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Chapter 1
Introduction to International
Travel and Tourism

Ewveryone in the population wants to travel. It’s something that people feel
positive about and find liberating.

— Barbara Cassani

Learning Objectives

Upon completing this chapter, you should be able to:
e Describe what tourism is and the factors influencing tourism;
e Understand the linkages between different types of tourism industry sectors;

e Identify the development trend of international tourism.

Picture 1.1 Geyser in Yellow Stone National Park, USA
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Introduction

Tourism is an activity which cuts across conventional sectors in the
economy. It requires inputs of an economic, social, cultural and environmental
nature. In this sense it is often described as being multi-faceted. The problem in
describing tourism as an ‘industry’ is that it does not have the usual formal
production function, nor does it have an output which can physically be
measured, unlike agriculture (tones of wheat) or beverages (liters of whisky).
There is no common structure which is representative of the industry in every
country. In France and Italy, for example, restaurants and shopping facilities are
major attractions for tourists; in Russia they are not. Even the core components
of the tourism industry, such as accommodation and transport, can vary between
countries. In the UK many tourists use bed and breakfast accommodation in
private houses; in Thailand such facilities are not available. In the transport
sector, levels of car ownership and developed road networks cause many tourists
to use their cars or buses in Western Europe and the USA. In India and
Indonesia, most tourists travel by air. It is some of these problems of definition
that have caused many writers to refer to the tourist sector rather than the tourist
industry. Sometimes the terms are used interchangeably, as they are in this
book.

As to international tourism, its flows produce some of the most dynamic
economic exchanges that occur between countries. It is especially important for
European countries as it can represent the largest export contribution to their
balance of payments, These countries are therefore very sensitive to fluctuations
in tourism volume and value. However, trends are changing and the °new
industrial countries’—principally those of Asia—are experiencing the fastest

growth in international tourism.

Definition of Tourism

The problem of definition is a serious and continuing difficulty for analysts of
tourism. In particular the amorphous nature of the tourism industry has made it
difficult to evaluate its impact on the economy relative to other sectors in the

economy. Many of the scholarly disciplines attempt to define tourism as a self-
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contained subject, and from one disciplinary view. To solve the problem, a key

component definition is adopted here.

Webster’s Key Component Definition

Webster’s defines tourism as: The custom or practice of traveling for
pleasure; the promotion by establishments or countries to attract tourists; the
business or occupation of providing various services for tourists. Several key
words are identified clearly in this definition. Certainly, traveling in ages past
was travail, and the idea of tourism—travel for pleasure and enjoyment—was
virtually nonexistent. In today’s world, travel does not conjure up images of
hardship and pain. People travel great distances in speed and comfort. Journeys
that took months by horse and carriage, weeks by ship, and days by car or train
now take only hours by air. Vacations that once cost a fortune in time and money
are now easily purchased by working people of more modest means. Salespeople
travel to get more business, young couples save for vacations, families visit
relatives and friends, and retired people travel the world for enjoyment and
relaxation. Everyone, no matter what he does or where he lives, is touched by
travel and tourism.

Today , ‘travel’ and ‘tourism’ are often used together to describe the business
associated with travel. Some travel professionals and travel educators state that travelers
and tourists are synonymous; however, most people, in happy agreement with Noah
Webster, consider that only those who travel for fun and leisure are ‘tourists’. But
don’t let the ‘fun and leisure’ label mislead you. Tourism is a serious business and
powerful economic force. In fact, travel and tourism is the fastest growing component
of world trade and is the largest business in the world today. In the USA, travel and
tourism is the largest retail business and, at the end of the 1980, accounted for
approximately 13 percent of the work force already. More specifically, that
means that one out of every thirteen people employed today works in some facet
of the travel industry. Also in the USA, the growth of service businesses is
outpacing the growth of manufacturing. Many of tomorrow’s workers will be
employed in filling customers’ service needs rather than producing or
manufacturing retail goods. Travel and tourism is definitely a service business—
one that encompasses the world and reaches out to all people. It is also exciting,
vibrant, and full of opportunities to learn and develop, whether it is your chosen field of

work or your favorite pastime.
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Tourism is also a means—and a pleasurable and educational one at that—of
redistributing wealth. In most cases, travel is from the industrialized and richer
nations of the world to those that are less developed. In the USA alone, citizens
spend more money on travel than on any other activity except eating. More and

more jobs will be created to help feed this ever growing hunger for travel.

Difference Between Tourism and Recreation

The most important difference between tourism and most forms of recreation
is that consumers must travel to consume tourism. Recreation does not
necessarily imply travel. A game of tennis or a stroll in a neighborhood park
constitutes recreation, but the distance traveled to the location where these acts
take place may be minimal. Much outdoor recreation, such as sports of various
types, or indoor recreation, such as visits to theaters, cinemas, and clubs may be
local in nature. The participant does not travel far and does not leave his home for
any lengthy period. Tourism implies the removal of a person away from his
habitual place of residence and his stay in another location. This stay or removal
is temporary and is motivated by a search for personal pleasure in the shape of

rest, relaxation, and self improvement.

Characteristics of Tourism

The special characteristics of tourism make it different from other industry
groupings in the following ways:

¢ With tourism, the consumer goes to the product; with most other
industries, the product is brought to the consumer.

¢ The products of tourism are not used up; thus, they do not exhaust
countries’ natural resources. In contrast, the products of other industries
have a limited life and are trashed, recycled, and replaced with new ones.

¢ Tourism is a labor-intensive phenomenon.

¢ Tourism is people-oriented—one of the motivations of tourists is to visit
other places, meet people, and see how they live.

¢ Tourism is a multidimensional phenomenon. It is dependent on many and
varied activities that are separate but interdependent.

¢ Tourism can be seasonal. During vacation seasons, millions of tourists

travel, which results in increased revenues for tourism agencies. But
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when vacations are over, these companies experience a big decline in
dollars earned.

¢ Tourism is dynamic. It is characterized by changing ideas and attitudes of
its consumers and therefore must always be prepared and willing to adjust

to these changes.

Service Dimension of Tourism

The essential characteristics of services are that they cannot be produced
without the agreement and cooperation of the consumer and that the outputs
produced are not separate entities that exist independently of the products or
consumers. One of the key service characteristics of tourism is that the main
location at which the consumption of experiences occurs is outside of the home
environment of the purchaser. Although tourism is a service industry, this does
not mean that it is completely intangible—far from it. Tourism is based on a
complex set of infrastructure and physical resources that have a significant impact
on the places in which they are situated. However, what is being purchased by
the tourist is the experiences provided by this infrastructure and set of resources,
and not the infrastructure itself. Tourism is an experience-based product, which
means that in order to be able to understand tourism phenomenon we need to be
able to understand both its consumption and production. This is an almost
deceptively simple statement but its implications are enormous: Tourism cannot
be understood by looking at one aspect in isolation; consumption cannot occur
without production and vice versa. The inseparability of production and
consumption is therefore one of the hallmarks of tourism with the value of the
tourism experience therefore being determined by both the consumer and the
producer of the experience and the tourism product ( Figure 1.1). The
inseparability of consumption and production also means that the factors that make up
consumption and production are constantly feeding back on one another, thereby

influencing the development of tourism products and their appeal to consumers.

Experience
Product

Production

Figure 1.1 Locating the Tourism Experience and Tourism Product

Source: Chris Cooper and C. Michael Hall, Contemporary Tourism , 2008



