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PREFACE




Welcome to the sixth edition of Tourism: Principles and Practice. This edition is the latest manifestation of the textbook that we published 24 years ago because we could not find a text that met the needs of our undergraduate and postgraduate students at that time. The past quarter of a century has witnessed enormous changes in the world, and so too the issues facing those who manage and lead our tourism industries. This new edition reflects those changes and the dynamics of the world in which we live. This edition contains new features and content to ensure that the book keeps pace with the changing world of tourism and tourism education. We have revised, updated and streamlined this edition to make the content more accessible and contemporary. Employability features have been added, as well as new, extensive case studies, with clear intended learning objectives, all set in a colourful and user-friendly format. This sixth edition uses a collaborative approach between academics and practitioners to help students, organisations and practitioners understand and apply current principles and practice to the exciting subject area of tourism.


THE FEATURES OF THIS BOOK

This new edition addresses the concept of tourism satellite accounts and CGE modelling, to reflect their growing role in the management and planning of tourism around the world. There are also chapters that explore the issues of events management and tourism crises and disaster management, the latter being particularly relevant in a world where the effects of matters such as global warming and conflict are known in many geographical regions. In an increasingly challenging and volatile business environment, and with the dynamics of social change facing the world, we offer readers fundamental and underlying principles to study the subject of tourism, within four distinct but related Parts: Tourism Demand, The Tourism Destination, The Tourism Sector and Marketing For Tourism. Chapters have all been updated to reflect the developments and changing significance of various aspects, such as the economic/environmental/socio-cultural impacts of tourism, climate change, and concerns for the safety and security of tourists.

While the underlying structure of this edition follows those of earlier successful editions, we have updated, refined and improved all subject areas. New concepts have been added where necessary, and new case studies and examples included throughout. The text retains the features that have made it so reader-approachable over the past 24 years, as well as containing some new features. Features include:


	
Learning Outcomes at the beginning of every chapter to orientate the reader and to focus their mind in respect of the key concepts that underpin each chapter.

	The use of Major and Mini Case Studies within each chapter to allow the reader to link the theory of the chapter to contemporary issues and practice. Each of these case studies, together with accompanying questions, have been specially selected for this edition.

	The introduction of Employability stories to illustrate the career prospects and routes of successful tourism practitioners.

	The identification of key texts and web-based material in a section of References and Further Reading at the end of each chapter. Here we have provided the key sources to guide the reader through the increasingly complex maze of tourism literature. These bibliographic signposts will act as the first port of call for assignments and presentations and provide an opportunity for guided specialised investigations where core concepts are reviewed in more detail and from which the reader may derive a deeper understanding.

	The use of hyperlink addresses which allow the viewing of supporting evidence such as videos or other forms of communication which will help reinforce the chapter content.

	The updated Glossary of key terms to guide the reader through the specialist terminology used in the chapters.

	The use of photographs to bring the material to life and the use of colour in the presentation of the text to make the book more attractive and its content more accessible.



This text started out on its journey of development and refinement a quarter of a century ago and was based on the research experience of the authors as they undertook projects for national governments, industry and international agencies across all continents of the world. The authors have continued that practice through all six editions, and this current edition reflects their more recent research undertaken to meet the needs of the changing economic, social, environmental and security demands of tourism. When the first edition was written, world international tourist arrivals were around the 500,000 level; in 2015 this number had increased to almost 2 billion. This growth in tourism presents many challenges for those people charged with its management. We hope you find that this edition captures your imagination and helps you set out on your journey of discovery as you research one of the world’s largest and most rapidly growing industries.
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CHAPTER 1







AN INTRODUCTION TO TOURISM
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LEARNING OUTCOMES

In this chapter we focus on the definitions, concepts and frameworks that underpin the study of tourism to provide you with:


	a basic understanding of how tourism is defined;

	a comprehension of the issues associated with the academic and practical study of tourism as a concept;

	an appreciation of the components which when combined comprise a conceptual framework for tourism;

	a knowledge of the role of markets and basic supply-side and demand-side issues; and

	the operational framework for tourism supply and demand as embodied in the Tourism Satellite Account (TSA).







NTRODUCTION


In a world of change, one constant since 1950 has been the sustained growth and resilience of tourism as both an activity and an economic sector. It is therefore clear that tourism is a major force in the economy of the world, an activity of global importance and significance. The World Travel and Tourism Council (WTTC) have demonstrated the tremendous scale of the world’s tourism sector (WTTC, 2016). In 2015 the travel and tourism industry’s direct contribution to the Gross Domestic Product (GDP) of the world was estimated at US$2.2 trillion and in total, by taking account of the re-spending of tourist dollars, US$7.2 trillion. This amounts to a direct contribution of 3.0% and a total contribution of 9.8% to world GDP. From a human perspective, the world travel and tourism industry directly supported 108 million jobs and a total of 284 million jobs when indirect impacts are accounted for, some 9.1% of total world employment.

The dimensions of these figures presented by WTTC make it clear that tourism has now become a major economic sector in its own right, but when examined it is found to be a complex multi-sectoral industry demanding high-level planning and co-ordination, with many and varied agents involved, as the contents of this text testify. In this chapter, starting with definitions, we aim to give the overview of tourism as an activity, so as to provide a structure to contain the many different issues discussed in the rest of this text.




DEFINING TOURISM

Travel as an aspect of human activity has a pedigree going back thousands of years, but the idea of travel for leisure, educational or health purposes really came to prominence during the eighteenth century ‘Age of Enlightenment’, with the development of the ‘Grand Tour’ in Europe. Destinations then organised themselves to provide facilities for these temporary visitors, who we now know as tourists, taking a round trip or tour. The costs of such travel prohibited these trips to all but the wealthy, and it was not until the coming of the railways in the nineteenth century that opportunities were opened up for the general population, albeit limited to domestic tourism, which gave rise to the growth of the seaside resorts in Europe and the United States that can be found all around the coastlines of these continents. During the first half of the twentieth century expansion was curtailed by two world wars, so it would be safe to say that the tourism we see today has its roots in the 1950s, when what is now the United Nations World Tourism Organisation (UNWTO) set about introducing a statistical definition of international tourism, and later domestic tourism, for the purposes of collecting information.


Operational classification

From the standpoint of gathering statistical information, definitions need to be clear, relevant to the subject of study and measurable. The starting point from the official UNWTO perspective is the inbound traveller to the destination (UNWTO, 2008), who is someone moving between different geographic locations, for any purpose and any duration. The inbound visitor is a traveller who is included in tourism statistics through taking a trip to a main destination outside his/her usual environment, for less than a year, for any main purpose, as indicated in Figure 1.1, other than to be employed by a resident entity or organisation within the country or locality visited. Thus tourism refers to the activity of visitors as illustrated in Figure 1.1. It is therefore a subset of travel and visitors are a subset of travellers, whose activities are not solely concerned with the popular notion of pleasure travel, but also those who travel for the purposes of business, visiting friends and relatives, and several other reasons. This is relevant to users of tourism statistics: passenger transport carriers require the broad range of travellers to be recorded, while hoteliers are interested in tourists, especially business travel because of the relatively high revenue the latter generates for them.
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Figure 1.1 Classification of inbound travellers

Source: UNWTO, 2008



The term ‘usual environment’ is critical for separating the visitor from the traveller, and hence tourism. It is defined as the geographical area (though not necessarily a continuous one) within which an individual conducts his/her regular life. The purpose of introducing this concept is to exclude from visitors those travellers commuting regularly between their place of usual residence and place of work or study, or frequently visiting places within their current life routine, for instance homes of friends or relatives, shopping centres, religious, health care or any other facilities that might be a substantial distance away or in a different administrative area but are regularly and frequently visited. Thus, for international visitors, place of usual residence rather than nationality is the defining characteristic of their origin, as with domestic tourism. Recognising the significance of second homes in today’s tourism, this aspect has particular relevance, for trips to vacation homes are usually tourism trips, but should not be so frequent and the duration of the stay so long so as to turn the secondary dwelling into the principal dwelling of the visitor.

