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1 Tourism  
Perspectives

Part One introduces you to the study of tourism. Chapter 1 will give you the foundation for 
understanding the subject of tourism. This will take you beyond the usual thoughts many 
people have about tourism being simply for pleasure. Although tourism as a major social 
phenomenon began with the arrival of commercial jet aircraft in the 1950s, people have 
been travelling for many purposes for millennia. Chapter 2 looks at the economic aspects of 
tourism. While tourism is much more than just an economic phenomenon, the study of eco-
nomics sheds light on some key topics, such as resources, costs, values, scarcity, the nature of 
the industry and other forces that shape how tourism operates and affects societies. These 
two chapters will help you appreciate the universality of tourism as well as its local forms and 
national experiences, together with the relationships that exist between tourism and local, 
regional and national economies.
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Learning Objectives

Upon completing this chapter, you will be able to:
• describe the evolution of tourism with reference to specific countries;
• discuss the definition of tourism;
• summarize the ‘tourism system’ and the key players and components in contemporary tourism.



Tourism

4

Introduction

Tourism is a familiar concept to many people, perhaps 
even seen as a trivial thing, not appropriate for, or 
requiring, ‘serious’ study. For many, tourism is a source 
of fun or relaxation; something people do during time 
off from work or during retirement. Certainly, hun-
dreds of millions of people take billions of tourism trips 
every year, with many of them resulting in good times, 
stories to tell their friends and pleasant memories.

However, for millions of other people, tourism is 
also something they do for their job. Those jobs may be 
temporary and short term, such as a summer job for 
university and college students, or they may be profes-
sional, lifelong careers that build on higher education 
and experience. Some tourism jobs may be low paid but 
other tourism careers pay very well. Further, while tour-
ism businesses employ many people around the world, 
tourism also offers the opportunity for people to start 
their own businesses. These businesses usually begin 
and remain small, often at the choice of the entrepre-
neur who starts the business. Tourism can offer some-
one the opportunity to build a business that provides 
not only a source of income, but also a desired lifestyle. 
Moreover, tourism enterprises can grow into substantial 
businesses, creating jobs for scores of employees. Tour-
ism enterprises and operations are not just for-profit 
businesses, but also include agencies at all levels of 
government and not-for-profit organizations. These 
organizations and agencies play many roles, including 
providing service directly to customers or visitors, but 
they may also provide services to other businesses and 
different community or governmental agencies.

This chapter will introduce you to concepts of tour-
ism, different definitions of tourism and how tourism 
has developed in various nations. The economic and 
political histories of nations have shaped how tourism 
has developed in each place. So, although tourism exists 
in some form or other in virtually every part of the globe, 
it can take very different forms and have very different 
histories in different countries.

Various ways that industry leaders, policy analysts 
and researchers classify tourism will also be discussed 
briefly. Characteristics of tourism that distinguish it 
from other forms of human activity and examples of 
how tourism is organized and delivered will also be 
explored. Tourism has numerous and diverse effects on a 
destination and this chapter introduces some of the key 
economic, environmental and social effects of tourism. 

In brief, this chapter will help prepare you to better 
appreciate and understand the material the book will 
present in subsequent chapters on the myriad forms of 
tourism, their relationships with each other, the role of 
tourism in society and how tourism is planned, devel-
oped, managed, marketed and delivered.

The Evolution of Tourism

Tourism is a near-ubiquitous phenomenon. With the 
exception of areas being ravaged by war or political 
instability, tourism, to some degree and in some form, 
will take place everywhere. Even war zones draw visitors 
in the form of journalists, writers and thrill-seekers, 
who use local services such as accommodation, restaur-
ants and transportation. The history of travel and tour-
ism can be traced back to the earliest historical records, 
although many of the early forms of travel would not be 
considered tourism as we know it today. For example, 
the Sumerians, as early as 4000  bc, travelled for the 
purposes of trade, using an innovation we know as 
money as a means of exchange – which might be argued 
to be a form of business travel. The Egyptians, in 3000 bc, 
travelled great distances for trade and diplomacy, but also 
mixed in sightseeing as well as the purchase of souvenirs. 
Citizens living in the Greek and Roman civilizations 
travelled extensively for trade, conquest, religion, health 
and pleasure. The ancient Olympic Games stimulated 
travel from around the Aegean Sea – perhaps the first 
example of sport tourism.

The first known guidebook was written in the 2nd 
century by Pausanias, entitled Periegesis Hellados (De-
scription of Greece). The book is still useful for under-
standing classical Greece, and some scholars consider 
the book to be the foundation work of classical archae-
ology. The Romans built sophisticated road networks, 
some of which are still in use. These networks permitted 
extensive travel for many reasons, but they were primar-
ily designed for the movements of the Roman Legions 
rather than for other travel purposes. Military movements 
are normally excluded from definitions of tourism, 
although other forms of Roman travel such as for trade, 
health, religion and sightseeing could be considered 
types of tourism.

