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Preface to the tenth edition

For more than 30 years this text has been a source of knowledge and education
about the many facets of the tourism industry - reporting the changes and adap-
tations of this dynamic business. Over this time period patterns of demand have
changed, with many more people travelling further and more frequently, and with
new markets emerging as economies develop increasingly affluent populations. As
freedom to travel opened new possibilities for much of eastern Europe in the 1990s,
so the first decade of this millennium saw increased travel from India and China -
the latter now the highest spending country for international tourism. Throughout
this period economic turbulence has often curtailed, yet rarely stopped, the rapid
expansion of the industry. The text therefore strives to balance the need to present
an enduring overview of the industry with an appreciation of current trends and
influences.

As formerly, examples are included which are designed to provide additional context
and flavour to the explanations found in the main body of the text. These are drawn
from a variety of countries across the globe and have been selected to offer insight
into the current practices shaping the business of tourism today.

We would like to thank the numerous contributors from the travel industry for their
input in this new edition, and in particular our thanks go to Dr Rob Davidson for
his review of the chapter on Business Tourism.

Chris Holloway
Claire Humphreys
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Learning outcomes
After studying this chapter, you should be able to:

® recognise why tourism is an important area of study

e define what is meant by tourism — both conceptually and technically — and
distinguish it from travel, leisure and recreation

e identify the composition and major characteristics of tourism products
@ outline the various forms of tourist destination and their appeal

@ explain why destinations are subject to changing fortunes.

Due to the expansion of the global tourism infrastructure in
the latter part of the last century, contemporary tourists can
travel to nearly every corner of the globe and find facilities to
accommodate them with relative ease.

Harrison (2003) Being a tourist: finding meaning in pleasure travel, 27
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Why study tourism?

Tourism is a global industry, with more than a billion international trips taken annually,
and it is forecast that this will expand to 1.8 billion by 2030 (UNWTO, 2014). This text
will introduce you to this vast and fascinating industry. Through its various chapters, you
will first learn about the factors that have led up to making this the world’s fastest-growing
business, then examine what that business entails. You will look at the nature of tour-
ism, its appeal, its phenomenal growth over the past half-century, the resulting impact on
both developed and developing societies and, above all, its steady process of institution-
alisation - that is to say, the manner in which tourism has become commercialised and
organised since its inception, but more especially over the past half-century. It will also be
about travel, but only those forms of travel specifically undertaken within the framework
of a defined tourism journey.

The tourism business deals with the organisation of journeys away from home and the
way in which tourists are welcomed and catered for in destination countries. Those who
plan to work in this industry will be responsible for ensuring that the outcome of such
journeys, whether domestic or international in scope, is the maximising of satisfaction in
the tourist experience.

Formal study of tourism is a relatively recent development, introduced in part to
address a perceived lack of professionalism in the industry. Indeed, in many destination
countries it remains the case that much of the industry is in the hands of amateurs — some-
times inspired amateurs, whose warmth and enthusiasm is enough to ensure that their visi-
tors are adequately satisfied, but amateurs nonetheless. However, a warm climate, friendly
natives and a few iconic attractions are no longer enough in themselves to guarantee a
successful tourism industry - least of all within the principal destination countries of the
developed world, which now find themselves in an increasingly competitive environment
in the battle to attract global tourists.

In itself, this unwillingness to develop a more professional approach to delivering the
tourism product and building careers in the industry is a surprise, given that, for many
developing nations, tourism was, even in the early twentieth century, if not the key indus-
try, then certainly among the leading industries in their economies. This attitude is still
more surprising in the developed world, given the early importance of international and
domestic tourism in countries such as the USA, Spain, France, Switzerland and the UK.

