M (¥ e e

R o

World Tourism Cultures
An English Textbook for Tourism Education

RET P L]

&z’ PEKING UNIVERSITY PRESS




21 2B i3 R R IE

-SRI NI (FESLAR)
World Tourism Cultures

EpL &l %

D) It E X it

N/ PEKING UNIVERSITY PRESS




EHZER% 8 (CIP) 81

BRSO (BT /B R B 4. b JURCR2E AL, 20117

(21 HE42 Bk i TR R 5V B
ISBN 978-7-301-19111-8

LD [ OW- [ OEE—FHEEE—HHOKE —Xb— R —REFR—EH
IV. DH31

rh [ B B 454 CIP BB 7 (2011) 56 119088 5

¥ £ 5k Sk (KRR

EEHREE. S B &K

HRMmB:F A

FHERB:. T B

% % 4 2. ISBN 978-7-301-19111-8/H - 2869

R & 7. bR RN R

« Jb3E T ¥ U X BT B 205 %5 100871

: http://www. pup. cn HF{E4 : evaleel 770@ sina. com

: BRIGER 62752015 ‘RAITHR 62750672 4iHEE 62754382 H RS RS 62754962

s SRR KFEERT

: FHAIE
787 R X 1092 ZK 16 4 8 EIsk 8 Ei#H 300 T
2011 4E 7 HE 1R 2011487 A5 1 )RETRI

z #r: 25.00 5

|

e EE
o ok B OF O

FREWH , ABUEMIREHNEDRLBZHIALTBHE,
BEFE BN BR
2P IE . (010062752024 WL F4E4 . fd@pup. pku. edu. cn



* % -
B * %
B E L
AR

B H5E:

MEZHMR

%2 R
E X
ok E®RX FaW® B OB OKRKB

Bill McComish Smithsonian National Zoological Park
WMTH Corporation M #% KAL & R
Fate SmE RAR BEHELARBEK

TR+ i



VIO ]
Hl &S

Ml R4 RAERERAREF L, BEZFLHNHLTT, GRATAEEHR
B, WIUCRARB L. MR R R I, HL G OB R IR £ YR L R R 3
f. RBEERKEBRIN B ERE, RIRS T LSRN (AR 2
Bro ABEMS, NABIOEEA MG, AR, SERE, A, RREN
—th, BEMBEAEBRISOCAR. TRSMIRIOLRRRIE . TR . SR
FALETH.

£ BT RAARBHHNER, A HOEHSML ARA BRI AL, 1R
AL, T £ LB S R B e AR E A RS KB K CET-4
FIELUAG L KT WA, R . WAOE, RIRTU, MR SR
B LA MEER, EARMWRE T L SERREA, GTERIEA LA R
BORH TR T BRI, A S MR EE 2 3 S L NSRRI SR 7T,
K el B PR R A S 5

AH AR NS (AT ) , SEANET, 2HHI6MHTE. ST
GIEETAEAR., AR, R, fol, URHRIEREY.

BRI, SNINRTE: HUSCE X SRR Rt AR
WHE; BRI LR,

RN HRRMREA A BSHITA BN IR ; H65 002 UK B,
BTRTTA RN EBIRI RS SRATEAN H AR ER R EE.

5 = TR A S RSO, BRI RRE R S 55108
IR Y S 11 BTN SR BT 45128 T M
B R . |

BMELHRHR M 5 DRTAGHI E: B 14BTA B FSCLR; $15
HTEN R HASCACRUR s S 16HIEA G R AR RSB, 4 350 A B b1
A — A R A — R R R S

%A EN LRI . Rahe . WERR ., MITATENE. SEOTEEILR
FUNAST BRI, JBRA TR S ARSI U e 1 AT,
RABRIUVE, IV, FUB . T

L=



2

SHE A HA R . LS P18ITE, FA2 %0, w168 % R BRE K ¥
4% BREWEASEEIRE EMERTEITH, ZRANR, BEEILR, FER/NAR
RMEAREAFERE LR, FRANIEBRESIESYT, My ES. RERENTR, ¥
RSV RIGAHE . ARAESH, TS5 34%, NAME 533%, SERERE S
33%; tHAIRARAMA, B, C, D, EXEITAH, BUTKAS524/ME, HESFERIR
GBI