A further essential aspect in defining tourism is the separation of visitors into tourists or overnight visitors, when the trip includes an overnight stay, and same-day visitors or excursionists otherwise. When the definitions of tourism were first discussed in the early 1950s, the volume of day visits was nothing like it is today, and virtually negligible when international tourism was considered. However, modern transport and communication developments have made day trips an increasingly important economic activity through ease and speed of access both within a country and internationally, so they cannot be ignored in the assessment of tourism.




Forms of tourism

Dispelling common perceptions that tourism is mainly about international travel, official classifications put forward by the UNWTO recommend that three basic forms of tourism for a country should be distinguished:


	Domestic tourism, which comprises the activities of a resident visitor within the country of reference either as part of a domestic trip or part of an outbound trip, and is the predominant form (some 80%) of tourism activity;

	Outbound tourism, which consists of the activities of a resident visitor outside the country of reference, either as part of an outbound trip or as part of a domestic trip;

	Inbound tourism, which encompasses the activities of a non-resident visitor within a country on an inward trip.



For the resident visitor it is the main destination of a tourism trip, namely the place visited, that is central to the decision to take the trip, and which forms the dividing line between domestic and outbound. An outbound tourism trip might include visits to places within the country of residence in the same way as a domestic trip might include visits outside the country of residence of the visitor. The nature of a visit supposes that there is a stop, so entering a geographical area without stopping there does not qualify as a visit to that area.

Combinations of the basic three forms above lead to a further set of tourism categories used to identify visitors:


	Internal tourism, which includes domestic tourism and inbound tourism – that is, the activities of resident and non-resident visitors within a country as part of domestic or international trips;

	National tourism, which is the sum of domestic tourism and outbound tourism – that is, the activities of resident visitors within and outside the reference country as part of either domestic or outbound trips;

	International tourism, which covers inbound tourism and outbound tourism – namely the activities of resident visitors outside the country of reference either as part of domestic or outbound trips and the activities of non-resident visitors within the country of reference on inbound trips.



These last definitions are significant for the TSA, which, since it was first approved by the United Nations Statistical Division (UNSD) in 2000, now provides the standard framework for assessing the activity of tourism (UNSD, 2008).






TOURISM AS A CONCEPT

As a field of study and research, the complexity of tourism draws in a wide range of perspectives from a variety of disciplines, as illustrated in Figure 1.2, where tourism can be observed from different standpoints due to its near relationship to other social sciences. The economic importance of modern tourism and its impact upon environments and societies are seen as meriting its inclusion as a domain of studies in its own right, but the operational definitions examined above can be rightly criticised for reducing tourism to a set of activities or economic transactions instead of analysing the significance, meaning and role of tourism to individuals. (These latter aspects are discussed in Chapter 3 and in Part 4.) However, some would argue that as an element of human behaviour, it is questionable that tourism should be seen as a separate field of study, as witnessed by the fact that in many universities tourism is simply one aspect of scholarship within an existing single discipline department (Franklin and Crang, 2001).
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Figure 1.2 Study of tourism and choice of discipline and approach

Source: Jafari and Ritchie, 1981; Goeldner and Ritchie, 2006



However, it would be naïve to suppose that organisations drawing up operational definitions are unaware that tourism is about human behaviour that consists of many sundry aspects and uncertainties. They recognise tourism as a social, cultural and economic phenomenon related to the movement of people to places outside their usual place of residence, for which pleasure is the usual motivation. But having more and reliable statistics is essential for policy makers to make effective decisions. Only with sufficient and adequate data that generate credible statistics is it possible to undertake different types of analysis of tourism.

Gilbert (1990) commented that what makes tourism difficult to define is the very broad nature of the concept as well as the need for so many goods and services inputs. Tourism also envelops other sectors and industries and therefore has no clear boundary due to the expansive spread of activities it covers. With this in mind others have added supply-side aspects to the definition of tourism so as to incorporate the visitor’s impact (economic, social, cultural and environmental) on the destination (Goeldner and Ritchie, 2006; Lieper, 1979, 1990, 2008; Tribe, 1997, 2006). Tribe’s view (1997) was that tourism is ‘the sum of the phenomena and relationships arising from the interaction, in generating and host regions, of tourists [visitors], business suppliers, government, communities and environments’.

Within an academic discipline, the benefit of having an overarching theoretical structure is the methodological direction that it bestows. To put it simply, practice without theory is blind. As a field of academic study, various writers, as indicated above, have noted that tourism lacks the theoretical underpinnings that govern other social sciences, giving rise to conceptual weaknesses and lack of clarity. On the other hand many disciplines have their own imprisoning theories in which esoteric arguments have no known reality, thus rendering them sterile. Scientists have found that the behaviour of natural systems do not conform to the doctrines of reductionism that theoretical structures demand. They have shown that small simple actions could never be counted on to have small outcomes and frequently they cascaded into multiple outcomes of unsuspected intensity. Such systems are termed chaotic and chaos theory demands adaptive management, continual learning and monitoring, and frequent reviews to deal with the uncertainty arising.

Chaos theory has parallels in tourism, which has been subject to several disasters so far this century, for example, the destruction of the World Trade Center on 11 September 2001, the wars in Iraq and Afghanistan, the bombings of the London and Madrid railway systems, tsunamis on the coasts of Sri Lanka, Thailand and Japan, the Global Financial Crisis, and the current troubles in the Middle East, notably Syria, with their spillover effects in terms of refugees and terrorist activity in other countries, particularly in some of the main capital cities of Europe. These are events over which the actors had no control, which in turn have raised interest in chaos theory and its relation to crisis management. Adaptability is the key, for chaos theory postulates a system which has periodic bouts of instability that facilitate change as their states are transformed in an evolutionary and adaptive manner. Interdisciplinary tourism, whether a science, a discipline or not, underpinned by a good working knowledge of the subject, is thought likely to show much more promise than anything else so far conceived. It suggests an open-minded approach to tourism that acknowledges the contribution of differing subjects and disciplines to explaining tourism. This has been termed a ‘post-disciplinary’ approach (Coles et al., 2006), that breaks through the parochial boundaries of the various disciplines to study how the diverse components of tourism interact, adapt and come together as a tourism system which is forever evolving as a construct and in the provision of the tourist experience.
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Photograph 1.1 Tourism has become an increasingly popular area of study for many students as the subject gains acceptability in the academic community.






A CONCEPTUAL FRAMEWORK FOR TOURISM

Having discussed the concept of tourism, the next step is to offer a framework or model that can provide a basis for encompassing the different approaches to the study of tourism. A highly regarded model in the literature is that proposed by Leiper in 1979 (Figure 1.3), which we have adapted to be in accord with the definitions given in this chapter. The general term ‘traveller’ is maintained because this is the measure used in passenger transport services. It is at the destination that the data separation between visitors and other travellers takes place.

There are three basic elements to Leiper’s model:


	Visitors, who, as travellers in this system, initiate the demand for travel for tourism purposes;

	Geographical elements, which Leiper calls the ‘traveller-generating region’, the ‘tourism destination region’ and the ‘transit route region’;

	The tourism industry, which Leiper initially took to be all those firms, organisations and facilities that exist to serve the specific needs and wants of visitors (Leiper, 1979), but because the idea of a single tourism industry is debatable, replaced it later with the expression ‘tourism industries’ (Leiper, 2008).
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Figure 1.3 The tourism conceptual framework

Source: Adapted from Leiper, 1979, 1990 and 2008



Taking account of the spatial aspects, the traveller-generating region represents the source market for tourism and can be thought of as providing the ‘push’ to stimulate and motivate travel. It is from here that the tourist searches for information, makes the booking and departs. The tourism destination region is the raison d’être for tourism, with a range of special places distinguished from the everyday by their cultural, historic or natural significance (Rojek and Urry, 1997). The ‘pull’ to visit destinations activates the whole tourism system and creates demand for travel in the generating region. It is at the tourism destination that the full impact of tourism is experienced and product innovation takes place, together with visitor management and planning processes so as to take account of the effects on host communities. (These aspects are discussed in depth in Part 2.)

