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Tourism—the Sunshine Industry
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Tourism and Tourists in Profile

The tourism industry,' known as the sunshine industry, has become one of the
most important economic influences of modern times.

Tourism has been one of the fastest growing industries in recent years. Indeed,
the growth rate of tourism has generally exceeded the growth rate for the worldwide
economy. Sometimes it seems as though a new resort area springs up every day. The
shores of the Mediterranean and Caribbean Seas and the Pacific coastlines of Mexico,
Florida, and Hawaii’ are only a few of the areas that have been intensively
developed.

In spite of this rapid growth, it is not easy to define tourism, and accurate

statistics are not easy to obtain. Tourism necessarily involves travel; a tourist is
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usually defined as a person who is visiting some place other than his usual residence

for more than 24 hours. A tourist is distinguished by the length of his trip from an
excursionist, who is away from his usual residence for less than 24 hours, or at most
a weekend.

The question of purpose, however, also must enter into the definition of
tourism. > Many people travel entirely for the purpose of recreation or pleasure; they
are people on holiday. Some people travel for reasons of health. Other people travel to
visit friends or relatives, a reason that has become more important because of
increased mobility throughout the world. Still others travel in order to educate
themselves in accord with the old precept that travel is broadening. *

All of these people are generally considered tourists since the primary reason for
their trips is recreation. Most tourist statistics also include people who are traveling on
business. Among them are businessmen and government officials on specific
missions, as well as people attending meetings or conventions. Another kind of
business travel is the incentive trip. > A bonus or reward is given, for example, to a
salesman who has exceeded his quota. Many people among those traveling on business
often combine pleasure with their work. They also use the same transportation,
accommodations, and catering facilities as holiday tourists. ®

Not included in the area of tourism are people who travel to some place in order
to take up a job there. Students who travel to another region or country where they are
enrolled in a regular school are not usually included in tourist statistics either.

The marketing approaches
for the two major divisions
among  tourists—recreational
and business travelers—are
somewhat  different.”  The
recreational travelers respond
to a greater degree to lower
fares and other inducements in

pricing and selecting the

destination for their trips. In a
technical phrase, they make up a price elastic market. ® The business groups, on the
other hand, make up a price inelastic market.’ Their trips are not scheduled

according to lower fares, the destination is determined in advance, and the expense is
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usually paid for by their employers. They are looking for dependable rather than
inexpensive service. Business travelers also make more trips to large cities or
industrial centers than to resort areas, although many conventions are now held at
resort hotels. It should be noted, however, that some large cities, such as London,
Paris, New York, Rome, Beijing and Shanghai, are themselves the most important
tourist destinations in the world. Because of this, it is difficult to separate pure

recreational travel from business travel.

The Evolution of Modern Tourism

Tourism is a relatively new phenomenon in the world. Since being away from
home is a necessary component of tourism, its development as a mass industry
depends on modern means of rapid and inexpensive transportation. Tourism as we
know it today began with the building of the railroads in the 19" century. In fact, the
words tourism and tourist themselves were not used for the first time until about 1800.
The first tour in the modern sense was put together by Thomas Cook' in England in
1841, and the firm of Thomas Cook & Sons has remained one of the prominent names
in the tourist industry. Steamships also increased tourism, especially across the North
Atlantic, the major route of modern tourism. The automobile and the airplane ‘in still
more recent times have also become major modes of transportation for recreational
purposes. The greatest growth in international tourism has taken place only since the
end of World War Il in 1945, and it has paralleled the growth of air transportation.

Industrialization has produced the other conditions that are necessary for
tourism. Among them is the creation of a large number of people with an amount of
disposable income''—income above and beyond what is needed for basic expenses
such as food, shelter, clothing and taxes. Another important condition is
urbanization, the growth of large cities. Residents of the big population centers take
more holiday trips than residents of rural areas. Anyone who has been to Paris in
August, for example, cannot help but observe that a great many of the inhabitants—
with the exception of those who serve foreign tourists—are away on vacation.

