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e updated case studies on BRIC markets and an enhanced focus on Asia as well as
emerging markets such as the Middle East and South America

e enhanced sustainable development coverage highlighting the challenge of climate
change and future tourism growth, including new debates such as Last Chance
Tourism and overtourism

e a transport section with more international perspectives from China and South
America and globalized transport operators, and a case study on using taxation to
limit air travel behaviour

e an updated companion website with: additional case studies, quizzes, PPTs, further
reading, web reading and video links.
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Praise for the 5th Edition

‘Anyone interested in tourism management will value this book because of its breadth
and scope. If you are concerned with the heated issues of managing visitors and their
impact as well as the future range of management problems that the tourism industry
need to address, this is the book you cannot afford to miss.’

Barry Mak, PhD, Associate Professor, School of Hotel and
Tourism Management, The Hong Kong
Polytechnic University, Hong Kong

‘The newly revised Sth edition of Tourism Management is an excellent textbook, compre-
hensive and easy to read, that covers the fundamentals of tourism management issues
with appropriate resources; much more than a general academic treatment of the topic
of tourism management. It is a multi-purpose book, serving as classroom textbook, ref-
erence book and business guidebook for practitioners and professionals in the field of
tourism.’

Muzaffer Uysal, Professor of Tourism and Hospitality
Management, Virginia Tech, USA

‘Tourism Management is an ideal text for students who are either embarking on tourism

studies as a field of study or for students taking a one-off “expedition” into tourism stud-

ies. Extensively updated with a more focused emphasis on sustainability, many additional

case studies and an expanded global coverage this text certainly meets the needs of the
contemporary student.’

Bruce Prideaux, Professor, Marketing & Tourism,

College of Business, Law & Governance,

James Cook University, Australia
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Preface

This book is written as a simple, plain language introduction to tourism and assumes no
prior knowledge of what tourism is and how it affects our everyday lives. To read it you
need to ask one question: Why is there so much interest in tourism? If you are inquisitive
about tourism and how it has developed as a business then read on. This is a book that
looks at what the tourism industry is and does, and why it is such an important global
business. In simple terms it shows how tourism is organized, run and managed — and how
our desire to take holidays and use our leisure time creates an industry that is expanding
and is sometimes seen as out of control. This book does not pull any punches: it is not
full of jargon, buzzwords and academic gobbledegook — there are far too many books like
that which fail to convey the excitement that tourism engenders. It tells a story chapter
by chapter about how tourism has developed, what tourism is and how specialist busi-
nesses meet the insatiable demand for holidays and travel. Where technical terminology
is used, it is explained in lay terms for the general reader. The book offers many insights
into a fascinating business that is changing so fast that even commentators find it hard
to keep abreast of it.

The book takes a global look at what tourism is with examples from various countries
and places, and asks: If tourism is so important to our economies and society, what can we do
to manage it? Whose responsibility is it? Is it too late to control it? Such questions can only be
answered after explaining how the tourism industry exists as a large unwieldy set of inter-
ests that are united by one key principle: making money from the visitor and their pursuit
of pleasure or travel. The book is comprehensive in the way it treats the different elements
of the tourism sector and questions what the challenges of managing tourism are.

Tourism Management will be essential reading for anyone interested in tourism -
including tourists — and who wants to understand how the business works, how it makes
profits and what are the effects of its activities on destinations. The book examines all the
key trends now affecting the tourism industry from the impact of technology to the way
low-cost airlines have transformed the market for leisure travel.

We are all living in an age of major social and economic transformation, and tourism
is part of that transformation. Reading this book will at least help you understand what
is driving these changes in tourism and what is likely to stimulate future changes. For the
tourism manager, the book will undoubtedly spell out a few home truths. For the general
reader, it will show how difficult being a manager in tourism actually is — and the prob-
lems that we, the travelling public - the tourists — actually pose for businesses — as well as
the opportunities and the challenges.

XV
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PREFACE

I hope you enjoy reading this book. It is certainly not the largest book ever written
on tourism, but it is a clear, lucid and frank assessment that is easy to follow and above
all shows how everything fits together — since tourism is not a simple business, all about
holidays - or is it? Why not read on and find out! Happy reading.

New to the sixth edition

This edition has been completely rewritten, updated and revised to refocus the book’s
key messages on the management of tourism with a stronger focus on sustainability. As a
result, the following new features have been developed:

e new case studies throughout, with other case studies updated

e agreater focus on concepts and ideas being represented in a visual or graphical format

e a greater global focus throughout the book both at the general level through trends
and developments and with a greater geographical spread of case studies derived
from developed, developing and emerging countries as tourism destinations

e new PowerPoint slides that make the book’s visual and graphical material more acces-
sible, with a new website with online questions and links

e an expanded format and extended discussion of key themes of current interest in
global tourism, including the growing importance of social media and how both
tourists and the tourism sector are harnessing its power.



Companion website information

A companion website accompanies this book at www.routledge.com/cw/page/ and
includes additional resources for both students and lecturers.

Student resources
*  Suggested further reading for each chapter.

*  Supplementary readings and indicative questions that extend and develop key
themes in each chapter.

* A case study archive.
*  Further web reading.
* Links to a selection of multi-media resources.

+  Atest bank of multiple choice questions for each chapter for students to test their
understanding.

Instructor resources

*  PowerPoint slides with line figures, illustrations and photographs from the book.

Xvii
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I§ Tourism today

Why 1s it a global phenomenon
embracing all our lives?

Learning outcomes

This chapter provides an overview of tourism as a subject of study and
after reading the chapter you should be able to understand:

* why tourism has emerged as a major leisure activity

*  how tourism can be defined as a human activity

* how to distinguish between domestic and international tourism

*  why tourism has to be measured and the importance of tourism statistics

* the scale and importance of tourism at a global scale and some of the
reasons for its growth

*  why tourism is a difficult activity to manage.




TOURISM TODAY: WHY IS IT A GLOBAL PHENOMENON?

Introduction

The new millennium has witnessed the continued growth of interest in how people spend
their spare time, especially their leisure time and non-work time. Some commentators
have gone as far as to suggest that it is leisure time — how we use it and its meaning to
individuals and families — that defines our lives, as a focus for non-work activity. This
reflects a growing interest in what people consume in these non-work periods, particu-
larly those times that are dedicated to travel and holidays which are more concentrated
periods of leisure time. This interest is becoming an international phenomenon known as
‘tourism’: the use of this leisure time to visit different places, destinations and localities
which often (but not exclusively) feature in the holidays and trips people take part in.
The World Travel and Tourism Council (WTTC) estimates that travel and tourism as an
economic activity generate around US$8.3 trillion. At a global scale, travel and tourism
supports around 1:10 jobs globally and generates 10.4 per cent of world GDP. The growing
significance of tourism according to WTTC, is in the contribution to new job creation
globally, that is estimated to be around 1:5 of all new jobs created.

Therefore, the growing international significance of tourism can be explained in many
ways. In an introductory text such as this, it is important to stress at the outset the follow-
ing types of factors and processes in order to illustrate the reasons why tourism assumes
an important role not only in our lives but also globally:

e tourism is a discretionary activity (people are not required to undertake it as a basic need
to survive, unlike consuming food and water)

e tourism is of growing economic significance at a global scale, with growth rates in excess
of the rate of economic growth for many countries

e many governments see tourism as offering new employment opportunities in a growing
sector that is focused on service industries and may assist in developing and modern-
izing the economy

e tourism is increasingly becoming associated with quality of life issues as it offers people
the opportunity to take a break away from the complexities and stresses of everyday
life and work - it provides the context for rest, relaxation and an opportunity to do
something different. This is increasingly being associated with notions of well-being
and how holidays assist with relaxation, recuperation and personal goals outside of
work

e tourism is becoming seen as a basic right in the developed, Westernized industrialized coun-
tries and it is enshrined in legislation regarding holiday entitlement — the result is that
many people associate holiday entitlement with the right to travel on holiday

e in some less developed countries, tourism is being advocated as a possible solution to pov-
erty (described as ‘pro-poor’ tourism)

e holidays are a defining feature of non-work for many workers

e global travel is becoming more accessible in the developed world for all classes of people
with the rise of low-cost airlines and cut-price travel fuelling a new wave of demand
for tourism in the new millennium. This is potentially replicating the demand in the
1960s and 1970s for new popular forms of mass tourism. Much of that earlier growth
was fuelled by access to cheap transport (i.e. the car and air travel) and this provided
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new leisure opportunities in the Western world and more recently in the developing
world and newly industrializing countries

e consumer spending on discretionary items such as travel and tourism is being perceived as a
less costly item in household budgets. It is also much easier to finance tourism with the
rapid rise in credit card spending in developed countries, increasing access to travel
opportunities and participation in tourism

e technology such as the internet and the growing importance of social media has made book-
ing travel-related products easy and placed travel within the reach of a new generation
of computer-literate consumers who are not necessarily going to a physically located
travel agent to book the annual holiday. Such technology now opens many possi-
bilities for national and international travel at the click of a computer mouse and to
check-in for a flight via a mobile phone. Technology is also enhancing the way travel
experiences are promoted, created, consumed and instantaneously shared.

It is evident that tourism is also becoming a powerful process affecting all parts of the globe.
It is not only embraced by various people as a new trend, a characteristic or defining feature
of people’s lives, but is also an activity in which the masses can now partake (subject to their
access to discretionary forms of spending). This discretionary activity is part of wider post-
war changes in Western society with the rise in disposable income and spending on con-
sumer goods and services. These changes have, since the 1990s, also spread to non-Western
nations. Yet tourism is not just a post-war phenomenon as it can be traced back through
time as shown in Further Web Reading 1. This highlights how important tourism was in
past societies as well as the historical processes of continuity and change which help us to
understand tourism development throughout the book. The first major wave of growth in
consumer spending was in home ownership, then in car ownership and then in access-
ing tourism and international travel. In fact international travel (and domestic travel, i.e.
within a country) is a defining feature of the consumer society. Whilst the car has given
more people access to tourism and leisure opportunities within their own country, reduc-
tions in the price of aeroplane tickets has made international travel and tourism products
and services more widely available. For example, the number of air travellers in the UK is
expected to rise to 475 million by 2030. This is not without its environmental cost.

Travel and sustainability

There is a growing global concern about the ability of the earth’s environment and resources
to sustain the continued expansion of economic activity, including tourism. Whilst scien-
tists have pointed to these concerns since the 1960s, these environmental issues have only
really begun to permeate government and people’s thinking since the rise of global con-
cerns over climate change, the international Kyoto Treaty seeking to address greenhouse gas
emissions and the Stockholm Conference in 2013. Tourism is centre stage in these concerns
because travel for leisure purposes is not a fundamental necessity, and it contributes to
CO, emissions through the consumption of fossil fuels used to transport people on holiday,
at the destination and in the accommodation they use. Transportation causes around 75
per cent of the CO, emissions generated by tourism, with aviation responsible for around 40
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per cent of these emissions. Improving energy efficiency in transportation may be expected
to generate a reduction of 32 per cent in the emissions per passenger kilometre between
2005 and 2035. However, the quantity of emissions varies depending on the mode of trans-
port used, with long-haul travel the greatest contributor to highly emission-intense trips.
The issue of tourist travel and its global environmental effect through pollution is a
thorny one since tourism is internationally significant and has an important role in soci-
ety, as we have already seen. There is an almost unanimous reluctance among government
policy-makers to directly limit or restrict tourist travel due to its economic effects on desti-
nation areas. Consequently, many prefer to adopt the politically acceptable and palatable
adaptation strategies — seeking to adapt human behaviour and destinations to the effects
of climate change (see Case Study 1.1). Many people openly admit to being supportive of
‘green’ and ‘sustainable’ principles but are unwilling to sacrifice their annual or additional
holiday to reduce carbon emissions: likewise, few are willing to sacrifice an overseas desti-
nation for a less carbon-consumptive and polluting domestic holiday. This assumes a more
interesting dimension when one sees some sections of the tourism industry responding
to consumer interest in green issues, by offering more ‘green’ and ‘sustainable’ holidays,
recognizing a business opportunity. Critics have labelled this harnessing of green issues as
one way of gaining a competitive edge without a complete commitment to implementing
sustainability principles in their business practices as ‘greenwash’ (see Table 1.1).

CASE STUDY 1.1

THE MALDIVES, TOURISM AND SEA LEVEL CHANGE

Climate change has become a dominant theme in the analysis of the future for small island nations which
are little more than a metre above sea level. This has become a major problem for governments when
the scale of sea level change is set against natural changes in the land level which is sinking at a rate of
around less than a centimetre per year. However, this means that in less than 100 years some island states
such as the Maldives may be flooded and therefore uninhabitable. The Maldives is a collection of 1200
small islands (198 of which are inhabited) and it is dependent upon tourism as its main source of external
earnings, accounting for over 28 per cent of GDP and almost 60 per cent of foreign earnings receipts. The
dependence upon tourism has meant that the country’s 600 000 international visitors each year are a key
source of revenue for the country’s economy and, should climate change combine with sea level rises to
accelerate the pace of change, the country’s tourism industry could be completely eradicated. Therefore
in spite of the country’s natural beauty, and 80 tourist resorts located across 80 different atolls (i.e. small
islands that are just above sea level), its competitiveness as a destination may well be threatened by
natural environmental changes. To address these threats, the capital Male has built a 3m sea wall for just
one island, while other islands in the Maldives suffer periodic flooding. Despite these major challenges
the country’s government is seeking to try and mitigate the worst impacts of climate change. However,
its resources are very limited and the scale of the problem huge. It is a story that can be repeated across
many similar island archipelagos across the South Pacific where climate change may accelerate the pace
of sea level rises, putting the livelihoods and entire destination in peril for the future.
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Table 1.1 Key studies on tourism and sustainability

Tourism and its ability to be sustainable as an activity have been major growth areas of
research since the 1990s. The guiding principles of sustainable tourism are based on

the management of resources, the environment, the economy and society/its culture for
the long term so that they are not compromised or damaged by tourism development.

A number of key studies exist which provide a very wide-ranging overview of the subject’s
development:

e Krippendorf, J. (1987) The Holiday-Makers. Oxford: Butterworth-Heinemann.

This landmark study questioned the necessity of long-haul travel and the impact of
tourism, including the damage it caused to the environment.

e Connell, J. and Page, S. J. (eds) (2008) Critical Concepts in Sustainable Tourism, Vols 1-4.
London: Routledge.

This extensive review of the landmark studies published on sustainable tourism charts the
development of research in the area and navigates the reader through the 40 years of
research in the area.

* Mowforth, M. and Munt, I. (2008) Tourism and Sustainability: Development, Globalization and
New Tourism in the Third World. London: Routledge.

This is a complex but critical review of the sustainability debate which challenges current
thinking and many of the conventional ideas that tourism can easily be translated into a
sustainable activity, particularly in less developed countries.

e UNWTO/UNEP (2005) Making Tourism More Sustainable, A Guide for Policy-Makers. Madrid:
UNWTO.

This report outlines many of the principles which can be harnessed to try and make
tourism sustainable.

This reflects the fact that tourism in this respect is a phenomenon that is constantly
evolving, developing and reformulating itself as a consumer activity. Tourism, as a con-
sumer activity, is constantly being developed by the tourism industry and individual busi-
nesses, as marketing is used to develop new ideas, products and services, and destinations.
The challenge for the tourism industry is in adopting new ideas developed in research,
such as service-dominant logic (i.e. where the prevailing focus is on the exchange of
service from the provider to the consumer rather than a passive provision of service —
see the discussion in Chapter 9), which may also assist, with the use of social market-
ing techniques, in adapting human behaviour so that people extend the daily activities
that embrace sustainability ideals (e.g. recycling, reuse and minimizing the use of natural
resources) to their holidaytaking behaviour. Of course, the cynic may argue that the most
sustainable form of tourism is none at all if you are serious about your own footprint on
the planet.

The tourism sector has embraced new ideas (including in some cases sustainability) and
pursued strategies focused on developing niche products reflecting the way that tourism
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Table 1.2 Niche forms of tourism

Tourism is a dynamic phenomenon and a highly trend-driven activity in a post-modern society
where travellers constantly seek new and diverse experiences. This has led the tourism

sector to harness marketing techniques to create different products and experiences for very
specific market segments based on consumers’ interests and values. A range of some of the
key trends and developments in recent years are listed below with a brief explanation of their
underlying philosophy and examples.

Trend

Explanation

Slow travel

Low-cost travel

Volunteer
tourism

Sport tourism

Health and well-
being tourism

Medical tourism

Travel to a destination and savouring the journey by not flying, such as
taking the train or bicycle so that the rush and stress is taken out of the travel
experience and it is slowed down

Travel by budget carriers which provide very cheap tickets for those who can
book a long way in advance

Travel to destinations to volunteer one’s services to help with community or
environmental projects (e.g. rebuilding a community after a natural disaster)

Travel to watch or participate in sport such as to visit the Olympic Games

Travel to improve one’s quality of life and health with treatments at spas or
health resorts

Travel overseas to get low-cost medical treatment in countries such as India

Film tourism Travel to a location or fictitious area popularized in a movie or television

programme (e.g. New Zealand and the Lord of the Rings trilogy)

Dark tourism Travel to a location or locations that have been associated with death,
disaster or macabre events, such as prisons or sites of torture (e.g. Auschwitz

concentration camp)

Further reading: Novelli, M. (ed.) (2004) Niche Tourism. Oxford: Elsevier.

has developed a more specialist focus (see Table 1.2). Tourism appeals to the human imag-
ination. As an activity it knows no bounds: it is global and it affects the environment it
occurs in, the people who host it, the economies it seeks to benefit and the tourists who
consume it as an experience, product and an element of their lives. With tourism having
this all-embracing role, it is no surprise that many commentators, researchers and gov-
ernments have agreed on the need to manage it as a process and activity, especially since
it has the potential to snowball and grow out of proportion if it is not managed. Therein
lies the basic proposition of this book — tourism needs managing if it is to be successful
and beneficial rather than a modern-day scourge. For this reason, sustainability has a key
role to play in helping to transform the very damaging and resource-consumptive nature
of tourism activity.

Yet one of the fundamental problems in seeking to manage tourism is in trying to under-
stand what it is: how it occurs, why it occurs where it does, the people and environments
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INNOVATION IN SUSTAINABILITY 1.1

SUSTAINABILITY AS A PHILOSOPHY TO TRANSFORM THE
IMPACT OF TRAVEL AND TOURISM

Sustainability as a concept is becoming more embedded into mainstream tourism thinking as it moves
from a niche concept to a way of thinking or philosophy that should underpin all areas of tourism activity
and behaviour. Despite the many barriers that exist in promoting sustainability to make holidays
and tourist behaviour less environmentally damaging, at an operational level the tourism sector is
increasingly showing signs of embracing and implementing sustainability ideals. In recognition of
this, and to demonstrate how organizations and businesses are innovating in the field of sustainability,
this new edition will illustrate how innovations have been developed and implemented to showcase
examples of best practice, new policies or approaches that have been developed and challenges which
sustainability faces.

The sustainability concept

As Page and Connell (2010) argue, sustainability is now a commonly used term in everyday use which
arose from a growing consensus during the 1980s over concern with environmental issues and the
impact of different forms of economic development, particularly its link to climate change and global
warming. This international growth in environmentalism has meant that there is a greater emphasis
on the protection, conservation and management of the environment as a natural and finite resource
(although some elements are renewable such as water, with the ability to replenish itself).

This concept of sustainability has been refined within the public sector, particularly in the planning
profession, to sustainable development which highlights the vulnerability of the environment to human
impacts and the need to consider its long-term maintenance. As Page and Connell (2014) illustrate, much
of the initial stimulus to a global awareness of sustainable development can be traced to the influential
1987 World Commission on Environment and Development (WCED) report, Our Common Future (WCED
1987), which asserts that ‘we have not inherited the earth from our parents but borrowed it from our
children’. In other words, sustainable development is based on the principle of ‘meeting the needs of the
present without compromising the ability of future generations to meet their own needs’ (WCED 1987).
Translating these principles into practice has been a major challenge for policy-makers and governments
as it requires changing existing ways of doing things and people’s attitudes, and a new way of thinking
about how human activity impacts both the resources of the planet that are finite (i.e.cannot be replenished
such as oil or coal) and those that are infinite (those that can be replenished such as water), which can be
adversely affected by pollution from human activity related to tourism or directly compromised by the
pressures from tourism (see Case Study 1.2). For this reason, where sustainability is championed by the
public sector it will often require a range of tools that can transform our thinking and behaviour in the form
of specific interventions as illustrated in Figure 1.1, where excessive levels of conspicuous consumption
associated with tourism may need to be curtailed or modified (i.e. controlled or adapted). This underlines
what many commentators argue, that sustainability really needs to be at the heart of all tourism activity to
reduce the consumption of carbon and associated pollution arising from tourism.
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Figure 1.1
Levels of public sector intervention to regulate individual/group behaviour in society: Implications for
leisure planning and sustainability

Source: Page, S. J. and Connell, J. (2010) Leisure: An Introduction. Harlow, UK: Pearson

CASE STUDY 1.2

WATER EQUITY ISSUES AND SUSTAINABILITY IN THE
DEVELOPING WORLD

Water is a fundamental human need for both drinking and sanitation and, as Tourism Concern argues,
water equity is concerned with ensuring that development does not infringe on the needs of local
people in destination areas to gain rights to water for personal needs so that they can live in dignity. In
the developed world, water is taken for granted but, in many developing countries, particularly in fragile
environments where tourism has developed (e.g.in coastal communities where resort development has
occurred), access to water is far from equitable. Some researchers have highlighted the conflict that
exists between tourists and residents over access to water. This was embodied in a campaign by Tourism
Concern in 2012: in Goa, a local resident uses 14 litres of water a day; a hotel guest uses 1785 litres of
water; in Zanzibar research has highlighted that residents consume on average 93.2 litres of water a day
and tourists’ use ranges from 686 to 3195 litres a day depending upon the accommodation type they
stay in. In the Dominican Republic, estimates of tourist use of water range from 259 to 1483 litres a day,
while only 48 per cent of the population have access to potable water (which is water that is safe enough
to drink or with low risk of harm). In the case of the Dominican Republic, the UN has estimated that only
10 per cent of the population has continuous access to uninterrupted water supplies. This pattern is
replicated in other developing countries where mass resort-based tourism has led to overconsumption
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of water supplies for tourism purposes in environments that are arid, subject to seasonal droughts and
water-intensive in the products and experiences offered to overseas tourists. The unsustainability of
these mass resort models has been characterized by indirect water-consumptive activities such as golf
and swimming in hotel pools and by heavy consumption for direct use (e.g. toilet flushing, washing and
bathing, and washing of hotel towels daily), while residents are often forced to travel long distances to
seek water (where piped supplies do not exist or access to fresh supplies of water are limited).
Therefore issues of water scarcity in some developing countries with expanding tourism industries
(see the discussion later in this chapter), and the prioritization of supplies for tourism and agricultural
use, make both the issue of the development of tourism and identifying the unsustainable nature of its
growth contentious. Whilst some tour operators have sought to address the issue by raising awareness
of water use amongst tourists as consumers, this has been shown to have very little impact on consumer
behaviour. This again reinforces the problem of being ‘green at home’ and seemingly responsible
towards the environment but wishing to ‘treat themselves’ on holiday, which is compounded by a
degree of ignorance about the scale and significance of the water equity issues in specific destinations.

Further reading

Page, S.]., Essex, S. and Causevic, S. (2014) Tourist attitudes towards water use in the developing world:
A comparative analysis. Tourism Management Perspectives, 10: 57-67.

that are affected by it and why it is a volatile activity that can cease as quickly as it can
start. These types of questions are what this book seeks to address. It will also look at why
tourism as a consumer activity is built on dreams, images and what people like to do; this
is notoriously difficult to understand as it involves entering the realms of psychology and
the mind of the individual tourist. Furthermore, these psychological elements are bound
up in notions of enjoyment, feelings, emotions and seemingly intangible and unseen
characteristics. The issue is further complicated by the way in which an individual’s tastes
and interests change throughout their life. In other words, being a tourist is based on the
principle of non-work and enjoyment of one’s free time in a different locality, and results
in an experience, a treasured memory and something personal that develops through our
life course.

Why study tourism? Is it just about enjoyment
and holidays?

Tourism and its analysis have become a relatively recent field of study among aca-
demics, researchers and commentators. Some of the very early student textbooks on
tourism (see Table 1.3) can be dated to the early 1970s (although there are examples
of other reviews of tourism dating to the 1930s, 1940s and 1950s), with a second wave
being produced in the 1980s and then a massive explosion in the late 1980s and 1990s
as tourism education and training expanded worldwide. Since the 1990s, a wide range



CHAPTER 1 TOURISM TODAY: WHY IS IT A GLOBAL PHENOMENON?

Table 1.3 The evolution of the study of tourism: Key studies during the period

10

1930-1970s

Lennard, R. (1931) Englishmen at Rest and Play. Oxford: Clarendon Press.

Ogiilvie, I. (1933) The Tourist Movement. London: Staples Press.

Pimlott, J. (1947) The Englishman’s Holiday. London: Faber & Faber.

Lickorish, L. and Kershaw, A. (1958) The Travel Trade. London: Practical Press.

Burkart, A. and Medlik, S. (1974) Tourism, Past Present and Future. London: Heinemann.
Goeldner, C. (1974) Tourism, Principles and Practice. New York: Wiley.

Page, S. J. and Connell, J. (eds) (2008) Tourism, Volumes 1-6: Sage Library of Tourism and
Hospitality Management. London: Sage. (This collection of seminal articles shaping the
development of tourism research documents the period since the 1920s and is an important
starting point to trace the development of the subject.)

of more specialist and niche books have been published on particular aspects of tour-
ism research.

There are a range of commonly recognized problems in studying tourism, a number of
which are important to the way in which we understand whether it is just about enjoy-
ment and holiday taking:

e tourism is a multidisciplinary subject which means that a wide range of other sub-
jects, such as psychology, geography, economics, to name but a few, examine it and
bring to it a range of ideas and methods of studying it. This means that there is no
overarching academic agreement on how to approach the study of tourism - it really
depends on how you are looking at tourism, and the perspective you adopt which
determines the issues you are interested in studying

e this has led to a lack of clarity and definition in how to study tourism, something
that other researchers have defined as reductionism. What this means is that tourism is
normally defined by reducing it (hence ‘reductionism’) to a simple range of activities
or transactions (i.e. What types of holidays do people choose? or How do people purchase
those holidays?) rather than by focusing on the framework needed to give a wider
perspective or overview of tourism.

These problems often compound the way people view tourism as a subject, emphasizing
the holiday or enjoyment aspects of travelling (in one’s spare time or on business) as the
defining features or reference point of tourism. To the general public tourism is some-
thing everyone knows about - it is something many have engaged in and so have an
opinion on what it is, its effects and widespread development.

Admittedly, tourism is about pleasure and enjoyment, but its global growth and expan-
sion are now creating serious societal problems and issues; a fundamental understanding
of tourism is required if we are to manage and control the impacts and problems it can



TOURISM TODAY: WHY IS IT A GLOBAL PHENOMENON?

cause. Some critics argue that tourism epitomizes the extreme of post-modern consump-
tion in a society that spends on travel and tourism because it can and not for an intrin-
sic need for holidays as access to travel is, in relative terms, very cheap and affordable
for many. One way of beginning to understand that tourism is more than holidays and
enjoyment is to think about why tourism is so important in modern society (i.e. its social,
cultural and economic significance) by looking at an important process which has led to
the demand for it — the rise of the leisure society.

The leisure society

Tourism is now widely acknowledged as a social phenomenon, as the nature of society
in most advanced developed countries has now changed from one that has traditionally
had an economy based on manufacturing and production, to one where the dominant
form of employment is services and consumer industries (i.e. those based on producing
consumer goods and services). At the same time, many countries have seen the amount
of leisure time and paid holiday entitlement for their workers increase in the post-war
period so that workers now have the opportunity to engage in the new forms of con-
sumption such as tourism. These changes have been described as being part of what has
been termed the leisure society, a term coined in the 1970s by sociologists. They were
examining the future of work and the way in which society was changing, as traditional
forms of employment were disappearing and new service-related employment, increased
leisure time and new working habits emerged (e.g. flexi-time and part-time work). Some
commentators described this as a ‘leisure shock’ in the 1980s since many workers were
still not prepared for the rise in leisure time and how to use it.

As society has passed from the stage of industrialization to one now described as
post-industrial, where new technologies and ways of communicating and working have
evolved, sociologists such as Baudrillard (1998) in The Consumer Society: Myths and Struc-
tures, have argued that we have moved from a society of work and production to one in
which leisure and consumption now dominate. This has been reflected in social changes,
such as the rise of new middle classes in many developed and developing countries,
and these middle classes have a defining feature, which is the concern with leisure life-
styles and consumption. The new-found wealth among the growing middle class has
been increasingly spent on leisure items, and tourism is an element of this (e.g. in 1911,
1 per cent of the population had 70 per cent of the wealth; this dropped to 40 per cent
in 1960 and 23 per cent in 2002 in the UK). The international growth in holidaytaking is
directly related to this new middle class. The increasing mobility of this group has been
reflected in a massive growth globally in their propensity to travel and the growth of a
society focused on leisure, of which tourism is prioritized as a key element of their house-
hold budgets and as a form of conspicuous consumption. This trend has been observed
in many other developed and developing countries as reflected in outbound markets and
domestic tourism.

The growing significance of travel and tourism in household spending reflects what
researchers have described as ‘leisure lifestyles’. A study for the United Nations World
Tourism Organization in 2013 illustrated how interconnected tourism is within the global
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economy, identifying the impact of the drop in overseas holiday spending by developed
countries such as the UK and USA. It found that:

e low-income countries (less developed countries) depended upon tourism for 45 per
cent of their exports in 2009
e international tourism accounted for US$306 billion in tourism receipts and 36 per
cent of the volume of international tourism, with a wide geographical distribution,
as illustrated in Figure 1.2
e the economic crisis affected countries with a high level of dependence upon tourism
with between a 4 per cent drop (e.g. in the Maldives) to a 9 per cent drop (e.g. in
Costa Rica), although these percentage drops were much greater for high spending
markets such as the UK and USA
e the tourism sector in these countries responded by downsizing their operations,
with lay-offs and by reducing their outgoings, which hit the lower paid and female
employees to a greater degree
e in the Maldives, 1477 low paid workers, mainly immigrant workers, lost their jobs
and a 2030 per cent cut in the Maldivian tourism workforce occurred.
Source: UNWTO (2013) Economic Crisis, International
Tourism Decline and its Impact on the Poor

Interest in tourism in Europe, North America and other parts of the world has been given
an added boost by the impact of new technology such as the internet and the world wide
web, which has rendered knowledge and awareness of tourism and the opportunities
to travel worldwide more accessible. The world wide web has been used as a medium
to portray travel options and the product offerings of destinations, so that people can
search and explore travel options at a global scale from the ease of a computer terminal.
In Europe, the impact of this new technology in the early years of the twenty-first century
has generated a new tourism boom akin to the rise in international tourism in the 1970s,
with new forms of technology and the supply of cheaper forms of travel (i.e. the low-cost
airlines) fostering this demand. Over 90 per cent of some low-cost airline bookings are
now made online, which illustrates the power of the internet and its role in reaching a
new customer base in the tourism sector. This has given rise to e-tourism, which is the
digitization of all elements in the tourism supply chain,! whereby the supply and demand
for tourism can be met through new virtual forms of distribution such as the world wide
web, as opposed to conventional methods such as travel agents and paper brochures. This
has certainly revolutionized tourism and the access to travel knowledge and information,
hitherto largely within the confines of travel agents and travel organizers: now everyone
can be their own travel agent if they have access to the technology.

Other commentators have also pointed to the changing sophistication of tourists as
consumers, especially the middle classes with their pursuit of authentic and unique expe-
riences in the developed world and the expanding, fast-growing middle classes in the
BRIC economies (Brazil, Russia, India and China — see Chapter 2). This is part of what
Pine and Gilmore (1999) identified as the experience economy, which is the next stage
in the evolution of society from a service economy. They argue that businesses need to
create experiences which create a sensation and can personalize the experience to build
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a relationship with the consumer, and they suggest four areas of experience that we need
to focus on:

e entertainment

e education

e aesthetics (i.e. an ability to immerse oneself in something) and;
e escapism in what is consumed.

This has major implications for the types of tourism experience we develop now and in
the future and it has gained momentum with the growth of the internet, which now
allows consumers to seek out these experiences globally.

The internet and social media

e-tourism is only the first stage of the internet’s impact upon tourism. The first wave of
internet technology created an online travel community where tourism businesses were
able to market to and communicate with consumers through electronic media. This
has been followed by a new wave of web-based communities known as Web 2.0 (also
described as computer-generated media or social media) where the online content is created
by online users and made available to other users via the Web 2.0 interactive technol-
ogy. The importance of this technology is that it allows consumers to communicate
about social themes such as holidays and travel. So the increasing use of the internet
to make bookings and reservations for travel online has been combined with consumer
ratings and reviews online through travel sites such as TripAdvisor.com (see Chapter 7
for more detail). Therefore, many of the previous principles of travel planning, where
the advice and knowledge of travel agents was seen as a key determinant of holiday
decision-making have now been replaced by the technological power of the internet,
social media and consumer ratings which offer greater insights into the very intangible
nature of tourism experiences from those who have already consumed the product or
service. Current trends that are looking at the Internet of Things (the network of devices
and products embedded with potential to connect together) are creating a business and
leisure environment that is highly connected, where activities are logged and tracked
creating large amounts of electronic data (‘big data’). Big data needs new forms of data
analytics to analyse the vast volume of data from transactions, interactions and activity
which provide precise information on people and their activities. This has gathered
apace as Web 2.0 and smart phones have generated the data each time it is switched on
and used.

Previously, researchers pointed to the significance of access to and use of internet tech-
nology which was increasing and one important feature they highlighted was how this
technology was increasingly used to search out and peruse travel options, as well as for
making bookings. Now the Internet of Things and technologies have created a more inter-
connected society in which tourism is situated and occurs, the impact of which is further
explored in Chapter 7. With these issues in mind, attention now turns to what is meant
by the terms ‘tourism’, ‘tourist’ and ‘travel’.
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Concepts: Tourism, the tourist and travel

Attempts to define tourism are numerous and very often the terms ‘travel’ and ‘tourism’
are used interchangeably. According to the international organization responsible for
tourism, the World Tourism Organization (UNWTO):

Tourism is defined as the activities of persons travelling to and staying in places out-
side their usual environment for not more than one consecutive year for leisure, busi-
ness and other purposes not related to the exercise of an activity remunerated from
within the place visited. The use of this broad concept makes it possible to identify
tourism between countries as well as tourism within a country. “Tourism’ refers to
all activities of visitors, including both ‘tourists (overnight visitors)’ and ‘same-day
visitors’'.

(www.world-tourism.org)

This seemingly straightforward definition has created a great deal of debate. In fact,
controversy has surrounded the development of acceptable definitions since the League
of Nations’ attempt to define a tourist in 1937 and subsequent attempts by the United
Nations conference in 1963 which considered definitions proposed by the then IUOTO
(now UNWTO). There have also been attempts to clarify what is meant by the term ‘vis-
itor” as opposed to ‘tourist’ and the distinction between tourists who travel within their
own country (domestic tourists) and those who travel to other countries (international
tourists). What the debates on defining tourism at a technical level show is that it is
far from an easy task in agreeing what constitutes a ‘tourist’. For example, should we
include someone who is a visitor staying in a second home? They are technically away
from their homes, but are staying in another form of property that they own. Similarly,
how far away from your home area must you travel before your activity is deemed tour-
ism? A further problem is associated with the category of cruise-ship passengers who
dock at a port and visit briefly, not staying overnight, or cross-Channel trippers who may
cross an international boundary but then return within a day and do not stay overnight.

To try and encompass many of these anomalies and problems, the UNWTO produced
guidelines and a useful categorization for defining a tourist, which is shown in Figure 1.3.
What is increasingly obvious is that new forms of research on tourism are needed to under-
stand how the phenomenon loosely defined as tourism is evolving, as it is far from static.
For example, research on tourism and migration has identified the short-term migration
of the elderly who winter in warmer climates — such as the UK pensioners who overwin-
ter in the Mediterranean — as a new type of tourist. These patterns of tourism migration
incorporate owners of second homes, tourists and seasonal visitors who spend two to six
months overseas in locations such as Tuscany, Malta and Spain. For example, over 300 000
people own a second home in the UK and over 170 000 have purchased overseas proper-
ties. In the USA estimates of domestic second-home ownership range between 3.6 million
and 9.2 million properties, the majority of which are located in coastal or rural areas. This
pattern of seasonal tourism and migration also generates flows of people known as ‘visit-
ing friends and relatives’, and these are somewhat different to the conventional images of
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Figure 1.3
The classification of tourists

Source: Developed and modified from Chadwick (1994)

package holidaymakers destined for these locations in Europe. In the USA, a long-estab-
lished trend of a family vacation is the holiday home. Some commentators also suggest
that existing definitions of tourism are dated and are being challenged by new forms of
tourism such as students engaging in a Year Abroad or volunteering.

Therefore, the following definition of tourism might be useful where tourism is

the field of research on human and business activities associated with one or more

aspects of the temporary movement of persons away from their immediate home com-

munities and daily work environments for business, pleasure and personal reasons.
(Chadwick 1994: 65)

In the USA, there is a tendency still to use the term ‘travel’ when in fact ‘tourism’ is
meant. What is clear is that tourism is associated with three specific issues:

e ‘the movement of people;

e asector of the economy or an industry;

e a broad system of interacting relationships of people, their needs [sic] to travel out-
side their communities and services that attempt to respond to these needs by sup-
plying products’.

Source: After Chadwick (1994: 65)
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From this initial starting point, one can begin to explore some of the complex issues in
arriving at a working definition of the terms ‘tourism’ and ‘tourist’.

Probably the most useful work to provide an introduction to tourism as a concept and
the relationship with travel is Burkart and Medlik’s (1981) seminal study Tourism: Past
Present and Future. This identified the following characteristics associated with tourism:

e tourism arises from the movement of people to and their stay in various destinations

e there are two elements in all tourism: the journey to the destination and the stay
including activities at the destination

e the journey and the stay take place outside the normal place of residence and work,
so that tourism gives rise to activities that are distinct from those of the resident and
working populations of the places through which tourists travel and in which they
stay

e the movement to destinations is of a temporary, short-term character, with intention
to return within a few days, weeks or months

e destinations are visited for purposes other than the taking up of permanent residence
or of employment remunerated from within the places visited.

Source: Burkart and Medlik (1981: 42)

All tourism includes some travel but not all travel is tourism, while the temporary and
short-term nature of most tourist trips distinguishes it from migration. But how does
tourism fit together — in other words how can we understand the disparate elements? One
approach is to look at tourism as an integrated system, which means that one has to ask
how tourism is organized and what the defining features are.

An organizing framework for the analysis of tourism

The most widely used framework is that developed by Leiper (1990 - see Hall and Page
2010 for a posthumous review of his work) who identified a tourism system as compris-
ing a tourist, a traveller-generating region, tourism destination regions, transit routes for
tourists travelling between generating and destination areas, and the travel and tourism
industry (e.g. accommodation, transport, the firms and organizations supplying services
and products to tourists). This is illustrated in Figure 1.4 and shows that transport forms
an integral part of the tourism system, connecting the tourist-generating and destination
region together. Thus, a ‘tourism system’ is a framework which enables one to under-
stand the overall process of tourist travel from both the supplier and purchaser’s perspec-
tive (known respectively as ‘supply’ and ‘demand’) while identifying the organizations
which influence and regulate tourism. It also allows one to understand where the links
exist between different elements of tourism, from where the tourist interacts with the
travel organizer (travel agent or retailer), the travel provider (airline, or mode of trans-
port), the destination area and tourism sector within the destination. This approach is
also helpful for understanding how many elements are assembled by the tourism sector
to create an experience of tourism. One major element in this experience of tourism is the
tour, which is a feature of holidays and a use of leisure time.
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Figure 1.4
Leiper’s tourism system

Source: Redrawn from Page (1995); based on and modified from Leiper (1990)

The tour, holidays, leisure time and the destination

What is evident from Leiper’s model of the tourism system is that the tour — which is a
trip, travel anywhere for pleasure, leisure or business — is a vital element. The tour is an
underpinning feature of tourism, a prerequisite for tourism to occur — the consumer has
to be brought to the product or experience, and has to travel, and it is a reciprocal event —
the traveller travels out and back. Transport and single or multiple locations are involved.
The conventional definition of touring inevitably implies travel to one or more places,
called ‘destinations’. A destination typically comprises attractions (e.g. natural and man-
made), and needs to be accessible, have available packages to attract visitors and provide
ancillary services (such as tour guides) and amenities (such as accommodation and retail-
ing). This notion of a destination is increasingly being used as a framework for tourism
management by public sector organizations to understand how the visitor experience of
a place can be developed and enhanced as well as how the synergies between businesses
can be developed and the competitiveness of the destination can be improved. In other
words, the destination concept acts as a holistic framework in which tourism activity can
be understood as a system, where the interconnections and relationships between tour-
ists, the tourism system and containing context (the destination) are understood so that
impacts upon the environment and residents or on the local and national economy can
be more precisely assessed.

For the tourist, there are various forms of touring: the excursion by road or rail which
may have a scenic element known as a touring route; or some cruises, where the ship
tours a range of destinations or ports of call. Conversely, the excursion element may
be something that the tourist undertakes at the destination on a day-trip basis or in
the form of a more sustained trip, with a planned or unplanned itinerary. Whilst the
holiday is something that encompasses the entire experience or use of leisure time for
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a holiday, the tour is a distinct element of the holiday and has distinct travel patterns.
These patterns contribute to the development of places as destinations which develop
and grow through time. Some researchers have attempted to explain the growth, stag-
nation and decline of tourist resorts such as spas in terms of a resort life cycle. The work
of Butler, published in 1980, suggested that resorts follow a specific cycle of growth.
The initial exploration by tourists is followed by a period of involvement, often with
patronage by a royal figure who started a trend towards visitation (e.g. King George III
visiting Weymouth in England) or by its wider popularization as a resort for the elite to
visit. This set the stage and created tourism tastes and fashions emulated by the visitors.
The next stage of Butler’s model is development, followed by consolidation and then
stagnation. At this point, the resort may decline or action may be taken by agents of
development (i.e. an entrepreneur, the public sector or a combination of both) to rejuve-
nate the resort, and this rejuvenation is the last stage of the model. Figure 1.5 illustrates
this pattern through time and shows the creation (i.e. birth) and decline (i.e. death) of
resorts. Although such models are highly generalized and simplify the reality of resort
development, they are a starting point for the analyses of resorts such as spas through
history. The model has also been used in recent years as a basis to try and understand
what point specific destinations are at in their life cycle, since the model follows the
marketing concept of the product life cycle, where products may have definite or indefi-
nite life courses. The same applies to tourist destinations which can decline when tourist
tastes and patterns change and so fall out of favour and require a new focus or attraction
to bring the visitors back.

Figure 1.5
The resort life cycle

Source: Developed and modified from Butler (1980)
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In view of these issues, which help to understand the nature of tourism as an entity,
attention now turns to the scale, significance and importance of tourism as an interna-
tional activity.

Measuring tourism

Once we agree a general definition of what tourism is, we can look for methods that add
precision to the scale, volume and significance of tourism as a global activity. Measuring
tourism also helps to understand some of the problems that planners and decision-makers
need to address in planning for tourism and future growth scenarios. There are three basic
considerations in trying to define tourism as an activity, which are:

1 What is the purpose of travel (e.g. business travel, holidaymaking, visits to friends
and relatives)?

2 What time dimension is involved in the tourism visit, which requires a minimum
and a maximum period of time spent away from the home area and the time spent
at the destination? In most cases, this would involve a minimum stay of more than
24 hours away from home and less than a year as a maximum.

3 What situations exist where some countries may or may not choose to include travel-
lers, such as cruise passengers, travellers in transit at a particular point of embarkation/
departure and excursionists who stay less than 24 hours at a destination, as tourists?

There are four main reasons why measuring tourism is important (Figure 1.6).

Figure 1.6
Ways of measuring tourism

Source: Author
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The growth of global tourism and volatility
in demand

At a general level, measuring tourism through the collection, analysis and interpretation
of statistics is essential to the measurement of the volume, scale, impact and value of
tourism at different geographical scales from the global to the country level down to the
individual destination. At the simplest level, this is shown in Figure 1.7, which demon-
strates the trends in global tourism since 1950 and forecasts to 2030.

