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n Introduction to Tourism

Meili Snow Mountain Shangri-la, Greentours photograph

In recent history, serious attempts have been made to define the word “tourism”, though the
results the academic circles have come up with are hardly agreed on. To generate an all-inclusive,
sometimes ill-assumptive definition without any misleading is not the purpose of this book, so
we deliberately bypass this tedious task by looking direct at tourism in China in real pictures. Of
course, it would be helpful to examine it with frequent references to our forerunners’ researches
and base on generally accepted technical “terms” within the conceptual frameworks for this
industry. In light with today’s tourism in China, the following aspects are explored: tourist

product, motivation for touring, characteristics of the tour, etc.

The statistical data and facts regarding the tourism and travel industry in China in this text are republished from published
sources. No claims are made regarding the accuracy of the information contained here. All suggestions for corrections
of any errors about China tourism and travel industry should be addressed to the competent parties. The information
presented in each section has been organized for instruction purposes; it should not be used for official travel booking
purposes, or as being representative of existing practices.



haracteristics of the Tourist Product :

e 7 e Y R 44

Tourism products and services consist essentially of transport (air, sea,
road and rail, etc.), accommodation (hotels, motels, family lodges, youth
hostels, etc.) and entertainment and live attractions—both constructed
and natural (theme parks, heritage sites, famous mountains, etc.). There is

miscellaneous a further category of miscellaneous tourism services which may also be

P . built into a “package” or sold individually to the tourists, they are: services
[misi‘leinjas, -nias]

adj. & & Bk

—ALHy, WMLZe#y; arrangements, meal services, travel documents (visas, passports), outdoor

of guide, tour leader, guide lecturer and sometimes resort representative,

insurance, foreign exchange and credit services, shopping and entertainment

S+ %% sports equipments and consulting services. The above-mentioned services
can be sold to the tourist either direct through the producers’ own offices
(airlines, historic properties, etc.), outlets of tour operators, air transport
sales agents, or by employing the latest technology — the CRS (Computer
Reservation System), GDS (Global Distribution System, such as Abacus,
Travelsky, etc.) or the Internet. The components
of a package tour might be pre-fabricated, or
are sold on an “a la carte” basis, where visitor
decides the combination of services she/he
wishes to acquire.

At first glance, it seems that a tourist

product is a collection of services and products,

some are physical and tangible in nature, and

. . . : - are retained through time contracts with the
Tourists using a ferry at Zhaoqing, Guangdong province

suppliers, such as an airline seat, copies of

tangible brochures, meals; some are intangible benefits, which are hard to define
[twondsbl] in numbers, sizes and can only be described with abstract and subjective

wording as “psychological experience of the product”, including the delivery
adj. 19 5% # of these services, temporary use of the atmosphere, geographical features,
subjective culture and heritage at the destination. Perhaps an appropriate example of
[sab'dsektiv] a tourist product would be a chance someone buys and travels to enjoy the

sun on the sandy beach, while enjoying the cool breeze that comes from the
adj. ALY, A sea, rather than sun bathing on the balcony of his/her own apartment; a walk
along the sapphire lake with fluttering prayer flags by side and snow-capped

mountains at the far horizon, rather than reading pictorials at home.




These features impose challenges to those in the tour operating
business, since part of the products are not at the disposal of the operators,
and in the high season, they may be at the mercy of market forces in dealing
with airlines, hotels, etc, and cannot either exercise control over the launch
of their package tours as schedule or maintain quality standards over the
elements provided by suppliers. However, We cannot standardise a service
since the human ingredient complicates the delivery. Because the production
and the consumption of a tourism experience are inseparable and because
differing circumstances and people will affect each experience, each with their
own set of expectations, those experiences are prone to variance and create a
challenge for tourism managers to achieve consistency of standards. External
factors can also affect the tourist experience. A bumpy flight can ruin an
overseas trip and rain can spoil a beach resort stay. However tour operators
must maintain good working relationships with those in the industry, satisfy
themselves that, through contracts and good faith, the arrangements made
by the hoteliers, airlines, and other service providers for taking care of
clients are adequate, and each element of the product is comparable in
standards. Tours operators should realize that allow the tourists enough time
to be at the site and with the local environment is important; tourists gain a
superficial understanding cursorily will only ruin their experiences and stop
them to become repeat customers. In the meantime, tour operators also need
to be sure that the tourists have the rights to use and enjoy what they have come
to see, but not in a position to damage or alter them in any way.