The transit route region does not simply represent the short period of travel to reach the destination, but must include intermediate places which may be visited en route, if it is to be registered as part of a visitor’s trip: ‘There is always an interval in a trip when the traveller feels they have left their home region but have not yet arrived … [where] they choose to visit’ (Leiper, 1990: 22).

The issue as to whether tourism is an industry rests on the definition of an industry within a country’s national accounts. These use internationally accepted classifications to produce output measures in accordance with a country’s industrial structure. In these terms, an industry is a collection of firms that use similar processes to produce relatively homogeneous goods and services. On the other hand, the tourism product is an amalgam of a multiplicity of goods and services that is configured to meet visitors’ demands and drawn from a range of industries, from transport to retailing. In establishing the TSA, the UNWTO (2000 and 2001) decided to label tourism as a sector made up of a number of industries as defined by international standards, and these are listed fully in Table 1.1 so as to show the range of businesses directly included in tourism. Yet on a practical level, those engaged in the tourism business and their trade associations commonly use the term ‘tourism industry’ when representing their views to governments and dealing with issues amongst themselves. Noting this, we will use the terms ‘tourism sector’ and ‘tourism industry’ synonymously throughout this text.


Table 1.1 Tourism industries as defined by the UNWTO







	Tourism industries


	SIC2007


	Description





	Accommodation


	55100


	Hotels and similar accommodation





	 


	55202


	Youth hostels





	 


	55300


	Recreational vehicle parks, trailer parks and camping grounds





	 


	55201


	Holiday centres and villages





	 


	55209


	Other holiday and other collective accommodation





	 


	55900


	Other accommodation





	 


	68209


	Other letting and operating of own or leased real estate





	 


	68320


	Management of real estate on a fee or contract basis





	Restaurants and similar


	56101


	Licensed restaurants





	 


	56102


	Unlicensed restaurants and cafes





	 


	56103


	Take-away food shops and mobile food stands





	 


	56290


	Other food services





	 


	56210


	Event catering activities





	 


	56301


	Licensed clubs





	 


	56302


	Public houses and bars





	Railway passenger transport


	49100


	Passenger rail transport, interurban





	
Road passenger transport


	49320


	Taxi operation





	 


	49390


	Other passenger land transport





	Water  passenger transport


	50100


	Sea and coastal passenger water transport





	 


	50300


	Inland passenger water transport





	Air passenger transport


	51101


	Scheduled passenger air transport





	 


	51102


	Non-scheduled passenger air transport





	Transport equipment rental


	77110


	Renting and leasing of cars and light motor vehicles





	 


	77341


	Renting and leasing of passenger water transport equipment





	 


	77351


	Renting and leasing of passenger air transport equipment





	Travel, tour and guide services


	79110


	Travel agency activities





	 


	79120


	Tour operator activities





	 


	79901


	Activities of tour guides





	 


	79909


	Other reservation service activities





	Cultural activities


	90010


	Performing arts





	 


	90020


	Support activities for the performing arts





	 


	90030


	Artistic creation





	 


	90040


	Operation of arts facilities





	 


	91020


	Museums activities





	 


	91030


	Operation of historical sites and buildings and similar visitor attractions





	 


	91040


	Botanical and zoological gardens and nature reserves activities





	Sporting and recreational activities


	92000


	Gambling and betting activities





	 


	93110


	Operation of sports facilities





	 


	93199


	Other sports activities





	 


	93210


	Activities of amusement parks and theme parks





	 


	93290


	Other amusement and recreation activities





	 


	77210


	Renting and leasing of recreational and sports goods





	Country-specific tourism characteristic activities


	82301


	Activities of exhibition and fair organisers





	 


	82302


	Activities of conference organisers





	 


	68202


	Letting and operating of conference and exhibition centres







Source: UNWTO





The benefits of Lieper’s tourism system lie in its generality in bringing together the demand and supply for tourism in spatial terms at any scale from international to local tourism. It permits an interdisciplinary approach to the study of tourism and allows for the positioning of different industry components within the framework. Thus, intermediaries such as travel agents and tour operators are mostly found in the traveller-generating region, accommodation, restaurants and attractions are found in the destination region, while passenger transport is largely represented in the transit route region.

The framework proposed by Leiper is also flexible in that it provides a backdrop against which the various categories of tourism trips may be examined. Mini Case Study 1.1 shows how the demand and supply aspects of the growing popularity of eco-tourism, namely tourism directed towards exotic natural environments, and intended to support conservation efforts and observe wildlife, can be evaluated within Leiper’s model; for example, the Great Apes Survival Partnership (GRASP), through involving the local communities in Rwanda, Uganda and the Democratic Republic of the Congo (DRC), has seen the gorilla population rising in numbers. From a business perspective, this is about identifying tourism as a series of markets bringing buyers and sellers together to sell a range of tourist products from sun and beach tourism to more focused offers such as medical, cultural and sports tourism. To appreciate this we will look briefly at the role of markets in economic activity and the issues that arise from them, which are fundamental to understanding the various parts of this text.


MINI CASE STUDY 1.1

Characteristics of elements of the eco-tourism system

Characteristics of elements of the eco-tourism system, which is a sub-category of green tourism. The latter is more generally designated as environmentally friendly tourism activities either as a tourist or as a provider of tourist services.

GENERATING REGION

Demand for eco-tourism:


	is purposeful and currently growing two or three times faster than the tourism industry as a whole;

	desires first-hand experience/contact with nature/culture;

	has the motive to study, admire and/or enjoy nature/culture;

	is tempered by the need to consume tourism responsibly and offset carbon emissions;

	can be segmented in many ways including by level of commitment, level of physical effort, motives; and

	comes from those who are more likely to be well educated, have a higher income and be slightly older than the average tourist.



DESTINATION REGION

Destinations for eco-tourism:


	are relatively natural areas which are undisturbed and/or uncontaminated;

	have attractions of scenery, flora, fauna and/or indigenous culture;

	allow eco-tourism to deliver economic and conservation benefits to the local people;

	provide an incentive to local communities to take care of their environment;

	develop eco-tourism with a view to conserving/enhancing/maintaining the natural/cultural system;

	apply integrated planning and management techniques;

	apply environmental impact and auditing procedures to all elements of the tourism destination (such as accommodation facilities);

	
attempt to be carbon neutral;

	encourage local ownership of facilities;

	local businesses can deliver up to 90% or more of visitor expenditure into the local economy.



TRANSIT ZONE

Transport for eco-tourism:


	should be of low impact to the environment in terms of noise, carbon emissions, congestion, fuel consumption and waste;

	should monitor emissions and environmental impacts;

	should promote the conservation ethic;

	should be used as a management tool;

	should encourage use of public transport;

	should encourage the use of locally owned transport companies; but

	reaching a long-haul eco-tourism destination may consume large amounts of aircraft fuel and be more damaging to the environment than the tourist realises.



Source: Cooper et al., 2008, p.10

DISCUSSION QUESTIONS


	Do the principles of eco-tourism apply equally to each of the elements of the eco-tourism system?

	Should eco-tourists be true to their beliefs and offset their carbon emissions?

	Tourism trade associations establish environmental charters to foster eco-friendly policies amongst their members. How can such charters be propagated and enforced?






Role of markets

It will be apparent that for most towns and cities around the world, their populations go to bed each night without being in fear that the morning will bring a breakdown in the elaborate economic processes upon which their existence depends. Yet in a system of free enterprise no one individual or organisation is consciously concerned with the fundamental economic problems of what to produce, how to produce and for whom to produce. What resolves this somewhat paradoxical situation is the concept of ‘the market’ that puts consumers in touch with producers. In times gone by, markets were physical places of critical importance to towns and cities, but in today’s developed world the market square and traders therein often hold more value as visitor attractions serving tourists and residents alike – for example, Covent Garden in central London. Modern information and communication technologies (ICT) have created virtual markets allowing the potential tourist to create his/her own market by contacting suppliers at the destination directly via the Internet using smartphones to assemble the tourism trip. The effect of the spread of ICT has been to reduce transaction costs and increase accessibility and competition, which in the main has been to the benefit of consumers.

