ‘management’.
Therefore, in this section, the relationship of tourism with manage-
ment and its meaning in the context of this book is examined.

Tourism and management as a focus
for the book

At a very general level, the word ‘management’ as applied to tourism
could be taken as how tourism needs to be managed as a growing
activity at a global, national and local level in order that its often
contradictory forces (i.e. the pursuit of profit as a private sector activ-
ity and impact on the resource base it uses such as a beautiful coast-
line on a Pacific island) are reconciled and balanced so that tourism
develops and is pursued in a sustainable and balanced manner.
Whilst this is an overriding concern for readers of this book, there is
also a need to examine the basic principles associated with the term
‘management’ and how these elements of management can be inte-
grated with the study of tourism as an activity. The basic functions
associated with management as an activity are concerned with:

1 Planning, so that goals are set out and the means of achieving
the goals are recognized.

2 Organizing, whereby the work functions are broken down into
a series of tasks and linked to some form of structure. These
tasks then have to be assigned to individuals.

3 Leading, which is the method of motivating and influencing
staff so that they perform their tasks effectively. This is essen-
tial if organizational goals are to be achieved.



28

CHAPTER ONE Tourism today

4 Controlling, which is the method by which information is gath-
ered about what has to be done.

Each of these functions involves decision-making by managers,
businesses, tourist destinations or organizations so that they can
be harnessed to achieve the objectives and tasks associated with
managing tourism. The word ‘organization’ is often used as an
all-embracing term to refer to the type of tourism entity which
is involved with tourism as a business or other level. These busi-
nesses are motivated by their involvement in tourism to make a
profit and, therefore, the efficient organization and management
of their activities is essential to ensure that company or organ-
izational objectives are met. There is a school of management
thought which argues that management only occurs when chaos
occurs and that the function of management is to impose order
and structure on that chaos. Within organizations dealing with
the tourism sector (e.g. travel agents, airlines, tour operators and
associated businesses), resources are harnessed (e.g. employees,
finance, capital, technology, equipment and knowledge) to pro-
vide an output, which in the case of tourism is normally a product
or experience consumed by the tourist or service. This output is
achieved through the management of the resources.

There is also a debate among tourism researchers who argue
that tourism is a unique sector in that it displays characteristics of
partial industrialization which are explained more fully by Leiper
(1990: 25) where

only certain organisations providing goods and services directly to tourists

are in the tourism industry. The proportion of (a) goods and services
stemming from that industry to (b) total goods and services used by tourists
can be termed the index of industrialisation, theoretically ranging from
100 per cent (wholly industrialised) to zero (tourists present and spending
money, but no tourism industry).

What Leiper’s approach to the tourism sector shows is that man-
aging the broad phenomenon called ‘tourism’ is complex for a
number of reasons:

e The tourism industry is not a homogenous sector or segment
of the economy: it is made up of various organizations directly
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involved in tourism (i.e. those which directly service tourist
needs) and those indirectly involved and so may be described as
allied industries (i.e. food suppliers, retailers and other service
providers).

e Some of the organizations directly involved in tourism are
responsible for encouraging and promoting tourism develop-
ment and marketing.

e The allied industries do not always see themselves as tourism-
related enterprises.

e The destination or area which the tourists visit is not the sole
responsibility of one business or group of businesses; usually
the public sector intervenes to ensure that business objectives
(i.e. profit and increasing tourism numbers and revenue) are
balanced with local needs and business interests (known as
‘stakeholder interests’) in relation to the resource base which
tourism utilizes (i.e. beaches, attractions, the infrastructure and
overall environment).

e The public sector is responsible for trying to liaise, plan and
manage these diverse group of interests that are associated
with tourism as a phenomenon as well as having an underlying
responsibility in many cases for the marketing and promotion
of the destination.

Therefore, one can see how complex the management of tourism
is when the interests and variety of organizations involved in tour-
ism are considered and then the concept of partial industrializa-
tion is introduced.

From this discussion, who is responsible for tourism manage-
ment can be examined at a number of levels, although this is not
an exclusive list but a range of illustrations:

e At the individual business level the manager(s) is (are) involved
with the functioning and running of the enterprise.

e At the destination level, responsibility often lies with a public
sector led agency such as a tourism department (either as a
stand-alone body or as part of a local authority department).

In extreme situations where a destination is deluged with
tourists due to its popularity, the public sector may lead with a
public—private sector partnership involving business interests to
manage the visitors on the ground.

e At the country level, it is the national tourism organizations,
funded by the public sector through taxes and sometimes with
private sector members, who promote and market the country
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as a place to visit and attempt to manage the diverse interests
involved in tourism.

e At each level, be it the individual business, destination or coun-
try, a complex web of interactions and interrelationships exist
which need to be taken into account in the decisions, interests
and actions taken to manage tourism.

In each of these illustrations, the functions of management are
harnessed. Tourism management as a pursuit, however, is further
complicated in that there is a great debate as to what tourism is,
what needs to be managed and who should be responsible. The fact
that tourism can be seen as an experience based on the pursuit of
pleasure and profit raises many complex issues such as whether the
tourist is consuming a product, experience or service, and it leads
to many debates on what to manage and how far management con-
trols should be exercised by the tourism industry and public sector.

So how does this book address these questions?

One way is to view the managerial process of tourism as a multi-
layered process, in which the various organizations and stakehold-
ers involved in tourism engage at different levels through time.
Figure 1.4 demonstrates this. The focus begins with the individual
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business and the management processes (controlling, planning,
leading and organizing) are continuous through the interconnected
stakeholder groups from the individual business through to the
various interests known as the tourism industry. These interests
and the connections between management at different levels and
between groups means that, in reality, these groups also have to
be aware of external factors that will impact upon management
such as the visitor, the business environment, consumer trends,
the growth of the leisure society and political processes affect-
ing tourism at government level. The book is organized in such
a way that these issues are explained in a manner where the links
between different elements of the tourism sector are addressed
through examples and case studies. Each chapter builds upon the
one preceding to develop the knowledge and understanding of
what the tourism industry is, the management challenges fac-
ing each sector and how tourism affects changes in different con-
texts. Accommodating, anticipating and responding to that level of
change is one of the major challenges for tourism management in
the new millennium.

This book seeks to examine how the tourism phenomenon has
emerged as a part of modern society (see Figures 1.5 and 1.6), as a
prelude to discussing tourism as a business activity in Chapter 2.
This is then followed by a review of why people engage in tourism
in Chapter 3, focusing on the demand for tourism experiences. In
Chapter 4, the discussion focuses on how the demand for tour-
ism is met by the tourism industry and this provides an organ-
izing framework for Chapters 5 to 8 which examine various facets
of the tourism industry, namely transportation (the airline sector
in Chapter 5), land-based transport (Chapter 6), the provision of
accommodation and hospitality services (Chapter 7) and tour oper-
ations and retailing in Chapter 8. In Chapter 9, the significance of
visitor attractions is discussed which provide a context for visitor
activity and spending in destinations. In Chapter 10, the theme of
tourism management is returned to as a context for understand-
ing how tourism is organized, managed and developed in specific
environments. This theme is pursued in a public sector context in
Chapter 11. Both Chapters 10 and 11 provide the underpinning
for Chapter 12, which discusses some of the practical issues and
problems associated with managing visitors and sites of tourist
activity. In Chapter 13, the future of tourism activity in a global
context is reviewed, highlighting future issues and trends in the
development of tourism.
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QUESTIONS

1 Why is tourism such an important activity in the twenty-first
century?

2 How would you classify tourists?

3 Why is tourism management important for a business operating in
the tourism sector?

4 How stable is tourism as an economic activity?



This page intentionally left blank



Auckland is the gateway to New Zealand and as a large urban destination, future
growth in visitor arrivals will need to be planned for. As the Case Study on page
74 shows, forecasting is an important activity for planners to try and understand
how tourism demand will grow and the implications for destinations such as
Auckland and the provision of infrastructure and services for tourists. Whilst some
of the forecasts have proven to be accurate, the case study on page 74 shows the
importance of reviewing these forecasts in light of changes to economic factors,
crises, exchange rates and tastes. Auckland Night Skyline © iStockPhoto/George
Clerk



CHAPTER 2

Tourism: Its
origins, growth and
future

Learning outcomes

This chapter provides an historical perspective of the evolution of tour-
ism as a business activity through the ages and some of the manage-
ment challenges it has faced. After reading the chapter you should be
able to understand:

e the underlying processes affecting tourism: continuity and change
e the importance of the resort life cycle

e the role of coastal resorts in leisure and tourism during the
nineteenth and twentieth centuries

e the role of historical sources such as diaries in reconstructing past
patterns of tourism activity

e the evolution of tourism in the inter-war and post-war period

e the factors associated with the future trends in tourism
development such as space tourism.

INTRODUCTION

in the last chapter that tourism has become a widely
accessible product in the consumer-led leisure society,
the historical roots of tourism can be traced back almost to the
origins of civilization. What the historical study of tourism indi-
cates is that the nature of what tourists do in their leisure time
may have changed, as technology has expanded the opportunities

Tourism is not a recent phenomenon. Whilst it was argued
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for travel. At the same time, tourism has evolved from being an
activity which was the preserve of the ‘leisured classes’ (i.e. the
aristocracy) who had both the leisure time and means to engage in
travel, to a mass phenomenon. Throughout history, and even to a
degree today, what distinguishes the higher social classes’ experi-
ence of tourism from a mass product, is its highly individualized
consumption when compared to the communal consumption of
accommodation and transport, in particular, of the mass market
experience. This chapter will show that tourism has varied in
terms of its accessibility to different groups in society throughout
history, and that the development of a leisure ethic and increased
prosperity have created new tourism opportunities.

In any historical overview of tourism, two underlying themes
are important: continuity and change. Continuity means that tour-
ism has continued to be an important process, which remained
influential in the leisure lifestyles of certain social classes. Change
on the other hand characterizes the evolution of tourism through
the ages, since tourism is a dynamic, ever-changing phenomenon.
Much of the change is based upon the interaction between the
demand for and supply of tourism opportunities through time. In
terms of supply, key factors promoting the development of tour-
ism can be explained by the role of innovations (i.e. new ideas)
that have generated new products, experiences and destinations
and released a latent or pent-up demand for tourism. Part of this
change in tourism resulted from the innovations of individual
entrepreneurs such as Thomas Cook in the nineteenth century,
the introduction of new technology (e.g. the railway, the car and jet
aircraft) in expanding the endless possibilities for tourist travel. In
simple terms, destinations were developed for tourists and tourists
visited them, creating an interaction which is implicit in all forms
of tourism: a movement from origin area to destination and vice
versa. The discovery and development of these destinations also
exhibits elements of continuity and change through time as tour-
ism is a dynamic activity which rarely remains static.

There are comparatively few studies documenting the long-term
history of tourism, with many studies focused on specific eras or
epochs in time. Much of historians’ attention has focused on the
evolution of mass tourism in both a domestic setting (i.e. the rise
and demise of the English seaside resort) and international setting
(i.e. the post-war growth and development of the package holi-
day). But equally important is the historical evolution of tourism
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from classical times since it established many of the principles of
today’s use of leisure time for holidays and travel.

Tourism in Classical Times

The ancient civilization of Greece was not so much important for
any major development of tourism, but more for the Greek philoso-
phers’ recognition, endorsement and promotion of the concept of
leisure, upon which tourism is based. Aristotle considered leisure
to be a key element of the Greek lifestyle, where slaves and other
people should do the work required and the Greek freemen should
put their leisure time to good use.

This positive leisure doctrine may well have been the original ‘lei-
sure lifestyle’, which encouraged the pursuit of music, philosophy,
non-work and measures of self-development as elements of Greek
society. The development of the Olympic Games after 776 sc did pro-
vide a vital stimulus for tourism based upon a major sporting event.
Greeks travelled to the site of the Olympic Games and were housed
in tented encampments, creating a tourism event. International
travel in Greek times was limited due to the Greek wars.

In contrast, the rise of Rome and the Roman Empire was based
upon the twin elements of military conquest and administration.
The state and private individuals created leisure facilities (i.e.
spas, baths and resorts) and enjoyed similar leisure lifestyles to
the Greeks. The construction of colosseums for events and spec-
tator sports, as epitomized in the recent film Gladiator, created
the supply of tourism-related facilities. Therefore, two elements of
tourism can be discerned in Roman society: first, domestic tour-
ism focused on urban places where the resorts and facilities/events
existed, so that the middle classes in Roman society had some-
where to spend their 200 holidays a year. Second, the conquest of
overseas territories and their administration created a demand for
business-related travel related to the territorial management and
control of these peoples. The middle classes also had expanded
opportunities to travel afforded by new territories, trade and the
provision of roads linking the Roman origin area to seaside resorts,
summer villas and historical sites, which might be visited for
health, pleasure and spiritual reasons.

Rome also emerged as an important urban tourism destination
because of its capital city function. To service tourist needs, inns,
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bars and tour guides as well as souvenir sellers developed. In this
respect, many elements of modern tourism were established in
Roman times, which were mainly made possible by the political
stability and provision of infrastructure and facilities and were
stimulated by a prosperity among the middle classes who enjoyed
travel for leisure and business.

The Middle Ages

In the years following the demise of the Roman Empire, histor-
ians have described the years from 500 ap through to the acces-
sion of Henry VII in 1485 as the Middle Ages. The early part
of this period has also been described as the Dark Ages, a time
when the civilization and progress of the Roman era declined. In
place of the pleasure-seeking society of the Roman era, the rise of
Christianity and the development of monastic orders saw a society
evolve which was based on landed estates, a feudal system of peas-
ants and nobility. Yet even in these seemingly dark times, tourism
can be discerned with the emergence of festival and event-based
tourism stimulated by the activities of the nobility and knights.
Jousting tournaments and spectatorship from peasants and other
nobility saw a demand emerge for temporary accommodation and
travel to these events.

From the later part of the Middle Ages, pilgrims to the Holy
Land emerged. Travel was difficult due to the poor quality of
access, although this poor access created a demand for accom-
modation and hospitality services (e.g. food, drink and entertain-
ment) en route. The limited amounts of business travel to centres
of commerce across Europe and farther afield were modest in
comparison with the present. However, it should be recognized
that the feudal society which existed across Europe in the Middle
Ages did not really begin to see any significant change until the
Renaissance, with a quest for knowledge and discovery.

The Renaissance and Reformation

The Renaissance originated in Italy after 1350 and reached its
zenith in England during Elizabethan times. The earlier trends in
festivals and fairs continued, again forming a nucleus of domestic
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tourism activity. The rise of travelling theatres and the patron-
age of the arts created opportunities for travel. The Reformation,
in contrast, emerged after 1500 with the ideas of Luther and
Calvin with their religious zeal that created what has been termed
the Protestant work ethic. This is a notable turning point in the
history of leisure and thereby tourism, as these Lutheran and
Calvinistic ideas questioned the value of leisure, portraying it as
idleness, when individuals should devote themselves to a life of
good work rather than leisure and enjoyment of pleasure. These
ideas can be seen more clearly in the rise of the industrial society,
where leisure was denigrated by the capitalists and entrepreneurs
who needed to create a more profitable economy.

However, throughout the history of tourism, women remain
generally hidden as tourists in the same way that in Europe, the
leisure and tourism activities of different social classes began to be
separated. In one of the most influential studies of the history of
tourism, Towner (1996) explains how the upper classes withdrew
from popular culture (i.e. popular activities, pastimes and travel).
Likewise the affluent also began to move from town to country for
tourism purposes (rest and relaxation) on both a short-term and
a long-term basis. This led to the building of rural villas from the
Roman period to the Renaissance and again in the eighteenth and
nineteenth centuries, creating exclusive forms of rural recreation.
In Italy, this process of withdrawing to a country villa was called
villeggiatura during the Renaissance. In England, the sale of
Church lands after the dissolution of the monasteries by Henry
VIII freed vast areas of land that provided the basis for country
estates as places for recreation and tourism.

Another important development in tourism that originated in
the sixteenth century was the Grand Tour, which emerged as an
aristocratic form of tourism.

The European Grand Tour

The ‘Grand Tour’ was a traveller’s circuit of key destinations and
places to visit in Europe, mainly by the wealthy, aristocratic and
privileged classes in pursuit of culture, education and pleasure. The
origins of such tours can be discerned in those elements of Roman
society that travelled to Greece in pursuit of culture and education.
As a form of tourism, it reached its peak in the eighteenth century.
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Some commentators have gone as far as to suggest it was the fore-
runner of the modern overseas holiday.

Within western Europe, the Grand Tour is recounted in the
diaries, letters and memoirs of travellers as well as being docu-
mented in guidebooks and historical records associated with tour-
ism. According to the most detailed research on the Grand Tour by
Towner (1985, 1996) the typical tourists in the sixteenth century
were young aristocrats who were accompanied by tutors, although
this may be an oversimplification. By the eighteenth century, the
emerging middle classes formed a growing element of the Grand
Tour. Towner (1985) estimated that in the mid-eighteenth century
between 15000 and 20000 British participants toured continental
Europe, around 0.2-0.7 per cent of the population.

Much of the interest in the Grand Tour can be related to the
Renaissance and emergence of interest in classical antiques, pro-
moted by learning and developments in philosophy that encour-
aged travel to expand the human mind. One interesting historical
source, J. Hall’'s 1617 book Quo Vadis? A Just Censure of Travell
as it is commonly undertaken by the Gentleman of Our Nation,
epitomized this educational trend, where gentlemen spend up to
three years travelling to gain an education. This emerging travel
culture which was centred on mainland Europe saw a growing link
to knowledge and interest in the classics, art and the appreciation
of architecture and an intellectual thought prior to the expan-
sion of mass forms of education and learning. The Grand Tour
was far from a static entity as ideas from Europe were imparted
back to England and changing fashions and tastes in the inter-
ests of Grand Tourists can also be discerned between 1550s and
early 1800s. For example, the emergence of interest in landscape
and scenery viewing from the 1760s and a wider range of pursuits
characterized such tours. The coming of the railway in each area
combined with the expansion of the tourism industry. Figures 2.1
and 2.2 illustrate some of the typical Grand Tour routes taken
in Europe and the dominance of certain centres (i.e. Paris, Turin,
Florence, Naples and Rome). The rise in popularity of Switzerland
as a consequence of this pursuit of scenery was also notable, with
new modes of transport on land, inland waterways and rivers (e.g.
the appearance of steamers on Swiss lakes in the 1820s) creat-
ing opportunities for scenic tourism. In the UK, travellers such
as Celia Fiennes during the 1680s and Daniel Defoe in the 1720s
reflected the traits of the European Grand Tour in their changing
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attitudes to landscapes and scenery as elements of tourism. The
Romantic poets, including Wordsworth, spearheaded the discov-
ery of England’s Lake District in the 1790s onwards while Walter
Scott’s novels glamorized Scotland. Writers and artists were drawn
to these landscapes with their scenic qualities. A similar interest
in landscape and wilderness can be observed in the new world (i.e.
the USA) in the same period, and after 1830 this was popularized
by American literature (e.g. The Last of the Mohicans in 1826) and
the concept of the Western frontier.

An enduring theme from Elizabethan times was the growth of
spas as a form of tourism development and it reflects both the con-
tinuity and change in the history of tourism. In mainland Europe,
Lennard (1931) observed that only 12 spas existed in Europe in the
late sixteenth century. However, by the mid-seventeenth century,
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the pursuit of health remedies for the sick to Europe gradually saw
the growth of pleasure travel to such spas.

Some researchers have attempted to explain the growth, stagna-
tion and decline of tourist resorts such as spas in terms of a resort
life cycle. The work of Butler, published in 1980, suggested that
resorts follow a specific cycle of growth. The initial exploration by
tourists is followed by a period of involvement, often with patron-
age by a royal figure who started a trend towards visitation (e.g.
King George III visiting Weymouth in England) or by its wider popu-
larization as a resort for the elite to visit. This set the stage and
created tourism tastes and fashions emulated by the visitors. The
next stage of Butler’s model is development, followed by consolida-
tion and then stagnation. At this point, the resort may decline or
action may be taken by agents of development (i.e. an entrepreneur,
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the public sector or a combination of both) to rejuvenate the resort,
and this rejuvenation is the last stage of the model. Figure 2.3 illus-
trates this pattern through time and shows the creation (i.e. birth)
and decline (i.e. death) of resorts. Although such models are highly
generalized and simplify the reality of resort development, they are
a starting point for the analyses of resorts such as spas through his-
tory (see Box 2.1).

In England, 173 rural spas were created between 1558 and 1815,
many of which had a short existence compared to their urban
counterparts. Whilst certain spas had an enduring history (i.e.
Buxton and Bath), others such as Wellingborough were in exist-
ence in the late 1600s but had disappeared by 1711. Probably the
most well-known example of spa development is Bath in England.
It emerged from its Roman origins with an enduring pattern of
visitation during the Middle Ages due to the medicinal value of
its waters. One illustration of its rapid expansion was its rise in
population from under 2000 in the 1660s to 13000 in the 1760s
and 33000 in 1801 mainly as the spa-based growth of the town
continued. Patronage of Bath initially, in the sixteenth century,
was by visitors from London and southern England, then gradu-
ally expanded to a national market that included courtiers, the
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BOX 2.1: CASE STUDY: CHANGING PATTERNS

OF SPA DEVELOPMENT AS A FORM OF TOURISM

There is a long historical tradition of taking mineral waters during tourist
trips for health and pleasure in Western society that can be dated back to
Roman times with over a thousand baths existing in ancient Rome. These
aquae, as they were known, were distributed throughout the Roman territor-
ies. What is notable, in terms of the continuity and change in the history of
tourism, is that they declined after Roman times (i.e. changed) but formed
the basis for the future growth of spa resorts in later times (i.e. continued).
Examples are Bath in the UK, Aquae Calidae in Vichy, Aquae Mattiacae in
Germany and hot springs in the Bay of Naples. Whilst many Roman spas
were less exclusive than those designed for later users, in some countries
(Hungary), spas continued in use from Roman times to the Middle Ages.
But why did spas develop as sites for tourist consumption?

At a general level, certain factors were a prerequisite for development:
the existence of a spring to provide the waters, individuals or agents to pro-
mote development and favourable conditions relating to accessibility and
trends which promoted spa visiting. In addition, the associated develop-
ment of accommodation, hospitality and ancillary services, often coalesced
to comprise a distinct spa resort. In fact, in colonial America, Philadelphia
had spas at Abington, Bristol and Yellow Springs; these urban centres sup-
ported nearby springs, and access to the outlying springs led to the devel-
opment of resorts and facilities in the urban centres.