The Polynesians, 1000–2000 years ago, made long 
seafaring voyages by canoe, primarily for the purpose of 
exploration of new islands on which to settle. Explorers 
such as Columbus, Magellan, Marco Polo, Cabot, Cortes 
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 varies greatly from other places. Social mores, technol-
ogy, political history, environmental constraints and 
more, all shape the form and pace of tourism develop-
ment in a destination. Many tourism texts provide a 
brief mention of the history of tourism, typically men-
tioning familiar topics such as ‘The Grand Tour’ of Eur-
ope in the 17th through to the mid-19th centuries, or 
Thomas Cook’s first package tour in 1841. This over-
looks the fascinating and profound regional and na-
tional stories of tourism in different parts of the world. 
The following profiles are ‘thumbnail’ sketches of the 
global development of tourism.

 This short film provides a fascinating  
visual history of tourism:

and de Soto are well known in Europe and the Americas 
and are also sometimes cited as early examples of tour-
ists. However, again from a modern viewpoint, the pur-
poses of their travels, sometimes succinctly summarized 
as ‘God, glory and gold’, would probably remove them 
from the realm of tourism.

Other cultures also had remarkable explorers and 
travellers. Zheng He, sailing for a Ming Dynasty emperor 
between 1405 and 1433, made seven voyages to what 
would become 30 modern countries throughout the 
South Pacific and the Indian Ocean. With reportedly 
up to 200 ships and a crew of 28,000 sailors, his exped-
itions ultimately covered 50,000 km and were arguably 
the largest maritime expeditions in history. As with many 
early explorers, these voyages were primarily about 
exploring potential trade routes and asserting diplo-
matic or political power.

Ibn Battuta was a 14th-century Moroccan Berber 
who, over 30 years, travelled across North Africa, West 
Africa, Southern and Eastern Europe, the Middle East, 
India, Central Asia, Southeast Asia and China. The 
length of his travels, which he wrote about extensively, 
is estimated at 120,000 km. Although his exploits are 
perhaps not as well known in some parts of the world as 
those of Marco Polo, a contemporary, his travels exceeded 
even those of that Venetian traveller. Unlike many other 
explorers and travellers, Ibn Battuta appears to have 
been motivated primarily by a love of travel and a hun-
ger to learn about other cultures.

The Hajj is the oldest pilgrimage tradition in the 
world and represents the single largest movement of 
human beings on an annual basis. Although the 
Hajj, one of the Five Pillars of Islam, is associated 
with Mohammed (7th century), the pilgrimage has 
roots that go back to 2000 bc and is seen, by believ-
ers, as beginning with the prophet Abraham. The 
focus of the Hajj is Mecca, in Saudi Arabia, and it 
involves a series of prescribed rituals and activities. 
It draws well over 1.5 million pilgrims each year to 
Mecca. Whether this can be considered a form of 
tourism is hotly contested. It meets the definition of 
tourism as articulated by the United Nations World 
Tourism Organization (UNWTO), and the sacred 
and exclusive nature of the Hajj as a Muslim experi-
ence can be seen as putting the Hajj into a unique 
category of travel.

Despite the prevalence of tourism as a general phe-
nomenon across time and the face of the earth, the 
story of tourism in any given city, region or nation 

Video 1.1. www.youtube.com/watch? 
v=83IVP1LxesU (EyeforTravel)

Historical Geographies

Africa
Africa is a continent of contrasts. In this narrative, we 
will begin in the north. Morocco and Algeria are popu-
lar destinations for independent travel, and increas-
ingly for package tours and student travel, offering an 
insight into culture beyond the borders of the Western 
world, but sufficiently close that travel from Europe 
remains relatively affordable. Many choose to reach 
these countries across the Mediterranean Sea, and ferry 
crossings are especially popular among overland travel-
lers – small convoys of off-road vehicle users who travel 
the deserts and villages of these North African coun-
tries to enjoy a sense of exploration and adventure. 
Egypt is another popular destination on the African/
Asian border, and is well known for its pyramids, for 
the legends and stories of the Pharaohs and Ancient 
Egypt, for its cultural heritage and those who are visit-
ing Egypt for a holiday cruising the Nile. More re-
cently, Egypt has become a hotspot for scuba divers, 
and subsequently tourism has developed in resorts 
along the Red Sea.