Figure 1.7 uses the UNWTO arrival statistics for each year and their forecasts and shows
that international tourist arrivals have not simply grown year on year. A number of down-
turns have occurred in tourist arrivals, more recently caused by the impact of foot and
mouth cattle disease in the UK (see Web Case Study 1.1), 9/11 and Bali (September 2002)
terrorist events and other factors (e.g. the economic crisis in Argentina, the strength of the
US dollar, conflict in the Middle East and the SARS (Severe Acute Respiratory Syndrome)
outbreak). One could term the period since 2000 as one in which international tourism
has operated in ‘turbulent times’. Part of this turbulence, as Glaef3er (2006) notes, is the
impact of natural catastrophes on tourism. For example, in the twentieth century there
have been 50 000 natural disasters but between 1990 and 2005 there have been 500-700
such catastrophes each year. These events have periodically interrupted or at worst dev-
astated the tourism industry (e.g. the earthquake that devastated Haiti in 2009), contrib-
uting to the notion of turbulence in tourism activity. In other words, a range of factors
impact upon visitor arrivals at an international level, because tourism is a very fickle
activity (i.e. it is very vulnerable to the external factors mentioned above which act as
deterrents to travel) and adverse events can act as shock waves that send ripples across the
world and impact upon people’s willingness to travel for pleasure reasons. This is because

2000 000

1800 000 /
1600 000 /
1400 000 /

1 200 000 /
1000 000 /

800 000 /

600 000 /

400 000 //

200000/
0 T —r—Tr T —Trr—Trr—Tr—Trr—Trr—TrTrTrTrTrTrTr T T T T T 1T T 1
OO D O WO WO WO raN®MFTWONODNO~NO®MST W ON~O
DO OKN®BOVDPNIOOOAODIAOOOOOrrrrr-rr-rr- ®
OO OO OO DO OO0O0O0O0O0OO0O00O0O00O0 00O
Frr s s r N ANANAANANANANANNANNNAQN

Figure 1.7

The growth of international tourism since 1950 and forecasts to 2030
Source: UNWTO data
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CASE STUDY 1.3

TERRORISM AND ITS IMPACT ON GLOBAL TOURISM: MANAGING
FOR CRISES AND DESTINATION RESILIENCE

22

Whilst tourism has seen a major growth since 1945, there are examples of where factors have impacted
upon the image of destinations to visit. One such factor is political turmoil and terrorism. Terrorism is
a difficult term to define given the lack of universal agreement on its precise meaning but one useful
definition can be found in

The unlawful use of violence and intimidation, especially against civilians, in the pursuit of politi-

cal aims, which had its origins in the period called the ‘terror’ during the French Revolution in the

eighteenth century based on the latin word terror.
(https://en.oxforddictionaries.com/definition/terrorism)

Therefore, the key features in the term are: unlawful use of violence, violence/intimidation and pursuit
of political aims. Terrorism can therefore be situated in a continuum of political instability which at one
extreme includes international wars (e.g. the Iraqgi Conflict), civil wars (e.g. the Syrian conflict) through
to coups (e.g. the attempted coup in Turkey in 2015), ongoing actions associated with terrorism and
riots/political protests and social unrest (e.g. Tiananmen Square in 1988/89) and strikes such as air
traffic controllers (e.g. June 2018 in France). Terrorism has an integrated impact in tourism destinations
by affecting visitors, businesses and residents as terrorist attacks are often indiscriminate and affect all
three groups simultaneously. Terrorists may also target tourists such as the gunman attack at a Tunisian
resort (Souse) in 2015 where 38 victims were killed. The unpredictability of attacks in terms of time
and location means that destinations need to develop contingency plans (these are plans for various
eventualities where precise measures can be put into action when a crisis occurs — a crisis management
plan).This means that destinations need to understand the threat which terrorism poses for their locality
or destination so they can prepare to adapt, change and operate in different ways if terrorism befalls
the location. This is to ensure that the tourism sector can continue to operate and ensure care for the
well-being of people affected by terrorism. It is part of a relatively new growth area of endeavour that is
known as resilience planning that fits within the emergent area of emergency planning that looks at how
organizations, governments and individuals can respond to emergencies such as terrorism. Resilience
planning looks at how a destination can become more resilient because terrorism is characterized by
focusing on a specific location (i.e. the destination, city or locale). In this setting, resilience refers to the
capability of a destination to minimize the losses, cope and continue to function following a shock event
such as a terrorist attack (also see Chapter 12 on resilience). Therefore, planning for terrorist attacks
requires good quality intelligence for forward planning as well as a sound knowledge of the risks which
destinations face. Such risks may also compound visitor confidence to visit a locality due to the fear this
may pose or lack of confidence about personal safety which is why there is a tendency for destinations
to see a sharp drop in visitation after a terror attack. However, one key feature in tourism is the ability
of visitor markets to bounce back in a 1, 3, 6 month or one year time frame (i.e. the recovery period).
Since 1970, there is growing evidence that terrorism has impacted tourism in countries that are
members of the Organisation for Economic Cooperation and Development (OECD). Data from the
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annual Global Terrorism Index (GTI) (2017) indicates that since 1970, 10 000 deaths occurred in OECD
countries, of which 26 per cent was attributed to two terrorist groups (ETA and the IRA) although OECD
countries only account for 1 per cent of terrorist-related deaths. In 2016, the GTI indicated that there
had been 25 673 deaths from terrorism spread across 77 countries affecting eight of nine regions of
the world. As Figure 1.8 shows, the top 20 ranked countries for terrorism are largely in the Middle East,
Africa and Asia and the GTI estimated the economic impact of global terrorism to be US$84 billion.
Yet this does not imply that countries and destinations have been inactive in seeking to stem the flow
of terrorism. Many countries have paid greater attention to security measures, particularly in aviation
following the 9/11 bombings of the World Trade Center in New York. The range of measures employed
include seeking to reassure visitors that they are maintaining a safe image despite a recognition that we
are living in more turbulent times. For example, some countries such as the USA and UK issue travel advice
for their citizens (e.g. the Foreign and Commonwealth Travel Advisories — see www.gov.uk/foreign-
travel-advice that covers 225 countries with a section on terrorism for each location). Destinations that
have been affected by terrorism, such as London, have used various strategies to reduce the likelihood

Plate 1.1
In 2017/18, many of central London’s bridges had anti-ramming barriers installed to prevent
pedestrians being rundown by terrorists using vehicles

Source: Author
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of terrorism that ranges from improved intelligence and surveillance to reduce their vulnerability to
attack; enhanced crisis management plans when attacks occur (such as the eight-minute response
time for emergency services to reach the London Bridge bombing in 2017); and vigilance amongst
the travelling public (e.g. the British Transport Police campaign on the railway network with the slogan
‘See It. Say It. Sorted.’ See www.btp.police.uk/about_us/our_campaigns/see_it_say_it sorted.aspx with
the publicity around a freephone number or text number to report things that do not like right or to
alert train staff). Other measures include vehicle mitigation in popular tourist hotspots to reduce the
ease with which vehicles can be used as terrorist weapons as there were seven such attacks in 2017.
To mitigate the risk, road restrictions are sometimes put in place (e.g. following the IRA attack on the
City of London in 1993, a ‘ring of steel’ was introduced that involved protection barriers, CCTV cameras
and checkpoints) that may also involve bollards at key venues to prevent vehicle attacks such as the
Glasgow Airport attack in 2007. Plate 1.1 illustrates one example of such a measure installed on Tower
Bridge in London.

The NACTSO (2017) report Counter Terrorism Protective Security Advice for Visitor Attractions,
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/
file/375180/VisitorAttractions Reviewed.pdf, outlines the scope of the issues, many as ChecKlists, that
visitor attractions need to pay attention to especially when hosting major events. It highlights the scale
of the challenge from assessing the risks to manage, security planning, physical security, access control
of visitors, use of CCTV, handling mail, search and evacuation planning, vehicle borne Improvised
Explosive Devices, chemical, biological and radiological attacks, suicide attacks, weapons attacks and
communications.

In summary, it is clear that terrorism is a global issue and developing appropriate precautions and
crisis management plans are a key part of mitigating the risk.

Further reading

Global Terrorism Index 2017, http://visionofhumanity.org/app/uploads/2017/11/Global-Terrorism-
Index-2017.pdf

For an example of visitor perception of terrorist attacks on board cruise ships see:

Bowen, C., Fidgeon, P. and Page, S. J. (2014) Maritime tourism and terrorism: Customer perceptions of
the potential terrorist threat to cruise shipping. Current Issues in Tourism 17(7): 610-639.

tourism needs relative stability for such activity to occur and the vulnerability to shock
effects has been described as volatility in tourism demand that reacts very quickly to these
crises or shock events such as wars, currency fluctuations and political instability. For this
reason, Case Study 1.3 focuses on the impact of terrorism on tourism at a global scale.
Tourism also responds to very positive factors such as hosting the Olympic Games,
which may lead to a sudden change in the volume of visitors. One of the most recent
shock events that impacted on global tourism is the global credit crunch. Whilst this
has had different types of impacts on various tourism markets (the most substantial
being on business travel), its continued existence has led to a global decline in vis-
itor arrivals internationally. In addition, in 2008 the effect of the credit crunch was
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compounded by the outbreak of a global pandemic associated with swine flu which
initially developed in Mexico and spread by travellers returning to their home areas or
by visiting new areas so that a number of fatalities occurred in the affected countries as
shown in Figure 1.9.

At the same time, major religious events can be a major stimulus to tourist travel; for
example, pilgrimages to locations such as Lourdes in France, where its waters are seen as
having healing properties. Other religious events such as the Pope’s Christmas message
attract large audiences in Rome, while other religious faiths have similar examples. At a
global scale, recent trends in international tourism can be summarized as follows:

e international tourism is dominated by Western European destinations (France, Spain,
Germany, Italy and the UK) and, in 2012, international arrivals globally had exceeded
1 billion for the first time

e new areas for tourism activity, such as Asia and the Pacific (including the growing
economies of Singapore, Thailand, South Korea, Taiwan and China) are beginning to
develop their volume of visitor arrivals at the global scale and are experiencing the
highest rates of tourism growth, as illustrated in Figure 1.10 (also see Chapter 2 on
Asia)

e the top destinations worldwide in terms of arrivals in 2017 were: France, Spain, the
USA and China

e more established destinations in N. W. Europe and the USA have seen slower growth
compared to emerging regions such as Africa, N. E. Asia, Eastern Europe, S. E. Asia and
parts of the Middle East. What these rates of growth mean for individual destinations
can be seen in Case Study 11.1, which examines Vietnam.

But one of the enduring problems of tourism statistics is that they are an incomplete
source of information because they are often only an estimate of the total pattern of tour-
ism. In addition, such statistics are often dated when they are published because there is
a significant time lag in their generation, analysis, presentation and dissemination. This
is because many published tourism statistics are derived from sample surveys, with the
results being weighted or statistically manipulated to derive a measure that is supposedly
representative of the real-world situation. Hence, many tourism statistics at a country or
regional level often state that they are estimates of tourism for this reason. In reality, this
often means that tourism statistics may be subject to significant errors depending on the
size of the sample.
The typical problems associated with measuring tourism are as follows:

e tourists are a transient and highly mobile population making statistical sampling
procedures difficult when trying to ensure statistical accuracy and rigour in method-
ological terms

e interviewing mobile populations such as tourists is often undertaken in a strange
environment, typically at ports or points of departure or arrival where there is back-
ground noise which may influence responses

e other variables such as the weather may affect the responses.

Source: Latham (1989)
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Figure 1.10
The geographical distribution of tourism in Asia-Pacific

Source: Developed from UNWTO data

Even where sampling and survey-related problems can be minimized, such tourism sta-
tistics have to be treated carefully as they may be influenced by how the tourist was
measured and the type of approach used. The main ways of measuring tourists through
surveys are as follows:

e pre-travel studies of tourists’ intended travel habits and likely choice of destination
(intentional studies)

e studies of tourists in transit to provide information on their actual behaviour and
plans for the remainder of their holiday or journey (actual and intended studies)
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e studies of tourists at the destination or at specific tourist attractions and sites, to pro-
vide information on their actual behaviour, levels of satisfaction, impacts and future
intentions (actual and intended studies)

e post-travel studies of tourists on their return journey from their destination or
on-site experience, or once they have returned to their place of residence (post-travel
measures).

Such studies can also be used to examine different facets of the tourist as the following
three approaches suggest:

* measurement of tourist volume, enumerating arrivals, departures and the number of
visits and stays

e expenditure-based surveys that quantify the value of tourist spending at the destina-
tion and during the journey

e measurement of the characteristics and features of tourists to construct a profile of
the different markets and segments visiting a destination.

In the commercial world, tourism data are also collated by organizations that specialize
in their collection and analysis including market research companies. Tourism consul-
tants may also be commissioned specifically to collect data for feasibility studies of tour-
ism developments or new business opportunities, and much of the information remains
confidential to the client due to its commercial sensitivity. But, in most cases, national
governments collate tourism statistics through studies of domestic and international
tourism which are then assembled by the UNWTO.

Once we have an understanding of how tourism is measured and collated, then we can
begin to think about what the patterns and trends in tourism mean at a global level and
what the implications are, particularly in terms of the more critical issues of what forces
are affecting tourism as a global activity.

New forces affecting tourism: Globalization,
inequality and the developed and developing world

When one looks at the patterns of tourism, and those areas that are growing in terms of
international tourism, it is evident that the majority of outbound travellers are from the
developed countries of Europe and North America, Australasia and the new middle class
in many developing countries. In some cases, the tourists are travelling to developing
countries where the standard of living often means the majority of the population lives
at subsistence level or at a much lower standard than the visitor. The contrast in wealth
between visitor and host is often very large and it highlights a clear inequality between
those who have the disposable income to enjoy the luxury of international and domestic
travel and the tourism employees who are working at low wage rates and in low-paid,
unskilled jobs. This situation is made worse by the growing impact of globalization.
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Globalization is a process associated with the growth of large international companies
and corporations, which control various forms of economic development and produc-
tion internationally from their host country, making goods and delivering services at
a lower cost using low overheads and cheap labour in developing countries. Tourism is
no exception to this: large multinational hotel chains and tour operators use developing
countries and destinations as the basis for their tourist product. In these situations, the
economic linkages with the local community are limited, so that low-skill jobs and low
economic benefits are traded off against the profits and economic benefits of tourism
development being expropriated (i.e. returned) to the country of origin of the multina-
tional firm. In many cases, the weakly developed nature of local economic linkages in
developing countries’ tourism economies means they are often trapped into such exploit-
ative relationships because they do not have the indigenous capital or entrepreneurs to
set up tourism businesses. A lack of education, know-how and power to negotiate with
multinationals to maximize the benefits for local people means that tourism can develop
as a form of exploitation for such communities. This may mean that, rather than import-
ing foodstuffs, such as internationally recognizable brands, to meet the tastes of tourists,
local products should be developed to nurture the linkages with the local economy, so
local people may benefit.

Tourists bring their leisure lifestyles with them on holiday and these are increasingly
consumptive and conspicuous. Their spending power could be harnessed for the benefit of
the local economy. A growing problem in many tourism destinations worldwide is that the
growth of tourism and expropriation of its profits means that the environmental resource
base which is used to attract tourists (e.g. attractive beaches, wildlife and the cultural and
built environment) is not invested in and may be spoilt. More and more, attention is
turning to the extent to which tourism is a sustainable economic, social and environmen-
tally based activity. That we should use the environment without conserving it for future
generations is one of the central arguments in the sustainable tourism debate. This also
raises the issue of inequalities related to tourism; for example, tourist use of local resources
required by residents can destroy those resources and environmental quality. This means
that local people, governments and international agencies have a responsibility to lobby
and take action to ensure that tourism development that occurs in different countries and
locations is not only sustainable but seeks to minimize negative impacts as far as possible.
It should not marginalize vulnerable groups such as children and the local workforce:
the International Labour Organization (ILO) has estimated that 10-15 per cent of the
tourism workforce worldwide is comprised children who do not enjoy appropriate stan-
dards of labour and employment conditions (see the work of Tourism Concern at www.
tourismconcern.org.uk). Among the common human rights abuses that Tourism Concern
have highlighted are: the forced eviction of people to make way for tourism development;
environmental damage resulting from tourism that impacts upon the resources people
depend upon for their livelihoods; exploitation of tribal people as tourist attractions; and
poor levels of pay and poor working conditions for employees in the tourism sectors.

Tourism needs to be developed in an ethical manner so that exploitation is not its hall-
mark. This is a theme that will be returned to later in the book; at this point it is enough
to emphasize that tourism development and activity not only needs to be socially and
environmentally responsible, it must be sustainable and long term rather than short term
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and exploitative (so that the goose that lays the golden egg is not killed off). The tourism
industry needs to work with communities, local bodies and people to ensure that tourism
is a win-win activity for everyone and is integrated into the local community rather than
just exploiting its local assets. This may require a significant change in emphasis in the
way tourism is developed and managed but it is an enduring theme that is worth high-
lighting at different points in the book (see Case Study 1.4 for more detail).

Tourists and tourism businesses have a greater responsibility to ensure that tourism is
promoted as an activity that will not only enhance global understanding and interaction
between people of different cultures and societies, but will also promote dialogue, benefits
and opportunities for the tourist, the host and the environment. So, in some situations,
tourism may be a way of providing the stimulus and means for preserving and conserving
endangered species and environments as well as providing benefits beyond those that
normally accrue to the tourism industry. Tourism has to operate as a profitable activity

CASE STUDY 1.4

TOURISM AND POVERTY ALLEVIATION

Extreme poverty is a major problem for many developing countries which have a large proportion of
their population living a subsistence lifestyle, often existing on less than $1 a day. At the same time,
many of these countries have seen their tourism economies expand as tourists seek new destinations
and governments embrace the expansion of this activity to generate foreign revenue. A considerable
body of research from consultants and academics has arisen on how this expansion of tourism may
be harnessed to address the development problems associated with poverty (see Scheyvens 2007,
2011; Mitchell and Ashley 2009). This new thinking has been described as pro-poor tourism which is
designed to develop ways to maximize the benefits from tourism to raise local people out of poverty.
This involves measures that will: encourage the employment of local people (as opposed to ex-patriate
labour); provide opportunities for local people to supply goods to tourists and tourism businesses;
and help the creation of micro-enterprises so that people can develop their own businesses. However,
many obstacles have been identified in implementing pro-poor tourism strategies in less developed
countries,whichinclude:alack of awareness and understanding in poorer communities which limits their
understanding of the opportunities available; a lack of skills and entrepreneurial talent to capitalize on
the opportunities; a lack of access to finance to create new businesses focused on tourism; and cultural
concerns over how tourism may affect their way of life. Where success stories of pro-poor tourism exist,
these examples of best practice need to be shared so that tourism can be harnessed to address abject
poverty through case studies of best practice that outline the principles and success factors associated
with implementing such an approach. This is vital if the benefits of tourism development are to be
harnessed in the future to address poverty.

Further reading

Mitchell,].and Ashley, C. (2009) Tourism and Poverty Reduction: Pathways to Prosperity.London: Earthscan.
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but, for its long-term future, mutually beneficial relationships and links between the
industry, people and the environment must exist to bring financial and sustainable ben-
efits for all and enhance the reputation and image of tourism as a global phenomenon.
This is the underlying basis of the pro-poor tourism lobby. In this way the welfare and
benefits of tourism to tourists can also be extended to the host population and help to
address many of the inequalities that exist in the growing globalization of tourism activ-
ity as multinational enterprises seek to exercise greater control of the choice and nature of
tourism being offered to consumers. Although this book will not be able to address all of
these issues, it is hoped that they will be at the forefront of the reader’s mind so that they
are aware of the implications of the tourism industry and its activities at a global, national
and local level throughout the book.

A framework for the book

The title of this book is Tourism Management and therefore it is useful to present an orga-
nizing framework for the book and what is meant by the term ‘tourism management’.
What is often seen and used as an ambiguous term is the word ‘management’. Therefore,
in this section, the relationship of tourism with management and its meaning in the con-
text of this book are examined.

Tourism and management as a focus for the book

At a very general level, the word ‘management’ as applied to tourism refers to how tour-
ism needs to be managed as a growing activity at a global, national and local level in order
that its often contradictory forces (i.e. the pursuit of profit as a private sector activity and
impact on the resource base it uses such as a beautiful coastline on a Pacific island) are
reconciled and balanced so that tourism develops and is pursued in a sustainable manner.
This means that there is a need to examine the basic principles associated with the term
‘management’ and how they can be integrated with tourism as an activity. The basic
functions associated with management which focus on planning, organizing, leading and
controlling are illustrated in Figure 1.11.

Each of these functions involves decision-making by managers, businesses, tourist
destinations or organizations so that they can be harnessed to achieve the objectives
and tasks associated with managing tourism. The word ‘organization’ is often used as an
all-embracing term to refer to the type of tourism entity that is involved with tourism as
a business or at another level. These businesses are motivated by their involvement in
tourism to make a profit and, therefore, the efficient organization and management of
their activities is essential to ensure that company or organizational objectives are met.
There is a school of management thought that argues that management only occurs when
chaos occurs and that the function of management is to impose order and structure on
that chaos. Within organizations dealing with the tourism sector (e.g. travel agents, air-
lines, tour operators and associated businesses), resources are harnessed (e.g. employees,
finance, capital, technology, equipment and knowledge) to provide an output, which
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Figure 1.11
The functions of management

Source: Author

in the case of tourism is normally a product or experience consumed by the tourist or
service. This output is achieved through the management of the resources. One critical
element of that management process is related to the way in which businesses have to
address the following issues:

e What should we produce as a business to meet a certain form of tourism demand? (i.e.
should we produce an upmarket high-cost holiday package for ecotourists using tai-
lor-made packages or aim for mass market, low-cost package holidays?)

e How should it be produced? (i.e. should we contract in supplies to provide each element
of the package product to reduce costs or should we produce each element to ensure
quality control and consistency in product delivery?)

e When, where and how should we produce the tourism product? (i.e. do we produce an all-
year-round or seasonal tourism product?)

e What destinations/places should be featured in the tourism experience?

e What form of business or businesses do we need to produce the tourism services and products
so that we meet demand?

Tourism businesses need to address these issues for their long-term viability, and success
or failure will depend upon the management of their organizations’ resources to meet
demand by consumers in an efficient and profitable manner. It is the concept of supply
(i.e. what a business produces) that helps us to understand how the wide range of tour-
ism businesses and organizations (and quite often businesses that do not see themselves
as servicing tourists’ needs such as taxi companies) combine to link the tourist with the
services, experiences and products they seek in a destination.
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Managing tourism demand and supply:
The perennial management challenge for
tourism organizations

Sessa (1983) categorized the supply of tourism services by businesses as follows:

e tourism resources, comprising both the natural and human resources of an area

e general and tourism infrastructure, which includes the transport and telecommunica-
tions infrastructure

e receptive facilities, which receive visitors, including accommodation, food and bever-
age establishments and apartments/condominiums

e entertainment and sports facilities, which provide a focus for tourists’ activities

e tourism reception services, including travel agencies, tourist offices, car hire companies,
guides, interpreters and visitor managers.

These ‘elements of tourism’ which combine at a destination highlight the scope of tourism
supply, but a number of less tangible elements of supply (i.e. the destination image) also
need to be considered. The business environment in which businesses operate can also
have a major bearing on tourism supply. For example, in most countries tourism operates
within a free-market economy, and individual businesses operate in open competition.
However, in some countries certain sectors of the tourism industry receive assistance from
government through infrastructure provision, marketing and promotional support from
tourist boards and other agencies. It is also apparent that, when governments decide to
promote inbound tourism to destinations (also see Further Web Reading 1), they cannot
easily control the consequences of marketing, promotion and demand. The competition
for overseas visitors to stimulate economic development and GDP growth often means
that the associated impacts and implications of growth in inbound markets have to be
managed once a boom in arrivals has occurred. The premise of much tourism promo-
tional activity supported by governments and the private sector is achieving growth in
inbound arrivals from international visitors as they are generally higher-spending visitors
than domestic visitors. This has translated into competition for visitors globally, as more
countries target tourism as a key economic sector to grow, and so we need to understand
the issues of competition for visitors between countries and between businesses within
countries.

The competitive environment which affects tourism businesses and their operation
needs to be considered in relation to a number of underlying economic issues which are
summarized in Figure 1.12.

What Figure 1.12 illustrates is that the market conditions and business environment
in which tourism operates is far from static. They are constantly changing, requiring busi-
nesses to adapt and to develop strategies to retain their market presence.

For tourism businesses, recognizing these evolving patterns, new trends and the
need for innovation (i.e. new ideas and products) to address market conditions
re-emphasizes the importance of managerial skills in the supply of tourism products
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Figure 1.12
Factors affecting the competitive environment for tourism businesses and organizations

Source: Author

and services. This also highlights what Mintzberg (1973) identified as the nature of
managerial work in organizations — short-term coping, disparate activities and more
concern with brevity, variety and increasing fragmentation. Tourism managers and
businesses are no exception to this and Mintzberg’s research has an important bearing
on how managers performed certain roles (see Table 1.4) labelled as interpersonal,
informational and decisional roles. The ten managerial work roles that Mintzberg
identified illustrate the scope of activities that operating and managing a tourism
business requires, as well as some of the complexities of how the individual business
interacts with the wider body of interests conveniently labelled the ‘tourism industry’.
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Table 1.4 Mintzberg’s ten managerial roles

Interpersonal roles

Figurehead Symbolic head: obliged to perform a number of routine duties of legal and
social nature

Leader Responsible for the motivation of subordinates; responsible for staffing and
training
Liaison Maintaining self-developed network of outside contacts/informers who provide

information and favours

Information roles

Monitor Through seeking and receiving a variety of special information, develops
thorough understanding of organization and environment

Disseminator Transmits information received from outsiders and subordinates to members of
the organization

Spokesperson Transmits information to outsiders on organization’s plans, serves as expert on
organization’s industry

Decisional roles

Entrepreneur Searches organization and its environment for opportunities to bring about
change

Disturbance handler ~ Responsible for corrective action when organization faces important,
unexpected disturbances

Resource allocator Responsible for the allocation of organizational resources of all kinds

Negotiator Responsible for representing the organization at major negotiations

Source: reproduced from S. Chareanpunsirikul and R. Wood, Mintzberg, managers and methodology. Tourism
Management, 25: 551-556, © 2002, with permission from Elsevier

It also suggests how important prevailing market conditions are when they impact
upon how a business operates, manages and responds to opportunities, threats and
shortcomings in its own organization. Yet, to do this, a business needs also to under-
stand its relationship to other tourism businesses. A convenient way to explain this is
by using the tourism supply chain concept.

The tourism supply chain

As tourism is an amalgam of different interests, activities, stakeholders and businesses,
the supply chain concept helps us to understand how different interests are functionally
linked together to form a distinct method of service delivery. The supply chain concept
originates in economics and has been used to explain how different businesses enter into
contractual relationships to supply services, products and goods, and how these goods are
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assembled into products at different points in the supply chain. Tourism is well suited to
the concept of the supply chain because the product, service or experience that is con-
sumed is assembled, and comprises a wide range of suppliers. All too often our knowledge
of the supply chain is quite restrictive, since a wide range of components are consumed in
tourism including the use of bars, restaurants, handicrafts, food, infrastructure and related
services. A schematic diagram of a typical tourism supply chain is shown in Figure 1.13.
This shows that, once the consumer has chosen a destination and product, the decision
to purchase involves contacting a tourism retailer (e.g. a retail agent, a direct-selling com-
pany or an internet-based seller such as www.expedia.co.uk). Having chosen a booking
medium and selected a package from a tour operator, the package is then assembled. The
tour operator enters into contractual relationships with tourism suppliers such as airlines
(although larger tour operators may also own their own charter or scheduled airline),
hotel operators and suppliers of associated services such as airport transfers. These sup-
pliers, in turn, contract suppliers who service their business needs: in-flight caterers, air-
line leasing companies, airport terminal services (i.e. check-in services, baggage handling,
flight controllers, customer service agents for visitors and those with special needs, such
as the disabled).

With so many organizations involved in the supply chain in relation to tourist spend-
ing and activity, it is clear that these are critical break or pressure points where the service
provision could potentially fall down. In fact Zhang et al. (2009) found that we need to
recognize a number of underlying characteristics of tourism as a business that makes
tourism supply chain management (TSCM) essential to the efficiency and profitability of
tourism enterprises, as shown in Figure 1.14.

Figure 1.13
A typical supply chain

Source: Author
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Figure 1.14
Tourism characteristics and related TSCM issues

Source: Redrawn from Song (2011) Tourism Supply Chain Management. London: Routledge, with permission from
Taylor & Francis

The business strategies that travel companies can pursue to develop their supply of
tourism services and products include:

e focusing on core business (i.e. a holiday company focusing on selling holidays rather
than being vertically integrated and operating its own airline and hotels)

e seeking to diversify its products. The leading French holiday company Club Méditer-
ranée (Club Med), which traditionally sold packages to its 120 holiday resorts, has
used this strategy. Since 1999 and its acquisition of Jet Tours (France’s fourth-ranked
tour operator, which operated to 113 summer and 81 winter locations) it has diver-
sified its operations to sell non-Club Med packages. Rewe in Germany has pursued a
similar diversification strategy with its acquisition of a wider range of tour operating
businesses in the long- and short-haul market

e choosing to operate in all segments of the tourism market. TUI has adopted this tac-
tic, and others such as Kuoni are moving towards that goal

e non-holiday companies may choose to enter the market: easyJet entered the cruise
holiday business in 2005.

To implement these business strategies, companies in the tourism industry have adopted
marketing-related concepts such as branding to differentiate their products in an increas-
ingly competitive marketplace. For example, Club Med relaunched its worldwide image
to re-emphasize its famous name and association with consumers, and particularly its
dominant position in the French market. Thomas Cook, now owned by the German com-
pany C&N Touriste, has used its global image and historic association with pioneering
tourism to continue its expansion throughout Europe (see Plates 1.2, 1.3 and 1.4).
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Plate 1.2 (top left)
Thomas Cook brochure advertising Egypt
and Nile trips 1900

Source: Thomas Cook

Plate 1.3 (top right)
Thomas Cook brochure advertising Egypt
and Nile trips 1904

Source: Thomas Cook

Plate 1.4 (left)

Thomas Cook relaunch of its Egyptian
tourism heritage with the 1981/1982 brochure
advertising holidays to Egypt and Nile
cruises

Source: Thomas Cook
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Managing the tourism sector

There is also a debate among tourism researchers who argue that tourism is a unique sec-
tor in that it displays characteristics of partial industrialization, which are explained more
fully by Leiper (1990: 25), where

only certain organisations providing goods and services directly to tourists are in
the tourism industry. The proportion of (a) goods and services stemming from that
industry to (b) total goods and services used by tourists can be termed the index of
industrialisation, theoretically ranging from 100 per cent (wholly industrialised) to
zero (tourists present and spending money, but no tourism industry).

What Leiper’s approach to the tourism sector shows is that managing the broad phenom-
enon called ‘tourism’ is complex for a number of reasons:

e the tourism industry is not a homogenous sector or segment of the economy: it is
made up of various organizations directly involved in tourism (i.e. those that directly
service tourist needs) and those indirectly involved, which may be described as allied
industries (i.e. food suppliers, retailers and other service providers)

e some of the organizations directly involved in tourism are responsible for encourag-
ing and promoting tourism development and marketing

e the allied industries do not always see themselves as tourism-related enterprises

e the destination or area which the tourists visit is not the sole responsibility of one
business or group of businesses; usually the public sector intervenes to ensure that
business objectives (i.e. profit and increasing tourism numbers and revenue) are
balanced with local needs and business interests (known as ‘stakeholder interests’)
in relation to the resource base which tourism utilizes (i.e. beaches, attractions, the
infrastructure and overall environment)

e the public sector is responsible for trying to liaise with, plan and manage this diverse
group of interests that are associated with tourism as a phenomenon, as well as hav-
ing an underlying responsibility in many cases for the marketing and promotion of
the destination.

Therefore, one can see how complex the management of tourism is when the interests
and variety of organizations involved in tourism are considered and then the concept of
partial industrialization is introduced.

From this discussion, who is responsible for tourism management can be examined at
a number of levels, although this is not an exclusive list but a range of illustrations:

e at the individual business level the manager(s) is (are) involved with the functioning
and running of the enterprise and the challenges posed by operational (i.e. day-to-
day) and more strategic (short-term to medium- and long-term) issues

e at the destination level, responsibility often lies with a public sector-led agency such
as a tourism department (either as a stand-alone body or as part of a local authority
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department). In extreme situations where a destination is deluged with tourists due
to its popularity, the public sector may lead with a public—private sector partnership
involving business interests to manage the visitors on the ground. Plate 1.5 illustrates
the issue of over-saturation of an iconic visitor attraction — Westminster Abbey in
London - and the need for visitor management measures to limit access and control
the throughput of visitors

e at the country level, it is the National Tourism Organizations, funded by the public
sector through taxes and sometimes with private sector members, who promote and
market the country as a place to visit and attempt to manage the diverse interests
involved in tourism

e ateach level, be it the individual business, destination or country, a complex web of
interactions and interrelationships exist which need to be taken into account in the
decisions, interests and actions taken to manage tourism.

Plate 1.5

Westminster Abbey, London during the peak visitor season in the summer months and the need
to use visitor management controls to limit access to protect the visitor experience and fabric
of this iconic built heritage

Source: Author
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In each of these illustrations, the functions of management are harnessed. Yet there are
also other global processes at work, given that tourism is a highly globalized activity and
businesses physically and digitally operate across borders and the world. For this reason,
any form of management needs to be aware of processes of change that are affecting
everyday business activity.

Disruptive innovations and technologies in tourism:
A game changer for consumers and businesses?

The last decade has seen profound change in the competitive environment for tourism.
Two of the most sweeping changes that have affected the development and organization
of tourism in the supply chain are disruptive innovations (i.e. an idea or new service
that disrupts existing provision such as Airbnb, Airbnb.com - see Guttentag 2015) and
disruptive technology (i.e. a new technology that displaces existing technology such as
mobile phones or apps that have enabled new businesses to be created such as the taxi
firm Uber, Uber.com). These innovations and technological changes have meant that new
concepts such as the sharing economy (see Cheng 2016) have developed, where existing
organizational forms have been challenged by peer to peer transactions where consumers
may be both consumers and/or suppliers as opposed to organizations fulfilling the supply
function. In 2017, the UK’s Office for National Statistics reported that young people spent
a third of their leisure time on devices such as mobile phones, tablets and other portable
technology leading some commentators to argue that society was becoming less sociable
as technology made us more connected virtually. It is not uncommon to see people on
holiday, which is supposed to be quality time, sitting with their mobile phones checking
work e-mails and messages as part of the addiction to dopamine that is released every
time we check a text or e-mail as dopamine transmits messages to our brain that make us
feel good and a sense of enjoyment.

Cheng (2016) traces the development of the term sharing economy to the study by
Botsman and Rogers (2010) and the concept of collaborative consumption (also described
as the peer to peer economy - also see Dredge and Gyimoéthy 2015) where the focus is on
the utility and access to the product or experience over the ownership which can also see
antecedents of the idea in the not-for-profit notion such as freecycle (see www.freecycle.
org) that challenges the profit focus of ‘big business’; the new business models of shar-
ing businesses such as Airbnb and Uber by using under-utilized capacity and making it
widely accessible at a reduced price to a wider market. This is implicit in some of the yield
management system models that low-cost airlines have used but in the case of Airbnb,
the stock it offers is priced consistently at a lower cost structure than businesses with their
fixed costs to cover. Success stories such as Airbnb illustrate the appetite of consumers for
this business model versus the traditional branded accommodation.

The rise of Airbnb, a company started in the USA in 2008 with a turnover of US$26 bil-
lionin 2017, has created peer to peer accommodation transactions: people can offer a spare
room or their house to others for short-term use. The scale of such an innovation, brokered
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by Airbnb is reflected in the 5 million listings it has in 81 000 cities and 191 countries,
achieved in a nine-year period. The disruptive nature of such online brokering (Airbnb
is an intermediary linking consumers and owners) reflects the relatively short time
frame with which such innovations take hold. Governments have become increasingly
concerned by the impact of such disruptive models as Airbnb that avoids the regulatory
policies of the accommodation sector, being under the radar (i.e. it does not have to com-
ply with normal practices of health and safety and does not have the overheads of com-
peting businesses). The disruptive nature on existing business practice is often explained
in terms of the ability to offer new service provision in a more suitable format, allowing
the consumer to save money. This principle was what heralded the rise of the low-cost
travel revolution as the internet allowed more access and online travel agents devel-
oped that challenged existing travel agents. Future technologies and trends that have
the potential to disrupt the supply chain in tourism include: automatic cars, robotics,
artificial intelligence (with the ability to automate administrative processes and admin-
istration allowing greater personalization of tourism services and experiences). Other
trends include the growth of the circular economy, with the focus on sustainability that
involves recycling, refurbishment and reuse of products. For managers of businesses, this
means they need to be equipped to respond to the challenge of disruptive technology.
For destinations, current trends around the sharing economy and the ability to co-create
visitor experiences have meant that embracing new technologies to service immediate
experiential needs is a necessity. The SMART destination that can harness technologies to
allow visitors to create their own experiences via mobile technology and the use of com-
puters whilst on holiday (including the use of Augmented Reality via smart phone apps
to give life to the destination and to give all-round rooms tours, for example) will assist in
engaging in the co-creation process. The use of tweets to fuel the appetite for knowledge
and information and to enrich visitor experiences in the connected society means that
managers must have a sound grasp of technology and its full capabilities. Tourists with
smart phones now use social media to share their immediate visitor experiences via pho-
tographs and videos via social networking sites such as Instagram (owned by Facebook),
with 800 million users in 2017, and other sites like Snapchat. Destinations can harness
the value of Instagram such as the popular use by Tourism Thailand, Visit Greenland,
Tourism New Zealand and I Love New York. For the social media generation, Instagram is
providing inspiration, as Miller (2016) argues, with an estimated 80 million photos being
taken every day and then being shared.

Tourism management as a pursuit, however, is further complicated in that there is a
great debate as to what tourism is, what needs to be managed and who should be respon-
sible. The fact that tourism can be seen as an experience based on the pursuit of pleasure
and profit raises many complex issues such as whether the tourist is consuming a product,
experience or service, and it leads to many debates on what to manage and how far man-
agement controls should be exercised by the tourism industry and public sector.

So how does this book address these questions?

One way is to view the managerial process of tourism as a multi-layered process, in
which the various organizations and stakeholders involved in tourism engage at different
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levels through time. Figure 1.15 demonstrates this. The focus begins with the individual
business, and the management processes (controlling, planning, leading and organizing)
are continuous through the interconnected stakeholder groups, from the individual busi-
ness through to the various interests known as the tourism industry. These interests and
the connections between management at different levels and between groups means that,
in reality, these groups also have to be aware of external factors that will impact upon
management such as the visitor, the business environment, consumer trends, the growth
of the leisure society and political processes affecting tourism at government level. The
book is organized in such a way that these issues are explained in a manner where the
links between different elements of the tourism sector are addressed through examples
and case studies. Each chapter builds upon the one preceding to develop the knowledge
and understanding of what the tourism industry is, the management challenges facing
each sector and how tourism affects changes in different contexts. Accommodating,
anticipating and responding to that level of change is one of the major challenges for
tourism management in the new millennium.

Figure 1.15
A framework for tourism management

Source: Author
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CHAPTER REVIEW

Note

1  The supply chain comprises all the elements of a tourism experience which the tourism
sector combines and links together to produce a holiday, such as transport, accommoda-
tion and attractions.
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Questions

1  Why is tourism such an important activity in the twenty-first century?
How would you classify tourists?

3 Why is tourism management important for a business operating in the tourism
sector?

4 How stable is tourism as an economic activity?

Access additional resources

e For students: Multiple choice questions for each chapter, video links and further
reading.

e For instructors: PowerPoint slides with tables and diagrams, additional case studies,
video links and further reading.



A Tourism

Its origins, growth and future

Learning outcomes

This chapter provides a historical perspective of the evolution of
tourism as a business activity through the ages and some of the
management challenges it has faced. After reading the chapter you
should be able to understand:

the underlying processes affecting tourism: continuity and change
the importance of the resort life cycle

the role of coastal resorts in leisure and tourism during the nineteenth
and twentieth centuries

the role of historical sources such as diaries in reconstructing past
patterns of tourism activity

the evolution of tourism in the inter-war and post-war period

what regions of the world are set to see major growth in tourism in the
future, focusing on Asia

the factors associated with future trends in tourism development such as
space tourism.
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TOURISM: ITS ORIGINS, GROWTH AND FUTURE

Introduction

Tourism is not a recent phenomenon. Whilst it was argued in the last chapter that tour-
ism has become a widely accessible product in the consumer-led leisure society, the his-
torical roots of tourism can be traced back almost to the origins of civilization. What the
historical study of tourism indicates is that the nature of what tourists do in their leisure
time may have changed, as technology has expanded the opportunities for travel. At
the same time, tourism has evolved from being an activity that was the preserve of the
‘leisured classes’ (i.e. the aristocracy) who had both the leisure time and means to engage
in travel, to a mass phenomenon. Throughout history, and even to a degree today, what
distinguishes the higher social classes’ experience of tourism from a mass product, is its
highly individualized consumption when compared to the communal consumption of
accommodation and transport, in particular, of the mass market experience. This chapter
will show that tourism has varied in terms of its accessibility to different groups in society
throughout history, and that the development of a leisure ethic and increased prosperity
have created new tourism opportunities.

In any historical overview of tourism, two underlying themes are important: continuity
and change. Continuity means that tourism has continued to be an important process,
which remained influential in the leisure lifestyles of certain social classes. Change on
the other hand characterizes the evolution of tourism through the ages, since tourism is a
dynamic, ever-changing phenomenon. Much of the change is based upon the interaction
between the demand for and supply of tourism opportunities through time. In terms of
supply, key factors promoting the development of tourism can be explained by the role of
innovations (i.e. new ideas) that have generated new products, experiences and destina-
tions and released a latent or pent-up demand for tourism. Part of this change in tourism
resulted from the innovations of individual entrepreneurs such as Thomas Cook in the
nineteenth century, and the introduction of new technology (e.g. the railway, the car and
jet aircraft) in expanding the endless possibilities for tourist travel. In simple terms, desti-
nations were developed for tourists and tourists visited them, creating an interaction that is
implicit in all forms of tourism: a movement from origin area to destination and vice versa.
The discovery and development of these destinations also exhibits elements of continuity
and change through time as tourism is a dynamic activity which rarely remains static.

There are comparatively few studies documenting the long-term history of tourism,
with many studies focused on specific eras or epochs in time. Much of historians’ atten-
tion has focused on the evolution of mass tourism in both a domestic setting (i.e. the
rise and demise of the English seaside resort) and international setting (i.e. the post-war
growth and development of the package holiday). But equally important is the historical
evolution of tourism from classical times since it established many of the principles of
today’s use of leisure time for holidays and travel.

Tourism in classical times

The ancient civilization of Greece was not so much important for any major develop-
ment of tourism, but more for the Greek philosophers’ recognition, endorsement and
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promotion of the concept of leisure, upon which tourism is based. Aristotle considered
leisure to be a key element of the Greek lifestyle, where slaves and other people should
do the work required and the Greek freemen should put their leisure time to good use.

This positive leisure doctrine may well have been the original ‘leisure lifestyle’, which
encouraged the pursuit of music, philosophy, non-work and measures of self-development
as elements of Greek society. The development of the Olympic Games after 776 sc did
provide a vital stimulus for tourism based upon a major sporting event. Greeks travelled
to the site of the Olympic Games and were housed in tented encampments, creating a
sport tourism event. International travel in Greek times was limited due to the Greek
wars.

In contrast, the rise of Rome and the Roman Empire was based upon the twin elements
of military conquest and administration. The state and private individuals created leisure
facilities (i.e. spas, baths and resorts) and enjoyed similar leisure lifestyles to the Greeks.
The construction of colosseums for events and spectator sports, as epitomized in the
recent film Gladiator, created the supply of tourism-related facilities. Therefore, two ele-
ments of tourism can be discerned in Roman society: first, domestic tourism focused on
urban places where the resorts and facilities/events existed, so that the middle classes in
Roman society had somewhere to spend their 200 holidays a year. Second, the conquest
of overseas territories and their administration created a demand for business-related
travel related to the territorial management and control of these peoples. The middle
classes also had expanded opportunities to travel afforded by new territories, trade and
the provision of roads linking the Roman origin area to seaside resorts, summer villas and
historical sites, which might be visited for health, pleasure and spiritual reasons.

Rome also emerged as an important urban tourism destination because of its capital
city function. To service tourist needs, inns, bars and tour guides as well as souvenir sellers
developed. In this respect, many elements of modern tourism were established in Roman
times, which were mainly made possible by the political stability and provision of infra-
structure and facilities, and were stimulated by a prosperity among the middle classes
who enjoyed travel for leisure and business.

The Middle Ages

In the years following the demise of the Roman Empire, historians have described the
years from 500 ap through to the accession of Henry VII in 1485 as the Middle Ages. The
early part of this period has also been described as the Dark Ages, a time when the civi-
lization and progress of the Roman era declined. In place of the pleasure-seeking society
of the Roman era, the rise of Christianity and the development of monastic orders saw a
society evolve that was based on landed estates, a feudal system of peasants and nobility.
Yet even in these seemingly dark times, tourism can be discerned with the emergence of
festival and event-based tourism stimulated by the activities of the nobility and knights.
Jousting tournaments and spectatorship from peasants and other nobility saw a demand
emerge for temporary accommodation and travel to these events.

Pilgrimages were invariably viewed by researchers as the oldest form of non-economic
travel, motivated by religious fervour. Pilgrimage can be dated to the Ancient Greeks and
travel to the Olympic city, Olympia. Many researchers, however, trace Christianity and
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pilgrimages to around the fourth century, with trips made on a voluntary basis or as
a penitence, initially very localized in scale and growing during the first crusade with
pilgrimages to Jerusalem. The period from the eleventh to the thirteenth century saw
pilgrimages encouraged in Christian countries, with trips by nuns and priests permitted
by their superiors and popularized in Geoffrey Chaucer’s The Canterbury Tales, with visits
to the shrine of Thomas Becket who had been murdered in Canterbury Cathedral. Other
notable locations in Europe, such as Santiago de Compostela in Spain, were among a
number of popular destinations for Italian pilgrims. By the fourteenth century, changing
attitudes towards pilgrimages began to develop and by the fifteenth century, the spread of
the Black Death and labour shortages saw a slowing down of pilgrim traffic in Europe. By
the sixteenth century, pilgrimages were being challenged by thinking associated with the
Protestant reformers of the Reformation that opposed the cult of saints, driving much of
the activity underground. The difficulties of early pilgrim travellers should not be under-
estimated as diary accounts outline the problems of travel on unmade roads, the threat
to life posed by bandits, the limited availability of accommodation, disease and the time
involved to make such perilous journeys, as outlined by Theilmann (1987). Travel was
difficult in the Middle Ages due to the poor quality of access, although this poor access
created a demand for accommodation and hospitality services (e.g. food, drink and enter-
tainment) en route. The amount of business travel to centres of commerce across Europe
and farther afield was modest in comparison with the present. A neglected feature of
the history of tourism is the contribution of exploration and subsequent colonization of
native people as a precursor to the development of business tourism based upon trade
and increased flows of international trade. Shackley (2006) examined this theme and,
in the case of South America and the Caribbean, focused on the voyages of discovery by
Christopher Columbus (Figure 2.1) and later explorers that paved the way for subsequent
colonizers. For example the Conquistadores, who subjugated the ancient Aztec Empire of
Mexico, led by Cortes in the 1520s, and later the Incas in Peru, led by Pizarro, changed
the nature of travel and tourism to the region. As Shackley suggests, these incursions not
only transformed South America but also saw the introduction of the horse which revolu-
tionized transport in the region. Spanish colonization of Mexico and Peru was accompa-
nied by religious colonization of the interior by the Jesuits, as embodied in the film, The
Mission.

However, it should be recognized that the feudal society that existed across Europe in
the Middle Ages did not really begin to see any significant change until the Renaissance,
with a quest for knowledge and discovery.

The Renaissance and Reformation

The Renaissance originated in Italy after 1350 and reached its zenith in England during
Elizabethan times. The earlier trends in festivals and fairs continued, again forming a
nucleus of domestic tourism activity. The rise of travelling theatres and the patronage
of the arts created opportunities for travel. The Reformation, in contrast, emerged after
1500 with the ideas of Luther and Calvin with their religious zeal that created what has
been termed the Protestant work ethic. This is a notable turning point in the history of
leisure and thereby tourism, as these Lutheran and Calvinistic ideas questioned the value
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of leisure, portraying it as idleness, when individuals should devote themselves to a life of
good work rather than leisure and enjoyment of pleasure. These ideas can be seen more
clearly in the rise of the industrial society, where leisure was denigrated by the capitalists
and entrepreneurs who needed to create a more profitable economy.

Another important development in tourism that originated in the sixteenth century
was the Grand Tour, which emerged as an aristocratic form of tourism.

The European Grand Tour

The ‘Grand Tour’ was a traveller’s circuit of key destinations and places to visit in Europe,
mainly by the wealthy, aristocratic and privileged classes in pursuit of culture, education
and pleasure. The origins of such tours can be discerned in those elements of Roman
society that travelled to Greece in pursuit of culture and education. As a form of tourism,
it reached its peak in the eighteenth century. Some commentators have gone as far as to
suggest it was the forerunner of the modern overseas holiday.

Within Western Europe, the Grand Tour is recounted in the diaries, letters and mem-
oirs of travellers as well as being documented in guidebooks and historical records associ-
ated with tourism. According to the most detailed research on the Grand Tour by Towner
(1985, 1996), the typical tourists in the sixteenth century were young aristocrats who
were accompanied by tutors, although this may be an oversimplification. By the eigh-
teenth century, the emerging middle classes formed a growing element of the Grand Tour.
Towner (1985) estimated that in the mid-eighteenth century between 15 000 and 20 000
British participants toured continental Europe, around 0.2-0.7 per cent of the population.