HaKF (ERAHENL) BMBEH

HE: LR
201153 H8H

v ERERE (BEXAR)



The Chess board square in Salzburg (Courtesy of
Yuan Feng)




Restaurants by les Champs-Elysées in Paris (Courtesy of A Bavarian town (Courtesy of Yuan Feng)
Yuan Feng)




Chapter I GUIDING THEQRIES --v-r-eoeseeesssssssssssssssssssssssessseee teetearatearesteereanseteareeaeans (1)

Unit One  What Is Tourism Culture? -«-ssseresmmsreminssesssesinens R SRR R (2)
Unit Two  Global Code of Ethics fOr TOULISIN -++-+ssseesreresserssotasmsssneesesesssssssssassssssesnseess (10)

- Unit Three Québec Declaration On FCOLOUTISITL «+++rer-rsstrssersssisimcrsosanssinnissssssssenssnesssnss ( 18 )
Unit Four  Hainan DECIAration -+« s-s-srssreresessereseseseummsississomnsasressssssssisssssssnsssasienss (27)
Chapter ' LEADING COUNTRIES IN TOURISM BUSINESS - esserssersssesssesescrens (33)
Unit Five Europe ............................................................................................. e ( 34 )
Unit Six T ATEEICHE: vnrresversmssensosdb 158 TR SRS BTSSR, reveventebesteertsrestenrrenreernan (41)
UDIt SEVEN  ASTICE -reerereermrenrrmsrssesesssmsmsresesss st tsestssssssesssmsastesss st mes s s snassesssbsnenssnanansnesesenes (49)
Unit Eight The Asia-Pacific Region ......................... vereeerearerrnee eveeenreererternerenrasenensnenannas ( 55 )
Chapter I TOURISM ECONOMY AND TOURISM CULTURE -:::eveoseeeseseesereeseass (65)
UnitNine  Beijing Olympics and Tourism CUIUTe «-sessssssreeeseseessessessssmessssissnees (66)
Unit Ten Shanghai Expo and Tourism BUSINESs « -+ +wsseserrssessmssesssessmsninsnssensenss p— (73)
Unit Elevenr Cases Studiis s srssmesuemaesmis i sas s sessesi s (78)
Unit Twelve Creativity and Innovation in TOUTISI +«+e+erssesessessinemmmnsssmsississnsinsinissninenes (85)
Chapter IV WORLD HERITAGES -++:++::s:vssseseesesssssssssssssssneneee RUTR——— (93)
Unit Thirteen World Natural Heritage «---+seoeeeresese: SRR Cessmerarnnsserisrrannnneibiiiadninnen (94)
Unit Fourteen World Cultural HErItage ----++--ssereesssrersesssssesesssesmmunnrsemssenssasmssssesnos (101)
Unit Fifteen  Dual WOrld HEritage «----srssssssesssssscsssecesscssomsemssssasssasns s ssssssssasssssssse (107)
Unit Sixteen  Intangible Cultural Heritage --+---sersseressersersecs SRR —— (113)
REFCIEIICES ++++++++r++++rerereresentsstarannsnasnssasts sesasssssasasasssssasssassnt st st shnt st ses bt s oA s At s e b s b At e s st sabane (118)

Table of Contents *

1



Chapter |

GUIDING THEORIES

The four Units in Chapter I are designed to address the guiding theories of this book. The
first Unit provides a conceptualization of culture and tourism culture. The second introduces the
Global Code of Ethics for Tourism. The third focuses on ecotourism. The fourth contributes to
sustainable tourism especially on the islands of the Asia-Pacific Region.
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pare A Key Terms

