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Uni_t One

WHAT IS TOURISM

Text A

What Is Tourism

Throughout history, people have always traveled to satisfy the basic
needs of survival or in search for a better life. Travel for the purpose of
conducting trade and pilgrimages to holy cities and shrines has also been
going on for centuries. However, the first attempt, in Europe, to con-
sider tourism as a phenomenon in its own right was made in late 19th
century, when the number of travelers increased considerably and the ec-
onomic implication was ‘becoming more and more significant.

To define tourism precise1y>is a difficult if not impossible task due to
its various components. In this text, we attempt to define the concept
as: the sum of the phenomenon and relationships arising from the tempo-
rary short-term movement of people to destinations outside the places
where they normally live and work, and their activities during the stay at
these destinations; it includes day visits or excursions and other move-
ments for all purposes other than taking up work or employment at the
destinations.

Having attempted to define tourism, we can now look at what
tourism entails. Although there are various ways of illustrating the com-
ponents. We must say that three elements play a dominant role and upon
their successful interaction depends the growth and prosperity of tourism,
namely the tourist market, the attractions at the destinations and the
tourist-related businesses.

The word “tourist” is comparatively of recent origin. In the 17th
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and early 18th centuries, the English, the Germans and others, traveling
on a grand tour of the continent, came to be known as “tourists”. When
the word “tourist” first became current in the 19th century, it was often
used contemptuously and even in the 20th century a tourist was thought
of as a holidaymaker, a “tripper” or traveler for pleasure. Presently we
shall treat a tourist as a person who undertakes a journey for pleasure,
recreation or culture, may enter a country or visit a place for a temporary
sojourn of not less than 24 hours and spend the money he brought in,
without seeking or taking up work or employment in the country or the
place of his visit. The most commonly found tourist activities are related
to traveling, lodging, sightseeing, catering, shopping and entertaining.
Tourists act as the determinant of the whole phenomenon, whose taste,
volume, and spending shape tourism as a whole. The major constraints
for tourists are likely to be time and money. Others like psychological,
political, and technical factors are worth consideration.

Attractions refer to anything that appeals to a tourist. Unless a
country or a place has attractions including scenic and cultural wealth,
which attract tourists, tourism cannot be fostered. These comprise the
natural, the man-created, the traditional, the cultural, and the historical
and contemporary resources. These also include easy accessibility, con-
venient location on the trade routes and proximity to sources of travel.

Tourism demand is met by the concentrated marketing effort of a
wide range of tourist services. Together these services form the world’s
largest and fastest growing industry. Some of these services are crucial to
the generation and satisfaction of tourists’ needs, while others play only
a supportive role. Furthermore, some services, such as catering and
transport, provide for the needs of others besides tourists. Essentially,
the tourism industry consists of three main sectors: transport, accommo-
dation, and tour operators and travel agents, though various man-made
facilities designed to attract tourists are in many cases considered an in-
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tegral part. Transport includes air, sea, road and rail carriers. A tourist
must be in a position to use appropriate, comfortable, fast, frequent,
safe, and reliable transport to and from and within the country for the
stay of a tourist at the destinations. The accommodation sector comprises
widely differing forms of sleeping facilities, which can be conveniently
categorized as either serviced (in which catering is provided) or self-
catering. Hotels and motels are the most distinctive among the many.
Tour operators buy a range of tourist products in bulk — airline seats, ho-
tel accommodation and coach transfers, for example, and package them
for subsequent sale to travel agents or to consumers directly. Travel a-
gents which form the retail sector of the distribution chain, buy travel
services at the request of their clients and providing a convenient network
of sales outlets catering for the needs of a local community. Supportive
services can take the form either of services to the tourist himself or of
services to the suppliers of tourism. These services include guide services,
travel insurance and financial services, the marketing services, visa and

passport offices and national and regional organizations.

Text B
Trends in Tourism

With the rapid growth of mass tourism in the 20th century, tourism
has developed into a major industry and a major influence on social
changes. Every community is affected by tourism. For the new century,
the WTO estimates that the annual visits will increase from 660 million in
2000 to 1.6 billion in 2020 and the tourism revenue will reach 2000 bil-
lion US dollars. The tourism industry will become the biggest economic
sector in many countries. Nevertheless, the world is in a period of rapid
transition and in consequence tourism will experience certain changes con-

stantly.