Much of the interest in the Grand Tour can be related to the Renaissance and emer-
gence of interest in classical antiques, promoted by learning and developments in phi-
losophy that encouraged travel to expand the human mind. One interesting historical
source, J. Hall’s 1617 book Quo Vadis? A Just Censure of Travell as it is commonly undertaken
by the Gentleman of Our Nation, epitomized this educational trend, where gentlemen spent
up to three years travelling to gain an education. This emerging travel culture which
was centred on mainland Furope saw a growing link to knowledge and interest in the
classics, art and the appreciation of architecture and an intellectual thought prior to the
expansion of mass forms of education and learning. The Grand Tour was far from a static
entity as ideas from Europe were imparted back to England and changing fashions and
tastes in the interests of Grand Tourists can also be discerned between the 1550s and early
1800s. For example, the emergence of interest in landscape and scenery viewing from the
1760s and a wider range of pursuits characterized such tours. The coming of the railways
in each area combined with the expansion of the tourism industry. Figures 2.2 and 2.3
illustrate some of the typical Grand Tour routes taken in Europe and the dominance of
certain centres (i.e. Paris, Turin, Florence, Naples and Rome). The rise in popularity of
Switzerland as a consequence of the pursuit of scenery was also notable, with new modes
of transport on land, inland waterways and rivers (e.g. the appearance of steamers on
Swiss lakes in the 1820s) creating opportunities for scenic tourism. In the UK, travellers
such as Celia Fiennes during the 1680s and Daniel Defoe in the 1720s reflected the traits
of the European Grand Tour in their changing attitudes to landscapes and scenery as ele-
ments of tourism. The Romantic poets, including Wordsworth, spearheaded the discovery
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Figure 2.2
Grand Tour routes in Europe,
1661-1700

Source: © Elsevier; reprinted from Annals
of Tourism Research, Vol. 12, J. Towner,
The Grand Tour: A Key Phase in the His-
tory of Tourism: 297-333, © 1985, with
permission from Elsevier

Figure 2.3
Grand Tour routes in Europe,
1884-1820

Source: © Elsevier; reprinted from Annals
of Tourism Research, Vol. 12, J. Towner,
The Grand Tour: A Key Phase in the His-
tory of Tourism: 297-333, © 1985, with
permission from Elsevier
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CHAPTER 2 TOURISM: ITS ORIGINS, GROWTH AND FUTURE

CASE STUDY 2.1

CHANGING PATTERNS OF SPA DEVELOPMENT AS A FORM
OF TOURISM

54

There is a long historical tradition of taking mineral waters during tourist trips for health and pleasure
in Western society that can be dated back to Roman times with over a thousand baths existing in ancient
Rome. These aquae, as they were known, were distributed throughout the Roman territories. What
is notable, in terms of the continuity and change in the history of tourism, is that they declined after
Roman times (i.e. changed) but formed the basis for the future growth of spa resorts in later times (i.e.
continued). Examples are Bath in the UK, Aquae Calidae in Vichy, Aquae Mattiacae in Germany and hot
springs in the Bay of Naples. Whilst Roman spas were less exclusive than those designed for the later
users, in some countries (Hungary), spas continued in use from Roman times to the Middle Ages. But
why did spas develop as sites for tourist consumption?

At a general level, certain factors were a prerequisite for development: the existence of a spring to
provide the waters, individuals or agents to promote development, and favourable conditions relating
to accessibility and trends which promoted spa visiting. In addition the associated development of
accommodation, hospitality and ancillary services often coalesced to comprise a distinct spa resort.
In fact, in colonial America, Philadelphia had spas at Abington, Bristol and Yellow Springs; these urban
centres supported nearby springs, and access to the outlying springs led to the development of resorts
and facilities in the urban centres.

In many spas that developed in England between 1558 and 1815, patronage by royalty, the nobility
and the growing affluent classes stimulated the demand. Entrepreneurs, public authorities or a
partnership of both led to the growth of spas (e.g. Bath), with individual landowners amongst the gentry
or aristocracy providing the land and thus the basis for tourism-based speculative development.

In England, 173 rural spas were created between 1558 and 1815, many of which had a short existence
compared to their urban counterparts. Whilst certain spas had an enduring history (i.e. Buxton and Bath),
others such as Wellingborough were in existence in the late 1600s but had disappeared by 1711. Probably
the most well-known example of spa development is Bath in England. It emerged from its Roman origins
with an enduring pattern of visitation during the Middle Ages due to the medicinal value of its waters. One
illustration of its rapid expansion was its rise in population from under 2000 in the 1660s to 13 000 in the
1760s and 33 000 in 1801 mainly as the spa-based growth of the town continued. Patronage of Bath initially,
in the sixteenth century, was by visitors from London and southern England, then gradually expanded to
a national market that included courtiers, the aristocracy, gentry, clergy and professional classes (both
the infirm and those of good health seeking cures and preventative medicine). Some estimates of visitor
numbers suggest that 8000 tourists visited annually in the early 1700s, rising to 12 000 by the 1750s and
40 000 by 1800. The visiting season was expanded (initially July to mid-August), providing the basis for
further investment and development in the town. Much of the public and private sector development was
speculative in nature and the market fuelled this in turn for visitors. Expansion continued as improvements
in transportation linked the resort to a wider range of visitor markets with better roads and expanded coach
services reducing travel times. Interestingly, the advent of the railways had a limited effect on Bath because
it was evolving from a spa function to a residential and retirement centre.What did develop was a specialized
leisure resort with a highly developed tourist infrastructure and associated facilities akin to a modern resort.
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In Harrogate in Yorkshire, public sector promotion by the Corporation in the 1720s provided the basis
for development as did the Federal Parks Department in Canada at Radium Hot Springs in the 1920s. In
some cases such as Rotorua in New Zealand, the advances in spa-based health treatments (e.g.hydropathy)
saw the New Zealand Tourism and Publicity Department manage and promote the major facilities as a
basis to stimulate tourism development. In Scotland, late Victorian and Edwardian entrepreneurs created
a range of successful and unsuccessful hydro hotels providing the focal point of a spa and health tourism
at locations such as Dunblane and Crieff. The principles of spa tourism development can be seen at a
global scale through time in different countries (see Walton 2014) and some have seen a resurgence in
popularity as they have been developed as visitor attractions or health tourism venues (see Plate 2.1).

Plate 2.1
Bath’s Roman bath house is now a major visitor attraction following its redevelopment as well as the focus
for nearby development in 2006 of the Thermae Aqua bath spa of Roman origins

Source: Author
Further reading

Walton, J. (ed.) (2014) Mineral Springs in Global Perspective: Spa Histories. London: Routledge.
Web Case Study 2.1: The Evolution of Tourism in the USA, 1750s to 1850s — From Spas and Mineral
Springs to the Coast.
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of England’s Lake District in the 1790s onwards while Walter Scott’s novels glamorized
Scotland. Writers and artists were drawn to these landscapes with their scenic qualities.
A similar interest in landscape and wilderness can be observed in the new world (i.e.
the USA) in the same period, and after 1830 this was popularized by American literature
(e.g. The Last of the Mohicans in 1826) and the concept of the Western frontier.

An enduring theme from Elizabethan times was the growth of spas as a form of tourism
development and it reflects both the continuity and change in the history of tourism. In
mainland Europe, Lennard (1931) observed that only 12 spas existed in Europe in the late
sixteenth century. However, by the mid-seventeenth century, the pursuit of health remedies
for the sick gradually saw the growth of pleasure travel to such spas (see Case Study 2.1).

What was notable in many countries was that spa resorts emerged as inland tourism
destinations and their importance began to wane by the nineteenth century as a new
genre of tourism emerged - the seaside resort.

Tourism and the coast: Transition from spas to the
seaside resort

Coastal areas emerged in the late eighteenth century in many European and North Amer-
ican countries as the new form of tourism destination for the leisured classes. This was at
a time when spas and other inland resorts were still expanding.

The coast up to the eighteenth century had not been a revered landscape, where reli-
gious ideals, cultural attitudes and tastes had not encouraged coastal visiting: on the con-
trary, the coast was considered an environment to avoid due to the forces of nature and
evil. During the eighteenth century, the impact of poets, artists (such as Constable) and
romanticists led to the beach and coastline being discovered as a site for pleasure, a place
for spiritual fulfilment and for tourism as bathing slowly developed as a social and leisure
activity between 1750 and 1840.

A number of key landmarks in the early history of coastal tourism can be recognized,
including:

e Dr Russell’s (1752) treatise on the use of seawater for health reasons as well as bathing

e the popularization of sea-bathing by royal patronage (e.g. George III bathing at Wey-
mouth in the late eighteenth century)

e royal patronage of resorts (e.g. Brighton by the Prince Regent)

e the combining of health reasons to visit with pleasure and fashion

e the search by Europe’s social elite, from the late eighteenth century onwards, for
more exclusive and undiscovered destinations

e the rise of resorts with a wide range of social and ancillary services to meet the needs
of visitors (i.e. reading rooms, accommodation, assembly rooms, promenades, excur-
sions and entertainment).

The early patronage by the upper classes soon gave way to a growing access to coastal
recreation and tourism as transport technology made resorts accessible. The provision of
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paddle steamers in the 1820s between London and the Kent coast resorts is one example
of this. For example, Margate on the north Kent coast received 18 000 visitors, mainly
from London, who could afford to travel by hoy or sailing boat. The rise of the paddle
steamer led to a rapid growth in visitors as Table 2.1 shows. Data in Table 2.1 from the
Margate Pier and Harbour Company shows how over a 20-year period, travel to Mar-
gate and north-east Kent became fashionable for the affluent London population as the
annual visitation in the pre-railway era rose above 100 000 visitors a year. The paddle
steamer was an important innovation for the seaside resort, starting a process of growth
and development fuelled by visitor demand and culminating in the railway era.

The railway era did not necessarily lead to a rapid development in coastal tourism per
se, but when combined with other factors discussed later (i.e. the availability of leisure
time and statutory holidays) railways did facilitate the growth of tourism. Even so the
railway era, from the 1840s onwards, also connected many coastal resorts to the main
sources of demand - the urban industrial heartland of the UK. The major cities provided
the principal sources of demand. But while much attention has focused on the growth
in coastal tourism, in the UK the 1851 Great Exhibition heralded the early establishment
of the package holiday. Some 6 million people visited the Great Exhibition in 1851 in
London, many purchasing organized accommodation and travel from travel clubs (by
saving up through weekly payments) or from agents such as Thomas Cook, who arranged
travel for 165 000 excursionists. Some travellers arrived by rail while others from Scotland
journeyed by steamer, spending up to two nights in London.

The first provision of a package by Thomas Cook can be dated to 1841 and the famous
Leicester to Loughborough hiring of a train to travel to a temperance meeting. What
marks this auspicious point in history is the pre-purchasing of tickets for re-sale by an
agent including the travel arrangements made by the organizer, Thomas Cook, for his
570 passengers on this excursion. Yet it would be misleading to attribute the growth in
domestic tourism in the UK during the railway age solely to the efforts of Thomas Cook.

The first railway was opened in 1830: the Liverpool to Manchester line. By 1842
there were over 23 million passenger journeys a year by rail. Much of this traffic can be
attributed to the early promotional activities of the railway companies. For example, the

Table 2.1 Visitors to Margate 1812/1813 to 1835/1836 based on the records of

the Margate Pier and Harbour Company

Year Visitor numbers
1812-13 17 000
1815-16 21 931
1820-21 43 947
1830-31 98 128
1835-36 105 625

Source: Extracted from J. Pimlott (1947) The Englishman’s Holiday: A Social Holiday. London: Faber and Faber
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Great Western Railway carried 1000 passengers on its first excursion train in 1844 while,
in the same year, 360 000 passengers travelled from London to the coastal resort of Brigh-
ton. This reflects the rapid expansion of the railway network as illustrated in Figure 2.4.

The UK was not alone in this railway fever. For example, Europe’s rail network grew
from 673 miles in 1835 to 195 833 miles in 1885 as similar patterns of growth occurred
in tourist and leisure travel. One sign of the scale of growth in domestic tourism in Great
Britain by 1854 was recorded in the Royal Hotel Guide which listed over 8000 hotels,
many developed in the expanding coastal resorts and cities. Whilst a good number of
the establishments in cities and towns would have been based on the old coaching inns,
new investment and development contributed to the continued growth of coastal areas.
In 1851 Thomas Cook launched its advertising brochure the Excursionist. This brochure
promoted company products and services including excursions and special events, to
encourage travel and included advertisements from hotels and transport companies.
The Excursionist highlighted the power of advertising (see Plate 2.2) to generate travel
business, selling 100 000 copies a month in the 1880s in English and foreign editions.

However, the real sustained changes to tourism and leisure patterns in Victorian
England (in parallel with many other countries worldwide) was the introduction of holi-
day time. The 1871 and 1875 Bank Holiday Acts in the UK provided four statutory days’
holiday, giving workers the opportunity to engage in coastal tourism more fully. These
Acts made the coastal resorts in the UK more accessible to the working classes; the middle-
class workers had already begun to take more extensive holidays from the 1850s.

A social differentiation in coastal resorts also existed, where developers, municipal
authorities and businesses positively attracted certain types of visitor. In north-west

Figure 2.4
The growth of the UK railway network 1835-1885

Source: Various sources
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Plate 2.2
Thomas Cook’s Excursionist publication

Source: Thomas Cook
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England, Blackpool developed as a working-class resort, meeting the needs of the Lan-
cashire textile towns, where cheap rail travel and savings schemes promoted holidaytak-
ing. The different timings of industrial holidays in various towns in north-west England
also enabled resorts to extend the traditional summer season, so that accommodation
and hospitality services had a wider range of business opportunities and resorts such as
Blackpool developed a highly specialized tourism industry.

In terms of the supply of coastal resorts in England and Wales, no major population
centre was more than 70-80 miles from a coastal area. In the eighteenth century, a num-
ber of early resorts such as Scarborough combined a spa and coastal tourism trade; the
majority of resorts were in southern England due to their proximity to London and its
large population. During the industrialization and urbanization of England in the late
eighteenth and early nineteenth century, a number of other regional markets developed
in south-west England and in a limited number of northern and Welsh locations. By
1851, a continuous growth of resorts from Devon to Kent emerged in southern England,
complemented by the rising popularity of the Isle of Wight, Wales, north-west and east-
ern England. By 1881 growing access to the coast led to more specialized resorts, with
specific markets emerging, and the growing social divide of visitors to certain resorts (i.e.
the middle classes went to Bournemouth and the working classes to Southend, Margate
and Blackpool). By 1911, the current-day pattern of resorts was well established, although
oversupply and seasonality were common problems for the holiday trade in these resorts.
In Scotland, resort development in western districts dependent upon the urban popula-
tion of Glasgow provided a wide range of opportunities, where the integration of rail and
steamers provided a complex system of destinations by the 1880s.

Running parallel to the mass tourism phenomenon of the coastal resorts were the ori-
gins of the modern tourism industry, with the emergence of commercially organized tour-
ism by Thomas Cook. As discussed above, Cook organized the first package tours, initially
utilizing the Victorian railway system (Leicester to Loughborough in 1841), with railway
tours to Scotland in 1848 and overseas tours in the 1850s. In 1866, Cook organized his
first tours to America and passenger cruises on the River Nile in the 1880s. Other entrepre-
neurs, including Henry Lunn, also organized overseas packages for skiing in Switzerland
in the 1880s and the upper and middle classes engaged in new overseas tours as well as
domestic tourism to coastal resorts.

Tourism in the Edwardian and inter-war years

By the 1900s, coastal tourism, overseas travel by passenger liner and the rise of socially
segregated travel offered a wider range of international holiday options to the elite in
Western society. The imperial trade of many European powers also created a demand for
business travel and limited volumes of recreational travel. For example, by 1914 up to
150 000 American visitors entered the UK each year. The Edwardian years saw the contin-
ued expenditure of the middle classes on overseas travel and a growing fascination with
rural and scenic areas, popularized by the pursuit of outdoor activities such as shooting
and hunting in the Highlands of Scotland and cycling. Almost 10 per cent of Black’s Shilling
Guide to Scotland (1906) was devoted to cycling, using hotels and other accommodation
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establishments. The railway extended access to mountain climbing activities in the High-
lands (e.g. the Ladies Scottish Climbing Club was founded in 1908), reflecting the grow-
ing emancipation of women and their role as travellers in Edwardian society. Hiking also
emerged as a popular activity, with the rise of the Scottish Youth Hostels Association in
1931. The emergence of sleeper services on long-distance rail routes encouraged the mid-
dle classes to travel further afield.

One of the historical sources that enables us to understand how and where the Edward-
ians travelled is the guide book. An interesting example is the Queens Newspaper Book of
Travel (1910), which had been published annually since 1903 and was compiled by a travel
editor who was a geographer. This provided descriptions of places visitors from the UK might
visit domestically and overseas, or where they might be stationed in the British Empire. It
had candid insights as this extract on visiting Rangoon, in Imperial Burma, shows:

A damp place; and the first feeling on arrival is generally one of prostration, followed
by slight ague and fever; but this in robust people soon passes away, and although
Rangoon is not regarded as a healthy station, yet of late years sanitary improvements
have somewhat bettered its climate . . . All clothing should be packed in airtight
cases. One requires an abundant supply of Indian gauze underclothing (not less than
three changes a day, even to corsets).

Guide books like this also highlight a neglected feature of tourism history: the develop-
ment of business travel to manage colonies. They also reveal the travel activities of the
colonists, such as the seasonal migration of the British in India to hill settlements in the
summer to avoid the high temperatures of the lowland cities. Similarly, the rise of tour-
ism between the colonial mother country and the colonies has not been accorded much
attention, although it tends to follow the resort life cycle: following the exploration and
colonization, tourism developed initially through business travel, then visits to family
and relatives and then trips to different destinations. These patterns would appear to have
developed across the colonial continents of Africa, Asia and the Pacific islands in parallel
with the overt exploitation of the indigenous labour and resource base. However, the First
World War was a significant interruption to the continued growth of leisure travel, as Web
Case Study 2.2 shows.

In the initial aftermath of the First World War, demand for coastal holidays surged in
1919 as resorts such as Blackpool were claiming they were ‘full up’ and bulging at the seams
whilst new forms of travel emerged. For example, between 1904 and 1914, the number
of cars in Britain rose from 8465 to 132 015 and by 1926 this had risen to 683 913. This,
combined with the growth of coach travel, as surplus military vehicles were converted to
charabancs after 1918, generated more road-based and flexible travel than was offered by
the more rigid timetables of railways. Even so, research by the National Railway Museum in
York, UK has found that, in 1934 alone, 700 boat trains operated between London and Til-
bury docks — one example of a passenger terminal for sea passengers on scheduled services,
indicating the scale of rail travel to connect with international sea transport.

Air travel also saw its embryonic growth after the First World War, with Thomas Cook
offering scenic flights over battlefields in Europe. The first passenger flights from Lon-
don to Paris also commenced, marketed by Thomas Cook and others. The growth in air
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travel globally increased from 1 million miles flown in 1919 to 70 million miles in 1930
and 234 million miles in 1938 on the eve of the Second World War. Likewise, the route
network expanded from 3200 miles in 1919 to 156 800 in 1930 to 349 100 in 1938. This
is reflected in the example of Britain’s Imperial Airways which commenced with a daily
London-to-Paris service in 1922 as well as to other European destinations and the Middle
East and India. Its route network saw passenger numbers grow from 11 000 in 1924 to
24 000 in 1930 and 222 000 in 1938. Clearly the inter-war period was an important period
of change in tourism prior to the onset of the Second World War as demonstrated in Web
Case Study 2.2 as affluence and poverty offered different experiences for consumers.

The depression in industrial economies during the 1920s and 1930s suppressed the
demand for international and domestic tourism from all those but the wealthiest (illus-
trated by the international growth in air travel and luxury cruising — see Plate 2.3 and
Plate 2.7), although recreational pursuits replaced some of the demand for travel and
new forms of low-cost tourism such as working holidays emerged among poorer work-
ing-class families (e.g. Londoners from the East End picking hops in Kent in the autumn).
Mechanization in the post-war period gradually removed some of these tourism opportu-
nities, but also created new ones. The construction of second homes on plots of land in
the green belt or coastal areas by the working classes in the 1930s was a new, chaotic and
unplanned form of domestic tourism. Many such dwellings were subsequently removed
by planning acts in the 1930s and 1940s. Many of these trends were part of a transition
from the Edwardian period through to the 1930s. Lickorish and Kershaw (1958: 42)
argue that:

The First World War brought about many changes which were to influence the vol-
ume of tourism. It had wrought great social changes: people returning from the war
expected new opportunities, better living standards, more breadth to their lives; the
war had broken down international barriers, and it had resulted in the fostering of
an ideal, an optimistic, peaceful internationalism - just the climate in which tourism
was most likely to flourish . . . The post-war era saw a rise in the standard of living of
the working and middle classes in America and certain European countries.

Indeed, Lickorish and Kershaw (1958) noted that the 1930s were important because coun-
tries began to recognize the economic importance of tourism. This was accompanied
by the League of Nations encouraging the simplification of frontier formalities, remov-
ing visa fees and provision of customs passes for tourists’ cars and international driving
licences. It also led to many destinations increasing the role of government to nurture this
growing tourism economy (see Web Case 2.3 — domestic tourism promotion in Ontario,
Canada). Statistical accounts of tourism from the Edwardian and inter-war period give
a number of insights about those who were able to travel abroad as Web Case Study 2.4
shows.

A number of interesting insights into the tourism activities of the population in
the 1930s are provided by Rowntree’s (1941) Poverty and Progress: A Second Social Survey
of York based on research from 1935. Rowntree found, among a largely working-class
population in the town of York, that there was a growth in interest in the Youth Hostel
Association among those under 25 years of age, with 4753 guest nights spent in York’s
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Plate 2.3
A 1933 Thomas Cook brochure for air services

Source: Thomas Cook

youth hostel each year. The research also showed the importance of worker organiza-
tions, such as the Cooperative Holiday Association and its later offshoot, the Cooper-
ative Holiday Fellowship, in promoting holidays in the outdoors as part of the health
and fitness movement. Some of this was attributed by Rowntree to the reduction in
working hours since 1900 from a typical 54-hour week in a factory to a 44- to 48-hour
week. A similarly rich source of historical evidence on the holiday habits, activities and
behaviour of the British population in the late 1930s is the Mass-Observation project.
The Mass-Observation social research organization was set up in 1937 to collate an
anthropology of the British population using a wide range of survey methods, including
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participant observation. The records along with other sources such as diaries are kept at
the University of Sussex, UK. One interesting feature of this project was that it confirms
what many historians suggest, that holidays were firmly embedded in working-class
culture. For example, when a sample of the population were asked what they would
economize on, holidays (irrespective of social class) were deemed to be important ele-
ments not to be sacrificed.

One of the major innovations was the holiday camp (see Web Case Study 2.4). The
unrivalled success of the holiday camp idea as a mass holiday product in the inter-war
and post-war years also led Thomas Cook to enter the market in the 1950s by building a
more exclusive development at Prestatyn in Wales modelled on a nautical theme, as illus-
trated in the promotional materials of the time (see Plates 2.4-2.6).

The Second World War impeded the growth of international tourism. Yet even on the
eve of the Second World War in 1939, fewer than 50 per cent of the British population
spent more than one night away from home. However, the number of car owners had
risen from 200 000 in 1920 to 2 million in 1939. Another notable development was the
emergence of embryonic passenger airline services challenging the dominant passenger
liners, and providing the seeds of the post-war transformation of many societies to adopt
the overseas travel bug. In other parts of the world, such as communist Russia, the state
used tourism as an organized form of R&R for workers, with sanatoria and resorts devel-
oped along the Black Sea and in other locations. For the elite, holiday homes (dachas)
near the urban centres were also developed.

The Soviet Union has been described as a country that pursued ‘proletarian tourism’,
where the state, via state tourism organizations, determined the collective good by pro-
viding holidays that benefited the productive capacity of the state. This was accomplished
through workers being given holidays designed to enhance their intellectual and phys-
ical well-being as a means of self-improvement. This trend developed in the 1920s and
persisted through to the end of the Stalinist era, when diplomatic relations and outside
travel was gradually permitted by Kruschev. Similar patterns of state-led tourism were also
apparent in the Soviet-controlled East Germany, where countryside recreation became a
popular focus for state-organized, worker-based tourism. In post-war Romania, state-or-
ganized tourism was directed towards three specific forms of tourism: mountain tourism,
spas and the coastal areas around the Black Sea.

Access to new forms of transport (notably road-based) in the inter-war period opened
up the countryside and a wider range of domestic tourism destinations to the population
in many countries. The emergence of new forms of domestic tourism (i.e. the holiday
camp), cruise liners and air travel led to changing tastes and trends in holidaytaking.
Whilst many resorts and transport providers responded to a widening range of opportu-
nities for travel and holidaying, with the use of marketing and promotion (see Web Case
2.3), the real rise of mass tourism was a post-war phenomenon.

Post-war tourism: Towards international mass tourism

In Chapter 1 the trend in international tourism, dating back to the 1950s, illustrated the
phenomenal growth in international travel, which was punctuated by peaks and troughs
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Plate 2.4 (top left)

Thomas Cook brochure advertising
Prestatyn: It’s Perfect — at Prestatyn Holiday
Camp

Source: Thomas Cook

Plate 2.5 (top right)

Thomas Cook brochure advertising
Prestatyn Holiday Camp: This Is It! Your
1954 Holiday

Source: Thomas Cook

Plate 2.6 (left)

Thomas Cook brochure advertising
Prestatyn Holiday Camp: Look! Here’s Your
1955 Holiday

Source: Thomas Cook
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Plate 2.7
The 1930s were the heyday of cruising epitomized
in the Thomas Cook brochure from 1939

Source: Thomas Cook

Plate 2.8
The immediate post-war years saw cruise and passenger
liner travel challenged by the expansion of air travel

Source: Thomas Cook
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in demand. Many of the current trends in tourism can be dated to the post-war period,
particularly the rise in demand for holidays. This period saw a growth in income, leisure
time and opportunities for international travel. In the immediate post-war period, surplus
military aircraft were converted to passenger services and the 1950s saw the introduction
of jet airliners.

In the UK, the tourism industry employed about 5 per cent of the population (Lick-
orish and Kershaw 1958) and it generated £750 million a year in expenditure, of which
£111 million was spent by overseas visitors. Travel remained one of the largest elements
of household expenditure. In contrast, the USA domestic market in 1956 was worth
US$17.5 billion, with an annual growth rate of 5-10 per cent and visitor volumes equiv-
alent to half of the national population. Almost 85 per cent of vacation travel was by car,
and accounting for 15 billion miles travelled, a growth from 11.5 billion miles in 1955.
The car was opening up other areas, particularly more remote rural areas and the scale of
this impact saw the State of Texas’ tourism industry valued at US$26 million (Lickorish
and Kershaw 1958).

Lickorish and Kershaw (1958) provide an interesting snapshot and cross-section of
tourism in the UK in the 1950s. For example, tourism in Scotland was estimated to be
worth £50 million in 1956, comprising £20 million spent by Scottish holidaymakers,
£19 million by visitors from other parts of the UK and £11.5 million by overseas visitors.
Yet Britain received only 610 000 overseas visitors a year from Western Europe, with much
of the market attributed to the USA and Commonwealth tourism, as Figure 2.5 shows
for the period 1921 to 1957. In 1957, Britain received 262 730 visitors from the USA,

Figure 2.5
Number of visitors to Britain, 1921-1957 (no data available for 1939-1945)

Source: Based on tabulated data in Lickorish and Kershaw (1958: 339)
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254 590 from Commonwealth countries and the balance from Europe. This reflects the
close historic ties the UK had with the USA and Commonwealth. The latter’s ties were
reinforced and strengthened during the First World War but subsequently weakened in
the Second World War and in the 1950s as former British colonies sought independence.
What Figure 2.5 also shows is the devastating impact of the Second World War on inter-
national travel, but in the immediate aftermath of 1945, visitor arrivals did quickly return
to pre-war levels (i.e. by 1948) illustrating the resilience of tourism to crisis such as war.
Figure 2.5 also shows that after 1945 inbound tourism to the UK grew exponentially into
the 1950s, outstripping the growth recorded in the 1920s and 1930s illustrating a con-
tinued upward trend, which then continues to grow significantly in the 1950s and 1960s
through to the more recent period.

As airlines bought new jets, older aircraft became available to charter holiday com-
panies to operate services to holiday destinations. In the UK Vladimir Raitz is credited
with offering the first air-related package holiday and Horizon Holidays (purchased later
by Thomson Holidays) was soon followed by a number of other tour operators. By 1959,
2.25 million Britons took foreign trips, 76 769 of which were to Spain. In 1966, 94 per
cent of these overseas trips were to Europe; this number dropped to 86 per cent in 1974
as other destinations were developed.

Figure 2.6 shows the impact of the rise of the package holiday in Spain, which led to the
growth of Mediterranean resorts. By 1965, Spain had become Europe’s leading tourism desti-
nation with 14 million visitors a year (which had grown to nearly 48 million in 2001). Spain
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saw its share of the UK holiday market rise from 6 per cent in 1951 to 30 per cent in 1968.
In the late 1960s package holidays to Mallorca cost £30, which was equivalent to a week'’s
salary. The ill-fated Clarksons tour operator saw the number of its clients grow from 16 000
in 1966 to 90 000 in 1967, a sign of the massive growth in package holidays. Consumer
spending on domestic holidays rose by 80 per cent between 1951 and 1968, and on over-
seas holidays by 400 per cent. In 1951 a UK holiday cost on average £11, a foreign holiday
£41. By 1968 the prices were £20 and £62 respectively and the numbers of Clarksons’ cli-
ents had risen to 175 000. However, the oil crisis in the 1970s, the Arab-Israeli war and the
oil embargo of 1973 saw fuel price increases which led to a massive drop in tourist travel.
In 1974, Clarksons collapsed with tourists stranded in 75 resorts in 26 coastal areas. This
resulted, in part, from a sustained price war among tour operators in the UK.

During the 1960s the numbers taking foreign holidays was set to rise by 230 per
cent and by 1967 there were 5 million British holidaymakers going abroad. This rose to
7.25 million in 1971 and 8.5 million in 1972 but dropped to 6.75 million in 1974 due to
the oil crisis. Yet throughout this period, the proportion of the population not taking a
holiday remained almost constant at around 40 per cent and this is similar to the propor-
tion recorded in the 1990s.

In the 1970s, 1980s and 1990s there was an increasing proliferation of tourism prod-
ucts and experiences, and a growing global reach for travel. The growth in leisure time,
however, did not lead to a major change in the proportion of people taking holidays. In
the period 1950-1988 UK spending on holidays increased six fold in real terms. Therefore,
changes in supply (i.e. by the tourism industry) and demand have seized upon the rise in
consumer spending and associated factors such as:

e changes in demand for domestic and international travel, particularly business travel,
new markets in visiting friends and relatives (VFR) (e.g. reunions among migrant
groups) and the pursuit of new travel experiences

e transportation improvements, especially the introduction of jet aircraft, the wide-bod-
ied jet (i.e. the DC10 and Boeing 747 jumbo jet), and the proliferation of high-speed
trains and larger aircraft such as the Airbus A380 and new Boeing Dreamliner ‘787,
mid-sized more efficient planes

e the development of new forms of holiday accommodation (i.e. the change from
the holiday camp to timeshare, self-catering and second homes, and more recently
Airbnb)

e innovations by tour operators, including the rise of the holiday brochure, new forms
of retailing such as direct selling, buying via the internet, more competitive pricing
and the evolution of one-stop shop retailing (i.e. the package, insurance, holiday
currency, airport transfers and pre-flight accommodation and car parking)

e greater availability of information on destinations to visit from the media, brochures,
guide books, the internet and travel programmes

e increased promotion of destinations by governments, growing consumer protection
to ensure greater regulation and resort promotion in the media and via the internet.

These factors certainly promoted the development of mass tourism in the Western indus-
trialized nations in the post-war period, especially in the 1960s and 1970s. Many of the
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trends identified in the UK are part of a wider change in Western society towards con-
sumption of tourism products. Looking at the past is interesting because many of the
issues we face in modern tourism may already have existed in the past, and so are not
necessarily new. Even so, the past may not always be a guide to the future, especially
given the speed of change in society, the rapid pace of technological innovations and the
effect of wider societal trends. For this reason, no discussion of the origins and growth of
tourism is complete without some consideration of the future.

The future of tourism

Anticipating changes in tourism has attracted a great deal of interest from economists
who seek to model the changes in demand based on past and future growth assumptions.
But this approach alone ignores some of the underlying changes in the nature of society
that shape the tourist of the future. An interesting example is Brazil, where the emerg-
ing middle class is over 30 million people, who are among the top spenders in the USA
according to the Brazilian Central Bank. For this reason, some consideration of the follow-
ing key trends over the next decade will help to understand how tourism consumption
and development may be affected:

e the ageing of society in the Western industrialized nations, with the over-50 age
group — the ‘new old’ who are active (active ageing) and far from elderly and uninter-
ested in tourism — which is a growing market sector

e a growth in single households, with later marriage and child-bearing as well as
increased rates of divorce and single parenthood

e information technology becoming an all-embracing element of our lives, increas-
ingly used by consumers and part of the globalized society

e consumers becoming more environmentally conscious; this will be balanced by
increased searches for hedonistic experiences (i.e. those based on pleasure) and more
flexible leisure time

e tourism consumers looking for greater convenience and ease of access, with the
media playing a much greater role in shaping our tastes and preferences

e technology providing consumers with new opportunities to access tourism
opportunities

e some regions of the world are growing in outbound tourism (and others are expected
to grow), their economies and GDP expanding at a much faster rate, creating a
demand for both domestic and outbound travel as illustrated in Case Study 2.2

e new regions have a mixed picture of performance in tourism growth, such as the
Middle East. Whilst it has started from a relatively low base of inbound tourism in
terms of its world share, some countries have witnessed substantial rates of growth
(e.g. arrivals to the United Arab Emirates grew from 7.4 million in 2010 to 14.9 mil-
lion in 2016; Saudi Arabia saw a similar pattern of growth from 10.8 million arrivals
in 2010 to 18 million in 2016). Conversely, there have been substantial drops in
other countries (e.g. Egypt has seen its visitor arrivals drop from 14 million in 2010 to
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CASE STUDY 2.2

EMERGING OUTBOUND MARKETS: THE BRIC AND MINT
ECONOMIES

Some of the more established tourism markets in Europe and North America have begun to see their
tourism economies grow at relatively modest rates. Conversely, there are a range of fast-growing
emerging economies that are developing significant rates of GDP, creating enhanced affluence for
some of their population, who are emulating the consumer behaviour of the developed world. One facet
of that new consumerism is growth in domestic and international tourism. Currently, interest is focused
on the booming BRIC economies (Brazil, Russia, India and China) which have seen major growth among
their rapidly expanding middle classes. UNWTO and the European Tourism Commission examined the
characteristics of the growing markets of Russia, China and India, identifying their potential as major
drivers of sustained future international tourism growth, as these are people with limited experience of
international travel. Existing studies by UNWTO (201 1) suggest that the BRIC countries are experiencing
and will achieve growth of over 10 per cent in outbound travel, which is more than double that of mature
Western economies with rates of less than 5 per cent per annum. Interest is also developing in the next
group of countries which will be the successors of the BRIC countries, and analysts suggest that the
next group of fast-growing economies that will emerge are the MINT countries (Malaysia, Indonesia,
Nigeria and Turkey), with their fast-growing population, a youthful population structure, access to
expanding economies and, for three of the MINT countries, being commodity producers associated
with the growing global demand for raw materials. Both the BRIC and MINT countries are indicative of a
gradual shift of economic power from the developed former colonial powers to developing economies.
One of the defining features of these MINT economies is that existing notions of the distribution of
wealth, patterns of urbanization and industrial development reveal a mix of developed nation attributes
of conspicuous consumption abutting abject poverty, deprivation and slums in less developed world
environments.

Further reading

UNWTO (2011) Policy and Practice for Global Tourism. Madrid: UNWTO.

UNWTO and European Tourism Commission (2009) The Russian Outbound Travel Market with Special
Insight into the Image of Europe as a Destination. Madrid: UNWTO.

UNWTO and European Travel Commission (2009) The Indian Outbound Travel Market with Special
Insight into the Image of Europe as a Destination. Madrid: UNWTO.

5.2 million in 2016 as a result of political turbulence). Overall, international arrivals
to the Middle East area dropped from 55 million in 2010 to 53.5 million in 2016 due
to the wider concerns around political instability.

Yet one region that has consistently seen growth in tourism and is set to set the pace for
global growth in tourism in the future is Asia.
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The future for tourism growth: Asia-Pacific as the
powerhouse of global tourism?

Many commentators have emphasized the significance of Asia as a future growth area for
international tourism, but the history of travel to Asia at least prior to the end of the Sec-
ond World War was heavily influenced through colonialization (see Barrento 2018), with
many forms of tourism documented in early studies of tourism (see Spencer and Thomas
1948). This is reflected in the early advertising surrounding tourism to Asia as reflected
in Thomas Cook’s Asian advertising through the Far East Travellers Gazette published by
Thomas Cook in Shanghai and other Asian locations (Plate 2.9). Its content highlighted
opportunities for intra-regional travel for those able to afford travel, such as colonial
ex-patriate workers and elites with wealth and a tradition of international travel. Interna-
tional travel to Asia was also advertised using iconic images of the culture of the Far East
as illustrated in the 1926 poster produced by Thomas Cook (Plate 2.10). In the post-war
period, many former colonies gained independence, sometimes surrounded by conflict
and armed struggle, the most notable being Malaya (now Malaysia) and Vietnam. In
the transition to nationhood, tourism did not assume a high priority for many Asian
nations, but international tourism did develop across Asia during the 1970s at a slow
rate until political turbulence was reduced and air routes and capacity were expanded
(for example see the case study on tourism growth in Vietnam in Chapter 11 that traces
the development of one such Asian destination and its growth trajectory). Therefore,
tourism is not a new phenomenon in Asia: what is new is the scale of growth and devel-
opment, particularly in the period from the 1980s onwards dependent upon the country,
its government policy towards tourism development and levels of investment in infra-
structure. For example, Singapore, Malaysia and Thailand have all made major invest-
ments in aviation and infrastructure to position themselves as the hubs for Asian tourism
growth associated with air travel along with investment in their state-controlled airlines.

Since the 1990s, Asia-Pacific has been one of the dominant regions seeing both domes-
tic and international tourism growth in most countries. As Hall and Page (2017: 3) argue,

Growth in Asian tourism since the early 1990s has been little short of astonishing
in terms of levels of growth, the expansion of new markets, new destinations and
the creation of the world’s most dynamic and growth-oriented inbound and out-
bound region for global tourism . . . In the case of international tourism, the UNWTO
reported in 2015 that China had become the top source market and . . . become the
trendsetter in terms of the pace of growth and change.

Asia-Pacific as a region (see Figure 2.7) comprises four distinct regions (South Asia, South
East Asia, North East Asia and Oceania comprising the Pacific Islands and Australia and
New Zealand). As a diverse region, much of the demand for outbound tourism has been
intra-regional in focus (i.e. travel within the region) stimulated initially by the four Asian
tiger economies of Hong Kong, Singapore, South Korea and Taiwan as newly industrialized
countries in the 1980s. During the 1990s and new millennium, China also assumed a more
dominant role. Whilst arrivals from outside of Asia-Pacific have contributed to growth, the
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Plate 2.9

The Far East Travellers Gazette, 1915 highlighting
the services provided for colonial travellers with
multi-lingual uniformed Staff meeting passengers at
the principal ports and railway stations

Source: Thomas Cook

Plate 2.10

Poster advertising travel to Malaysia and Indo-China
(which referred to the French colony of Vietnam,
Cambodia, and Laos), 1926

Source: Thomas Cook
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The Asian region
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volume of international arrivals to the region has trebled from 110.4 million in 2000 to
324 million in 2017. This is set against global international visitor volumes of 1.322 million
in 2017, where Asia-Pacific is almost 25 per cent of the visitor activity. The highly urbanized
nature of the region’s population, many of whom are living in megacities (cities of at least
10 million people), has generated a major demand for international and domestic travel.
There are 17 megacities in Asia and three of the world’s largest megacities are located in Asia
(e.g. Tokyo, Delhi and Shanghai) (Hall and Page 2017). Three Chinese megacities are char-
acterized by a travelling middle-class elite (e.g. Shanghai, Beijing and Guangzhou-Foshan)
which also fuel outbound travel within the region and further afield.

As Hall and Page (2017) demonstrate, many of the megacities are also destinations in
their own right with well-developed international (and domestic) tourism markets and
supporting airport infrastructure. However, with the scale and pace of growth of tourism,
accommodating this rapid growth in demand will pose its own problems of capacity.
The implications are that destinations will need to expand the capacity and scale of the
tourism-related infrastructure related to facilitate tourist travel to and within the destina-
tion(s) (see Chapter 11 and 12).
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The significance of the region for future tourism growth is that current volumes of inter-
national tourism in the region may almost double to 535 million by 2030 as the region’s
population will continue to be a major contributor to world population growth and ‘in 2030,
China will comprise 17 per cent of the world population and India 17.9 per cent, which will
alter the global dynamic of outbound tourism, especially at an intra-regional level’ (Hall and
Page 2017: 3). In fact the International Air Passenger Transport Association (IATA) has fore-
cast that by 2036, half of all the future growth in demand for air travel will be in Asia-Pacific,
with China replacing the USA as the largest aviation market globally after 2022.

One potential approach used by some futurologists to understand these future changes
in tourism has been the use of scenario planning (see Chapter 12): stories or possible
views on what might happen at a future point in time. This approach seeks to use cre-
ative thinking to understand how future changes and events may shape the unknown,
building a picture of what the tourism consumer of 2025 might look like. In essence,
looking at the future is about grappling with uncertainty, beyond the planning horizon
of most individuals and businesses. In contrast the approach used by economists, namely
econometrics — using past trends and future growth assumptions to forecast changes - is
seen as more scientific and precise. The problem in many cases, is that forecasts are rarely
achieved. To illustrate how the scenario and forecasting approach have been used, the
example of New Zealand’s international tourism prospects is reviewed in Web Case 2.5
because it is an example of where many growth forecasts were achieved.

Whilst the forecasts of future tourism illustrate the importance of looking ahead in
trying to anticipate changes, one new trend that is emerging as a potential growth area
is space tourism.

Space tourism

Since a member of the public joined a Russian space flight in 2001, there has been a grow-
ing interest in the future growth of space tourism. However, interest in space tourism is
not new, with NASA publishing various reports on space tourism in the 1990s, particu-
larly its 1998 report, General Public Space Travel and Tourism. In the USA, 12 million people
per year visit NASA’s Air and Space Museum in Washington, the Kennedy Space Center in
Florida and the Johnson Space Center in Texas, while 2 million a year visit Space World
in Japan.

In market research studies, the market for space travel in the USA alone is estimated to
be US$40 billion a year. Much of the future potential market is dependent upon reusable
launch vehicles that can carry commercial passengers. Research indicates that once ticket
prices can be generated at US$10 000, the market will be expanded. However, this is some
way off, with the Russian launch vehicle costing US$10 million. Some commentators
consider that it will be possible to achieve space tourism in the next 50 years based on
short sub-orbital flights. In the longer term, other possibilities may include:

e short earth orbital flights using reusable spacecraft
e orbital tourism in space hotels located around the earth’s orbit
e moon and Mars tourism.
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For the tourist, seeing the earth from 100 km above its surface will provide a lifetime mem-
ory. There will also be a leisure space for activities such as weddings, sports and games. Yet
engineers recognize that for technology to advance, major developments in propulsion
systems are required. For the tourist, certain medical and physical preparations will be
necessary, including familiarization with short sub-orbital flights, an ability to perform
emergency procedures and learning coping strategies to deal with claustrophobia, isola-
tion and personal hygiene. Policy changes may also be necessary to modify the Liability
Convention (1971) of the UN that makes the launching country liable for compensa-
tion for losses or damage. However, the existing investment by governments in the USA,
Europe and Japan of US$20 billion in space agencies indicates that state funding has
already underwritten an element of the investment costs in space tourism, and it has a
potential to generate an economic return.

In 2005, space tourism moved a step nearer to reality when British entrepreneur Rich-
ard Branson signed a £14 million agreement to build five spaceliners in the USA with
Mojave Aerospace Ventures to utilize the technology devised for SpaceShipOne. This
spacecraft reached an altitude of 112 km (368 000 ft) equivalent to 69.6 miles above the
earth’s surface in 2005. Virgin are planning flights in the near future at a cost of £100 000
each and they estimate that 3000 people are prepared to pay this price. In 2008, over 200
people had pre-booked space flights and over 80 000 had expressed an interest in these
flights. The Virgin Spaceship will have five passengers, involve a week of pre-flight train-
ing, and will last three hours after travelling at 21 500 miles per hour (three times the
speed of light) following the launch from the mother ship at 50 000 feet. The highlight
will be three minutes of weightlessness before returning to earth. The development of Vir-
gin’s first spaceport to launch its space tourism flights in the Mojave desert, New Mexico,
is expected to cost US$225 million to build but may create 500 jobs and over U$1 billion
in tourism revenue over a ten-year period (see www.virgingalactic.com/). In the UK other
locations such as Newquay are vying for position to host a spaceport for launching space
vehicles.

The future demand for space tourism as a luxury travel experience could grow from
a conservative estimate of 150 000 trips a year on 1500 flights (generating revenue of
US$10.8 billion with a ticket price of US$72 000) to 950 000 trips on 9500 flights (with
a ticket price of US$12 000). The flights would rendezvous with a space hotel, unload
incoming passengers and transport returning passengers to earth. What is evident is that
in the early years of space tourism the demand will be low and price will be high. This
will change as the activity becomes more acceptable — similar to any product life cycle.

Conclusion

The history of tourism can be characterized by continuity and change in the form, nature
and extent of tourism activity. The growing globalization and global extent of tourism
activity can be explained by wider social access to travel, enabled by a range of factors
promoting travel (e.g. income and leisure time). The impact of innovations and entrepre-
neurs has significantly changed the course of the history of tourism, and the example of
Richard Branson'’s Virgin Galactic is likely to change it again.


http://www.virgingalactic.com

TOURISM: ITS ORIGINS, GROWTH AND FUTURE

The emergence of mass tourism in the period since the 1960s is a dominant feature
of the international expansion of world travel. With the prospect of space travel now a
reality, along with more exploratory forms of marine tourism to the ocean’s depths, tour-
ism continues to push the bounds of humanity’s endurance and quest for discovery and
something new. Underwater hotels already exist: futurist notions of underwater tourism
are now a reality. What is clear is that tourism has continued to develop and evolve
through time, and many current trends will wane as new ones emerge, although these
may use existing resources, places and experiences. In some cases new environments,
places and experiences will continue to be developed. Tourism is always changing, and
the challenge for the tourism manager and entrepreneur is to anticipate new trends and
tastes and to meet them.

CHAPTER REVIEW
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Questions

1 Why is the historical study of tourism useful in understanding the management
problems many destinations face in the new millennium?

2 How can you explain the continuity and change in the historical development of
tourism?

3 What is the value of the resort life cycle model in explaining tourism growth and
development?

4  What are the future prospects for space tourism?

Access additional resources

e For students: Multiple choice questions for each chapter, video links and further
reading.

e For instructors: PowerPoint slides with tables and diagrams, additional case studies,
video links and further reading.



%] Demand

Why do people engage 1n
tourism?

Learning outcomes

This chapter examines the reasons why people go on holiday and

the explanations developed to understand the motivating factors
associated with leisure travel. After reading this chapter, you should be
able to understand:

* the concept of tourism demand and the ways it may be defined
« the role of motivation studies in explaining why people go on holiday
* the different motives used to develop classifications of tourism

* the role of consumer behaviour in explaining why people select certain
holiday products.
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Introduction

Understanding why people choose to travel and to become tourists seems at first sight a
very simple issue. In fact it is a very complex area and, whilst we can all think of simple
reasons why people choose to go on holiday, the area has also been extensively studied
by psychologists (who study how humans behave, interact and react to external and
internal stimuli) trying to derive explanations that apply to groups and individuals to
the perennial question: why do people go on holiday? Theoretical research has sought to
classify travellers into groups in order to generalize the reasons for being involved in tour-
ism. However, there needs to be a recognition that not all tourists are the same. They are
diverse and have a wide range of motivations to travel which vary by wealth, age, stage in
the life cycle, lifestyle and personal and group preferences. As the tourism industry relies
upon travellers choosing to go on holiday, understanding what motivates them to visit
specific places and resorts has major economic consequences.

The explanation of why people travel for pleasure, business and other reasons has
become further clouded by a fundamental problem: psychologists attempt to develop
theories about why people choose to travel but these theories are detached from the way
the tourism industry uses very practical marketing-based approaches to understand the
same question. One of the distinguishing features of tourists is that they are outsiders in
the places they visit. Tourism is different to other forms of consumption but there is a
tendency to treat tourists in the same vein as we would other consumers, and to apply the
same methods of study from consumer behaviour and the field of marketing. However,
as Pearce (2005: 9) argues, ‘There are several critical dimensions that create differences
between tourist behaviour and consumer behaviour. One such major difference lies in the
extended phases that surround tourist activities.” These include:

e an anticipation or pre-purchase stage

® an on-site experience

® areturn travel component

e the extended recall and recollection stage.