Tourism culture is a new term emerged not long ago with the quick development of
the tourism industry around the world at the turn of the century. Although cultures clash
and diffuse all the time, peoples of tourism destinations in today’s world have been trying
to make their own cultures welcome to alien tourists out of economic considerations. Some
adjustments in values or behaviors may be found in those cultures towards better serving the
visitors, preserving the local traditions, cooperating with others, or conserving the environment
for a sustainable tourism economy. Such clearly defined efforts advance those cultures
based on plans, making their courses unavoidably different from that identified as natural by
anthropologists. This type of designed culture may be called tourism culture. :

Culture is a buzz word in our life, though few of us can state clearly what it is with a few words.
There must be some connection and difference between culture and tourism culture. In order to
establish a clear understanding of tourism culture, we must first digest the concept of culture.

Culture

The term CULTURE was derived from the Latin word for cultivation, as in the practice of
nurturing domesticated plants. Thus, it originally referred to people’s role in controlling nature.
Its tangible elements are often recognized first, such as language, clothing, food and drink,
social structures, behavioral routines, religious traditions, arts, technologies, and geography that
circumstances what people can have from the nature.

Culture is also abstract. Philosophically, culture is a basic belief system from which “rational”
conclusions spring to orient behavior. This belief system is extremely powerful because it can
regulate human endeavors and change a society. We dress ourselves based on our aesthetic
ideas. We handle human relations oriented by what we believe is right, ethical, or the most
appropriate, which are called values. Any society has some sort of political, economic, and
educational systems that are tangible products of the belief system dominating the culture of
that society.

In anthropology, culture means the patterns of behavior and thinking that people living
in social groups learn, create, and share. It distinguishes one human group from the others.
It also distinguishes humans from other animals because only human beings can create and
possess culture. Any group of people who share a common culture, particularly common rules
of behavior and a basic form of social organization, constitutes a human society.

Cultures take diverse forms across time and space. This diversity is embodied in the
uniqueness and plurality of group-society identities of humankind which are conditioned by
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environments. As a source of curiosity, exchange, innovation, and creativity, cultural diversity
is as necessary for humankind as biodiversity is for nature. At the same time, it is a source of
misunderstanding and collision between peoples of different cultural backgrounds. Nevertheless,
the common heritage of humanity across racial and ethnic groups makes it possible for human
beings to communicate across cultural boundaries.

Peoples from different cultures have been seeking communication and exchange of
goods and technologies with each other, which has caused cultural diffusion and culture
change. Tourism is one of the most popular activities human beings like to do in order to have
novel, joyful, comforting, or insightful experiences in other cultures that are distant away.
As a consequence, it has long become a profit-making business to attract, entertain, and
accommodate strangers from afar. It entails studies on not only leisure and entertainment but
also tourism management and tourism culture with hope that a sustainable tourism economy
will be maintained.

Tourism and Tourism Culture

Tourism is travel for recreational, leisure or business purposes. The World Tourism
Organization (WTO) defines tourists as people who travel to and stay in places outside their
usual environment for longer than one day but shorter than one year for any activity. They
spend instead of being remunerated from within the place visited, and thus contribute to the
local economy.

Tourism business has become vital for the economy in many countries, such as Egypt,
Greece, Lebanon, Spain, Thailand, and many island nations, including the Bahamas, Fiji,
Maldives, the Philippines, and the Seychelles. The highly developed Western countries, such
as the United States, the United Kingdom, Germany, ltaly, Japan, and Austria, and the newly
industrialized or rapidly developing countries such as Singapore, South Korea, and China are
working hard to develop their tourism industry as an indispensable part of their economies.