It was the expansion of tourism in the 1960s and 1970s that finally led to the recogni-
tion that the study of tourism was something to be taken seriously. Up to that point, the
educational focus had been on training for what were perceived to be low-level craft skills
that could be learned principally by working alongside experienced employees, to watch
how they did the job and emulate them. This would be typical of the way in which hotel
and catering workers, travel agents, tour operator resort representatives, visitor attractions
employees and airline ground handling staff would be expected to learn their jobs. Not
surprisingly, in many cases this merely helped to perpetuate outdated modes of work, not
to say errors in practice. In due course, those who performed best in these skills would be
promoted to management roles — once again with no formal training - and expected to
pick up their management skills as they went along. Gradually, it became recognised that
this was not the ideal way to amass knowledge and skills, and that a more formal process
of learning, based on a theoretical body of knowledge and its practical application, would
lead to improved professionalism in the industry. From basic-level craft skills, academic
courses emerged in the 1970s, 1980s and 1990s at diploma, degree and, ultimately, post-
graduate levels to train and educate the workers and managers of the future, as well as
equip them with the necessary knowledge and skills to cope at all levels with the rapid
changes that were to occur in the tourism industry in the closing years of the last century.
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Recognition of the need for formal training is one thing. Determining the body of
knowledge that should be appropriate for someone planning to spend a lifetime career
in the industry is something else. Tourism is a complex, multidisciplinary subject, requir-
ing knowledge of not only business and management but also such diverse disciplines as
law, town and country planning, geography, sociology and anthropology. There is as yet
no common agreement among academics, or between academics and practitioners, as to
what should form the core curriculum of a tourism programme (although attempts at
this have been made, as we can see in the example below) and, in many countries, prac-
titioners still make clear their preference for courses delivering practical skills over more
academic content. The difficulty the tourism industry faces is that trainers will deliver only
the knowledge required by employees who will be taking up work in a specific tourism
sector, while a career in that industry today is likely to require frequent transfers between
the different sectors - and, initially, an overview of how each of these operates. Any formal
programme of tourism education must take these needs into account and prepare students
for a life in the industry as a whole. Due to the multidisciplinary nature of tourism, how-
ever, courses offered in this subject in colleges and universities around the world differ
substantially in content, some choosing to deliver what is essentially a business and man-
agement programme tuned to the specific needs of the industry, others focusing on issues
such as sustainable tourism or public-sector planning for tourism. Still others may choose
to deliver courses where the focus is on understanding tourists, drawing on the disciplines
of psychology, sociology and anthropology. A well-rounded student of tourism is going to
require some knowledge of all of these disciplines, and it is to be hoped that, given time,
common agreement can be reached globally between academics and across the industry on
what best mix of these disciplines would form the ideal curriculum for a career in tourism.

UK Quality Assurance Agency — benchmark for tourism programmes

The QAA introduced benchmark statements to clarify academic expectations and standards related to
degree qualifications. Initially developed in 2000, the tourism benchmark statements were last reviewed
and updated in 2008 to reflect developments in the industry.

The current UK QAA benchmark for tourism proposes that an honours graduate in tourism should be
able to:

® demonstrate an understanding of the concepts and characteristics of tourism as an area of academic and
applied study, including being able to:

understand and appreciate the potential contributions of disciplines that help to explain the nature
and development of tourism

explain and challenge theories and concepts which are used to understand tourism

explain and challenge the definitions, nature and operations of tourism

demonstrate an understanding of the domestic and international nature and dimensions of tourism
utilise a range of source material in investigating tourism

demonstrate an awareness of the dynamic nature of tourism in modern societies

understand the intercultural dimensions of tourism

e demonstrate an understanding of the nature and characteristics of tourists and, in particular:

be able to explain the patterns and characteristics of tourism demand and the influences on such demand
have an understanding of the ways in which tourists behave at destinations

understand the cultural significance of tourism for tourists and societies
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® demonstrate an understanding of the products, structure of and interactions in the tourism industry,
including being able to:

o demonstrate an understanding of the structure, operation and organisation of the public, private and
not-for-profit sectors and their activities

o evaluate the factors that influence the development of organisations operating in tourism
o analyse relations between consumers of tourism and the providers of tourism services

® demonstrate an understanding of the relationships between tourism and the communities and
environments in which it takes place, in particular:

o ability to evaluate the contribution and impacts of tourism in social, economic, environmental, political,
cultural and other terms

o understanding of, and ability to evaluate, the approaches to managing the development of tourism
through concepts of policy and planning

o appreciation of the ethical issues associated with the operation and development of tourism

o understanding the issues and principles of sustainability and social responsibility in the context of
tourism.