In this respect, the essential feature of the tourist experience, even in the pre-purchase
and recall stage, is about being somewhere (notably somewhere else than at home).
Unlike many other consumer purchases, a tourism experience may be enduring, having
a long-lasting impact in terms of reflection and psychological enrichment of one’s life
(see Table 3.1). In contrast to other tangible goods such as a car, a holiday is more about
our dreams, expectations of enjoyment and satisfaction. The nature of the experience in
terms of meaning, value and people-to-people contact distinguishes the consumption of
tourism from the way many other products are purchased.

This chapter explores the way in which the academic study and practical application
of principles associated with tourism demand have been applied to understanding what
motivates tourists as consumers. Motivation is important in terms of the personal satis-
faction that the tourist derives from consuming the experience; it is also a component of
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Table 3.1 Characteristics of the positive psychologists’ study of tourism

There has been a growing recognition by psychologists that tourism research on tourists’
experience of holidays can be better understood by embracing a number of new approaches
associated with the following concepts:

* positive psychology, which is focused on how individuals and groups can make their normal
life more fulfilling through experiences such as holidays

e fulfilment, which Filep and Pearce (2014: 2) define as ‘achievement of something desired,
promised or predicted’ based on the Oxford English Dictionary definition. Fulfilment
embraces notions of well-being

¢ happiness, which is largely a conscious state of mind although psychologists have developed
various theories to explain this state of mind

e tourist behaviour, which is the setting in which individuals/groups have encounters and
experiences that will impact upon their happiness and fulfilment derived from holidays.

Further reading: Filep, S. and Pearce, P. (eds) (2014) The Tourist Experience and Fulfilment.
London: Routledge.

Source: Developed from S. Filep and P. Pearce (eds) (2014) The Tourist Experience and Fulfilment

visitors’ perceptions of destinations and should affect how those marketing and promot-
ing a destination present it.

Attempts to classify and group tourists into categories or to develop a model of tourist
motivators are fraught with problems, as motivation is a highly individualized element
of human behaviour. It affects and conditions how people react and behave as well as
their attitudes to tourism as something they consume. In other words, while a range of
motivating factors can be considered in promoting travel, a range of highly personal and
individualized elements still exist beyond these. There is no universal agreement on how
to approach the tourist demand for travel products and services, although this chapter
will explore a number of approaches and possible reasons why human beings engage in
tourism as a recreational activity. If we understand what prompts people to leave their
home area and to travel to other places, then we may be able to develop approaches that
help us to manage these visitors and their impacts. It may be possible to help plan for a
more enjoyable experience at the place(s) they visit. Motivation may help to explain why
certain places developed as successful tourism destinations and then continued to grow,
stagnated or declined as tastes, fashions and perceptions of tourism changed. One inter-
esting way to view the wider significance of tourist behaviour, as mapped out by Pearce
(2005) is to consider the tourist, their motives in choosing a destination and a mode of
transport, and their interaction with the destination. Pearce argued that in these interac-
tions, we need to understand:

e The tourist, including their demographic profile, culture, social networks, personal-
ity, values, attitudes and experience which interacts with
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e The choice of destination, and interactions at the destination with the place, peo-
ple, hosts and experiences to create

e On-site experiences that shape the tourists on-site experiences to create

e Outcomes that impact on the tourists’ satisfaction, enjoyment.

What is tourism demand?

Tourism demand has been defined in numerous ways, including ‘the total number of
persons who travel, or wish to travel, to use tourist facilities and services at places away
from their places of work and residence’ (Mathieson and Wall 1982: 1) and ‘the relation-
ship between individuals’ motivation [to travel] and their ability to do so’ (Pearce 1995:
18). In contrast, more economic-focused definitions of demand are more concerned with
‘the schedule of the amount of any product or service which people are willing and able
to buy at each specific price in a set of possible prices during a specified period of time’
(Cooper et al. 1993: 15).
There are three principal elements to tourism demand:

1 effective or actual demand, which is the number of people participating in tourism,
commonly expressed as the number of travellers. It is normally measured by tourism
statistics — typically, departures from countries and arrivals at destinations

2 suppressed demand, which consists of the proportion of the population who are unable
to travel because of circumstances (e.g. lack of purchasing power or limited holiday
entitlement). It is sometimes referred to as ‘potential demand’. Potential demand can
be converted to effective demand if the circumstances change. There is also ‘deferred
demand’ where constraints (e.g. lack of tourism supply such as a shortage of bed-
spaces) can also be converted to effective demand if a destination or locality can
accommodate the demand

3 no demand, is a distinct category for those members of the population who have no
desire to travel and those who are unable to travel due to family commitments or illness.

An interesting study by Uysal (1998) summarized the main determinants of demand
(see Figure 3.1): economic, social-psychological and exogenous factors (i.e. the business
environment). This useful overview provides a general context for tourism demand and
many of the factors help to illustrate the complexity of demand, but it does not ade-
quately explain how and why people decide to select and participate in specific forms of
tourism, which is associated with the area of motivation.

The motivation dichotomy: Why do people go on
holiday?

In a very comprehensive assessment of tourist motivation, Mountinho (1987: 16) defined
motivation as a ‘state of need, a condition that exerts a push on the individual towards
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Figure 3.1
Determinants of tourism demand

Source: Uysal (1998) © Routledge, reproduced from D. loannides and K. Debbage (eds), The Economic Geography of
the Tourist Industry, p. 87, Fig. 5.2, Routledge

certain types of action that are seen as likely to bring satisfaction’. This means that
demand is about using tourism as a form of consumption to achieve a level of satisfac-
tion for an individual, and involves understanding their behaviour and actions and what
shapes these human characteristics. This seeks to combine what the tourist desires, needs
and seeks from the process of consuming a tourism experience that involves an invest-
ment of time and money. The expectations a tourist has as a consumer in purchasing
and consuming a tourism product or experience is ultimately shaped by a wide range of
social and economic factors which Uysal (1998) listed in Figure 3.1 and which are shaped
by an individual’s attitudes and perception of tourism.

Yet tourist motivation is a complex area dominated by the social psychologists with
their concern for the behaviour, attitudes and thoughts of people as consumers of tourism.
A very influential study published in 1993 by Phillip Pearce suggested that in any attempt
to understand tourist motivation we must consider how to develop a concept of motivation
in tourism, how to communicate this to students and researchers who do not understand
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social psychology and what practical measures need to be developed to measure people’s
motivation for travel, particularly the existence of multi-motivation situations (i.e. more
than one factor influencing the desire to engage in tourism). Pearce (1993) also discussed
the need to distinguish between intrinsic and extrinsic forces shaping the motivation to
become a tourist; he explored these issues further in Tourist Behaviour (2005).

Intrinsic and extrinsic motivation

There is no all-embracing theory of tourist motivation due to the problem of simplify-
ing complex psychological factors and behaviour into a universally acceptable theory
that can be tested and proved in various tourism contexts. This is illustrated in Table 3.2
which summarizes some of the main theoretical approaches developed in motivation

Table 3.2 Theoretical approaches to tourist motivation

Needs-based approaches

— Assumes that tourists select destinations to satisfy their needs
— Sees pleasure-related travel as being designed to meet tourist needs
- Epitomized by need-based motivation research such as Maslow (1943, 1954)

— Argues that human needs motivate human behaviour based on a very generic hierarchy of
human needs.

Values-based approaches

— Highlights the importance of human values on tourist motivation and why tourists seek to
consume certain experiences

— Used widely in consumer behaviour research and embodied in the VALS study by Mitchell
(1983) on values and lifestyles

— Used to segment tourists into groups to help understanding.
Benefits sought or realized approaches

— Focuses on causal factors in terms of what benefit a tourist expects to gain from travel and
holidays

— Typical approaches have looked at: the attributes of a destination and the benefits it may
offer; the psychological benefits that a tourist may gain from a service or holiday.

Expectancy-based approaches

— Uses developments in employment motivation research based upon job preferences and
satisfaction

— Is based upon the assumption that the concept of attractiveness of achieving an outcome is
the prime motivator

— Is characterized by Witt and Wright's (1992) studly.
Other approaches
- Push/pull factors.
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research. The different approaches illustrate that there is no general congruity between the
approaches (i.e. there is no common agreement or approach) that explains the complex-
ity of trying to derive general explanations of motivation among tourists. This resulted
in a large number of individual studies of tourist motivation dating back to the 1970s
(Table 3.3) which adopt different theoretical and conceptual standpoints. One immediate

Table 3.3 Key publications on tourist motivation

Study

Contribution

Lundberg, D. (1971) Why tourists travel. The Cornell
Hotel and Restaurant Administration Quarterly, 26
(February): 75-81.

Cohen, E. (1974) Who is a tourist? A conceptual
clarification. Sociological Review, 22(4): 527-555.

Crompton, J. (1979) Motivations for pleasure
vacation. Annals of Tourism Research, 6(4): 408-424.

Dann, G. (1981) Tourist motivation: An appraisal. Annals
of Tourism Research, 8(2): 187-219.

Pearce, P. (1982) The Social Psychology of Tourist
Behaviour. Oxford: Pergamon.

Iso-Ahola, S. (1982) Towards a social psychology theory
of tourism motivation: A rejoinder. Annals of Tourism
Research, 9(2): 256-262.

Witt, C. and Wright, P. (1992) Tourist motivation after
Maslow. In P. Johnson and B. Thomas (eds) Choice and
Demand in Tourism. London: Mansell.

Harrill, R. and Potts, T. (2002) Social psychological
theories of tourist motivation: Exploration, debate and
transition. Tourism Analysis, 7(2): 105-114.

Prentice, R. (2005) Tourism motivations and typologies.

In A. Lew, A. Williams and C. M. Hall (eds) A
Companion to Tourism. Oxford: Blackwell. 261-279.

Pearce, P. (2005) Tourist Behaviour. Clevedon: Channel
View.

Pearce, P. and Lee, U. (2005) Developing the travel
career approach to tourist motivation. Journal of Travel
Research, 43(3): 226-237.

Clarke, J. and Bowen, D. (eds) (2009) Contemporary
Tourist Behaviour. Wallingford: CABI.

Used 18 motivation statements to assess key travel
motives

Discussion of what a tourist is and creation of typologies
using different tourist roles

Devised a classification of tourist motives for pleasure
travel

Review of the tourism studies published to the late
1970s and the role of push and pull factors

First major review of the field to examine the different
motivational research up to the early 1980s and
importance of social psychology

A response to Dann’s (1981) study; presents a social
psychological model of tourist motivation

Review of the literature and contribution which
expectancy theories can make to motivation research

A review of the main social psychological models of
tourist motivation

A useful synthesis of the field challenging some of the
main assumptions on tourist motivation

An update of his 1992 book and a new synthesis of the
tourist behaviour field, with a focus on motivation

A study in which Pearce readjusts his concept of the
travel career ladder to the travel career pattern which
concludes that ‘a core of travel motivation factors
including escape, relaxation, relationship enhancement,
and self-development seem to comprise the central
backbone of motivation for all travelers’ (p. 226)

A collection of articles that reviews current research and
thinking on tourist motivation.
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complication is the problem of understanding what drives an individual to travel. For
example, while a business traveller is obviously travelling primarily for a work-related rea-
son, there are also covert (or less overt) reasons that are related to that individual’s needs
and wants. The individual is a central component of tourism demand, as

no two individuals are alike, and differences in attitudes, perceptions and motivation
have an important influence on travel decisions [where] attitudes depend on an indi-
vidual’s perception of the world. Perceptions are mental impressions of . . . a place
or travel company and are determined by many factors, which include childhood,
family and work experiences. However, attitudes and perceptions in themselves do
not explain why people want to travel. The inner urges which initiate travel demand
are called travel motivators.

(Cooper et al. 1993: 20)

What this illustrates is that the individual and the forces affecting their need to be a tour-
ist are important. These forces can be broken down into intrinsic and extrinsic approaches
to motivation. The intrinsic motivation approach recognizes that individuals have
unique personal needs that stimulate or arouse them to pursue tourism. Some of these
needs are associated with the desire to satisfy individual or internal needs — for exam-
ple, becoming a tourist for self-improvement or what is termed ‘self-realization’, so as
to achieve a state of happiness. It may also help boost one’s ego (a feature termed ego
enhancement) because of the personal confidence building that travel can encourage. In
contrast, the extrinsic motivational approach examines the broader conditioning factors
that shape individuals’ attitudes, preferences and perceptions but are more externally
determined - for example, the society and culture one lives in will affect how tourism is
viewed. In the former Soviet Union tourism was a functional relationship that was condi-
tioned by the state that sent workers for rest and recreation so they could return refreshed
to improve output and productivity. In contrast, in a free-market economy the individual
is much freer to choose how and where they wish to travel, within certain constraints
(e.g. time, income and awareness of opportunities).

At a general level, tourism may allow the individual to escape the mundane, thereby
achieving their goals of physical recreation and spiritual refreshment as well as enjoy-
ing social goals such as being with family or friends. In this respect, extrinsic influences
on the tourist may be family, society with its standards and norms of behaviour, peer
pressure from social groups, and the dominant culture. For example, one of the cul-
tural motivators of outbound travel from New Zealand among youth travellers (those
aged under 30 years of age) is the desire to do the ‘Overseas Experience’ (the ‘big OFE’).
This often gives travellers a chance to engage in a cultural form of tourism by visiting
Europe, seeing relatives and friends and achieves a number of social goals. The big OE also
has an intrinsic function as a long-haul trip and a sustained time away from the home
environment encourages independence, self-reliance and greater confidence in one’s own
ability and judgement, and will contribute to ego enhancement. In the UK there has also
been a trend towards a similar experience before commencing study at university; it is
known as the ‘gap year’ and a similar style of travel, working holiday, voluntary activity
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Plate 3.1
Motivation for travel for a dream holiday is epitomized by this Pacific Island destination with the
sun, sea and sand (3s) elements

Source: Author

or round-the-world trip takes place which is explored in more detail in Web Case 3.1 and
Case Study 3.1.

While analysis of tourist motivation is about the underlying psychological value and
features of being a tourist, actual tourism demand at a practical level is derived through
a consumer decision-making process. From this process, it is possible to describe three
elements, which condition demand:

1 energizers of demand, which are factors that promote an individual to decide on a
holiday

2 filterers of demand, which are constraints on demand that can exist in economic,
sociological or psychological terms despite the desire to go on holiday or travel

3 affecters, which are a range of factors that may heighten or suppress the energizers
that promote consumer interest or choice in tourism.

These factors directly condition and affect the tourist’s process of travel decision-making
although they do not explain why people choose to travel. For this reason, it is useful to
understand how individuals’ desires and need for tourism fit into their wider life.

This partly reflects upon the intrinsic motivations, and one useful framework devised
to understand this is Maslow’s hierarchy of human needs.
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CASE STUDY 3.1

VOLUNTEER TOURISM

88

One of the principal challenges for researchers examining tourist motivation is to try to understand
what factors promote a specific tourist experience such as volunteering. Volunteer travel has seen a
major growth and volunteer organizations have developed to provide opportunities for volunteers,
often on projects located in the less developed world. As a market segment, volunteer tourists spend
in excess of US$3000 a trip and TRAM (2008) estimated the size of the global market as 1.6 million
volunteers per year. This was valued at between £832 000 and £1.3 million. The number of volunteer
tourism organizations is estimated to be 300 globally, and the physical profile of travellers tends to be
those aged 20 to 30 years of age. Among the market for volunteer tourists, TRAM (2008) identifies two
specific segments:

» those who are unskilled but educated
* asmaller, more highly skilled and older experienced group.

Research conducted in Australia and other countries points to the altruistic motivation (i.e.a willingness
to give something back without any expectation of personal reward) alongside specific factors that
influence the level of satisfaction derived from the experience including:

*  an opportunity to develop a skill or additional knowledge
» the chance to contribute to a worthwhile project

*  to have fun and enjoy oneself

*  to experience a new environment or setting.

Overseas tourists volunteering in Australia’s Northern Territory participated in projects based in
schools, care centres and marine wildlife conservation schemes. According to TRAM (2008) 90 per cent
of overseas volunteer placements were located in Latin America, Asia and Africa. This reflects the flow
of volunteering from developed to developing countries. A study by Campbell and Smith (2006) of sea
turtle conservation in Tortuguero, Costa Rica highlighted the environmental values of volunteers. This
is aligned with the growing awareness of sustainability issues among specific tourist markets. TRAM
(2008), however, points to concerns over the value of volunteer tourism when the projects are poorly
managed, so that the traveller receives personal gratification but the project receives little benefit from
the volunteer.

Further reading

Campbell, L. and Smith, C. (2006) What makes them pay? Values of volunteer tourists working for sea
turtle conservation. Environmental Management, 38(1): 84-98.

Holmes, K. and Smith, K. (eds) (2009) Managing Volunteers in Tourism. Oxford: Butterworth-Heinemann.

TRAM (2008) Volunteer Tourism: A Global Analysis. Arnhem: ATLAS.

Wearing, S. and McGee, N. (2013) Volunteer tourism: A review. Tourism Management, 38: 120-130.
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Maslow’s hierarchy model and tourist motivation

Maslow’s (1954) hierarchy of needs remains one of the most widely discussed ideas on moti-
vation. It is based on the principle of a ranking or hierarchy of individual needs (Figure 3.2),
based on the premise that self-actualization is a level to which people should aspire. Maslow
argued that if the lower needs in the hierarchy were not fulfilled then these would dom-
inate human behaviour. Once these were satisfied, the individual would be motivated by
the needs of the next level of the hierarchy. In the motivation sequence, Maslow iden-
tified ‘deficiency or tension-reducing motives’ and ‘inductive or arousal-seeking motives’
(Cooper et al. 1993: 21), arguing that the model could be applied to work and non-work
contexts, such as tourism and leisure. Yet how and why Maslow selected five basic needs
remains unclear, although it appears to have a relevance in understanding how human
action is related to understandable and predictable aspects of action compared to research
that argues that human behaviour is essentially irrational and unpredictable. Maslow’s
model is not necessarily ideal, since needs are not hierarchical in reality because some needs
may occur simultaneously. But such a model does emphasize the development needs of
humans, with individuals striving towards personal growth, and these can be understood
in a tourism context.

Figure 3.2
Maslow’s hierarchy of individual needs

Source: Author
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Table 3.4 Push and pull factors used to explain holidaytaking

Push factors Pull factors

Escape Ease of access

Socializing Cost of travel

Fun/excitement Promotional images of destination
Relaxation Tourist attractions/events

Prestige Sun, sea, sand

Educational motives

Maslow’s work has also been developed since the 1950s when work began on spe-
cific motivations beyond the concept of needing ‘to get away from it all’. For example,
‘push’ factors that motivate individuals to seek a holiday have been researched and
compared with ‘pull’ factors (e.g. promotion by tourist resorts), which act as attractors
(see Table 3.4).

Ryan’s (1991: 25-29) analysis of tourist travel motivators (excluding business travel)
identified a range of reasons commonly cited to explain why people travel to tourist des-
tinations for holidays:

e adesire to escape from a mundane environment

e the pursuit of relaxation and recuperation functions

e an opportunity for play

e the strengthening of family bonds

e prestige, since different destinations can enable one to gain social enhancement
among peers

e social interaction

e educational opportunities

e wish fulfilment

e shopping.

From this list, it is evident that tourism is unique in that it involves real physical
escape reflected in travelling to one or more destination regions where the leisure
experience transpires . . . [thus] a holiday trip allows changes that are multidimen-
sional: place, pace, faces, lifestyle, behaviour, attitude. It allows a person temporary
withdrawal from many of the environments affecting day to day existence.

(Leiper 1984, cited in Pearce 1995: 19)

It is also evident that fashion and taste have a major bearing on the destinations people
choose to go to for holidays.

Even so, the ranking of UK package destinations has remained fairly consistent in
terms of the locations chosen, with Spain maintaining its prominent position as the most
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popular country (see Chapter 2). Spain also maintained its position as the overall top
choice of destination for UK holidaymakers followed by France.

The tourism tradition of motivation studies:
Classifying and understanding tourist motives

A large number of studies of tourist motivation (see Tables 3.2 and 3.3), dating back to the
1970s, took many of Maslow’s ideas forward and then applied more socio-psychological
ideas in a tourism context. In most of the studies of tourist motivation, a common
range of factors tend to emerge. For example, Crompton (1979) emphasized that socio-
psychological motives can be located along a continuum that explains why certain tour-
ists undertake certain types of travel. In contrast, Dann’s (1981) conceptualization is one
of the most useful attempts to simplify the principal elements of tourist motivation into a
series of propositions (i.e. general statements that characterize tourists) including:

e travel as a response to what is lacking yet desired

e destination pull is in response to motivational push

e motivation may have a classified purpose (this was the focus of many of the earlier
studies of motivation)

e motivation typologies

e motivation and tourist experiences.

This was simplified a stage further by McIntosh and Goeldner (1990) into:

e physical motivators

e cultural motivators

e interpersonal motivators

e status and prestige motivators.

On the basis of motivation and using the type of experiences tourists seek, Cohen (1974)
distinguished between four types of travellers:

1 the organized mass tourist, on a package holiday, who is highly organized and whose
contact with the host community in a destination is minimal

2 the individual mass tourist, who uses similar facilities to the organized mass tourist but
also desires to visit other sights not covered on organized tours in the destination

3 the explorers, who arrange their travel independently and who wish to experience the
social and cultural lifestyle of the destination

4 the drifters, who do not seek any contact with other tourists or their accommodation,
wishing to live with the host community.

Clearly, such a classification is fraught with problems, since it does not take into account
the increasing diversity of holidays undertaken nor the inconsistencies in tourist
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behaviour. For example, as the advertisements from Thomas Cook demonstrate, Plate 3.2
shows explorers in the early twentieth century on an escorted tour of South America may
have gained sufficient knowledge and experience to venture as independent travellers by
1928, making their own arrangements via Thomas Cook for a voyage and accommoda-
tion/tours in South America, as illustrated by Plate 3.3. Other researchers suggest that one
way of overcoming this difficulty is to consider the different destinations tourists choose
to visit and then establish a sliding scale that is similar to Cohen’s (1972) typology, but
without such an absolute classification.

One such attempt was by Plog (1974), who devised a classification of the US population
into psychographic types, with travellers distributed along a continuum from psychocen-
trism to allocentrism (see Figure 3.3). The psychocentrics are the anxious, inhibited and
less adventurous travellers while at the other extreme the allocentrics are adventurous,
outgoing, seeking out new experiences due to their inquisitive personalities and interest
in travel and adventure. This means that, through time, some tourists may seek out new
destinations, while others will follow the more adventurous as the destinations develop
and appear safe and secure. But some of the criticisms of Plog’s model are that it is diffi-
cult to use because it fails to distinguish between extrinsic and intrinsic motivations. It
also fails to include a dynamic element to encompass the changing nature of individual
tourists. Pearce (1993) suggested that individuals have a ‘career’ in their travel behaviour
where people

start at different levels, they are likely to change levels during their life-cycle and they
can be prevented from moving by money, health and other people. They may also
retire from their travel career or not take holidays at all and therefore not be part of
the system.

(Pearce 1993: 125)

Pearce (2005) has argued that a travel career is a dynamic element in a tourist’s holiday-
taking habits, influenced by travel experience, stage in the life cycle and age. Initially he
developed the idea of a travel career ladder (Pearce 1993), which was built on Maslow’s
hierarchical system and had five motivational levels:

biological needs

safety and security needs

relationship development and extension needs
special interest and self-development needs
fulfilment or self-actualization needs.

[ O R S

Later Pearce (2005) de-emphasized the hierarchical elements of a ladder in favour of a
reformulated travel career pattern (TCP) approach arguing that ‘the pattern of motiva-
tions and their structure rather than the steps on a ladder’ (Pearce and Lee 2005: 228) were
more important. The TCP placed a greater emphasis on how motivations form patterns
that may link to the notion of travel careers. The notion of the TCP is that tourists will
have different motivating patterns over their life cycle which will be impacted upon by
their experience of travelling. This reflects better the complexity of understanding tourist
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Plate 3.3
Poster advertising independent travel to South
America in 1928

Source: Thomas Cook

Plate 3.2
Poster advertising an escorted tour of South America

in 1908

Source: Thomas Cook
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Figure 3.3
Plog’s psychographic types

Source: Plog, S. (2001) Why destination areas rise and fall in popularity: An update of a Cornell Quarterly classic. The
Cornell Hotel and Restaurant Administration Quarterly, 42(3): 13-24

motivation, although studies of this have suggested a tourist’s experience of domestic and
international travel and age were important factors in identifying influences on TCPs.
What Pearce (2005) concludes is that we may discern three layers of travel motivation:

e Jayer 1, the common motives at the core of the TCP: novelty, escape, relaxation,
enhancing and maintaining human relationships

e layer 2, a series of moderately important motivators related to self-actualization (i.e.
focused on the inner self) that surround this core set of motivations and a number of
externally focused motives such as interaction with the host society and environment

e layer 3, an outer layer with lesser importance including motives such as nostalgia and
social status.

These factors may also vary in importance according to the culture of the travellers, and
the relative significance of these motives may also change during the TCP of individuals.

From the discussion of motivation so far, it is apparent that the key principles are as
summarized in Table 3.5.

The important point here is that motivation is about how a general need/want (in
this case the desire to travel) is translated in a context where it can be fulfilled. This is
often simplified to push and pull factors but it does raise issues about the ways in which
tourists as consumers respond to specific stimuli that encourage them to engage in tour-
ism. Goodall (1991) identified the relationship between needs, wants and preferences and



DEMAND: WHY DO PEOPLE ENGAGE IN TOURISM?
Table 3.5 Summary of tourist motivation: Key principles

e Tourism is a combination of products and experiences which meet a diverse range of needs

e Tourists are not always conscious of their deep psychological needs and ideas. Even when
they do know what they are, they may not reveal them to researchers, family and friends

e Tourism motives may be multiple and contradictory, with some working in harmony and others
working in direct opposition (i.e. push and pull factors)

* Motives may change over time and be inextricably linked together (e.g. perception, learning,
personality and culture are often separated out but they are all bound up together)

e Dynamic models of tourist motivation such as Pearce’s (2005) TCP are crucial to understanding
not only the role of motivation but also the way that such motives will evolve, change and be
conditioned by changes in lifestyle, life cycle and personal growth and development.

goals amongst travellers, where push and pull factors existed. Much of the discussion is
focused on consumer behaviour and the role of marketing in providing the stimuli that
lead people to choose specific motivations for going on holiday. For this reason, the role
of consumer behaviour in tourism is important in understanding the practical ways con-
sumers choose to become tourists.

Consumer behaviour and tourism

Consumer behaviour concerns the way tourists as purchasers of products and services
behave in terms of spending and their attitudes and values towards what they buy.
Their age, sex, marital status, educational background, amount of disposable income,
where they live and other factors such as their interest in travel directly affect this. For
marketers who sell and promote tourism products and services, these factors are crucial
to the way they divide tourists into groups as consumers (see Cohen et al. 2014 for a
review of key studies) so that they can provide specific products that appeal to each
group. One frequent approach used by tourism marketers to achieve this goal is ‘market
segmentation’ (i.e. how all the above factors can be used to describe different groups of
consumers).

There are a range of approaches one can use in market segmentation though the
most commonly used is demographic or socio-economic segmentation, which occurs
where statistical data such as the census are used together with other statistical infor-
mation to identify the scale and volume of potential tourists likely to visit a destina-
tion. Key factors such as age and income are important determinants of the demand.
For example, the amount of paid holidays and an individual or family’s income both
have an important bearing on demand. One powerful factor shaping demand in a
demographic context is social class, which is related to income, social standing and
the way status evolves from these factors. Social class is widely used by marketers as
a way of identifying the spending potential of tourists. In the UK, the Institute of
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Practitioners in Advertising uses the following socio-economic grouping of the popu-
lation with six groups:

A Higher managerial, administrative or professional

B Middle managerial, administrative or professional

C1 Supervisory, clerical or managerial

C2 Skilled manual workers

D Semi- and unskilled manual workers

E Pensioners, the unemployed, casual or lowest grade workers.

This is after Holloway and Plant (1988), although other classifications have been devised
with various emphases in different countries. The key point to stress from any classifi-
cation is how social class, employment or economic status impact upon participation
in tourism. In most cases, professionals enjoy higher incomes and this affects their
consumption of tourism in general terms. However, other factors may come into play:
the stage in the family life cycle may inhibit a young professional with children while
a working couple in another occupational group may have fewer constraints and there-
fore more money to spend on holidays. Many studies of income and social class indicate
that those in groups AB have a greater propensity to take overseas holidays than those
in groups DE as illustrated by the consumption of ecotourism (see Case Study 3.2). This
also raises wider social debates about how income and class can contribute to social
exclusion of those groups unable to participate in tourism. Two other notable factors
that impact upon tourism in terms of consumer behaviour are gender and ethnicity.

Gender and ethnicity

Gender has a powerful impact on participation in tourism, since many studies indicate
that women in households are the holiday decision-makers. Yet with changes in the exist-
ing composition of two-parent households and the growth in single-parent households,
the notion of the nuclear family is changing in many Western societies. The consequences
are that many tourism providers are having to rethink the nature of the traditional family
holiday. Similarly, new trends in holiday consumption can be discerned with children
exerting greater pressure on parents in the selection of holiday destinations (e.g. pester
power), demanding visits to child-oriented destinations (e.g. Disneyland) and locations
associated with children’s television series (e.g. the Isle of Mull in Scotland where the fic-
titious Balamory BBC Television series was filmed has been receiving up to 250 000 visitors
a year, a significant proportion generated by pester power).

Gender has also become a defining feature in the identification of the gay and lesbian
market. In the USA this comprises 10 per cent of the tourism market and they are now
wooed as a high-spending group (this has led to the use of terms such as the ‘Pink Pound’
in the UK). In the USA, such households have income above the national average. The
Tourism Industry Association (TIA) in the USA estimate this market is worth US$54.1 bil-
lion a year. However, the gay and lesbian market is also very discerning and seeks destina-
tions with a gay or lesbian involvement that is integrated in the community. Among the
top reasons to visit a destination are: holidaying with a boyfriend/girlfriend; attending
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CASE STUDY 3.2

THE EMERGENCE OF ECOTOURISM MARKETS IN
BRAZIL

The sustainability debates highlighted in Chapter 1 have slowly filtered into tourist consumer behaviour,
reflected in high-value spending among ecotourists. However, the practicalities of embracing the principles
of sustainability means many people are very aspirational about practising sustainability. This means, as a
DEFRA study (Dresner et al. 2007) found, that people have very good intentions about wanting to be more
environmentally sustainable. In their daily lives, people may want to be environmentally responsible and
do the right thing (e.g. recycling) but they do not follow it through with action, as discussed in Chapter 1.
This is especially the case with holidaytaking. For example, tourists are reluctant to forego long-haul travel
as a form of consumption. Consequently, the development of sustainable forms of travel, particularly niche
products such as ecotourism, remains a relatively small segment of the overall market. Ecotourism pursuits
as an environmental form of tourism are supposed to have a minimal impact on the environment, so it
is one form of sustainable tourism particularly as it has environmental goals at its heart, such as wildlife
conservation. Ecotourism is a relatively recent phenomenon, especially in many developing countries, and
Brazil is no exception. As a destination Brazil has seen its international visitor numbers rise from 5 million
in 2002 to nearly 7 million in 2008. As an ecotourism destination its attraction can be related to its:

+  environmental diversity including a wide range of ecosystems and landscape
* large areas of wilderness such as the Amazon Basin and a network of National Parks
«  wildlife diversity.

Whilst there has been a long history of explorers and scientists who have visited Brazil as nature-oriented
travellers (e.g. Charles Darwin), the development of ecotourism can be dated to around 1985 and the
decision by the state tourism organization Embratur to develop new products and the establishment of
tour operators focused on ecotourism and the domestic market. The focus on the domestic market reflects
the rapid growth of domestic tourism in Brazil and the growth of the middle class with increasing affluence,
some of which has been spent on tourism. Around 6 per cent of domestic visitors cite ecotourism as a major
motivation to travel, although this rises to 10 per cent amongst the most affluent social groups. Embratur
has estimated the potential market for domestic ecotourists to be around 4 million and international
research shows that these visitors are amongst the higher-spending consumers. Even so, the market for
ecotourists needs further investment in the infrastructure to support the development of these markets,
although one project in Brazil has won the coveted Condé Nast ecotourism award.

Further reading

Dresner et al. (2007) Public Understanding of Sustainable Leisure. London: DEFRA.

Sarigoéllii, E. and Huang, R. (2005) Benefits segmentation of visitors to Latin America. Journal of Travel
Research, 43(3): 217-293.

Tangeland, T. and Aas, O. (2011) Household composition and the importance of experience attributes of
nature-based tourism activity products— A Norwegian case study of outdoor recreationalists. Tourism
Management, 32(4): 822-832.
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Gay Pride festivals; holidaying with a group of friends; purchasing a holiday package and
taking advantage of internet travel specials.

In the USA, the top destinations for gay men in order of preference are New York, San
Francisco, Hawaii, Palm Springs, Fort Lauderdale, West Hollywood, Miami/South Beach
and Key West. Lesbians travelled to San Francisco, Provincetown, New York, Hawaii, Key
West, West Hollywood, Miami/South Beach, Fort Lauderdale and Palm Springs.

Ethnicity has also been identified as an important factor shaping tourist travel behaviour
and consumption patterns. Many Western societies now have multicultural populations,
with race and ethnicity assuming a more prominent role in travel markets. According to
the TIA in the USA, the emerging Hispanic travel market now accounts for 13.7 per cent
of the national population, which is set to grow to 162.6 million (around 25 per cent) of
the US population by 2050. This is a substantial market despite their low average house-
hold incomes. The Hispanic groups in the USA have made growing use of the internet,
although there are differences in consumer behaviour between native-born and recent
Hispanic migrants. In terms of tourism, the US Hispanic market purchasing is concen-
trated in California and Texas. The majority of their travel is for leisure, especially to see
family, friends and relatives. Popular domestic destinations in the USA are California,
Texas, Florida, Nevada, Arizona and New Mexico. Therefore the examples of gender and
ethnicity show that it is important for the tourism sector to understand how consumers
can be broken down into discrete groups or segments.

Psychographic segmentation

A more sophisticated approach to segmentation (which was discussed above in the
motivation study by Plog, 1974) is psychographic segmentation which is often intro-
duced to complement more simplistic approaches based on socio-economic or geo-
graphic data. It involves using socio-economic and life-cycle data to predict a range
of consumer behaviours or purchasing patterns associated with each stage. Examining
the psychological profile of consumers to establish their traits or characteristics in rela-
tion to different market segments further develops this. By combining the behaviour
of tourists and their value system comprising their beliefs and how these affect their
decision to purchase, the marketers can communicate more effectively with potential
consumers by understanding what motivates their decision to purchase certain types
of products and services. One example of psychographic segmentation is a specialized
product such as ecotourism (travelling to engage in wildlife viewing, visiting natu-
ral areas and having a concern with the natural environment); here, segmentation is
possible using a range of variables such as the age profile of the ecotourists, how they
choose to travel, how they book their holidays, what type of budget they have and
their motivation for being an ecotourist. This is illustrated in Case Study 3.2. This is
one component of the growth of alternative forms of tourism (see Table 3.6) of which
ecotourism is one element.

Once the supplier of the services or products has considered these issues, the next stage
to examine is how tourists decide to purchase certain products — particularly the most
frequent purchase, which is the holiday.
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Table 3.6 Alternative forms of tourism: Terminology

e Alternative tourism has emerged as an all-embracing concept in the broader literature on
sustainable tourism within which a number of distinct strands of thought have developed that
are characterized by a greater concern for ethical tourism behaviour

* Ecotourism is responsible travel to natural areas to conserve the environment and benefit
local people

e Community-based tourism is designed to involve local people and stakeholders to ensure
that the benefits of tourism development are retained within the community

® Pro-poor tourism is intended to ensure that the poor over-proportionally benefit from tourism
development

* Fair trade and tourism is an alternative mechanism to help alleviate poverty among the
producers and suppliers of tourism goods and services in the supply chain

e Justice tourism is an approach founded upon ethical and equitable principles as well as
respect, sharing and equality for all ideology

e Ethical tourism is based upon the assumption that the fundamental principles of tourism as
both a business activity and transaction between the industry and consumer are inherently
‘unethical’, being exploitative, damaging to the environment and local people, because
tourism is a conspicuous form of consumption. The term is often used interchangeably with
‘responsible’ and other similar terms

¢ Responsible tourism is primarily characterized by the tourism industries and tourists acting in
a responsible manner in terms of their actions, activities and behaviour.

Source: Adapted from C. Weedon (2014) Responsible Tourism Behaviour. London: Routledge

Purchasing a holiday

A study undertaken in Canada in March 2002 by TripAdvisor found that consumers often
take as long as a month to purchase quite complex holiday products online and that illus-
trates how important it is for businesses to understand how consumers select products
both online and from more traditional distribution channels such as travel agents. It also
highlights the importance of marketing efforts by tourism businesses to tempt the con-
sumer to book a product. Consumers have a range of holiday options available at specific
points in time and their choice is based on the preferences of the individual, family and
other groups. One other notable group that has seen a growth in volume and significance
in the UK is the stag and hen party market, as discussed in Web Case 3.2.

The following factors exert a powerful influence on the decision to purchase tourism
products and services:

e the personality of the purchaser

e the point of purchase

e the role of the sales person

e whether the individual is a frequent or infrequent purchaser of holiday products
e  prior experience.
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CASE STUDY 3.3

MEDICAL TOURISM - A NEW GROWTH AREA FOR
TOURISM?

Hall (2013) highlights that medical travel, defined by ESCAP (2009: 1 cited in Hall 2013) as

Medical travel [is] . . . the international phenomenon of people travelling, often great distances, to
access health-care services that are otherwise not available due to the high costs, long waiting lists,
or limited health care capacity in their country of origin.

In contrast,medical tourism was defined by ESCAP as ‘the increasing tendency from people in developed
countries to undertake medical travel in combination with visiting tourist attractions. Medical tourism is
often seen as adding medical services to common tourism’. This latter point has been widely debated
in the tourism literature (see Connell 2011, for example) and in its simplest form this is tourist travel for
medical treatment. Hall (2013) illustrates that medical tourism can comprise international or domestic
tourism in scope and need not involve international travel and it will involve some form of treatment.
Medical tourism has been a long-established area of tourist activity since the visits to spas (i.e. taking
the waters) and coastal locations for rest and recuperation from illness and ailments. As Laesser (2011)
suggested, this was the fastest growing area of tourist travel even though it remained a niche and highly
specialized form of demand, and some of the societal drivers of the demand for medical tourism are
shown in Figure 3.4. These clearly add a degree of complexity to any attempt to define the scope and
extent of medical tourism from a supply perspective and Hall (2013: 12) provides an excellent overview
as illustrated in Figure 3.5 which draws together the interrelationships between health and medical
tourism where the traditional forms of spa tourism and the growing interest in wellness are incorporated
as a continuum. Whilst we can distinguish medical tourism by its focus on a curative domain, wellness
tourism is more directed towards the preventative aspects of health. In the USA the costs of health care
saw over 11 million people seek treatment overseas. Among the leading medical tourism destinations

Pursuit of stress Changing medical
An ageing population reduction strategies practices towards

and changing lifestyles among working prevention and
population alternative therapies

Recognition of the links Shift from mass
between health and tourism to more

positive psychology customised forms of
around well-being tourist experience

Figure 3.4
Societal changes facilitating the demand for medical tourism

Source: Adapted from Hall (2013; Laesser 2011)
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globally are India, Malaysia, Brazil, Thailand, Turkey, Mexico, Costa Rica, Singapore, Taiwan and South
Korea. Estimates of the scale of the global market and value of medical tourism have been put at USD
45.5-72 Dbillion with 14 million travellers according to Global Health Care Resources (2017). Various
industry estimates suggest this market is growing at between 25-35 per cent a year which will be
dominated by Chinese travellers by 2025 (Global Health Care Resources 2017).

Further reading

Connell, J. (2011) Medical Tourism. Wallingford: CABI.
GlobalHealth Care Resources (2017) 2016-2017 Global Buyers Survey,http://medicaltourismassociation.

com/userfiles/files/GLOBAL BUYERS REPORT BRIEF.pdf
Hall, C.M. (2013) Medical Tourism: The Ethics, Regulation and Marketing of Health Mobility. Routledge:London.
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Laesser, C. (2011) Health travel motivation and activities: Insights from a mature market — Switzerland.

Tourism Review, 66(1/2): 68-82.

The Medical Tourism Association, see www.medicaltourismassociation.com/en/index.html
OECD’s report Medical Tourism: Treatments, Markets and Health System Implications: A Scoping Review,
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see www.oecd.org/els/health-systems/48723982.pdf

Any explanation of consumer behaviour in tourism also needs to be aware of the moti-
vations, desires, needs, expectations, and personal and social factors affecting travel
behaviour. A good example of this can be seen in Case Study 3.3 which looks at the
growth of medical tourism in response to a range of personal factors around health that
create a tourism-related experience around health needs.

Consumer behaviour is in turn affected by stimuli that promote travel (i.e. market-
ing and promotion), images of the places being visited, previous travel experiences, and
time and cost constraints. What this type of debate on tourists as consumers shows is
that marketing and promotion are fundamental in a business that seeks to create a four-
step process that takes the consumer from a stage of unawareness of a product or ser-
vice through to a point where they want to consume it. Within marketing, much of
the attention focuses on using well-known brands and household names in travel (i.e.
Thomson Holidays in the UK and other World of TUI brands in Germany and other
European countries) to promote awareness. Marketers describe this process as the AIDA
model: Awareness, Interest, Desire, Action.

The AIDA process has been used by the mayor in the Maipo River region, an area just
outside the Chilean capital Santiago, to create a unique tourism destination — a UFO tour-
ism zone. The Awareness has been created by UFO sightings over two decades, while the
Interest has resulted from increased publicity. To stimulate and satisfy the Desire to visit,
the Action is based on plans to erect two observation centres, signposts of sightings and
the provision of workshops.

Much of the efforts in marketing are focused on consumer behaviour, seeking to
understand how individuals perceive things and digest the information and messages
that advertising and promotion use to develop a tourism image. These images impact not
only upon the holiday selection process and decision to go on holiday but also, and more
importantly, upon destinations - the specific places tourists will visit.

The tourist image of products and places

It is generally acknowledged that many consumers will select a range of destinations (often
three to five) when considering where to go on holiday. A major element in the decision
to select a specific destination is the image of the place. The tourist(s) select the destination
through a process of elimination but this is not a straight linear process from A to B to C.
Often, people will look at options, re-evaluate them and reconsider specific places based
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on their knowledge, the images portrayed in the media and the opinions of individual(s)
and group members. This can make travel decisions a lengthy and complex process based
on compromise. For example, the 9/11 attack on the USA and other terrorist threats cre-
ated widespread negative images of international travel and one immediate beneficiary
of this was the growth of domestic tourism in many countries. This required government
and tourism agencies to promote not only ‘business as usual’ in New York to encourage
people to travel again, but to restore negative images portrayed by the media. This is
because cities have large volumes of overseas tourists as the statistics for 2016 based on the
Mastercard.com annual Global Destination City Index report indicates: Bangkok (18.4 mil-
lion); London (19 million); Paris (15 million); Dubai (14 million); Singapore (13 million);
New York (12 million). However, when ranked by visitor spending, the destinations with
the largest revenue from tourism were: Dubai (US$28 billion); New York (US$17 billion);
London (US$16 billion); Singapore (US$15 billion); Bangkok (US$14 billion) and Paris
(US$12 billion).

Image can be a powerful process where destinations (such as Dubai, London and Paris)
have memorable elements in the landscape that feature as icons to promote awareness and
travel to the destination (e.g. the Eiffel Tower in Paris and the Burj Al Arab in Dubai), leading
to tourists associating positive reasons to travel to well-known icons that are safe and popular
such as Amsterdam’s canals (Plate 3.4). In some cases, over-popular images of destinations
or specific attractions may mean that a degree of caution has to be used to downplay the
destination in peak season; this is sometimes called ‘de-marketing’. In addition, destinations
have to create images of their tourism offerings and locality that help to differentiate them
from the competition. In Australia, there has been a rise in wine and food tourism based on
local products, and specialist producers in areas such as Margaret River in Western Australia
have helped regions to emerge as newly created and reimaged, with emphasis being placed
on the uniqueness of the place. One additional way in which destinations have reimaged
themselves is through the development of a comprehensive programme of redevelopment
that has allowed them to reposition themselves as in the case of Calvia (see Innovation in
Sustainability 3.1).

Another example is a desolate area in northern China on the Tibet-Qinghai plateau,
where attempts by local government in 2002 have begun to turn a former nuclear weap-
ons research centre (No. 221 Plant, owned by the China Nuclear Industry Corporation)
into a tourist attraction. Established in 1958, the site was used to test nuclear bombs
and nuclear waste is buried there. Some 16 nuclear tests were carried out over a 30-year
period. Negative images and publicity present a major challenge to those creating posi-
tive images of the region for visitors, which the Qinghai Provincial Tourism Association
are basing on the region’s cultural heritage (Tibetan culture and architecture) and the
natural environment (varying from snow-capped mountains to desert-style dunes). To
attract visitors, a number of festivals have been staged based on horse racing and Bud-
dhist rituals.

Yet much of the image of a destination is not concerned with the tangible elements,
since tourism is a combination of tangible perceptions of place and emotional feelings
about locations (Plate 3.5).

Even when rational feelings question the logic of visiting somewhere, the desire to
see something may override rational concerns. This is related to risk behaviour in
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Plate 3.4
Visitors to Amsterdam pursue a wide range of activities during their visit

Source: Istock
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Plate 3.5
Visitors to urban areas wishing to absorb the culture and ambience often find a hop-on-hop-off
bus a convenient means of sightseeing

Source: Author

holiday purchases. Risk is a complex topic, not least because it is very personal to
individuals, and may create certain types of behaviour in tourists. The low-risk tour-
ist will book early, reducing the perceived barriers to travel, and may return to the
same resort or country due to the apparent feelings of safety and security. In contrast,
risk takers will be less worried about the impact of tourist-related crime, will be less
concerned about the stability and certainty offered by booking a package holiday
and may choose to be independent travellers organizing their travel and itinerary
themselves. Tourists seeking to minimize risks will seek out well-known brands that
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INNOVATION IN SUSTAINABILITY 3.1

REPOSITIONING A RESORT TO ADDRESS MASS TOURISM
DEMAND - CALVIA, MALLORCA

Dr Joanne Connell, Exeter University Business School

The Municipality of Calvia is one of the largest destinations on the island of Mallorca, accounting for
about one-third of the tourists to the Balearic Islands. It is a municipality of 143km? with a 60-km coastline,
50 000 inhabitants and around 1.6 million visitors a year. Tourism development in Calvia boomed in the
1960s based on short-term economic gain, but it was one of the first areas to experience the negative
effects of mass tourism. Lack of planning regulations resulted in urban sprawl and a significant range of
environmental impacts, epitomized by poor water quality, deforestation, unsympathetic building styles
and dense development. Figure 3.6 outlines the consequences of unsustainable tourism growth. By the
1980s, Calvia had become a stagnating destination where lower-spending tourists were attracted to the
poor-quality hotels and bars and a pattern of inappropriate behaviour based on the European ‘lager lout’
image set in. Calvia City Council, concerned at the problems of managing an ‘ageing’ tourist destination,
proposed a series of policies and actions to assist the sustainable development of tourism in the resort.

Figure 3.6
Consequences of unsustainable tourism growth

Source: J. Connell
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The strategy, published in 1995, was based on the global framework of Local Agenda 21 (LA21), the Action
Plan arising from the United Nations Conference on Environment and Development (Rio de Janeiro, 1992)
to stimulate sustainable actions at a local level (i.e. the destination level). The mission statement for the
Calvia plan was ‘To develop a philosophy, strategy and programme of actions for the tourism sector
based on sustainable development’ and the objectives of the LA21 are set out in Figure 3.7.