Because much of the revenue is from businesses associated with tourism, many countries
adjust, even reconstruct, their service industries, such as transportation services, hospitality
services, and entertainment venues, to meet a variety of needs. The governments and the
communities design and adjust their ways of working and living accordingly. Such effort results
in planned changes in the local cultures of tourism destinations. Such changes become societal
routines in a long run, bilaterally beneficial for the tourists and the host communities. Thus
comes the shaping of tourism culture,

pare BB Differences between Culture and Tourism Culture

Cultures like the Chinese, the Japanese, the British, and the Mexican ones are shaped
long ago. Their developments are gradual and liberal under the influences of environmental
factors and various socio-economic and technological dynamics in different times. Considering
the full aspects of such cultures, they are not planned, designed, or arranged by people. Their
natural courses of development are very long, usually taking thousands of years.
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In comparison, tourism culture is a product of careful planning and cultivation in a
short period of time. The whole society, including the people and the government, are
conscientiously engaged in the endeavor. Tourism culture may be viewed as a more advanced
one that is designed and carefully developed with a sole purpose to entertain tourists for the
sake of tourism economy. A tourism economy takes advantage of the unique natural and
cultural resources of a given country or community for tourist recreation and entertainment for
economic benefits.

There are four major characteristics associated with a tourism culture. First, the
economic activities in the tourist destination are all oriented to support the tourism industry,
and so are the local government and social activities. Second, the natural sceneries or
attractions and places of historic figures and cultural heritages are presented in a way
to meet tourists’ needs for curiosity, beauty, heroism, adventure, religious worship, etc.
Accordingly, all recreation and entertainment activities are organized toward that end.
Third, people of the host community view tourism businesses and activities as the most
important part in their socio-economic life and treat them as such. Fourth, tourists follow
local tourism regulations conscientiously and participate in tourist activities that content
them spiritually and physically.

. nplapations ek Pagsible Diffuls Bolnts,

: 1.anthropology: AX%F (MHAXGHT, LEAXARE, L&, BB, 15H)
2.recreation: /&, HH, "B

© 3. natural scenery or attraction: & &%

4. places of historic figures and cultural heritage: 7 % A X &3

: 5. host communities: 4&/F# 84K

. Questions or Class Discussion

1. What is your understanding of culture?
2. What does tourism mean to you?
3. What are the major things that comprise the tourism industry? :
i 4. What do you know about transportation services, hospitality services, and entertainment :
venues?
5. Have you ever traveled afar (e.g. 1,000 miles from home)? How do you feel about
i the culture there?
: 6. What are the activities to entertain tourists that you know and like?
s 7. What are your considerations about tourism culture? Do you agree or disagree with
i the author of this Unit? Why?
8. Have you found, or heard about, any place that possesses a tourism culture? If yes,
i describe it.
9. What is the major difference between culture and tourism culture?



1. From above Questions 3, 4, 6, 8, or 9, choose one and write a one-page report on it.

You are encouraged to write in English.
: 2. Read the four articles in the Supplementary Readings of this Unit. Have one

question for each, and get ready to lead a discussion on it.

: :‘Sypglyementarx Readings

Tourism

In 1994, the United Nations classified three forms of tourism in its Recommendations on Tourism

Statistics:

® Domestic tourism, involving residents of the given country travelling only within this country.
® Inbound tourism, involving non-residents travelling in the given country.
® Outbound tourism, involving residents travelling in another country.

World Tourism Statistics and Rankings:
Most Visited Countries by International Tourist Arrivals

In 2008, there were over 922 million international tourist arrivals, with a growth of 1.9% as
compared to 2007. In 2009, international tourist arrivals fell to 880 million, representing a worldwide
decline of 4% as compared to 2008. The region most affected was Europe with a 6% decline.

The World Tourism Organization reports the following ten countries as the most visited from
2006 to 2009 by the number of international travelers. When compared to 2006, Ukraine entered the
top-ten list, surpassing Russia, Austria and Mexico, and in 2008, surpassed Germany. In 2008, the
U.S. displaced Spain from the second place. Most of the top visited countries continue to be on the
European continent, followed by a growing number of Asian countries.