In many spas that developed in England between 1660 and 1815,
patronage by royalty, the nobility and the growing affluent classes stimu-
lated demand. Entrepreneurs, public authorities or a partnership of both
led to the growth of spas (e.g. Bath), with individual landowners amongst
the gentry or aristocracy providing the land and thus the basis for tourism-
based speculative development. In Harrogate in Yorkshire, public-sector
promotion by the Corporation in the 1720s provided the basis for devel-
opment as did the Federal Parks Department in Canada at Radium Hot
Springs in the 1920s. In some cases, such as Rotorua in New Zealand,
the advances in spa-based health treatments (e.g. hydropathy) saw the
New Zealand Tourism and Publicity Department manage and promote the
major facilities as a basis to stimulate tourism development. In Scotland,
late Victorian and Edwardian entrepreneurs created a range of successful
and unsuccessful hydro hotels providing the focal point of a spa and health
tourism at locations such as Dunblane and Crieff.
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What these examples illustrate is that spa development has a longev-
ity in historical terms, whilst factors promoting the growth of some resorts
(e.g. the advent of the railway age) led to the continued prosperity of some
resorts such as Buxton, Harrogate and Llandrindod Wells whilst others
declined due to reduced access, changing tastes and oversupply, particu-
larly those offering niche products such as hydrotherapy.

aristocracy, gentry, clergy and professional classes (both the infirm
and those of good health seecking cures and preventative medicine).
Some estimates of visitor numbers suggest that 8000 tourists vis-
ited annually in the early 1700s, rising to 12000 by the 1750s and
40000 by 1800. The visiting season was expanded (initially July to
mid-August), providing the basis for further investment and devel-
opment in the town. Much of the public and private sector devel-
opment was speculative in nature and the market fuelled this in
turn for visitors. Expansion continued as improvements in trans-
portation linked the resort to a wider range of visitor markets with
better roads and expanded coach services reducing travel times.
Interestingly, the advent of the railways had a limited effect on
Bath because it was evolving from a spa function to a residential
and retirement centre. What did develop was a specialized leisure
resort with a highly developed tourist infrastructure and associated
facilities akin to a modern resort. What was notable in many coun-
tries was that spa resorts emerged as inland tourism destinations
and their importance began to wane by the nineteenth century as a
new genre of tourism emerged — the seaside resort.

Tourism AND THE CoAsT: THE SEAsIDE RESORT

Coastal areas emerged in the late eighteenth century in many
European and North American countries as the new form of tourism
destination for the leisured classes. This was at a time when spas and
other inland resorts were still expanding, as Figure 2.4 shows in the
case of the eastern seaboard of the USA. The coast up to the eight-
eenth century had been a revered landscape, where religious ideals,
cultural attitudes and tastes had not encouraged coastal visiting: on
the contrary, the coast was considered an environment to avoid due
to the forces of nature and evil. During the eighteenth century, the
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impact of poets, artists (such as Constable) and romanticists led to
the beach and coastline being discovered as a site for pleasure, a place
for spiritual fulfilment and for tourism as bathing slowly developed
as a social and leisure activity between 1750 and 1840.
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TABLE 2.1  Visitors to Margate 1812-13 to 1835-36 based on the

records of the Margate Pier and Harbour Company

Year Visitor numbers
1812-13 17000
1815-16 21931
1820-21 43947
1830-31 98128
1835-36 105625

Source: Extracted from J. Pimlott (1947) The Englishman’s Holiday: A Social History. London:
Faber and Faber.

A number of key landmarks in the early history of coastal tour-
ism can be recognized, including:

e Dr Russell’s (1752) treatise on the use of seawater for health
reasons as well as bathing

e the popularization of sea-bathing by royal patronage (e.g.
George ITI bathing at Weymouth in the late eighteenth century)

e royal patronage of resorts (e.g. Brighton by the Prince Regent)
e the combining of health reasons to visit with pleasure and fashion

e the search by Europe’s social elite, from the late eighteenth
century onwards, for more exclusive and undiscovered
destinations

o the rise of resorts with a wide range of social and ancillary
services to meet the needs of visitors (i.e. reading rooms,
accommodation, assembly rooms, promenades, excursions and
entertainment).

The early patronage by the upper classes soon gave way to a grow-
ing access to coastal recreation and tourism as transport technology
made resorts accessible. The provision of paddle steamers in the
1820s between London and the Kent coast resorts is one example of
this. For example, Margate on the north Kent coast received 18000
visitors, mainly from London who could afford to travel by hoy or
sailing boat. The rise of the paddle steamer led to a rapid growth
in visitors as Table 2.1 shows. Data in Table 2.1 from the Margate
Pier and Harbour Company shows how over a 20-year period, travel
to Margate and north-east Kent became fashionable for the affluent
London population as the annual visitation in the pre-railway era
rose above 100000 visitors a year.
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Transport technology and the growth of the seaside
resort

The paddle steamer was an important innovation for the seaside
resort, starting a process of growth and development fuelled by visi-
tor demand and culminating in the railway era. As Figure 2.5 shows,
a range of modes of transport developed simultaneously in the nine-
teenth century and the Edwardian period (1901-14) to support access
to resorts. The car provided more flexible access to resorts for the priv-
ileged few, no longer constrained by railway timetables and services.

The railway era did not necessarily lead to a rapid development
in coastal tourism per se, but when combined with other fac-
tors discussed later (i.e. the availability of leisure time and statu-
tory holidays) railways did facilitate the growth of tourism. Even
so the railway era, from the 1840s onwards, also connected many
coastal resorts to the main sources of demand - the urban indus-
trial heartland of the UK. The major cities provided the principal
sources of demand. But while much attention has focused on the
growth in coastal tourism, in the UK the 1851 Great Exhibition
heralded the early establishment of the package holiday. Some six
million people visited the Great Exhibition in 1851 in London,
many purchasing organized accommodation and travel from travel
clubs (by saving up through weekly payments) or from agents such
as Thomas Cook, who arranged travel for 165000 excursionists.
Some travellers arrived by rail while others from Scotland jour-
neyed by steamer, spending up to two nights in London.
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The first provision of a package by Thomas Cook can be
dated to 1841 and the famous Leicester to Loughborough hiring
of a train to travel to a temperance meeting. What marks this
auspicious point in history is the pre-purchasing of tickets for re-
sale by an agent including the travel arrangements made by the
organizer, Thomas Cook, for his 570 passengers on this excursion.
Yet it would be misleading to attribute the growth in domestic
tourism in the UK during the railway age solely to the efforts of
Thomas Cook.

The first railway was opened in 1830: the Liverpool to Manche-
ster line. By 1842 there were over 23 million passenger journeys
a year by rail. Much of this traffic can be attributed to the early
promotional activities of the railway companies. For example,
the Great Western Railway carried 1000 passengers on its first
excursion train in 1844 while, in the same year, 360000 passen-
gers travelled from London to the coastal resort of Brighton. This
reflects the rapid expansion of the railway network from 471 miles
in 1835 to 3277 miles in 1845 to 13411 miles in 1855 and over
30000 miles in 1885. The UK was not alone in this railway fever.
For example, Europe’s rail network grew from 673 miles in 1835
to 195833 miles in 1885 as similar patterns of growth occurred
in tourist and leisure travel. One sign of the scale of growth in
domestic tourism in Great Britain by 1854 was recorded in the
Royal Hotel Guide which listed over 8000 hotels, many developed
in the expanding coastal resorts and cities. Whilst a good number
of the establishments in cities and towns would have been based
on the old coaching inns, new investment and development con-
tributed to the continued growth of coastal areas.

However, the real sustained changes to tourism and leisure pat-
terns in Victorian England (in parallel with many other countries
worldwide) was the introduction of holiday time. The 1871 and
1875 Bank Holiday Acts in the UK provided four statutory days’
holiday, giving workers the opportunity to engage in coastal tour-
ism more fully. These Acts made the coastal resorts in the UK
more accessible to the working classes; the middle-class workers
had already begun to take more extensive holidays from the 1850s.

A social differentiation in coastal resorts also existed, where
developers, municipal authorities and businesses positively attracted
certain types of visitor. In north-west England, Blackpool developed
as a working-class resort, meeting the needs of the Lancashire tex-
tile towns, where cheap rail travel and savings schemes promoted
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holidaytaking. The different timings of industrial holidays in
various towns in north-west England also enabled resorts to extend
the traditional summer season, so that accommodation and hos-
pitality services had a wider range of business opportunities and
resorts such as Blackpool developed a highly specialized tourism
industry.

In terms of the supply of coastal resorts in England and Wales,
no major population centre was more than 70-80 miles from a
coastal area. In the eighteenth century, a number of early resorts
such as Scarborough combined a spa and coastal tourism trade;
the majority of resorts were in southern England due to their prox-
imity to London and its large population. During the industrializa-
tion and urbanization of England in the late eighteenth and early
nineteenth century, a number of other regional markets developed
in south-west England and in a limited number of northern and
Welsh locations. By 1851, a continuous growth of resorts from
Devon to Kent emerged in southern England, complemented by
the rising popularity of the Isle of Wight, Wales, north-west and
eastern England. By 1881 growing access to the coast led to more
specialized resorts, with specific markets emerging, and the grow-
ing social divide of visitors to certain resorts (i.e. the middle classes
went to Bournemouth and the working classes to Southend,
Margate and Blackpool]. By 1911, the current-day pattern of
resorts was well established, although oversupply and seasonal-
ity were common problems for the holiday trade in these resorts.
In Scotland, resort development in western districts dependent
upon the urban population of Glasgow provided a wide range of
opportunities, where the integration of rail and steamers provided
a complex system of destinations by the 1880s.

Running parallel to the mass tourism phenomenon of the
coastal resorts were the origins of the modern tourism indus-
try, with the emergence of commercially organized tourism by
Thomas Cook. As discussed above, Cook organized the first pack-
age tours, initially utilizing the Victorian railway system (Leicester
to Loughborough in 1841), with railway tours to Scotland in 1848
and overseas tours in the 1850s. In 1866, Cook organized his first
tours to America and passenger cruises on the River Nile in the
1880s. Other entrepreneurs, including Henry Lunn, also organized
overseas packages for skiing in Switzerland in the 1880s and the
upper and middle classes engaged in new overseas tours as well as
domestic tourism to coastal resorts.
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TouRrism IN THE EDWARDIAN AND INTER-WAR YEARS

By the 1900s, coastal tourism, overseas travel by passenger liner
and the rise of socially segregated travel offered a wider range of
international holiday options to the elite in Western society. The
imperial trade of many European powers also created a demand
for business travel and limited volumes of recreational travel. For
example, by 1914 up to 150000 American visitors entered the
UK each year. The Edwardian years saw the continued expendi-
ture of the middle classes on overseas travel and a growing fasci-
nation with rural and scenic areas, popularized by the pursuit of
outdoor activities such as shooting and hunting in the Highlands
of Scotland and cycling. Almost 10 per cent of Black’s Shilling
Guide to Scotland (1906) was devoted to cycling, using hotels
and other accommodation establishments. The railway extended
access to mountain climbing activities in the Highlands (i.e. the
Ladies Scottish Climbing Club was founded in 1908), reflecting
the growing emancipation of women and their role of travellers in
Edwardian society. Hiking also emerged as a popular activity, with
the rise of the Scottish Youth Hostels Association in 1931. The
emergence of sleeper services on long-distance rail routes encour-
aged middle classes to travel further afield.

One of the historical sources that enables us to understand how
and where the Edwardians travelled is the guidebook. An inter-
esting example is the Queens Newspaper Book of Travel (1910),
which had been published annually since 1903 and was compiled
by a travel editor who was a geographer. This provides descriptions
of places visitors from the UK might visit domestically and over-
seas, or where they might be stationed in the British Empire. It
has candid insights as this extract on visiting Rangoon, in Imperial
Burma, shows:

A damp place; and the first feeling on arrival is generally one of prostration,
followed by slight ague and fever; but this in robust people soon passes
away, and although Rangoon is not regarded as a healthy station, yet of
late years sanitary improvements have somewhat bettered its climate ...

All clothing should be packed in airtight cases. One requires an abundant
supply of Indian gauze underclothing (not less than three changes a day,
even to corsets).
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Guidebooks like this also highlight a neglected feature of tour-
ism history: the development of business travel to manage colo-
nies. They also reveal the travel activities of the colonists, such as
the seasonal migration of the British in India to hill settlements in
the summer to avoid the high temperatures of the lowland cities.
Similarly, the rise of tourism between the colonial mother country
and the colonies has not been accorded much attention, although it
tends to follow the resort life cycle: following the exploration and col-
onization, tourism developed initially through business travel, then
visits to family and relatives and then trips to different destinations.
These patterns would appear to have developed across the colonial
continents of Africa, Asia and the Pacific islands in parallel with the
overt exploitation of the indigenous labour and resource base.

The guidebook is also useful in providing detailed itineraries
published from actual tours taken by users of it. For example Box
2.2, entitled ‘Diary of a tour of Scotland’, is a diary of a trip and

BOX 2.2: DIARY OF A TOUR OF SCOTLAND

Departs London August 14th, heading to Glasgow August 15th, visited
Glasgow Cathedral, parks and the Art Gallery.

August 16th, made a trip by rail from Glasgow Central Station and then by
steamer from Weymss Bay to Ardishaig; lunch and tea on board.

August 17th, left Glasgow Central by rail for Loch Lomond, steamer to the
Inversnaid Hotel; many fishermen staying in the hotel; sport fair in the
loch.

August 18th, drove to Stronachlacher, thence by steamer and coach to the
Trossachs Hotel; lunched there, and thence to Callander by coach — a
most enjoyable trip. Took train via St Fillians to Crieff (Drummond Arms
Hotel), and stayed one night there.

August 19th, by early train to Loch Awe (via Loch Earn Side — an enchant-
ing journey). We then took the steamer from Loch Awe Station and
Hotel; thence a short journey by train to Oban.

August 20th, spent Sunday in Oban.

August 21st, by early steamer to Fort William (Prince Charlie’s country),
and thence through the Caledonian Canal to Inverness; Palace Hotel
(good bedrooms).
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August 22nd, left for train to Aberdeen. In Aberdeen, the Grand Hotel is at
present time looked upon as the best.

August 23rd, by train to Ballater (lunch), and thence by motor omnibus to
Braemar (Invercauld Arms), where we met with every attention; good
food, pleasant rooms.

August 24th, by coach across Spital of Glenshee to Blairgowrie, and on to
Dunkeld. The Birman Hotel is excellent.

August 25th, in Dunkeld.

August 26th, by rail to Aberfeldy, coach to Kenmore, thence by steamer
down Loch Tay to Killin, where we again took the train for Callander
(Dreadnought Hotel).

August 27th, in Callander (Sunday).

August 28th, by rail from Callander to Edinburgh (Princes Street)
(Caledonian Railway Company’s Station Hotel).

August 29th, left Edinburgh (Princes Street section) for London by West
Coast Mail Route.

Source: Queens Newspaper Book of Travel (1910: 106)
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places visited during that trip. It highlights a diversity of transport
modes and was clearly an extensive tour by someone from the leis-
ured classes as it is over two weeks in duration — a luxury that
many of the working classes could not afford in Edwardian Britain.

Such itineraries were encouraged by the railway companies, who
published illustrated guides, such as the Through Scotland (priced
3d and produced by the Caledonian Railway Company), which was
170 pages and illustrated, as well as free hotel and furnished lodg-
ings guides. Advertisers in the Queens Newspaper Book of Travel
also promoted hotels and accommodation as well as travel products.

The First World War (1914-1918) slowed the growth of inter-
national tourism, although domestic tourism continued in a
number of countries, as its R&R (rest and recuperation) function
after the ravages of war provided a renewed boost for many resorts.
A report in The Times newspaper on 2 December 1918 entitled
‘Crowded Out’, observed the shortage of accommodation for sol-
diers visiting London on leave and outlined the arrangements the
military had made for obtaining hotel rooms for them. It described
the prices fixed by the military and the agreement for officers stay-
ing in the West End of London for 6s 6d through to the cost of
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first-class hotels in the same district of between 10s 6d and 12s
6d. These rates covered the cost of ‘bed, lights, bath and break-
fast’, whilst for 5s a further 5000 rooms had been made available
in London by families for troops on domestic home leave. There
is a widespread debate on the impact of the war on global travel as
most studies of tourism assume it curtailed travel other than troop
movements, since this is how researchers depict the impact of war
on tourist travel. Yet what is interesting is that The Times car-
ried daily advertisements for travel between the UK and many of
the colonies and dominion on cruise liners owned by White Star,
Cunard Line, Union Line, Nippon Yasen Kaisha, the Orient Line,
P&O and City and Hall Lines, for example, as well as Royal Mail
steamers, to New Zealand, Australia, South Africa, Hong Kong,
Singapore, the USA, Canada and the Mediterranean. These adver-
tisements were not related to troop movements, but to travel for
business and pleasure. Therefore, tourism did not cease although
The Times on 10 December 1918 carried an article advising people
against travel on the cross-Channel routes to France and Belgium
due to congestion on these routes from troop movements. Even so,
recent research by Page and Durie (2009) has shown that domestic
travel did not cease in the First World War despite the efforts of the
government to limit the use of railways to the war effort. Even the
increase in rail fares and propaganda by the wartime government
did not deter domestic travel, as a famous series of posters by
London Transport even encouraged it (Figure 2.6), after a series of
fatal zeppelin bombing raids on London. Whilst many of the east
coast resorts suffered German shelling, which led to their loss of
tourists in the 1914-18 period, this demand was simply displaced
to other locations. In fact, new forms of demand for domestic holi-
days and leisure were generated in the UK during 1914-18 by the
emancipation of women and their employment in high-paid, high-
risk munitions work.

This demand saw the patronage of many working-class resorts
such as Blackpool by the female munitions workers — the muni-
tionettes. In the initial aftermath of the First World War, demand
for coastal holidays surged in 1919 as resorts such as Blackpool
were claiming they were ‘full up’ and bulging at the seams whilst
new forms of travel emerged. For example, between 1904 and
1914, the number of cars in Britain rose from 8465 to 132015
and by 1926 this had risen to 683913. This, combined with the
growth of coach travel, as surplus military vehicles were converted



Hlelblia i [ondon Transport poster advertising travel in 1915
despite wartime propaganda to restrict domestic trips.
Source: Reproduced with permission from the London
Transport Museum
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to charabancs after 1918, generated more road-based and flexible
travel than was offered by the more rigid timetables of railways.
Air travel also saw its embryonic growth after the First World
War, with Thomas Cook offering scenic flights over battlefields in
Europe. The first passenger flights from London to Paris also com-
menced, marketed by Thomas Cook and others. The growth in
air travel globally increased one million miles flown in 1919 to 70
million miles in 1930 and 234 million miles in 1938 on the eve of
the Second World War. Likewise, the route network expanded from
3200 miles in 1919 to 156800 in 1930 to 349100 in 1938 (see
Figure 2.7). This is reflected in the example of Britain’s Imperial
Airways which commenced with a daily London-to-Paris service in
1922 as well as to other European destinations as well as to the
Middle East and India. Its route network saw passenger numbers
grow from 11000 in 1924 to 24000 in 1930 and 222,000 in 1938.
The depression in industrial economies during the 1920s and
1930s suppressed the demand for international and domestic tour-
ism from all those but the wealthiest (illustrated by the international
growth in air travel), although recreational pursuits replaced some of
the demand for travel and new forms of low-cost tourism such as
working holidays emerged among poorer working-class families (e.g.
Londoners from the East End picking hops in Kent in the autumn).
Mechanization in the post-war period gradually removed some of
these tourism opportunities, but also created new ones. The con-
struction of second homes on plots of land in the green belt or coastal
areas by the working classes in the 1930s was a new, chaotic and
unplanned form of domestic tourism. Many such dwellings were sub-
sequently removed by planning acts in the 1930s and 1940s. Many
of these trends were part of a transition from the Edwardian period
through to the 1930s. Lickorish and Kershaw (1958: 42) argue that:

The First World War brought about many changes which were to influence

the volume of tourism. It had wrought great social changes: people returning

from the war expected new opportunities, better living standards, more
breadth to their lives; the war had broken down international barriers,
and it had resulted in the fostering of an ideal, an optimistic, peaceful
internationalism — just the climate in which tourism was most likely to
flourish ... The post-war era saw a rise in the standard of living of the
working and middle classes in America and certain European countries.
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Flelliis iy Thomas Cook brochure advertising air travel, 1937
Source: Thomas Cook
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Indeed, Lickorish and Kershaw (1958) noted that the 1930s
were important because countries began to recognize the economic
importance of tourism. This was accompanied by the League of
Nations encouraging the simplification of frontier formalities,
removing visa fees and provision of customs passes for tourists’
cars and international driving licences. It also led to many destin-
ations increasing the role of government to nurture this growing
tourism economy (see Box 2.3 for a case study on Canada).

BOX 2.3: CASE STUDY: THE EMERGENCE OF
DOMESTIC TOURISM PROMOTION IN THE

INTER-WAR AND POST-WAR PERIOD -
ONTARIO, CANADA

With the changes in leisure and tourism habits and behaviour after the First
World War, many destinations began to rediscover the potential of their
local assets and regions for holidaymaking after the austerity and focus on
the war effort up to 1918. Whilst many destinations can trace the origins
of promoting their area to potential visitors to the nineteenth century and
earlier, the 1920s saw concerted efforts by local and regional government
agencies which were formed to promote destinations. In Ontario, Canada
the Tourist and Publicity Bureau was formed in 1924 to promote the attrac-
tions and outdoors, to encourage tourism as an economic activity. This cul-
minated in the production of an annual guide to the province. Interestingly,
as early as the 1920s the tourist bureau was seeking to overcome issues of
seasonal visitation by encouraging travel in the summer and winter period.
This active promotion was mirrored in many other countries, notably in the
UK where the railway companies worked in collaboration with destinations
to promote such annual guidebooks and the famous railway posters of the
1920s and 1930s.

In Ontario, the 1926 Guide — Your Vacation in Ontario — Canada’s
Premier Province — extolled the virtues of the region which could be viewed
and enjoyed by rail and car. In fact probably the most striking guide — the
1932 Beautiful Ontario Canada’s Premier Province — had artwork produced
by artists which illustrates the degree of investment being made in the
printed media to influence tourist travel habits. This reflects the fact that
in the 1930s, of the American visitors crossing the border for vacations,
75 per cent chose Ontario. This was further developed by the Tourist and
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Publicity Bureau in the 1940s and 1950s by specifically appealing to those
Americans seeking an outdoor holiday, particularly families who might enjoy
a lake setting or for those visitors wishing to hunt and fish. To promote these
elements of the Ontario tourism product, the Tourist and Publicity Bureau
created brochures such as The Fisherman’s Ontario as well as actively
using a public relations campaign by sending such publications to travel
journalists in newspapers and magazines in the USA. This also combined
with post-war campaigns such as Ontario — Canada’s Vacation Province ‘for
your victory vacation’ in 1947 to different markets to capitalize upon the
renewed interest in holidaymaking after the Second World War.

To assist American visitors, arriving predominantly by car, maps with
the location of accommodation were produced and distributed to visitors.
In 1955, Americans spent US$300 million on travel to Canada which rose
to US$316 million in 1956. Conversely, Canadian travel spending in the
USA was US$390 million in 1956, double the 1950 amount (Lickorish and
Kershaw 1958) illustrating additional motives for promotion to address the
next outflow of tourist revenues by Canadians holidaying in the USA. This
cross-border traffic is still one of the world’s largest tourist flows across a
land border.

To assist visitors to Ontario with provision of information on the holiday
destination, the forerunners of modern-day tourist or visitor information
centres were built at different entry points across the border in Ontario. The
performance of these visitor reception centres were summarized in annual
reports to the Minister for Travel and Publicity, which also promoted tourist
campsites in the annual guides. By the late 1940s the Ontario government
Department of Travel and Publicity created a classification scheme for
tourist camps. This combined with a rapid growth in demand in the post-
war period for motels in the USA and Canada, stimulated by the growth in
car-related domestic tourism. In the USA alone, the car led to a massive
growth in visits to state parks with over 200 million visits in 1956, a 200
per cent increase on 1946 with three states receiving over five million visits
each. What this case study shows is a massive expansion of domestic tour-
ism activity in the 1920s through to the 1950s, assisted by the rise in car
ownership, growing disposable income in North America and greater geo-
graphical distances being travelled by domestic tourist by road. This was
stark contrast to domestic tourism in the UK where food rationing was still
in place as part of the post-war austerity measures and the reconstruction
of the economy. To cater for and attract these visitors, government agencies
were established to initially market the destination. This was followed by a
growing involvement in information provision and regulation of the quality
of tourist facilities (e.g. campsites) to ensure consumer experiences of the
destination were met.