Source: QAA, 2008

Defining tourism

A good starting point for any textbook that sets out to examine the tourism business is
to try to define what is meant by the terms ‘tourist’ and ‘tourism’ before going on to look
at the many different forms that tourism can take. While an understanding of the term’s
meaning is essential, in fact the task of defining it is very difficult. It is relatively easy to
agree on technical definitions of particular categories of ‘tourism’ or ‘tourist’, but the wider
concept is ill-defined.

We can say that, self-evidently, the tourist is one who engages in tourism. Tourism
involves the movement of a person or persons away from their normal place of residence:
a process that usually incurs some expenditure, although this is not necessarily the case.
Someone cycling or hiking in the countryside on a camping weekend in which they carry
their own food may make no economic contribution to the area in which they travel, but
can nonetheless be counted as a tourist. Many other examples could be cited in which
expenditure by the tourist is minimal. We can say, then, that tourism usually, but not
invariably, incurs some expenditure of income and that, further, money spent has been
earned within the area of normal residency, rather than at the destination.

The term ‘tourism’ is further refined as the movement of people away from their normal
place of residence. Here we find our first problem. Should shoppers travelling short dis-
tances of several kilometres be considered tourists? Is it the purpose or the distance that is
the determining factor? Just how far must people travel before they can be counted as tour-
ists for the purpose of official records? What about that growing band of people travelling
regularly between their first and second homes, sometimes spending equal time at each?

Clearly, any definition must be specific. In the USA, in 1973, the National Resources
Review Commission established that a domestic tourist would be ‘one who travels at least
50 miles (one way)". That was confirmed by the US Census Bureau, which defined tourism 11
years later as a round trip of at least 100 miles. However, the Canadian government defines
it as a journey of at least 80 kilometres from home, while the English Tourism Council pro-
posed a measure of not less than 20 miles and three hours’ journey time away from home for
a visit to constitute a leisure trip, so consistency has by no means yet been achieved.
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Early attempts at defining tourism

One of the first attempts at defining tourism was that of Professors Hunziker and Krapf
of Berne University in 1942. They held that tourism should be defined as ‘the sum of the
phenomena and relationships arising from the travel and stay of non-residents, in so far
as they do not lead to permanent residence and are not connected to any earning activity"
This definition helps to distinguish tourism from migration, but it makes the assumption
that both travel and stay are necessary for tourism, thus precluding day tours. It would also
appear to exclude business travel, which is connected with ‘earning activity’, even if that
income is not earned in the destination country. Moreover, distinguishing between busi-
ness and leisure tourism is, in many cases, extremely difficult as most business trips will
combine elements of leisure activity.

Earlier still, in 1937, the League of Nations had recommended adopting the definition
of a ‘tourist’ as one who travels for a period of at least 24 hours in a country other than
that in which he or she usually resides. This was held to include persons travelling for
pleasure, domestic reasons or health, those travelling to meetings or otherwise on business
and those visiting a country on a cruise vessel (even if for less than 24 hours). The principal
weakness in this definition is that it ignores the movements of domestic tourists.

Later, the United Nations’ Conference on International Travel and Tourism, held in
1963, considered recommendations put forward by the International Union of Official
Travel Organizations (later the United Nations World Tourism Organization) and agreed
to use the term ‘visitor’ to describe

any person visiting a country other than that in which he has his usual place of residence,
for any reason other than following an occupation remunerated from within the country
visited. (UNWTO, 2010)

This definition was to cover two classes of visitor:

1. tourists, who were classified as temporary visitors staying at least 24 hours, whose
purpose could be categorised as leisure (whether for recreation, health, sport, holiday,
study or religion) or business, family, mission or meeting;

2. excursionists, who were classed as temporary visitors staying less than 24 hours, includ-
ing cruise travellers but excluding travellers in transit.

