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Unit 1
The Travel and Tourism Industry

HR1T 55 e i e

| . Introduction #2548

Tourism stimulates enormous investment in infrastructure,
offers important sources of employment, provides governments with
subslantial lax revenues, and improves the living conditions of local
people. Tt is no wonder that there has been rapid development of the

travel and tourism industry in developing countries.

Il . Reading P&

The Travel and Tourism Industry

HRAT 5 e b

International tourism is the world’ s largest export earner and
an important factor in balance of payments for many nations.
Tourism has become one of the world’ s most important sources of
employment. It stimulates enormous investment in infrastructure,
most of which also helps to improve the living conditions of local
people. It provides governments with substantial tax revenues. Last

but not least, it creates a great many tourism jobs and business in
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developing countries, helping to bring economic opportunities and
keep rural residents from moving to overcrowded cities. v

The world’ s top 10 destinations are France, Spain, United
States, Italy, China, United Kingdom, Canada, Mexico, Austria
and Germany. The World Tourism Organization (5% 3% #% 28 4% )
2002 figure shows that the international tourist arrivals reached
702. 6 million, with the total receipts of US $ 474 billion, despite
the difficulties between 2001 and 2002, owing to the terrorist attacks
and the conflict in Iraq. Its Tourism 2020 Vision forecasts that in-
ternational tourist arrivals are expected to reach over 1.5 billion by
the year 2020. ®

The tourism industry has got three levels of trades: the prima-
1y, secondary, and tertiary. The primary tourism trades are: trans-
port, travel trade, accommodation and catering, and tourist attrac-
tions. The secondary trades are those that benefit directly from the
tourist spend, and the tertiary trades are those that benefit indirectly
as a result of tourism spend such as credit card companies, whole-
salers and manufacturers who supply the tourism trades, and many

others whose activities are supportive of the tourism infrastructure.

The tourism trade sectors ATl

There are four primary tourism trade sectors: transport, travel
trade, accommodation and catering ( 4k 4= 7BIR £k ) , and tourist
attractions ( 7& %% 5.). They are to a greater or lesser degree inter-
dependent. Transport, accommodation and catering act as the
tourism “hardware” , and tour operators/agents, tourist attractions
and recreation activities fulfill the role of “software” , which pro-

vides the reason and catalyst for tourism to take place and for the
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use of the transport and accommodation.

The transport sector consists of the providers of road, rail, air
and sea services. Transport provides the means of getting to the des-
tination, or in some circumstances may be the tourism experience
itself; for example, coach touring, cruising, certain long-distance
rail journeys in special trains, and touring by private or rental car.

The travel trade consists of two broadly interdependent sectors,
tour operators ( #&#% %2 & % ) and travel agents ( 3&4T4L/ 3K X
#2), with a number of integrated sub-sectors such as hotel and
theatre booking agencies and representatives, incoming handling a-
gents (H:AF4L), tour guides (¥ )and tour managers (4RF),
airline seat brokers (#L-Z K 4 &), and incentive travel houses
( & Fhsk 308 4-4L). The travel trade is the smallest of the primary
tourism industry sectors. In Britain and other European originating
countries, it is highly concentrated on a limited mass product of out-
ward package holiday travel to a highly concentrated number of
mass-market destinations in the sun and sea resorts.

The trade plays only a minor role in the domestic holiday mar-
ket. The majority share of the tourism in Europe is private car travel
( BB £ ), individually organized. It is principally in package
tours for a mass market, long-distance travel package tours and spe-
cialist areas where the travel trade plays its most significant role.
Tour operators and travel agents can play a most important part in
promoting and developing special destinations.

The accommodation and catering sector of the tourism industry
is an important one, as it is important for people when they are
away on holiday or business. The number of people it employs shows

the importance of the accommodation and catering sector to tourism.
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Of the 1. 5 million people working in the tourism industry in Bri-
tain, for example, over 1 million are employed in the accommoda-
tion and catering sector, making it by far the largest of the four sec-
tors.

Accommodation provision can be broadly divided into three
sub-sectors;a) serviced accommodation; b) self-service accommo-
dation; and c) visiting friends and relatives. The catering sector

covers restaurants, cafes, fast food establishments, and pubs.

Tourist attractions and business facilities
KRR SR

Most people choose their destinations according to the facilities
they expect to find there. Any facility or event which attracts visi-
tors to a particular place can be called an attraction or, more speci-
fically, a visitor attraction or tourist attraction. Attractions come in
many forms and may be either natural or man-made. The six main
categories of attractions: natural features, rides and transport,
sports facilities, shopping, entertainment, and artistic and cultural
heritage. The competition to attract visitors has increased. Many
hotels have come to provide business facilities-hotel special meeting
rooms, exhibition areas, etc., while there have been more and

more larger conference and exhibition centres.

China’ s tourism industry ik

In China, the number of employees in the tourism industry
went up to 5. 98 million, according to the 2001 figure. The total
number of travel agencies reached 13,361. Among them 1,364

handled international travel, and 11,997 domestic travel. ®