In a free enterprise system the prices set in the market serve to adjust demand and supply for goods and services. This is explained in Table 1.2, where at a price of 600 currency units potential tourists only want to purchase 2,000 of the holidays on offer, whereas at that price tour operators are willing to provide 8,000. Clearly there is a mismatch between supply and demand, so the price will have to be reduced to bring the market into equilibrium, at the same time curtailing supply. This is achieved at a price of 400 currency units, where demand now equals supply and the market is said to be ‘cleared’. At prices below 400, demand is greater than the number of holidays on offer, while at 200 there is no offer since costs are such that tour operators are unwilling to supply holidays at this price. To clear the market and satisfy demand, price will have to rise by 400 currency units. Thus, as this example shows, the prices set in the market serve to reward sellers and ration the supplies on offer amongst buyers, at the same time relaying information between both parties: forwards from tour operators indicating relative costs of production, or value in exchange, and backwards from tourists showing their relative preferences, or value in use, by what they are willing to pay.




Table 1.2 Market demand for holiday packages







	Unit price


	Quantity demanded


	Quantity supplied





	600


	2,000


	8,000





	500


	3,000


	6,000





	400


	4,000


	4,000





	300


	5,000


	2,000





	200


	6,000


	       0







Source: Author



When countries attempt to abolish the market system, as was the case in Russia and China under their old Communist regimes, then the state has to take over the role of what to produce, how to produce and for whom to produce. The extraordinary inefficiencies and associated corruption that this entailed resulted in such severe disillusionment with state provision amongst the population that it contributed to the collapse of the Soviet Union in the 1990s and the liberalisation of markets in China and Cuba, despite the general adherence to what are perceived as socialist principles in respect of state control of the economy. For Cuba, the development of tourism has been seen as a major collector of foreign exchange (‘hard’ currency) for the Cuban economy, but this produced two types of Cuban peso in its largely state-planned structure, one for visitors and another for residents. However, this system is no longer tenable in the current climate of improved relations between Cuba and the United States. Even in North Korea, where free markets are illegal, since they reflect badly on state provision, casual street markets arise quite often to alleviate severe shortages of food and consumer goods, and the authorities turn a ‘blind eye’ to them.




Issues with markets

Today, the common description of Western societies is that they are ‘mixed economies’ in which both public and private enterprise exist. State intervention takes place because free markets do not always work optimally in the allocation and use of resources. Increasing industrial concentration has shifted the balance of power from consumers to suppliers, as witnessed by the current global financial crisis. The financial system, through lack of transparency as to its activities, was able to immunise itself from the market penalties associated with failure, until the financial ‘bubble’ burst, when financial institutions had to be rescued by the state on the grounds that they ‘were too big to fail’. The state’s response to monopoly power is to regulate markets so as to make them behave competitively and to pass consumer protection legislation, which is particularly important in tourism as the visitor is buying the product unseen and untested beforehand.

On the other hand, some goods such as the natural and physical environment produce social benefits which are not captured in the marketplace and so need protection to prevent their degradation, which is the essence of the sustainable development issues discussed in Chapter 10. There also exists in society a range of products, referred to as ‘public goods’, which free markets would not provide in adequate amounts, if at all, because it is difficult to enforce payment. If they are to be provided at all, they must be shared by everyone, as in the case of city and national parks, so provision for them has to be made out of general taxation. Akin to such facilities are commodities which have a meritorious element such that their consumption should be encouraged. These are termed ‘merit goods’ and they differ from public goods in that payment is enforceable, but as the object is to foster wide consumption they are either provided free at the point of use or are heavily subsidised. Museum services, sports and recreation, galleries and the performing arts fall under this category as well as social tourism provided for the needy. Need and demand are separate notions: the former has to do with social justice, while the latter is about the ability as well as the willingness to pay.






AN OPERATIONAL FRAMEWORK FOR TOURISM – THE TOURISM SATELLITE ACCOUNT (TSA)

The operational aspects of Leiper’s tourism system from the destination perspective are embodied in the TSA, which is a synthesis of tourism statistical provision to provide a means of separating and examining both tourism supply and tourism demand within the general framework of a country’s system of national accounts (Frechtling, 2010). We have seen that tourism is not a ‘traditional’ industry and is, therefore, not measured in standard economic accounting systems. ‘Industry’ is a supply-side concept: typically, the focus is on what is being produced. But ‘tourism’ is a demand-side concept: the focus is on who’s buying products – the traveller, or visitor. Tourism demand affects parts of many industries, hence the need to measure tourism in a way that enables benchmarking with other sectors.

The importance of a TSA to a destination is that it:


	measures tourism’s contribution to the economy and allows it to be compared with other economic sectors. The TSA provides much greater detail and accuracy than any other approaches in measuring the economic contribution of tourism. By evaluating and using this information, both public bodies and tourism enterprises will increase their capacity to influence decision making at all levels. By tying the TSA to standard national accounting practices, credible and reliable estimates of the importance of tourism will be produced allowing valid comparisons with other industries both domestically and internationally;

	governs the relevant statistics that need to be collected;

	identifies industries that benefit from tourism and to what extent, particularly industries that are not traditionally associated with tourism – the weight of tourism activity in terms of outputs for tourism-related industries;

	shows how different forms of tourism (inbound, outbound and domestic) interact in the national economy and generates the ability to gauge the weight of the tourism expenditure incurred by the various visitor categories;

	indicates tourism’s contribution to government revenues: tax is an important factor in terms of convincing municipal, provincial, regional and national authorities to design policies for boosting tourism investments;

	provides information on employment: improvement of knowledge concerning jobs generated by tourism and their characteristics, without which the creation of really useful employee training programmes in more characteristic tourism activities (e.g. hotels, travel agencies, car rental firms, tourism information services, etc.) can prove to be a haphazard exercise.



When a TSA was first constructed for Canada, Meis (1999) reported that for the first time they could see the totality of tourism consumption. In the past they had statistics from various surveys of domestic demand, travel nationally, household expenditure and other tourism indicators, but they were not able to put them into what they thought was a credible additive total. By commissioning a TSA, they found that the share of value added broken down into each of the tourism components was a real revelation. Other industries, which they did not consider in the tourism sector, were actually contributing about 25% to total value and GDP. For example, in the retail sector they did not realise how significant that was and subsequently set about new ways of trying to harness some of that money and that activity for tourism development.


Table 1.3 Structure of a TSA







	Table number


	Contents





	TSA 1


	Inbound tourism consumption by products and categories of visitor





	TSA 2


	Domestic tourism consumption by products and ad hoc sets of resident visitors





	TSA 3


	Outbound tourism consumption by products and categories of visitor





	TSA 4


	Internal tourism consumption by products and categories of visitor (TSA 1 + 2)





	TSA 5


	Production accounts of tourism characteristics and other industries





	TSA 6


	Domestic supply and internal tourism consumption by products





	TSA 7


	Employment in the tourism industrial sectors





	TSA 8


	Gross fixed capital expenditure in the tourism industries and other related industries





	TSA 9


	Tourism expenditure by governments and other public authorities





	TSA 10


	Non-monetary indicators such as the volume of tourist trips and nights, and the number of businesses







Source: UNSD, 2008




The structure of a TSA

In total the TSA system consists of 10 tables and these are listed in Table 1.3. TSA 6 which features domestic supply and internal tourism consumption by products is the core of the TSA system. It may be seen that the TSA presents a formidable array of information gathering and its completion depends on the statistical infrastructure of the country concerned. The UNWTO acknowledges that supply-side data are the most difficult to obtain and suggests the focus should be on the demand tables TSA 1 to TSA 4, and TSA 7 and TSA 10 in the first instance.

It is in TSA 6 that supply and demand aspects at the destination are measured, where the contribution of tourism to GDP and its component parts can be estimated, as indicated by the WTTC statistics at the beginning of this chapter. To obtain effective measurement of the level of these activities, detailed statistics on sales and purchases by firms need to be collected to build a transactions account of the economy. These efforts will vary from country to country given the extent and focus of the central statistical office.