The long-term aim of the project was to achieve a modern coastal tourism destination offering
high-quality and more appropriate bed-space capacity, and this was incorporated into the Local
Development Planning Regulations, the outcomes of which are summarized in Figure 3.8. Sea water
quality is monitored on a weekly basis, obsolete hotels have been demolished, reducing bed-
space capacity and removing ugly buildings, while a proposed large-scale development has been
halted. Environmental management in hotels and other buildings has been encouraged - such
as waste recycling, reduced electricity and purchase of more environmentally sound products.
A wide acceptance of the principles of Agenda 21 has been established through broad community
consultation and participation. A significant spin-off to the Calvia initiative is the transferability of
the concept of environmental management and improvement to similar resorts. Indeed, Aguil6 et al.
(2005) found that prices of holidays were now higher than in other areas of the Balearic Islands as

Figure 3.7
Objectives of LA21 in Calvia

Source: J. Connell
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Figure 3.8
Major outcomes of the Calvia LA21 process: Planning aspects

Source: J. Connell

Calvia enters a restructuring phase using the principles of sustainability, whilst meeting the needs
of visitors and repositioning the destination. Sharing good practice and integrating the principles of

Agenda 21 in plans for sustainable development are seen as the way forward for the local authorities
in Mediterranean resorts.

Further reading

www.calvia.com

Aguilé, E., Alegre, J. and Sard, M. (2005) The persistence of the sun and sand tourism model. Tourism
Management, 26(2): 219-231.
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guarantee quality experiences. Research by Hofstede and Hofstede (2003) on how
national culture influences consumer behaviour illustrated that certain nationalities will
avoid uncertainty. This was demonstrated in New Zealand in the 1990s after a series of
fatalities with Japanese tourists engaging in balloon rides. This led to Japanese tour oper-
ators cancelling trips to New Zealand illustrating the public relations problems when
accidents occur.

Often, these groups prefer the reassurance of booking at travel agents where the
face-to-face contact and positive reinforcement of what the experience will offer
encourages the purchaser to go ahead. Outbound Chinese travellers comprise one of
the fastest growing tourism markets which reflects the country’s rapid industrializa-
tion and position as a major economic power. The number of outbound trips has risen
from 620 000 in 1990 to 47 million in 2009 and 57.7 million in 2012 and 145 mil-
lion in 2017, a 1380 per cent increase 2000-17 (see Web Case 3.3 for more detail). It
represents one of the most important growth markets for the future as it is expected
to be one of the largest outbound markets in 2017. This example of China illustrates
that the demand for tourism is variable. Although demand may perform in a constant
manner, the overall effect of demand factors is that they are constantly under review
by consumers and some fluctuations will inevitably occur when adverse events such
as 9/11 occur.

The future of tourism demand

The growth of domestic and international tourism demand depends on a wide range of
factors, some of which have been discussed in this chapter. The example of the Chinese
outbound market vividly illustrates the scale of tourism growth that has occurred in a
relatively short time frame (i.e. since 1983) and its establishment as a major outbound
market.

Irrespective of these trends are more profound changes that are occurring among tour-
ism consumers. Whilst the Chinese are a young and buoyant outbound and domestic
market, many other industrialized countries have recognized that their tourists now have
much higher expectations of what they purchase and consume as tourists and are some-
what ‘mature’ markets. For this reason it is interesting to reflect upon some of the con-
sumer trends now affecting tourist consumption that may shape the quality as well as the
nature of tourism demand in the next decade:

e consumers are more discerning of tourism purchases, irrespective of what they pay,
and have high expectations of quality

e in a post-modern society, some researchers argue that the consumer gains as much
satisfaction from the process of purchasing as they do from consumption, implying
that the purchase process needs to meet these raised expectations

e many consumers across the globe are now more e-savvy and able to use technology
to establish the range and extent of travel and holiday options, leading to a greater
demand for value-adding in the purchase and consumption process
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e more experienced travellers are seeking more innovative, unusual and targeted prod-
ucts that fit with their lifestyles, perception of their lifestyle and needs. The tradi-
tional annual holiday of one to two weeks, purchased through a travel agent from a
mass-produced brochure, will no longer be the norm

e the tourism industry will be faced with more discerning clients, a proportion of
whom will be willing to purchase a portfolio of products that appeal to their time-
poor, cash-rich lifestyles. Ease of consumption will be the new buzzword: the holiday
or trip will be an opportunity to de-stress and will not commence with stress, disor-
ganization and lack of attention to detail

e marketing techniques that allow targeting, segmentation and client identification
to capture the individual needs of the traveller, will provide premium profits for the
tourism provider

e low-cost, high-volume mass products such as low-cost airline travel will continue to
fill a niche for independent price-sensitive travellers without any restrictions from
government

e consumers are continuing to be heavily influenced by branding, brands and adver-
tising which create an image of the market position, consumer benefits and promise
made by tourism products. This trend is likely to continue, with destinations and
operators using the brand image to create a unique appeal to certain markets and
groups

e new product development to appeal to individualized aspects of demand (e.g. health
and wellness tourism) will see further growth, as niche products aimed at spe-
cific groups with these interests are developed (see Case Study 3.4). Penn (2007) has
described the growing importance of microtrends (i.e. trends affecting at least 1 per
cent of the population) as key drivers of niche leisure interests that can be combined
into tourism products.

According to Cohen et al. (2014) future research on tourists’ consumer behaviour needs to
focus on a number of discrete threads including:

e tourist decision-making, tourist values and motivations

e from a social psychological perspective, the importance of personality, expectations,
attitudes, perceptions, satisfaction, trust and loyalty

e the role of external influences and how they affect the behaviour of tourists such as
technology

e new directions for investigation that also include Generation Y (i.e. those born in the
1980s and 1990s) and their growing interest in drivers such as ethical consumption
and their embracing of new technology

e scope to develop the tourism behaviour research around the generic cultural themes
identified by Hofstede and Hofstede (2003) (i.e. cross-cultural issues in tourism
behaviour) as well as consumer misbehaviour (e.g. harassment of tourism employees
and criminal behaviour).
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CASE STUDY 3.4

EMERGENT FORMS OF TOURISM DEMAND - DEMENTIA
AND TOURISM

Professor Stephen J. Page and Dr Joanne Connell, University of Exeter Business School

There is developing awareness amongst tourism researchers that tourism per se is outside of the reach of
many, and so is a privilege or a consumer good for those able to ‘access’ tourism, experiences associated
with holidays. At the same time, the population of tourism consumers in the developed world is ageing
as the UNWTO (2010) report outlines. Travel and tourism growth is largely predicated upon the access to
holidays based on the able-bodied and those who enjoy good health.Yet there have been major changes
in the developed world, with legislation to make tourism more accessible to all, via disability legislation.
But such legislation does not recognize global trends in ageing, with the number of people aged 60 and
over likely to triple from 894 million in 2010 to 2.43 billion in 2050. Within this expanding demographic
group are predictions of major growth in those suffering dementia, estimated at 35 million globally. These
numbers are expected to increase from 65.7 million in 2030 to 115 million in 2050. Dementia is now the
main cause of death in the population in the UK and in 2016 accounted for 61 000 deaths equivalent to
11.6 per cent of all recorded deaths. Dementia as a disease leads to a decline in memory and cognitive
functions, impacting upon one’s independence and ability to undertake fulfilling activities alone.
Dementia has a profound effect on visitor behaviour as the following issues suggest:

* mobility issues (e.g. getting to the venue, moving around the venue, disorientation caused by
background noise, patterned décor and shiny surfaces, fear of getting lost or not knowing where to go);

* memory-related problems (e.g. struggling to remember eras and periods of time, and finding the
right words to communicate with people);

*  problems of visual perception or spatial awareness (e.g. bumping into things, responding to visual
interpretation in unexpected ways and the effect of low light levels on perception); and,

*  impaired ability to interact with the environment and problems with paying for goods and services
(e.g. counting money or remembering chip and pin numbers).

Source: Klug, Page, Connell, Robson and Bould (2017) Rethinking Heritage
cited in Connell and Page (2019: 29)

To address these issues to make access more dementia-friendly (see Table 3.7), we need to understand
the touchpoints where people with dementia and their carers will interact with the visitor economy in
the destination. These touchpoints may be varied in time and space as Figure 3.9 shows. It is important
when seeking to understand how people with dementia and their carers interact with the visitor
economy, that their experiences and knowledge are used to help design more dementia-friendly
services so their voices are heard.

Whilst the UK is seen as one of the most dementia-ready countries internationally, in terms of
tourism and the visitor economy, Connell and Page (2019) highlight that most Destination Management
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Table 3.7 Principles for making destinations more DF

A DF destination is one which:

Helps people with dementia to: o

e access visitor information on its website or in situ to
allow ease of access
* enable wayfinding so the person with dementia and

carer/group can find their way around easily o

e feel safe when out and about
® access facilities and services especially tourism

infrastructure (i.e. accessible toilets for the person o

with dementia and carer, suitable attractions and
accommodation)

e travel around the locality

Is forward-looking and:

* promotes education and public awareness of
dementia, typically in collaboration with a Dementia
Action Alliance or other bodies

integrates the needs of people

with dementia into planning and
development, consulting with user
groups

encourages organisations, services and
businesses to work towards becoming
dementia-friendly

has trained staff in tourism-services
using Dementia Friends or equivalent
at key touchpoints in the destination
where people exchanges occur (i.e.
from the airport throughout the
destination)

Source: Connell and Page (2019: 31) © Elsevier Science, reproduced from Connell, J. and Page, S. J. (2019) Destination readiness for

dementia-friendly visitor experiences: A scoping study, Tourism Management 70, p. 31
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Figure 3.9
Challenges for developing a dementia-friendly destination

Source: Authors, developed from Crampton et al. (2012) © Elsevier Science, reproduced from Connell, J., Page, S. J., Sheriff, I. and Hibbert,
J. (2017) Business engagement in a civil society: Transitioning towards a dementia-friendly visitor economy. Tourism Management, 61, p. 124
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Plate 3.6
Dementia Friendly Falmouth being advertised in a shopfront

Source: Author

Organizations in the UK who promote destinations are still at an embryonic stage in developing wider
access for people with dementia and their carers. To assist in this development process, Connell et al.
(2017) developed Figure 3.9 to guide the development of dementia-friendly destinations, outlining where
the emphasis needs to be focused to achieve dementia-friendly ambitions. To summarize, the scale and
scope of the issues that destinations need to address to adapt and develop the visitor economy to meet
the challenge of dementia at a destination level, Connell et al. (2017) developed a model of the different
strands of actions required in relation to the place, people, various networks that need to be involved
in creating dementia-friendly destinations along with the resources needed to implement actions. One
important direction in the visitor economy is the creation of best practice guides (e.g. Klug et al. 2017) to
promote the excellent work of organizations in creating dementia-friendly visitor experiences and how
these can be rolled out and developed in other contexts. In some settings in the UK, Dementia Action
Alliances have been created to try and recruit businesses to become Dementia Friendly as in the case of
Falmouth, in South Cornwall, where over 200 businesses have signed up to becoming Dementia Friendly,
a proportion of whom operate in the visitor economy sector (see Plate 3.6). With ageing populations in
developed and developing countries, dementia is a major challenge for the visitor economy that is only
likely to grow in scale and significance through time.

Further reading:

Connell, J. and Page, S. J. (2019) Destination readiness for dementia-friendly visitor experiences:
A scoping study. Tourism Management, 70: 29-41.
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Connell, J., Page, S. ]J., Sherriff, I. and Hibbert, J. (2017) Business engagement in a civil society:
Transitioning towards a dementia-friendly visitor economy. Tourism Management, 61: 110-128.
Innes, A., Page, S.]. and Cutler, C. (2016) Barriers to leisure participation for people with dementia and
their carers: An exploratory analysis of carer and people with dementia’s experiences. Dementia,
15(6): 1643-1665.

Klug, K., Page, S.]., Connell, ]., Robson, D. and Bould, E. (2017) Rethinking Heritage:A Guide to Help Make
Your Site More Dementia-Friendly. London: Historic Royal Palaces.

Page, S. J., Innes, A. and Cutler, C. (2015) Developing dementia-friendly tourism destinations: An
exploratory analysis. Journal of Travel Research, 54(4): 467-481.

Conclusion

The reasons why people choose to engage in tourism are diverse and multifaceted. No one
simple explanation can be advanced to explain motivation for tourism. Instead it is a pro-
cess of understanding the psychology of tourist decision-making based upon the reasons
why they wish to travel and take holidays. To simplify some of the reasons, researchers
have developed lists of factors and typologies of tourists to try to suggest how humans
can be grouped into common types of consumers of tourism. Understanding the indi-
vidual is a time-consuming process that is not easily reduced to questionnaire surveys or
face-to-face interviews on the beach asking tourists why they are there. The tourist has
to be understood like an onion: they comprise a number of layers that need to be peeled
away to uncover the extrinsic and intrinsic motivational forces. To continue the analogy,
over-analysing the tourist may mean that removing all the layers leaves nothing to be
eaten and digested; and while slicing the onion in half may reveal the complex thinking
and factors shaping human behaviour associated with tourism, predictable and rational
behaviour is not necessarily revealed. Consequently, a range of motivational approaches
may provide conflicting information. However, what is certain is that taking a holiday
and travelling are firmly embedded in modern society and although fashions, tastes and
changes in travel habits may alter outward motivation, deep down the intrinsic motiva-
tion is a highly personal process for each and every tourist.
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Questions

1  Why is tourist motivation important for tourism managers to understand?

2 What is the role of consumer behaviour in understanding what tourists want to pur-
chase? Do consumers always follow rational decision-making approaches when pur-
chasing products such as holidays?

3 Should the consumer be the starting point for the analysis of tourism demand?

4  How useful is Maslow’s model in understanding tourist motivation? Has it been made

redundant and superseded by specific social psychology studies of tourism, or is it
still the basis for all analyses of tourist motivation?

Access additional resources

For students: Multiple choice questions for each chapter, video links and further
reading.

For instructors: PowerPoint slides with tables and diagrams, additional case studies,
video links and further reading.
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Learning outcomes

Transport forms the vital link between tourists and destinations. It also
provides the focus for many tourist activities such as sightseeing and
cruising. After reading this chapter, you should be able to understand:

* the relationship between transport and tourism

» the significance of different modes of surface transport and their
contribution to tourism

» the role of operational issues in developing competitive modes of tourist
transport.
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Introduction

The pursuit of tourism through the ages has stimulated a steady growth in the range of
destinations visited. This is directly related to changes in transport technology and its
affordability, or diffusion of tourism from a travelling elite initially to a wider mass mar-
ket. As Page and Connell (2014) argue,

Fundamentally, human mobility is structured around distinct methods of transport:
self-propelled modes (e.g. walking); augmented modes (using technology or tools
to amplify our bodily effort such as skiing) and fuelled modes (especially motorized
transport) . . . [and] these modes also require the infrastructure . . . to accommodate
each form of transport and tourism.

(p. 155)

The two principal drivers from a supply perspective have been the aircraft for international
travel and the car for domestic travel. As Stradling and Anabele (2008) argue, the three
notions of propulsion, combustion and consumption are what characterize modern-day
travel, and these can be directly related to tourism as a form of conspicuous consumption
as well as to the growth in greenhouse gases from the consumption of oil-based fuels. In
the nineteenth century the building of railways and cheap fares (combined with increases
in leisure time) permitted a mass market development of seaside trips in many European
countries, initially as day trips and later as holidays, as this form of tourism became more
widely available. This is illustrated in Figure 4.1, which shows how the innovation of rail

Figure 4.1
Hypothetical example of the impact of railway technology on the growth of coastal tourism in
Victorian and Edwardian England

Source: Author
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travel and its decreasing costs led to growing numbers of people travelling as tourists as
previous modes of transport (e.g. the paddle steamer) were replaced by mass forms of
transport. What this example also shows is that transport is a vital facilitator of tourism:
it enables the tourist to travel from their home area (origin) to their destination and to
return. This tourist trip has a reciprocal or two-way element: the tourist travels out on a
mode of transport and then returns at a set period of time later. These simple principles of
tourist travel which were introduced in Chapter 1 are reiterated here so that they can be
used as a basis to differentiate different forms of tourist travel.

In the example shown in Figure 4.2, the tourist travels on a number of different forms
of transport from the origin to destination area. Conventionally, each element of travel
has been viewed as a passive element, as a means to an end (reaching the destination
area). However, this is now very outdated. Travellers often have unrealistic expectations

Figure 4.2
Tourist travel from origin to destination area and return

Source: Author
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of transport providers, especially budget travellers who expect the standards of provision
and customer care offered by full-price well-known airline brands when delays or opera-
tional problems occur. This is emphasized in the following extract:

the purchaser of the tourism product (the tourist) must experience the trip to access the
product, the quality of the transportation experience becomes an important aspect
of the tourist experience and, therefore a key criterion that enters into destination
choice. Poor service, scheduling problems, and/or long delays associated with a trans-
portation service, for example, can seriously affect a traveller’s perceptions and levels
of enjoyment with respect to a trip. Tourists require safe, comfortable, affordable, and
efficient intermodal transportation networks that enable precious vacation periods to
be enjoyed to their maximum potential.

(Lamb and Davidson 1996: 264-2635)

It also illustrates the interrelationships between transport and tourism where four main
elements exist:

the tourist

the relationship between transport and the tourist experience

the effect of transport problems on the tourist’s perception

the tourist’s requirement for safe, reliable and efficient modes of transport.

B W N

Transport, tourism and the tour

The mode of transport by which tourists seek to travel may be the main motivation for a
holiday or the containing context of a holiday, and this is the case with a cruise or coach
tour. In these examples, the basic element of tourism, the tour (which takes in a number
of destinations on an itinerary) is followed. The basic principle of a tour is shown in
Figure 4.3: the tourist travels to the point of departure, then boards the mode of trans-
port (a coach or cruise ship) and engages in the tour, which follows a set route over a
period of time. At each point of call (Areas A to F), the mode of transport may require
an overnight stay on the mode of transport (the cruise ship) or in serviced accommoda-
tion, and time is made available for visiting attractions and for sightseeing. The coach
or cruise then travels to the next area. Eventually the tour returns back to the point of
departure and the tour is completed. In recent years, cruise companies have introduced
the concept of fly-cruises to offer more compact, time-efficient cruises. Passengers fly to
a point of departure where they undertake a cruise or part of a cruise before returning
by ship or aircraft. At a less organized level, the principles of touring are inherent in the
activities of holidaymakers who undertake domestic driving holidays or tours in their
destination area. Within destinations, the distances tourists travel from their accom-
modation vary from very restricted to unrestricted patterns of movement, influenced
by the availability of accommodation, the ease of access, their attitudes to travel and
length of stay. In Figure 4.4, based on the movement patterns of visitors within Hong
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Figure 4.3
A tour with an itinerary, visiting different areas

Source: Author

Kong, a variety of movement styles from the hotel exist, including cross-border trips
into mainland China. The availability of attractions and tours clearly shapes the nature
of the movement patterns, but what is clear is the diversity of movement styles, making
generalizations difficult. Other research on tourist behaviour also suggests that the lon-
ger visitors spend in a destination, the greater familiarity they develop and this encour-
ages greater exploration, particularly away from the known tourist hot spots. The recent
development of global positioning technology associated with mobile phones has also
generated new opportunities to track tourists within destinations to better understand
their behaviour, activities and time budgets so as to assess how much time they devote to
specific activities such as shopping, sightseeing and visiting attractions, which has great
value for tourism managers.

Therefore, transporting the tourist, the tour and travel in general are fundamental ele-
ments of the dynamic phenomenon known as tourism.

The movement of people, often in large volumes, requires specific managerial skills
and an understanding of logistics — particularly of how the transport system and its dif-
ferent elements are managed. For the transport sector, managing the supply of transport
so it meets demand and operates in an efficient, timely and convenient manner is an
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Figure 4.4
Movement styles

Source: McKercher, B. and Lau, G. (2008) Movement patterns of tourists within a destination. Tourism Geographies,
10(3): 355-374

underlying feature for transporting tourists. For this reason, this chapter and Chapter 5
examine the transport sector and the principal modes of transport by land, water and
air. In each case the management issues involving tourists will be highlighted and key
concepts associated with each mode of transport. However, prior to discussing land-based
transport it is useful to examine a number of concepts that are used in understanding how
tourist transport is shaped by government.
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Policy issues in tourist transport

Much of the provision of transport that tourists use is a direct response of private sector
firms’ desire to provide a service that is a profitable enterprise in its own right. Yet the pro-
vision of transport does not occur in an unconstrained market with no controls or regula-
tion. Whilst tourists may wish to travel and transport operators want to provide a service,
governments develop policies and regulatory frameworks to facilitate, sometimes con-
strain, and manage transport provision. Governments may pursue policies that promote
a high level of regulation or policies that promote total deregulation. For example, in a
highly regulated environment, the government may operate its own airline (a ‘flag car-
rier’), to promote tourism development in a country. In contrast, in a highly deregulated
environment, the government may adopt a ‘hands-off’ approach, wanting competition
and the market to determine what services are provided. Whilst policy objectives may set
the direction the government wants to pursue, governments also have responsibility for
the provision of infrastructure given the high capital costs of airports, ports and railways,
roads, bridges and waterways. One example of this involvement is shown in Table 4.1 for

Table 4.1 The scope and extent of the Scottish Executive’s* involvement in

national transport planning and management in Scotland

e Aviation is a reserved issue for the UK government (though rail links serving airports are in the
Scottish Executive'’s remit)

e ScotRail franchise, costing £250 million a year
¢ Network Rail in Scotland, £300 million a year

e Direct funding to vital air services (Barra, Campbeltown and Tiree to Glasgow) and operation
of ten airports in the Highlands and Islands

e Ferry subsidies to the Northern Isles, Clyde and Hebrides services
e Provision of the Bus Operator Grant
e Encouraging ‘Smarter Choices in Travel’

® International connectivity by air and the Air Route Development Fund, administered by
Scottish Enterprise

® International connectivity by sea is a matter for the private sector
e Cross-border connectivity
o advice to UK government on rail franchises

o 148 short-haul flights per weekday Scotland to London, of which 98 are London—
Edinburgh/Glasgow

o promotion of rail as a more sustainable option and use of Air Route Development Fund to
reduce reliance upon London-based connecting flights.

* In 2007 the Scottish Executive was renamed the Scottish Government
Source: Adapted from Scottish Executive (2006) Scotland’s National Transport Strategy: A Consultative
Summary
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Scotland, which has a devolved government for some transport issues. However, in recent
years, governments have tried to defray these high capital costs by encouraging private
sector investment and leasing the asset to the developer for 20-25 years so they recoup
the cost plus a profit, then the asset returns to the state. These changing approaches to
transport policy have followed distinct phases in countries such as the UK, where Button
and Gillingwater (1983) identified four eras, each of which had a clear impact on tourism
development and provision. A fifth era that has developed since the 1990s can also be
discerned:

1  the Railway Age, from the 1840s onwards, during which private sector investment was
employed to develop land-based transport (except during the First World War when
state control was exercised)

2 the Age of Protection, which dominated the 1920s and 1930s when road transport
emerged and unplanned car and coach travel developed. Governments intervened to
prevent excessive competition, which in the USA led to the 1935 Motor Carriage Act
that protected the Greyhound Bus Operators by giving this one operator a monopoly
on inter-urban bus travel

3 the Age of Administrative Planning followed the Second World War, with the weaknesses
exposed in railway companies leading to nationalization and a national passenger
network to ensure national efficiency. The financial costs of large-scale nationaliza-
tion led to major subsidies, which were restructured in the 1960s after the Beeching
Report (the network was cut back considerably). In 1968, the Transport Act in the UK
led to further reorganization of public transport with the creation of the National Bus
Company (NBC)

4 the Age of Contestability characterized the USA in the 1970s and the UK in the 1980s.
It was based on the principles of deregulation to achieve greater efficiency and to
reduce public subsidies. In the UK, it led to the sale of state-owned assets (e.g. the sale
of the NBC) and the establishment of private transport providers such as British Air-
ways, Sealink Ferries and Stena, and, in the early 1990s, to the privatization of British
Rail and UK airports (see Web Case 4.2).

5 the Age of Public—Private Partnerships has emerged in the UK since the Labour govern-
ment entered power in the late 1990s. It has seen continuity with previous policies
of privatization and a greater emphasis on private sector expertise to manage trans-
port infrastructure. Concerns for efficiency and renewed investment in infrastructure
have led to complex solutions to harness public—private partnerships in redevelop-
ing aged infrastructure such as the London Underground. Where the private sector
assesses the risk of investment as not justified in terms of likely returns, the state has
had to reinvest using taxpayers’ funds. Where competition is seen as beneficial, it is
promoted, particularly in air travel. Even so, for the tourism sector there is a recog-
nition that policy issues may be a key element of the drivers of change for transport
and tourist travel (Plate 4.1 illustrates one such issue associated with the rapid growth
in car ownership). Scenario planning looking at transport and tourism in 2025 iden-
tified a range of policy issues for the national tourism organization (VisitScotland).
The relationship between transport and tourism, especially the potential for innova-
tion in sustainability (see Page et al. 2010 for more detail), can be enhanced through
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Plate 4.1
Car parking at this beach resort illustrates the management issues associated with
accommodating the impact of the car and domestic tourism

Source: Author

the use of scenario planning to understand how changes in technology and new
consumer preferences may encourage greener travel options in the future. This is a
theme we return to later in the chapter in terms of new trends such as slow travel (see
Innovation in Sustainability 4.1: Slow travel).

One additional level of policy measure that is important in Europe is the role of the
European Union and its attempt to develop pan-European policies towards transport pro-
vision. EU states have been slow to engage in rail competition following EU Directive
91/440 in 1991 that sought to separate infrastructure from operations. Sweden initially
separated its operations from infrastructure, followed by the UK and Germany in 1994.
France established the RRF infrastructure authority in 1997 (although most of its respon-
sibilities are delegated to SNCF) while the Netherlands implemented similar changes in
July 2001, but poor management led to virtual re-nationalization.

To compete with air-based traffic and to address European air congestion, the EU pro-
posed plans for a trans-European network (TENS) of high-speed road and rail links in
Europe. The EU pointed to success in new high-speed operations (e.g. Spain’s AVE route
from Madrid to Seville saw the share of air traffic drop from 40 per cent to 13 per cent
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CASE STUDY 4.1

INNOVATION IN COACH TRAVEL - STAGECOACH’S
MEGABUS.COM

In August 2003, the UK’s Stagecoach bus company (www.stagecoach.com) launched a low-cost internet-
booking (www.megabus.com — see Plate 4.2) coach service based on trips between the UK’s main
cities. Its dark blue vehicles proudly boasted single fares for £1.00 plus a booking fee. By 2005, the
Megabus network had developed a network of services covering 40 UK cities, with around 1.5 million
passengers a year, and two-hourly services on major trunk routes (e.g. London-Birmingham) and lesser
frequencies on longer-distance routes (e.g. London-Aberdeen). By 2010, the network was carrying
2 million passengers a year and this had grown to 5 million passengers a year in 2013. In 2017, its
UK network was carrying 5 million passengers a year serving 90 destinations leading to a massive
renaissance in UK coach travel, with a focus on comfort, quality and an enhanced on-board travelling
environment. It had a turnover of around £20 million a year. By 2018, Megabus was reaching a stage of
maturity as a travel brand and its growth both in the UK and overseas has been founded upon constant
innovation and use of technology (i.e. the internet) to make coach travel a more accessible product. This
was the first major competition of any significance for the UK’s National Express inter-city coach service
which operates to 1200 possible pick-up/drop-off locations in the UK and a wider network of European
destinations. The service is modelled on the low-cost airline model of ticketless travel, with seats being
yield managed and cheaper fares for travellers the longer in advance they book. Fares are from £1 for
a single ticket plus a 50 pence booking fee. They also offer integrated coach and rail services from the
East Midlands on Megabus Plus routes (Plate 4.3) where you catch a coach to East Midlands Parkway
and a train to London.

Plate 4.2
Megabus website for booking services by selecting the origin and destination of the trip

Source: Stagecoach
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Plate 4.3
Advertisement for Megabus: Launch of Megabusplus.com, with co-founder of the Stagecoach Group, Sir
Brian Souter

Source: Stagecoach

Interestingly, post-nationalization, around 80 per cent of National Express services were operated by
contracted-out services and this was effectively a monopoly on long-distance coach travel (with a few
notable exceptions). It was over 38 years ago that the National Express monopoly over long-distance
coach travel was challenged by the ill-fated British Coachways Consortium of private operators
(see https://en.wikipedia.org/wiki/British_Coachways). This group ran competing services on trunk
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routes between major cities, but lost considerable sums of money when National Express reduced
its prices to undercut them (it was effectively being subsidized by the National Bus Company parent
organization at the time). Since that time, there has been little national competition on the National
Express network, with the exception of the impact of the low-cost airline market in seeking to attract
price-sensitive travellers.

In contrast to British Coachways, Megabus.com has introduced sophisticated yield management
systems like those used by airlines and railway companies with a strong brand and web presence
(Plates 4.4 and 4.5). This allowed the operator to price each seat according to demand and supply,
increasing the prices where demand is highest. Some of the lead-in fares of £1 have closely mirrored the
promotional tools used by the low-cost airlines (Chapter 5). Online sales have also been complemented
by a call centre for telephone bookings. The company initially invested £6.6 million in a fleet of luxury
double-deckers to increase the comfort level on longer-distance routes with coaches serving other
routes. In 2006, the company invested £11 million in 45 new 63-seater vehicles with air conditioning
and other passenger comfort features. This ongoing investment was reflected in the acquisition in 2017
of nine new vehicles at a cost of £3 million for its Cwmbran depot in Wales. Business was helped in
September 20035, following the London terrorist attack, by the provision of 100 000 free seats (booking
fee only) to and from London, which was intended to boost leisure travel and to stimulate demand which
was affected adversely by the terrorist event. Megabus has won innovation awards such as Transport
Innovation of the Year at the UK’s National Transport Awards and Scottish Transport Awards. The

Plate 4.4
Megabus vehicle at Disney Hall in Los Angeles

Source: Stagecoach
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Plate 4.5

Marketing and the brand of the Megabus is emblazoned over its coaches to create a visual impact on the
public advertising the key attributes of price and the on-board experience (e.g. free Wi-Fi and power outlets
to stay connected)

Source: Stagecoach

company did expand into Europe including France, Germany and Italy but the venture was acquired by
the Flixbus venture based in Germany (www.flixbus.co.uk/megabus) in 2016, offering connections to
1700 European destinations in 28 countries.

The Stagecoach parent acquired a 35 per cent share in its main Scottish rival — Citylink (the National
Express equivalent), which carries around 3 million passengers a year to 200 destinations. This joint
venture is expected to generate annual revenue of £18 million in the Scottish coach market. (However,
in October 2006, the Competition Commission ruled that the Citylink and Megabus operations must
be separated and operated as different companies.) The existing 65 per cent share of Scottish Citylink
was retained by the parent company Comfort Delgro, which operates the Metroline bus services for
Transport for London; Dublin’s rail services (Aerdart); Comcab (a computerized taxi service in London
with 3700 vehicles); SBS Transit in Singapore (a rail-bus operator); and Citylink coach services in Eire.
The impact of Megabus.com has led other long-distance coach operators such as National Express to
offer a similar priced product for travellers who book in advance — it’s Fun Fares — as a response to the
competition. Fares are £1 to £10, with no booking fee on many routes. By 2008, easyBus has also begun
to operate a limited number of services from north London (Hendon) to Milton Keynes for £1 to £5 fares.
By 2010 the company was operating 15 full size easyBus coaches from Luton Airport to London for fares
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from £2 single if pre-booked in advance and 19-seater coaches from London to Heathrow and Gatwick
Airport with £2 fares. The company operates a fleet of 96 minibuses with a seating capacity of 13 (www.
Easybus.com).

These developments in the coach market illustrate the importance of large transport integrated
operators and new entrants with the investment power to add value to travel products through innovation
and high specification vehicles globally.This is reflected in Stagecoach’s announcement in October 2005
that it was to replicate the low-cost coach product with a trial of the low-cost train product — Megatrain.
com. This, however, was equally problematic for the company as there were numerous regulatory
obstacles that the company had to overcome. The company introduced the lead-in £1 fares on its South
West Trains franchise between London, Portsmouth and Southampton. It offered 3000 off-peak seats a
week (40 per departure) on the services provided on the new state-of-the-art Desiro trains. The scheme
overcame government regulations (in the Ticketing and Settlement Agreement), after the 34-week trial
period, to stimulate a low-cost revolution on the rail franchises it holds, thereby filling off-peak capacity
and improving revenue generation. By 2010, Megatrain.com was offering £1 fares to 30 locations in the
UK on the three rail franchises it was involved with at that time. With the loss of the South West Trains
franchise, the company focused sales on its other rail franchises such as East Midlands Trains and its
joint venture with Virgin Trains on the west coast mainline.

In April 2006, Megabus also commenced operation in the USA (Plate 4.4), initially between Chicago
and Midwest states with advance booking from US$1 a seat. Between April 2006 and August 2007,
Megabus in the USA carried 500 000 passengers between 20 cities. By 2010, the company was operating
services to 32 locations in the USA and had carried 5 million passengers since the service’s inception.
The US operation has been a particular success paralleling the UK experience, where independent
research points to the demand-generation or the Megabus effect (i.e. new demand generated through
the supply of high-quality inter-city coach services in the USA — see Stagecoach 2015). The company
operate to 130 destinations in North America and with a strengthening of its presence in the west coast.
The initial growth in demand was fuelled by relatively high car fuel prices but as the price of fuel
dropped and made car travel more competitive the company saw some routes needing to downsize
capacity to improve profitability. To increase profitability from increased yield from seat sales, a seat
reservation scheme was introduced charging a premium fee for booking the most popular seats on its
fleet. Megabus operate 2140 coaches in North America, with the US market supply of coach services
operated by 3600 businesses with 35 000 vehicles and 100 such businesses in Canada. Megabus has
around 10 per cent share of the Canadian inter-city coach market, serving 48 states in the USA and two
provinces in Canada. Its major hubs in USA are: Atlanta, Chicago, Cleveland, Los Angeles, New York,
Orlando, Philadelphia, Pittsburgh, San Francisco, Texas Triangle (Dallas/Fort Worth, Houston and San
Antonio), Toronto and Washington, DC.

These new initiatives not only mirror some of the trends in the low-cost airlines market, they also
mark a major step forward in terms of innovation in generating demand for land-based travel at a time
when concerns about the environmental costs of low-cost air travel are growing. In 2006, Stagecoach (the
Megabus parent company) reported the findings of its evaluation of the environmental effects of low-
cost easyJet flights compared to Megabus departures. It found that Megabus coaches were, on average,
six times more fuel efficient than easyJet flights, with seven times less CO, emissions per passenger. The
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company has won many environmental awards and it demonstrates how the coaches it uses emit 60 per
cent less CO, than a car. Stagecoach (2015) point to the inter-city coach market now being the fastest
growing mode of inter-city travel due to the cost competitiveness of this mode of travel, especially for
individual travellers. The US market generates a turnover of US$185 million for Megabus in 2017 and
its profit margin has improved from 3.7 per cent in 2016/17 to 4.5 per cent in 2017/18. The company
has extended its reach in the UK by entering into partnership with other transport companies, such as
Brighton-based company CrewFlyer to sell its services on the Megabus.com website and its specialist
services such as the Falcon express in South West England serving Bristol airport. A similar development
for Yorkshire was also announced between Coastliner, Cityzap, The Harrogate Bus Company and The
Keighley Bus Company (who are part of the bus group Transdev) adding a further 40 destinations to
the Megabus route network. To support further growth and development, the company has invested in
dynamic pricing technology to give real time pricing automating processes further to assist with yield
management. The usability of the consumer-facing elements of the Megabus.com website has helped
improve the growing customer needs for booking. The most recent development in April 2018 was the
creation of a new business in London to enter the sightseeing market. It has created Megasightseeing.
com (Plate 4.6) to tap into the 19 million international visitors (alongside the domestic visitor market) to
the capital each year. Offering pre-bookable tours on a 2-hour tour bus around the capital, starting at £1
(Plate 4.7), with GPS operated commentaries at key visitor sites, it has slashed the price of the existing

Plate 4.6
The megasightseeing brand

Source: Reproduced with kind permission from Stagecoach
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Plate 4.7

Megasightseeing uses the same booking platform as megabus.com with the same principles of offering the
best value for money the longer you book in advance

Source: Reproduced with kind permission from Stagecoach

tour bus prices that are typically over £25 per person for a tour visiting 50 sites in the 2-hour period
with a mix of open top and covered double-decker vehicles.

Stagecoach, the parent owner of Megabus, has been heralded as a major operator seeking to
also move passengers from car-based travel to public transport modes, with improved marketing,
information and initiatives encouraging a reduction in car use and also winning many public transport
awards for its innovative approach to road travel.

Further reading

Stagecoach (2015) Revitalising the Transportation Market in North America: www.stagecoach.com/~/
media/Files/S/Stagecoach-Group/Attachments/pdf/revitalising-transportation-in-na.pdf

and the Paris-Brussels THALY service led to a 15 per cent drop in car usage), but these are
the exception rather than the norm. These flagship projects are frequently used to jus-
tify additional investment, given that road and air congestion add 6 per cent to EU fuel
consumption.

This discussion of policy issues illustrates that government policy can directly affect
the supply of transport services in its use of regulation-deregulation measures. Notable
entrepreneurs in the transport sector have responded to the opportunities afforded by
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transport policy changes (e.g. the deregulation of the bus industry and railway system
after 1985) as the rise of Stagecoach as a global transport operator in the UK has shown
(also see Case Study 4.1 on Megabus.com). The rise of Virgin and easyJet as transport
brands has also followed a similar pattern. Policy changes such as deregulation have also
altered the shape and nature of transport provision for tourists (as the discussion of air
transport in Chapter 5 shows). In some cases deregulation has increased choice; in other
instances an initial increase in choice has been followed by consolidation that has actu-
ally reduced choice. Recognizing the linkages between transport and tourism can also
yield invaluable business opportunities.

Land-based transport

Land-based transport is often neglected in discussions of transport and tourism, and yet
it forms the dominant mode of travel for many domestic tourist trips. Air travel normally
attracts more attention due to the scale and pace of development in this market since the
early 1970s. However, land-based transport has a long history and covers a number of dis-
tinct motorized forms: the car, bus and coach travel and rail travel as well non-motorized
forms (e.g. walking and cycling). Regions and countries should consider the concept of
seamless transport systems for tourists. This means that the individual transport networks
that exist for each mode of tourist transport need to be planned and integrated into a
holistic framework. This will ensure that the tourist’s experience of transport is a continu-
ous one that is not characterized by major gaps in provision and a lack of integration (e.g.
airports need to be linked to tourist districts so that visitors transfer from one mode of
transport to another with relative ease). In countries that have a large land mass, such as
Australia (see Figure 4.5), land-based transport offers a complementary mode of transport
to the comprehensive network of internal air services. Land-based travel by car offers the
opportunity to explore the iconic attractions in the outback such as Uluru (Ayers Rock).

The car and tourist travel

In the post-war period, the growth of car ownership has made tourist travel more flexible
but it has also induced overuse at accessible sites. Ease of access, fuelled by a growth in
road building and the upgrading of minor roads in many developed countries, has been
a self-reinforcing process, leading to overuse and a greater dominance of passive recre-
ational activities. Car ownership expanded rapidly in most countries in the 1970s and
1980s, adding pressure to the road network especially at holiday times (e.g. the August
holiday exodus from Paris to holiday destinations). Among the key factors that affect the
use of roads by tourists are access, the quality of the infrastructure, grades of road and
signage to steer tourists to tour areas that may be off the beaten track. Intermodal con-
nections (i.e. connections between different modes of transport) between airports, ports
and rail termini and tourist areas are also important. There is also recognition that tourist
areas need to develop new linear land and water corridors that integrate various forms of
transport to explore scenic regions.
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Figure 4.5
Land-based transport infrastructure in Australia

Source: Shackley (2006)

Probably the most influential study of car usage among recreationalists was Wall’s (1971)
study of Kingston-upon-Hull in the UK (also see Table 4.2 for other key studies). It high-
lighted the importance of seasonality and the timing of pleasure trips by car and the domi-
nance of the car as a mode of transport for urban dwellers. It also considered the role of the
journey by car as a form of recreation in itself; the car is more than just a means of transport.
Wall also found that the majority of pleasure trips were day trips less than 100 km away
from Hull, being concentrated in a limited number of resorts along the Yorkshire coast and
southerly part of the region. This is broadly similar to many leisure trips by car today. In
the EU, over 4.4 billion passenger kilometres a year were travelled by car. The numbers were
led by Germany which had a 19 per cent share of all such journeys followed by France,
Italy and the UK. This reflects the dominant position of these car-owning countries and the
general increase in the EU’s road network from 3.9 million km in 1990 to 4.82 million km.

Eaton and Holding (1996) identified the growing scale of such visits to the country-
side by visitors in cars. In 1991, 103 million visits were made to National Parks in the UK
(Countryside Commission 1992), the most popular being the Lake District and Peak Dis-
trict Parks. It was estimated in 1992 that car traffic would grow by 267 per cent by the year
2025. Rising car usage has coincided with the decline in public transport usage for tourist
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Table 4.2 Key studies in car-based tourism

The main text by Page (2009) provides a synthesis of the literature on car-based tourism, which is an underdeveloped
area of research, and some of the major research studies to consult are:

Study

Contribution

Cullinane, S. and Cullinane, K. (1999) Attitudes towards traffic
problems and public transport in the Dartmoor and Lake District
National Parks. Journal of Transport Geography, 7(1): 79-87.

Beunen, B., Jaarsma, C. and Regnerus, H. (2006) Evaluating the
effects of parking policy measures in nature areas. Journal of
Transport Geography, 14(3): 376-383.

Beunen, R., Regnerus H. and Jaarsma, C. (2007) Gateways as a
means of visitor management in national parks and protected
areas. Tourism Management, 29(1): 138-145.

Connell, J. and Page, S. J. (2008) Exploring the spatial patterns
of car-based tourist travel in Loch Lomond and Trossachs
National Park, Scotland. Tourism Management, 29(3): 561-580.

Dickinson, J. and Robbins, D. (2008) Representations of tourism
transport problems in a rural destination. Tourism Management,
29(6): 1110-1121.

Prideaux, B. and Carson, D. (eds) (2011) Drive Tourism: Trends
and Emerging Markets. London: Routledge.

Wagner, M. (2014) The rise of autotourism in Danish leisure,
1910-1970. Journal of Tourism History, 5(3): 265-286.

Stanford, D. and Guiver, J. (2016) Driving pro-environmental
change in tourist destinations: encouraging sustainable

travel in National Parks via partnership project creation and
implementation. Journal of Sustainable Tourism, 24(3): 484-505.

Conlin, M. and Jolliffe, L. (eds) (2017) Automobile Heritage and
Tourism. London: Routledge.

Car drivers' attitudes towards congestion and
problems in National Parks

Use of policy measures to address issues of car-
based congestion in natural areas

Use of gateways as a method of reducing
congestion at other areas in National Parks

A unique study using Geographical Information
System technology to map tourist car-based
itineraries to develop a plan for car-based
tourists in a National Park

Analysis of tourist transport issues in a rural
environment

Overview and set of chapters on the global
growth of car-based tourism

A historical analysis of the development of car-
based tourism in Denmark

The use of public sector funding to shift travel
behaviour from the car to public transport
options to visit three UK National Parks

Overview of the industrial heritage and tourism
studies of historic vehicles and visitor interest.

and recreational trips, often due to public sector cuts in transport subsidies. Yet many
National Parks seem unlikely to be able to cope with the levels of usage predicted by 2025,
given their urban catchments and the relative accessibility by motorway and A roads in
the UK. Eaton and Holding (1996) reviewed the absence of effective policies to meet the
practical problems of congestion facing many sites in the countryside in Britain. This
situation is little different over two decades later, with many National Parks besieged by
cars in the peak season — which seems to be at odds with the conservation goals intended
when National Parks were initially conceived. This problem is worse when looking at vis-
itors and their cars concentrated at ‘honey pots’ (locations that attract large numbers in a
confined area) in National Parks. Research by Connell and Page (2008) reaffirmed many
of these issues in Scotland’s first National Park, created in 2001, the Loch Lomond and
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Trossachs National Park. By understanding the types of itinerary the visitors undertook by
car within the National Park, it was possible to identify where the key ‘honey pots’ were
and the implications for managing these sites and car use.

The UK Tourism Society’s response to the Government Taskforce on Tourism and the
Environment (English Tourist Board/Employment Department 1991) highlighted the
impact of the car by commenting that

no analysis of the relationship between tourism and the environment can ignore
transportation. Tourism is inconceivable without it. Throughout Europe some 40 per
cent of leisure time away from home is spent travelling, and the vast majority of this
is by car . . . Approaching 30 per cent of the UK’s energy requirements go on trans-
portation . . . [and] . . . the impact of traffic congestion, noise and air pollution . . .
[will] . . . diminish the quality of the experience for visitors.

A number of sensitive areas, including Yosemite National Park in the USA, have had to
develop management plans to control the impact of the car. Yosemite had allowed access
by car since 1917, but by the 1920s it was handling 1 million vehicle movements a year
and over 3 million by the 1950s. The 1980 and 2000 Final Yosemite Valley Plan intro-
duced out-of-park car parks and a shuttle bus for peak periods as management tools.

One additional area that is worthy of discussion in terms of road transport is the car
hire industry. This is neglected in many studies of tourism and transport, and yet it is a
major driver of car-based activity. The car hire business can be divided into three distinct
segments:

1  airport rentals, which often command a 15 per cent premium charge over and above
other rentals due to the charges imposed by airport authorities. These are based on
the principle that this is a captive market that is able to pay the price demanded. This
may be the case for corporate travel, where such prices have been discounted on the
basis of volume of business, but leisure travellers pay premium prices

2 downtown rental locations

3 replacement vehicles for corporates and individuals whose cars are off the road being
repaired or serviced.

In Europe the car hire business is dominated by the main brands, which also dominate the
US market: Avis, Budget, National (formed from Eurodollar and Alamo) and Hertz. The
scale of the industry is illustrated by two of the market leaders: Avis, which has a fleet
of over 80 000 vehicles in Europe, and Hertz, with 7000 rental locations worldwide. The
traditional ownership patterns in which car manufacturers were key stakeholders have
changed as manufacturers have reduced their involvement. Many car hire companies
have looked at leasing vehicles rather than purchasing now that second-hand car val-
ues have dropped in Europe due to oversupply of new vehicles. The cost of car hire for
tourists varies considerably by country, reflecting tax regimes and other local factors. In
Europe, Finland is the most expensive, being 48 per cent dearer than the cheapest rental
costs in Belgium and Luxembourg. In the USA, the car rental market is worth in excess
of US$16.5 billion. The market sustains varying pricing strategies, a feature observed by
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the American Automobile Association in 2002 when they noted that hire car rates in the
same city could vary between 18 and 190 per cent for the same product. Typically, rates
varied around 77 per cent, with the greatest variations in key tourist destinations in states
such as California and Nevada. Unsurprisingly a common complaint amongst car hirers
is that hidden charges and a lack of transparency dominate the retailing of this product.
Overall the most lucrative markets for car rental are France, Germany, Italy, Spain and the
UK, which reflects the domestic and international tourism markets in each country that
dominate patterns of tourism in Europe. Alongside car hiring, tourist use of mopeds and
motorcyles are also popular in some destinations such as Thailand (despite the high levels
of road traffic accidents amongst tourists) and other countries. The BBC (2017) outlined
some chilling figures about Thailand’s road system and tourist fatalities:

e Thailand was ranked the second worst country for road traffic accidents (RTAs)

e There are approximately 24,000 deaths on Thai roads each year and almost three
quarters of these are motorcycle/moped-related

e The number of registered motorcycles on Thai roads were estimated at 20 million
registered and around the same number of unregistered motorcycles

e Other sources place the number of Thai RTAs from motorcycle accidents at 5,500 a
day

e Whilst the number of tourist-related RTAs is under 50 a year from around 30 million
visits a year, these accidents tend to be concentrated in popular tourist resorts such
as Phuket, Pattaya and Koh Samui according to reports derived from Thai statistics
(Schneider 2016).