61
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Statistical accounts of tourism from the Edwardian and inter-
war period give a number of insights about those who were able to
travel abroad. An interesting study published in 1933 by Ogilvie,
The Tourist Movement: An Economic Study, is one of the first
systematic studies of the statistical analysis of tourism in the UK
tracing tourist movements back to the Edwardian period. It also
contains a wealth of data on tourism in other European coun-
tries and much of the detail which historians of tourism require
to trace the development of tourism as an economic activity. For
example, it analyses the problem of measuring tourist numbers
and much of the discussion pre-dates the latter discussion of tour-
ist definitions by bodies like the World Tourism Organization
(UN-WTO). Using Board of Trade figures, Table 2.2 identifies the

TABLE 2.2 British subjects, resident in the United Kingdom or

overseas, travelling between the United Kingdom and
Europe, 1913 and 1921-1931 (source: Ogilvie, 1933)

Year Inward from Europe Outward to Europe Balance inward
1913 763420 761019 2401
1921 561903 553099 8804
1922 640392 639050 1342
19232 783644 777191 6453
1924 826684 811880 14804
1925 927618 924083 Bb85
1926 969712 959559 10153
1927 1002350 976494 25856
1928 1113831 1093715 20116
1929 1115100 1093798 21302
1930° 1151688 1125125 26563
1931 1077477 1029991 47486

@From 1 April 1923, the figures exclude traffic with the Irish Free State.

bTables I, V, and VI of the annual Statistics in regard to alien passengers. In the Board of Trade
Journal of March 3, 1932, p. 306, the number of British passengers inward in 1930 is given as
1138881, the result of subtracting 411 110 aliens from a total of 1549991 passengers. This
figure for aliens, however, is 12807 too high, the compiler having apparently added together aliens
from Europe (373757) and all transmigrants inward (37 353), instead of only transmigrants from
Europe (24546), as had been correctly done for 1929 and previous years. The same Journal gives
the number of British passengers outward in 1930 as 1100377, based upon an aliens total of
404480, which | do not understand; the correct total of aliens, including transmigrants to Europe,
being 379732 (which is adopted for the calculation in the text) and the incorrect total resulting
from the inclusion of all outward transmigrants being 404 350.
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flow of British subjects living in the UK who travelled to Europe
between 1913 and 1931 and the problems of measurement. It also
shows that the flow of travel between the UK and Europe (exclud-
ing the First World War) was roughly equal in each direction and
grew from around 760000 to just over a million trips by 1931.
Estimates of overseas British visitors (typically from colonial coun-
tries) and overseas visitors from other countries who travelled to
the UK are shown in Table 2.3. Again, the estimates show that
around 500000-600000 trips were made to the UK in the 1920s
and early 1930s.

In terms of outbound travel from the UK, Table 2.4 shows that
British residents and overseas residents trips overseas are not dra-
matically dissimilar to many of the patterns we observe today.
Around 80 per cent of trips were to Europe and the Mediterranean
and around 20 per cent were further afield, with much of this
travel being dependent upon shipping routes and cruise lines (see
also Figures 2.8 and 2.9). Ogilvie (1933) also indicated that these
patterns of travel were highly seasonal with the summer (June
to September) accounting for around 40 per cent of all trips. The
limited growth of air traffic was evident from the records begin-
ning in 1924 when 9563 outbound UK-to-Europe trips were made
which grew to 11295 in 1925, to 22388 in 1928 and 24294 in
1931. Similarly, the growth in use of the car as a form of travel to

TABLE 2.3  Visitors to the United Kingdom, 1921-31 (source:

Ogilvie, 1933)

Year Foreigners Overseas — British Total

1921 318463 131400 449863
1922 299313 143361 442674
1923 331822 168039 499861
1924 380472 201375 581847
1925 365568 199492 565060
1926 366224 206251 572475
1927 418485 214729 633214
1928 441243 237987 679230
1929 451659 240345 692004
1930 444479 243617 688096

1931 351338 217808 569 146
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TABLE 2.4  United Kingdom residents abroad, 1921-1931 (source:

Ogilvie, 1933)

Year British residents Foreign Total

Returning from Crossing to ::::lc::r:;

outside Europe Europe and the

Mediterranean

1921 19488 480165 60252 559905
1922 20095 555974 61117 637186
1923 22334 676156 59521 758011
1924 21928 698217 53404 773549
1925 26453 803952 53272 883677
1926 27170 834816 53601 915587
1927 29261 849550 51005 929816
1928 31935 951532 51486 1034953
1929 32717 951604 48701 1033022
1930 32451 978859 47626 1058936
1931 27970 896092 42441 966503

Europe by British residents is apparent from records of the Royal
Automobile Club (RAC) and Automobile Association (AA) with
around 15000 overseas travellers crossing to and from Europe and
50000-60000 British residents making the same crossing. Ogilvie
also documented the rise of sea traffic between mainland UK and
the Irish Free State (Eire, which was formed in 1923) which grew
from around 250000 trips a year in 1923 to 370000 by 1931.

In the 1930s, a number of interesting insights into the tour-
ism activities of the population are provided by Rowntree’s (1941)
Poverty and Progress: A Second Social Survey of York based on
research from 1935. Rowntree found, among a largely working-
class population in the town of York, that there was a growth in
interest in the Youth Hostel Association among those under 25
years of age, with 4753 guest nights spent in York’s youth hos-
tel each year. The research also showed the importance of worker
organizations, such as the Cooperative Holiday Association and its
later offshoot, the Cooperative Holiday Fellowship, in promoting
holidays in the outdoors as part of the health and fitness move-
ment. Some of this was attributed by Rowntree to the reduction
in working hours since 1900 from a typical 54-hour week in a fac-
tory to a 44- to 48-hour week. A similarly rich source of historical
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dlelblzia il Thomas Cook provided ever more adventurous travel
options for British citizens in the 1920s and 1930s to
the Far East reflecting the growing network of cruises
and shipping networks
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1930s Thomas Cook Nile voyage, which was
rediscovered and re-promoted in the 1980s and 1990s
with great success by the company
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evidence on the holiday habits, activities and behaviour of the
British population in the late 1930s is the Mass-Observation
project. The Mass-Observation social research organization was
set up in 1937 to collate an anthropology of the British popula-
tion using a wide range of survey methods, including participant
observation. The records along with other sources such as diaries
are kept at the University of Sussex, UK. One interesting feature
of this project was that it confirms what many historians suggest,
that holidays were firmly embedded in working-class culture. For
example, when a sample of the population were asked what they
would economize on, holidays (irrespective of social class) were
deemed to be important elements not to be sacrificed.

Probably the most influential development in the 1930s was
the rise of the holiday camp, epitomized by the entrepreneur Billy
Butlin. In 1936 Butlin bought a plot of 40 acres of land in Skegness
and built the first holiday camp, with holidays at between 35 shil-
lings and £3 a week advertised in the Daily Express newspaper. In
the 1920s only 17 per cent of the population had paid holidays
and during the 1930s only three million of the population had holi-
day with pay. This had changed by 1939 when 11 million people
in the UK received holidays with pay and Butlins attracted almost
100000 visitors to Skegness and to a second camp at Clacton in
Essex. It is estimated that by 1948 one in twenty holidaymakers
stayed at Butlins camps. The origins of the holiday camp con-
cept can be traced to the organized workers associations cycling
and tent camps earlier in the twentieth century. By 1939, a wide
range of such camps emerged as planned commercialized resorts
which provided a fantasy world and offered relatively cheap domes-
tic holidays. At the same time, second homes developed as a more
widespread phenomenon in many countries. Greater advertising,
promotion and marketing by tour operators, resorts, transport pro-
viders (i.e. the railways and shipping companies), combined with
the popularization of travel in guidebooks, saw inter-war tourism
begin to acquire many of the hallmarks of commercialized travel
that continued into the post-war period.

The Second World War impeded the growth of international
tourism. Yet even on the eve of the Second World War in 1939,
fewer than 50 per cent of the British population spent more than
one night away from home. However, the number of car owners
had risen from 200000 people in 1920 to two million in 1939.
Other notable developments were the emergence of embryonic
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passenger airline services challenging the dominant passenger
liners, and providing the seeds of the post-war transformation of
many societies to adopt the overseas travel bug. In other parts of
the world, such as communist Russia, the state used tourism as
an organized form of R&R for workers, with sanatoria and resorts
developed along the Black Sea and in other locations. For the elite,
holiday homes (dachas) near the urban centres were also developed.
Access to new forms of transport (notably road-based) in the
inter-war period, opened up the countryside and a wider range of
domestic tourism destinations to the population in many coun-
tries. The emergence of new forms of domestic tourism (i.e. the
holiday camp), cruise liners and air travel led to changing tastes
and trends in holidaytaking. Whilst many resorts and transport
providers responded to a widening range of opportunities for travel
and holidaying, with the use of marketing and promotion (see Box
2.3), the real rise of mass tourism was a post-war phenomenon.

PosTt-wAR TouRism: TOWARDS INTERNATIONAL
Mass TouRism

In Chapter 1 the trend in international tourism, dating back to the
1950s, illustrated the phenomenal growth in international travel,
which was punctuated by drops and troughs in demand. Many of
the current trends in tourism can be dated to the post-war period,
particularly the rise in demand for holidays. This period saw a
growth in income, leisure time and opportunities for international
travel. In the immediate post-war period, surplus military aircraft
were converted to passenger services and the 1950s saw the intro-
duction of jet airliners.

In the UK, the tourism industry employed about 5 per cent of
the population (Lickorish and Kershaw 1958) and it generated
£750 million a year in expenditure, of which £111 million was
spent by overseas visitors. Travel remained one of the largest ele-
ments of household expenditure. In contrast, the USA domestic
market in 1956 was worth US$17.5 billion, with an annual growth
rate of 5-10 per cent and visitor volumes equivalent to half of the
national population. Almost 85 per cent of vacation travel was by
car, and accounting for 15 billion miles travelled, a growth from
11.5 billion miles in 1955. The car was opening up other areas,
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particularly more remote rural areas and the scale of this impact
saw the State of Texas’ tourism industry valued at US$26 million
(Lickorish and Kershaw 1958).

Lickorish and Kershaw (1958) provide an interesting snapshot
and cross-section of tourism in the UK in the 1950s. For example,
tourism in Scotland was estimated to be worth £50 million in
1956, comprising £20 million spent by Scottish holidaymakers,
£19 million by visitors from other parts of the UK and £11.5 mil-
lion by overseas visitors. Yet Britain received only 610000 over-
seas visitors a year from Western Europe, with much of the market
attributed to the USA and Commonwealth tourism as Figure
2.10 shows for the period 1921 to 1957. In 1957, Britain received
262730 visitors from the USA, 254590 from Commonwealth
countries and the balance from Europe. This reflects the close his-
toric ties the UK had with the USA and Commonwealth. The lat-
ter’s ties were reinforced and strengthened during the First World
War but subsequently weakened in the Second World War and in
the 1950s as former British colonies sought independence. What
Figure 2.10 also shows is the devastating impact of the Second

| —+—U.S.A. = Commonwealth . Total |

. 7(/47—70—0—74*%—0* *\‘;*\‘7 e — “\'/’l/ /

-~

N oV ea® o> @ a0 g\ D D a® N Ve a0 A D0 A DD ON DD XD O A
FF I FFFFFFPFFFFE PP P FELEEFFE P

Number of visitors to Britain, 1921-57 (no data are available for
1939-45)

Source: Based on tabulated data in Lickorish and Kershaw
(1958: 339)
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World War on international travel, but in the immediate aftermath
of 1945, visitor arrivals did quickly return to pre-war levels (i.e.
by 1948) illustrating the resilience of tourism to crisis such as
war. Figure 2.10 also shows that after 1945 inbound tourism to
the UK grew exponentially into the 1950s, outstripping the growth
recorded in the 1920s and 1930s illustrating a continued upward
trend, which then continues to grow significantly in the 1950s and
1960s through to the more recent period.

As airlines bought new jets, older aircraft became available to
charter holiday companies to operate services to holiday destin-
ations. In the UK Vladimir Raitz is credited with offering the first
air-related package holiday and Horizon Holidays (purchased later
by Thomson Holidays) and he was soon followed by a number of
other tour operators. By 1959, 2.25 million Britons took foreign
trips, 76769 of which were to Spain. In 1966, 94 per cent of these
overseas trips were to Europe; this number dropped to 86 per cent
in 1974 as other destinations were developed.

Figure 2.11 shows the impact of the rise of the package holiday in
Spain, which led to the growth of Mediterranean resorts. By 1965,
Spain had become Europe’s leading tourism destination with 14 mil-
lion visitors a year (which had grown to nearly 48 million in 2001).
Spain saw its share of the UK holiday market rise from 6 per cent
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in 1951 to 30 per cent in 1968. In the late 1960s package holi-
days to Mallorca cost £30, which was equivalent to a week’s salary.
The ill-fated Clarkson’s tour operator saw the number of its clients
grow from 16000 in 1966 to 90000 in 1967, a sign of the mas-
sive growth in package holidays. Consumer spending on domestic
holidays rose by 80 per cent between 1951 and 1968, and on over-
seas holidays by 400 per cent. In 1951 a UK holiday cost on aver-
age £11, a foreign holiday £41. By 1968 the prices were £20 and
£62 respectively and the numbers of Clarkson’s clients had risen
to 175000. However, the oil crisis in the 1970s, Arab-Israeli war
and the oil embargo of 1973 saw fuel price increases which led to
a massive drop in tourist travel. In 1974, Clarkson’s collapsed with
tourists stranded in 75 resorts in 26 coastal areas. This resulted, in
part, from a sustained price war among tour operators in the UK.

During the 1960s the numbers taking foreign holidays was set
to rise by 230 per cent and by 1967 there were five million British
holidaymakers going abroad. This rose to 7.25 million in 1971 and
8.5 million in 1972 but dropped to 6.75 million in 1974 due to the
oil crisis. Yet throughout this period, the proportion of the popula-
tion not taking a holiday remained almost constant at around 40
per cent and this is similar to the proportion recorded in the 1990s.

In the 1970s, 1980s and 1990s there was an increasing prolif-
eration of tourism products and experiences, and a growing global
reach for travel. The growth in leisure time, however, did not lead
to a major change in the proportion of people taking holidays. For
example, in the UK the proportion of people taking a holiday of
four days or more (a long holiday) stayed constant from 1971-
1998. What has changed is the number taking two or more holi-
days: this has risen 15 per cent to 25 per cent in that period. In the
period 1950-1988 UK spending on holidays increased sixfold in
real terms. Therefore, changes in supply (i.e. by the tourism indus-
try) and demand have seized upon the rise in consumer spending
and associated factors such as:

e changes in demand for domestic and international travel,
particularly business travel, new markets in visiting friends and
relatives (VFR) (e.g. reunions among migrant groups) and the
pursuit of new travel experiences

e transportation improvements, especially the introduction of
jet aircraft, the wide-bodied jet (i.e. the DC10 and Boeing 747
jumbo jet), and the proliferation of high-speed trains and larger
aircraft such as the new Airbus A380
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o the development of new forms of holiday accommodation (i.e.
the change from the holiday camp to timeshare, self-catering
and second homes)

e innovations by tour operators, including the rise of the holiday
brochure, new forms of retailing such as direct selling, buying
via the internet, more competitive pricing and the evolution
of one-stop shop retailing (i.e. the package, insurance, holiday
currency, airport transfers and pre-flight accommodation and
car parking)

e greater availability of information on destinations to visit from

the media, brochures, guidebooks, the internet and travel
programimes

e increased promotion of destinations by governments, growing
consumer protection to ensure greater regulation and resort
promotion in the media and via the internet.

These factors certainly promoted the development of mass tour-
ism in the Western industrialized nations in the post-war period,
especially in the 1960s and 1970s. Many of the trends identified
in the UK are part of a wider change in Western society towards
consumption of tourism products. Looking at the past is interest-
ing because many of the issues we face in modern tourism may
already have existed in the past, and so are not necessarily new.
Even so, the past may not always be a guide to the future, espe-
cially given the speed of change in society, the rapid pace of tech-
nological innovations and the effect of wider societal trends. For
this reason, no discussion of the origins and growth of tourism is
complete without some consideration of the future.

THE FuTuRE OF TOURISM

Anticipating changes in tourism has attracted a great deal of interest
from economists who seek to model the changes in demand based
on past and future growth assumptions. But this approach alone
ignores some of the underlying changes in the nature of society that
shape the tourist of the future. For this reason, some consideration
of the following key trends over the next decade will help to under-
stand how tourism consumption and development may be affected:

o the ageing of society in the Western industrialized nations, with
the over-50 age group — the new old’ who are active and far
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from elderly and uninterested in tourism — which is a growing
market sector

e a growth in single households, with later marriage and
child-bearing as well as increased rates of divorce and single
parenthood

e information technology becoming an all-embracing element
of our lives, increasingly used by consumers and part of the
globalized society

e consumers becoming more environmentally conscious; this will
be balanced by increased searches for hedonistic experiences
(i.e. those based on pleasure) and more flexible leisure time

e tourism consumers looking for greater convenience and ease of
access, with the media playing a much greater role in shaping
our tastes and preferences

e technology is providing consumers with new opportunities to
access tourism opportunities.

In fact some of the most important issues that affected world
tourism in 2006 are shown in Table 2.5 which ranks a number
of key features that will shape consumer behaviour and the order
of these issues remain broadly similar when compared with subse-
quent exercises.

One potential approach used by some futurologists to under-
stand future changes in tourism has been the use of scenario plan-
ning (see Chapter 13): stories or possible views on what might
happen at a future point in time. This approach seeks to use cre-
ative thinking to understand how future changes and events may
shape the unknown, building a picture of what the tourism con-
sumer of 2015 might look like. In essence, looking at the future is

TABLE 2.5  The ten important world tourism issues in 2006

(source: Edgell, 2005, personal communication)

. Safety and security in tourism

. Impact of the world’s economy on tourism
Managing sustainable tourism

. Tourism policy and strategic planning

. Utilizing e-commerce tools in tourism

Tourism education and training

New tourism products

Quality tourism experience (value/money)

. Partnerships and strategic alliances in tourism

. Impact of health issues/natural disasters on tourism
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about grappling with uncertainty, beyond the planning horizon of
most individuals and businesses. In contrast the approach used by
economists, namely econometrics — using past trends and future
growth assumptions to forecast changes — is seen as more scientific
and precise. The problem in many cases, is that forecasts are rarely
achieved. To illustrate how the scenario and forecasting approach
have been used, the example of New Zealand’s international tour-
ism prospects is reviewed in Box 2.4 because it is an example of
where many growth forecasts were achieved.

Whilst the forecasts of future tourism illustrates the importance
of looking ahead in trying to anticipate changes, one new trend
which is emerging as a potential growth area is space tourism.

BOX 2.4: CASE STUDY: FORECASTING

INTERNATIONAL GROWTH IN NEW ZEALAND

New Zealand’s international tourism market depends upon long-haul mar-
kets and Australia as sources of tourism demand. Research commissioned
by the government’s Foundation for Research, Science and Technology
(FRST) — set out to forecast overseas visitor arrivals as an approximation
of likely growth targets for the new millennium. Table 2.6 shows that 1992
was the milestone year for New Zealand with tourism exceeding one million
arrivals and 2003 saw the two million mark exceeded. After 2003, the fore-
cast was for a rise to three million visitors by 2010, according to research by
McDermott Fairgray (who completed the initial forecasting work in Table 2.6)
in 2004.

In view of the need to constantly review the accuracy of forecasts, and of
the changing market conditions which impact upon visitor arrivals (i.e. eco-
nomic factors, crises, exchange rates and tastes), the Tourism Research
Council of New Zealand commissioned a review of international visitor arriv-
als 2004-2010 and then for 2006 to 2013. What is notable from Table 2.6
is the accuracy of the original McDermott Fairgray forecast for 2003. But
the review of forecasts for 2006 to 2013 saw a downgrading of original esti-
mates of when New Zealand might expect to receive or exceed three million
international arrivals from 2010 to 2012. This was based on an annual rate
of growth of 4 per cent in international arrivals, down from an estimated
5.8 per cent growth 2004-2010 which would have seen international tour-
ism triple in volume 1992-2010 and double in size 2003-2010 had the
forecasts been achieved. In 2006, international arrivals were dominated by
Australia, the UK, USA, Japan, South Korea, China and Germany.
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Table 2.6 International arrivals and visitor forecasts for New

Zealand 1966-2013 (source: FRST; Tourism Council of
New Zealand; Ministry of Tourism)

Year Visitor arrivals Visitor arrivals forecasts
2007-2013

1966 100000
1971 200000
1974 300000
1978 400000
1983 500000
1992 1000000
1996 1500000
2003 2000000* (2104000

actual arrivals)
2004
2005
2006 2420000
2007 2500000* 2487000
2008 2573000
2009 2679000
2010 3000000* 2789000
2011 2951000
2012 3041000
2013 3165000

“McDermott Fairgray Forecast

SpPACE TOURISM

Since a member of the public joined a Russian space flight in
2001, there has been a growing interest in the future growth of
space tourism. However, interest in space tourism is not new, with
NASA publishing various reports on space tourism in the 1990s,
particularly its 1998 report General Public Space Travel and
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Tourism. In the USA, 12 million people per year visit NASA’s Air
and Space Museum in Washington, the Kennedy Space Center in
Florida and the Johnson Space Center in Texas, while two million
a year visit Space World in Japan.

In market research studies, the market for space travel in the
USA alone is estimated to be US$40 billion a year. Much of the
future potential market is dependent upon reusable launch vehicles
that can carry commercial passengers. Research indicates that once
ticket prices can be generated at US$10000, the market will be
expanded. However, this is some way off, with the Russian launch
vehicle costing US$10 million. Some commentators consider that
it will be possible to achieve space tourism in the next 50 years
based on short sub-orbital flights. In the longer term, other pos-
sibilities may include:

e short earth orbital flights using reusable spacecraft
e orbital tourism in space hotels located around the earth’s orbit

e moon and Mars tourism.

For the tourist, seeing the earth from 100km above its surface
will provide a lifetime memory. There will also be a leisure space
for activities such as weddings, sports and games. Yet engineers
recognize that for technology to advance, major developments in
propulsion systems are required. For the tourist, certain medical
and physical preparations will be necessary, including familiariza-
tion with short sub-orbital flights, an ability to perform emergency
procedures and learning coping strategies to deal with claustro-
phobia, isolation and personal hygiene. Policy changes may also
be necessary to modify the Liability Convention (1971) of the
UN that makes the launching country liable for compensation
for losses or damage. However, the existing investment by govern-
ments in the USA, Europe and Japan of US$20 billion in space
agencies indicates that state funding has already underwritten an
element of the investment costs in space tourism, and it has a
potential to generate an economic return.

