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Preface

Since the introduction of reform and open-door policy in China
during the late 1970s, China’s service sector has increased at
an average rate of 10.9% per annum. According to the State
Planning Commission, the service sector grew by 9.2% in 1992
which is 3.4 percentage points higher than in 1891 lits share
ot China’s gross national product (GNP), the value of goods
and services produced, has risen from 20.€% In the early
1980s to 27.7% in 1992. The service sector grew by another
9% in 1993. In 1978, less than 49 million people worked in the
service sector, the number had reached 120 miltion in 1993.
This accounts for nearly 19% of China's work force. Despite its
rapid growth, the service sector in China is still very small
compared to the service sectors of many developed countries.
The service sector in each of these countries usually accounts
for 70% of the country’s GNP This shows the service sector
in China has an enormous potential for growth.

In view of the potential for growth, the Chinese government
has decided to give top priority to expand the service sector
over the next five years. All departments and regions are being
encouraged to raise money In various forms to speed up the
growth of the service sector. According to the speeches made
by the Chinese leaders, Deng Xiaoping, Li Peng, Wan Li and
others, China is going all out to develop tourism and to use it
as a key to the development of the service industry. According
to the statistics of China’s travel industry, in 1992 the total
number of overseas and domestic tourists reached 43.2 million
and 330 million, respectively. The tourism industry earned US$3.6
billion in foreign exchange and 25 billion yuan from domestic
tourism in 1992. It is quite clear that tourism is an impor*r




source of income and also a provision of employment in many
cities in Chira. It is probably the fastest growing industry within
the service sector.

China's service sector is still at the early stage of devel-
opment. Poor service is a problem in China. This is a problem
faced by many executives engaged in a service business.
Managers have the tasks of improving their management skills
and upgrading the service quality of their business. The future
success of the enterprise depends heavily upon the execu-
tives responsible for the management of the business, espe-
cially those executives who have marketing responsibilities.
This reason has prompted the author to publish this book as
an introductory text for students studying marketing manage-
ment in business studies and as a desktop reference for the
executives who have management responsibilities in a service
business.

Owing to the economic impartance of the travel and tour-
ism industry within the service sector, the author has chosen
this particular industry to highlight the many aspects that exist
in a service business. Examples are drawn from the travel and
tourism industry to illustrate the fundamentals and practices in
services marketing.

The text is divided into four parts. Part One gives an over-
view to tourism with an emphasis on its significance to the
development of a country. It also gives an introduction to marketing
with particular reference to the characteristics of services marketing.
Part Two is devoted to the knowledge required to understand
the changing environment in which a business operates and
how consumers make their decisions in the purchase of prod-
ucts and services. Good marketing starts with a clear un-
derstanding of consumer’s needs and wants; thus, this section




includes a fairly detailed chapter on marketing research. After
reading this chapter, the reader should have the knowledge to
conduct a pilot survey independently. Specialization in prod-
uct-market tends to bring about a higher efficiency in the uti-
lization of the company's resources. Thus, the concepts of
market segmentation and target marketing are introduced at
the end of Part Two. Part Three deals with decisions in the
marketing mix which are essential elements in contributing to
the success of a marketing campaign. The four chapters of
Part Three include information on the service product, pricing
in services, communications and distribution systems. Part Four
deals with putting marketing into action. Planning is an inher-
ent part of the management process in a well-managed com-
pany. Marketing planning has been used to improve the man-
agement of the marketing function. The two chapters on mar-
keting planning and demand forecasting equip the marketer
with knowledge to analyze the current situation of the business
and to plan ahead for the company. The text gives many local
examples as illustrations This should provide sufficient thoughts
and ideas for the Chinese practitioners in the service industry
to make the necessary adaptation of concepts originally devel-
oped in the western world.

It is a pleasure to acknowledge my indebtedness to the
authors and their publishers of the many books and articles
which | have consulted when writing this text. Acknowledge-
ments are also extended to those who have commented and
evaluated this manuscript: Zhang Guangrui, Director of De-
partment of Tourism Studies at the Institute of Finance and
Trade Economics, Orlando Kong, President of the Beijing In-
ternational Hotel Training Centre, Goh Siong Huat, Deputy Director
of the Beijing International Hotel Training Centre




Last, but not least, | would like to express my special
appreciation to my friend, Joyce Stauffer, for her helpful as-
sistance in proofreading the manuscript.

Sophie S Y Wong
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Chapter 1

An Overview of Tourism
Study objectives:

You should aim to study the following:

1. Various stages in the development of tourism

2. The four major factors that contribute to the growth of
tourism

3. The definitions of some key terms in tourism and travel

4. The five major dimensions of tourism




HISTORY AND BACKGROUND

Early travel

Pecple travelling in the early days were governed by three
fastors — money, time and availability of transportation. These
three factors determined the destination of travel. In these
days, travelling was not for pleasure, it was more of necessity.
People travelled because they had to do business, to make
religlous pilgrimages, to seek foond and shelter, to fight or to
escape dangers that were caused by flood, disease and s0
on.

In ancient times the most common ways of travelling were
walking, riding on animals, and using the waterways. Travelling
on foot was the simplest and the most economical mode of
transportation. For example, the indigenous population in Aus-
tralia travelied great distances during the course of a year in
search of water. They followed rain clouds and hunted for
animals. In the same way, the Chinese and the nomads moved
from place to place in search for food and water.

Using animals as a means of transport definitely improved
the speed of travel. The most commonly used animals were
harses, donkeys, camels, elephanis, and young bulis. Pecple
rode on animals and also used them for carrying baggage.

Routes in the early days were developed for the purpose
of facilitating trade. Development of water transport was en-
couraged by the growth of cities along rivers such as the Nile
River in Egypt and the Yangtze River in China.

As empires grew in the westem world, travel became necessary
between the central government and the outlying territories.
Road sysiems were improved for military purposes. Markers
were estabiished to indicate cdistances, and posts and wells
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were developed for safety and nourishment. Travel for both
business and pleasure began to flourish. Travel was very much
confined to the upper classes. In Europe, the routes were
mainly around the Mediterranean basin. The Greeks visited
spas, attended festivals and visited Glympia for sponing-evénts.
The Romans made trips to Greece and Egypt. Touring was
popular, even tour guides were available to show visitors the
major sights.

In other parls of the world, travel for pleasure was also
well developed, like in China and Japan. Chang Chien, an
Imperial officer, travelled o Syria in 138 B.C. with a caravan
of one hundred people. His travels were well-recorded. An-
other great traveller was Emperor Wu in the 10th century. He
wrote a detailed account of his travelling experiences.

When the Roman Empire collapsed in the 5th oentury, the
long-established economic and political structures were de-
stroyed. Reads fell into disuse and barbarians invading from
the north and east made it unsafe to travel. Travel for pleasure
ceased until the 12th century when roads became safe again.
There was an increasing number of governmant officials and
traders using the roads. Also, there were large numbers of
travellers going on piigrimages. These pilgrims travelling to the
Holy Land were not really travelling for pleasure, they travelled
for specific purposes. Some paid homage to a. particular site
as an atonement for sin. Some travelied to fulfil a promise they
made when they were sick. In these travels there were a lot of
hardships ang difficulties, but these were considered a neces-
sary and fundamental part of their religious experience. In
1388 King Richard H of England required pilgrims to carry
permits when they travefled: the fore-runner of today's pass-
port.