Towards an agreed definition

Once again, these definitions fail to take into account the domestic tourist. The inclusion
of the word ‘study’ above is an interesting one as it is often excluded in later definitions,
as are longer courses of education.

A working party for the proposed Institute of Tourism in the UK (which later became
the Tourism Society) attempted to clarify the issue and reported, in 1976:

Tourism is the temporary short-term movement of people to destinations outside the
places where they normally live and work, and activities during their stay at these destina-
tions; it includes movement for all purposes, as well as day visits or excursions.

This broader definition was reformulated slightly, without losing any of its simplicity, at
the International Conference on Leisure-Recreation-Tourism, organised by the Interna-
tional Association of Scientific Experts in Tourism (AIEST) and the Tourism Society in
Cardiff, Wales, in 1981:

Tourism may be defined in terms of particular activities selected by choice and under-
taken outside the home environment. Tourism may or may not involve overnight stay
away from home.
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Efforts to standardise data gathering for tourism led the UNWTO to review and revise
definitions. In 1993 their definition was endorsed by the UN'’s Statistical Commission,
following an International Government Conference held in Ottawa, Canada, in 1991:

Tourism comprises the activities of persons travelling to and staying in places outside
their usual environment for not more than one consecutive year for leisure, business or
other purposes.

More recently, the 2010 International Recommendations for Tourism Statistics further
revised these definitions, declaring:

A visitor is a traveler taking a trip to a main destination outside his/her usual environment,
for less than a year, for any main purpose (business, leisure or other personal purpose) other
than to be employed by a resident entity in the country or place visited. (UNWTO, 2010)

Finally, the UNWTO glossary of terms clarifies that a visitor (domestic, inbound or out-
bound) is classified as a tourist if his/her trip includes an overnight stay.

These definitions have been quoted here at length because they reveal how broadly the
concept of tourism must be defined in order to embrace all forms of the phenomenon and
how exceptions can be found for even the most narrowly focused definitions. Indeed, with
the growth of timeshare and second home owners, who in some cases spend considerable
periods of time away from their main homes, it could be argued that a tourist is no longer
necessarily ‘outside the home environment’. Furthermore, it is increasingly recognised that
defining tourists in terms of the distances they have travelled from their homes is unhelp-
ful, as locals can be viewed as ‘tourists’ within their own territory if they are engaged in
tourist-type activities, and certainly their economic contribution to the tourism industry in
the area is as important as that of the more traditionally defined tourist.

Classifying travellers

Figure 1.1 illustrates the guidelines produced by the United Nations World Tourism
Organization (UNWTO) (then the WTO) to classify travellers for statistical purposes.
Some loopholes in the definitions remain, however. Even attempts to classify tourists as
those travelling for purposes unconnected with employment can be misleading if one
looks at the social consequences of tourism. Ruth Pape (1964) has drawn attention to the
case of nurses in the USA who, after qualifying, gravitate to California for their first jobs
as employment is easy to find and they can thus enjoy the benefits of the sunshine and
leisure pursuits for which the state is famous. They may spend a year or more in this job
before moving on, but the point is that they have been motivated to come to that area
not because of the work itself, but because of the area’s tourist attractions. Frequently, too,
students of tourism, after completing their course, return to work in the areas in which they
undertook work placements during their studies, having found the location (and, often,
the job) sufficiently attractive to merit spending more time there. People increasingly buy
homes in areas where they can enjoy walking, skiing or other leisure activities, so that tour-
ism is literally on their doorsteps, yet this growing group of ‘resident tourists’ is not taken
into consideration for statistical purposes. Indeed, the division between work and leisure
is further blurred today by the development of e-mail and websites that offer immediate
access from wherever a worker happens to be spending time. This has led many to buy
second homes in the countryside, where work may be engaged in between bouts of leisure
and relaxation. Cafés with Internet access via Wi-Fi, mobile computing and smartphones
allow workers to keep in touch with their business while away from home, further blurring
the distinction between travel for work and travel for leisure.

