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Unit One Tourism System
i

Part I Text
F—my R’RX

Tourism System

Tourism happens only when people travel from their residence to the destinations
and enjoy the beautiful landscapes or the historical interests there. Otherwise, tourism
cannot be considered as tourism and a tourist not as the tourist. For example, a person
who sees the movie or the video about the Former Iimperial Palace cannot be regarded as
a tourist unless he goes to view the Imperial Palace. Therefore, a tourist has to leave
his residence for a certain destination by means of transport or by himself. The spatial
movement from his residence to the destination plays an important role in realizing his
travel desire, What is more, while traveling, a tourist consumes the tourism product
while produces it in that his tourist activities will influence the overall quality of the
tourist product, !

As mentioned above, the spatial movement is very important and worth our
attention. Moreover, it is necessary to provide an organizing framework in order to
study the tourism. To do so, we have adopted Leiper’s model, which was suggested in
1979 and adapted in 1990 (Figure 1).? In the model, he points out three aspects of the

tourism—tourist, the tourism sectors and the geographical elements.

1. Geographical Elements
Leiper outlines three geographical elements in his model.
(a) Traveler-generating region;
(b) Tourist destination region; and
(¢) Transit route region.
The traveler-generating region (or origin region) , refers to the place where tourists

come from, It is the generating market, which stimulates and motivates travel.
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Departing travellers

Traveler . Tourist
generating * transit route region destination

Environments: human, sociocultural, economical,

: region Returning travellers region
technological, physical, political, legal, etc.

Location of travelers/tourist and the travel and tourism industry

J
source: Leiper(1995)

Figure 1 Leiper’s model

The transit route region includes both the short period of travel from their origin
region to the destination and other places on the way that tourists may Stop to visit,

The tourist destination is one of the most important elements in the whole tourism
system. It emphasizes what suppliers can do for tourists. Of course, this includes not
only the physical equipments which are crucial to attract tourists, but also the
management and service which are helpful to enhance its images and motivate the visit.
In other words, the tourist destination functions as a “pull” factor in the market and
provides an area for most of the tourism activity. * It attracts different kinds of tourists
through the attractions and the quality of management and service,

The tourist destination region is where tourists can realize their temporary goal of
travel and go through a memorable tourism experience. The destination provides
tourists with attractions of various types and planning and management strategies
should be carried out in order to secure the tourist satisfaction. So, it is the core of the

tourism.

2. Tourist _

After studying the geographical elements of the tourism system, you may
understand that the spatial movement from the traveler-generating region through the
transit route to the destination region. It is an essential and indispensable part of the
tourism experience,

The following are to be considered to define a tourist;

* traveling for pleasure, for health, etc;

* traveling in a representative capacity of any kind;
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« traveling for business or meeting relatives and friends;

» arriving by a sea cruise, even when they stay for less than 24 hours;

The following are not to be regarded as a tourist:

* a person arriving to work for the company in the country;

* a person coming to establish a residence in the country;

+ a person living in one country and working in adjoining country;
+ a traveler passing though a country without stopping, even if the journey takes
more than 24 hours.

There are different types of tourism such as holiday, business and common interest
tourism. Business tourism can further be classified into the incentive travel, conference
tourism and business travel. According to the time a tourist takes, we can also classify
tourist activities into two kinds:; 1. day trips or excursions which do not involve an
overnight stay; 2. tourism which often refers to journeys or stays at destinations for at
least 24 hours. *

Now you are probably clear about what the distinct characteristics of tourism are
and what a tourist is expected to experience in order to travel. The tourist plays the
important role in the tourism system. Without the tourist there is no tourism in the
world, not to mention tourism product, tourism industry or their impacts on the
destination. It is worthwhile to study the tourist—the demand side of tourism. Some
factors may have an influence on the tourism demand. They are economic, social and

cultural factors.

3. Tourism Industry

The tourism industry refers to the businesses and organizations that help to
promote the tourism product., According to Leiper, various industrial sectors can be
located in different places. In the traveler-generating region, we can find travel agents
and tour operators. In the destination region, we can find attractions and hospitality
industry and in the transit route region, we have the transport sector.

The tourist, as the tourism subject and located in the traveler-generating region, is
the “push” factor and gives impetus to the developmrent of it. * The destination functions
as the tourism object. It is the area in which various kinds of tourism products are
delivered, such as the accommodations, restaurants, leisure facilities and other ancillary
services. The tourism intermediaries help to connect the traveler-generating region and
the tourist destination. They are the transport and the travel agents, tour operators,
etc, who help tourists realize their travel desire and obtain a tourism experience worth
memorizing. * You may find the distribution of the travel trade within the tourism

system. (see Figure 2)
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Categories Origin regions Transit regions Destination regions

Travel agencies
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Transportation
Accommodation
Food and beverages
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Figure 2 Distribution of travel trade within the tourism system

The tourism industry is primarily composed of travel trade, transport,
accommodation and catering, as well as catering facilities and tourist attractions, etc.’
Different sectors or companies to suit all budgets and tastes provide these products and
services. The hospitality industry provides accommodation and entertainments for
travelers. The tour wholesaler and travel agency sell and promote the products and
services of the other sectors to travelers.

Now you may have a clearer idea of the tourism system. But we also should keep in
mind that the tourism system is not an independent system. Its development relies on
the support of other external or environmental systems, such as sociocultural,
economic, political, physical, etc.® These systems are interdependent. For example,
without agriculture, no one can supply food for restaurant; without the oil industry, no
vehicle can move and help tourists realize their spatial movement. And the tourism
system, in turn, is also important to the development of other systems. It may be
seriously affected by some adverse factors., For example, the political issue that has
existed between Cuba and the United States for many years has hindered the

establishment of a tourism system as the origin or destination regions,

New Words

spatial adj. = A

memorable adj. ERREN

framework n. S BARAE A RK AR
indispensable adj. SR Y, R Rk
generate w. FlAL, 4%

incentive n. % B

origin n, R

wholesaler n. MR
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- Notes

1. What is more, while traveling, a tourist consumes the tourism product while
produces it in that his tourist activities will influence the overall quality of the
tourist product.

WA, R ERBLBEPRBERRET R X AR KRBT R, Eh, REH
WEHLRHREFRNERRE.

2. To do so, we have adopted Leiper’s model, which was suggested in 1979 and
adapted in 1990 (Figure 1).

ATHRER - NRGANEREN  BMNXAT EH/RE 1979 £# 38 3# F 1990 4
BITHREB(E D,

3. In other words, the tourist destination functions as a “pull” factor in the market
and provide an area for most of the tourism activity.
BHFERRFENHAET I RENLDER . A AN RBFHRGET AHH
.

4. According to the time a tourist takes, we can also classify tourist activities into
two kinds: 1. day trips or excursions which do not involve an overnight stay; 2.
tourism which often refers to journeys or stays at destinations for at least 24
hours.

MERBEEFLTORFERNT AR RBFH LN K. 1. FRHEH— 8 #H
HRBER. 2. ELEAEHHMIE T 24 Do ok,

5. The tourist, as the tourism subject and located in the traveler-generating region,
is the “push” factor and gives impetus to the development of it,
EARBERNRBELTERG, RE R "R, RAEKBHLE.

6. The tourism intermediaries help to connect the traveler-generating region and
the tourist destination. They are the transport and the travel agents, tour
operators, etc, who help tourists to realize their travel desire and obtain a
tourism experience worth memorizing.

REFAERE R ABEEEE L RBERRAE R, BB A
AHRBERL . KBECRENET.

7. The tourism industry is primarily composed of travel trade, transport,