In 2005, space tourism moved a step nearer to reality when
British entrepreneur Richard Branson signed a £14 million agree-
ment to build five spaceliners in the USA, with Mojave Aerospace
Ventures to utilize the technology devised for SpaceShipOne. This
space craft reached an altitude of 112km (368000ft) equivalent to
69.6 miles above the earth’s surface in 2005. Virgin are planning
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flights in the near future at a cost of £100000 each and they esti-
mate that 3000 people are prepared to pay this price. In 2008,
over 200 people had pre-booked space flights and over 80000 had
expressed an interest in these flights. The Virgin Spaceship will have
five passengers, involve a week of pre-flight training, and will last
three hours after travelling at 21500 miles per hour (three times the
speed of light) following the launch from the mother ship at 50000
feet. The highlight will be three minutes of weightlessness before
returning to earth. The development of Virgin’s first spaceport to
launch its space tourism flights in the Mojave desert, New Mexico,
is expected to cost US$225 million to build but may create 500 jobs
and over U$1 billion in tourism revenue over a ten-year period.

The future demand for space tourism as a luxury travel experi-
ence could grow from a conservative estimate of 150000 trips a
year on 1500 flights (generating revenue of US$10.8 billion with
a ticket price of US$72000) to 950000 trips on 9500 flights (with
a ticket price of US$12000). The flights would rendezvous with a
space hotel, unload incoming passengers and transport returning
passengers to earth. What is evident is that in the early years of
space tourism the demand will be low and price will be high. This
will change as the activity becomes more acceptable — similar to
any product life cycle.

CONCLUSION

The history of tourism can be characterized by continuity and
change in the form, nature and extent of tourism activity. The
growing globalization and global extent of tourism activity can
be explained by wider social access to travel, enabled by a range
of factors promoting travel (i.e. income and leisure time). The
impact of innovations and entrepreneurs has significantly changed
the course of the history of tourism, and the example of Richard
Branson’s Virgin Galactic is likely to change it again.

The emergence of mass tourism in the period since the 1960s is
a dominant feature of the international expansion of world travel.
There has also been a fundamental shift in tourism since the
1960s, as the 1990s saw a move from industry-based, standard-
ized packages towards a greater individuality and flexible itinerar-
ies, a difference in the nature of experiences sought and concern
with issues such as the environment and sustainability. A greater
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range of niche products has been developed and marketed to ful-
fil the demand for increasingly sophisticated travel tastes. At the
same time, with ageing populations in many countries, earlier
retirement and increasing longevity, longer holidays have seen
a resurgence (in the 1930s they were the preserve of the wealthy
and upper classes). Even so, short-term changes to the economy
at a global and national level, such as the credit crunch in global
finance emanating from the end of 2007 combined with rising con-
sumer prices and inflation, may have a dampening effect on tour-
ism demand. Though as the data on world tourism arrivals show,
these short-term changes have not noticeably impacted upon the
consistent upward growth in global tourism.

With the prospect of space travel now a reality, along with more
exploratory forms of marine tourism to the ocean’s depths, tour-
ism continues to push the bounds of humanity’s endurance and
quest for discovery and something new. Underwater hotels already
exist: futurist notions of underwater tourism are now a reality.
What is clear is that tourism has continued to develop and evolve
through time, and many current trends will wane as new ones
emerge, although these may use existing resources, places and
experiences. In some cases new environments, places and experi-
ences will continue to be developed. Tourism is always changing,
and the challenge for the tourism manager and entrepreneur is to
anticipate new trends and tastes and to meet them.
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QUESTIONS

1

Why is the historical study of tourism useful in understanding
the management problems many destinations face in the new
millennium?

How can you explain the continuity and change in the historical
development of tourism?

What is the value of the resort life cycle model in explaining tour-
ism growth and development?

What are the future prospects for space tourism?
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CHAPTER 3

Demand: Why do
people engage In
tourism?

Learning outcomes

This chapter examines the reasons why people go on holiday and the
explanations developed to understand the motivating factors associ-
ated with leisure travel. After reading this chapter, you should be able
to understand:

e the concept of tourism demand and the ways it may be defined
e the role of motivation studies in explaining why people go on holiday
o the different motives used to develop classifications of tourism

e the role of consumer behaviour in explaining why people select
certain holiday products.

INTRODUCTION

nderstanding why people choose to travel and to become

l ' tourists seems at first sight a very simple issue. In fact it
is a very complex area and, whilst we can all think of sim-

ple reasons why people choose to go on holiday, the area has also
been extensively studied by psychologists (who study how humans
behave, interact and react to external and internal stimuli) try-
ing to derive explanations that apply to groups and individuals to
the perennial question: why do people go on holiday? Theoretical
research has sought to classify travellers into groups in order to
generalize the reasons for being involved in tourism. However,
there needs to be a recognition that not all tourists are the same.
They are diverse and have a wide range of motivations to travel
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which vary by wealth, age, stage in the life cycle, lifestyle and per-
sonal and group preferences. As the tourism industry relies upon
travellers choosing to go on holiday, understanding what motiv-
ates them to visit specific places and resorts has major economic
consequences.

The explanation of why people travel for pleasure, business and
other reasons has become further clouded by a fundamental prob-
lem: psychologists attempt to develop theories about why people
choose to travel but these theories are detached from the way the
tourism industry uses very practical marketing-based approaches to
understand the same question. One of the distinguishing features of
the tourist is that they are an outsider in the places they visit, not
an integral element of the fabric of the society and environment.
Tourism is also somewhat different to other forms of consump-
tion but there is a tendency to treat tourists in the same vein as we
would other consumers, and to apply the same methods of study
which are used in the area of consumer behaviour from the field of
marketing. However, as Pearce (2005: 9) argues, ‘There are several
critical dimensions that create differences between tourist behav-
iour and consumer behaviour. One such major difference lies in the
extended phases that surround tourist activities’. These include:

e an anticipation or pre-purchase stage
e an on-site experience
e areturn travel component

o the extended recall and recollection stage.

In this respect, the essential feature of the tourist experience, even
in the pre-purchase and recall stage, is about being somewhere
(notably somewhere else than at home). Unlike many other con-
sumer purchases, a tourism experience may be enduring, having a
long-lasting impact in terms of reflection and psychological enrich-
ment of one’s life. In contrast to other tangible goods such as a car,
a holiday is more about our dreams, expectations of enjoyment and
satisfaction. The nature of the experience in terms of this meaning,
value and people-to-people contact distinguishes the consumption
of tourism from the way many other products are purchased.

This chapter explores the way in which the academic study and
practical application of principles associated with tourism demand
have been applied to understanding what motivates tourists as con-
sumers. Motivation is important in terms of the personal satisfaction
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which the tourist derives from consuming the experience; it is also a
component of visitors’ perceptions of destinations and should affect
how those marketing and promoting a destination present it.

Attempts to classify and group tourists into categories or to develop
a model of tourist motivators are fraught with problems, as motiva-
tion is a highly individualized element of human behaviour. It affects
and conditions how people react and behave as well as their attitudes
to tourism as something they consume. In other words, while a range
of motivating factors can be considered in promoting travel, a range
of highly personal and individualized elements still exist beyond
these. There is no universal agreement on how to approach the tour-
ist demand for travel products and services, although this chapter will
explore a number of approaches and possible reasons why human
beings engage in tourism as a recreational activity. If we understand
what prompts people to leave their home area and to travel to other
places, then we may be able to develop approaches that help us to
manage these visitors and their impacts. It may be possible to help
plan for a more enjoyable experience at the place(s) they visit. More
fundamentally, understanding tourist motivation in relation to
Chapter 2 may help to explain why certain places developed as suc-
cessful tourism destinations and then continued to grow, stagnated
or declined as tastes, fashions and perceptions of tourism changed
(see Figures 3.1 and 3.2). One interesting way to view the wider sig-
nificance of tourist behaviour, as mapped out by Pearce (2005) is to
consider the tourist, their motives in choosing a destination and a
mode of transport, and their interaction with the destination (Figure
3.3). By understanding these, we can manage the interactions the
tourist has with the society, culture and environment in the desti-
nation and begin to comprehend the complex outcomes which arise
from tourists’ behaviour and activity, to improve those features affect-
ing the tourist, host society and setting. But our starting point in this
journey to understand why tourist travel has to be what is meant by
tourism demand as it drives the growth, development and change in
tourism businesses and resorts.

WHAT I1s Tourism DEmMAND?

Tourism demand has been defined in numerous ways, including
‘the total number of persons who travel, or wish to travel, to use
tourist facilities and services at places away from their places of
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Flelliia il Port Isaac, Cornwall, and the setting for the popular television
series Doc Martin; the destination has attracted increased
visitation since the series begun illustrating the significance of film
tfourism as a motivation to visit

work and residence’ (Mathieson and Wall 1982: 1) and ‘the rela-
tionship between individuals’ motivation [to travel] and their abil-
ity to do so’ (Pearce 1995: 18). In contrast, more economic-focused
definitions of demand are more concerned with ‘the schedule of
the amount of any product or service which people are willing and
able to buy at each specific price in a set of possible prices during a
specified period of time’ (Cooper et al. 1993: 15).
There are three principal elements to tourism demand:

1 Effective or actual demand, which is the number of people
participating in tourism, commonly expressed as the number
of travellers. It is normally measured by tourism statistics —
typically, departures from countries and arrivals at destinations.

2 Suppressed demand, which consists of the proportion of the
population who are unable to travel because of circumstances
(e.g. lack of purchasing power or limited holiday entitlement).
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The tourist
Culture
Demographics Outcomes
Social networks
Personality Tt
Values . .
Experience * satisfaction
Attitudes * enjoyment

e complaints
Motives . : ¢ learning
Tourists’ on-site « skill development
] Travel exberiences * health
Choice Hosts’
Social, cultural and )
environmental contacts ° impacts
Destination | images ¢ income, employment,
economic well-being

Activities/attractions * social and cultural effects
Setting Setting
Facn_mes * conservation support and
Service . .
Hosts site species changes
Other tourists ¢ management challenges
Management

Destination

We need to understand these to manage these to improve these

Concept map for understanding tourist behaviour
(source: Tourist Behaviour, P. Pearce, 2005 © Channel
View Publishers). Reproduced with permission

It is sometimes referred to as ‘potential demand’. Potential
demand can be converted to effective demand if the
circumstances change. There is also ‘deferred demand’ where
constraints (e.g. lack of tourism supply such as a shortage

of bedspaces) can also be converted to effective demand if a
destination or locality can accommodate the demand.

3 No demand, is a distinct category for those members of the
population who have no desire to travel and those who are
unable to travel due to family commitments or illness.

An interesting study by Uysal (1998) summarized the main
determinants of demand (see Figure 3.4): economic, social-
psychological and exogenous factors (i.e. the business environ-
ment). This useful overview provides a general context for tourism
demand and many of the factors help to illustrate the complexity
of demand, but does not adequately explain how and why people



The motivation dichotomy: Why do people go on holiday? 87

Economic determinants Social-psychological Exogenous determinants
determinants (business environment)

e Disposable income * Demographic factors ¢ Availability of supply
¢ GNP per capita income ¢ Motivations (AOI) resources
e Private consumption e Travel preferences ¢ Economic growth and
¢ Cost of living (CPL) ¢ Benefits sought stability
e Tourism prices ¢ Images of destinations ¢ Political and social
e Transportation cost ¢ Perceptions of environment
e Cost of living in relation destinations ¢ Recession

to destinations ¢ Awareness of ¢ Technological
e Exchange rate differentials opportunities advancements
* Relative prices among * Cognitive distance ¢ Accessibility

competing destinations * Attitudes about ¢ Levels of development —
e Promotional expenditures destinations infrastructure and
e Marketing effectiveness Amount of leisure time superstructure

Natural disaster
Epidemics
War, terrorism

Amount of travel time
Paid vacations
Past experience

e Physical distance

e o o o o o

Life span Social and cultural
Physical capacity, health attractions
and wellness ¢ Degree of urbanization
e Cultural similarities * Special factors (Olympic
* Affiliations Games, megaevents)

e Barriers and obstacles
¢ Restrictions, rules
and laws

'

Demand

Flelliiz <o Determinants of tourism demand (source: Uysal, 1998
© Routledge). Reproduced from D. loannides and

K. Debbage (eds), The Economic Geography of the
Tourist Industry, p. 87, Fig. 5.2, Routledge, 1988

decide to select and participate in specific forms of tourism, which
is associated with the area of motivation.

THE MorTivatioN DicHoTtomy: WHY DO PEOPLE GO ON
HoLipay?

In a very comprehensive assessment of tourist motivation,
Mountinho (1987: 16) defined motivation as a ‘state of need,
a condition that exerts a push on the individual towards certain
types of action that are seen as likely to bring satisfaction’. This
means that demand is about using tourism as a form of consump-
tion to achieve a level of satisfaction for an individual, and involves
understanding their behaviour and actions and what shape these
human characteristics. This seeks to combine what the tourist
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desires, needs and seecks from the process of consuming a tourism
experience that involves an investment of time and money. The
expectations a tourist has as a consumer in purchasing and con-
suming a tourism product or experience is ultimately shaped by
a wide range of social and economic factors which Uysal (1998)
listed in Figure 3.4 and which are shaped by an individual’s atti-
tudes and perception of tourism.

Yet tourist motivation is a complex area dominated by the social
psychologists with their concern for the behaviour, attitudes and
thoughts of people as consumers of tourism. A very influential
study published in 1993 by Phillip Pearce suggested that in any
attempt to understand tourist motivation we must consider how
to develop a concept of motivation in tourism, how to communi-
cate this to students and researchers who do not understand social
psychology and what practical measures need to be developed to
measure people’s motivation for travel, particularly the existence
of multi-motivation situations (i.e. more than one factor influen-
cing the desire to engage in tourism). Pearce (1993) also discussed
the need to distinguish between intrinsic and extrinsic forces shap-
ing the motivation to become a tourist; he explored these issues
further in Tourist Behaviour (2005).

INTRINSIC AND EXTRINSIC MOTIVATION

There is no all-embracing theory of tourist motivation due to the
problem of simplifying complex psychological factors and behav-
iour into a universally acceptable theory that can be tested and
proved in various tourism contexts. This is illustrated in Table
3.1 which summarizes some of the main theoretical approaches
developed in motivation research. The different approaches illus-
trate that there is no general congruity between the approaches (i.e.
there is no common agreement or approach) which explains the
complexity of trying to derive general explanations of motivation
among tourists. This resulted in a large number of individual stud-
ies of tourist motivation dating back to the 1970s (Table 3.2) which
adopt different theoretical and conceptual standpoints. One imme-
diate complication is the problem of understanding what drives an
individual to travel. For example, while a business traveller is obvi-
ously travelling primarily for a work-related reason, there are also
covert (or less overt) reasons which are related to that individual’s
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TABLE 3.1  Theoretical approaches to tourist motivation
Needs-based approaches

e Assumes that tourists select destinations to satisfy their needs

e Sees pleasure-related travel as being designed to meet tourist needs

e Epitomized by need-based motivation research such as Maslow (1943, 1954)

o Argues that human needs motivate human behaviour based on very generic hierarchy of
human needs.

Values-based approaches

e Highlights the importance of human values on tourist motivation and why tourists seek to con-
sume certain experiences

e Used widely in consumer behaviour research and embodied in the VALS study by Mitchell
(1983) on values and lifestyles

e Used to segment tourists into groups to help understanding.
Benefits sought or realized approaches

e Focuses on causal factors in terms of what benefit a tourist expects to gain from travel and
holidays

e Typical approaches have looked at: the attributes of a destination and the benefits it may offer;
the psychological benefits which a tourist may gain from a service or holiday.
Expectancy-based approaches

o Uses developments in employment motivation research based upon job preferences and
satisfaction

e Is based upon the assumption that the concept of attractiveness of achieving an outcome is
the prime motivator

e Is characterized by Witt and Wright's (1992) study.
Other approaches

e Push/pull factors.

needs and wants. The individual is a central component of tourism
demand, as

no two individuals are alike, and differences in attitudes, perceptions and
motivation have an important influence on travel decisions [where] attitudes
depend on an individual’s perception of the world. Perceptions are mental
impressions of ... a place or travel company and are determined by many
factors, which include childhood, family and work experiences. However,
attitudes and perceptions in themselves do not explain why people want

to travel. The inner urges which initiate travel demand are called travel
motivators. (Cooper et al. 1993: 20)
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TABLE 3.2
Study

Seminal publications on tourist motivation in the 1970s to 1990s

Contribution

D. Lundberg (1971) Why tourists travel, The Cornell
Hotel and Restaurant Administrative Quarterly
26 (February): 75-81.

E. Cohen (1974) Who is a tourist? A conceptual
clarification, Sociological Review 22 (4): 527-55.

J. Crompton (1979) Motivations for pleasure
vacation, Annals of Tourism Research 6 (4):
408-245.

G. Dann (1981) Tourist motivation: an appraisal,
Annals of Tourism Research 8 (2): 187-219.

P. Pearce (1982) The Social Psychology of Tourist
Behaviour. Oxford: Pergamon.

S. Iso-Ahola (1982) Towards a social psychology
theory of tourism motivation: A rejoinder, Annals
of Tourism Research 9 (2): 256-62.

C. Witt and P. Wright (1992) Tourist motivation after
Maslow. In P. Johnson and B. Thomas (eds) Choice
and Demand in Tourism. London: Mansell.

Used 18 motivation statements to assess
key travel motives

Discussion of what a tourist is and creation
of typologies using different tourist roles

Devised a classification of tourist motives
for pleasure travel

Review of the tourism studies published
to the late 1970s and the role of push and
pull factors

First major review of the field to examine
the different motivational research up to
the early 1980s and importance of social
psychology

A response to Dann’s (1981) study;
presents a social psychological model of
tourist motivation

Review of the literature and contribution
which expectancy theories can make to
motivation research

What this illustrates is that the individual and the forces affecting
their need to be a tourist is important. These forces can be broken
down into intrinsic and extrinsic approaches to motivation. The
intrinsic motivation approach recognizes that individuals have
unique personal needs that stimulate or arouse them to pursue
tourism. Some of these needs are associated with the desire to sat-
isfy individual or internal needs - for example, becoming a tour-
ist for self-improvement or what is termed ‘self-realization’, so as
to achieve a state of happiness. It may also help boost one’s ego
(a feature termed ego enhancement) because of the personal confi-
dence building that travel can encourage. In contrast, the extrinsic
motivational approach examines the broader conditioning factors
that shape individuals’ attitudes, preferences and perceptions but
are more externally determined - for example, the society and cul-
ture one lives in will affect how tourism is viewed. In the former
Soviet Union tourism was a functional relationship that was con-
ditioned by the state that sent workers for rest and recreation so
they could return refreshed to improve output and productivity.
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In contrast, in a free market economy the individual is much freer
to choose how and where they wish to travel, within certain con-
straints (e.g. time, income and awareness of opportunities).

At a general level, tourism may allow the individual to escape
the mundane, thereby achieving their goals of physical recreation
and spiritual refreshment as well as enjoying social goals such as
being with family or friends. In this respect, extrinsic influences on
the tourist may be family, society with its standards and norms of
behaviour, the peer pressure from social groups, and the dominant
culture. For example, one of the cultural motivators of outbound
travel from New Zealand among youth travellers (those aged
under 30 years of age) is the desire to do the ‘Overseas Experience’
(the ‘big OFE’). This often gives travellers a chance to engage in a
cultural form of tourism by visiting Europe, seeing relatives and
friends and achieves a number of social goals. The big OE also
has an intrinsic function as a long-haul trip and a sustained time
away from the home environment encourages independence, self-
reliance and greater confidence in one’s own ability and judgement,
and will contribute to ego enhancement. In the UK there has also
been a trend towards a similar experience before commencing
study at university; it is known as the ‘gap year’ and a similar style
of travel, working holiday, voluntary activity or round-the-world
trip takes place which is explored in more detail in Box 3.1.

While analysis of tourist motivation is about the underlying
psychological value and features of being a tourist, actual tourism
demand at a practical level is derived through a consumer deci-
sion-making process. From this process, it is possible to describe
three elements, which condition demand:

1 energizers of demand, which are factors that promote an
individual to decide on a holiday

2 filterers of demand, which are constraints on demand that can
exist in economic, sociological or psychological terms despite
the desire to go on holiday or travel

3 affecters, which are a range of factors that may heighten or

suppress the energizers that promote consumer interest or
choice in tourism.

These factors directly condition and affect the tourist’s process of
travel decision-making although they do not explain why people
choose to travel. For this reason, it is useful to understand how
individuals’ desires and need for tourism fit into their wider life.
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BOX 3.1: CASE STUDY: THE YOUTH TRAVEL

MARKET

With world tourism growing at between 3 to 4 per cent per annum (though
it is much higher in some markets and countries), certain market segments
have recorded much greater rates of growth. Youth travel, which commonly
includes those aged 16 to 30, comprises around 20 per cent of world arriv-
als according to a study published in 2008 by the World Youth, Student
and Educational Travel Confederation (WYSE) and the UN-WTO (Youth
Travel Matters: Understanding the Global Phenomenon of Youth Travel).
The results of the study show that it is among one of the fastest-growing
sectors. The report provides the following profile of the market and trends
in youth travel including:

e a growth in expenditure of 40 per cent over a five-year period and
the market has evolved considerably in the 2002-2007 study
period

e the sector’s budget image in the 1980s and 1990s which led to a
global growth in backpacking infrastructure to nurture this market
has been replaced by a more upmarket profile: in 2007, the average
spend per trip of €1915

e the traditional 18- to 30-year-old backpacker market has expanded
with older age groups in the over-30 category

e the motivation for pursuing travel opportunities among the youth mar-
ket includes learning a language, seasonal work opportunities and
volunteering, as well as study opportunities among 70 per cent of the
market

e many destinations are belatedly recognizing the enormous potential
of this market segment, while certain destinations specialize in niche
products (e.g. Queenstown, New Zealand, and adventure tourism;
Bournemouth, UK, and the English foreign language school market)

e to respond to the growing affluence and expenditure among youth
travellers, youth hostels globally are investing significant sums
of money in upgrading their infrastructure to combine bunkbed/
traditional hostel accommodation with hotel-style accommodation.
This was reflected in the 50 per cent of hostels in the survey who had
already upgraded their infrastructure to meet new market demands

e one key driver of growth in some areas of the youth market expansion
has been the continued development of the student gap year. This is
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where students who intend to go to university or who are already in
full-time study defer their course for one year to go travelling

e Whilst the UK is a dominant language student destination, key outbound
markets are Japan, Spain and Germany although Australia and China
are also experiencing growth as popular language study destinations.

This case study shows how rapid change may occur in a niche market
over a five-year period as demographic, economic and trends in youth
travel behaviour combine to expand and develop the products on offer.

This partly reflects upon the intrinsic motivations, and one use-
ful framework devised to understand this is Maslow’s hierarchy of
human needs.