Finally, we must consider the case of pensioners who choose to retire abroad in order to
benefit from the lower costs of living in other countries. Many northern Europeans move
to Mediterranean countries after retirement, while Americans similarly seek warmth, and
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gravitate to Mexico; they may still retain their homes in their country of origin, but spend
a large part of the year abroad. Canadians, and Americans living in northern states, are
known as ‘snowbirds’ because of their migrant behaviour, coming down in their mobile
homes and caravans to the sunshine states of the US south-west during the winter months
to escape the harsh winters of the north. Once again, the motivation for all of these people
is not simply to lower their costs of living but also to enjoy an improved climate and the
facilities that attract tourists to the same destinations.

Classifying tourists

The UNWTO classifies three basic forms of tourism based on border crossing:

® Domestic tourism, involving residents of the given country travelling only within this country.

@ Inbound tourism, involving non-residents travelling in the given country.

® Outbound tourism, involving residents travelling in another country.

For example, if the country being considered is Australia then visitors arriving in Australia for a holiday
would be counted as inbound tourism, while Australian residents travelling out of the country on vacation
would be counted as outbound tourism. Australians visiting any other part of this vast country would be

measured as domestic tourists, regardless of distance travelled.

It is important to consider the country of reference (in the example above, Australia) because an out-
bound traveller for one country will be an inbound tourist for another. Thus, any Australian travelling to
Singapore would be counted as an outbound tourist for Australia, but an inbound tourist from Singapore'’s

perspective.

Up to this point, definitions and classifications have been discussed in terms of their
academic importance and for the purposes of statistical measurement. We need to recog-
nise that the terms are used much more loosely within the industry itself, with a distinc-
tion being made between travel and tourism. If we think of tourism as a system (Leiper,
1979) (see Figure 1.2) embracing a generating region (where the market for tourism devel-
ops), a destination region or regions (places and areas visited by the tourist) and a transit

Departing
travellers

Traveller
generating
region

Tourist
destination
region

Transit region

Returning
travellers

f f 1

Environments: human, socio-cultural, economic,
technological, physical, political, legal, etc.

Figure 1.2 The tourism system
Source: adapted from Leiper, 1979
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zone (where some form of transport is used to move the tourist from, and back to, the
generating region and between any destinations visited), it is becoming common practice
among practitioners to refer to the second of these as comprising the tourism industry, with
the other two referred to as the travel industry.

Conceptually, defining tourism precisely is a near-impossible task. To produce a techni-
cal definition for statistical purposes is less problematic. As long as it is clear what the data
comprise, and one compares like with like, whether inter-regionally or internationally, we
can leave the conceptual discussion to the academics.

The tourist product

Having made an attempt to define the concept of the ‘tourist’ and ‘tourism’, we can now
look at the tourist product itself.

Intangibility

The first characteristic to note is that this is a service rather than a tangible good. This
intangibility poses particular difficulties for those whose job it is to market tourism. A
tourist product cannot, for example, be inspected by prospective purchasers before they
buy, as can a washing machine, DVD player or other consumer durable. The purchase of
a package tour is a speculative investment, involving a high degree of trust on the part of
the purchaser, the more so as a holiday is often the most expensive purchase made each
year (although, with increasing affluence, many consumers are now able to purchase two
or more such holidays annually). The necessary element of trust is heightened by the
development of sales via the Internet and the introduction of electronic ticketing for much
air travel.