In 2009, Malaysia made it into the top 10 most visited countries’ list. Malaysia secured the ninth
position, just below Turkey and Germany. In 2008, Malaysia was in 11th position. Both Turkey and
Germany climbed one rank in arrivals, occupying seventh and eighth positions respectively, while
France continued to lead the ranks in terms of tourist arrivals.
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Top Tea Countries by Foreign Tourst Receipts, 2007
€2009 ~Ranking America” (http:/rankingamerica wordpress.com)
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International Tourism Receipts

International tourism receipts grew to US$944 billion (€642 billion) in 2008, corresponding to an
increase in real terms of 1.8% from 2007. When the export value of international passenger transport
receipts is accounted for, total receipts in 2008 reached a record of USS$1.1 trillion, or over US$3
billion a day.

The World Tourism Organization reports the following countries as the top ten tourism earners
for the year 2009. It is noticeable that most of them are on the European continent, but the United
States continues to be the top earner.

Types ;f';'i”i‘mrism

Leisure Travel. Leisure travel was associated with the Industrial Revolution in the United
Kingdom — the first European country to promote leisure time to the increasing industrial population.
Initially, this applied to the owners of the machinery of production, the economic oligarchy, the factory
owners and the traders. These comprised the new middle class. Cox & Kings was the first official
travel company to be formed in 1758.

The British origin of this new industry is reflected in many place names. In Nice, France, one
of the first and best-established holiday resorts on the French Riviera, the long esplanade along
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the seafront is known to this day as the Promenade des Anglais; in many other historic resorts in
continental Europe, old, well-established palace hotels have names like the Hotel Bristol, the Hotel
Carlton or the Hotel Majestic — reflecting the dominance of English customers.

Many leisure-oriented tourists travel to the tropics, both in the summer and winter. Places of such
nature often visited are: Bali in Indonesia, Brazil, Cuba, the Dominican Republic, Malaysia, Mexico,
the various Polynesian tropical islands, Queensland in Australia, Thailand, and Florida, Hawaii and
Puerto Rico in the United States.

Winter Tourism. Major ski resorts are located mostly in the various European countries (e.g.
Andorra, Austria, Bulgaria, Czech Republic, France, Germany, Iceland, Italy, Norway, Poland,
Sweden, Slovenia, Spain, Switzerland), Canada, the United States, New Zealand, Japan, South Korea,
Chile, Argentina, Kenya, and Tanzania.

Mass Tourism. High rise hotels were built across Southern Europe in the 1960s and 1970s to
accommodate mass tourism from Northern Europe. It becomes a world-wide phenomenon as is seen
in Asia and South America today.

Mass tourism could only have developed with the improvements in technology, allowing the
transport of large numbers of people in a short space of time to places of leisure interest, so that
greater numbers of people could begin to enjoy the benefits of leisure time.

In the United States, the first seaside resorts in the European style were at Atlantic City, New
Jersey and Long Island, New York.

In Continental Europe, early resorts included: Ostend, popularized by the people of Brussels;
Boulogne-sur-Mer (Pas-de-Calais) and Deauville (Calvados) for the Parisians; and Heiligendamm,
founded in 1793, as the first seaside resort on the Baltic Sea.

Sustainable Tourism. Sustainable tourism is envisaged as leading to management of all
resources in such a way that economic, social and aesthetic needs can be fulfilled while maintaining
cultural integrity, essential ecological processes, biological diversity and life support systems.

Sustainable development implies “meeting the needs of the present without compromising the
ability of future generations to meet their own needs” (World Commission on Environment and
Development, 1987).

Ecotourism. Ecotourism, also known as ecological tourism, is responsible travel to fragile,
pristine, and usually protected areas that strives to be low impact and (often) small scale. It helps
educate the traveler; provides funds for conservation; directly benefits the economic development and
political empowerment of local communities; and fosters respect for different cultures and for human
rights.