MasLow’s HieERARCHY MobDEL AND TourisT MoTIVATION

Maslow’s (1954) hierarchy of needs remains one of the most
widely discussed ideas on motivation. It is based on the principle
of a ranking or hierarchy of individual needs (Figure 3.5), based
on the premise that self-actualization is a level to which people
should aspire. Maslow argued that if the lower needs in the hier-
archy were not fulfilled then these would dominate human behav-
iour. Once these were satisfied, the individual would be motivated
by the needs of the next level of the hierarchy. In the motivation
sequence, Maslow identified ‘deficiency or tension-reducing
motives’ and ‘inductive or arousal-seeking motives’ (Cooper et al.
1993: 21), arguing that the model could be applied to work and
non-work contexts, such as tourism and leisure. Yet how and why
Maslow selected five basic needs remains unclear, although it
appears to have a relevance in understanding how human action
is related to understandable and predictable aspects of action com-
pared to research that argues that human behaviour is essentially
irrational and unpredictable. Maslow’s model is not necessar-
ily ideal, since needs are not hierarchical in reality because some
needs may occur simultaneously. But such a model does empha-
size the development needs of humans, with individuals striving
towards personal growth, and these can be understood in a tour-
ism context.
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Maslow’s work has also been developed since the 1950s when
work on specific motivations beyond the concept of needing ‘to get
away from it all’. For example, ‘push’ factors that motivate individ-
uals to seek a holiday have been researched and compared with ‘pull’
factors (e.g. promotion by tourist resorts), which act as attractors (see
Table 3.3). Ryan’s (1991: 25-9) analysis of tourist travel motivators
(excluding business travel) identified a range of reasons commonly
cited to explain why people travel to tourist destinations for holidays:
e a desire to escape from a mundane environment
e the pursuit of relaxation and recuperation functions
e an opportunity for play
o the strengthening of family bonds

e prestige, since different destinations can enable one to gain
social enhancement among peers

e social interaction

e educational opportunities
e wish fulfilment

e shopping.
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Table 3.3 Push and pull factors used to explain holidaytaking

Push factors Pull factors

Escape Ease of access

Socializing Cost of travel

Fun/excitement Promotional images of destination
Relaxation Tourist attractions/events

Prestige Sun, sea, sand

Educational motives

From this list, it is evident that

tourism is unique in that it involves real physical escape reflected in
travelling to one or more destination regions where the leisure experience
transpires... [thus] a holiday trip allows changes that are multi-dimensional:
place, pace, faces, lifestyle, behaviour, attitude. It allows a person
temporary withdrawal from many of the environments affecting day to day
existence. (Leiper 1984, cited in Pearce 1995: 19)

It is also evident that fashion and taste have a major bearing on

the destinations people choose to go to for holidays. For example,
in 2007 over 70 million trips were undertaken by UK residents to
overseas destinations, of which the growth market was in long-
haul destinations. However, key events of 2008 had a major pull
effect on the destinations which visitors chose including:

the Beijing Olympic Games

Singapore hosting its first Formula 1 race

the 60th celebration of the State of Israel

Dubai acquiring the QE2 as a floating hotel

the Euro 2008 football tournament in Austria and Switzerland

Berlin celebrating the 60th anniversary of the airlift to keep the
city supplied during the communist blockade which lasted a
year in 1948

Valencia in Spain hosting the America’s Cup.

Even so, the ranking of UK package destinations has remained

fairly consistent in terms of the locations chosen, with Spain
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maintaining its prominent position as the most popular country
in 2007 (also see Chapter 2). Spain also maintained its position
as the overall top choice of destination for UK holidaymakers fol-
lowed by France, USA, Italy, Greece and Ireland.

THE Tourism TRADITION oF MOTIVATION STUDIES:
CLASSIFYING AND UNDERSTANDING TouRrisT MoOTIVES

A large number of studies of tourist motivation (see Tables 3.1 and
3.2), dating back to the 1970s, took many of Maslow’s ideas for-
ward and then applied more socio-psychological ideas in a tourism
context. In most of the studies of tourist motivation, a common
range of factors tends to emerge. For example, Crompton (1979)
emphasized that socio-psychological motives can be located along
a continuum which explains why certain tourists undertake certain
types of travel. In contrast, Dann’s (1981) conceptualization is one
of the most useful attempts to simplify the principal elements of
tourist motivation into a series of propositions (i.e. general state-
ments which characterize tourists) including:

e travel as a response to what is lacking yet desired
e destination pull is in response to motivational push

e motivation may have a classified purpose (this was the focus of
many of the earlier studies of motivation)

e motivation typologies
e motivation and tourist experiences.
This was simplified a stage further by McIntosh and Goeldner
(1990) into:
e physical motivators
e cultural motivators
e interpersonal motivators
e status and prestige motivators.

On the basis of motivation and using the type of experiences tour-
ists seek, Cohen (1974) distinguished between four types of travellers:

1 the organized mass tourist, on a package holiday, who is highly
organized and whose contact with the host community in a
destination is minimal
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2 the individual mass tourist, who uses similar facilities to the
organized mass tourist but also desires to visit other sights not
covered on organized tours in the destination

3 the explorers, who arrange their travel independently and
who wish to experience the social and cultural lifestyle of the
destination

4 the drifters, who do not seek any contact with other tourists
or their accommodation, wishing to live with the host
community.

Clearly, such a classification is fraught with problems, since
it does not take into account the increasing diversity of holidays
undertaken nor the inconsistencies in tourist behaviour. Other
researchers suggest that one way of overcoming this difficulty is to
consider the different destinations tourists choose to visit and then
establish a sliding scale that is similar to Cohen’s (1972) typology,
but without such an absolute classification.

One such attempt was by Plog (1974), who devised a classifi-
cation of the US population into psychographic types, with trav-
ellers distributed along a continuum from psychocentrism to
allocentrism (see Figure 3.6). The psychocentrics are the anx-
ious, inhibited and less adventurous travellers while at the other

Distribution of tourists in each typology

Less sure, more insecure
travellers

Independent travellers Majority of travellers

® Above average income | ® Seek well-known,
established destinations | ® Choose holiday destinations
similar to home environment

e Seek more adventurous
experiences

e May go to destinations
populated by allocentrics| ®

Like the familiar and may be
repeat visitors

Characteristics of each type

Plog’s psychographic traveller types (developed and
modified from Plog, 1974)
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extreme the allocentrics are adventurous, outgoing, seeking out
new experiences due to their inquisitive personalities and inter-
est in travel and adventure. This means that, through time, some
tourists may seek out new destinations, while others will follow
the more adventurous as the destinations develop and appear safe
and secure. But some of the criticisms of Plog’s model are that it is
difficult to use because it fails to distinguish between extrinsic and
intrinsic motivations. It also fails to include a dynamic element
to encompass the changing nature of individual tourists. Pearce
(1993) suggested that individuals have a ‘career’ in their travel
behaviour where people

start at different levels, they are likely to change levels during their life-
cycle and they can he prevented from moving by money, health and other
people. They may also retire from their travel career or not take holidays at
all and therefore not be part of the system. (Pearce 1993: 125)

Pearce (2005) has argued that a travel career is a dynamic elem-
ent in a tourist’s holidaytaking habits, influenced by travel experi-
ence, stage in the life cycle and age. Initially he developed the
idea of a travel career ladder (Pearce 1993), which was built on
Maslow’s hierarchial system and had five motivational levels:

1 biological needs
safety and security needs
relationship development and extension needs

special interest and self-development needs

o~ WDN

fulfilment or self-actualization needs.

Later Pearce (2005) de-emphasized the hierarchical elements
of a ladder in favour of a reformulated travel career pattern (TCP)
approach. The TCP placed a greater emphasis on how motivations
form patterns which may link to the notion of travel careers.
The notion of the TCP is that tourists will have different motiv-
ating patterns over their life cycle which will be impacted upon
by their experience of travelling. This reflects better the complex-
ity of understanding tourist motivation, although studies of this
have suggested a tourist’s experience of domestic and international
travel and age were important factors in identifying influences on
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TCPs. What Pearce (2005) concludes is that we may discern three
layers of travel motivation:

e Layer 1, the common motives at the core of the TCP: novelty,
escape, relaxation, enhancing and maintaining human
relationships

e Layer 2, a series of moderately important motivators related to
self-actualization (i.e. focused on the inner self) that surround
this core set of motivations and a number of externally
focused motives such as interaction with the host society and
environment

e Layer 3, an outer layer with lesser importance including
motives such as nostalgia and social status.

These factors may also vary in importance according to the culture
of the travellers, and the relative significance of these motives may
also change during the TCP of individuals.

From the discussion of motivation, it is apparent that:

e Tourism is a combination of products and experiences which
meet a diverse range of needs.

e Tourists are not always conscious of their deep psychological
needs and ideas. Even when they do know what they are, they
may not reveal them to researchers, family and friends.

e Tourism motives may be multiple and contradictory with some
working in harmony and others working in direct opposition
(i.e. push and pull factors).

e Motives may change over time and be inextricably linked
together (e.g. perception, learning, personality and culture are
often separated out but they are all bound up together).

e Dynamic models of tourist motivation such as Pearce’s
(2005) TCP are crucial to understanding not only the role of
motivation but also the way that such motives will evolve,
change and be conditioned by changes in lifestyle, life cycle and
personal growth and development.

The important point here is that motivation is about how a gen-
eral need/want (in this case the desire to travel) is translated in a
context where it can be fulfilled. This is often simplified to push and
pull factors but it does raise issues about the ways in which tour-
ists as consumers respond to specific stimuli that encourage them
to engage in tourism. Goodall (1991) identified the relationship
between needs, wants and preferences and goals amongst travellers,
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preferences and goals in individual holiday choice
(source: ‘Understanding holiday choice’, B. Goodall in
C. Cooper (ed.) Progress in Tourism, Recreation and
Hospitality Management, vol. 3, 1991. © John Wiley
& Sons Limited). Reproduced with permission

where push and pull factors existed as shown in Figure 3.7. Much of
Figure 3.7 is focused on consumer behaviour and the role of market-
ing in providing the stimuli that lead people to choose specific moti-
vations for going on holiday. For this reason, the role of consumer
behaviour in tourism is important in understanding the practical
ways consumers choose to become tourists.

CoNsUMER BEHAVIOUR AND TOURISM

Consumer behaviour concerns the way tourists as purchasers of
products and services behave in terms of spending, their attitudes
and values towards what they buy. Their age, sex, marital status,
educational background, amount of disposable income, where
they live and other factors such as their interest in travel directly
affect this. For marketers who sell and promote tourism products
and services, these factors are crucial to the way they divide tour-
ists into groups as consumers so that they can provide specific
products that appeal to each group. One frequent approach used
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by tourism marketers to achieve this goal is ‘market segmenta-
tion’ (i.e. how all the above factors can be used to describe different
groups of consumers).

There are a range of approaches one can use in market seg-
mentation though the most commonly used is demographic or
socio-economic segmentation, which occurs where statistical data
such as the census are used together with other statistical infor-
mation to identify the scale and volume of potential tourists likely
to visit a destination. Key factors such as age and income are
important determinants of the demand. For example, the amount
of paid holidays and an individual or family’s income both have
an important bearing on demand. One powerful factor shaping
demand in a demographic context is social class, which is related
to income, social standing and the way status evolves from these
factors. Social class is widely used by marketers as a way of iden-
tifying the spending potential of tourists. In the UK, the Institute
of Practitioners in Advertising uses the following socio-economic
grouping of the population with six groups:

Higher managerial, administrative or professional

Middle managerial, administrative or professional
Supervisory, clerical or managerial

Skilled manual workers

Semi- and unskilled manual workers

Pensioners, the unemployed, casual or lowest grade workers

After Holloway and Plant (1988)

although other classifications have been devised with various
emphases in different countries. The key point to stress from any
classification is how social class, employment or economic status
impact upon participation in tourism. In most cases, professionals
enjoy higher incomes and this affects their consumption of tour-
ism in general terms. However, other factors may come into play,
the stage in the family life cycle may inhibit a young professional
with children while a working couple in another occupational
group may have fewer constraints and therefore more money to
spend on holidays. Many studies of income and social class indi-
cate that those in Classes AB have a greater propensity to take
overseas holidays than those in groups DE. This also raises wider
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social debates about how income and class can contribute to social
exclusion of those groups unable to participate in tourism. As dis-
cussed in Chapter 2, around 40 per cent of the population in the
UK do not take a holiday in any given year. Two other notable fac-
tors which impact upon tourism in terms of consumer behaviour
are gender and ethnicity.

Gender and ethnicity

Gender has a powerful impact on participation in tourism, since
many studies indicate that women in households are the holi-
day decision-makers. Yet with changes in the existing compos-
ition of two-parent households and the growth in single-parent
households, the notion of the nuclear family is changing in many
Western societies. The consequences are that many tourism pro-
viders are having to rethink the nature of the traditional fam-
ily holiday. Similarly, new trends in holiday consumption can be
discerned with children exerting greater pressure on parents in
the selection holiday destinations (e.g. pester power), demanding
visits to child-oriented destinations (e.g. Disneyland) and locations
associated with children’s television series (e.g. the Isle of Mull in
Scotland where the fictitious Balamory BBC Television series was
filmed has been receiving up to 250000 visitors a year, a signifi-
cant proportion generated by pester power).

Gender has also become a defining feature in the identification
of the gay and lesbian market. In the USA this comprises 10 per
cent of the tourism market and they are now wooed as a high-
spending group (this has led to the use of terms such as the ‘Pink
Pound’ in the UK). In the USA, 75 per cent of such households
have income above the national average of US$40000, with 30
per cent earning in excess of US$100000; 84 per cent have pass-
ports and 82 per cent are university graduates. Over 55 per cent
hold management posts and the Tourism Industry Association
(TTA) in the USA estimate this market is worth US$54.1 billion
a year. However, the gay and lesbian market is also very discern-
ing and seeks destinations with a gay or lesbian involvement that
is integrated in the community. Among the top reasons to visit a
destination are: holidaying with a boyfriend/girlfriend; attending
Gay Pride festivals; holidaying with a group of friends; purchasing
a holiday package and taking advantage of internet travel specials.
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In the USA, the top destinations for gay men in order of prefer-
ence are New York, San Francisco, Hawaii, Palm Springs, Fort
Lauderdale, West Hollywood, Miami/South Beach and Key West.
Lesbians travelled to San Francisco, Provincetown, New York,
Hawaii, Key West, West Hollywood, Miami/South Beach, Fort
Lauderdale and Palm Springs.

Ethnicity has also been identified as an important factor shap-
ing tourist travel behaviour and consumption patterns. Many
Western societies now have multicultural populations, with race
and ethnicity assuming a more prominent role in travel markets.
According to the TIA in the USA, the emerging Hispanic travel
market now accounts for 13.7 per cent of the national population,
equivalent to 39.8 million in 2000 which is set to grow to 162.6
million (around 25 per cent) of the US population by 2050. With
a buying power of US$653 billion, this is a substantial market
despite their low average household incomes of US$33 000 (which
are growing steadily). The Hispanic groups in the USA have made
a growing use of the internet although there are differences in
consumer behaviour between native-born and recent Hispanic
migrants. In terms of tourism, the US Hispanic market comprises
77.1 million trips a year, growing at around 20 per cent a year, with
34 per cent of all Hispanic purchasing concentrated in California
and Texas. The majority of their travel is for leisure, especially to
see family, friends and relatives. Popular domestic destinations in
the USA are California, Texas, Florida, Nevada, Arizona and New
Mexico, and Hispanics spend around US$480 on a trip. Therefore
the examples of gender and ethnicity show that it is important for
the tourism sector to understand how consumers can be broken
down into discrete groups or segments.

Psychographic segmentation

A more sophisticated approach to segmentation (which was dis-
cussed above in the motivation study by Plog, 1974) is psycho-
graphic segmentation which is often introduced to complement
more simplistic approaches based on socio-economic or geographic
data. It involves using socio-economic and life-cycle data to predict
a range of consumer behaviours or purchasing patterns associated
with each stage. Examining the psychological profile of consumers
to establish their traits or characteristics in relation to different
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market segments further develops this. The VALS (Value and
Lifestyles) research conducted by the Stanford Research Institute in
North America used socio-economic data, and the aspirations, self-
images, values and consumption patterns of Americans, to estab-
lish nine lifestyles which people could move through. For example,
the US tourism industry is a US$1.3 trillion industry and around
2.6 million bedspaces are sold every day in the USA while US$94
billion is spent by international travellers in the USA. The tourism
industry needs to employ tools such as lifestyle marketing and seg-
mentation to begin to understand the tourist as a consumer, their
needs and purchasing behaviour. What the VALS research and sub-
sequent studies have tried to achieve is to reduce the complexity
and reality of the market for products and services into a series
of identifiable groupings. It uses variables related to consumers’
lifestyles (i.e. their interests, hobbies, spending patterns) as well as
more personalized variables such as attitudes, opinions and feel-
ings towards travel and tourism. In other words, by combining
the behaviour of tourists and their value system comprising their
beliefs and how these affect their decision to purchase, the market-
ers can communicate more effectively with potential consumers by
understanding what motivates their decision to purchase certain
types of products and services. One example of psychographic seg-
mentation is a specialized product such as ecotourism (travelling
to engage in wildlife viewing, visiting natural areas and having a
concern with the natural environment); here, segmentation is pos-
sible using a range of variables such as the age profile of the eco-
tourists, how they choose to travel, how they book their holidays,
what type of budget they have and their motivation for being an
ecotourist.

Once the supplier of the services or products has considered
these issues, the next stage to examine is how tourists decide to
purchase certain products — particularly the most frequent pur-
chase, which is the holiday.

PurcHAsING A HoLiDay

A study undertaken in Canada in March 2002 by TripAdvisor
found that consumers often take as long as a month to purchase
quite complex holiday products online and that illustrates how
important it is for businesses to understand how consumers select
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products both online and from more traditional distribution chan-
nels such as travel agents. It also highlights the importance of
marketing efforts by tourism businesses to tempt the consumer to
book a product. Goodall (1991) constructed a simple model of how
consumers select a holiday which involved a number of stages and
answers to questions on what they want from the holiday. This
concluded that consumers have a range of holiday options avail-
able at specific points in time which is based on the preferences of
the individual, family and other groups. One other notable group
that has seen a growth in volume and significance in the UK is the
stag and hen party market, as discussed in Box 3.2.

The following factors exert a powerful influence on the decision
to purchase tourism products and services:

e the personality of the purchaser
e the point of purchase
e the role of the sales person

e whether the individual is a frequent or infrequent purchaser of
holiday products

e Dprior experience.

BOX 3.2: CASE STUDY: THE STAG AND HEN

PARTY MARKET - A TOURISM OPPORTUNITY
OR PROBLEM?

Within the UK a rise in affluence since 1997 has combined with the expan-
sion of low-cost airlines to create a uniquely British outbound market — the
desire to travel for weekend trips to celebrate the last days of freedom of
prospective brides and grooms dubbed the stag and hen party market.
This pre-marriage celebration normally lasted for one evening before the
1990s but with rising affluence combined with the increased age at which
people marry, these celebrations have become more lavish and longer,
often lasting a weekend. There are now many tour operators specializing
in providing the destination and entertainment/itinerary. Since the demise
of communism in Eastern Europe, the market for stag and hen parties has
grown exponentially in destinations such as Prague in the Czech Republic
and Tallinn in Estonia. However, the negative associations with this market

Continued
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are the excesses of alcohol consumption, lewd behaviour and the frequent-
ing of nightclubs and adult entertainment hotspots. Destinations such as
Amsterdam and Hamburg with their internationally renowned red light
areas traditionally acted as a magnet for these markets. But in the 1990s
other destinations also expanded, such as Dublin’s Temple Bar area.

In Dublin, the tourism industry lobbied to de-market (i.e. positively dis-
courage) this phenomenon because research identified the negative impact
of stag and hen parties on the city and Temple Bar cultural quarter. It
was estimated that it displaced £57 million of tourist spending as a result
of the loss of business from those not wishing to experience stag and hen
party revellers. The resulting action by the Temple Bar businesses and City
Council/Tourist Board saw the shift in emphasis to the cultural promotion of
Temple Bar and the development of measures by accommodation providers
to limit the size of single-sex group bookings. This has gradually reduced
the city’s market size as other markets have been attracted to Dublin.

Even so, cities such as Prague are estimated to receive around 500000
British men on stag trips each year and around 20 per cent of all weekend
crime in the city is related to these trips. This reflects the scale of wedding
celebrations in the UK which are over 270000 a year, fuelled by the growth
in remarriage which accounts for around 20 per cent of the market. With
average wedding costs of over £16000, it is not difficult to understand why
spending on stag and hen celebrations is high. Research by Morgan Stanley
in 2004 found that all such events involved one or more nights away from
home, often for up to three nights. Males prefer overseas travel to females;
the UK’s leading hen party destinations are London, Edinburgh and Brighton
although other locations across the UK are also popular such as Blackpool,
Newcastle, Manchester and other large cities with a night-time economy.
More expensive celebrations are even developing in spa and health farms
in rural locations. For stag parties, many large cities have proved popular in
the UK as well as smaller settlements in coastal locations such as Torbay and
Newquay in south-west England. Whilst these markets bring high levels of
spending for nightclubs, bars and public house, the pursuit of budget accom-
modation reduces the economic impact when combined with the effect on a
destination’s image. For example, Torbay’s current tourism strategy noted the
findings from research studies that rated stag parties as a negative factor in
the destination’s image. This negativity has also seen residents and visitors
in other destinations lobby for better management of the stag and hen party
market. For example, in 2006 Newquay was installing night-time urinals to
address the major problems caused in the town after venues closed.

Policy research on this wider growth in the UK'’s night-time city life that
expanded as redundant city centre buildings were converted to public
houses and night clubs has fuelled the resurgence in a night-time culture
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combined with liberalized opening hours. Indeed, the stag and hen party
market has been a beneficiary of the relaxation of licensing laws since the
1990s. Yet one consequence, as widely reported in the media, has been
the rise in binge drinking, rowdy behaviour and criminal activity along with
a massive impact on the demand for policing, ambulance and Accident
and Emergency Services in hospitals. With over 13000 violent incidents
occurring in and around licensed establishments every week involving ine-
briated revellers, it is clear why the stag and hen party market, which is
often associated with such behaviour, is being attacked by residents and
some analysts. The anti-social consequences of stag and hen parties are
certainly in direct conflict with destinations seeking to promote images of
attractive and welcoming locations.

Supporting these arguments are the findings of a Home Office
Parliamentary Select Committee report on anti-social behaviour that some
areas of city centres are effectively ‘no-go’ areas at night due to the impact
of drinking and night clubs. The sheer volume of revellers, including
the stag and hen parties, is huge: the volumes of people on Friday and
Saturday nights range from 110000 to 130000 in Manchester city centre
and 80000 in Newcastle city centre. Consequently, the stag and hen party
market may be a poisoned chalice for many urban tourism destinations. It
brings an economic impact, when one considers over 3.3 million Britons
will attend a stag or hen party celebration in a given year, spending around
£550 a person if it is an overseas venue according to the Morgan Stanley
report. In some cases, typically 10 per cent of celebrants will spend over
£1000 each on the event. Yet as the case of Dublin shows, where the mar-
ket was only between 0.75 to 1.5 per cent of its total tourism market, it had
the potential to turn away up to 13 per cent of visitors. Whilst this active
de-marketing and management of the issue in Dublin has largely seen
the market displaced to other destinations, notably in Eastern Europe, the
impact in the UK domestic market is also notable. The stag and hen party
has been associated with the increasingly problematic excesses of city
centre night-time economies, late night entertainment and drinking and
the associated social problems embodied in binge drinking. For tourists
not in the 18-30 age group, this may be problematic in a UK context as
there is growing research evidence that over 30-year-old age groups avoid
these city centre locations for leisure, recreation and tourism due to the
alcohol-fuelled violence and perceived ‘no go’ areas. There is also grow-
ing evidence in Eastern European destinations on the value of these par-
ties for generating a meaningful tourism experience, where policing costs
are increased by the crime and social impacts of encouraging adult enter-
tainment and the commodification of sexuality and associated increases in
prostitution.
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Any explanation of consumer behaviour in tourism also needs to
be aware of the motivations, desires, needs, expectations, and per-
sonal and social factors affecting travel behaviour. These are in turn
affected by stimuli which promote travel (i.e. marketing and pro-
motion), images of the places being visited, previous travel experi-
ences, and time and cost constraints. What this type of debate on
tourists as consumers shows is that marketing and promotion are
fundamental in a business which seeks to create a four-step process
which takes the consumer from a stage of unawareness of a product
or service through to a point where they want to consume it. Within
marketing, much of the attention focuses on using well-known
brands and household names in travel (i.e. Thomson Holidays in the
UK and other World of TUI brands in Germany and other European
countries) to promote the awareness. Marketers describe this process
as the AIDA model: (Awareness, Interest, Desire, Action).