It has often been said that ‘selling holidays is like selling dreams’ When tourists buy a
package tour abroad, they are buying more than a simple collection of services, such as an
airline seat, hotel room, three meals a day and the opportunity to sit on a sunny beach;
they are also buying the temporary use of a strange environment, incorporating what may
be, for them, novel geographical features - old world towns, tropical landscapes - plus the
culture and heritage of the region and other intangible benefits, such as service, atmos-
phere and hospitality. The planning and anticipation of the holiday may be as much a
part of its enjoyment as is the trip itself. Then, recalling the experience later and reviewing
videos or photos are further extensions of the experience. These are all part of the product,
which is, therefore, a psychological as well as a physical experience.

Heterogeneity

The challenge for the marketer of tourism is to match the dream to the reality. The difficulty
of achieving this is that tourism is not a homogeneous but a heterogeneous product - that
is, it tends to vary in standard and quality over time and under different circumstances,
unlike, say, a television set. A package tour or even a flight on an aircraft cannot be consist-
ently uniform: a bumpy flight, or a long technical flight delay, can change an enjoyable
experience into a nightmare, while a holiday at the seaside can be ruined by a prolonged
rainy spell.

Because a tour comprises a compendium of different products, an added difficulty in
maintaining standards is that each element of the product should be broadly similar in
quality. A good room and fine service at a hotel may be spoilt by poor food or the flight
may mar an otherwise enjoyable hotel stay. An element of chance is always present in the
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purchase of any service and, where the purchase must precede the actual consumption of
the product, as with tourism, the risk for the consumer is increased.

The introduction of dynamic packaging, which is rapidly changing the traditional
package tour, is beginning to complicate this. Dynamic packaging is the process by which
travel agents, or other retailers of travel, themselves put together flights, accommodation
and other elements of travel and sell the resulting package of components to consumers.
Of course, tourists can today put their own packages together through Internet suppliers,
but if they choose to do so, uncertainty about the uniformity of the product is heightened.
Even when packages are tailor-made by the travel agent or other retailer in a similar man-
ner, the lack of a single tour operator or supplier to oversee the final package threatens to
undermine the concept of a ‘standard quality’ product.

Inseparability

One of the factors influencing the heterogeneity of the product is that often people are
involved in the delivery of the service and this human involvement may not be consistent
in behaviour or demeanour. The interaction between the service provider — a waiter in a
restaurant, for instance, or the holiday representative at a resort — and the customer can
be influenced by the moods and emotions of each. But this highlights another character-
istic of tourism: that it cannot be brought to the consumer. Rather, the consumer must be
brought to the product and be present for the delivery of the service. This inseparability
also means that the tourism product cannot be ‘manufactured’ at a place and time con-
venient to the supplier. For example, if the holidaymaker has been sold a guided tour then
both the tour guide and the tourist need to be present at an agreed time and place for the
transaction to take place.

Perishability

A fourth characteristic of tourism is its inability to be stockpiled for future use. If the hotel
room is not sold for a particular night then that ‘product’ is lost forever - no one would
buy a hotel room for use last month! Similarly, the unsold aircraft seat cannot be stored for
later sale, as is the case with tangible products, but is lost forever once the plane is airborne;
hence the great efforts that must be made by those in the industry to fill empty seats. This
has implications for the industry and, as we will discuss in Chapter 18, tour operators
work hard to ensure they maximise sales, perhaps offering last-minute discounted deals,
to ensure that they earn money from these products before they are lost.

In the short term, at least, the supply of this product is fixed; the number of hotel bed-
rooms available at a particular destination cannot be varied to meet the changing demands
of holidaymakers during the season. If market demand changes, as it does frequently in
the business of tourism, the supply will take time to adapt. A hotel is built to last for many
years, and must remain profitable throughout that period. These are all problems unique
to tourism and call for considerable marketing and management ingenuity on the part of
those in the business.

The nature of tourism

It is useful to examine the characteristics of a tour in terms of the following five broad cat-
egories — motivation for the trip, the characteristics of the trip, the mode of organisation,
the composition of the tour and the characteristics of the tourist.