The importance of industrialization can be seen from the fact that approximately 80
percent of international tourists come from the industrialized countries—Canada and the
United States, the nations of Western Europe, and Japan. Two of these countries, the
United States and Germany, account for about half of this tourist traffic. In addition, all

of these countries generate a large amount of internal tourism.
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Tourism in Developing Countries

However, international travel to East Asia and Africa is rising at a rate greater
than for the world as a whole. About three-fourths of the world’s people live in the
Third World countries—about 38 percent in China and India. It is significant that,
although most of Indians are poor, perhaps 100 million of India’s population could be
considered middle-income and are potential international travelers. Over the last
decade, tourist arrivals and receipts in the Asia-Pacific region rose at a rate faster
than most parts of the world, almost twice the rates of industrialized countries. Every
projection indicates that this trend will continue for the next decade and beyond.

Mexico, a Third World country, provides some six million visitors to the U. S.
annually ( about half as many as the visitors from Canada) . Mexico has a population of
85 million; Canada, about 26 million.

Sun-and-sea areas that are near the major markets for tourists derive a large part
of their income from tourism. On the Mediterranean, Spain, Portugal, Greece,
Morocco, and Tunisia all have highly developed travel industries. Off the coast of the
United States, the Bahamas and Bermuda among others attract large numbers of
tourists.

If the statistics on numbers of tourists are inexact, those on their expenditures
are even more so. Some of the figures are relatively accurate, such as the amount of
money spent on long-distance travel, hotel accommodations, and catering services
within the hotels. Other statistics, however, present problems in analysis. How large a
proportion of the sales of stores in or near resort areas can be attributed to tourist
spending? Or how much do tourists spend on local transportation or entertainment?
Even though it is difficult to arrive at exact figures for these expenditures, it should
be noted that tourism benefits not only airlines, hotels, restaurants, and taxi drivers,
among others, but also many commercial establishments and even the manufacturers
of such varied items as sunglasses, cameras, film, and sports clothing.

One of the principal reasons for encouraging a tourist industry in many
developing countries is the so-called multiplier effect' of the tourist dollar. Money
paid for wages or in other ways is spent not once but sometimes several times for other
items in the economy—the food that hotel employees eat at home, for example, or the
houses in which they live, or the durable goods that they buy.

In some countries the multiplier can be a factor as high as three, but it is often a

lower number because of leakage. '® Some of the dollar may scon leave the destination
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(“a leakage” ) to pay for imported fuel, food, furniture, and other items that are not
available locally, or are not competitively priced, or are not of the desired quality.
Some of the dollar may go abroad as interest payments or profits to nonresidential
investors. "’ Some goes for local and national taxes. The part that remains may be
rapidly spent within the economy, invested or saved. In some tourist areas, it has
been necessary to import workers. Many of these workers cause leakages in the form of
remittances to their home countries.

Another attraction of the tourism industry for the developing countries is that it is
labor-intensive ;'® that is, it requires a large number of workers in proportion to the
people who are served. This is a common feature of service industries, which deal
with intangible products'”—like a holiday—rather than tangible products—like a

refrigerator.

Major Components of the Sunshine Industry

The tourism industry can be categorized into the following sectors ; accommodation
and catering, transport, travel organizers, attractions and destination organizations.

The two main groups of travel organizers are retail travel agents and tour
operators, although other groups, such as conference organizers, also go to make up
this sector.

The tourist attractions sector is very diverse and is made up of natural and built
resources. *° It comprises gardens, national parks, theme parks, amusement parks,
wildlife parks, temples, ancient monuments, museums, art galleries, heritage sites,
and so on. *' In addition to these “permanent” attractions there are many temporary
attractions such as events and festivals. Every year, the Kite Festival in Weifang,
Shandong Province, the Ice Sculpture Festival in Har’bin, northeast of China, attract

hundreds of thousand of visitors and become increasingly popular. *

The Future of the Sunshine Industry

With the beginning of the new millennium, virtually everyone, from national
governments to local communities, seems to be involved in tourism activities. As the
industry has grown it has also become much more diverse and complicated than it was
in the 1980s and 1990s. Traditional patterns of long holidays were replaced with more
frequent and shorter length of stay. Activities have modified, with greater interest in

learning something new. As a result, many new opportunities for travel and new