The AIDA process has been used by the mayor in the Maipo
River region, an area just outside the Chilean capital Santiago, to
create a unique tourism destination — a UFO tourism zone. The
Awareness has been created by UFO sightings over two decades,
while the Interest has resulted from increased publicity. To stimu-
late and satisfy the Desire to visit, the Action is based on plans to
erect two observation centres, signposts of sightings and the provi-
sion of workshops. A similar scheme was proposed in Bonnybridge,
Stirlingshire (Scotland), where a number of UFO sightings have
created an interest in developing a visitor centre to promote visits
around this specialist interest.

Much of the efforts in marketing are focused on consumer
behaviour, seeking to understand how individuals perceive things
and digest the information and messages that advertising and
promotion use to develop a tourism image. These images impact
not only upon the holiday selection process and decision to go on
holiday but also, and more importantly, upon destinations — the
specific places tourists will visit.

The tourist image of products and places

It is generally acknowledged that many consumers will select a
range of destinations (often three to five) when considering where
to go on holiday. A major element in the decision to select a spe-
cific destination is the image of the place. The tourist(s) select
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the destination through a process of elimination but this is not a
straight linear process from A to B to C. Often, people will look at
options, re-evaluate them and reconsider specific places based on
their knowledge, the images portrayed in the media and the opin-
ions of individual(s) and group members. This can make travel
decisions a lengthy and complex process based on compromise. For
example, the 11 September 2001 attack on the USA and terrorist
threats created widespread negative images of international travel
and one immediate beneficiary of this was the growth of domestic
tourism in many countries. This required government and tour-
ism agencies to promote not only ‘business as usual’ in New York
to encourage people to travel again, but to restore negative images
portrayed by the media.

Image can be a powerful process where destinations (such as
London and Paris) have memorable elements in the landscape
which feature as icons to promote awareness and travel to the desti-
nation (e.g. the Eiffel Tower in Paris), leading to tourists associating
positive reasons to travel with well-known icons that are safe and
popular. In some cases, over-popular images of destinations or spe-
cific attractions may mean that a degree of caution has to be used to
downplay the destination in peak season; this is sometimes called
‘de-marketing’. In addition, destinations have to create images of
their tourism offerings and locality that help to differentiate them
from the competition. In Australia, there has been a rise in wine
and food tourism based on local products, and specialist producers
in areas such as Margaret River in Western Australia have helped
regions to emerge as newly created and re-imaged, with empha-
sis being placed on the uniqueness of the place. Another example
is a desolate area in northern China on the Tibet-Qinghai plateau,
where attempts by local government in 2002 have begun to turn a
former nuclear weapons research centre (No. 221 Plant, owned by
the China Nuclear Industry Corporation) into a tourist attraction.
Established in 1958, the site was used to test nuclear bombs and
nuclear waste is buried there. Some 16 nuclear tests were carried out
over a 30-year period. Negative images and publicity present a major
challenge to those creating positive images of the region for visitors,
which the Qinghai Provincial Tourism Association are basing on
the region’s cultural heritage (Tibetan culture and architecture) and
the natural environment (varying from snow-capped mountains to
desert-style dunes). To attract visitors, a number of festivals have
been staged based on horse racing and Buddhist rituals.
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Yet much of the image of a destination is not concerned with the
tangible elements, since tourism is a combination of tangible per-
ceptions of place and emotional feelings about locations. Even when
rational feelings question the logic of visiting somewhere, the desire
to see something may override rational concerns. This is related to
risk behaviour in holiday purchases. Risk is a complex topic, not
least because it is very personal to individuals, and may create cer-
tain types of behaviour in tourists. The low-risk tourist will book
early, reducing the perceived barriers to travel, and may return to
the same resort or country due to the apparent feelings of safety and
security. In contrast, risk takers will be less worried about the impact
of tourist-related crime, will be less concerned about the stability and
certainty offered by booking a package holiday and may choose to
be independent travellers organizing their travel and itinerary them-
selves. Tourists seeking to minimize risks will seek out well-known
brands that guarantee quality experiences. Often, these groups pre-
fer the reassurance of booking at travel agents where the face-to-face
contact and positive reinforcement of what the experience will offer
encourages the purchaser to go ahead. With these issues in mind,
our attention now turns to the case study in Box 3.3 and one of the
most discussed markets in outbound tourism — the Chinese.

BOX 3.3: CASE STUDY: THE CHINESE

OUTBOUND TOURISM MARKET

Outbound tourism from China has existed since the formation of the
People’s Republic of China (PRC) in 1949 but it was largely restricted to
approved travel for business. Much of the travel was to former communist
states. A landmark change in this policy occurred in 1983 when the govern-
ment allowed Chinese residents to travel to Hong Kong and Macau, as long
as they were booked by designated travel agencies and friends and rela-
tions in the destination paid their expenses. Outbound trips were typically
organized by the government-run China Travel Service. The scale of change
after 1983 led to regulations allowing outbound travel to three South East
Asian countries in 1990 (Thailand, Singapore and Malaysia), again if the
travel was sponsored by overseas relatives. In 1992, the Philippines was
also added; then permission was granted for cross-border trips to Russia,
North Korea, Mongolia, Vietnam, Cambodia, Laos, Myanmar and other
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Soviet-controlled countries. In 1998, Australia and New Zealand received
Approved Destination Status (ADS), with European countries recently being
added. In 2005, 90 countries had ADS, of which 25 were in Europe.

The scale of travel against this very recent history of outbound travel is
significant, as outbound travel grew from 620000 trips in 1990 to 3.73 mil-
lion in 1994, 5.32 million in 1997, 10.4 million in 2000, 29 million in 2004
and 40.97 million in 2007. Some forecasts suggest that, by 2020, China
could be the world’s largest outbound market with 115 million trips a year.
The principal outbound destinations for Chinese travellers are East Asia
Pacific destinations, including Hong Kong, Macau, Thailand, Japan and
South Korea, and 80 per cent of tourists visit these places. The Russian
Federation also attracts a large volume of cross-border trips to places such
as Vladivostok. The proportion of official travel is around 40 per cent and
private travel accounts for almost 60 per cent; this last category continues
to grow at around 20 per cent a year.

The typical profile of an outbound traveller is a person aged 25 to 44
years of age, with higher educational qualifications; affluent and holding a
managerial post. In Chinese culture, travel is seen as adding to one’s wisdom
and experience. Much of the growth in tourism is fuelled by China’s booming
export economy, changing demographic profiles, reduced barriers to travel
and people saving for travel. Much of the initial travel by Chinese tourists
embarking on their Travel Career Pattern is to Macau and Hong Kong: they
account for 75 per cent of arrivals. With the further relaxation of travel restric-
tions in 2003 allowing travel to these two destinations without government
involvement, they experienced a tourism boom. With Hong Kong Disneyland
open in 2005 and a hotel boom in Macau, the Chinese market was directly
responsible for 300000 jobs in Hong Kong's tourism industry. Much of the
Chinese tourists’ spending is not on luxury accommodation, but on attrac-
tions, shopping, eating out and sightseeing. Analysts have divided the Chinese
outbound market into the high-volume, low-margin travellers to Macau and
Hong Kong who typically earn US$4000-15000 and the remaining groups
earning in excess of US$30000 a year. For leisure travel, many of the travel-
lers used Air China, staying around five days in Hong Kong or Macau.

Many analysts view Europe as the next region to experience the Chinese
travel boom as the USA did not have ADS at the time of writing. Among
the new outbound markets which are developing are the upwardly mobile
working women and students travelling overseas for education. The regula-
tion of passports, management of travel by state travel agencies and control
of travel by package tours rather than independent travel, will continue to
add some degree of restraint to outbound travel. Nevertheless, the growth
potential of this market over the next decade, its increasing affluence, dis-
posable income and susceptibility to the ‘travel bug’, will make China a
major market for growth.
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This example of China illustrates that the demand for tourism
is variable. Although demand may perform in a constant man-
ner, the overall effect of demand factors is that they are constantly
under review by consumers and some fluctuations will inevitably
occur when adverse events such as 11 September occur.

THE FuTurE oF Tourism DEMAND

The growth of domestic and international tourism demand
depends on a wide range of factors, some of which have been dis-
cussed in this chapter. The example of the Chinese outbound mar-
ket vividly illustrates the scale of tourism growth that has occurred
in a relatively short time frame (i.e. since 1983) and the prospects
of it becoming a major outbound market by 2020.

Irrespective of these trends, are more profound changes which
are occurring among tourism consumers. Whilst the Chinese are
a young and buoyant outbound and domestic market, many other
industrialized countries have recognized that their tourists now
have much higher expectations of what they purchase and con-
sume as tourists and are somewhat ‘mature’ markets. For this rea-
son it is interesting to reflect upon some of the consumer trends
now affecting tourist consumption which may shape the quality as
well as the nature of tourism demand in the next decade:

e Consumers are more discerning of tourism purchases, irrespective
of what they pay, and have high expectations of quality.

e In a postmodern society, some researchers argue that the
consumer gains as much satisfaction from the process of
purchasing as they do from consumption, implying that the
purchase process needs to meet these raised expectations.

e Many consumers across the globe are now more e-savvy and
able to use technology to establish the range and extent of
travel and holiday options, leading to a greater demand for
value-adding in the purchase and consumption process.

e More experienced travellers are seeking more innovative,
unusual and targeted products which fit with their lifestyles,
perception of their lifestyle and needs. The traditional annual
holiday of one to two weeks, purchased through a travel agent
from a mass produced brochure, will no longer be the norm.

e The tourism industry will be faced with more discerning
clients, a proportion of whom will be willing to purchase a
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portfolio of products that appeal to their time-poor, cash-rich
lifestyles. Ease of consumption will be the new buzzword: the
holiday or trip will be an opportunity to de-stress and will not
commence with stress, disorganization and lack of attention to
detail.

e Marketing techniques which allow targeting, segmentation
and client identification to capture the individual needs of the
traveller, will provide premium profits for the tourism provider.

e Low-cost, high-volume mass products such as low-cost airline
travel will continue to fill a niche for independent price-
sensitive travellers without any restrictions from government.

e Consumers are continuing to be heavily influenced by
branding, brands and advertising which create an image of
the market position, consumer benefits and promise made
by tourism products. This trend is likely to continue, with
destinations and operators using the brand image to create a
unique appeal to certain markets and groups.

e New product development to appeal to individualized aspects
of demand (e.g. health and wellness tourism) will see further
growth, as niche products aimed at specific groups with these
interests are developed.

CONCLUSION

The reasons why people choose to engage in tourism are diverse
and multifaceted. No one simple explanation can be advanced to
explain motivation for tourism. Instead it is a process of under-
standing the psychology of tourist decision-making based upon
the reasons why they wish to travel and take holidays. To sim-
plify some of the reasons, researchers have developed lists of fac-
tors and typologies of tourists to try and suggest how humans can
be grouped into common types of consumers of tourism. Yet even
this is difficult when the ultimate arbiter of motivation, especially
of human needs and wants that can be fulfilled through tourism
experiences, is the individual. Understanding the individual is a
time-consuming process that is not easily reduced to questionnaire
surveys or face-to-face interviews on the beach asking tourists why
they are there. The tourist has to be understood like an onion:
they comprise a number of layers which need to be peeled away to
uncover the extrinsic and intrinsic motivational forces. To continue
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the analogy, over-analysing the tourist may mean that removing
all the layers leaves nothing to be eaten and digested; and while sli-
cing the onion in half may reveal the complex thinking and factors
shaping human behaviour associated with tourism, predictable
and rational behaviour is not necessarily revealed. Consequently, a
range of motivational approaches may provide conflicting informa-
tion. However, what is certain is that taking a holiday and travel-
ling are firmly embedded in modern society and although fashions,
tastes and changes in travel habits may alter outward motivation,
deep down the intrinsic motivation is a highly personal process for
each and every tourist.
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What is the role of consumer behaviour in understanding what
tourists want to purchase? Do consumers always follow rational
decision-making approaches when purchasing products such as
holidays?

Should the consumer be the starting point for the analysis of tour-
ism demand?

How useful is Maslow’s model in understanding tourist motivation?
Has it been made redundant and superseded by specific social
psychology studies of tourism, or is it still the basis for all analy-
ses of tourist motivation?
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In its two hundred and thirty year history the InterContinental Hotels Group

has grown from one brewery at Burton on Trent, UK to a global chain of hotels
comprising of 590 000 rooms in 4000 hotels in 100 countries with 160 million
Staying guests.

This company'’s corporate strategy in the period since 1989 (see page 125) reveals
its evolution into a global hotel chain and the process of constantly reviewing its
Strategic direction to assess how best to achieve its commercial potential. The
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CHAPTER 4

The supply of
tourism

Learning outcomes

This chapter examines the way in which tourism supply is assembled
by the tourism industry. On completion of the chapter, you should be
able to understand:

e how individual businesses approach supply
e how supply issues are affected by macro-economic issues

e the significance of the tourism supply chain in conceptualizing how
tourism businesses meet demand

e the interconnections between different elements of tourism
(accommodation, transport, attractions and tourism
agencies/services/facilities).

INTRODUCTION

holiday and explanations of the diverse motivations associ-

ated with the demand for tourism services and products were
discussed. Yet in any purchasing decision by potential tourists,
there has to be a provision of a service, product or experience by
a business, organization or destination to meet the visitors’ need
or demand. This provision is known as tourism supply or, as was
explained in Chapter 1, as a form of production. In any analysis of
supply, there are a number of basic questions which tourism busi-
nesses have to consider:

In Chapter 3, some of the reasons why people choose to go on

e What should we produce as a business to meet a certain form
of tourism demand? (i.e. should we produce an upmarket
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high-cost holiday package for ecotourists using tailor-
made packages or aim for mass market, low-cost package
holidays?)

e How should it be produced! (i.e. should we contract in supplies
to provide each element of the package product to reduce costs
or should we produce each element to ensure quality control
and consistency in product delivery?)

e When, where and how should we produce the tourism product?
(i.e. do we produce an all-year-round or seasonal tourism
product?)

e What destinations/places should be featured in the tourism
experience!

e What form of business or businesses do we need to produce the
tourism services and products so that we meet demand?

These are all real questions that tourism businesses need to
address as their long-term viability and success or failure will
depend upon the management of their organizations’ resources
to meet demand in an efficient and profitable manner. To many
people, the concept of tourism supply and the day-to-day oper-
ation and management of tourism businesses supplying tourists’
needs may seem distant, unconnected and rather unreal. Yet it is
the concept of supply which helps us to understand how the wide
range of tourism businesses and organizations (and quite often
businesses which do not see themselves as servicing tourists’
needs such as taxi companies) combine to link the tourist with the
services, experiences and products they seek in a destination.

This chapter seeks to provide an overview of tourism supply
issues by explaining how to view the concept of supply, particularly
the idea of a supply chain and the wide range of industry elements
which characterize what is termed the ‘tourism industry’. There is
one underlying characteristic of the tourism industry that distin-
guishes it from other services and this is the way in which tourism
is consumed by a mobile population who visit destination areas to
consume a product, service or experience while, in contrast, the
supply elements are often fixed geographically at certain places
(i.e. a hotel, restaurant or visitor attraction). This means that busi-
nesses are required to sink considerable capital costs into different
forms of tourism services and centres of production, in the expect-
ation that the destination will appeal to visitors and assist in the
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promotion of their individual products and services. Therein lies
the complexity of tourism supply — that the appeal of the product
and influences on the consumption of specific elements of supply
is a more complicated proposition than buying other consumer
goods or services. Sessa (1983) categorized the supply of tourism
services by businesses as follows:

e tourism resources, comprising both the natural and human
resources of an area

e general and tourism infrastructure, which includes the
transport and telecommunications infrastructure

e receptive facilities, which receive visitors, including
accommodation, food and beverage establishments and
apartments/condominiums

e entertainment and sports facilities, which provide a focus for
tourists’ activities

e tourism reception services, including travel agencies, tourist offices,
car hire companies, guides, interpreters and visitor managers.

These ‘elements of tourism’ highlight the scope of tourism sup-
ply, but a number of less tangible elements of supply (i.e. image)
also need to be considered.

As explained in Chapter 3, images of places have a powerful
influence in the tourist’s search process for a destination to go
on holiday, and businesses need to be aware of this when enter-
ing the tourist market for the first time, or when introducing new
products. What this means is that the wider tourism industry and
agencies responsible for tourism in a destination (e.g. the tourist
board) need to pull in the same direction, to work towards com-
mon goals and to promote the attributes of the destination in a
positive manner so that the images of the area, place or destin-
ation are enhanced or maintained. For example, Iceland’s appeal
is marketed in terms of its attributes as a clean, green and envir-
onmentally responsible destination, with its beautiful lava land-
scapes, wilderness, vistas and views, its Viking heritage and its
diversity of activities for visitors, from winter sports through to
health-based tourism (thermal resorts). This image was developed
and promoted so that the tourism destination and its products
could be structured around a number of key elements which the
visitor identifies with Iceland.
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INFLUENCES ON TouRrism SuppLy Issues: THE BUSINESS
ENVIRONMENT

Aside from issues of image, the business environment in which
businesses operate can also have a major bearing on tourism sup-
ply. For example, in most countries tourism operates within a free
market economy, and individual businesses operate in open com-
petition. However, in some countries certain sectors of the tourism
industry receive assistance from government through infrastruc-
ture provision, marketing and promotional support from tourist
boards and other agencies. It is also apparent that when govern-
ments decide to promote inbound tourism to destinations such
as Bali, supply needs to be able to meet demand. In many cases,
demand poses severe pressures on destinations where supply is
often a step behind demand. The case of Bali’s growth in demand
illustrates this: in the 1930s, around 3000 visitors a year visited
Bali. By 1970 this had grown to 23000 rising sharply in 1981 to
158000 and to over 1246000 in 1998 and reaching 1412000 in
2000 but then stabilizing at around that level in 2004-2006. This
massive expansion in demand requires that supply in all sectors of
the industry keep pace, especially as the beach-resort nature of the
destination was actively promoted in the 1980s and 1990s. This
also raises the importance of marketing and promotion in develop-
ing a demand to fill the available supply. In the case of Bali, the
bombing of a tourist resort impacted upon visitor arrivals in 2003-
2004 and required a significant marketing campaign to restore
visitor confidence to maintain its market position. Such market-
ing campaigns are extremely costly and highlight the highly com-
petitive nature of tourism marketing. For example, in 2008, the
national tourism organization for Scotland, VisitScotland, had a
budget of £60 million to assist in promoting Destination Scotland
domestically and internationally. Companies such as British
Airways also spend in excess of £60 million a year on advertising
to communicate with its customers.

There are few industries that gain a degree of leverage from
government taxes to promote their activities. Given the level of
state support and assistance, tourism does not operate in many
countries in conditions of perfect competition. Yet, as Chapter 11
shows, intervention is justified to develop a tourism destination
image and promote the attributes of tourism supply in the form of
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holidays, although supply is more complex than just holidays.
What does concern individual businesses is the competition they
face on a day-to-day basis and the degree of government regula-
tion and intervention, which impacts upon their business activities.
For example, in the UK there has been a significant growth in low-
cost or budget airlines, which have been licensed to operate from
regional and London bases. In each case, setting up a new airline
operation involves high capital costs (even where aircraft are leased
rather than purchased), so the number of companies able to enter
this market are limited by the entry costs and government regula-
tions. Low-cost airlines have challenged existing market condi-
tions, where individual operators had a monopoly on certain routes
and could charge a premium (high) price. The effect has been to
reduce fares, generate new forms of demand (i.e. leisure travellers)
and severely reduce the monopoly operators’ ability to charge pre-
mium prices and maintain route profitability. easyJet was formed
in 1995 and carried 30000 passengers in its first year of opera-
tion. By 2003 it carried 20 million passengers, in 2005 it was car-
rying two to three million passengers a month and in 2007 it was
carrying 37 million. Much of this growth has been new traffic which
is price sensitive. In the USA, deregulation of the airline business
in the late 1970s saw monopolies (and duopolies, where two com-
panies controlled routes) challenged, new market conditions emerge
and a major reorganization, restructuring and new environment
develop for air travel. A similar example in the UK in the late 1990s
was the privatization of British Rail and the end of its monopoly on
rail travel. In each of these examples, the competitive environment
which affects tourism businesses and their operation needs to be
considered in relation to a number of underlying economic issues:

e What competitive market conditions exist for a specific sector
of tourism (i.e. the airline sector, hotel sector or attraction
sector)? Do conditions of monopoly, oligopoly (i.e. where a
limited number of suppliers control supply) or other market
conditions exist?

o How many businesses are involved in these markets? What size
are they? Are they able to respond quickly to new competitive
pressures, or are they characterized by complacency and an
inability to redefine their operations in the light of aggressive
competition?

e Do the businesses involved in tourism display patterns of
market concentration, where a limited number of businesses



124 CHAPTER FOUR The supply of tourism

dominate all aspects of production (i.e. from retailing through
to supply of services and products in the destination such as in
the UK tour operator market)?

o What are the capital costs of entering a tourism market? Are
there high entry and exit barriers? As previously mentioned,
starting an airline has high entry and exit costs, requires a high
level of technical know-how and large capital investment and
ongoing finance to service the business. Buying a guest house,
on the other hand, has low entry costs and no barriers to
entry in terms of technical competencies to be able to run and
manage it and host visitors. In contrast, the airline business
requires a high degree of technical competencies.

e What types of products already exist in the market? Is there scope
for innovation (see Chapter 10 for more detail on innovation) to
develop new products without the risk of ‘ambush marketing’
by competitors who copy the idea and undercut the competition
by loss-leaders to regain market share? Aggressive marketing
and a limited number of loss-leaders have characterized the low-
cost airlines and privatized railways in the UK in an attempt by
their owners to capture price-sensitive leisure travellers. In other
words, is there scope for price discrimination in the market to
differentiate a whole range of products?

What these factors indicate is that the market conditions and
business environment in which tourism operates is far from static.
They are constantly changing, requiring businesses to adapt and
to develop strategies to retain their market presence. Unlike many
other goods and services, fashions, tastes, preferences and evolving
consumer trends quickly translate into opportunities or problems
in tourism supply as shown in the case study in Box 4.1. This
traces the growth, changing corporate strategy and tactics used to
diversify a company dependent upon brewing (e.g. Bass) into one
of the world’s largest hotel companies in 15 years.