The significance of TSA 6 is in estimating the share of tourism consumption that is attributable to the various supplying industries that serve to meet the demands of visitors. The approach to this is to layer tourism consumption in order of its importance, as illustrated in Figure 1.4, which splits the categories of tourism consumption into three: characteristic products which take a high proportion of that industry’s sales, connected products with a lesser proportion and non-specific products at the lowest level. The appearance of retail sales as non-specific might seem surprising as we all know that visitors on holiday are ‘compulsive’ shoppers, but the point is that for large economies their effect on retail sales in total is likely to be small. However, there are no hard and fast rules and for small, say, island destinations where sales of souvenirs and other retail goods are a key of the economy, shopping may be included as a characteristic product.
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Figure 1.4 Principal TSA categories of tourism products



Understanding TSA 6 is best realised by taking a numerical example, as shown in Table 1.4. It is based on an actual research study carried out as part of a team (Deegan et al., 2006) by the author, but considerably simplified for pedagogic purposes. To set it in context, the number of inbound visitors’ trips is just over 2.3 million, while domestic visitors’ trips amount to 31.8 million, the majority being same-day visitors given the relatively small size of the region as a destination. The last column looks at the ratio of internal tourism consumption to domestic supply at the purchase prices paid by inbound and domestic visitors at the destination, and that part of expenditure by outbound visitors that is paid to local suppliers. This represents tourism’s share of the outputs of the various products by the industry groups listed in Figure 1.4.

It is to be noted that the outputs by industry are in basic prices. The basic price is the amount receivable by the producer from the purchaser for a unit of a good or service produced as output minus any tax payable, and plus any subsidy receivable, on that unit as a consequence of its production or sale; it excludes any transport charges or trading margins invoiced separately by the producer. Summing down the columns yields total output by the industries associated with tourism at basic prices. From these values input purchases by the respective businesses (which now include product taxes net of subsidies) are then deducted to give the value added by the associated industries in the production of goods and services. The reason for using gross value added (GVA) as a measure of the value of goods and services produced in an area or sector of the economy is technical: it is linked as a measurement to GDP, as both are measures of output. If we sum up the GVA for each sector of the economy as a whole, add on taxes and take off subsidies, we will get to GDP at market prices. As the total aggregates of taxes and subsidies are normally only available at whole economy level, GVA is commonly used for measuring output for entities smaller than the whole economy.


Table 1.4 TSA 6 domestic supply and internal tourism consumption by outputs for a small economy (currency units in millions)
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Source: Author



It may be seen from Table 1.4 that the tourism GVA for this economy is 378 + 44 + 108 = 530 million currency units. Going across the table it may be observed that total internal tourism consumption at purchasers’ prices sums to 1,398, which at basic prices is 832 + 62 + 421 = 1,315. This implies that net taxes on products paid from tourism amount to 1,398 − 1,315 = 83 million currency units. Adding this value to the tourism GVA of 530 results in the direct contribution of tourism to GDP of 613 million currency units. It might at first sight seem unusual in Figure 1.4 that net taxes on passenger transport are given a value of zero, for it is well known that governments around the world levy airport taxes on passenger movements (see Chapter 18), but governments also subsidise domestic passenger transport, so in this instance the net effect on that sector is approximately zero. Where there is a marked disparity in the tax positions of inbound and domestic visitors then appropriate adjustments need to be made.

Total GDP in this economy happens to be just under 22 billion currency units, which means that tourism’s direct contribution to GDP is about 2.8%. It is in this manner that the WTTC calculates the impact of tourism in the various regions and countries of the world. The total impact is assessed by examining the causal relationships in Table 1.4 to account for the re-spending of money earned from tourism in the local economy by building an economic model to simulate these effects. Thus the TSA is used as the basis for tourism impact models, for the tourism sector as a whole and for particular demand patterns. These aspects are discussed in detail in Chapter 7.






CONCLUSION

As a human activity modern tourism has experienced unprecedented growth rates since the early 1950s, and its economic importance is something few governments can ignore. But as a field of study it remains relatively new, lacking in the maturity of other subject areas and disciplines. This lack of maturity is manifested in arguments over how tourism should be studied and the appropriate framework to examine tourism demand and supply. Embodied in this are the dynamics of developing new tourism products in response to changing tastes and more diverse interests as society alters its patterns of consumption and value systems. In a practical sense this has led to new definitions and classifications of tourism, and its most recent formal recognition in the establishment of a Tourism Satellite Account, though even here countries have some latitude as to what should be listed as a characteristic tourism product. For those working in our industry the dynamics of change offer both challenges and opportunities in creating new products, for example space tourism, managing the increasing volume of tourism flows, and ensuring that the expansion that this entails is sustainable at both at the global and local level.




SELF-CHECK QUESTIONS







	1.


	Review the major methods used to classify tourists.





	2.


	Which of the following can be counted as tourists in the official definitions?





	 


	a)


	military personnel





	 


	b)


	space shuttle pilots





	 


	c)


	international conference delegates





	 


	d)


	travelling diplomats





	 


	e)


	students





	 


	f)


	immigrants





	3.


	What is the role of markets in economic activity?





	4.


	Review the major elements of the tourism system – how do they relate to each other?





	5.


	How does a TSA classify tourism products?











YOUTUBE


https://www.youtube.com/watch?v=xVRb9EU-bkE

Travel and tourism overview.

https://www.youtube.com/watch?v=a2uMKG7ETyQ

Discussion of what tourism is by Zara Anderson.

https://www.youtube.com/watch?v=35KzDBaau7I

Importance of tourism.
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Websites

http://www.world-tourism.org

An all-embracing website providing the official United Nations’ tourism definitions, statistics and forecasts, as well as policies on tourism issues such as tourism ethics, pro-poor tourism, women in tourism, taxation and many more aspects affecting the industry.

http://www.wttc.org

A comprehensive website from the private sector’s representative body for tourism with up-to-date statistics and reports on the tourism industry and its economic contribution to different countries of the world.











PART 1







TOURISM DEMAND
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CHAPTER 2 The Nature of Tourism Demand

CHAPTER 3 Tourism Consumer Behaviour

CHAPTER 4 Measuring and Modelling Tourism Demand

CHAPTER 5 Forecasting Tourism Demand



INTRODUCTION


This part of the text provides you with a comprehensive introduction to tourism demand. It aims to provide you with six key knowledge areas:


	The factors affecting tourism demand.

	The theoretical aspects of tourism demand.

	Consumer behaviour in tourism.

	How tourism demand is measured and reported.

	Tourism demand modelling.

	Tourism demand forecasting.



This part is organised into four chapters, each covering one or more of the key knowledge areas above. Each chapter explores the area of knowledge in depth and is structured to meet a set of learning outcomes which are provided at the beginning of the chapter. In addition, we identify and annotate selected reading in order to provide an introduction to the substantive literature on measuring and evaluating tourism demand. Various case examples are used to confirm the concepts and theoretical issues examined in the chapters, while self-check questions in each chapter allow you to review and test your understanding of the material.

In the introduction to this text we saw how tourism is defined and discussed Leiper’s tourism system as an effective structural framework for tourism, where the operational aspects of Leiper’s tourism system from the destination perspective are embodied in the Tourism Satellite Account (TSA). Tourism demand originating from Leiper’s generating region is effectively the subject of this section of four chapters. In Chapter 2 – The Nature of Tourism Demand – we introduce the factors affecting tourism demand and show how these may vary according to different stages taking place during a person’s life span: on this point we provide a mini case study of the family life cycle and tourism demand, and a major case example on youth tourism. The second theme of the chapter is the exposition of the theoretical aspects of tourism demand to show how the transition is made from individual demand schedules into market demand in preparation for the empirical measurement aspects that are the subject of Chapter 4.

Chapter 3 – Tourism Consumer Behaviour – allows for a fuller understanding of demand by providing the concepts and relationships of the consumer decision-making process in tourism. The subject matter of this chapter provides, first, an understanding of the components of the tourism consumer decision process and, secondly, some of the important models of the process. We show that there is a range of factors that influence travel decisions – factors such as motivation, attitudes, perceptions and images. The chapter provides you with a number of key tourism authors’ approaches and covers their ideas and the major literature debates. In addition, a number of the consumer behaviour factors outlined have been drawn together and presented in the form of models of consumer decision making. For tourism, these models have been adapted from more general approaches in the consumer marketing literature. It is important when reading this chapter to question whether these models are purely an academic exercise or if they have a practical use for tourism managers in a changing world.