Blackman, and Haworth (2013) examined tourist moped use in Queensland, Australia
and the levels of RTAs and factors causing them, which have many factors in common
with other studies of tourist-related RTAs (e.g. Page et al. 2001; Walker and Page 2004).

Cycling

Bicycles are used by tourists either occasionally by those visiting a destination, who
may hire a cycle for a day, or for long-distance cycling holidays undertaken by the more
determined. In the USA, bicycle tourism can be dated to the 1890s when this mode of
recreational transport became extremely popular, given the freedom it provided on the
evolving road network. In Europe, cycling is the main mode of daily transport for 31 per
cent of people in the Netherlands compared to 7 per cent of the population in the EU and
2 per cent in the UK. Lumsdon (1996: 5) defines cycle tourism as cycling that is ‘part of
or the primary activity of, a holiday trip . . . it falls within a categorization of activity hol-
idays’. The UK Department of Transport statistics suggest that up to 40 per cent of cycle
journeys are for leisure purposes:

Leisure cycling has great potential for growth, it can be a stimulus to tourism, it is
a high-quality way to enjoy the countryside and a good way to introduce people to
cycling for their everyday transport needs. To encourage leisure cycling there needs
to be small scale improvements, especially near where people live, followed by better
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signposting, marketing and information. Flagship leisure routes, using quiet roads or
disused railway paths, can increase the profile and boost leisure cycling in town and
countryside.

(Department of Transport 1996: 13, cited in Lumsdon 1997: 115)

But who are the typical cycle tourists and what motivates them to use this form of trans-
port? The Scottish Tourist Board’s (1991) innovative study on the Tourism Potential of
Cycling and Cycle Routes in Scotland indicated that cycling had grown in popularity as a
recreational activity in the 1970s and 1980s, with the Cyclists Tourist Club having 40 000
members in the UK. A later study by the Countryside Commission (1995), The Market for
Recreational Cycling in the Countryside, identified some of the main motivations for cycling,
including:

e keeping fit

e having fun

e getting some fresh air

e accessing the countryside.

In a tourism context, Lumsdon’s (1996) study simplifies the market segments involved in
cycle tourism to include:

e holiday cyclists, comprising couples, families or friends who seek a holiday where they
can enjoy opportunities to cycle but not necessarily every day. They seek traffic-free
routes and are independent travellers who are not interested in a package holiday.
While they are likely to take their own bikes on holiday, a proportion of them will
hire bikes. They are likely to cycle 25-40 km each day that they travel by bike

e short-break cyclists, who seek to escape and select packages that will provide local
knowledge (with or without cycle hire) and comfortable accommodation. They are
likely to travel in groups and to cycle 25-40 km a day

e day excursionists, who are casual cyclists who undertake leisurely circular rides of
15-25 km. They are not prepared to travel long distances to visit attractions or facili-
ties but prefer to seek quiet country lanes that are signposted. They tend to comprise
25-30 per cent of the market for cycling and are increasingly using their own bikes
rather than hiring them.

The Royal Commission on Environmental Pollution (HMSO 1994) identified the role of
cycling as a mode of personal transport that is sustainable and has minimal pollution and
effects on others. The impact of new trends such as slow travel (see Chapter 1) illustrates
the significance of cycling as a means of developing tourism at a slower pace for visitors
(see Dickinson and Lumsdon 2010).

The UK'’s national cycle network

SUSTRANS is a national sustainable transport and construction company operating as
a charity that designs and builds routes. One of its early aims was to develop a 32 000
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kilometre national cycle network (NCN) to link all the main urban centres in the UK,
using a combination of traffic-calmed roads, cycle paths, disused railway lines and river/
canal paths. This aim was realized in 1996 via a grant of £43.5 million from the Millen-
nium Commission (comprising 20 per cent of the total cost) to form a 10 400-km route
on the basis of its original vision. Since the original vision, SUSTRANS now promotes the
NCN for walking and cycling. By 2005 it had achieved its ambitious target to expand to
16 000 km and it now stretches to 22 500 km. In 2000, over 23.5 million cycling trips were
made on the network rising to 77 million in 2004 and the rise in cycling saw 386 million
cycle and walking trips made in 2008. By 2013 this had reached 486 million trips. Esti-
mates seem to indicate that the network has the potential to generate 750 million cycling
and walking trips per annum. SUSTRANS argues that the network generates £650 million
from cycle tourism, with the following economic impacts, and supports 150 000 jobs.

A SUSTRANS report (Transform Scotland 2013) on the value of cycle tourism in Scot-
land found that cycle tourism contributed between £106 million to £228 million for
the economy, which rises if the economic value of mountain biking is added. In 2018,
a report Leisure Cycling Tourism Guide (www.sustans.org.uk) updated the impact of cycle
tourism indicating that three key markets existed: Specialists, Enthusiasts and Occasional
Cyclists and that these generated £345 million in visitor spending from around 152 000
visits a year. To grow this market, the report indicated that accommodation establish-
ments that were bike-friendly needed to increase from the current 1:7 establishments and
require increased security for their cycles, food on the go, washing and drying facilities,
bike maintenance facilities and baggage transfer options. The example of the Scottish
Youth Hostels Association with 60 members estimated that 10-15 per cent of its visitors
were cyclists and they already provided a wide range of facilities required to nurture and
develop cycle tourism. Indeed the UK Leisure Day Visits Survey in the UK recognized that
the average cycle day trip comprises 62.9 km in length, 3.6 hours in duration and with a
party size of 4.6.

The market segments for cycle tourism trips identified by SUSTRANS (2002) comprised:

e infrequent leisure cyclists
e occasional leisure cyclists
e frequent leisure cyclists

e cycling enthusiasts.

Each of these has specific product requirements as Table 4.3 shows.

The C2C cycle route is indicative of the generative effect it may have. The C2C route is
a 270-km coast-to-coast route in northern England that attracts over 10 000 cycle tourists
to an economically marginal area (West Cumbria and the North Pennines). This has gen-
erated an annual expenditure of £100 per person and £1.1 million for the local tourism
economy.

There is also a European Cycle Route Network and some of the principal routes are:

e the 5000-km Atlantis route (Isle of Skye, Scotland, to Cadiz, Spain)
e the 470-km Noordzee route (Den Helder in the Netherlands to Boulogne-sur-Mer in
France).
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Table 4.3 Cycle tourism market segments and product requirements

Market segment

Types of activity required

Product requirements

Infrequent leisure
cyclists

Occasional leisure
cyclists

Frequent leisure
cyclists

Cycling enthusiasts

Traffic-free cycling
Packaged cycle touring holidays

Day cycle rides (20-25 miles on quiet
country roads and traffic-free paths)
Centre-based cycling short breaks
Access to countryside from town and
home

Day cycle rides (30-35 miles on quiet
country roads and traffic-free paths)
Centre-based cycling short breaks
Access to countryside from town and
home

Day cycle rides (up to 40-50 miles
primarily on quiet country roads)
Independent cycle touring holidays and
short breaks

Access to countryside from town and
home

e Traffic-free cycle paths
e Cycle hire
e Packaged cycling holidays

e Circular day cycle routes with maps and
information

e Safe places to leave the car while cycling

e |deas for cycling short breaks

e Cycle parking and storage

e Cycle repair/rescue

e Circular day cycle routes with maps

e Safe places to leave the car while cycling

e Cycle access by train (for some)

e |deas for cycling short breaks and cycle
touring holidays

e Cycle friendly accommodation

e Cycle parking and storage

e Cycle repair/rescue

e |deas for day cycle rides — cycling
enthusiasts tend to plan their own rides,
using cycle route leaflets for ideas and
information

e Cycle access by train (generally more
important for cycling enthusiasts than for
other market segments)

e Cycle friendly accommodation

e Cycle parking and storage

e Cycle repair

Source: Lumsdon (1996)

In addition, Eurovelo (a project of the European Cyclists Federation) developed 14
long-distance cycle routes in Europe which are 45 000 km currently and expected to grow
to 70 000 km by 2020 with four routes now operating. In comparison, cycle tourism in
the USA generates around US$198 billion a year from around 60-100 million trips a year
and across Europe, over 500 000 jobs arise from cycle tourism (Blondiau et al. 2016).

According to Lumsdon (1996: 10-12), there are three ways that the National Cycle
Network may contribute to sustainable tourism (i.e. tourism that does not further damage
or harm the resource base upon which it depends):
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by encouraging tourists to switch from cars to cycles at their destination. This could
reduce recreational car journeys at the destination by 20-30 per cent

by reducing car-based day excursions, particularly at ‘honey pot’ attractions or sites
near to resorts and urban areas. The National Cycle Network may offer ‘escape routes’

to allow tourists to get off the beaten track
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3 by encouraging growth in cycle-based holidays, in both the short-break and longer
duration categories.

Cycle tourism is certainly beginning to assume a much higher profile in the UK and
their use for leisure encourages people to become more avid cyclists and to reduce car
usage. Therefore, cycling can potentially make a major contribution to switching to more
sustainable tourist and commuter use of transport. In Japan, Nakamura and Abe (2016)
examined tourist hiring of ultra-lightweight vehicles (ULVs), electric-assisted bicycles,
electric scooters, and electric four-wheel carts in preference to cars where ULVs were seen

INNOVATION IN SUSTAINABILITY 4.1

SLOW TRAVEL

The development of mass tourism has largely been based on a high carbon-use culture where
consumptive behaviour linked to flying and car patronage has been the norm. A philosophical shift
in consumer thinking is required to encourage behaviour change away from high carbon travel; this
has been marked by the rise of the term ‘slow travel’. As Dickinson and Lumsdon (2010) illustrate,
slow travel is a throwback to travel in past times when travel was slow and people engaged with the
communities and environments they visited. The notion of slow travel has seen its growth in parallel
with other similar trends in food consumption, with slow food a reaction to the fast food culture of the
late twentieth century. The notion was also popularized at a city-destination level by the Cittaslow (Slow
City) movement based on three underpinning concepts:

* do things at the right speed
* adapt one’s attitude towards time and one’s use of it
* the pursuit of quality over quantity.

The slow travel concept has become associated with lower carbon use (i.e. avoiding flights and car
use) and a shift towards overnight train travel and cycle trips, as well as home stays. Although various
definitions and approaches to characterize slow travel have emerged, the optimum mode of travel is
non-motorized, being ‘slow’ in duration and far less intensive and environmentally damaging. As a
result, this renders the economic principles of transport being related to time savings to get from A to
B in the fastest manner redundant. In conventional models of economic development, travel cost/time
were fundamental to destination development and linked to market size, accessibility and cost; with
slow tourism, these issues are not important, as the time-travel cost becomes less significant.

A wide range of slow travel websites have developed where more carbon-neutral options (i.e. walking
and cycling) challenge the carbon-intensive paradigms of mass tourist travel that have dominated
since the mid-nineteenth century (see Chapter 2). As existing studies argue, slow travel needs to be
framed, as Figure 4.6 suggests, in a holistic framework whereby three key elements exist: the content,
the ingredients and the outcome. What is evident from existing studies is that slow travellers can be
understood on a continuum ranging from hard slow travellers (i.e. the environmental motivations and
lifestyle factors shape their choice of slow travel) to ‘soft slow travellers’ who are environmentally
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Figure 4.6
Slow travel — the whole tourist experience

Source: Dickinson, J., Lumsdon, L. and Robbins, D. (2011) Slow travel: Issues for tourism and climate change. Journal of Sustainable
Tourism, 19(3): 294, reprinted by permission of Taylor & Francis

aware, but continue to fly to the destination to engage in a slow travel holiday. It is clear that the greater
engagement in slow travel needs policies and infrastructure to break the inertia of modern-day carbon-
intensive travel, thereby popularizing the notion of slowness as a key to relaxing, having fun, achieving
one’s holiday objectives and enjoying oneself in a responsible and sustainable manner.

Further reading

Dickinson, J. and Lumsdon, L. (2012) Slow Travel. London: Earthscan.
Kieran, D. (2012) The Idle Traveller: The Art of Slow Travel. London: Automobile Association.
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as the preferred option. Cycling offers an opportunity to savour one’s environment and
surroundings and this is part of a new philosophy - slow travel (see Innovation in Sus-
tainability 4.1).

Coach and bus travel

Bus and coach travel assumed a growing significance in the 1930s in most countries (see
Chapter 2). There is a tendency to interchange the terms ‘bus’ and ‘coach’ which may
create confusion and complexity. Bus travel usually refers to a specific form of urban and
rural passenger transport that tourists may use at the destination they are staying at. In
the UK, a bus trip is defined as a 24-km or less trip, with coach travel replacing that travel
over 24 km. In other European countries, specific terms (such as the Autocar in France)
distinguish coach travel from bus travel. However, such a definition does not distinguish
between the market for international and domestic coach services. The European Confer-
ence of Ministers of Transport (1987) classifies the international coach travel market in
terms of three categories of service (scheduled, shuttle and occasional services):

e scheduled services (lines). These services transport passengers at specified times, often
based on a timetable, over specified routes. They involve the picking up and setting
down of passengers at established stops. Such services are provided under a licence
for a prescribed period for which the service is offered. Timetables, tariffs and the
vehicles to be used are also specified and particular conditions are attached to the ser-
vice provided, such as the pan-European Eurolines service. These services are some-
times called ‘express coach services’ and are operated by consortia of companies or
individual operators

e shuttle services. These consist of trips transporting groups of tourists or individuals
from the same point of departure to the same destination. Later the traveller will
be transported back to the original departure point and the service usually involves
accommodation for the group at the destination. The service must comply with the
conditions of an itinerary and length of stay, and no passengers are carried on the
last outward or first inward journey. These services are often referred to as ‘holiday
shuttles’

e occasional services. These include a range of different services such as:

o closed-door tours (one vehicle is used throughout the journey for the same group
and the tour returns to the original point of departure), often referred to as ‘con-
tinental coach holidays’ or ‘continental coach tours’

o services with the return trip unladen

o all other services (e.g. day excursions, private hire, tours, airport shuttles, urban
excursions such as hop-on-hop-off all-day ticketed tours).

In the UK, the coach tourism holiday market is estimated to be worth £2-4 billion a year,
with 11 million holidays sold. Shearings (prior to the Wallace Arnold merger) had a 14 per
cent share of the market and in 2007 it dropped the Wallace Arnold brand and operated
44 hotels under its own name. Shearings has a turnover of £200 million a year and a fleet

143



144

TRANSPORTING THE TOURIST I: SURFACE TRANSPORT

of 249 luxury coaches, with ongoing investment in more environmentally friendly vehi-
cles. It provides coach, air, cruise and hotel holidays worldwide.

The market segments to which coach travel appeals is far from homogenous, and ranges
from the ‘youth travel market’ for express domestic and continental services to the elderly
markets which dominate coach tours. In 2005, Shearings’ in-house research found that 89
per cent of its clients booked six or more holidays a year, which illustrates the significance
of the elderly market. Coach travel has an image that appeals to low-income groups and of
being a slow mode of surface transport. Even so, the scale of coach travel on express services
was such that London’s Victoria coach station handles over 14 million passengers a year. In
recent years, a number of new trends have come to dominate coach travel including the rise
of the multimodal operator such as Stagecoach, which has global coach and bus operations
alongside other competitors such as FirstGroup and National Express. National Express
Group has a £2.3 billion turnover and 73 per cent of its profits are derived from outside the
UK with 29 000 vehicles and 47 000 employees and focuses on express coach travel.

There is a tendency to underplay the role of local bus services and urban services in
the tourism industry; tourists may use these when staying in a destination (see Lums-
don 2006). Lumsdon’s study highlights the neglect by tourists of use of the bus and the
dominance of the car. For example, in the UK access to a car increased from 14 per cent
of householders in 1951 to 75 per cent in 2012. To redress the shift to the car, Lumsdon
developed a model (Figure 4.7) that outlines the key stages that tourism and transport
planners need to follow to design bus services for greater tourist use. As Figure 4.7 shows,
the existing network and goals of a network for tourist use need to be identified.

This may require augmenting the existing network (i.e. redesigning it) to create an
experience to engage tourists, including integration with other transport modes. The
designed network needs to be expressed as a service which is then marketed/branded, and
the service then needs to be delivered. The resulting service and its success/failure need
to be measured against the initial goals to understand how to refine the service further to
meet users’ expectations (also see Innovation in Sustainability 11.1 on the exemplar of
tourist bus service development in the New Forest National Park).

In the UK, the bus industry is largely controlled (post-deregulation in 1985, when the
National Bus Company was sold off as 70 units for £1 billion) by five major organizations
that have a turnover of £3.3 billion. In 1990, these groups had 5 per cent of the market
and this grew to 66.5 per cent in 2002 as a process of consolidation occurred. The owner-
ship pattern is dominated by First Group; Stagecoach; Arriva; Go-ahead; National Express;
the rest of the market was accounted for by small operators and the public sector.

In Europe, patterns of bus and coach travel based on express services tend to be point
to point (i.e. city to city) or city to city via non-urban areas terminating at a major coach
terminus, many of which date to the 1930s when the market first developed. They tend
to use major transport corridors (i.e. motorways) wherever possible to gain economies in
travel time so that they are price and time competitive with rail travel. In contrast, coach
tours, particularly packaged tours, have a tendency to follow what are called ‘milk runs’:
they follow a set itinerary to showcase the main attractions. In the UK, milk runs with
a strong heritage appeal might typically depart from London, visit Oxford, Stratford-up-
on-Avon, Bath, Chester, the Lake District and Scotland, and return on the east coast via
York and Cambridge to London, depending on the length of the tour.
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Figure 4.1
Bus services

Source: Lumsdon (2006: 762)

Coach tourism in the UK according to the Coach Tourism Association is worth
£1.46 billion a year, with 18 million day trips and 5§ million coach holidays (short breaks
of four nights and longer holidays exceeding four nights).

According to the North West Regional Development Agency (NWRDA) study in 2008
on coach tourism in England’s north-west, the coach market was predominantly based
upon 60- to 70-year-old travellers who:

e took 2 million trips a year to the region

e spent £120 million a year as a result of coach tourism in the region

e accounted for around 1:20 of all domestic staying trips in north-west England

e visited two dominant locations: Blackpool (50 per cent) and the Lake District (30 per
cent).
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Plate 4.8
Eden Project, Cornwall

Source: Author

The market has seen increased pressure from low-cost airlines although the luxury end
of the market still has considerable potential for growth along with special interest tours
(e.g. seeing behind the film set of a popular drama series). Combined with forecasts of an
ageing population, the NWRDA report suggests this may be an opportunity for the coach
market along with the increasing investment in higher-specification vehicles.

The structure, organization and management of coach and bus operations in each
country is specifically shaped by the history, regulations and policies towards transport,
and by a strong tradition of visiting established destinations — except where a major draw
such as the Eden Project in Cornwall (see Plate 4.8) or new attractions in cities act as a hub
for day excursions or visits.

Rail travel

Globally, railways are a major mode of moving tourists and leisure trippers around coun-
tries and between countries. In the USA, rail travel has the smallest proportion of passen-
gers carried on any mode of transport (0.3 per cent), since the car dominates (with 85 per
cent of passenger kilometres) followed by air travel (10 per cent) and coach (3.1 per cent).
In Europe, rail travel has a 7.6 per cent share of passenger trips, higher than air travel,
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although passenger cars account for 83 per cent of trips followed by bus and coach travel
(9.1 per cent). In Europe, railways are a major business with a 110 billion euro turnover
per annum, employing over 2 million people in the wider rail supply chain. At the same
time, state subsidies for rail have grown, with the EU railway system costing taxpayers
around 30 billion euros annually in grants and subsidies for infrastructure projects and
support.

With increasing congestion on many of the developed countries’ road and air networks,
rail travel has a number of natural advantages over competing modes of transport. The
convenience of rail travel for short- to long-distance trips from one city centre to another
remains. In a European context, rail travel fulfils a wide range of functions for travellers
as it is convenient for daily commuting needs, business trips and recreational travel.
Three specific types of recreational rail user can be discerned within Europe: day trippers,
domestic tourists and international tourists who use rail travel as part of their itinerary to
visit visitor destinations.

Much of the growth in European rail travel has been in the high-speed rail services but
they only carry 13 per cent of all European rail passengers. For example, in Spain a study
by Moyano, Coronado and Garmendia (2016) found that through competitive pricing,
high-speed rail was more competitive for weekend tourist travel than the car.

The use of rail in relation to tourism and leisure travel occurs under a number of jour-
ney types, with a combination of types in the typical tourism and leisure journey:

e the use of dedicated rail corridors that connect major gateways (airports and ports) of
a country to the final destination, or as a mode of transit to the tourist accommoda-
tion in the nearby city

e the use of rapid transit systems and metros to travel within urban areas

e the use of high-speed and non-high-speed inter-city rail corridors to facilitate move-
ment as part of an itinerary or city-to-city journey, typically for business and leisure
travel. These journeys may cross country borders, forming international networks

e the use of local rail services outside urban areas, often used in peak hours by com-
muters to journey to/from mainline/inter-city rail terminals en route to other
destinations

e the use of rail services in peripheral tourist destinations (e.g. the Caledonian Sleeper
operated by the ScotRail franchise which serves the London to the Highlands of Scot-
land market) which sometimes have a scenic value as tourist journeys in their own
right (e.g. the Central Otago, New Zealand, Taireri Gorge half-day rail tour or St Ives
line (Plate 4.9))

e purpose-built rail excursions/holidays on historic services such as the Orient Express
in Europe, the 1851-mile Ghan from Adelaide to Darwin in Australia that takes two
days (see Figure 4.5). The most famous journey is probably the Trans-Siberian Railway
(Case Study 4.2).

It is clear that rail travel, aside from commuting, offers a wide range of options for
tourist and leisure travel. In Europe rail continues to have a slow rate of overall growth
compared to other modes of transport: at a pan-European level, rail travel is constantly
outperformed by the increase in air.
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Plate 4.9
Railways which offer a scenic journey, such as the St Ives Bay Line in Cornwall, can also be a
tool for destination marketing and branding, as illustrated by the train advertising

Source: Author

Despite the declining importance of rail (excluding high-speed services), a wide range
of issues have been suggested as important in trying to attract more tourists to use rail as
a mode of travel. These include improved marketing to raise awareness of new services,
better ticketing options such as through tickets and more seamless travel across rail net-
works, e-commerce, frequent traveller schemes and greater attention to service quality
issues as well as addressing safety issues for passengers travelling alone. Enhancing the
experience at major railway terminals, to reduce overcrowding and to upgrade termi-
nal infrastructure have also been identified (see Plate 4.10). In addition, a wide range of
business issues were highlighted for railway companies including broadening their distri-
bution channels (e.g. in 2002, the Caledonian Sleeper adopted e-ticketing and paperless
check-ins in line with innovations from the airline sector). Attempts to improve customer
usability of rail services (e.g. simplification of ticketing systems to remove confusion over
tickets and prices) have been proven to generate a substantial volume of business in their
first year of operation. It is also notable that rail operators are slowly recognizing the
link between transport and tourism, with value-for-money fares for leisure travel stimu-
lated in Europe by the onset of the low-cost airlines. Physical improvements to the travel
environment have also illustrated the need to invest in a better travelling environment
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Plate 4.10
The refurbished Paddington Station in London

Source: Author

for tourists with new rolling stock and state-of-the-art travel facilities. Virgin Trains’ new
service enhancements on trunk routes which include music channels, laptop sockets and
the segregation of mobile phone users have now been mirrored in innovations by other
rail companies. Developments in e-commerce such as the Trainline.com (in which Stage-
coach has a controlling interest) have been important in making rail a more accessible
option for travellers.

Enhancing major railway terminals, often built to serve lower volumes of traffic, are
seen as a priority in enhancing the visitor experience of rail travel, as the refurbished Pad-
dington Station in London illustrates with its provision of high-speed services.

Water-based transport
The potential of water- or sea-based transport has been greatly overlooked in most anal-

yses of tourism, largely because much attention has been given to the growth in tourism
by air since 1945. Yet, prior to the development of rail and air travel, sea-based travel was
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CASE STUDY 4.2

TOURIST TRAVEL BY RAIL — THE TRANS-SIBERIAN
RAILWAY

The Trans-Siberian Railway (TSR) is by far the longest single rail route, covering a 9000-km route starting
in European Russia and travelling eastwards, ending on the eastern coast of Vladivostok (Figure 4.8).
The tourist rail journey travels through a series of time zones, crossing the mountain range — the Urals —
to the Siberian ‘taiga’ landscape and steppes. The route has a long history, being constructed between
1891 and 1916 as the main method to transport troops to protect Russia’s eastern territories at a time of
territorial ambitions from other colonial powers. The tourist journey takes around six days, with various
alternative routes now available after the route passes Siberia, with a route to Beijing via Mongolia
(the Trans-Manchuria service); the Trans-Mongolian service from Moscow to Beijing travels through
Ulaanbaatar and Mongolia and the Tran-Siberian proper follows the original Moscow to Vladivostok

Figure 4.8
Trans-Siberian Railway

Source: Shackley (2006)
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route. Many of the stations en route offer opportunities for sightseeing as well as periodic stops where
local people and bazaars offer food and drink, complementing the on-board dining. Key destinations to
visit en route include: Moscow, Lake Baikal, Ulaanbaatar, Terelj National Park, Beijing and Yekaterinburg.
The main tourist season for travel is May to September, peaking around July, with many companies
marketing a trip on the route as a trip of a lifetime. From a tourism development perspective the TSR
offers important economic development opportunities for many of the remoter communities along the
rail route in a post-communist era. Following the collapse of communism, many of the communities
along the railway line have had to forge new economic development pathways now that they have the
power to be self-determined regions and areas after the passing of centralized state control under the
command economy model.

Further reading

Shackley, M. (2006) Atlas of Travel and Tourism Development. Oxford: Butterworth-Heinemann.

of major importance in crossing water (e.g. ferries), for pleasure on inland waterways (e.g.
canal boats) or as a mode of tourist travel (e.g. cruising) (see Plate 4.11).

Cruises

Many modern-day shipping companies such as P&O developed water-based transport as
a means of travelling between continents, linking the UK with its empire in India and the
Far East during the nineteenth century. In 1842, the P&O passenger ship Hindustan under-
took its inaugural trip, stimulated by the company’s contract to carry mail from South-
ampton to Calcutta. By 1844, P&O had also begun deep-sea cruises in the Mediterranean
and in the late 1880s other companies (it was later to acquire) began cruises. For example,
in 1886 the North of Scotland and Orkney and Shetland Company began cruises to the
Norwegian fjords at a cost of £10, while in 1889 the Orient Line began cruises to Norway
and the Mediterranean. By 1890, the P&O line had developed a global network of direct
and connecting passenger services that remained largely unaltered (with the exception of
the withdrawal of Indian services after that country’s independence) up until the 1960s
when air services began to challenge passenger liners. The 1920s and 1930s were the hey-
days of luxury cruise liners competing to be the fastest crossing across the Atlantic Ocean
between Europe and North America. The era was characterized by the Art Deco move-
ment, with luxurious fittings and glamour associated with cruise liners (see Plate 4.11).
What is apparent from Figure 4.9 is the demand for business travel between the UK and its
imperial territories. P&O became a global brand in the nineteenth century, much earlier
than many of the marketing debates on the internationalization of the tourism indus-
try in the 1960s, although monopoly contracts on mail services did help to support its
expansion of the passenger routes. The company reconfigured its business activities after
the development of passenger airliners. For example, in the 1970s P&O invested in its
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Plate 4.11
1920s cruise of the tropics organized by Thomas Cook

Source: Thomas Cook
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North American market and the growing demand for cruises as passenger liner business
declined. In fact the company has a history of adapting to new business environments.
For example, it adapted a ship no longer needed for mail services in 1904 for the cruise
line Vectis: this was the first time it had developed a dedicated cruise liner that carried 160
first-class passengers in absolute luxury. Cruising is not a new concept, although it has
certainly seen a revival at a global scale since the 1990s and has become a more popular
activity, no longer just the pursuit of elderly customers or the rich which characterized its
growth from the late nineteenth century.

The industry organization in the USA, the Cruise Lines International Association
(CLIA), represents members who offer around 95 per cent of the cruise capacity in North
America. It has seen passenger sales rise from US$3.6 million in 1990, to 5 million in
1997, 8.8 million in 2004, 21 million in 2013 and 26 million in 2017. This, in part,
reflects the growth in cruise-ship capacity added by CLIA members with a further 27 new
vessels entering service in 2018. The USA dominates world cruise line passenger volumes,
followed by Europe. In the USA, the most popular destinations for cruises are the Carib-
bean followed by the Mediterranean with key itineraries focused on specific circuits that
call at specific ports. In Asia, there is also a fast-growing cruise market. At a global scale,
there is also a pursuit of new itineraries to satisfy the demand for new experiences among
repeat travellers. This has meant that smaller ports have developed this lucrative market
for visitors.

At a global scale, three companies dominate the cruise market:

e Carnival (incorporating the Carnival Corporation and the former P&O Cruises)
e Royal Caribbean Cruises
e  Star Cruises.

With many cruise ships now costing in excess of US$300 million and able to accommo-
date 2000-3000 passengers, capital costs for this area of tourist transport are massive.
In fact the worldwide cruise ship business is worth over US$16 billion. Whilst much
of the cruise business is focused on the Caribbean followed by Europe, the Far East
has entered the market together with Australasian/Pacific island cruises, where Star
Cruises has a market presence, challenging traditional patterns of cruises. The cruise
line industry has been dominated by product innovations to attract a growing variety
of passengers and the rise of luxury brands again in the market, akin to superyachts,
are signalling a revival in cruising for the rich which characterized the heydays of the
1920s and 1930s.

Ferries

Ferries are more functional modes of tourist transport than cruise ships and are used to
cross stretches of water. In the lead-up to the opening of the Channel Tunnel, many ferry
operators attempted to market the UK’s short-sea ferry crossing as cruises. In Europe,
Dover and Calais are the two most important international passenger ports. This is fol-
lowed by travel over the Oresund between Sweden and Denmark. Much of the inter-
national maritime travel in Europe is based on travel within the EU member countries
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(intra-regional travel). In reality, ferries offer travellers a different element in their holiday,
trip or excursion and a time for rest, relaxation and a break from their main form of trans-
port. One of the most frequently crossed waterways is the English Channel. The construc-
tion of the Channel Tunnel offered an all-weather mode of crossing this stretch of water,
yet despite the concerns over the Channel Tunnel’s impact on UK ferry services, passenger
volumes through the Port of Dover have risen and now the volumes have converged with
20 million passengers per annum travelling on each mode of transport.

One consequence of the increased competition from the Channel Tunnel and low-cost
airlines was the merger of the two Dover-France ferry companies, Stena Line and P&O
Ferries. The major blow for the ferry companies was the loss of duty-free sales on board
ferries in 1999, which had accounted for 65 per cent of profits from short-sea ferry routes
(see Chapter 12 on the possible effect of BREXIT on duty-free sales). This gave an esti-
mated loss of revenue of £350 million for UK-European services and led to price rises on
fares of up to 40 per cent, which, together with rises in fuel costs, resulted in a drop in pas-
senger volumes of between 16 and 20 per cent in the short term but have since recovered.

The majority of travellers travelling by ferry from the UK used short-sea routes across
the English Channel (73 per cent), the Western Channel in southern/south western
England/Irish Sea (13 per cent) and the North Sea (see Figure 4.10).

A recent expansion of seasonal sea catamaran services has also provided more route
options for passengers. In the short-sea sector, a number of smaller, peripheral ferry ser-
vices from Sheerness, Folkestone and Ramsgate have been cut as the industry has focused
operations in Dover. In addition, the company Hoverspeed withdrew its hovercraft ser-
vices in September 2000 after 32 years of operation and then its catamaran service in
200S. The rapidly changing competitive environment has meant that tourism managers
have had to carefully set out future strategies to ensure the viability of their business, and
in some cases, operations were closed, rationalized, merged or sold. Businesses have had
to keep sight of their existing and future passengers via more active marketing campaigns
to extol the virtues of cross-channel ferry travel now Eurotunnel and low-cost airlines
have become well established in this market. A rapid period of change in the holiday
market and turmoil in the operating environment highlight the importance of being
proactive in managing the tourism business. In each case, operators have sought to add
value to the services they provide by upgrading on-board facilities, particularly food and
beverages, children’s lounges and business lounges, and increasing the size of ferries so
they can carry over 2000 passengers in some cases. For some locations, such as the High-
lands and Islands of Scotland and the Greek islands (with up to 60 000 ferry departures
in the peak months), ferries provide the vital link between the mainland tourism market
and the destination. At a European scale, 395 million passengers embark/disembark from
ferries but this has dropped by 7 per cent in the last 5 years from a peak of 440 million in
2007. The two dominant locations for ferry traffic are Greece and Italy.

Inland waterways

Inland waterways are another relatively neglected area of study in tourism research. They
are seen as the product of a bygone era, linked to industrialization from the late eigh-
teenth century onwards when canals and waterways were developed in many European
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Figure 4.10
Travel by ferry from the UK to Europe

Source: Author

countries to transport products from source areas to market. Yet many towns and cities
with waterways and river networks have seen a renaissance in their regeneration for tour-
ism purposes in the late twentieth century, with Birmingham, UK, a case in point. It is
the junction of many of the UK’s canals and waterways, with a well-developed riverboat
and canal-based holiday market. Much of this regeneration activity has been a successful
partnership of waterway agencies such as the former British Waterways Board (BWB) and
local authorities, often supported in the UK by grants from the Lottery and Millennium
funds. BWB managed 3220 km of canals and rivers in the UK with a budget of almost
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£200 million, part of which has been spent on re-opening old canals for leisure and in
creating a new focus for tourism such as the Millennium Wheel in Falkirk, Scotland. In
2012, BWB ceased to exist and the Canal and River Trust was established to care for the
infrastructure. In other contexts, such as the Norfolk Broads, a major holiday and boating
industry exists which is based on inland waterways (see Web Case 4.1). Recent growth
trends in holidays on larger European rivers such as the Danube and Rhine have seen
larger river cruise vessels developed by companies such as Viking and Scenic with the
market estimated at around 1.35 million passengers a year and growing in popularity.

Managing land- and surface-based tourist transport

The various modes of transport examined in this chapter have highlighted the diversity
and wide range of uses that tourists make of transport, from linking the home to the near-
est departure point through to using transport as a holiday context (e.g. a cruise). Inte-
grating the transport modes to ensure a seamless travel experience without major service
interruptions is a major challenge for the tourism industry, since transport functions are
often contracted out to suppliers who may not have a tourism ethos (e.g. coach operators
or taxis). In each case, transport providers interface with tourists, and so ensuring they
are good ambassadors for tourism has become a priority for many destination areas as has
ensuring those people who interface with tourists recognize the service standards that
travellers now experience in other areas of the service economy. Yet the consumption of
tourism has not only been associated with pleasure and enjoyment, as new trends related
to the impact of transport and travel have focused attention on the resource use (i.e. car-
bon consumption) of such trips. For this reason, Innovation in Sustainability 4.2 outlines
some of the debates over and measures taken to reduce carbon consumption.

The transport sector has been very slow to embrace these ideas on sustainability since
it has been operationally led and focused on operating vehicles, plant and capital invest-
ment rather than looking at the tourist as a customer and the need to adopt a ‘greener’
approach to travel. This issue permeates most forms of surface-based transport, as tourism
and service provision in the air transport sector have been more innovative.

Much of the planning and integration of surface transport has been achieved in many
European capitals by innovative and forward-looking planning in the post-war period
and purpose-building new infrastructure; in some older European capitals existing infra-
structure still has gaps in the provision of terminals, with visitors often having to travel
from central areas to airports on systems that are not integrated and are complicated to
use. Transport provision needs champions within each destination area so that the tourist
can be easily connected with terminals, attractions, accommodation and gateways, such
as ports and airports — a theme that will be returned to in Chapter 5. Airports are the most
obvious example of where the private sector takes the lead in integrating transport and
tourism. The work of BAA in the UK illustrates this, with each airport having a surface
transport strategy, working within the UK government’s encouragement of the use of
public transport for more journeys. A third of passengers travel to BAA’s three London air-
ports by public transport and it is seeking to expand that to 50 per cent. Specific initiatives
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INNOVATION IN SUSTAINABILITY 4.2

MONITORING AND REDUCING CARBON CONSUMPTION IN
TOURISM

With growing concerns over climate change and the contribution of tourist travel to this issue,
researchers have examined the carbon footprint of tourists and tourism activities, and the wider use
of carbon by the tourism industries. Carbon is produced when fossil fuels such as coal or oil combust
and produce carbon dioxide (CO,) which then enters the atmosphere. The period since the industrial
revolution, where economic growth was largely dependent upon fossil fuels for energy, has seen
growth in CO, emissions concentrating in the atmosphere, which causes a retention of heat within the
atmosphere. The combination of other gaseous emissions such as nitrogen oxide, CFCs and methane
means that the process of ‘radiative forcing’ is what causes CO, and other gases to contribute to global
warming.

In the UK, greenhouse gas emissions from transport in 2011 comprised: the car (40 per cent);
buses/coaches (3 per cent); light and heavy lorries (23 per cent); non-road transport (6 per cent) and
international shipping and aviation (27 per cent). More concerning was the fact that UK greenhouse
gas emissions from aviation rose from 11 per cent of transport emissions in 1990 to 21 per cent by 2011.

The scientific analysis of carbon consumption is crucial to understanding the impacts of different
emissions from fossil fuels, particularly as air travel (see Chapter 5) produces proportionally more
greenhouse gases than land-based transport. In this respect, aviation makes a greater contribution to
global warming via the radiative forcing process as it generates both CO, and other gaseous emissions.
One particularly innovative study that sets out to measure the carbon footprint of Dutch holidaymakers
is by de Bruijn et al. (2013) Travelling Large in 2012: The Carbon Footprint of Dutch Holidaymakers (Www.
cstt.nl). This study is influential as it shows that:

+ the average CO, emission per person per day in the Netherlands is 27.2 kg
whereas
+ the average CO, emission per average Dutch holiday per day is 48.9 kg.

In total, almost 8 per cent of the Dutch carbon footprint for all forms of holiday is attributable to tourism.
The study also highlights the eco efficiency of specific holiday types (i.e. domestic and overseas
travel) and modes of travel. Previous reviews of the period 2002-2009 have shown that, whilst Dutch
CO, emissions dropped 3.1 per cent, holiday emissions increased by 16.5 per cent. Therefore, tourism
remains a problematic sector for policy-makers as it is running contrary to domestic day-to-day
behaviour on sustainability. This illustrates the importance of innovations by transport providers to
substitute air travel with less carbon-consuming modes such as rail travel, illustrated by Eurostar.

The Eurostar operation provides cross-channel rail services between London and Paris and London
and Brussels via the Channel Tunnel. In April 2007 the company launched its Tread Lightly campaign
to reduce CO, emissions, seeking to cut these by 35 per cent per passenger per journey. One strand of
its strategy was to offset its carbon use by investing in projects that reduce the use of CO, by the same
amount. The company was the first train operator to make all passenger journeys carbon neutral in
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2007, reducing emissions by an estimated 40 000 tonnes of CO, compared to flying over comparable
distances. Other sustainability measures achieved through the Tread Lightly Plan include:

*  waste recycling at Eurostar’s London depot

* areduction of 70 per cent of waste being sent to landfill

* on-board catering services using biodegradable and recyclable paper and plastic crockery
* recycling of old uniforms into new clothing and accessory products.

Other targets include improved on-board waste handling and investment in a new generation of more
environmentally friendly trains by 2015.

Further reading

De Bruijn, K., Dirven, R., Eijgelaar, E. and Peeters, P. (2013) Travelling Large in 2012: The Carbon Footprint
of Dutch Holidaymakers in 2012. Breda: The Centre for Sustainable Tourism and Transport, NHTV.
www.cstt.nl

Eurostar (2009) Tread Lightly Report. London: Eurostar. www.eurostar.com

include the development of the Heathrow Express, the St Pancras Express, the M4 spur
road bus lane, discounted London Underground travelcards being issued to airline staff,
public-private sector partnerships to improve railway stations, enhancements to bus ser-
vices (including a subsidy to the Glasgow Airport link) and environmental levies on car
parking to support public transport initiatives. Given the significance of these, it is useful
to turn in the next chapter to the important role of airports as transport terminals as
receiving and sending areas for air travellers.
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Questions

1 How would you develop a model of tourist transport and its relationship to tourist
activity?

2 Why is the car so important to tourist activity patterns? What advantages and disad-
vantages does it have compared with other modes of surface travel?

3 What role does transport play as a focus for tourist activities?
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4 How important is the integration of different forms of transport to achieve a seamless

162

tourism experience?

Access additional resources

For students: Multiple choice questions for each chapter, video links and further
reading.

For instructors: PowerPoint slides with tables and diagrams, additional case studies,
video links and further reading.
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The aviation sector

Learning outcomes

This chapter examines the role of the aviation industry in tourism as a
global phenomenon which is responsible for enabling people to travel
to destinations worldwide. On completion of the chapter, you should
be able to understand:

* the structure and organization of the aviation sector and the role of
airports in the handling of tourists as travellers

* key trends in the airline sector and the importance of the low-cost airlines
as a new business sector

* the way in which airlines market their businesses to travellers.
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Introduction

In Chapter 4, the role of surface transport highlighted the fundamental link between
tourism and transport in a number of different contexts. One of the underlying themes
was how transport (the industry) is linked to the tourist (the consumer), which in simple
terms raises a fundamental question: how are these two elements managed so that con-
sumer needs are met? This returns to many of the issues initially developed in Chapter 1
on the role of tourism management and who should manage such issues. This chapter
addresses these issues by focusing on the aviation sector, since it has seen the greatest vol-
ume growth in passengers of all forms of transport (excluding car usage and ownership).
It is focused on a complex transport system upon which the tourist experiences directly
impact. This is shaped from the point they enter an airport through to the point they get
off their aircraft at the destination, a process that is repeated on the return journey. In
other words, the management of the tourist by the airline industry reveals an integrated
transport system that can largely be defined as:

the process whereby individual (and groups of) airlines seek to organize, direct and
harness their resources, personnel and their business activities to meet the needs of
their organization and customers in an effective and efficient manner.

(Page 2002: 209)

This also involves the close working relationship of the airlines with airports to ensure the
smooth, safe and reliable processing and transfer of tourists through the system with the
minimum of disruption and inconvenience. As the airline industry carries a large volume
of passengers and the airport system has to be able to process the volume of travellers
in an efficient manner, its effective management is crucial so that the system continues
to have the capacity to allow the flow of travellers through the system. Therefore, this
chapter commences with a discussion of the role of the airport as a terminal facility that
links the tourist with the supply of transport — air transport. It offers a seamless travel
process from departure to arrival in principle, although sometimes service interruptions
and unavoidable delays may cause problems in the air transport system. This is followed
with a discussion of air travel, emphasizing its growth and significance as a mode of
tourist transport, how it is regulated, the role of airlines’ operations and the significance
of recent developments in the airline market, including the rise of low-cost airlines and
future prospects for global air travel.

The role of the airport as a tourist terminal facility

Airports are one of the most highly developed and complex environments that tourists
will experience as over 40 per cent of tourist trips are by air. Airports operate as well-
developed systems, where a wide range of tourist interactions occur. At a simple level the
airport is the point of processing for travel to a destination through to a highly developed
shopping and retail environment. Other analogies of airports as post-modern citadels of
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tourism and consumption have led commentators to examine the architecture, subtle
design features and careful management measures devised to encourage consumers to
spend their money, with layouts designed to nurture a captive audience. Airports are
more than just transport termini where tourists transfer from a ground-based form of
transport to air-based forms of transport. In larger capital cities, airports are major inte-
grated transport hubs, with a wide range of feeder routes by public transport and road
(including other air travellers in transit) who are sorted, sifted, channelled and directed
towards departing flights as part of their tourism experience. Airports have changed out of
all recognition from their early 1930s origins when they were simple buildings that pro-
vided a waiting area for flights. Airport organizations are multi-million-pound businesses,
with vast capital investment in transport infrastructure to facilitate the air travel function,
as well as a large number of other functions — including retailing, support services, car
hire, onward travel by other modes of transport and large car parking facilities, as well as
a cargo function.

As Table 5.1 shows, despite the effects of a global economic slowdown up to 2010, the
demand for air travel in many markets saw continued growth and by 2017, as there was
major growth in mainland China, with rates of growth of over 10 per cent for a number
of airports in Asia and the Middle East and slower growth in the USA and Europe. The
scale of the activity at these airports, particularly the throughput of passenger numbers
using these terminal areas reinforces the size of the management challenge for airport
operators in ensuring that business activities run smoothly. The Airports Council Interna-
tional (ACI) (http://aci.aero) identified the following key issues as challenges for airports
in ensuring the visitor experience is maintained:

e the need to cope with larger aircraft size, as 600-seat aircraft are likely to be intro-
duced on long-haul routes

e the need to embrace technological change such as new navigation systems so that
the capacity at individual airports can be increased to cope with demand. This is
important given the Boeing Commercial Airplane Group (2010) Current Market Out-
look 2010 indication that future demand will lead to a greater use of medium-haul
aircraft (e.g. Boeing 777s and the new 787 dreamliner), increasing the number and
frequency of aircraft wishing to take off and land at airports worldwide. This predic-
tion runs counter to the forecasts of Airbus, which has replaced the jumbo jet with
the new A380, able to carry in excess of 550 passengers on trunk routes

e the recognition that air travel has now begun to reach a mass market rather than the
elite group it served in the 1950s and early 1960s

e aneed to speed up the passenger flows at airports, including the removal of bottle-
necks and delays with baggage handling, by introducing new technology and smart
technology to track travellers and their personal belongings

e addressing security issues at airports, which are seen as one of the weakest links, as
well as enhancing safety matters for travellers.

In each case, the ACI recognize the importance of investing in the airport system and
its constituent parts so that the interface with the traveller is enhanced. Perhaps one of
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Table 5.1 Top 20 busiest airports in 2017 based on passenger traffic*

Rank  Airport Name Region Country City IATA Code
1 Hartsfield-Jackson Atlanta North America  United States Atlanta GA ATL
International Airport
2 Beijing Capital International Asia-Pacific China Beijing PEK
Airport
3 Dubai International Airport Middle East United Arab Dubai DXB
Emirates
4 Tokyo International (Haneda) Asia-Pacific Japan Tokyo HND
Airport
5 Los Angeles International North America  United States Los Angeles CA  LAX
Airport
6 O’Hare International Airport North America  United States Chicago IL ORD
7 Heathrow Airport Europe United Kingdom London LHR
8 Hong Kong International Airport Asia-Pacific Hong Kong Hong Kong HKG
9 Pudong International Airport Asia-Pacific China Shanghai PVG
10 Aéroport de Paris-Charles de Europe France Paris CDG
Gaulle
11 Amsterdam Airport Schiphol Europe Netherlands Amsterdam AMS
12 Dallas/Ft Worth International North America  United States Dallas/Fort DFW
Airport Worth TX
13 Guangzhou Bai Yun International ~ Asia-Pacific China Guangzhou CAN
Airport
14 Flughafen Frankfurt/Main Europe Germany Frankfurt FRA
15 Atatiirk International Airport Europe Turkey Istanbul IST
16 Indira Gandhi International Asia-Pacific India New Delhi DEL
Airport
17 Soekarno-Hatta International Asia-Pacific Indonesia Jakarta CGK
Airport
18 Singapore Changi Airport Asia-Pacific Singapore Singapore SIN
19 Incheon International Airport Asia-Pacific Korea, Republic Of  Incheon ICN
20 Denver International Airport North America  United States Denver CO DEN

Source: Airports Council International (ACI) World 2018 Annual World Airport Traffic Dataset, the most comprehensive airport traffic
statistics dataset in the aviation industry, reproduced by permission of ACI

*Final rankings for 2017 with respect to total passenger traffic.