MANAGING TouRIisM SupPpLY ISSUES

For tourism businesses, recognizing these evolving patterns, new
trends and the need for innovation (i.e. new ideas and products) to
address market conditions re-emphasizes the importance of man-
agerial skills in the supply of tourism products and services — as
discussed in the InterContinental case study in Box 4.1, where the
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BOX 4.1: CASE STUDY: CORPORATE STRATEGY
AND CHANGE IN THE HOTEL SECTOR: THE

EVOLUTION OF THE INTERCONTINENTAL
HOTELS GROUP

The InterContinental Hotels Group can be traced back as far as 1777 when
William Bass first established a brewery at Burton on Trent in the UK, and
in the subsequent growth the company acquired other brewing concerns
in the twentieth century. It merged in 1967 with Charringtons, making it
one of the largest brewers in the UK. Following UK government legislation
in 1989 (the Beer Order legislation) to reduce vertical integration and the
number of tied public houses owned by breweries, Bass withdrew from
many public house outlets and invested cash flow from its public house
business into an international hotel business. The company already had
a small hotel chain, acquired in 1987, but its major entry into the market
was marked with its purchase of Holiday Inns International in 1988 and
the North American Holiday Inn in 1990.

In 1990 Holiday Inn was reputed to be the world’s leading mid-
scale (mid-range) hotel brand, founded in 1952 by Kemmons Wilson in
Memphis. In 1991, the company launched its Holiday Inn Express brand,
a limited service brand aimed at the leisure and business market. By 2005,
some 150 Holiday Inn Expresses were in existence in the UK and Europe,
illustrating the scale and growth of this popular product. In 1994, the com-
pany also launched its luxury upscale brand — Crowne Plaza. In 1997 the
company sold its mid-scale properties in the USA, retaining the brand
through franchise agreements. Other non-core business was disposed of
in the late 1990s, including Gala Bingo, Coral Bookmakers and additional
public houses. Bass also moved into the eating-out business in 1995, with
its acquisition of Harvester and other smaller businesses. The company
continued to build its luxury business portfolio, launching its Staybridge
Suites brand. In 1998 the company also acquired the InterContinenta
hotel chain (originally founded in 1946 by Pan Am airlines) initially in Latin
America and then across the world in places served by the airline (includ-
ing its 40000 aircrew as customers). InterContinental operated in the mid-
scale and upscale segments with a reputation for attention to detail.

In 2000, Bass purchased the Southern Pacific Hotel Corporation
(SPHC) in Australia to make it Asia’s leading hotel company with 59 hotels
using the Park Royal and Centra brand. This was followed by the acqui-
sition of Bristol Hotels and Resorts in the USA, a management company
with 112 hotels. In June 2000, the Bass brewing division was sold to a

Continued
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Belgian brewer for £2.3 billion, and the company was finally repositioned,
having moved from a domestic brewer to an international hospitality busi-
ness. Bass then sold 988 pubs in 2001 to Six Continents Retail Brands
and acquired the UK Posthouse chain for £810 million, as locations of stra-
tegic value for conversion to Holiday Inns. The company also purchased
the InterContinental Hong Kong for £241 million and, in October 2002, it
separated its hotels business from its hospitality retailing division, creating
InterContinental Hotels Group plc.

In July 2003, InterContinental Hotels Group decided to sell its
Staybridge Suites hotels, entering into a 20-year management agreement
with the purchaser, Hospitality Properties Trust. In December 2003, the
company added Candlewood Suites to its portfolio, increasing its US pres-
ence to 109 hotels. In 2004, the company introduced Hotel Indigo, an
alternative lodging experience. By 2004, the company had a global pres-
ence, as one of the world’s largest hotel groups, owning, leasing, franchis-
ing or managing properties and operating over 3500 hotels worldwide with
537000 guest rooms in 100 countries. This had expanded further by 2008
to 590000 rooms in 4000 hotels in 100 countries with 160 million staying
guests.

In 2007 the company’s InterContinental brand celebrated the opening of
its 150th hotel at the Dubai Festival in an expanding destination. Similarly
in 2008 the company is opening the InterContinental Beijing which is the
closest luxury hotel to the Beijing Olympic stadium.

Bass had properties in a number of market segments including:

e economy
e mid-scale, limited service
e upscale — high-quality service for leisure travellers

e upper upscale — luxury brands for business travellers and international
tourists.

In 2005, the company was divesting itself of many of its lower tier prop-
erties, franchising them or managing them, since its current strategy is to
focus on its strengths in branding, managing and franchising as well as
brand innovation. It has preferred to concentrate on the market segment
with greater profit margins, the mid- and upscale segments. For example,
in November 2006, two flagship luxury hotels were launched: the
InterContinental Park Lane, London (after a £67 million refurbishment),
and the InterContinental Boston, USA, on the city’s historic waterfront on
the site of the Boston Tea Party which sparked off the American War of
Independence, in close proximity to the city’s financial district and business
tourism market. Therefore, the Group has invested in upmarket properties
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and reduced its capacity by selling the majority of its hotels, to focus on
what it excels at — managing hotels — thereby simplifying its asset owner-
ship and concentrating on the skills of its employees. This example of one
company’s corporate strategy in the period since 1989 reveals its evolution
into a global hotel chain and the process of constantly reviewing its stra-
tegic direction to assess how best to achieve its commercial potential.

TABLE 4.1 Mintzberg’s ten managerial roles (source: Reproduced from
Tourism Management, vol. 25, S. Charaupunsirikul and R.

Wood, Mintzberg, managers and methodology, 551-6, © 2002,
with permission from Elsevier)

Interpersonal roles:

Figurehead Symbolic head: obliged to perform a number of routine duties of
legal and social nature

Leader Responsible for the motivation of subordinates; responsible for
staffing and training

Liaison Maintaining self-developed network of outside contacts/informers
who provide information and favours

Information roles:

Monitor Through seeking and receiving a variety of special information,
develops through understanding of organization and environment

Disseminator Transmits information received from outsiders and subordinates to
members of the organization

Spokesperson Transmits information to outsiders on organization’s plans, serves as
expert on organization’s industry

Decisional roles:

Entrepreneurial Searches organization and its environment for opportunities to bring
about change

Resource allocator Responsible for the allocation of organizational resources of all kinds

Negotiator Responsible for representing the organization at major negotiations

creation of new brands led to the growth of new business. This
also highlights what Mintzberg (1973) identified as the nature of
managerial work in organizations — short-term coping, disparate
activities and more concerned with brevity, variety and increasing
fragmentation. Tourism managers and businesses are no excep-
tion to this and Mintzberg’s research has an important bearing on
how managers performed certain roles (see Table 4.1) labelled as
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interpersonal, informational and decisional roles. The ten mana-
gerial work roles which Mintzberg identified illustrates the scope
of activities which operating and managing a tourism business
require, as well as some of the complexities of how the individual
business interacts with the wider body of interests conveniently
labelled the ‘tourism industry’. It also suggests how important pre-
vailing market conditions are when they impact upon how a busi-
ness operates, manages and responds to opportunities, threats and
shortcomings in its own organization. Yet to do this, a business
needs also to understand its relationship to other tourism busi-
nesses. A convenient way to explain this is by using the tourism
supply chain concept.

The tourism supply chain

Throughout the earlier chapters, the role of tourism as an amal-
gam of different interests, activities, stakeholders and businesses
have been discussed. This section examines how these different
interests are functionally linked together to form a distinct supply
chain. The supply chain concept originates in economics and has
been used to explain how different businesses enter into contract-
ual relationships to supply services, products and goods, and how
these goods are assembled into products at different points in the
supply chain. Tourism is well suited to the concept of the supply
chain because the product, service or experience that is consumed
is assembled, and comprises a wide range of suppliers. All too
often our knowledge of the supply chain is quite restrictive, since
a wide range of components are consumed in tourism including
the use of bars, restaurants, handicrafts, food, infrastructure and
related services. A schematic diagram of a typical tourism supply
chain is shown in Figure 4.1. This shows that once the consumer
has chosen a destination and product (as explained in Chapter 3),
the decision to purchase involves contacting a tourism retailer (e.g.
a retail agent, a direct selling company or an internet-based seller
such as www.expedia.co.uk). Having chosen a booking medium
and selected a package from a tour operator, the package is then
assembled.

The tour operator enters into contractual relationships with
tourism suppliers such as airlines (although larger tour operators
may also own their own charter or schedule airline), hotel operators
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‘Origin area’ ‘The package’ ‘Destination’
Air travel
Purchases : Visitor at
an overseas ; Flight to Transfer to leisure/on
Consumer  —>- package > Accommodation|—-| - o tination [>|accommodation holiday in
holiday destination
Associated
services
(airport
transfers)

Travel agent T et National Tourism Organization
Tourism |online booking | Tour operator servicez Airport hotels, restaurants, visitor
industry or direct assembles (luggage transfer/ attractions, car hire companies,
involvement | telephone the product har?glir? ) taxi tour representative, tours, visitor
booking 9 safety (hospitals, doctors)

m A typical tourism supply chain

and suppliers of associated services such as airport transfers.
These suppliers, in turn, contract suppliers who service their busi-
ness needs: in-flight caterers, airline leasing companies, airport
terminal services (i.e. check-in services, baggage handling, flight
controllers, customer service agents for visitors and those with
special needs, such as the disabled). The labour dispute in 2005
between Gateway Gourmet and its staff at Heathrow Airport illus-
trates how a disruption in one element of the supply chain can
cause the system to collapse: British Airways was forced to cease
flights for a number of days and incurred losses of £1 million a
day. Similarly, the major operational problems which were experi-
enced by British Airways in 2008 with the opening of Terminal 5
at Heathrow with baggage delays and check-in highlight the prob-
lems which can arise when one element of the supply chain fails.
At the destination, ground services are also contracted. An example
is the employment of tour representatives to meet guests at the
airport, welcome them into their accommodation and utilize the
opportunities for retail sales of additional services such as tours
and events. This not only yields additional revenue for the tour
operator, with representatives paid a commission based on sales
targets, but also trades on the visitor’s naiveté regarding the des-
tination and cost of services, as well as the welcoming image that
reassures the uninitiated. In some hotels, similar kick-backs and
commissions are paid to the concierge for each sale of a particular
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company’s product and the display of leaflets and brochures in
some hotels in destinations such as Los Angeles are contingent
upon the company’s commission rate. Typically this will range
from below 5 per cent to 10 per cent, thereby artificially inflating
the price paid by visitors compared to the local population. Such
practices may be culturally acceptable for tourism businesses in
the locality, along with blatant and aggressive/intimidatory behav-
iour by tour guides/drivers demanding gratuities with statements
such as ‘It is customary to give me 10 per cent of your ticket price
for being your guide today’ or threatening substantial abuse if the
visitor leaves the tour. This may have very negative images for vis-
itors from countries where tipping is not a cultural practice, and
certainly promotes the image of tourists as targets to be ripped off
by unscrupulous operators; this is why some destinations have
instigated customer care hotlines to address such issues. What
these examples also show is that where tourism services are pro-
vided, these are not only formal contracts and relationships, but
also alliances between recommenders (i.e. tour representatives
and hotel concierges) and providers at each stage. Thus a business
opportunity presents itself, with each agent in the process taking
a percentage of the proceeds or using the opportunity to generate
additional revenue through indirect means (i.e. goods or service)
or by blatant, aggressive and intimidatory behaviour (termed tour-
ism harassment in extreme cases). Whilst thankfully the latter
behaviour is not widespread, it does illustrate the value of tour-
ism spending in the destination (or in the home area where serv-
ices and tours are pre-paid to the tour operator who also take a
commission).

With so many organizations involved in the supply chain in rela-
tion to tourist spending and activity, it is clear that these are critical
break or pressure points where the service provision could poten-
tially fall down. What this also suggests is that failings with the des-
tination may be attributed back to the tour operator who is liable
under EU law for the well-being and experience of the holidaymaker.
This returns us to the theme of Chapter 3 — that the tourism indus-
try needs to be organized and managed in the destination so the vis-
itor’s experience is not adversely affected by the actions or events of
service providers in that destination. For this reason, we now turn
our attention to the principal elements of the tourism industry:
accommodation establishments, attractions, transportation, public
and private sector organizations and associated services.
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ACCOMMODATION

Accommodation performs a vital role in many countries’ tourism sec-
tor: in addition to providing the basic infrastructure to accommodate
visitors as tourists and business travellers, it is a focus for meetings,
conferences and entertainment. For many resort areas, accommoda-
tion comprises the key element in attracting the visitor for a holi-
day for a week or longer. Accommodation is also the focal point of
short-break holidays and is often packaged as part of an experience
of a place. Accommodation ranges in type from the upmarket, lux-
ury five-star establishment with hundreds of bedspaces that charge a
premium price to their guests through to the small bed-and-breakfast
operator who may have only six bedspaces and open solely during
the tourist season. This wide range of accommodation types will
be examined in more detail in Chapter 7 on accommodation, but it
is important to recognize here that it is a capital-intensive sector of
the tourism industry. Yet it is not just the size or scale of the accom-
modation sector which is significant: it is the significance of hotels
in the rise of resorts which may be a planned leisure environment
that becomes the containing context for the holiday. For example,
on many Pacific islands, hotel chains and individual companies have
built resort complexes, with the hotel/accommodation complex as the
key element, around which a beach, leisure facilities, restaurants/hos-
pitality services, activities and events are structured. The result is that
visitors can visit the resort and never leave or experience other areas
on the island. Such developments can dominate the tourism industry
on small islands. Conversely, accommodation in towns and cities is
a significant sector of the tourism industry due to the employment it
generates, as well as its ability to host large number of visitors.

At a global scale, the scale of rooms in the hotel sector is estimated
to be in excess of 17 million worldwide, growing at nearly 3 per cent
a year. Europe dominates the market with over 6 million rooms, with
over 6 million in the USA and over 4 million in Asia. Independent
operators own the majority of these rooms, in small owner-managed
units. At the same time, a number of trends have affected accommo-
dation in Europe and many other countries globally, including:

e increasing change and competition among accommodation
businesses

e a growth in the financial power of major hotel chains and
multinational companies
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e more discerning customers (particularly those using technology
such as the internet)

e new trends, such as the rise of budget hotel chains and their
brands

e a major increase in internet-related bookings that now account
for around 40 per cent of total hotel bookings.

In North America, 70 per cent of hotel stock is a recognizable
brand (e.g. Radisson, Holiday Inn and Marriot) whereas, with the
exception of Nordic countries, chain domination is only around
20 per cent in Europe. The pattern of European accommodation
is shown in Table 4.2, which illustrates the variations between
the principal destination areas (France, Spain, the UK, Greece,
Germany, Italy). Within each country there are also great vari-
ations in the location of accommodation, which is located in the
gateway cities (e.g. London, Paris, Berlin, Amsterdam and Dublin),
business capitals (e.g. Frankfurt, Brussels and Geneva) and resort
areas in coastal and other locations (e.g. ski resorts).

Therefore the accommodation sector is a vital element in the
supply of services and products for visitors, a feature which is as
old as tourism itself (as discussed in Chapter 2). However, what
has transformed the accommodation sector in the long-term is the
demise of staging-post accommodation on tourist transit routes as
transport technology has removed the need for inns and hotels to
be located along routes. Whilst tourists still use accommodation
when touring, such as in the USA and Canada when using recre-
ational vehicles (motor homes) or cars, accommodation has tended
to cluster at principal destinations such as cities and resort areas.
Yet not all tourists use accommodation: VFR traffic may stay with
family/friends and not be visible in the accommodation sector.
This is the case in Auckland, New Zealand, where up to 50 per
cent of visitors may seek this type of holiday. However, regardless
of where the visitor stays, they are in all probability likely to use
the attractions of the area they are visiting.

VisSITOR ATTRACTIONS AND ACTIVITIES

During any visit to a destination, tourists engage in activities and
events which provide a focal point for the use of their leisure time.
Attractions and activities are a fundamental element of any tourist’s



TABLE 4.2 The number of hotels and accommodation establishments in Europe in 1996-2007 and 2004 (source: Based on

Eurostat, © European Commission)
1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

EU (27 countries) 200074 198583 198953 211162 207133 204918 204524 204438 205343 193871 200942
EU (25 countries) 197189 195660 195905 207984 203952 201558 201004 200600 201026 189033 195469
EU (15 countries) 189318 186851 186484 198492 194013 191122 190145 189412 189542 177322 183616
Euro area 132852 130374 128648 136662 135883 143915 143269 143043 142599 142057 142148
Belgium 2062 2000 1998 2015 1998 2034 2010 1957 1922 1899 1955 2013
Bulgaria 523 477 513 518 648 679 755 849 1016 1230 1348
Czech Republic 2737 3509 3669 3614 3960 4112 4335 4377 4311 4278 4314
Denmark 478 470 467 464 472 484 482 478 485 482 473
Germany 38565 38971 38914 38701 38551 38529 38129 37547 36839 36575 36201 35941
Estonia 174 200 237 329 350 353 193 230 267 317 341
Ireland 5274 5164 5460 5692 5449 5222 5009 4821 4554 4407 4296
Greece 7916 7850 7946 8168 8342 8342 8329 8689 8899 9036 9111 9207
Spain 9482 7520 7539 16229 16287 16369 16732 17102 17402 17607 18304 18426
France 20590 20272 19556 19379 18773 18768 18617 18598 18689 18361 18135
Italy 34080 33828 33540 33341 33361 33421 33411 33480 33518 33527 33768
Cyprus 573 568 580 580 583 801 813 829 803 785 753
Latvia 151 152 148 150 166 199 223 261 278 337 321
Lithuania 173 182 201 221 227 231 247 270 317 331 338
Luxembourg 368 344 342 325 3B 309 316 307 297 293 277 273
Hungary 1687 1739 1817 1851 1928 1994 2167 2261 1952 2061 2032
Malta 255 261 248 244 246 210 194 194 194 173 173

Netherlands 1739 1857 2788 2826 2835 2858 2933 2908 3129 335 3099



TABLE 4.2 (Continued)
1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

Austria 17990 17692 15780 15378 15517 15293 14914 14708 14435 14267 14051 14204
Poland 1247 1397 1576 1535 1449 1391 1478 1547 2139 2200 2301

Portugal 1744 1768 1754 1772 1786 1781 1898 1934 1954 2012 2028

Romania 2362 2446 2585 2660 2533 2681 2765 2989 3301 3608 4125 4163
Slovenia 398 404 402 398 448 381 393 381 350 344 358 396
Slovakia 476 397 543 570 582 764 816 838 873 885 922 1249
Finland 958 958 978 1004 1011 989 971 992 961 938 923

Sweden 1851 1905 1891 1898 1906 1979 1737 1765 1833 1857 1888 1893
United Kingdom 46221 46252 47532 51300 47410 44744 44657 44126 44625 32926 39107

Croatia 674 658 666 691 733 694 788 832 940 1015 762 800
Macedonia, the former 116 116 123 128 145 142 150

Yugoslav Republic of

Iceland 216 231 253 254 244 248 273 283 303 319 308 294
Liechtenstein 52 52 Bl Bl 50 47 50 46 45 46 46 47
Norway 1186 1198 1176 1162 1166 1160 1124 1099 1079 1136 1119 1112
Switzerland 6004 5952 5890 5826 5754 5701 5643 g : 5836 5693 5635
: = Not available

Footnotes...: ES: 1998/99 break in series due to incorporation of one-star hotels.AT: 1997/98 break in series due to incorporation of holiday dwellings.NL: 1997/98
break in series due to incorporation of hotels with a capacity of 5 beds or more.
Source of Data: Eurostat
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itinerary, and in some cases the attraction, event or activity may
be the raison d’étre for the visit. Attractions have been divided into
numerous categories or listings by tourism researchers to try to
understand how they impact upon, interact with and shape tour-
ists’ activities. The conventional ways in which attractions are
viewed are in terms of:

e Natural resources: Resources that are naturally occurring and
used by visitors as places to consume tourism (e.g. a beach
environment) or as resources during a visit to a destination
(e.g. a visit to a scenic area). The history of tourism is based
on the discovery, recognition of the potential and exploitation
of natural resources as tourist attractions, most notably the
exploitation of spa waters. In a similar vein, development in
the nineteenth century was based on the recognition of the
attraction of a landscape and resource (the sea and coastline)
as an attraction. Yet even in these areas the tourism industry
has developed the other category of attraction — man-made
resources.

e Man-made resources: These are attractions that have emerged
as a response to the developing tourism market in a locality,
and often build upon the natural attractions. However, in the
post-war period, the rise of mass tourism and of demand for
leisure environments saw the development of purpose-built
resources to exploit the opportunity of rising visitor spending.
The development of environments by entrepreneurs (such
as Walt Disney’s creation of Disneyland in California at
Annaheim) and the subsequent growth of theme parks has
highlighted the leisure potential of man-made environments.
This was evident in 2005 with the opening of a Disneyland
in Hong Kong. At the same time, visitors utilize man-made
resources that were not specifically designed for a tourism
audience (e.g. cathedrals, churches, castles, historic gardens
and archaeological sites). The diverse range of attractions
available to the tourist is continually evolving as the industry
seeks to appeal to specific niche markets (consider, for example,
the educational potential of developing science centres such as
Living Earth in Edinburgh and the Glasgow Science Centre) by
exploiting the educational and entertainment motivations (the
so-called ‘edutainment’ market).

Aside from attractions per se, visitors are also attracted to des-
tinations and areas by special events, such as festivals or sporting
events such as the Soccer World Cup in Germany in 2006, the
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America’s Cup sailing regatta in 2008 in Spain and the Olympic
Games. VisitLondon hosted the Tour de France in 2007, the first
time the event has ever been hosted in the capital. It is reputed
to be the largest sporting event in the world, attracting up to one
million spectators, and generated around £56 million for the tour-
ism economy. The event attracted a spectator audience of around
12 million and was transmitted across the world by 78 television
channels giving the destination hosting it massive media coverage.
Indeed, sports tourism — which can be defined as spectators travel-
ling to destinations to watch their football or rugby team compete
in a game or competition — is beginning to be recognized as a major
growth area of the tourism industry (see the web case study of Golf
Tourism). Complementing the sport spectators are the smaller
number of sporting participants — amateur or professional sports-
people (e.g. golfers) — who travel to destinations to compete in sport-
ing events such as the Ryder Cup or Scottish Open. For example,
in 2005 the Lions Rugby tour of New Zealand was estimated to
have generated NZ$130 million in foreign exchange earnings from
sports tourists (an extra 20400 visitor arrivals staying 43000 visi-
tor nights) to follow the tour. According to the evaluation of the
event for the New Zealand Ministry of Tourism, 15 per cent of visi-
tors were from the UK, 14 per cent from Ireland, 10 per cent from
Wales and 10 per cent from Australia. The event was spread across
New Zealand and so the impacts were geographically distributed
according to where the matches were played. The impact evaluation
noted that visitor arrivals rose sharply before a test match with the
All Blacks and the event led to the following amounts being spent:

e NZ$25 million on food and beverages
e NZ$24 million on accommodation
e NZ$20.1 million on match-related expenses
e NZ$12.5 million on air fares
e NZ$9 million on domestic travel
e NZ$10.8 million on retail shopping
e NZ$10.9 million on attractions and entertainment.
This highlights the wide-ranging impacts such events can have
on the local and national economy. But probably one of the most

visible examples is the Olympic Games as discussed in the case
study in Box 4.2.
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BOX 4.2: CASE STUDY: THE IMPACTS OF

SPORTING EVENTS: HOSTING THE 2012
LONDON OLYMPIC GAMES

In July 2005, the International Olympic Committee (I0C) announced that
London had been chosen as the successful candidate city to host the 2012
Games, some 54 years since it last hosted the event. One of the underly-
ing arguments for hosting the Games was to harness the project’s potential
to regenerate one of East London’s most deprived boroughs — the London
Borough of Newham. The Games would be hosted in an Olympic park built
in the Lower Lea Valley, 13km east of central London. It was argued by the
proponents of the bid that hosting the Games would enable the transform-
ation of 200 ha of degraded land into a new park, stretching north to the
Lea Valley Regional Park. It would also lead to the creation of new sport-
ing infrastructure (e.g. a new 25000-seater Olympic stadium, an aquat-
ics centre, a velopark for cycling, a hockey centre and an indoor sports
centre) and an Olympic village to host 17800 athletes and officials. These
would be a lasting legacy for the community. A funding package from the
government and Greater London Development Authority of US$3.8 billion
(£2.375 billion) was agreed upon to underpin the project, and the London
hotel sector and London universities guaranteed they would make 40000
guestrooms available for the event.