Africa is often associated with news stories of fam-
ine and poverty, and a lack of clean water and sufficient 
irrigation to grow crops, yet there are also very developed 
destinations. Nigeria, for example, has a sophisticated 

http://www.youtube.com/watch? v=83IVP1LxesU
http://www.youtube.com/watch? v=83IVP1LxesU
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tourism industry with many high-quality hotels cater-
ing for the needs of domestic and inbound tourists. The 
continent is also well known for wildlife tourism, in 
Kenya, Tanzania, South Africa and Botswana in par-
ticular. Other countries such as Rwanda and Zimbabwe 
by comparison are politically sensitive and dangerous, 
and this risk extends even to the modern city of 

 Johannesburg in South Africa where political tensions 
exist and crime is a major issue – yet in all these places 
there are many popular destinations and sites. South 
Africa unquestionably benefitted from the 2010 FIFA 
World Cup, although it is Cape Town, a coastal city 
overlooked by Table Mountain, that remains the most 
popular destination in South Africa.

Case Study: Tourism in Ghana 

Ghana is located on the west coast of Africa, along the Gulf of Guinea and is bordered by Côte d’Ivoire, 
Togo and Burkina Faso. The country covers an area of 238,540 km2 (92,100 sq. miles), almost the same 
size as Great Britain or the states of Illinois and Indiana in the USA. The topography of the country ranges 
from coastal plains and rolling land to mountain peaks and plateaus. The country is culturally diverse 
with many tribes. This ethnic diversity has created a rich national culture portrayed in traditional music 
and dance, cuisine and festivals. English is the official language used in government offices, large-scale 
businesses,  national media and educational institutions. Ghana has a population of about 25 million.

Ghana’s tourism sector thrives on its rich historical, cultural and natural heritage. The elements of 
the natural heritage, such as the flora, fauna, beaches, lakes, rivers and waterfalls, are considered import-
ant  attractions, complementing Ghana’s main historical and cultural attractions.

Ghana has a chain of castles and forts, which are among its most popular tourist destinations, par-
ticularly the Cape Coast and Elmina castles. These castles and forts have been declared World Heritage 
Monuments by the United Nations Educational, Scientific and Cultural Organization (UNESCO). These 
monuments represent the architectural legacies of European and colonial powers. The three castles and 
about 80 forts were built by the Europeans along the Atlantic coast of Ghana to serve as trading posts, 
residences and strategic defence. They attract many tourists, including those from the African diaspora. 
Many Africans living in other countries see these forts and castles, which were used to imprison slaves 
before being shipped overseas, as sacred sites that constitute part of their history. These monuments 
have been instrumental in hosting major national cultural events such as the Panafest (Pan African Arts 
Festival), Emancipation Day and the Joseph Project, drawing large numbers of visitors, especially Africans 
and members of the American and European diaspora and the Caribbean.

The tourism sector is able to take advantage of rich natural treasures. Twenty national parks and 
reserves cover approximately 5% of Ghana’s total land surface. The most famous ones are the Mole and 
Kakum national parks. These systems support large and viable populations of wildlife such as elephants, 
buffalo, antelopes and lions. The wild assets support a growing ecotourism product component of the 
tourism industry. Other natural resources are rich birdlife, mountains, picturesque beaches, lakes and 
rivers, crocodile ponds, hippopotamus sanctuaries, gardens and zoos, scenic landscapes, the Boabeng- 
Fiema monkey sanctuaries, the Tafi-Atome site, the hippopotamus reserve at Wechiau, and the reserve 
of the Krobo mountain community. Ghana also boasts one of the few canopy rope-walks in the world. 
The Kakum National Park has a canopy walkway 30 m above the forest floor for obtaining a panoramic 
view of a tropical rainforest, elephants, monkeys and other tropical species.

Ghana’s tourism sector has shifted from the periphery to the centre stage of the Ghanaian economy 
since 1982. The sector is the third largest foreign exchange earner (after gold and cocoa) (Teye, n.d.). 
Rapid expansion was due in large part to the wide range of diverse natural, cultural and historical attrac-
tions in both urban and rural areas. In spite of the substantial growth of the tourism sector, the true 
wealth- creating and poverty-reducing potential of the sector is not fully realized. The full tourism potential 

Continued
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of this stable, democratic, multicultural and hospitable nation is yet to be fully tapped. The Government 
of Ghana has opted to intensify its efforts to develop tourism as a sustainable engine of growth, as well 
as a means to alleviate poverty through income generation and employment creation.

Case Study provided by Yaw Boakye Agyeman
University of Waterloo

A video introduction to Ghana:

Case Study:  Continued.