In Chapter 4 – Measuring and Modelling Tourism Demand – we return to the TSA with the specific intentions of showing how the demand tables are formulated, since these govern the approaches used to measure demand for both international and domestic tourism, and assessing their effectiveness. We go on to consider the variety of ways used for collecting tourism data and discuss the principles of sampling tourism populations, as a prelude to building economic models of tourism demand for understanding visitor behaviour and forecasting. The chapter ends with a major case study that provides a historical perspective of tourism demand by major world regions as defined by the UNWTO.

Chapter 5 – Forecasting Tourism Demand – focuses on the need for and different methods of tourism forecasting. It will be readily appreciated that accurate forecasts in tourism are essential to inform decision making in both governments and the tourism industry. We begin with a general overview and then follow two directions in forecasting practice, namely quantitative and qualitative forecasts, and indicate how they are related. We reinforce this with case examples of good practice. Modern computing power has enabled researchers to develop very sophisticated statistical forecasting techniques, but the methods explained in this chapter are those that can be undertaken with the use of a hand-held calculator or a basic computer spreadsheet. The final section of this chapter deals with simple procedures for evaluating forecasting performance. The case study below focuses on the highly professional practices adopted by Tourism Forecasting Australia.


A FORECASTING PRACTITIONER’S VIEW

By Lindsay W. Turner, Professor of International Trade, Victoria University, Melbourne and Research Consultant PATA

I have been undertaking forecasting for industry for some 30 years, more recently for the Pacific Asia Travel Association (PATA) and now in China for government agencies including the World Tourism Cities Federation (WTCF), based in Beijing. The WTCF is a relatively new organisation developed as part of the Chinese ‘One Belt One Road’ economic development policy. This policy will attempt to administer the development of the old Silk Road between China and Europe through southern Asia, with an extension down to Singapore through Thailand and Malaysia, resulting in major transport development to speed trade including tourism. This development and the re-focus upon cities is a development that has influenced tourism forecasting generally. Rather than the national country-based forecasts as completed by PATA, the newer forecasts are more regional in nature (in this case based on cities, so in some instances areas even smaller than provinces or states). This re-focus results from the increasing awareness in local regions of the benefits of both domestic and international tourism, and also the fact that international tourists now penetrate further into countries beyond the main ports of entry.

In forecasting tourist arrivals and many other series that display variability, it is not possible to know in advance which statistical method will accurately forecast the series. Additionally, it is not possible to forecast many years ahead accurately, although sometimes this is done regardless of accuracy. Although forecasts can be based upon requiring accuracy they can have the dual purpose of setting a standard. Competent forecasting can set a benchmark against which the impact of change such as a political, terror or financial crisis can be measured.

For one forecast series it is possible to simply try several models, and determine within sample how accurately a particular model can predict the last section of the sample data. For regional forecasts this increases the cost and places more pressure on using time-series as opposed to econometric modelling, the reason being that the independent measures needed for econometric modelling are harder to obtain at a regional level. For industry, if the time series forecasts are highly accurate, then there is no point moving to an econometric model as there is little reason to explain the causal impact; the industry just wants to know ‘how many will arrive’ from each source country.

From experience examining regional forecasting in Australia, Canada, China and the United States, approximately 65% of accuracy is derived from time-series models alone, although often including interventions (dummy variables), while 35% is derived from econometric models yielding higher (but not often statistically significantly higher) accuracy.

Despite the huge work in quantitative modelling the overall average accuracy relies significantly upon expert opinion. All forecasts need to face a reality test. One major factor missing at present is supply side constraints, and whilst a forecast might be theoretically possible, it will depend upon the supply side (such as accommodation, transport and labour supply) to be realised. Consequently, other sources of information need to be measured against the modelling forecasts, and the forecasts are most commonly lowered as a result (primarily because the bulk of series trend up). Consequently, somewhere between 25% and 40% of the final overall accuracy depends upon changes made as a result of consultation with knowledgeable professionals in the local markets. In turn, the short forecasting horizon, usually up to a maximum of five years, requires constant re-forecasting.
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IMPORTANCE OF STUDY

When you study tourism, you study a constantly changing and multi-faceted industry. The study of tourism has always for me been a study of its core activities, of economics, sociology, marketing and management to name a few. As students of tourism one competency is not sufficient, the modern tourism student must be familiar with and skilled in each area if they are to work in the greater tourism industry. As a tourism student one must be able to build skills in these areas and use them to navigate the industry. I used this text, Tourism: Principles and Practice, in both my undergraduate and postgraduate degrees. It gave me a concise and holistic introduction into the many constructs, principals and concepts that make up the modern tourism industry. Now, within my own career in our industry, I still find myself returning to its case studies, methodologies and principals.

MY CAREER

My work as a tourism development consultant involves writing reports, giving presentations or undertaking research for various sectors of the tourism industry. The skills I developed as a student are crucial to my work. Whether it is in writing a destination feasibility study, a development plan for a museum, or a marketing study for a ski resort, where I have been looking at risk assessment, I find myself constantly relying on the skills I acquired during my time at University, notably during my M.A at the University of Limerick. In particular, I would highlight long form report writing, feasibility analysis using EXCEL, examining data sets in SPSS or conveying complex data simply through PowerPoint.

My work primarily involves providing plans, studies and research for companies, projects or charities who are developing tourism or visitor based projects. The reports I provide can range from marketing studies to risk assessments. The most common type of report I write is a feasibility study, thus one of my current projects is the Suir Valley Adventure’s development plan for a mid-sized adventure centre which is looking to operate in the Midlands region. The feasibility study I am writing for this project serves very much to provide a basis as to why the project should go forward and why it will be viable in the long term as a business. My clients in this case may use this study as the basis for seeking financial assistance in the way of private and community loans, and also to examine the soundness of the business itself.

The broad base of such studies is centred around key headings such as Market Research, SWOT Analysis, Competitive Analysis, Capital Investment Requirements, Marketing, Pricing and Sales, Funding and Financial Projections. The latter aspect is the most important for substantiating the feasibility/viability of the project. Within this I provide evidence of the projects financial operation. This includes projected project feasibility, project viability in both the short and long term. More specifically, I provide a basis for examining the profitability of the business, which is crucial as it provides the entrepreneur a realistic view of long term gains of the business and for any investor a projection of their payback on their investment. Within this area of the study each claim is substantiated using simple EXCEL and accounting methods such as Cost-Benefit Analysis, Pay Back, a simple projected cash flow Year 1-5, a simple Profit and Loss Account to back this up, and the necessary Feasibility and Viability formulas. All of which can be completed in EXCEL but it often helps to break each down and demonstrate the work to both the client and the potential investor.

The benefits of my work come from its variety, the interesting people you meet in tourism and the knowledge that if you are good at what you do there is no ceiling. To give you another example to illustrate variety, I have an interest in film tourism locations: years ago who would have thought that the film trilogy “The Lord of the Rings” would have been such a boon to tourism growth in New Zealand?

In tourism now more than ever we are bombarded with information, statistics and data. How we correlate, interact and make sense of this has a huge effect on our understanding of our industry. As a tourism student learning how to design methodologies, examine data and draw conclusions are all fundamental skills which should be in every tourism student’s arsenal to enable them to navigate their way through this ever changing, ever moving and wonderful industry.












CHAPTER 2







THE NATURE OF TOURISM DEMAND
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LEARNING OUTCOMES

In this chapter we focus on the basic concepts and determinants of tourism demand to provide you with:


	the theoretical background to understanding the nature of tourism demand;

	an awareness of the factors affecting tourism demand;

	a comprehension of the purpose of demand schedules and an understanding of how to interpret them; and

	an understanding as to how individual demand translates into market demand.