It is estimated that this development will create 12000 new jobs as well
as 7000 construction jobs while accelerating investment in major infra-
structure projects such as the £1.25 billion East London tube line extension
south to Crystal Palace and West Croydon and north to Hackney, connect-
ing the area with the Channel Tunnel rail link at Stratford. Some analysts
forecast this could boost tourism by £2 billion, with the example of the
Sydney Olympics cited as a case of how the Games can increase tourism.
Sydney saw a £5 billion boost to tourism in the five years after the Games,
while the benefits to ‘Brand Australia’ are estimated at AU$6.1 billion
(see Chapter 10 for more discussion of branding). However, in 2007 the
Tourism Alliance, an industry lobby group pointed to the fact that not one
Olympic Games in the last two decades had seen a Post-Olympic boom
in tourism. To the contrary, a Post-Olympic slump occurred because the
Olympic Games displaced tourists.

Critics of hosting the Games in London point to the UK public sector’s
history of failing to manage large infrastructure projects to budget (e.g.
the Millennium Dome) and to consider the long-term viability of mega-
projects (as discussed in Chapter 9 in relation to Millennium-funded visitor

Continued
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attractions that subsequently failed as businesses). Critics point to the
prospect of £1.5 billion of the total revenue coming from lottery tickets
and £551 million from London council tax revenue — if the project stays on
budget. By 2008, the projected costs of the Games had quadrupled to an
estimated £9 billion. Apart from the Los Angeles Olympics, no Games has
ever made a profit, and in the case of Sydney the projects are estimated to
have cost twice the initial prices set out in the bid document. Similar over-
runs also occurred in Athens when it hosted the Games.

There is also considerable scepticism among researchers that investing
these large sums of money in physical projects as part of a regeneration
strategy run contrary to stated government policy on regeneration. If gov-
ernment objectives are to strengthen community cohesion and commu-
nity pride, it will also breach its own government guidelines on how lottery
funds should be used. Likewise, some estimates predict that if the fund-
ing overruns occur the London council taxpayers could be footing a bill of
£1300 for each household. The view that the Games would create 4000
new affordable homes on the Games site for local people is a costly legacy,
even if local people will be able to afford them. Newham has a high pro-
portion of council-tenanted accommodation and high levels of long-term
unemployment despite the efforts of other regeneration schemes. If one
looks to the impact of the Millennium Dome and its impact on social, eco-
nomic and cultural regeneration, it is clear that few long-term benefits have
accrued to the area. Even in the case of the Manchester Commonwealth
Games, the government had to provide an additional £105 million for the
project to be completed.

While the hosting of any mega event like the Olympic Games will bring a
short-term tourism benefit (and even a lasting benefit, as has happened for
Sydney according to the claims to have added to its brand values), it comes
at a massive public cost. We should also not lose sight of who benefits from
the economic boost — primarily businesses and corporations. East London
remains an area with major pockets of deprivation. Under a simple cost-
benefit analysis, the forecasts of benefits always look hopeful, but to include
a social rationale for hosting the event to regenerate local communities is to
run counter to the experience of previous hosts of the Olympic Games. In
some cases, social dislocation has occurred to make way for redevelop-
ment. If £2.3 billion is available to regenerate East London, then the invest-
ment in iconic projects such as sports stadia and a new city park may not
necessarily be the best use of public resources. An interesting comparison
can be drawn with London’s hosting of the 1908 Olympics in London at
short notice due to the cancellation of Rome as a venue after the erup-
tion of Mount Vesuvius. The Games cost £250000 to stage, largely funded
by donors and sponsors, with 22 nations competing. In 2012, 201 nations
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will compete with around 10500 athletes over 16 days at a £9 billion
cost. Only time will tell if the 2012 Games and the forecast impacts trickle
down to local people and provide much-needed local employment. Hosting
the Olympic Games is more about London raising its profile internation-
ally as a world city and an attraction for inward investment and business
— part of the desire to compete as a major destination — rather than about
the lasting economic benefits that may accrue if the Games are a financial
success.

Where sport or event tourism exists, the motivation to travel is
the attraction of the activity, festival or special event. Structured
around the sporting dimension are a wider range of tourism func-
tions that might include an extended holiday after the event. In
each case, such events or activities have profound economic
impacts on the locality or area in which they are hosted due to
the demand for accommodation, food and beverages, attendance at
the event and other ancillary services as well as associated tour-
ism activities such as sightseeing or touring. One further area of
growth in the new millennium, which linked together activities
and tourism, is the rise of adventure travel.

Activities as a focus of tourism: Adventure
travel and tourism

Adventure tourism has been variously defined as a leisure activity
which is undertaken in unusual, exotic, remote or unconventional
destinations. The defining characteristic of adventure tourism is
the heavy emphasis on outdoor pursuits, usually encompassing
high levels of risk, adrenaline rushes, excitement and personal
challenge. Adventure tourism is normally viewed as a continuum
(as shown in Figure 4.2) that ranges from ‘soft’ experiences such as
snorkelling to ‘hard’ experiences such as climbing Mount Everest.
The size of the adventure tourism market, comprising travel-
lers who have booked a package from an adventure tour operator,
is estimated to be four to five million trips a year, or 1 per cent of
the international outbound tourism market. The major generating
market is North America with two to three million trips a year,
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SOFT HARD
ADVENTURE TOURISM
CHARACTERISTICS

e Limited physical risk * High risk
* Low levels of knowledge and * A good physical and

skill needed mental state is important
¢ Less physically demanding * Major physical challenge
* Perceived to be safer * Adrenaline-rush activities

* Managed activities

EXAMPLES
* Horseback riding * Bungee jumping
* Sea kayaking * White-water rafting
* Bicycle touring * Climbing expeditions
e Surfing * Long-distance treks
» Wildlife watching * Wilderness survival

* Snorkelling
m The characteristics of adventure tourism

with one million from Europe and one million from other parts
of the world. The potential market for such travel experiences is
probably ten times that size, offering major growth prospects
based on World Tourism Organization (UN-WTO) estimates. In
the USA alone, a Travel Industry Association of America survey
indicated that half of the US population (98 million) had partici-
pated in adventure activities. The market for adventure travel has
also evolved in recent years with the growth of ‘charity challenges’,
where travellers gain sponsorship for a trip. They typically pay the
costs of the air fare and undertake to raise a minimum amount
for the charity who have devised the trip. Research indicates that
these travellers are ethically inclined, and may have participated
in the UK in Raleigh International community and environmental
expeditions for young travellers aged 17-25 years of age (also see
the case study in Box 3.1 on the youth travel market). In contrast,
another market that has been developed by the tourism sector is
the prestige adventure market, where the participants want to see
something unusual, unique and exclusive to them (e.g. an individ-
ual ascent of Mount Everest) that offers an adrenaline rush.

The typical profile of the travellers who participate in adven-
ture tourism is of a person aged 40-45 years, very well educated
and computer literate, with large amounts of disposable income
(many earn more than US$75000 per annum) and long holiday
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entitlement. Women are more likely than men to be participants.
In the USA, the fastest-growing segment is the middle classes. To
assist in the promotion of this evolving market segment, the tour-
ism industry in the UK and USA organize travel shows to illustrate
the products and destinations available. For example, in the UK the
Adventure Travel and Sports Show and in the USA the International
Adventure and Outdoor Travel Show provide opportunities for the
operators to meet potential clients to showcase their products. This
segment of the market was also the fastest-growing sector of the
tourism industry in New Zealand in the 1990s, as it established
a number of adventure tourism destinations such as Queenstown
with its Awesome Threesome (jetboating, bungee jumping and
white-water rafting experiences). Its success led to its active promo-
tion by Tourism New Zealand as a key attraction for International
visitors. These patterns of growth encourage more tour operators
to expand their product offerings to meet demand. However, the
collapse of HIH Insurance in Australia in 2002 resulted in some
adventure activities being suspended since participants lost their
insurance cover and had to wait while new insurers and underwriters
examined the risk of covering such operators. Despite events like
this, and the negative publicity associated with adventure tourism
accidents, the demand for these products and experiences continues
to grow. Indeed, some operators have established adventure-themed
hotels, emphasizing the activities as the major attractor rather than
the natural attractions (i.e. scenery and location) and destination.
Critics of adventure tourism have pointed to the environmental
costs of increasing numbers of travellers seeking remote locations
to experience and undertake their activities, especially in National
Parks and wilderness areas. Furthermore, relatively affluent visitors
travelling to less developed countries to take part in adventure tour-
ism has increased the potential for crime, abductions and attacks.
Nevertheless, with growing accessibility to tourist destinations, the
number of undeveloped, remote and unknown locations are fast
running out. To reach these destinations, the tourism industry is
dependent upon another critical element of supply — transport.

TRANSPORT

Transport is the most critical element in the promotion of the
growth of domestic and international tourism. At a simple level,
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Tourist leaves
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Hotel

}

Car hire Local cruise Cycle hire

Scenic train Local tours
journey by coach

m The role of transport in tourist travel

transport links the tourist from the origin area with the destina-
tion area. It enables the tourist (the holidaymaker, business travel-
ler and other categories of traveller) to consume the products and
experiences they have purchased, because it links the supply chain
together. Figure 4.3 illustrates the all-embracing role of transport to:

e facilitate the tourist trip to the destination

e enable tourist travel within the destination.

In addition, transport may be an attraction in its own right (e.g.
a cruise ship or a trip on the Orient Express). Tourists who ‘tour’ by
road may use public transport or private transport (e.g. the car) to
experience a variety of destinations. Increasingly, the transport sec-
tor is entering into strategic alliances (i.e. formal business partner-
ships) where different operators will seek to offer seamless transport
experience for travellers, recognizing the selling opportunity. For
example, if the tour operator can sell not only a holiday but also
airport transfers, car hire and tours from approved partners with
whom they have entered into a strategic alliance, then their profit-
ability is increased. This can be achieved through commissions from
selling partners’ products and is evident in much of the web-based
marketing by low-cost airlines as well as through airlines cooper-
ating rather than competing. Figure 4.4 summarizes the complex
range of issues which airlines face when deciding whether to enter
into strategic alliances or other forms of collaboration. It shows that
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the airline has to examine its own motivation for entering into an
alliance (strategic analysis) followed by the different options avail-
able for an alliance (i.e. joint development or merger/acquisition).
This then leads to a review of possible collaboration partners. Then
the alliance is reviewed against a range of operational issues associ-
ated with the alliance structure. This illustrates the increasing inte-
gration within the tourism sector, with different business interests
linking together in the supply chain: a feature that will be discussed
later in the chapter. The tourism industry and its growing complex-
ity has seen the growth of organizations and agencies which have
been developed to manage the supply of tourism.

TouRrisM ORGANIZATIONS AND AGENCIES AND THE SuPPLY
oF TOURISM

Within the tourism industry, a number of ‘institutional elements’
have sought to manage the growing complexity of tourism supply
in relation to services and business operations. At one level, the
public sector has sought to plan and manage supply issues within
countries and destinations to establish an orderly and logical direc-
tion for the tourism sector. This is often described as a strategic
direction, expressed as a ‘tourism strategy’, with the different
business interests working towards the wider development of the
tourism sector. In the UK these are a number of national tourist
boards, supplemented by regional or area-based tourist boards and
the work of local councils in the public sector. These boards not
only promote the region for which they are responsible but attempt
to foster the continued economic development of tourism as well
as encouraging members of the tourism sector to work together to
enhance the quality of provision (see Chapter 11 for more detail).
This has led to a growing number of partnerships between tour-
ism industry partners (stakeholders), the local industry and the
destination area. For example, in Western Australia the growth in
wine-based tourism has led to the formation of public and private
sector partnerships, whereby tourism industry associations have
been created. Similarly, in Scotland’s first National Park simi-
lar bodies have emerged to promote specific destinations or indi-
vidual products (i.e. adventure tourism). These partnerships not
only market the local products but also, through collaboration and
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partnership working, seek to raise the profile and number of vis-
itors to the area by building on synergies between the businesses to
increase visitor spending. These lobby groups receive a grant from
the public sector and raise additional finance from membership
subscriptions. Trade associations also operate at a national level,
such as specialist industry sector groups (e.g. the Association of
Scottish Visitor Attractions based in Stirling, Scotland). There are
also much higher-profile industry lobby groups such as the former
Association of British Travel Agents (ABTA), now renamed ABTA-
The Travel Association, which represents travel agents and tour
operators and is a corporate trade association.

Tourist services and facilities

Whilst the public sector can facilitate tourism, it also has a direct
role in developing the tourism infrastructure in destinations. This
is usually vested in the local authority, who are responsible for
managing/overseeing the appropriate provision of water, sewer-
age, roading and facilities that will be used by residents and tour-
ists alike. In addition, many local government organizations have
funded visitor centres (also called tourism information centres or
TICs) as a key feature of informing and welcoming visitors to a
destination as discussed in Box 4.3. At a national level, govern-
ments become involved in the strategic decision-making for infra-
structure provision for tourism. For example, the development of
Terminal 5 at Heathrow Airport in the UK has meant the expan-
sion of the country’s leading tourist gateway and infrastructure to
support its future growth and development. In this instance, the
state is approving the development that a private sector company
(British Airports Authority) will implement in the long-term pub-
lic interest. In other cases, the state directly invests in infrastruc-
ture provision (such as the development of the Channel Tunnel
high-speed rail link project) to encourage private sector invest-
ment to pump-prime development. In some countries, the state
has also been directly involved in the provision of tourism services
and facilities, an example being the state-owned Tourist Hotel
Corporation in New Zealand up until the 1990s. In Albania, the
state controlled all aspects of tourism supply — the airline, hotel
provision, tour guides and transport in the destination — though
this is much less common in countries in the new millennium.
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BOX 4.3: CASE STUDY - TOURIST

INFORMATION CENTRES AND VISITOR
SERVICING

There is a long tradition of providing visitor services in destination areas as
shown in Chapter 2 in the case of Ontario in the 1950s (Box 2.2). These
embryonic visitor service facilities evolved in the 1960s in many countries
as a point of contact with the tourism industry where leaflets could be
obtained on local attractions and local and onward accommodation could
be purchased. Gifts, souvenirs, postcards and other local products were
gradually added to the retail function which centres offered to visitors.

The limited research conducted on Tourist Information Centres
(TICs) has suggested that they perform a number of key roles in tourism
destinations:

e fulfilling broad visitor servicing needs, discussed above
e promotion of the area (a marketing role)

e orientating visitors and enhancing the image and awareness of local
attractions, as it often takes one or more days for visitors to familiar-
ize themselves with the area when staying in a destination

e assisting in monitoring of visitor volumes, and

e playing a community enhancement role in small destinations where
the centres are run and operated by volunteers.

However, such centres have come under increasing scrutiny in recent
years as they no longer serve their original purpose with the growth of
the internet where much of the tourism information visitors seek can be
accessed online. In addition, analysts have begun to view a tourist’s visit
to destinations as part of a customer journey (Figure 4.5) which starts with
pre-booking evaluation and assessment of the destination in brochures and
through online materials as well as through word of mouth. Visitor centres
no longer have a monopoly on information provision and are only one point
of contact where visitors may engage with the marketing and promotion of
a destination.

Their importance as a vehicle to be used in engaging with tourists to
promote tourism is still acknowledged but the following pressures exist:

e Visitor centre networks (e.g. Scotland has over 100 TICs, England has
around 500, Australia has around 200) are proving costly to run due
to staff and infrastructure costs (in south-east England, around five a
year were being closed due to pressures on local authority budgets).
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e There are moves towards greater centralization of centre provision in
key locations.

e Many centres are being encouraged to co-locate within nearby visitor
attractions to reduce costs.

e Technology and attractive, innovative and appealing designs have
assisted some centres to retain their role in tourism destinations where
they are located in prominent, accessible and well-signposted locations.

e Revenue-generation through diverse forms of income from retailing,
transport ticket sales, bureaux de change operation (i.e. sale and
exchange of foreign currency) has been promoted as one way of
reducing the operational costs of such centres.

In Australia, Tourism New South Wales defended the key role of its visitor
centres pointing to the AUD$57 million which these centres contribute
to the regional tourism economy through influencing tourists to stay and
spend in the region. They also reinforced the widely held view that such
centres are pivotal in major destinations which act as the gateway to many
countries (e.g. in large urban centres with large inbound visitor populations)
in shaping the first impressions of a destination. Currently there are no
agreed measures to evaluate where such centres should be located outside
of large destinations. Research in the USA associated with the growth of
car-borne domestic tourist travel has pointed to two distinct types of centre:

e those located on key routeways on the entry to/exit from a state (i.e.
those meeting the needs of inter-state travellers in transit so broadly
meeting the needs of transit tourists)

e those in key destinations or where there are clusters of attractions
and sometimes combining an environmental education role such as
in National Parks (i.e. those providing information to visitors in destin-
ations and those assisting in environmental or historical interpretation
and learning).

These centres are normally free to enter (apart from those combining paid
entry to an attraction or exhibition) and remain used by around 20 per
cent of visitors in some destinations. It is clear that the long-term viability
of such visitor servicing will continue to be questioned internationally given
the sheer cost of maintaining the fixed infrastructure of this form of service
and the growth in other methods of communicating with visitors. Where
such centres remain, many destinations have invested in enhanced staff
training to improve customer service. They have required the organizations
wishing to operate such centres to use a branded symbol to denote tourist
information provision (typically an ‘I" sign) to meet an accreditation stand-
ard which ensures minimum standards of provision.
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The private sector is also responsible for tourist services and
facilities of course, and dominates the restaurant sector as well as
provision of services used by tourists and non-tourists alike, such
as retailing. In Europe, much of the activity in the restaurant sec-
tor is dominated by small businesses, many being family-run and
employing fewer than ten people. In contrast, retailing is often
dominated by chains and retail multiples in major tourist cities.
In China, retail growth of 14 per cent occurred in 2004, much of
which is attributed to ‘leisure shopping’. In 2003, China had 236
shopping malls and by 2004 this reached 400, illustrating the scale
of this growth and demand which has continued to grow. Shanghai,
which is preparing for the 2010 Expo (expected to attract 70 mil-
lion visitors), is developing a multilingual digital map to link shop-
ping and tourism together; this illustrates the synergy that exists
between each activity. The infrastructure development for the Expo
is expected to cost US$3 billion but is expected to lever US$6 bil-
lion in revenue. There is similar investment in retail infrastructure.
Hong Kong International Airport’s new terminal is an example of
this, demonstrating the scale of leisure spending by the 85000 trav-
ellers who use the facility each day (as well as the 36000 meeters/
greeters welcoming visitors and returning travellers). On average,
departing international visitors spend three hours in the terminal
(“dwell time’) creating many opportunities for retailing. This illus-
trates the potential of linking tourism with business activity and
the implications for managing the supply of tourism.

MAaNAGING THE SupPLY oF Tourism IN THE NEw
MILLENNIUM

Within the European tourism sector, a number of important eco-
nomic changes have impacted upon the structure and organization
of tourism. This has been described as consolidation, meaning that
a large number of nationally based private firms have been sold,
acquired and merged to create fewer, larger transnational tour-
ism businesses. A transnational business operates across country
boundaries. The EU and national government monopoly author-
ities are the main obstacle to continued consolidation.

Many businesses are vertically integrated, meaning that tour
operator A has taken over hotel or transport operator B to make
its business larger and to expand its range and market share of the
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available business through a diversified product base. In Europe,
a steel and engineering firm, Preussag, acquired the leading travel
companies in Germany (TUI) and the UK (Thomson) by devel-
oping a travel business. The consolidation strategy has enabled
many travel companies to emerge as large national companies. For
example, in Germany, the third largest travel retailer Rewe built its
position by:

e acquiring a mass market tour operator ITS in the 1990s

e purchasing the DER Group from the Deutsche Bahn Group
in 1999

e purchasing the tour operator ITU in 2000.

By purchasing stakes in different parts of the businesses, Rewe
has acquired three long-haul and short-haul operations.

With the growth in travel retailing in direct sales via the phone
and the worldwide web, it is not surprising that many of the acqui-
sitions and mergers of larger travel businesses have led to invest-
ment in expanding the channels for distributing products and
services. Yet such activities require large sums of capital invest-
ment. Preussag paid £1.8 billion for Thomson and has continued
to invest in the hotels and airlines it owns as part of a vertically
integrated tourism business. Similarly, Thomson has expected
to invest £100 million in information technology systems and
e-comimerce.

Consolidation trends have seen some operators such as Preussag
(now TUI) wanting to have a presence in most major outbound
markets. This has made TUI the leading operator in the UK,
Germany, the Netherlands and Austria. It is the second largest in
Scandinavia and Belgium and ranked third in Switzerland.

These trends in the travel industry reflect the highly competi-
tive and constantly changing nature of this business. For many
businesses operating in slow-growth or stagnating markets, such
as the UK and Germany, cost control is vital. Spiralling costs were
one of the reasons for the collapse of Clarkson’s in the UK in the
1970s. Thomson announced cost reductions in the late 1990s
after poor financial results, seeking to save £50 million in cost
savings 2000-2002. Similar cost reductions were announced in
2007 following the merger of Thomas Cook and First Choice, two
of the UK’s largest tour operators. Streamlining internal business
processes through the use of new technology to avoid duplication
of business activities is one way in which large travel firms can
achieve cost savings after undergoing mergers and takeovers.
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The business strategies, that travel companies can pursue to
develop their supply of tourism services and products include:

e Focusing on core business (i.e. a holiday company focusing on
selling holidays rather than being vertically integrated and oper-
ating its own airline and hotels).

e Seeking to diversify its products. The leading French holiday
company Club Mediterranée (Club Med), which traditionally
sold packages to its 120 holiday resorts, has used this strategy.
Since 1999 and its acquisition of Jet Tours (France’s fourth
ranked tour operator, which operated to 113 summer and 81
winter locations) it has diversified its operations to sell non-
Club Med packages. Rewe in Germany has pursued a similar
diversification strategy with its acquisition of a wider range of
tour operating businesses in the long- and short-haul market.

e Choosing to operate in all segments of the tourism market.
TUI has adopted this tactic and others such as Kuoni are
moving towards that goal.

e Non-holiday companies may choose to enter the market:
easyJet entered the cruise holiday business in 2005.

To implement these business strategies, companies in the tour-
ism industry have adopted marketing-related concepts such as
branding to differentiate their products in an increasingly competi-
tive marketplace. For example, Club Med relaunched its worldwide
image to re-emphasize its famous name and association with con-
sumers, and particularly its dominant position in the French mar-
ket. Thomas Cook, now owned by the German company C&N
Touriste, has used its global image and historic association with
pioneering tourism to continue its expansion throughout Europe.
Tour operators have to consider the potential for retaining different
brands for different markets in the various countries they operate
in, or to move towards pan-European brands.

Changes in the supply of tourism products through a vertically
integrated distribution chain (i.e. travel agents or direct sales) has
begun to limit consumers’ choice in terms of some of the larger
con