Second, the characteristic lies in its intangibility before, in the middle of
and after sales. The potential customer cannot inspect, taste or trial use the
tourist product before they are actually transported to the site, and the actual
consumption of the product requires not only

the involvement of the individual tourist,
requiring his/her recognition and appreciation
of the novel environment and try not to get
too much cynical, gloomy, xenophobic,
or so demanding for the service, the local
people, their way of living and their world of
believing, but also of the same importance the
inputs of others, such as an on-time flight, a
good hotel room, qualified tour guide with
local knowledge and hospitable local people,
to make the holiday an enjoyable experience.

Greentours photo

comparable
['komporabl]

adj. T HLiR ey, b
7FLey

cursorily
['korsorili]

adv. FAEHL, BRI
e, BRH
intangibility

[in, tznd3o ‘biliti]

n RBHES,
Frefeir
xenophobic

[ zenou'foubik, zi:-]
adj. R (G IR)SH
BA., FAEAH

A folk dance performance at Salzburg, Autria,
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Once the tour is over, recalling and sharing with families and friends the
photos, travel anecdotes are prolonged parts of the tour. These further add
difficulties for the marketer of tourism in that, worrying they may not get
what they pay for, tourists have become sensitized to price bargains, and are
encouraged to buy on price and seek out the cheapest. These problems call
on tour operator to apply a systematic approach to measure the intangibility
of services and set performance standards considering variations due to
customer expectation. Many traditional engineering tools are used in
this regard, including the application of process mapping, which believes
sales are the output of a process involving a variety of functions across an
organization, and not that of a “sales department” alone, and simulation,
design of experiments in marketing, statistical process control to sales figures,
the analysis/reduction of constraints, and giving the central importance
of human behavior by applying behavior analysis, among others, establish
his reputation through non-fraudulent operations, screening out qualified
suppliers and help the tourists stay in the right mood and hold a “fair”
expectancy of what they are going to see. When they return home, help them
extend their joy and happiness.

The last characteristic of tourist product is its perishability, literally
means, once the selling season is over, the unsold hotel rooms, flight seats
and package tours are losses for the tourism business. In the short term, the
supply of products is fixed, if market demand changes, as it does frequently
in reality, it takes time for the suppliers to adapt to. While the market is
expanding, over optimistic forecasts of tourists flow lead to surpluses in
supply, operators are forced to dump sale the products at bargain prices.
The other side of the coin is that, pessimistic forecasts will let out supply
insufficient to meet the demand. These will cause operators lose business
while the demand is strong. Hence great efforts must be made on the part
: of operators to establish a fine judgment of the
market with the aid of experiences and expertise
in computerized management system, project
management and forecasting the demand both
qualitatively and quantitatively, coupled with
continuously reviewing of the products life cycle,
performance reporting and lessons learned. It
is worth noting that the life cycle of a product

: - - - is relatively short, so tourism professionals need
Barbecue dinners on the Jlimbaran beach, Bali, Indonesia, Y ? P

ottt by LB to reproduce ever-new objects for the tourist to

R

look at, and the concept of quality is no longer

. 75.




so narrowly defined. Company executives are feeling market pressure to create
more diversified, authentic and unique experiences. Companies must constantly:
refresh their products and embrace innovative concepts; update their products
to keep them timely, modern and current; adapt products for every customer so
that clients enjoy a personalized experience; and recruit exceptional staff who can
deliver on the experience.

Exercise @) Read the text and answer the following
questions.

q

@ How can tourism services be distributed to the tourist?

@ What features impose challenges to those in the tour operating
business, since parts of the products are not at the disposal of the
operators?

@ Why should the tour operator establish their reputation through
non-fraudulent operations? '

What harm will the over optimistic or the pessimistic forecasts of
tourists flow do?

How many characteristics of the tourist product have been
mentioned above? Can you summarize them in your own words?