INTRODUCTION


In this chapter we introduce the theoretical approaches to tourism demand that underpin its management. There is no doubt that managing tourism demand is one of the challenges for tourism in this century as the volume of tourism continues to grow and the remotest corners of the world are visited. In Leiper’s model and in the operational framework of the TSA, demand is the fundamental driver of the tourism system and defines the proportion of businesses in the supplying industries that may be said to be involved in tourism. Thus interpreting the observable phenomenon governing tourism demand is critical to understanding how markets will behave. To this end, it is important to understand the nature of demand in terms of the various components that affect it and how they impinge on the business aspects of tourism and measures to regulate visitors’ flows.




INDIVIDUAL TOURISM DEMAND

The market demand identified within Leiper’s tourism system discussed in Chapter 1 is the outcome of activities and decisions made by individuals in the generating region (see Figure 1.3). Knowledge of individual behaviour and how it relates to the market makes it possible to predict future trends for planning and visitor management purposes, and enables suppliers to correctly read the signals given in the marketplace so as to provide the right tourism products. Equally it is important for government policy, for example in terms of taxation or influencing visitors’ behaviour. In the latter respect, the perceptions of demand have changed over the years with early pronouncements such as the UN’s Universal Declaration of Human Rights encouraging everyone to travel as a ‘right’, to the present day when the tourist is urged to travel ‘responsibly’ and to offset his or her carbon emissions generated from air travel, though airlines have found that these voluntary schemes attached to ticket prices have not had much take-up.

To benefit the destination, the UNWTO (1999) has produced a Global Code of Ethics for Tourism, which requests visitors to observe the laws, practices and customs in the countries they visit. In other words, if individuals demand tourism they should take responsibility for the environment and host societies at the destination and the hosts have a right to expect this. In tourism development work this is part of what is known as the ‘triple bottom-line’, namely taking account of the economic, social and environmental situation at the places where visitors stay. In economic terms this implies guidance to encourage visitors to support local businesses. (These aspects are covered in much greater detail in Part 2 of this text.)

Unlike most other goods and services, consumption of the tourism product by an individual involves purchasing a bundle of goods and services that are consumed at the destination, which is the point of supply. Given this complexity and to be comprehensive, Uysal (1998) has produced a most helpful listing of the major influences on tourism demand that also draws in psychological aspects of motivations, tastes and perceptions, and demographics such as population size, age distribution, gender, education, occupation and family composition/life cycle (Mini Case Study 2.1), under the heading social-psychological factors: this is shown in Table 2.1. The exogenous factors are those outside the individual’s control, which Uysal regards as the environment in which tourism transactions take place.

It is to be expected that different subject disciplines (see Figure 1.1) will approach the matter of tourism demand in alternative ways, but in general, for ease of exposition, when looking at demand for the tourism product we will divide the factors influencing demand into motivations on the one hand and determinants on the other. Motivations deal with Uysal’s psychological factors as to why people travel and what needs they are trying to satisfy. They are important for the study of consumer behaviour, which is the topic of Chapter 3. Understanding motivational priorities and their role in decision making are necessary for establishing the potential demand for a new tourism offer and removing barriers to travel at the destination end, for example visa restrictions, perceptions on security and concerns about the tourism infrastructure, particularly accommodation and transport. Security is a major concern but potential visitors frequently do not discriminate between one country and another, thus the ‘Arab Spring’ which commenced in 2011 had dramatic consequences for visitor numbers to neighbouring countries such as Jordan, with its world class attractions in the rose city of Petra and the Dead Sea, where security was not an issue. (Dealing with these aspects of tourism is the subject of Chapter 12.)


Table 2.1 The major influences on tourism demand







	Economic factors


	Social-psychological factors


	Exogenous factors





	Disposable income


	Demographic factors


	Availability of supply resources





	GNP per capita income


	Motivations


	Economic growth and stability





	Private consumption


	Travel preferences


	Political and social environment





	Cost of living (CPI)


	Benefits sought


	Recession





	Tourism prices


	Images of destinations


	Technological advancements





	Transportation costs


	Perceptions of destinations


	Accessibility





	Cost of living in relation to destinations


	Awareness of opportunities


	Levels of development, infrastructure and superstructure





	Exchange rate differentials


	Cognitive distance


	Natural disaster





	Relative pricing among competing destinations


	Attitudes about destinations


	Epidemics





	Promotional expenditures


	Amount of leisure time


	War, terrorism





	Marketing effectiveness


	Amount of travel time


	Social and cultural attractions





	Physical distance


	Paid vacations


	Degree of urbanisation





	 


	Past experience


	Special factors/Olympic Games, mega events





	 


	Life span


	Barriers and obstacles





	 


	Physical capacity, health and wellness


	Restrictions, rules and laws





	 


	Cultural similarities


	 





	 


	Affiliations


	 







Source: Adapted from Uysal, 1998



Determinants are factors influencing demand which can be economic, sociological, demographic, political and geographical. The latter has a spatial context, in the sense that distance when expressed in both travel time and cost serves to limit travel from the generating region to the destination, as noted in Leiper’s model. As a rule, most destinations find that their near neighbours generate the largest volume of international visitors and this tails off with distance. But, as is well known, if we were to redraw the map of the world based on airfares between countries some very unusual configurations would be the result, since due to different competitive practices in the airline industry the pricing of air tickets does not necessarily correspond to the distance travelled (see Chapter 17). Within countries domestic airfares are often several times more than the equivalent distance when flying internationally.







MINI CASE STUDY 2.1


Family life cycle (FLC) and tourism demand
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Figure 2.1 FLC and changes in demand for the tourism product





The demographics of the FLC are aspects that are of considerable interest to tourism providers, because not only do the factors listed in Table 2.1 change in importance, but also a person’s value systems and tastes are almost certain to change. Figure 2.1 illustrates how two factors – namely available leisure time and discretionary income (income that is available after meeting what may be considered as essential expenses) – may move over an individual’s life cycle. Using age as a basis for classification it is possible to draw up different behavioural scenarios.

YOUNG

When a person is a child, decisions are normally taken for them in terms of holidays. However, children do have a significant influence upon both their parents’ decisions and their satisfaction levels at the destination and as a result children are of interest to tourism researchers. For example, owners of theme parks know very well that if the children have a good day out then so will the parents. Resort parks provide evening entertainment for parents combined with child care facilities.

By the age of 10 or 11 years some children have already taken organised holidays with school or youth groups and day trips are common, but typically holidays independent of parents begin at around 15 years, constrained by lack of finance. The latter is compensated by having few other commitments, no shortage of free time, and a curiosity for new places and experiences. By their late teens and early 20s, young people have a high propensity to travel, mainly on budget holidays using low-cost travel and self-catering accommodation. Here the preoccupation is simply to ‘get away’ – the destination is not always that important, and is often associated with rites of passage such as the American ‘Spring Break’. At this stage, sometimes known as the bachelor stage, young single people not living at home have a preoccupation for independence, socialising and a search for identity. In recent years, however, we are seeing more of this group living at home later than before due to longer periods in education and housing costs.

MIDDLE AGED

The advent of marriage can have a number of options. For example, newly married couples who are young and with no children may have few constraints on travel. Before the arrival of children young couples often have a high income and few other ties, giving them a high travel propensity, frequently overseas. With the raising of a family the combination of factors listed in Table 2.1 is completely reshaped. At this point in an individual’s life, previous constraints and influences upon holiday-taking are totally changed as holidays become more organised around the children’s needs and less about ‘jetting off’ to new places. Companies such as Disney utilise this FLC concept to win children as customers at an early age in order to retain them into later life. With the decline in birth rates in the developed world it is important to create hotel, activity and restaurant products that will socialise children to want to take certain types of activity holidays so as to encourage continual demand.



[image: Photograph 2.1]


Photograph 2.1 At certain stages of the domestic life cycle the needs and demands of children determine the family’s holiday decisions.

Source: Travel Pictures/Alamy Images



For many, the arrival of children coupled with the responsibility of a home may mean that constraints of time and money depress travel propensity. Holiday preferences switch to domestic destinations, self-catering accommodation, and visiting friends and relatives. This is known as the full nest stage and constraints on travel will depend on the age of the children. The global financial crisis initiated in 2008 exacerbated this situation, introducing the concept of the ‘staycation’ to the travel trade, focusing on domestic holidays.