Pro-Poor Tourism. The pro-poor tourism to help the very poorest in developing countries
has been receiving increasing attention by those involved in development, and the issue has been
addressed through either small scale projects in local communities or Ministries of Tourism attempting
to attract huge numbers of tourists. Research by the Overseas Development Institute suggests that
neither is the best way to encourage tourists’ money to reach the poorest as only 25% or less (far
less in some cases) ever reaches the poor; successful examples of money reaching the poor include
mountain climbing in Tanzania or cultural tourism in Luang Prabang, Laos.

Recession Tourism. Recession tourism is a travel trend, which evolved by way of the world
economic crisis. Identified by American entrepreneur Matt Landau, recession tourism is defined by low-
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cost, high-value experiences taking place of once-popular generic retreats. Various recession tourism
hotspots have seen business boom during the recession thanks to comparatively low costs of living and a
slow world job market suggesting travelers are elongating trips where their money travels further.

Medical Tourism. When there is a significant price difference between countries for a given
medical procedure, particularly in Southeast Asia, India, Eastern Europe and where there are different
regulatory regimes, in relation to particular medical procedures (e.g. dentistry), traveling to take
advantage of the price or regulatory differences is often referred to as “medical tourism.”

Educational Tourism. Educational tourism developed, because of the growing popularity
of teaching and learning of knowledge and the enhancing of technical competency outside of the
classroom environment. In educational tourism, the main focus of the tour or leisure activity includes
visiting another country to learn about the culture, such as in Student Exchange Programs and Study
Tours, or to work and apply skills learned inside the classroom in a different environment, such as in
the International Practicum Training Program.

Creative Tourism. Creative tourism has existed as a form of cultural tourism, since the early
beginnings of tourism itself. Its European roots date back to the time of the Grand Tour, which saw the
sons of aristocratic families traveling for the purpose of mostly interactive, educational experiences.
More recently, creative tourism has been given its own name by Crispin Raymond and Greg Richards,
who as members of the Association for Tourism and Leisure Education (ATLAS), have directed a
number of projects for the European Commission, including cultural and crafts tourism, known as
sustainable tourism. They have defined “creative tourism™ as tourism related to the active participation
of travelers in the culture of the host community, through interactive workshops and informal learning
experiences.

Meanwhile, the concept of creative tourism has been picked up by high-profile organizations
such as UNESCO, who through the Creative Cities Network, have endorsed creative tourism as
an engaged, authentic experience that promotes an active understanding of the specific cultural
features of a place.

More recently, creative tourism has gained popularity as a form of cultural tourism, drawing on
active participation by travelers in the culture of the host communities they visit. Several countries
offer examples of this type of tourism development, including the United Kingdom, the Bahamas,
Jamaica, Spain, Italy, and New Zealand.

Red and Dark Tourism. There are many travel destinations around the world which may be
called “red” favorites. Among them are the Memorial Wall of Paris Commune in Paris, the Winter
Palace in Saint Petersburg, Yan-an and Mount Jinggangshan of China, and the Easter Rising Dublin.

One emerging area of special tourism has been identified as “dark” tourism. This type of tourism
involves visits to “dark” sites such as battlegrounds and scenes of horrific crimes or genocide.
Auschwitz Concentration Camp and the Memorial Hall of the Victims in Nanjing Massacre are two of
this kind. Dark tourism remains a small niche market, driven by varied motivations, such as mourning,
remembrance, education, macabre curiosity, or even creative entertainment. Its early origins are rooted
in fairgrounds and medieval fairs.

Agritourism. Agritourism, as defined broadly, involves any agriculturally based operation or
activity that brings visitors to a farm or ranch. Agritourism has different definitions in different parts of
the world, and sometimes refers specifically to farm stays, as in Italy. Elsewhere, Agritourism includes
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