Airports Council International (ACI), the trade association of the world's airports, was founded in 1991 with the objective of fostering
cooperation among its member airports and other partners in world aviation, including the International Civil Aviation Organization, the
International Air Transport Association and the Civil Air Navigation Services Organization. In representing the best interests of airports
during key phases of policy development, ACI makes a significant contribution toward ensuring the global air transport system is safe,
secure, efficient and environmentally sustainable. As of January 2018, provisional figures show that ACI serves 641 members operating
1,953 airports in 176 countries.
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the greatest challenges for the airport sector is in recognizing and acknowledging the

fact that:

The airport cavalcade can baffle or startle the inexperienced passenger . .

. Laden

with suitcases and packages, calm and rational people grow uptight, defensive with
aggression, fail to allow themselves time to familiarise themselves with the layout or
study the free guides to terminals.

(Barlay 1995: 48)
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This quotation illustrates the importance of designing passenger-friendly environments
that are welcoming, have a relaxed feel (such as London Stansted’s terminal building
designed by Sir Norman Foster) and provide opportunities for travellers to reduce the
stress, anxiety and uncertainty associated with air travel.

For the airport sector, various issues affect how the traveller perceives the terminal
including:

e speed of check-in
e efficiency of passport control and customs clearance
e luggage retrieval
e availability of shops, duty-free and associated services
* aspacious and relaxed environment to wait prior to boarding the aircraft.
Source: developed from Barlay (1995: 49) cited in Page (2009)

This identifies the themes that airport managers need to address as they become more
customer-oriented, and investment in new terminals and redevelopments integrate the
latest thinking on passenger-friendly environments. This is somewhat of a culture change
for airports as traditionally they were largely operationally focused and only paid lip ser-
vice to the needs of travellers. The airport manager’s focus has changed out of all recogni-
tion since the impact of privatization and the need for a greater consumer orientation in
order to generate profits for shareholders and other investors.

The greater commercialization in airport operations has been coupled with the devel-
opment of global airport companies (such as BAA plc and Amsterdam Schiphol) and
non-airport transport companies that have entered airport management. As a result, air-
ports have become part of the wider globalization of transport and tourism activities.
Such companies recognize that managing airports is not just about providing some of the
services and facilities that travellers need; it is also about coordinating, planning, lead-
ing and communicating between the airport and the diverse range of ancillary services
such as handling agents, concessionaires (i.e. businesses that operate under licence or
franchise on airport premises, such as retailers), government bodies (e.g. the Federal Avi-
ation Authority in the USA) and industry bodies (e.g. ACI) as well as the airlines. Airport
operations have certainly seen a greater emphasis on business skills and communication
such as marketing than on their traditional, operationally led focus since a wave of com-
mercialization has swept through the airport sector. This is also reflected in the evolution
of airports as business entities that recognize their different revenue streams.

What is an airport and how is it operated?

In physical terms, Doganis (1992) defines an airport as:

Essentially one or more runways for aircraft together with associated buildings or

terminals where passengers . . . are processed . . . the majority of airport authorities
own and operate their runways, terminals and associated facilities, such as taxiways
Or aprons.

(Doganis 1992: 7)
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The evolution of airports in many countries has followed a complex pattern based on
historical, legal and other factors (i.e. changing government policy and the different
roles of public and private sector involvement). Explaining airport development in many
instances has been associated with opportunities for the expansion of gateway airport
terminals and the post-war reuse of former military bases and available sites, as well as
new-build projects. Airport development in part mirrors the expansion of tourism in the
post-war period, but the lead-times for airport development due to the capital-intensive
nature of their sunk costs means that development horizons are at least ten years for new
runways and terminals and associated infrastructure (i.e. expanding new road infrastruc-
ture to cope with demand). A well-developed literature on airports now exists including
a number of academic journals that examine air transport issues such as the Journal of Air
Transport Management (also see Table 5.2).

However, Doganis (1992: 7) distinguishes between the three principal activities of
airports:

e essential operational services and facilities
e traffic-handling services
e commercial activities.

Table 5.2 Key studies on air transport and tourist travel

Dobson, A. (2017) A History of Civil Aviation. London: Routledge.
Graham, A. (2018) Managing Airports, 5th edn. London: Routledge.

Graham, A., Papatheodorou, A. and Forsyth, P. (eds) (2008) Aviation and Tourism: Implications for
Leisure Travel. Aldershot: Ashgate.

Gross, S. and Luck, M. (eds) (2013) The Low Cost Carrier Worldwide. Aldershot: Ashgate.
Halpern, N. and Graham, A. (eds) (2013) Airport Marketing. London: Routledge.

Halpern, N. and Graham, A. (eds) (2018) The Routledge Companion for Air Transport
Management. London: Routledge.

latrou, K. and Oretti, M. (2007) Airline Choices for the Future: From Alliances to Mergers.
Aldershot: Ashgate.

Janic, M. (2007) The Sustainability of Air Transportation. Aldershot: Ashgate.
Kearns, S. (2018) Fundamentals of International Aviation. London: Routledge.

Page, S. J. (2009) Transport and Tourism: Global Perspectives, 3rd edn. Harlow: Pearson
Education.

Shaw, S. (2007) Airline Marketing and Management, 6th edn. Aldershot: Ashgate.
Taneja, N. (2005) Fasten Your Seatbelt: The Passenger is Flying the Plane. Aldershot: Ashgate.

Vasign, B., Fleming, K. and Tacker, T. (2008) Introduction to Air Transport Economics. Aldershot:
Ashgate.

Wensveen, J. (2007) Air Transportation: A Management Perspective, 6th edn. Aldershot:
Ashgate.
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Whilst the dominant activity to be considered for the safe and efficient management of
the airport as a terminal area are its passenger flows, it is clear that the airport houses a
complex system in which a wide range of interrelated activities take place.

The scope of activities broadly encompasses the following:

e ground handling
e baggage handling
e passenger terminal operations
e airport security
e cargo operations
e airport technical services
e  air traffic control
e aircraft scheduling (take-off/landing slot allocation)
e airport and aircraft emergency services
e airport access.
Source: after Page (2009)

The way in which airports are managed is also partly determined by their pattern of own-
ership. New forms of ownership have emerged as the demand for air travel has grown
and state involvement in airport provision has been reduced, allowing owners to pursue
commercial strategies so they can invest and grow their capacity and ability to respond
more quickly to the market. There are four main types of ownership:

1 state ownership with direct government control, characterized by a single government
department (e.g. a Civil Aviation Department) which operates the country’s airports.
The alternative to a centralized government pattern of control and management is
localized ownership, such as municipal ownership

2 public ownership through an airport authority, usually as a limited liability or private
company

3 mixed public and private ownership is an organizational model that has been adopted at
larger Italian airports, where a company manages the airport, with public and private
shareholders

4  private ownership was a model of limited appeal prior to the wave of privatization in
the 1980s; an example is the UK government’s privatization of BAA in 1987.

Privatization is seen as a politically sensitive issue, since it involves the transfer of state
assets accumulated from taxpayers’ revenue in major capital assets that may give the pri-
vate sector significant commercial opportunities.

However, the most fundamental issues that are involved in any airport development are:

e costs

e the economic features of airports

e sources of revenue

e methods of charging and pricing airport aeronautical services
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e the type of commercial strategy to adopt
e potential sources of commercial revenue
e the most appropriate management structure for an airport as a commercial/noncom-
mercial organization
e financial performance indicators.
Source: based on Doganis (1992) and Ashford et al. (1991)

Aside from revenue issues, managers of airport facilities need to understand the costs
and economic characteristics of airports so as to recognize both the commercial potential
and where fixed costs exist. By far the largest cost, as one would expect since tourism is
a people industry, is staffing costs. These are often in excess of 40 per cent of the oper-
ational costs, though these are closely followed by ongoing capital charges (i.e. interest
payments on loans and the cost of depreciation on the capital assets) and security costs
are a growing concern for airport operators. Other operational costs (e.g. electricity, water
and supplies) typically comprise 11 per cent of costs while maintenance and administra-
tive costs can account for the remaining costs. In contrast to costs, revenue can be divided
into two categories:

1 operating revenues, which are generated by directly running and operating the air-
port (e.g. the terminal area, leased areas and grounds)

2 non-operating revenues, which include income from activities not associated with
the airport core business which airport analysts divide into aeronautical or traffic
revenues and non-aeronautical or commercial revenues.

For the airport there is a range of possible revenue sources (though not all airports neces-
sarily collect or use the revenue in a set way):

e landing fees (which the ACI have suggested do not exceed 4 per cent of airlines’ oper-
ating costs)

e airport air traffic control charges

e  aircraft parking

e passenger charges

e freight charges

e aircraft handling services.

In terms of non-aeronautical revenue, Doganis (1992) outlines the following sources:

e rents or lease income from airport tenants

e recharges to tenants for utilities and services provided

e concession income (e.g. from duty-free and tax-free shops)

e direct sales in shops operated by the airport authority

e revenue from car parking where it is airport operated

e miscellaneous items

e non-airport related income (e.g. through land development or hotel development).
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In terms of non-airport revenue, airports need to understand the scope of airport users,
who comprise:

e passengers (departing, arriving and transferring between flights)

e the airlines, which are major consumers of space for storage, maintenance, staff and
catering

e airport employees

e airline crews

e meeters and greeters (i.e. those who are accompanying or meeting friends and rela-
tives departing or arriving by air)

e visitors to airports, particularly where airports market their shopping facilities and
opportunities to observe aircraft activity in purpose-built viewing areas

e local residents

e the local business community.

Source: based on Doganis (1992: 115)

Airports also operate in a globally competitive environment, and so continued invest-
ment is vital for them to remain attractive to airlines and passengers. The lobby group,
the Air Transport Action Group (ATAG), has highlighted the €120 billion that European
airports have committed to infrastructure investment between 2009 and 2015, although
this is dwarfed by the major investment being made in Middle Eastern hubs such as Abu
Dhabi and Qatar.

Among some of the more contentious issues which airport management has to deal with
are passenger safety and security, and environmental issues as shown in Web Case 5.1.

The international airline industry

The airline industry developed as a commercial enterprise during the 1930s as techno-
logical advances in aviation enabled companies to develop regular passenger services,
cross-subsidized by the provision of freight and air postal services. In the post-war
period, modern-day air transport emerged as an international business, providing ser-
vices and products for a diverse group of users including scheduled and non-sched-
uled (charter) transportation for air travellers and cargo transportation for businesses.

(Page 2002: 209)

The airline industry is truly a global business, and the effects of 9/11 and the ensuing
financial problems experienced by many airlines only led to a slight drop in international
tourist arrivals to 689 million in 2001, from 697 million in 2000. The international avi-
ation industry is clearly very resilient as illustrated in Table 5.3 and a growth sector that
innovates to continually develop its market potential. It is clear that the pace of change
in the aviation sector is rapid and understanding the nature of underlying and current
trends is important from a tourism management perspective so managers and the indus-
try can understand how to respond to such issues. Table 5.2 illustrates some of the key
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Table 5.3 The global aviation industry: Key facts

e Aircraft have the greatest load factors of any form of scheduled transport mode, typically over
70 per cent

® The airline industry carried 3 billion passengers worldwide in 2012 and 3.5 billion in 2015
e There are 3750 airports globally
® Aviation supports 62.7 million jobs globally

e Air transport supports 56 000 000 jobs internationally, of which 8.36 million are direct
employment in aviation

e There is a global fleet of 26 000 aircraft

e There are over 1400 airlines operating globally, flying over 6 trillion miles a year on 32 million
scheduled flights a year

e The majority of flights (i.e. around two-thirds) are for domestic trips

® In Africa, airports employ 430 000 people, 21 000 of whom work in airports, which contributes
US$9.2 billion to GDP

e Air transport is a highly competitive and capital-intensive industry

® For the period 2010 to 2029 Boeing forecast that the demand for new aircraft will rise to
36 300, which is almost a doubling of capacity

e The volcanic ash cloud in Iceland in April 2010 led to passengers being stranded and losses
for the global aviation industry of US$1.8 billion

e New technology has increased the environmental efficiency of aircraft fuel consumption and
the aviation sector spends around US$200 billion a year on aviation fuel

® Passenger demand for air travel in Asia-Pacific is set to grow at over 7 per cent per annum
as the proportion of GDP derived from aviation in Asia Pacific rises, as passenger demand is
forecast to increase 234 per cent in the period 2010 to 2029.

Sources: Boeing, IATA and ATAG

studies that have examined the international airline industry in the specialist area of
study aviation management and readers will find these studies a good introduction to
this area of study.

Trends in the airline industry in the new millennium

The airline industry in its broadest form, as shown in Figure 5.1, is a complex amalgam of
transport-related sectors and interest groups that operate, regulate and interact with the
aviation sector. The previous section reviewed one of these sectors — the airport — and in
this section the focus is on the trends and patterns of development of the airline sector:
passenger airlines. These can be divided into two distinct groups:

1 scheduled services, which operate between destinations to a predetermined timetable
and take the form of two types of services, one operated by domestic airlines and one
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by international airlines. There are over 650 airlines which provide scheduled services
internationally. Quite often, a country may run a state-owned airline (known as a flag
carrier such as Lan in Chile) that safeguards the tourism market for the destination
and air access. Other airlines can be part publicly and part privately owned or wholly
privately owned. Where airlines operate on high-volume routes between major desti-
nations, these are termed ‘trunk routes’, which are fed by feeder or regional airlines.
This hub and spoke operation has also seen a further innovation as observed by Boeing
Commercial Airplane Group (2002, 2004). The innovation is the rise in point-to-point, or
city pair flights, using medium-sized aircraft that remove the hub-and-spoke pattern of
development. These point-to-point flights are also illustrated later with reference to the
low-cost carriers that have pioneered this concept, often using secondary, lesser-known
airports at a distance from the major tourist destination, with lower landing costs

2 charter airlines, which do not operate to published timetables, being chartered to tour
operators (travel intermediaries) who then sell the seats. In recent years, charter air-
craft have also pioneered the sale of seat-only sales, which account for up to 20 per
cent of their sales, particularly on Mediterranean holidays. Charters have, therefore,
been associated with leisure travel and one example of their large-scale use is for the
Hajj pilgrimage to Mecca, during which up to a million visitors travel for a religious
event each year. Many scheduled carriers or tour operators also have their own char-
ter airlines as part of an integrated tourism business.

The scale of growth in air travel has been phenomenal since the 1960s, and ATAG, a lobby
group for the aviation sector, has used a list of factors that have been used to explain this
growth. These include:

e falling real cost of air travel

e increased international trade and economic activity, which necessitates travel

e rising disposable incomes

e political stability

e a gradual relaxation of travel restrictions in many countries (e.g. South Korea and
China allowed greater outbound travel in the 1990s; China allowed greater inbound
travel in the 1990s)

e greater leisure time and tourism promotion

e rising air transport liberalization

e new countries with low levels of air transport activity expanding their traffic volumes
(e.g. East Asia-Pacific).

These factors are reflected in a series of trends in air travel since the 1970s, which Doganis
(2001) explains in terms of the following:

e the effects of increasing liberalization (at the same time as airports were being privat-
ized to accommodate changes in demand), which has removed many of the existing
controls on air route capacity and frequency of services, where monopoly, duopoly
or collusion prevented fair and open competition. This can lead to an initial growth
of 30 per cent in demand following liberalization
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e the relatively low price of aviation fuel since the mid-1980s, which typically
accounts for 30-33 per cent of airline operating costs (but rose sharply in the new
millennium)

e actual declines in the growth rate of air travel from growth rates of up to 12 per cent
in the 1960s and 7.8 per cent growth per annum prior to 1987, to 4.8 per cent per
annum between 1987 and 1997

e major restructuring in the nature of supply and market demand for air travel since
the 1970s. Doganis (2001) found that in 1972 the USA and Europe were dominant,
with 66 per cent of all international air travel. In the 1990s, this had dropped to 50
per cent as Asian airlines with lower cost bases (i.e. greater flexibility in staff utiliza-
tion and lower salary and operating costs) reconfigured the nature of air transport
supply as demand from Asia-Pacific also expanded. One consequence in the USA was
the merger of United and Continental in 2010 as shown in Web Case 5.2.

Managing the airline industry

From the previous discussion, it is evident that the aviation sector has experienced and
continues to undergo rapid change. Adapting to such change is a key challenge for man-
agement so that it can ensure profitability. Many airlines began life as state-owned enter-
prises, and this indicates the need for massive investment since the airline industry is
very capital intensive, requiring a steady and predictable long-term stream of revenue to
absorb the high capital and operating costs. For example, a Boeing 737 can cost US$50-
70 million new. A new Airbus A380 has a list price of around US$432 million and that
excludes some of the fit-out costs: deploying such resources to their optimum use is criti-
cal. The airlines of many smaller countries are still subsidized and maintained for political
reasons especially in Asia-Pacific and South America.

One of the most volatile issues for individual airlines is the cost of aviation fuel that
can be up to 14 per cent of operating costs. For example, in 2008, the price of oil rose to
almost US$150 a barrel, then dropped to US$70 a barrel in 2010 and in July 2018 it was
US$85-90 a barrel depending upon which region of the world it was purchased in. For
BA, this meant its annual fuel bill dropped £600 million in 2009/10 compared to 2008/09
when its annual fuel bill rose to over £3 billion. In 2017, the cost of aviation fuel (along
with emission charges and oil costs) was £2.5 billion. This was also a factor causing six
US airlines to seek bankruptcy protection in 2008 due to soaring oil prices that impacted
on their operating costs when their revenue was relatively static. For example, American
Airlines saw its annual fuel bill rise by US$6 billion in 2008. One way airlines try to sta-
bilize these huge swings in oil prices is to engage in the process of hedging (i.e. paying a
predetermined price for fuel to offset potential higher costs) although if oil prices drop
then the airline will pay an above market price. Yet aviation fuel per litre is still relatively
cheap compared to the cost of fuel for cars where many countries impose consumer taxes
(i.e. excise duty) on it compared to aviation fuel where there are no such taxes. In this
respect, aviation has a comparative advantage over other forms of transport with this
non-tax status for aviation fuel. To offset this effect, some countries have introduced taxes
on consumer travel as discussed in Case Study 5.1.
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CASE STUDY 5.1

THE USE OF TAXATION TO LIMIT TRAVEL BEHAVIOUR: AIR
PASSENGER DUTY IN THE UK

Tourism’s environmental impact in terms of pollution via aviation has seen various governments look
at taxation (see Figure 1.1) to encourage more sustainable behaviour or to charge for the negative
effects on the environment of their behaviour (see Mak’s (2006) synthesis of tourist taxation). Such
approaches have gathered momentum with the climate change agenda. A study by Seetaram et al.
(2014: 477) observed that in the UK,

according to the ...White Paper ‘The Future of Transport’ carbon emissions from [the] aviation sec-
tor are expected to amount to be 18 million tons by 2030 and domestic flights will be responsible
for only 3 percent of this, illustrating the relative importance outbound trips by air and its contri-
bution to environmental pollution. The total emissions from air travel could represent almost 25 per
cent of UK’s contribution to global warming by 2030.

Against this background, the UK government had various policy instruments it could use to seek to
reduce these impacts, including ‘non-compulsory measures such as the voluntary carbon offset (VCO)
programmes in Europe and the US (Jou and Chen, 2015), the carbon neutral programme in Australia
(Choi and Ritchie, 2014) and compulsory carbon tax measures’ (Seetaram et al. 2018: 85). The UK
government chose, in 1993, to develop a compulsory measure — an Air Passenger Departure Tax (APD)
which it introduced in 1994. The scheme according to Seetaram et al. (2018: 86) in its current form
comprises

two bands of APD. Band A covers destinations zero to 2000 miles from London with a sliding scale
of duty according to the class being travelled in. Band B is for travel to destinations over 2000 miles
from London. There are three categories of APD for each band, depending on the class of travel.
The top rate of APD is for smaller aircraft, typically personal jets of 20 tonnes or more that are
equipped to carry fewer than 18 passengers.

This has been heavily criticized by the tourism industry in the UK (e.g. see the Travel Association in
its A Fair Tax on Flying (AFTOF) campaign (www.afairtaxonflying.org/) focused on arguments about
its limiting effects on tourist travel. The taxation is estimated to raise £3.4 billion for the UK Treasury
annually and is absorbed into general revenue as a taxation with no tagging to sustainability activity.
Seetaram et al. (2014) noted the negative effects on some overseas destinations and travellers have
been prepared to pay more to travel. For this reason, Seetaram et al. (2018) undertook a study to assess
how much travellers would be willing to pay before it impacted their travel behaviour. This study used
economic valuation methods — known as Willingness to Pay and again they found for holidays people
were prepared to pay more to travel. Sustainable behaviour at home does not necessarily translate into
sustainable behaviour when people go on holiday and so Willingness to Pay illustrates additional costs
may be borne. Seetaram et al. (2018: 94) found that:

The MWTP (mean or average Willingness to Pay) for short-haul trips is £16.543 in economy class
and £24.116 in business class. In comparison, the current APD rate (enforced from 1 April 2017 to 1
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April 2018) is £13 for economy class and £26 for business class (HM Revenue & Customs, 2017). It
is evident that the ‘average tourist’ is prepared to accept the current APD rate for short-haul trips.
For medium- and long-haul trips, the MWTP ranges from £22.885 to £36.795. In contrast, the current
APD rates are £75 for economy class and £150 for business class (HM Revenue and Customs, 2017),
which are far beyond what the average tourist is willing to accept. Therefore, the current rate for
medium- and long-haul trips may largely decrease outbound travel demand, confirming many of
the concerns raised by trade lobby groups about the perceived effects of APD on air travel.

What these findings demonstrate are that APD has a limited effect on short-haul travel but for longer
haul travel, pricing can be used to limit travel when travellers are asked about the extent to which they
are prepared to pay for increased taxes. This has major implications for the aviation sector as travellers
are more willing to pay such taxes if they can see where the tax revenue is being spent on sustainability
projects to offset their travel impact.

Further reading

Choi, A. and Ritchie, B.W. (2014) Willingness to pay for flying carbon neutral in Australia: An exploratory
study of offsetter profiles. Journal of Sustainable Tourism, 22(8): 1236-1256.

HM Revenue and Customs. (2017) Excise Notice 550: Air Passenger Duty. Retrieved from www.gov.uk/
government/publications/excise-notice-550-air-passenger-duty.

Jou, R. and Chen, T. (2015) Willingness to pay of air passengers for carbon-offset. Sustainability, 71(3):
3071-3085.

Mak, J. (2006) Taxation of travel and tourism. In L. Dwyer and P. Forsyth (eds) International Handbook on
the Economics of Tourism. Cheltenham: Edward Elgar, 251-265.

Seeley, A. (2014) Air passenger duty: Recent debates and reform. House of Commons Briefing Paper,
www.sasig.org.uk/wp-content/uploads/2014/05/2014.05.16_HoC_StandardNote APD.pdf.

Seetaram, N., Song, H. and Page, S.J. (2014) Air Passenger Duty and outbound tourism demand from the
United Kingdom. Journal of Travel Research, 53(4): 476—481.

Seetaram, N., Song, H., Ye, S. and Page, S. J. (2018) Estimating Willingness to Pay air passenger duty.
Annals of Tourism Research, 12: 85-97.

Airline management requires airlines to balance those issues they have to deal with
on a day-to-day basis (operational issues) and longer-term basis (strategic issues) together
with their marketing. In reality, the management process for airline companies is an
ongoing activity that requires a predetermined structure within the organization to
ensure that all the business activities are adequately integrated to meet the needs of its
internal customers (those within the organization) and the external business needs (the
customer or purchaser of services and products). This involves overseeing the activities of
airline operations (domestic and international airline business) and diverse activities that
affect the organization’s main business (e.g. ground handling, planning, human resource
management and reservations). To streamline and ensure different parts of an airline
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CASE STUDY 5.2

THE PERFORMANCE AND COMPETITIVENESS OF CHINESE
AIRLINES

A study by Wang et al. (2014) highlighted that China’s airlines are among some of the most profitable
globally, with their profits in 2010 four times higher than US airlines’ and twice as profitable as European
airlines’. This has been related not only to a booming Chinese economy, but the deregulation of
the domestic aviation market and the rise in foreign involvement, with many airports also partially
privatized. Much of the profitability in the Chinese aviation sector arises from the domestic market and
that market is characterized by the domination of the three largest airlines (Air China, China South and
China Eastern) which have a 70 per cent share of the market, based on their subsidiary airlines which
serve the main hubs, thereby reducing competition on the routes. The result, as Wang et al. (2014) show,
is increased market concentration.

Wang et al. (2014) evaluated the productivity of Chinese airlines by looking at key inputs to airline
operation (labour, fuel, materials, flight equipment, ground property and equipment) and the outputs
(passenger services, freight services and incidental services) to construct measures of productivity.
Comparing US and Chinese airlines, Wang et al. found that the Chinese airlines had lower levels of
productivity, suggesting inefficiencies in the aviation system. The result is that the Chinese aviation
sector has scope for greater efficiency gains. At the same time, Chinese airline yields calculated by
dividing total passenger revenue by total revenue passenger kilometres were comparable to the USA,
although the Chinese aviation market lacks major competition domestically. As a result, Wang et al.
explain the highly profitable nature of the Chinese aviation sector as a function of:

* lower input prices than international rivals including relatively low levels of staff remuneration. This
leads to lower input costs

* Chinese airlines were able to charge similar or greater prices than comparable US airlines due to
market control and an absence of deregulation measures.

Since Wang et al.’s (2014) study, Wang, Zhang and Zhang (2018) have examined the effect of China
allowing low-cost airlines to operate in China. The first low-cost carrier, Spring Airlines, was allowed to
commence service in 2005. They point to the growth in supply with 59 commercial airlines operating, 44
of which were state controlled and 15 were privately owned although the state-owned players account
for 89 per cent of traffic and low-cost airlines account for 10 per cent of traffic. Among the explanations
of the limited inroads made by low-cost carriers in China was

China’s airport slot allocation and management system at key airports such as Beijing, Shanghai
and Guangzhou is far less transparent and fair . .. which has led to rampant corruption and bribery
and stifled the growth of LCCs [Low Cost Carriers] and private carriers.

Other limiting factors to low-cost airline development observed by Wang et al. (2018) were air fare
price fixing among the larger airlines, the power of larger airlines and their corporate behaviour with
acquisitions and mergers among larger players. Such behaviour has limited the ability of low-cost
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carriers from acquiring businesses to strengthen their market position by limiting their control of
access to airport take-off and landing slots at major airports vacated by merged airlines and takeovers.

Further reading

Wang, K., Fan, X., Fu, X. and Zhou, Y. (2014) Benchmarking the performance of Chinese airlines: An
investigation of productivity, yield and cost competitiveness. Journal of Air Transport Management,
38:3-14.

Wang, K., Zhang, A. and Zhang, Y. (2018) Key determinants of airline pricing and air travel demand in
China and India: Policy, ownership, and LCC competition. Transport Policy, 63: 80—-89.

work efficiently, many larger companies have been organized into functional business
units and in some cases have outsourced, franchised or disposed of elements of the busi-
ness that are not profitable or central to core activity. This is most noticeable in low-cost
airlines, which have stripped out all but the basic elements needed for the business to
function. Yet

airline managers are not free agents. Their actions are circumscribed by a host of

national and international regulations. These are both economic and non-economic

in character and may well place severe limitations on airlines’ freedom of action.
(Doganis 1991: 24)

One of the ways in which the management of airlines has been evaluated is through
their performance. Case Study 5.2 illustrates the performance of airlines in the second
largest market for air travel — China. As a result, regulation is a major factor affecting the
business environment for aviation and this is a very complex area involving politics,
decision-making, governments, airlines and changing international pressure for greater
liberalization.

Regulating international air transport

Within many sectors of the tourism industry, there is a great debate on why certain activ-
ities need to be regulated. In the case of air travel, regulation is needed for a number
of reasons. Appropriate international regulation and supervision of the industry ensures
airlines do not operate in an unsafe manner. Regulations set minimum standards for
operating aircraft, and non-economic regulations are designed to cover the safety and
operational guidelines for airline services. There are regulations concerning, for example,

e the airworthiness of aircraft, their maintenance and overhaul and the training of
engineers who undertake this work
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e the numbers and type of flight crew and cabin staff required on specific types of flight
together with their qualifications and training

e the aviation infrastructure such as airports, meteorological services, en route naviga-
tional facilities and safety standards.

Technical and safety standards are developed and policed by civil aviation bodies in each
country (for example, the Civil Aviation Authority in the UK). Technical standards and
safety procedures are incumbent upon airline managers, and adhering to high standards
of technical expertise and safety is now seen as essential to maintaining a competi-
tive advantage. Other forms of regulation include environmental regulations associated
with the noise and emissions that airlines create and the effects in and around airports
and their local population. As mentioned above, many airports have begun to develop
stringent environmental conditions that airlines must meet if they operate from their
airports — otherwise they may be fined or banned.

The economic regulation of airlines can be traced back to the Paris Convention (1919)
which established the principle that states have sovereign rights over their territory (i.e.
their airspace). This led to the eventual development of bilateral agreements between
countries to allow airlines rights to overfly their airspace and the right to operate into and
out of other countries. In 1944, the Chicago Convention led to multilateral agreement
on the:

e exchange of air traffic rights, or ‘freedom of the air’ (see Table 5.4)
e control of fares and freight tariffs
e control of frequencies and capacity.

As a result the operating environment for air travel was rigidly regulated, although
agreement on the first two freedoms was not completed until the International Air
Services Transit Agreement (1944). The outcome of the Chicago Convention was
the establishment of the International Civil Aviation Organization (ICAO), an inter-
governmental agency to act as a forum to discuss major aviation issues. In addi-
tion, the International Air Transport Association (IATA) was established as a rival to
ICAO in 1945, to represent the interests of airline companies. IATA’s primary purpose
remains coordination and standardization of airline operations, representing airlines in
a diverse range of negotiations with airport authorities, ICAO, governments and even
hijackers. It also operates the clearing house for inter-airline debts arising from inter-
airline traffic (carriage of airline passengers or freight on a service holding tickets issued
by other airlines).

Airlines also use bilateral agreements, based on the principle of reciprocity (a fair and
equal exchange of rights) while pooling agreements exist (except in the USA where US
antitrust legislation prohibits such agreements which are viewed as being anticompeti-
tive). Pooling agreements have been used in duopolistic situations to share the market
between two airlines. Where business may not be sufficient to justify a two-airline oper-
ation, a revenue cost pool may be used where one airline operates the service on behalf
of the pool partners. Airlines may also enter into inter-airline royalty agreements where
airlines wish to pick up ‘fifth freedom’ traffic (see Table 5.4) where they do not have
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Table 5.4 Air rights

Aviation rights

First freedom rights grant a foreign carrier the right to fly over the home country without landing.

Second freedom rights grant a foreign carrier the right to land at specified points in the home country, for purposes
of refuelling and maintenance, but not to pick up or disembark traffic (passengers, cargo or mail).

Third freedom rights allow for traffic that was picked up by a foreign carrier outside the home country to be
disembarked at specified destinations in the home country.

Fourth freedom rights allow a foreign carrier to pick up originating traffic in the home country, for transport to the
foreign country in which the carrier is based.

Fifth freedom rights (also called beyond rights) permit the foreign carrier to pick up or disembark traffic en route.

1st Freedom: Right of transit without landing.

2nd Freedom: Right of technical stop (e.g. refuelling).

3rd Freedom: Right to set down traffic from home state.

4th Freedom: Right to pick up traffic bound for home state.

5th Freedom: Right to pick up and put down traffic between two foreign states as an extension of routes to/
from home state.

6th Freedom: Unofficial right to pick up and put down traffic between foreign states via home state (by
combining 3rd and 4th Freedom rights).

continued
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Table 5.4 continued

7th Freedom: Right to pick up and put down traffic between two foreign states.

Sixth freedom rights allow the unofficial right to pick up and put down traffic between foreign states via home state
(by combining third and fourth freedom rights).
Seventh freedom rights grant the right to pick up and put down traffic between two foreign states.

Source: Redrawn from Figure G.1: Air transport freedom rights, which first appeared in Asia Pacific Air Transport: Challenges and

Policy Reforms, edited by Christopher Findlay, Chia Lin Sien and Karmijit Singh, p. 193, with the kind permission of the publisher,
Institute of Southeast Asian Studies, Singapore, http://bookshop.iseas.edu.sg
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such rights. By making royalty payments to the airline of the country involved, it may
gain such rights.

Such a range of regulatory measures ensures that the management of airlines is a com-
plex process when dealing with the international aviation market. A further change to
this regulatory environment was the decision of the US government in 1978 to deregulate
its domestic airline industry. A more recent development is the evolution of ‘open skies’
policies since 1992. These have emerged because of:

e increasing concentration in the US airline market following deregulation, with for-
mer domestic airlines emerging as major international carriers

e international airlines searching for marketing benefits from mergers in their home
country and minority share purchases/strategic alliances to operate in other markets
(which are discussed further below)

e the growing trend towards privatization of national flag carriers

e trade agreements associated with trading blocs such as ASEAN that have encouraged
open skies agreements.

Open skies policies involve bilateral air service agreements where market access and price
controls are removed, with over 50 per cent of the world’s airline traffic now based on
open skies agreements, illustrating the scale of change in just over a decade.

One of the most recent open skies agreements was the second stage of the US-EU
agreement concluded in 2010. This permits new entrants to the transatlantic airline mar-
ket thereby creating more competition than previously existed.

Deregulation in the USA aimed to achieve greater competition, and resulted in a 62 per
cent increase in domestic passenger traffic between 1978 and 1990 followed by greater
integration and concentration within the industry. It led to a new business environment
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where airline companies reorganized their activities to achieve cost reductions, least-cost
solutions and network maximization with the intention of making operations more cost
effective. Hub and spoke operations allowed airlines to develop a network to serve a large
number of people over a wide area, with the hub acting as a switching point for passen-
gers travelling on feeder routes along the spokes which cannot sustain a trunk route. This
has resulted in the geographical concentration of hubs in major US cities and the six
largest US airlines developing four major hub cities — Atlanta, Chicago, Dallas and Denver.
The more competitive and unregulated the market, the greater the degree of planning and
adjustment needed to match supply and demand. This is normally undertaken under the
auspices of the marketing process.

Airline marketing: Its role and recent innovations

Growing global competition in the air travel market has meant that the 1990s was the
decade of the air traveller as a consumer, usually seeking enhanced service quality, espe-
cially as the rise of low-cost airlines began to offer more competition and reduced fares for
some travellers. This has gone a stage further in the new millennium as the price-sensitive
customer is a dominant element, especially in domestic air travel, and concerned with
a minimum standard of service. Airlines have been forced not only to reduce operating
costs and compete aggressively for business, but also to focus on the needs of their cus-
tomers. Airline marketing is now more complex as it is vital to the management process
of deciding what to produce and how it should be sold. Thus,

the role of airline marketing is to bring together the supply of air services, which each
airline can largely control, with the demand, which it can influence but not control,
and to do this in a way which is both profitable and meets the airline’s corporate
objectives.

(Doganis 1991: 202)

BA explained its financial turnaround from a loss of £544 million in 1981-1982 to a profit
of £272 million in 1983-1984 in terms of a more focused marketing orientation involv-
ing recognizing customers’ needs and setting about satisfying them. This has now come
full circle, with a re-evaluation of the company’s core business and marketing focus as
its business has been significantly affected by the rise of low-cost carriers on short-haul
domestic and European routes.

BA’s strategy amid financial pressures induced by losses of £530 million in 2010 was to
seek to reinvigorate its international brand and image amid cost cutting with a new vision
to become a premium airline where passengers pay a little more for that special service. Its
five-fold focus in its new strategy was to:

*  be the airline of choice for long-haul and premium passengers

e deliver an outstanding level of service for its customers at every point where they
interact with the organization

e grow its presence in new and emerging global cities
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e build on its leading role in London
e meet customers’ needs and improve profit margins through new revenue streams.
Source: BA (2010) Annual Report 2009/10

This strategy involves putting the customer at the heart of the airline industry and an
ability to communicate with its customers through enhancements to its online medium
(i.e. www.BA.com). BA also acknowledged the uncertainty and risks that the global avia-
tion market faces. Among these were access to global finance to reinvest in new capital
assets such as aircraft since the onset of the credit crunch, increased competition, and the
fragility of a brand reputation that can easily be damaged by unforeseen events (e.g. strikes
and service breakdowns) and growing deregulation of the international aviation market.
BA’s goal is to become the world’s most responsible airline through its acclaimed environ-
mental responsibility programme (see www.BA.com). BA is now part of the much larger
IAG Group formed in 2011 that now contains BA, Aer Lingus, Iberia and Vueling. The IAG
Group launched a new low-cost international carrier — LEVEL (operated by Iberia) in 2017
and in 2018 were operating flights from Barcelona to Los Angeles, Guadeloupe, Buenos
Aires, Boston, Montreal and San Francisco using two A330-200 aircraft with an aim to
grow the company to 15 aircraft. One-way flights from Barcelona to Boston start at US$149
and San Francisco for US$160 and Montreal for US$239 in 2018 (see www.flylevel.com).

How airlines use marketing functions

The role of marketing in the management of airline services can be summarized as a four-
stage process:

1 identify markets and market segments using research methods and existing data
sources and traffic forecasts

2 use the market analysis to assess which products to offer, known as product planning.
At this stage, price becomes a critical factor. Therefore product planning is related to:

(a) market needs identified from market research

(b) the current and future product features of competing airlines and the cost of
different product features

(c) assessing what price the customers can be expected to pay for the product.

3 develop a marketing plan to plan and organize the selling of the products. Sales and
distribution outlets need to be considered together with a detailed programme of
advertising and promotion, such as the impact and effect which adverts on the side
of taxis may have for the travelling public

4 monitor and review the airline’s ability to meet service standards, assessed through
sales figures, customer surveys, analysis of complaints and long-term planning to
develop new service and product features.

Source: after Page (2002)

The role of marketing, particularly advertising, has also assumed an increasingly import-
ant role in the evolution of the low-cost carrier market, which has embraced technology
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and electronic marketing tools (e.g. web booking) to revolutionize the process of air travel
from looking to booking to check-in and boarding.

The low-cost carriers: Aligning service provision to
demand

Airlines traditionally targeted service quality in the business travel and luxury market
for first-class travel. This is because it is the most profitable segment of the market for
scheduled airlines, with premium pricing and high profit margins per seat; the yields
of economy class are lower and profitability is attained by achieving high load factors.
However, this traditional strategy has been significantly challenged in many markets that
have allowed liberalization of services — in the USA in the 1980s, Europe in the 1990s
(see Web Case 5.3) and elsewhere in the new millennium (i.e. Brazil and South Africa in
2001; the Middle East in 2003 and China in 2005) — allowing new entrants to compete for
business — notably low-cost carriers, since more travellers now seek budget fares. By 2011
low-cost carriers were a ubiquitous feature within the global aviation market, and their
current global distribution is illustrated by Figure 5.2.

What makes the low-cost model interesting is the way the carriers start up new routes,
offer massive incentives to build the market and then create long-term demand, often
developing lesser-known airports and destinations. For example, the cost savings by low-
cost carriers versus full-service carriers are around 70 per cent on ground services, 74 per
cent on crewing costs, over 60 per cent on publicity and marketing and over 100 per cent

Percentage share by region

B Africa

M Asia-Pacific

B Europe

B Latin America/Caribbean
H Middle East

M Oceania

Figure 5.2
Distribution of low-cost carriers by continent

Source: Data from IATA, ICAO and other sources
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CASE STUDY 5.3

THE LOW-COST CARRIER: THE SOUTHWEST
PHENOMENON

Low-cost air travel, often termed no-frills or budget airline travel, is a relatively new phenomenon in
Europe - despite the ill-fated attempt in the 1970s by Freddie Laker and his Skytrain concept, which
sought to compete on the North Atlantic market. In fact some analysts point to the establishment in 1949
of Pacific Southwest Airlines as the pioneer low-cost airline. Yet low-cost air travel was well established
in the USA long before deregulation, with certain airlines specializing in this niche market. Indeed,
the growth of Southwest Airlines in the USA since 1971 epitomizes the traits of the low-cost carrier and
established many of the basic business principles of streamlined airline operations (see Table 5.5 for
key data on Southwest).

Southwest entered new markets at a low price, using lesser-known secondary airports, and demand
outstripped supply. Following deregulation in 1978, Southwest expanded across the USA in a cautious
manner as many other carriers went bankrupt or were taken over. It avoided head-on competition

Table 5.5 Key facts on Southwest Airlines’ operations

e In 2009, the airline served 65 cities in 30 US states, with a fleet of Boeing 737s. By 2013, it was serving 96
destinations in 41 US states. It also offered international flights to Colombia, Puerto Rico and five other countries.
By 2017 it was serving 100 US destinations and ten other countries

¢ It had a net income of US$99 million in 2009 on a turnover of US$10 billion. By 2017 it had net income of
US$438 million

* |t carried 64.4 million passengers in 2001, 88 million paying passengers in 2009 and 108 million in 2013 and
130 million in 2017

® In 2009, it had the lowest ratio of complaints per passenger carried on US airlines and in 2017 it was top airline in
the USA for Consumer Satisfaction

e The airline’s average load factor in 2013 was 80 per cent and average route length of trip 966 miles which had
grown to 86 per cent in 2017 and just over 1000 miles

e Southwest was the first airline company to establish a home page on the internet (www.southwest.com)
* It had 3000 departures a day in 2007 and 3300 in 2009 and 4000 a day by 2017

e The airline seeks to remain ahead of the competition and does not charge for carrying baggage

® The year 2017 marked 45 consecutive years of profit for the airline

* The company employs around 57 000 staff

® In 2017 the company began introducing the new Boeing 737 MAX 8 which is the new generation of 737 and is
much quieter and more fuel efficient

e In April 2010, the airline was ranked by FORTUNE magazine as one of the world’s most admired companies and
continued to accumulate accolades as an employer and organization.

Source: Based on data from www.southwest.com
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with the major carriers, though when it had to face such competition (such as when United launched
its shuttle services in California) it initially saw market share drop; business then recovered (as United
could not operate services viably) to the point where Southwest is the dominant intra-state carrier in
California. So how does Southwest manage to operate a viable business where competitors fail?

In terms of the economics of airline operation (see Figure 5.3 for an illustration of the main costs in
airline operation), it manages to operate at a cost structure well below its revenue. This means it can
operate at a cost base that is often 25-40 per cent below that of its competitors where unrestricted
fares are low. In 2003, the airline cut all commission for travel agent bookings, following on from a
decision by Delta Airlines in March 2002. Many of Southwest’s flight sectors are short and so revenue
per kilometre flown is relatively high; the company has a simple fare structure, high levels of punctuality
and correspondingly high levels of customer satisfaction. Southwest usually attracted a good mix of
business and leisure travellers, despite being no-frills, high-density, one-class seating. There is no seat
allocation and to keep costs down only snacks are offered to passengers. Pilots entered into a ten-year
agreement on remuneration levels, which are a key element of operation for the airline, in return for
share options to help stabilize costs. By standardizing its fleet type with only Boeing 737s, Southwest
keeps maintenance and staff training costs low. Using 15- to 20-minute turnaround times at terminals
can increase the number of flight sectors an aircraft can fly in a day: on average 6.5 per day and over
12 hours’ flying time. In 2010, Southwest acquired Air Trans, a successful LCA and operated it as a
subsidiary. Air Trans (previously called ValuJet) was established in 1992 and by 2013 was operating 600
flights to 54 destinations. The company is also rated as one of the most successful airline companies
internationally, flying 130 million passengers a year. Part of its corporate success is attributed to its
team-based approach to management, high level of supervisory staff to teams and corporate ethos,
with few internal barriers to its operations. As a result, the airline has around 30 per cent of the USA’s
low-cost airline capacity, which is estimated to be around 25-30 per cent of the domestic market.
Low-cost carriers are estimated to compete on 70 per cent of US domestic air routes. Southwest is a
market leader due its constant innovation, such as not charging any baggage fee. The airline constantly
seeks new ways of providing consumers with more choice when flying. The underlying motivation is to
further enhance customer satisfaction and to increase revenue per departure. These initiatives further
support the airline’s position as a market leader in customer satisfaction, with one of the lowest levels of
complaints in the US airline industry.

on catering. This means that, overall, low-cost carriers may have more than 50 per cent
cost savings compared with full-cost/established carriers, as exemplified by Case Study 5.3
on Southwest Airlines.

These innovations in low-cost flying have been translated into the low-cost revolu-
tion that has permeated the UK and mainland Europe since the last wave of deregula-
tion after 1997. Companies in Australasia (e.g. Virgin Blue and JetStar) and Asia (Air
Asia, JetStar Asia, Valuair) are following this pattern. For example, Air Asia established a
long-haul division (Air Asia X) in 2007 and by 2017 had carried 17 million passengers.
Air Asia has low-cost subsidiaries in Thailand, Indonesia, Japan, India and the Philip-
pines with 82 aircraft serving 30 countries, serving 130 destinations in Asia-Pacific.
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In 2017 it carried 39 million passengers (BA carried 45 million) and employed 7600 staff
and operated 174 aircraft. Its scale of growth can be demonstrated by passenger num-
bers growing from 21 million in 2013 to 39 million in 2017, a 54 per cent growth and
around 10 per cent growth per annum which is substantial for any airline. There are also
examples of low-cost entrants in Latin America; for example, in Brazil, there are ASTA,
Avianca Airlines, Azul Airlines, GOL, Passaredo Linhas Aereas and TAM. Other countries
in Latin America have seen the growth of low-cost airlines in recent years. Air Asia has
the enviable reputation of having the lowest production costs of any low-cost airline
globally. However, the most visible impact has been the massive expansion of low-cost
carriers in Europe.

Low-cost carriers in Europe

There has been a sustained debate among industry analysts, the media and academic
researchers on the rise of low-cost carriers (LCAs) in the UK and Europe. Airbus docu-
mented the scale of such airline development where 13 airlines controlled 25 per cent of
the market in the USA in 2007, while in Europe 44 airlines controlled 30 per cent of the
market, 10 controlled 20 per cent of the market in Latin America and 43 in Asia controlled
only 12 per cent of the market. By 2012, LCAs in Europe controlled 31 per cent of the
flights undertaken within Europe. From a tourism perspective, there has been interest in
how these airlines have impacted on tourist travel behaviour, destination development
and competitive behaviour within the aviation sector. Bel (2009) highlighted the impact
of Ryanair on Girona-Costa Brava airport in Spain which saw passenger tratfic grow from
500 000 in 2002 to nearly 5 million in 2007, a 770 per cent increase. Ryanair accounted
for almost 88 per cent of the airport’s passenger traffic, reflecting its corporate strategy of
focusing on secondary airports which their business model for flight operation is based
upon. The Civil Aviation Authority (CAA) (2006) report No Frills Carriers: Revolution or
Evolution? summarized the main issues associated with the growth of LCAs, which the
CAA entitled ‘no frills’ due to the low-cost model they employed.

The use of yield management systems to maximize review and profitability, load fac-
tors and the business mix combined with direct sales by phone and the internet gener-
ated a wide range of new travel options as well as encouraged passengers to switch from
full-service carriers on domestic routes. Regulation in the European Union up until 1986
(when the UK-Ireland routes were deregulated to allow more competition) limited the
potential for LCAs to begin operation. It was not until the European Union introduced
the ‘Third Package’ or airline deregulation in 1992, which facilitated carriers from any
member state to fly any route throughout the EU, that frequency restrictions on routes
and obstacles to where airlines could operate were removed, as well as fares liberalized.
Whilst Ryanair began operation in 1986 on UK-Ireland routes, much of the expansion in
the UK and EU market for LCAs dates post-1992.

The significance of the rapid internal growth of LCAs in the UK-EU market is reflected
in the following CAA statistics:

e in 1996, no frills airlines comprised 3.1 million passengers on UK-EU traffic whilst
full-service carriers comprised 42.2 million and the charter market 23.8 million
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e by 2005, no frills airlines comprised 51.5 million passengers on the UK-EU mar-
ket, followed by full-service carriers with 47.2 million and the charter airlines with
25 million passengers

e in 1996, no frills airlines carried 1.2 million domestic passengers in the UK domestic
market whilst full-service carriers had 30.9 million (the charter airlines share was
negligible)

e by 2005, no frills airlines carried 26 million domestic passengers in the UK, with
full-service carriers 26.1 million passengers

e for 2005, no frills airlines carried 77.5 million passengers from UK airports, capturing
42 per cent of the UK-EU traffic and 49 per cent of the domestic market.