As children grow up, reach the young adult stage and begin to travel independently, constraints of time and finance are lifted from parents and their travel propensity increases in what is termed the ‘empty nest’ phase. This is often linked to lifestyle variables when in married middle age holiday entitlement, income and mobility are often at a maximum and this is reflected in the level of holiday-taking (see Figure 2.1). This is a time for long-haul travel – the cruise market typically comprises this group which extends into older age provided the level of discretionary income is maintained.

ELDERLY

The emergence of early retirement at 50 or 55 years is creating an active and mobile group in the population of many countries who will demand both domestic and international travel. However, it is too simplistic to view senior travellers as homogeneous and there are many different categories – partly defined by the tension between physical health and financial resources. In later retirement, lack of finance, infirmity and often the loss of a partner act to offset the increase in free time experienced by this group. Holidays become more hotel-based and travel propensity decreases, switching to the domestic market, commonly coaching holidays.

CONCLUSIONS

The explanatory framework provided by the FLC approach is a powerful one in that it helps us to understand how situation-specific life-stage conditions exert a great influence on tourism demand. It has implications for providers, for the analysis of market needs of particular population groups (for example, the growing numbers of relatively wealthy elderly people in Western countries and the expansion of the cruise industry) and has clearly been used as a basis for market segmentation by tour operators and wholesalers.

The cycle is not just a progression by phase or age but represents likely fluctuations in discretionary income and changes in social responsibilities. The single stage represents an individual living away from home with few responsibilities but with the need for affiliation with others and the likelihood of purchases of leisure and entertainment, personal care items and clothes. It is also useful in explaining many barriers to travel – energy and social ties tend to decline with age, while women with young children demonstrate lower levels of travel. Equally it highlights the importance of discretionary income which may be very limited for the poorer groups in society and hence the need for social provision of holidays for the less well-off, particularly those who have some permanent disability.

Source: Updated from Fletcher et al. (2013) Tourism Principles and Practice, 5th edn, Pearson Education, London.

DISCUSSION QUESTIONS


	How may tour operators use the FLC to segment their products?

	Examine typical holidays at different periods of the FLC.

	Using the checklist in Table 2.1, consider the barriers to tourism that might be experienced at each stage of the FLC.






Economic considerations

The economic analysis of tourism demand focuses on factors which affect an individual’s willingness to pay and ability to pay. Typically the demand for travel goods and services by a person, say, the ith individual may be expressed as:


[image: Equation 2.1]


where

qi = a quantity measure of the individual’s tourism demand and is functionally fi related to the following:

Pt = the price of the tourism product;

P1… …, Pm = the prices of alternative goods and services which are making claims on the visitor’s budget;

yi = the person’s income;

zi = sociological and demographic factors that characterise this individual’s demand as in Table 2.1. These are taken to change slowly over time.

By holding each of the explanatory factors or variables in equation (2.1) that are not of interest constant, known as the ceteris paribus assumption, it is possible to specify the relationship between qi and its own price, Pt. Equation (2.1) thus becomes:


[image: Equation 2.2]


This relationship is illustrated in Figure 2.2, in which DD is termed a demand schedule, and refers to the quantities of the tourism product that an individual wishes to purchase at different prices at a given point in time. Generally, the form of this relationship between price and quantity purchased is an inverse one, i.e. the higher the price of the product, the lower is the demand; the lower the price, the greater is the demand.



[image: Figure 2.2 Individual demand for the tourism product]


Figure 2.2 Individual demand for the tourism product



It is normal to characterise the demand schedule in Figure 2.2 by an appropriate measure which expresses the responsiveness of quantity to changes in price. Such a measure is termed the ‘elasticity of demand’ and in terms of equation (2.2), the own-price elasticity of demand (ei) measures the ratio of the percentage change in quantity (qi







OEBPS/images/f0028_01.png
Time
discretion

Income
discretion

Young Middle aged Elderly





OEBPS/images/f000vi_01_.jpg
CYDNEY ssmes

SOUTHSOUTHEAST

W WORK 1386 ML
NE\'J« NORTH VEST

NOR

7

7 AR uns
ETET

LONDON oo
NORTH NORTH WEST.






OEBPS/images/f0029_01.jpg





OEBPS/images/e0030_01.png
Py Pyyeov ooy Py’ 2) (2.1)






OEBPS/images/cover.jpg
TOU RISM

- PRINCIPLES AND PRACTICE






OEBPS/images/f0001_01.jpg





OEBPS/images/f0005_01.png
Eet

Management of

tourism organisation

.
i

&

&

o

7
i

I

&

Sociology of tourism

7
£

7
N
& )5
-
oS e
s
Centre
of Tourism World without borders
Studies
"
N
“ .
A\ 2\ \*%,
58 % %
& .
HIAN
E

[] pepartment ordiscipine
[ Tourism course





OEBPS/images/e0030_02.png
q' = f'(P, ceteris paribus)
= f(P) (2.2)





OEBPS/images/f0024_01.jpg
2





OEBPS/images/f000x_01.jpg





OEBPS/images/f0003_01.png
Business and
professional

Holidays, leisure | |

and recreation

Inbound travellers.

Inbound visitors

Other inbound
travellers

Tourists

Same-day visitors

Visiting friends (Overnight visitors) (Excursionis)
and relatives
Education
and training
Health and Main purpose of
medical care tourism trips
Religion /
pilgrimages
Shopping
Nationals residing | [ other non-residents
Transit
abroad (foreigners)
Other

H Border workers

— Seasonal workers.

f+  Other short-term workers

H Long-term workers

H Nomads and refugees.

Transit passenger not entering
the economic and legal territory

|| Grews on public modes of
transport

Persons entering the country
{H  toestablish there their country
of residence

Long-term students and patients
and their family joining them

Other travellers deemed not to

enter the economic territory:

| « Diplomats, consular staff, miltary
personnel and their dependants

* Armed forces on manoeuvre






OEBPS/images/Titlepage.jpg
TOURISM

PRINCIPLES AND PRACTICE

ixth Edition - John Fletcher






OEBPS/images/f000xxiii_01.jpg





OEBPS/images/f0031_01.png
Price

Quantity





OEBPS/images/f0007_01.png
Departing travellers

Traveller- Tourism

generating Transit route region destination

region region
Returning travellers

Environments: Human, socio-culture, economical, technological, physical,
poliical, legal, etc.

Location of travellers,
(visitors and other travellers)
and of the travel and tourism
industry





OEBPS/images/t0016_01.png
Tourism Connected Other Domestic  Net Domestic Tourism Tourism

industries industries industries supply taxes supply consumption ratios
(basic on urchasers’ urchasers’
Products Bl N B ) O e L_ius) S :‘:i o f:i —
A. Specific products
A.1 Characteristic products
1. Accommodation 158 929 158 15 173 108 62%
2. Restaurants and similar 665 377 665 68 733 415 57%
3. Passenger transport 672 97 672 [ 672 97 14%
4. Travel, tour and guide services 350 175 350 8 358 179 50%
5 & 6. Culture, sport and recreation 639 84 639 57 696 91 13%
A.2 Connected products
1. Renting and business services 1,508 62 1,508 52 1,555 64 4%
B. Non-specific products
1. Retail 5,357 421 5,357 296 5,653 444 8%
Total output (at basic prices) 2,484 832 1,503 62 5357 421 9,344 496 9,840 1,398 14%
Total inputs (at purchasers’ price) 1,541 454 446 18 3,981 313 5,968

Gross Value Added (at basic prices) 943 378 1,057 44 1,376 108 3,376





OEBPS/images/f0015_01.png
Principal TSA Categories of Tourism Products

Tourism products (goods and services)

v N

A. Specific tourism products B. Non-specific
/ \ tourism products
A1 Characteristic goods and A2 Connected goods and
senvices services
1. Accommodation Post & telecoms services | Al other produts,
e.g. retail
2. Restaurants and similar Financial and insurance
3. Passenger transport services
4. Travel, tour and guide services Rental services
5. & 6. Culture, sport and recreation | Health services






OEBPS/images/f0006_01.jpg





OEBPS/images/f0025_01.jpg





OEBPS/images/f0020_01.jpg