These patterns of growth and development have also been replicated across Europe
according to Akguc, Beblavy and Simonelli (2018) as low-cost airlines have contributed to
the rise of seat capacity in many EU countries, generating new demand (Plate 5.1). Their
report highlights that by 2017, the major LCAs in Europe were: Ryanair (120 million pas-
sengers a year), easyJet (80 million passengers a year) and Wizz (28.3 million passengers a
year). The other large player they did not have data for was Vueling who carried 29.5 mil-
lion passengers a year. By 2017, LCAs offering international flights ranged from 12 per
cent market share in Finland to 52 per cent in Ireland, 55 per cent in Italy, 56 per cent
in Spain, 57 per cent in the UK and 50 per cent in Poland. In the domestic markets, the

Plate 5.1
The low-cost airline revolution has been spearheaded by innovators such as easyJet

Source: easyJet
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low-cost carriers dominated the UK (66 per cent share) with just under the half the market
share in Italy with a 47 per cent share and Spain with a 48 per cent share.

One illustration of this growth is that regional airports such as Bristol in the UK saw
passenger numbers rise from 2 million in 2000 to 6 million in 2008 and Akguc et al.
(2018) point to the expansion of capacity in countries such as Poland from 2016-17
that saw a 460 per cent increase in capacity, 71 per cent of which was due to the low-
cost carriers. Even so, the market for LCAs is extremely fluid as, between 1992 and 2012,
Budd et al. (2014) found that, of 43 LCAs which began operation in Europe, only ten
remained operational. The failure rate of 77 per cent can be attributed to a wide range
of factors, a number of which are illustrated in Figure 5.4. Whilst Figure 5.4 pertains

Figure 5.4
Selected factors contributing to LCA failure in Europe

Source: Developed from Budd et al. (2014)
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Table 5.6 Key characteristics of low-cost carriers which make them more competitive than

other carriers

* Some carriers have introduced single/one-way fares not requiring stopovers or Saturday night stays to get
advanced purchase (APEX) prices

e No complimentary in-flight service (no frills) often reduces operating costs by 6-7 per cent

e One-class cabins (in most cases)

* No pre-assigned seating (in most cases)

e Ticketless travel — up to 98 per cent of bookings (e.g. Ryanair in 2005) made online at travellers’ convenience

e High-frequency routes to compete with other airlines for popular destinations and up to three flights a day on low-
density routes

e Short turnarounds that are often less than half an hour, with higher aircraft rotations (i.e. the level of utilization is
higher than other airlines) and less time charged on the airport apron and runway

* The use of secondary airports where feasible (including the provision of public transport where none exists)

* Point-to-point flights

* Lower staffing costs, with fewer cabin crew (since there is no complimentary in-flight service; having no food
service and thus no cleaning also reduces turnaround times)

e Flexibility in staff rostering, no overnight stays for staff at non-base locations and streamlined operations (e.g. on
some airlines toilets on domestic flights are only emptied at cabin crew request and not at each turnaround, thus
reducing costs)

® Many of the aircraft are leased, reducing the level of depreciation and standardizing costs
* Many airline functions, such as ground staff and check-in, are outsourced, reducing overhead costs by 11-15 per cent

e Standardized aircraft types (e.g. Boeing 737s) reduce maintenance costs and the range of spare parts which need
to be held for repairs

e Limited office space at the airports

* Heavy emphasis on advertising, especially billboards, to offset the declining use of travel agents as the main
source of bookings

* Heavy dependence upon the internet and telephone for bookings

e Small administrative staff, with many sales-related staff (as well as pilots in some cases) on commission to improve
performance

e Narrower seating on Boeing 737s (148 seats on Ryanair's 737s as opposed to the standard 126 on full-cost carrier
configurations)

e Multi-skilled staff (can handle check-in and departure gate)

® Innovation (e.g. New-York-based JetBlue has introduced live television on board to add greater perceived value to
the product, shifting the attention away from competition just on price; in 2005, Air Asia moved into more flexible
mobile technology for expanding its distribution channels, introducing a mobile phone booking service for tickets)

e Higher yield per passenger and innovative means of securing additional passenger revenue (e.g. in 2003, Ryanair
derived 16 per cent of revenue from non-passenger sources other than tickets: 28 million euros from car hire;
23 million euros from in-flight sales; 12 million euros from internet revenue; 35 million euros from non-flight revenue).
It aims to increase non-flight revenue from commission on accommodation bookings and areas of activity.

e Diversification into full-cost carrier markets (e.g. German Wings has 40 per cent of its market as business travellers
with 500 company accounts)

* Ryanair introduced web check-in to reduce queues at airports and for passengers to only pay for the luggage
services they use.
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to Europe, these factors were also evident in the USA which experienced deregulation
prior to Europe and saw LCAs set up, develop and prosper, or collapse, or be subject to
corporate takeover.

LCAs have overtaken the full-service carriers in many parts of Europe and their competitive
edge is best summarized by their price competitiveness through cost savings as illustrated in
Table 5.6. This shows how LCAs have grown at the expense of full-service and charter airlines
with operating margins of up to 22 per cent compared to much lower margins for full-service
carriers, which corresponds with high growth rates of around 10 per cent annum in the UK
in recent years despite a recession (see Figure 5.5 on future competition issues for airlines in
Europe). After a route is launched, high growth rates are achieved by a cheap lead-in fares
which is then followed by passenger increases of 4-5 per cent per annum and these airlines
have also taken market share from charter airlines on popular routes.

Airline marketing and developing
client relationships: Frequent flyer programmes
and alliances

To continually build and develop the market for air travel, whilst competing with low-
cost carriers, full-cost airlines have begun to recognize the benefits of collaboration and
joint working in terms of alliances to address the competition. The concept of frequent
flyer programmes (FFPs) is one example of building good client relationships to encour-
age customer loyalty as part of customer relationship management. These programmes
were originally developed in the USA in May 1981 by American Airlines (AA). FFPs were
developed to attract business following deregulation. AA used its database of passengers
to identify frequent flyers who were enrolled into a Very Important Travellers Club. The
reward for loyalty was free air travel on a route that consistently had a high ratio of unsold
seats — Hawaii. AA’s Advantage FFP aimed to maximize revenue yield and its load factor, it
helped to develop Dallas as a logical hub and it captured business from AA’s competitors’
airlines. Other companies (e.g. United, TWA and Delta) soon launched similar schemes.
To broaden the marketing appeal of FFPs, non-airline travel services (car rental compa-
nies, tour operators and hotel chains), airline-affiliated credit card purchases (mileage
credits added according to the volume of spending) and other services now attract FFP
points. It is a basic element of airline marketing strategy in the USA, and European and
other global carriers have also introduced it.

British Airways was added to the AA FFP to give it an international dimension; soon
Qantas joined. This became the Oneworld global alliance in 1999, which now comprises
American Airlines, Qantas, British Airways, Cathay Pacific, Iberia, LATAM (Latin American
Airlines), Finnair, Royal Jordanian, Japan Airlines, Malaysian Airlines, Srilankan Airlines
and S7. The Star Alliance is a major airline alliance and was formed in the Asia-Pacific
region to challenge the Oneworld alliance. It is a combination of airlines including Air
India, Air New Zealand, All Nippon, Avianca, Copa Airlines, United, Lufthansa, Thai Air-
ways International, SAS, Swiss, ANA, Asiana Airlines, Egyptair, Ethiopian, Evaair, LOT,
Singapore Airlines, Turkish Airlines, Croatia Airlines, TAP Air Portugal, Austrian Airlines,
Brussels Airlines, SAS, South African Airways and Southern Airlines; it offers services to
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over 1300 airports and 18 400 flights daily to 1317 destinations (with their capacity
linked together by the StarNet computer to allow them to talk to each other). There is
also a smaller alliance, Skyteam, comprising Aeroflot, Aerolineas, Aeroméxico, Air Euro-
pea, Air France, Alitalia, China Airlines, China Eastern, China Southern, CZA Czech Air-
lines, Delta, Garuda, Kenyan, KLM, Korean Air, MEA, Saudia, Vietnam Airlines, TAROM
and Xiamen Air. This network serves 1074 destinations in 177 countries and carries over
730 million passengers a year with over 16 000 daily departures. Over half of the world
airline capacity is linked to airline marketing alliances and this reflects a growing con-
solidation in the market. Alliances allow partner airlines to grow their network; achieve
economies of scale in ticketing, maintenance and purchasing; and provide the consumer
with seamless travel.
Doganis (2001) identified two types of airline alliance in existence:

1 commercial alliances, which are operationally driven and focused on the early stages
of alliance development
2 strategic alliances, leading towards full merger of airlines.

This is reflected in the three stages to alliance development. The first phase is reve-
nue generation, where partners can enter and exit easily, and involves a series of code
shares, joint FFPs, network coordination, joint sales, shared business lounges and an
alliance logo. In the second phase, the alliance is cemented together in order to make
cost savings for its members from common ground handling, joint maintenance, sales
and call centres, purchasing and fleet harmonization. Exit is difficult at this stage. In
the last phase, a joint venture situation, exit is almost impossible as it involves franchis-
ing, joint product development, sharing aircraft and crews and a single alliance brand.
The emergence of alliances reflects a more sophisticated business approach to airline
development, although some airlines still seek to differentiate themselves on the basis
of unique selling features or propositions — especially in the luxury market, through
in-flight food provision.

In-flight catering: A marketing opportunity?

Food provision is estimated to account for 5-10 per cent of the total cost of the fare where
airlines still provide this. Among the full-service airlines, it is an important element of the
in-flight experience, particularly in business and first class where customer expectations
are high as a result of advertising campaigns. In contrast, economy travellers often view
in-flight food as a sign of value for money although food critics have questioned the
need for food as a sign of service quality. With the growth of LCAs, many have decided
to remove this element of their cost structures and to charge for in-flight catering. How-
ever, airline managers have universally endorsed the role of food as a vital element in
airline marketing as recent advertising campaigns have attempted to differentiate airline
service. Indeed, Concorde was the first airline service to introduce a vegetarian option in
the 1970s and now there are an estimated 19 special meal types. On short-haul domes-
tic routes, BA has partnered with Marks & Spencer to sell food options in flight while
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retaining food provision on other routes, especially long-haul and its premier service for
business and first class.

Some airlines perceive food provision as more than a simple element of their product
or service and it may explain why customers focus on it as a source of dissatisfaction when
their expectations are not met. Yet catering at 30 000 feet is not easy since the tastebuds
of passengers change due to pressurization, and their digestive systems become sluggish
due to humidity levels and dehydration. Airline meals often come in for very bad press
for their poor flavour, although in business and first class meals are often of a gourmet
standard to add value to the in-flight experience. Airline meals are often prepared on
the ground and frozen then reheated prior to take-off, and this can affect their quality;
changes to our tastebuds in the air compound complaints that airline food can sometimes
seem very bland. Whilst many short-haul budget airlines do not offer in-flight meals to
save costs of £5-6 per passenger (passengers can purchase snacks and sandwiches), food
provision on long-haul flights is seen as a way of occupying the travellers’ time to create
the illusion that the flight is shorter than it actually is. Even so, with a passenger’s limited
ability to move around and exercise, meals must be easily digestible. In the USA, in 2005
Northwest Airlines replaced its domestic in-flight food provision with a range of snacks
for US$3 (a smartsnack snack box) and a US$5 breakfast or lunch/dinner. The airline
estimated that this would save it US$20-30 million a year, at a time it was seeking to cut
costs. LSG Sky Chefs indicated that for LCAs, their ancillary revenue from catering and
other on-board sales is around 30 per cent of their income illustrating the significance of
this activity.

The growth in contract catering (for example, Lufthansa’s LSG Sky Chefs in Europe)
has removed the problem of food provision from the immediate remit of airline manag-
ers and has created a new business activity for large companies able to meet the exact-
ing requirements of airlines (for example, on a Boeing 747 50 000 catering items are
required per flight). Despite the logistical and technical problems of providing quality
food on board aircraft, it remains essential in the expectations of consumers on full-cost
carriers, and continues to assist airline managers in the perceived differentiation of their
products and services, especially in the premium sector of the market (i.e. full economy
fares, business and first class). Major advertising campaigns have been designed around
these very attributes in an attempt to nurture the high-value business traveller.

The food service sector for the airline industry (and other clients such as rail franchises
and retail outlets in airports) is estimated to be worth EURO 3.2 billion a year globally for
the group (which includes hospitality and food provision). LSG Sky Chefs’ group consists
of 56 companies in 100 global locations in 56 countries. A total of 696 million meals were
produced in 2017 and they served 205 airports. Individual markets, such as India, are
estimated to be worth US$50 million a year and companies such as Gate Gourmet offer
services in 170 facilities in 60 countries stating they provision up to 200 000 individual
items for a long-haul flight. Much of the growth in this sector of the industry is due to
the outsourcing of the airline meals provision as airlines sell off these operations in a
bid to reduce costs. These large catering operations are also continually reviewing their
contracts with airlines to ensure they remain profitable as LSG Sky Chefs reported in
2018 that they had ended their service to Thomas Cook in Germany and Scandinavia due
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to losses they would incur by continuing the contract and sold their catering facility in
Helsinki back to Finnair. At the same time they extended contracts in China at Chengdu
and Shanghai airports to benefit from the expanding market for air travel in China. In
the UK, analysts have indicated that around half of the companies servicing the airline
catering market are not operating in profit, highlighting the cost pressures that are being
placed on their operations by airlines in terms of the service they require and the prices
they are prepared to pay.

Future trends

Airlines are a complex industry to understand, especially as they are working in a con-
stant state of flux and change. As Page (2005) indicated, the main challenges for airline
managers in the new millennium are:

e technical change (that is, the greater use of technology such as computer reserva-
tion systems (CRS) and global distribution systems which are more complex and all-
embracing than the former CRS)

e regional change, where new trading blocs (for example, the Association of Southeast
Asian Nations or ASEAN) are posing new challenges for patterns of trade and business
travel.

For the traveller, air travel poses ongoing health risks, especially highlighted by the recent
concern over deep vein thrombosis (DVT) on long-haul flights where cramped conditions
and a lack of movement by passengers in flight can aggravate the situation. Research by the
Aviation Health Institute (www.wellaware.org.uk/organisation/aviation-health-institute/)
examined 447 examples of DVT, of which 67 led to death. The profile of deaths were:

e one-third male; two-thirds female

* just under half were aged 20 to 49

e 83 per cent occurred on long-haul flights, the bulk of which were in economy class
(12.5 per cent in business class)

e the onset of DVT is after the flight.

In addition, there has been a worrying growth in disruptive behaviour on board flights
known more commonly as ‘air rage’. In the UK, it is estimated that over 3500 incidents
of air rage occur each year. This was estimated to be growing at 10 per cent a year (see
a detailed analysis of reported examples at www.caa.co.uk/uploadedFiles/CAA/Content/
Standard_Content/Our_work/Information_requests/Disclosure_log/2015/F0002207
Reply.pdf). Some of the explanations of the causes of air rage offered by travel medicine
research included:

e a lack of oxygen on board; if airlines reduce fuel costs by using recirculated rather
than fresh air, passenger belligerence is increased and compliant behaviour reduced
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e lack of training for staff to deal with difficult travellers as low-cost travel is not accom-
panied by reduced expectations.

Yet the overwhelming evidence appears to be related to intoxication as a contributory fac-
tor in many cases of short-haul flight disruptive behaviour. Internationally, IATA reported
around 10 000 incidents of unruly passengers (Goldberg 2016).

The Department for Transport (2009) in the UK indicate that whilst this is not a wide-
spread problem, violence occurred in 7 per cent of cases, with alcohol involved in a
further 45 per cent of cases, and smoking (which is banned on most European flights) in
toilets also being a problem. Although air rage is downplayed by airlines and the CAA,
it is nonetheless very disruptive and potentially dangerous; this is exacerbated when
drunken passengers are carried by airlines despite guidelines that are supposed to pre-
vent them from boarding. The majority of such offences are committed by males (73
per cent of cases), largely 20 to 40 years of age, with only 5 per cent of cases occurring
in first or business class. Typical problems included disruptive passengers using verbal
abuse and being unruly because they were offended by airline regulations including use
of a mobile phone, laptop and arguments among passengers over seating and rowdy
behaviour. Only a small number of incidents led to physical restraints being used or an
aircraft being diverted. The likelihood of an offence occurring in UK airspace or on a UK
outbound/inbound flight was 1:24 000 for a serious incident on a flight. Greater risks
were encountered in the quality of recirculated cabin air provided to passengers in flight
and the ongoing debates over the problems of dehydration due to dry air. In the UK a vol-
untary Code of Practice has been introduced, the UK Aviation Industry Code of Practice
on Disruptive Passengers in 2016 (see www.aoa.org.uk/wp-content/uploads/2016/07/
The-UK-Aviation-Industry-Code-of-Practice-on-Disruptive-Passengers-FINAL.pdf), since
much of the problem was linked to alcohol sales at airports and intoxication. Yet a survey
of cabin crew in 2017, which number 30 000 in the UK, reported that 1 in 10 staff had
been threatened by disruptive passengers and 71 per cent of respondents had witnessed
such behaviour (Calder 2017).

Reports on the future of air travel (for example see www.arup.com/en/perspectives/
publications/Research/Section/Future-of-Air-Travel) outline the key factors that need to
be considered in future scenarios for air travel:

e the system of travel associated with air travel termed the ‘end-to-end travel experience’,
which is viewing the airport as the connector of the consumer with the airline that
also enhances the traveller experience

e the passenger terminal of the future that uses technology to optimize the experience
and journey through the terminal including customs and passport control

e luggage handling so travelers have confidence their luggage will travel with them and
be retrievable as lost luggage was identified as a key source of passenger stress

e redefining the passenger screening checkpoint which was the screening of passengers that
is a major bottleneck and one of the most challenging areas for future development
due to the concerns around safety and terrorism
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e the role of Big Data which was identified as the enhanced use of such information to
plan and manage the passenger and to also embrace technology as part of the travel
experience more fully. This envisaged a more joined up approach to airline data shar-
ing and use within the big data era that may require a significant shift in behaviour.

Source: Arup (2017) Future of Air Travel

Conclusion

The future global aviation industry is likely to contain a limited number of global
megacarriers, with smaller airlines integrated into their operations by strategic alliances
and other devices (for example, part ownership by the larger carriers).

The major constraint on this rapidly evolving business activity for airline managers
will be the availability of uncongested airspace and airports with sufficient capacity, a
feature which the low-cost carriers have addressed through the use of secondary airports.
This is already affecting air travel in Europe and the USA, while the environmental lobby
regularly opposes airport expansion near to major urban centres. Trying to understand
the future for travel is always a challenge as so many factors cannot be anticipated. How-
ever, a project funded by the EU (see Peeters et al. 2007) sought to model traffic growth
for 29 states and Europe to 2020. Figures 5.6 and 5.7 show one aspect of the growth in the
air transport market and its impact on CO, emissions, which is Greenhouse Gas (GHG).
This reflects the expected growth in the volume of tourism trips in Europe which is set
to grow from 875 million tourism journeys in 2000 to 1371 million in 2020. This is cer-
tainly going to impact on environmental pollution despite expected reductions in emis-
sions from new aircraft engine technology. These managerial issues have to be addressed
and accommodated within the day-to-day operation and longer-term planning by airline
managers so that passengers are not adversely affected by delays, congestion and inade-
quate planning.

The future of tourist travel and transport

The immediate issues facing the aviation and land-based transport sector need to be
viewed against longer-term changes that may evolve in tourist travel which will result
from technological changes to the way people travel and the impact of changes from an
oil-dependent economy to one where alternative energy sources will become more dom-
inant. Some of these changes were identified in Chapter 3 in relation to 2025 but other
studies have also looked much further into the future to try to understand how current
and future issues may coalesce to shape tourist travel. One notable study in the UK, sum-
marized in Table 5.7, looked at the issues of intelligent infrastructure to 2055 and pointed
to a range of likely trends and questions over what travel might look like. Whilst this is
informed analysis by futurologists, it does reinforce the long-term changes that will be
enforced on the tourist as a traveller as oil dependence declines.
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Figure 5.6

Total international tourism origin/destination transport volume GHG emissions (in tons
of CO,-eq.) in 2000. The western arrow represents GHG emissions from tourism flows to
America, the southern one to Africa and the eastern one to Asia and the Pacific

Source: Reprinted from Paul Peeters, Eckhard Szimba and Marco Duijnisveld (2007) Major environmental impacts
of European tourist transport. Journal of Transport Geography, 15(2): 83-93, with permission from Elsevier



TRANSPORTING THE TOURIST II: THE AVIATION SECTOR CHAPTER 5

Figure 5.7

Total international tourism origin/destination transport volume GHG emissions (in tons
of CO,-eq.) in 2020. The western arrow represents GHG emissions from tourism flows to
America, the southern one to Africa and the eastern one to Asia and the Pacific

Source: Reprinted from Paul Peeters, Eckhard Szimba and Marco Duijnisveld (2007) Major environmental impacts of
European tourist transport. Journal of Transport Geography, 15(2): 83-93, with permission from Elsevier
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Table 5.7 Critical issues for intelligent infrastructure towards 2055 in the UK

e Carbon emissions/carbon trading

* Waste footprint of energy use by transport

® Social impact on the community

e The future shape and land use patterns associated with human settlement

e Nature of future business activity, its location and method of engaging with other businesses
and consumers

® The future of hydrogen as a fuel source for transport

* Mobility — the end of car dependency?

e Leisure activity — its form and nature

e Air travel — will it still exist? If so, in what form — will it be the privilege of the few?

e Will a new world emerge based on a technological future or will technology fail, and if so,
what will transport that replaces it be like?

Source: Adapted and developed from Office of Science and Technology (2006) Intelligent Infrastructure
Futures. The Scenarios — Towards 2055

CHAPTER REVIEW
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Questions

1 Why are airports so important as staging points for international travel?
2 What range of issues would you have to deal with as an airport manager?
3 Why is the US airline industry facing a crisis?

4 How have the low-cost carriers affected the business of leisure travel?
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Access additional resources

e For students: Multiple choice questions for each chapter, video links and further
reading.

e For instructors: PowerPoint slides with tables and diagrams, additional case studies,
video links and further reading.
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Accommodation and
hospitality services

Learning outcomes

This chapter examines the significance of the tourist accommodation
product and hospitality services consumed by tourists. The chapter
will outline the diversity of accommodation types and a number of
current trends in the accommodation sector. On completion of the
chapter, you should be able to understand:

* the scope and nature of tourist accommodation and hospitality services
* the range of operational issues affecting the accommodation sector
* the differences between serviced and non-serviced accommodation

* the importance of environmental issues in the management of hotels.
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Introduction

Accommodation provides the base from which tourists can engage in the process of
staying at a destination. It is an element of the wider hospitality sector that is used by
tourists. Accommodation has emerged as the focal point for the hosting of guests and
visitors through the ages: a guest pays a fee in return for a specified service and grade of
accommodation, and associated services such as food and beverages. The accommoda-
tion establishment as a commercial venture, especially the evolution of the commercial
hotel in the Victorian period, has dominated the literature on accommodation, as entre-
preneurs responded to the demand for serviced accommodation of a high standard. The
development of accommodation has normally accompanied the growth of resorts, areas
of tourism activity and the demand to visit specific areas. Like the tourist, accommoda-
tion assumes many forms, and not all of them fit the conventional image of the hotel
(Plates 6.1 and 6.2).

This chapter examines the scope and nature of accommodation, the impact of global-
ization and the operational issues that affect the accommodation sector. To understand
the wider context of accommodation as a hospitality service, the hospitality industry is
examined. The discussion then turns to the growing differentiation of accommodation
in the serviced and non-serviced sector. The accommodation sector is part of the capi-
tal-intensive infrastructure that tourists utilize, and is very labour intensive in servicing
visitors’ needs.

Plate 6.1
Resort Hotel, Denarau Island, Fiji

Source: Author
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Plate 6.2
Bodmin Jail, Cornwall, a former jail now operating as a restaurant, accommodation facility and
attraction

Source: Author

The hospitality sector

Hospitality is the very essence of tourism, involving the consumption of food, drink and
accommodation in an environment away from the normal home base. The very nature
of hospitality involves hosting and hospitality provided by a host and involving a guest.
Historically, hospitality was not necessarily a commercial endeavour, as you might host
someone with the expectation they might host you at a later stage (as is the case with
visiting friends and relatives). In modern-day society (although not necessarily in tradi-
tional societies) hospitality has become a commercialized experience, where the guest
pays for the services/goods they consume via a bill. This commercialized transaction has
its historical roots in the ale houses of medieval times, which were followed by the emer-
gence of coaching inns on long-distance journeys and public houses. It was not until
the mid-seventeenth century that the idea of a hotel developed in Paris, and this sub-
sequently continued in eighteenth-century London. Much of the subsequent growth in
Victorian and Edwardian times saw hotels developed at major transport nodes, such as
railway termini in cities, and around commercial districts to cater for business travellers.
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Certain districts of cities also began to develop different reputations for tourist accommo-
dation at this time, as high-class establishments aimed at the luxury market were devel-
oped (e.g. in London’s West End) whilst other districts developed a reputation for lower
grades of accommodation.

Accommodation is only one component of the hospitality sector, as Figure 6.1 shows,
which outlines a typology of establishments providing hospitality services.

An alternative term that is now becoming more widely used by governments and the
public sector to describe the hospitality sector and its links with tourism is the visitor
economy. Connell et al. (2017: 111) described its application and scope thus:

It embraces the hospitality and tourism sector (food and drink provision via cafés,
restaurants and accommodation), travel agencies, transport providers, cultural activ-
ities like galleries, events and retailing. There is often a blurring of the terms visitor
economy, tourism and leisure as residents may also use the facilities and services in
their leisure time. The term broadly refers to the supporting infrastructure that caters

Figure 6.1
Typology of hospitality establishments

Source: Author
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for the needs of visitors and residents especially in their leisure time and so is very
wide ranging in what is included in such a categorisation.

In the UK, an indication of the scale of the hospitality sector can be gauged from the
following statistics:

the sector employs 3 million people, predominantly in catering and restaurants with
smaller numbers in hotels and accommodation

it is the fourth largest economic sector in the UK, employing 9 per cent of the work-
force and the third largest private sector employer

it generates an estimated £130 billion a year

it is one of the fastest growing sectors experiencing a 17 per cent growth in employ-
ment 2010-14 although one needs to look at the nature of these jobs and their status
(i.e. part-time and hourly paid employees)

it has a high reliance upon migrant labour, estimated at up to 30 per cent of all
employees in London, to maintain its churn and growth patterns. The British Hospi-
tality Association estimated that it required 60 000 EU migrant workers every year to
maintain its employment needs

around 97 per cent of hospitality businesses are small to medium-sized ventures with
fewer than 50 employees and wages comprise around 35 per cent of costs.

In contrast, Table 6.1 illustrates the scale of the sector in Australia where it equally has a
large contribution to make to the economy but highlights the key feature that small busi-
nesses are dominant but larger players produce the greater economic benefits.

Table 6.1 Characteristics of the Australian tourism and hospitality sector

According to Tourism Research Australia (2015) the sector comprises 267,000 businesses
comprising 13 per cent of the total 2.1 million businesses in Australia in 2013

80 per cent of the total sector-related businesses are in New South Wales, Victoria and
Queensland reflecting the concentration of the sector within these regional economies

95 per cent of the businesses are micro/small businesses accounting for 32 per cent of turnover
5 per cent of businesses contribute 68 per cent of turnover

For the purposes of the survey, the employment structure of the sector comprises:

114,812 businesses (43 per cent) do not employee any staff or are self-employed

86,146 businesses (32 per cent) employ 1-4 employees

51,640 businesses (14 per cent) employ 5-19 employees

13,376 businesses (5 per cent) employ 20-199 employees

675 businesses (0.3 per cent) employee 200 or more employees

Tourism spending in Australia in tourism businesses is worth AU$110 billion (2013).

Source: Tourism Research Australia (2015), reproduced from Page et al. (2018)
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The scale of employment illustrates the labour-intensive nature of these businesses in
servicing visitor hospitality needs. The geographical distribution of hospitality employ-
ment in the UK is dominated by London, particularly the City of Westminster with over
86 000 hospitality jobs, and nine other key locations (i.e. Birmingham, Glasgow, Edin-
burgh, Manchester, Leeds, Cornwall, Camden in London, Liverpool, and Kensington and
Chelsea in London) according to the British Hospitality Association report in 2011, Hos-
pitality Driving Local Economies.

But it is the accommodation sector that tends to attract a great deal of interest due to its
role in housing tourists during their stay at a destination. Globally, the International Hotel
and Restaurant Association estimates that there are 500 000 hotels and 10 million restaurants
employing 100 million people. In contrast, in the 27 countries of the EU, accommodation
and food services contributed €460 billion to the economy. The sector employed 11.1 mil-
lion people, with 42 per cent employed in businesses with fewer than ten employees.

The accommodation sector

It is the scope and significance of the accommodation sector that is of interest to tourism
analysts, not least because it often comprises the largest element of tourist expenditure
during a trip (excluding visiting friends and relatives) (see Table 6.2 for a list of key stud-
ies of tourism and accommodation). More specifically, hotels provide a base for business
travel, meetings and conferences and these are also lucrative, high-yielding business (i.e.
they attract high profit margins due to the expenditure by business travellers and dele-
gates), with rooms being hired for meetings, and functions being provided along with
entertainment. Both business travellers and leisure travellers staying in hotel accommo-
dation have a higher propensity to spend whilst they are away than when they are at
home. Therefore, hotels not only meet the visitor’s basic requirement — of shelter for the

Table 6.2 Key studies on accommodation and hospitality

Brotherton, B. (ed.) (2003) International Hospitality Industry: Structure, Characteristics and Issues.
Oxford: Elsevier.

Davis, B., Lockwood, A., Pantelidis, |. and Alcott, P. (2008) Food and Beverage Management.
Oxford: Elsevier.

Ivanova, M., Ivanoy, S. and Magnini, V. (eds) (2016) The Routledge Handbook of Hotel Chain
Management. London: Routledge.

Kaufman, T., Lashley, C. and Schreier, L. (2009) Timeshare Management. Oxford: Elsevier.

Pantelidis, I. (ed.) (2014) The Routledge Handbook of Hospitality Management. London:
Routledge.

Rutherford, D. and O'Fallon, H. (2010) Hotel Management and Operations. Oxford: Elsevier.
Timothy, D. and Teye, V. (2009) Tourism and the Lodging Sector. Oxford: Elsevier.
Wood, R. (2018) Hotel Accommodation Management. London: Routledge.
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night — but also add value to the experience by providing ancillary services and products.
Hotels also have the advantage that hosting guests has the potential to generate addi-
tional revenue from food and beverage services.

The accommodation sector as a global phenomenon
and operational issues

In Chapter 1, the growing globalization of the tourism sector was briefly introduced, with
global companies responding to consumer trends. Globalization has resulted in various
forms of company that operate in a globalized or transnational manner. These comprise:

e  global corporations that operate throughout the world, such as the International Hotel
Group (IHC) with 727,000 rooms, Marriott with 1.1 million rooms worldwide, Hilton
with 799,00 rooms, Wyndham with 675,000 rooms and Accor with 652,000 rooms.
IHC is an interesting example which franchises its brand across the world (see Table 6.3)

Table 6.3 Operational characteristics of the IHC Group: A global organization

The IHC Group operates in 100 countries, had 5367 properties in 2017 with almost 800 000 rooms and a further 178
hotels under development with a forecast capacity of 250 000 rooms. The distribution of the hotels by region was:
The Americas (4040 properties); Europe, Middle East and Asia (991 properties); and Greater China (336 properties).
The Group had an income of US$1,784 and US$763 million operating profit in 2017. Key features of the IHC
accommodation offer include its brands, comprising in 2018:

¢ Intercontinental Hotels and Resorts with 194 hotels with 65 745 rooms and 63 hotels in development
e Crowne Plaza with 414 hotels with 115 468 rooms and 88 hotels in development
¢ Hotel Indigo with 88 hotels with 10 888 rooms and a further 86 hotels in development

e Holiday Inn with 1163 properties and 212 000 rooms and a further 264 properties in development; 10 Holiday Inn
Resorts with 11 492 rooms and a further 13 properties in development; 26 Holiday Inn Club vacations, launched as
a brand in 2008 with villa accommodation and 26 locations with 7676 villas operational

e Holiday Inn Express, with 2618 properties (an increase of 446 properties since 2012 in this budget market) with
265 000 rooms and a massive 767 new properties under development reflecting the market demand for the
budget-conscious traveller globally

e Kimpton Hotels, with 66 properties with 12 517 rooms and a further 20 hotels in development
* Hualuxe Hotels and Resorts, with 7 hotels and 2089 rooms with 21 hotels in development in China

e EVEN Hotels (focusing on health and well-being), with 8 properties and 1238 rooms and a further 16 properties in
development

e Staybridge Suites with 257 properties and 27 945 rooms and a further 164 properties in development
* AVID, a low-cost brand with 95 properties in development initially in the USA, Canada and Mexico

e Candleford Suites with 379 properties and 35 725 rooms and a further 108 hotels in development.

Source: Developed from the IHC 2012, 2017 Annual Report and IHC website (www.ihgplc.com)
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e multinational corporations, with operations in countries outside their main base or
headquarters
e smaller multinationals, which operate in a limited number of countries.

A company can adopt transnational strategies by:

e franchising its operation to other businesses in other countries

e licensing other companies or premises to operate using its brand, logo or trademark

e entering into non-investment management agreements

e acquiring overseas properties and interests

e pursuing mergers to integrate business interests horizontally to operate in a number
of countries.

These provide businesses with a number of options when deciding on the best mode of
entering a market in another country (known as entry mode).

These changes have led to nearly 30 per cent of all of the world’s accommodation
stock being chain controlled (chains in this case are international businesses operating
globally) although the IHC argued that it controlled around 9 per cent of branded rooms
globally. Chain hotels often expropriate profits back to the country in which the hotel
chain is based. In addition, many of the chains have highly developed distribution chan-
nels, being affiliated to major global distribution systems that distribute the product elec-
tronically to travel agents. The Horwath and Horwath Worldwide Hotel Industry report
predicted that by 2050 up to 60 per cent of hotels will be affiliated to global chains, con-
tinuing the consolidation trend.

According to the World Tourism Organization (UNWTO), global hotel rooms have
increased from 14 million rooms in 1997 to around 17 million in 2008 and other studies
currently estimate the 21 million figure to be a broad estimate of the scale of rooms in
2017. Such growth has been pivotal to countries increasing their capacity to accommodate
continued growth in domestic and international tourism. The majority of investment has
arisen from private sector finance, although some governments provide incentives to
hotel developers (e.g. tax breaks and tax holidays) to encourage investment in this sector.
With hotel room construction costs now in excess of £3250 per square metre for a 5 star
hotel in the UK and £100 000 (e.g. costing over £1000 a square foot) in London, one can
see the enormous capital costs of development. When looking at franchising costs, a
Marriott Courtyard property has been advertised as costing US$7-10 million to build and
open the hotel with a further franchising fee of US§60 000 or US$500 per room (which-
ever is the higher cost) illustrating the value of having a reputable brand to franchise (see
www.franchisehelp.com/franchises/courtyard-by-marriott/). In a study of the US hotel
market, HVS (https://hvs.com/article/8130-us-hotel-development-cost-survey-201617)
pointed to the differences between average construction costs including land for budget
hotel rooms (costing US$95 000) to luxury hotels (US$550 000).

Growth in chain-owned hotels is a fast-changing area of activity in tourism, as groups
acquire, take over and divest themselves of properties (as the example of IHC in Further
Reading 1 indicated). The major areas of activity are often in the key tourist locations
(e.g. resorts and cities), which is evident from a brief analysis of VisitLondon’s monitor of
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hotel activity. Much of the UK activity has traditionally occurred in and around London
as the country’s main tourist gateway and business centre. A lack of development land
and restriction on new projects in the West End of London has pushed development to
the east, south and north of London’s traditional central tourist district in the boroughs
of Kensington and Chelsea, Hammersmith, Camden and Westminster. Whilst the main
tourist market (i.e. domestic and international tourists undertaking leisure travel) provide
a base for the accommodation sector, Horwath and Horwath also highlighted a number
of other markets for hotel accommodation including:

e airline crews on layovers in between flight schedules, resting before continuing their
duties

e conference delegates

e tour groups

e government officials

e other categories of travellers.

The business traveller remains the premium market for hotels, since they stay shorter
periods than leisure travellers, but spend higher sums per visit. Many budget chains such
as Travelodge have also developed a two-pronged strategy to be the number one budget
chain: expansion in London and in other smaller urban centres in the UK. The Horwath
and Horwath study also found that the balance of domestic to international visitors in
chain hotels was 48:52 per cent compared to 51:49 per cent in independent hotels. In this
respect, the Horwath and Horwath study highlights the diversity of markets that hotels
serve, although some accommodation may specialize in certain markets as we will see in
the discussion of boutique hotels later in this chapter. By 2012, the IHC Annual Report
highlighted that global hotel capacity had reached approximately 21.5 million rooms,
with around a third being branded. In a European context, private accommodation still
remains the most important for certain markets such as Greece, Spain, Italy, Portugal, Fin-
land, Sweden and the UK. In contrast, Danes, Germans, Irish, Austrians and visitors from
Luxembourg have a propensity to use hotels for domestic and international travel. This
highlights the divergence among different countries and illustrates the appeal of different
elements in the accommodation industry. Much of the room capacity is concentrated
in larger cities with a strong demand from tourists and leisure travellers with the largest
concentrations in: Las Vegas (152 000 rooms); Orlando (150 000 rooms); Paris (142 000
rooms); Barcelona (120 000 rooms); Dubai (100 000 rooms) and London (91 000 rooms)
according to Hotel Analyst (2017).

The characteristics of the accommodation industry

Accommodation has been conceptualized by some researchers as a product and this is
illustrated in Figure 6.2 which depicts the principal factors that can impact upon the
way the product is constructed, portrayed and sold to customers. For example, large lux-
ury hotels will emphasize facilities, service and image to certain market segments, such
as business travellers, to secure business. In contrast, economy hotels will ultimately
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Figure 6.2
Accommodation as a product

Source: Author

emphasize price as the key determinant of the product formulation. In each case, the
accommodation product is a complex amalgam of factors that combine to provide the
tourist with something they wish to consume. Tourist accommodation is also character-
ized by a number of features described in Table 6.4.

The diversity of accommodation types that exist means that there is scope for the
accommodation sector to adapt and develop its product base to meet changing consumer
needs, especially with the introduction of disruptive technologies and innovations such
as Airbnb which was discussed in Chapter 1.

The management and development of the accommodation
sector

The sector’s management and development are dependent upon a wide range of factors,
not least the diverse range of key stakeholders and interest groups that shape the way
the sector is managed and directed on a day-to-day as well as strategic level, illustrated
in Figure 6.3. This shows that aside from the owners and managers who are responsi-
ble for delivering accommodation products and experiences to visitors on a daily basis,
a wide range of other stakeholders interact with the sector to shape its development.
This model of stakeholder involvement is fairly typical of most countries: it is predomi-
nantly a private sector activity with public sector involvement to consider the long-term
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Table 6.4 Forms of tourist accommodation

Usage
Business Leisure

Serviced accommodation
Hotels X X
Resort hotels X
Educational establishments X X
Airport hotels X X
Motels X X
Inns X X
State-run hotels X X
Bed and breakfast X
Apartment hotels X X
Non-serviced accommodation
Holiday villages/centres/camps X
Caravans X
Campsites X
Gites X
Holiday cottages X
Villas X
Youth hostels X
Backpacker hostels X
Recreational vehicles X
Other
Staying with friends/relatives X X
Airbnb X X

X

House swaps

development needs of the industry (i.e. investment needs in relation to its objectives for
developing key destinations). For example, in Scotland, the creation of a national invest-
ment plan for tourism will have accommodation development as a key priority because of
the need to invest in further development of the sector given the wide range of consum-
er-led and supply-led issues shaping the sector. One of the most notable examples of state-
led promotion of the accommodation sector, where all the stakeholder interests have
been coordinated to create a new destination product, is Dubai as shown in Web Case 6.1.
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Figure 6.3
Scope of the accommodation stakeholders in Scotland

Source: Author

Types of tourist accommodation

The accommodation sector, like the tourism industry, has undergone profound changes
since 1945, as the sector has been characterized by constant innovation, evolution and
diversification of the product range. The pre-1945 pattern of tourist accommodation was
dominated by serviced accommodation, with a rapid growth in non-serviced types of
accommodation after 1945. Yet even the distinction between serviced and non-serviced
accommodation is blurring, with the growth of apartment hotels that permit self-catering
but also have arrangements so that guests can enjoy food and beverage services at local
restaurants and have them charged back to their account. However, the two sectors will
be considered separately here, and each type has a range of common characteristics (see
Table 6.5).

Serviced accommodation sector: Hotels

Throughout this chapter, much of the discussion has been on the most recognizable ele-
ment of the serviced accommodation sector — the hotel. Yet even though it was argued
above that the greatest changes have occurred in the non-serviced sector, hotels have
not been immune to change. A hotel is not simply a premises with rooms, food and bev-
erage services, but a business oriented towards a constantly changing clientele. In some
countries, there has been a rapid expansion of hotels into the fast-growing health resort
market (e.g. Iceland and Estonia). In other cases, the business of hotels has become highly
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Table 6.5 Characteristics of tourist accommodation

® Seasonality — periods of demand are typically buoyant in the peak season (i.e. the summer
season) with a drop in the low season, usually winter (except for accommodation located in ski
resorts)

e Occupancy levels — demand for rooms is spread across seasons, but more precisely according
to weeks and days. Accommodation seeks to sell its rooms; they are a perishable product that
cannot be stored or sold at a later stage

e Location, which often determines the appeal and accessibility of properties. Typically, a
distance-decay principle exists in accommodation locations, with the luxury properties located
in the prime in-town sites with greater access to attractions and facilities. Similar micro-
locational factors also operate at airports, with the most accessible and prestigious properties
in easy reach of the airport

¢ Different grading systems exist, which may be statutory or voluntary, using a star rating to
denote the quality of the establishment

® Properties can range from complex business ventures at the luxury end of the market through
to basic hostel accommodation. Accommodation has a high capital asset value relative to
the prices charged to customers, with yield per client relatively modest in relation to cost
structures

e Accommodation has high fixed costs to service and owners/managers seek to optimize
occupancy levels to cover costs

® Accommodation provision is subject to numerous regulatory codes and laws in terms of
the fixed plant (i.e. health and safety legislation) as well as specialist laws governing food
safety where food is served. Larger premises require a wide range of skilled staff to operate
key departments such as front office functions, food and beverage services, housekeeping
services, and concierge and portering staff. In some cases, unskilled staff are employed in
menial roles, but skilled staff are needed to operate and manage each department.

competitive and independent. Small hotels of fewer than 50 rooms of one- to three-star
status have become much more prone to insolvency (i.e. likely to run into financial dif-
ficulty), typically due to cash-flow problems, where inadequate revenue cannot cover
fixed costs. Owners need to plan for regular refurbishment and investment to remain
competitive, and such costs are often deferred due to poor financial performance. Some
luxury hotels will refurbish their properties every five to ten years. Hotel managers need
to understand how the operation of their establishment(s) generates revenue, and the
scale of costs. It is important to understand other causes of low profitability: employee
costs, the cost of staff per room, restaurant costs, supply costs and costs of debt that have
to be serviced. How the hotels generate their business is also significant for the hotel man-
ager, particularly when underlying issues of seasonality are considered. Hotels located in
city areas suffer less seasonality in occupancy levels than those located in mountain areas
where unreliable weather may impact upon the levels of business they can generate.
One important consideration for hotel managers is the global demand and the
resources and marketing efforts needed to generate business. The location of the hotel
and its size are important determinants of profitability, and affiliation to distribution
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CASE STUDY 6.1

SPA HOTEL DEVELOPMENT IN AUSTRALIA

In the UK and USA, health resorts developed to service the needs of the emerging market for health
tourism. This area of the market waned in many countries in the inter-war and post-war period but
regained popularity in the 1980s and 1990s as many luxury hotels began to add on-site health spas
to attract the market for relaxing breaks as a welcome rest from the stresses and strains of everyday
life. This reflects a growing focus among some visitors for improvements to their lifestyle. It has been
estimated that the spa tourism industry is worth US$274 million a year and is growing and is part of
the wider market for medical tourism that is expected to have exceeded 4 per cent of global tourism
in 2010. The Australasian Spa Association has identified the diversity of spa experiences and products
available, dividing the market into: day spa, destination spas (e.g. resorts and individual hotels), natural
bathing spas and related spas. The whole ethos of spa tourism is to pamper the guest (as opposed to the
more focused health spas which seek to help people address health and nutritional issues). Hotels have
begun to recognize the high-yielding nature of such treatments and guest stays. Some spas offer holistic
treatments and new age activities such as yoga, meditation and complementary medicine treatments.
This is a stage on from the 1980s trend of hotels adding health and fitness centres.

In Australia, the state of Victoria has developed a strategy to promote spa and wellness tourism
focused on hotels specializing in such treatments to take advantage of the state’s natural resources
(e.g. geothermal areas and existing hotels). One strand of the strategy is to improve the marketing
of this activity to domestic markets, given that the state capital Melbourne accounts for 70 per cent
of all spa tourism. Queensland also contains three of Australia’s top 15 destinations for spa tourism
with the largest cluster occurring in New South Wales. The activity is largely focused on mineral and
geothermal spring areas providing spa and wellness tourism facilities. Hotel groups specializing in
these products in Australia include Accor, Crown, Hyatt and Australian owned private hotels. One of the
key priorities in marketing these experiences is to differentiate the types of products each hotel offers,
so a diversity of products can be assembled for the prospective tourist to choose from. A number of
hotels and resorts also specialize in wellness where diet control, stress management, detoxification and
exercise programmes are offered such as in Queensland and New South Wales. This will be a growing
market segment in the near future, which is currently attracting the more affluent over 50-year-old
female visitor. In 2010, Tourism Australia also pointed to potential growth markets such as long-haul
German visitors to Australia who were interested in such products and experiences.

Further reading

McNeil, K. and Ragins, E. (2005) Staying in the spa marketing game: Trends, challenges and
techniques. Journal of Vacation Marketing, 11(1): 30-31.
Pearce, P, Filep, S. and Ross, G. (2010) Tourists, Tourism and the Good Life. London: Routledge.

channels can offer global booking systems (e.g. global distribution systems) as well as a
website. These affiliations help to generate business that is supported by promotions, loy-
alty programmes, links to other tourism businesses and services as part of the distribution

218



ACCOMMODATION AND HOSPITALITY SERVICES

system. For example, the Inter-Continental Hotels Group (IHG) has 100 million members
in its IHG Rewards Club scheme globally. Two basic types of affiliations exist for hotels:

1 voluntary chain associations, which have limited marketing activities for members
with low fees and shorter member contracts; they are aimed at smaller independent
hotels

2 franchised products run by the larger integrated hotel chains, with complex purchas-
ing facilities, but higher fees for members. The participating companies often have
10-15-year contracts.

Among the voluntary chain associations, the most well-known is Best Western which
has a non-profit approach, being American-based but organized on a country-by-country
basis. It has a global brand recognition and charges an initial entrance fee to members.
It then charges a yearly flat fee, plus a fee per room booked. Up to 10 per cent of its busi-
ness is generated by company reservation systems and Best Western charges a reservation
fee from call-centre bookings. Other voluntary associations tend to operate in a country
or across a number of countries (e.g. Alpine Classic, which operates in Austria, France,
Germany, Switzerland and Italy). In contrast, franchise chains are more global. Notable
examples include Holiday Inn, which is the largest global hotel brand based on room
capacity, and the Comfort Inn chain owned by Choice in the USA, which is the second
largest. The Holiday Inn chain charges an initial fee based on the 