Video 1.2. www.youtube.com/watch?v=z9zuWgLA3QU (Visit Ghana)

Case Study: Tourism in Egypt 

Egypt has a unique geographical location in Northeast Africa, at the crossroads of Europe and Asia. The 
country has coastlines on the Mediterranean Sea, the Red Sea and the Nile River. It also controls the Suez 
Canal, a waterway constructed to provide the shortest sea link between the Indian Ocean and the Medi-
terranean Sea via the Red Sea. Egypt is bordered by the Gaza Strip, Israel, Libya and Sudan, and shares 
maritime borders with Greece, Cyprus, Turkey, Jordan and Saudi Arabia. The country has an area of 
1,001,449 km2 and a population of about 99 million.

Egypt is a tourist destination that addresses the needs of broad segments of tourists. It provides many 
types of tourism including cultural and heritage tourism, spiritual tourism, marine and coastal tourism, thera-
peutic tourism, ecotourism and desert safari tourism. Additionally, Egypt boasts an array of luxurious hotels and 
resorts providing comfortable accommodation to tourists. Therefore, tourism is considered one of the most 
important sources of income for Egypt; it is pivotal to national economic growth and a key provider of jobs.

The country has witnessed remarkable political and economic changes since 2011. Through this 
transition, which involved periods of political instability, tourism was negatively affected. However, the 
tourism industry is currently experiencing significant growth. According to the World Travel and Tourism 
Council (WTTC), Egypt is currently the fastest-growing tourist destination in North Africa – second only 
to Ethiopia when reviewing the whole continent. The travel and tourism sector grew by 16.5% and ac-
counted for around 12% of Egypt’s gross domestic product (GDP) in 2018. This growth has been linked 
to a fall in prices and an improved security infrastructure, which has helped to attract international visit-
ors. International tourists spent around US$12.2 billion in Egypt in 2018. The largest inbound inter-
national markets were Germany (13%), Russia (12%), the UK (7%), Saudi Arabia (6%) and Italy (3%). 
The tourism industry now provides 2.5 million jobs, representing 9.5% of total employment in Egypt.

Egypt is home to one of the oldest and longest lasting civilizations in world history, namely Ancient 
Egypt. It also possesses one-third of the world’s antiquities. Thus, cultural and heritage tourism remains 
the distinctive, non-competitive component of tourism in the country. Some of Egypt’s impressive cul-
tural tourist attractions are the Pyramids of Giza, which are among the Seven Wonders of the Ancient 
World; the Great Sphinx; and the Karnak and Luxor Temples, both located on the east bank of the Nile 
River in Luxor. Other unique attractions are the Valley of the Kings in Luxor, which is a royal burial ground 
for pharaohs such as Tutankhamun and Ramses II; Abu Simbel Temples in Aswan; and the Egyptian Mu-
seum in Cairo, which displays more than 100,000 pieces of Ancient Egyptian antiquities including the 
gold mask of King Tutankhamun. The US$1 billion Grand Egyptian Museum (GEM) near the Pyramids of 
Giza is another attraction that is planned to open in 2020 and expected to be the world’s largest arch-
aeological museum. A favoured way to explore Ancient Egypt’s most famous sites is to join a sailing 
cruise from Cairo to Aswan and Luxor down the longest river in the world (6650 km), the Nile River.

Continued

http://www.youtube.com/watch?v=z9zuWgLA3QU
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Egypt is a hub for spiritual tourism. A famous religious tourist attraction is Saint Catherine Monastery, 
which is situated on Mount Sinai and known as the oldest Christian monastery still in use for its original purpose. 
Mount Sinai (also known as Mount Moses) is another tourist attraction revered by Muslims, Christians and 
Jews, all of whom believe that God delivered his Ten Commandments to Moses at its summit. The religious 
complex located in Old Cairo is also a must-see. The complex contains places of worship for the three mono-
theistic religions. It includes the Ben Ezra Synagogue, the Mosque of Amr Ibn El-Aas and the Hanging Church, 
which was built on top of the southern wall of the Roman fortress of Babylon. The complex also includes the 
Abu Serga Church, which was built on the spot that sheltered the Holy Family. Historic Cairo is another popu-
lar tourist attraction; it is one of the seven UNESCO World Heritage Sites in Egypt and one of the world’s 
oldest Islamic cities, famous for its mosques, madrasas and hammams. Khan El Khalili, which is a major ba-
zaar/souk, is also located in Islamic Cairo and is a  renowned attraction for both tourists and Egyptians.

In addition to hosting some of the most iconic monuments (including Ancient Egyptian, Coptic and Islamic 
examples), Egypt’s capital Cairo, known as the city that never sleeps, offers tourists and locals alike a variety of 
nightlife venues such as clubs, bars, pubs, cafes and restaurants serving different types of cuisine. The city also has 
several shopping malls, movie theatres and the Cairo Opera House, Egypt’s main performing arts venue.

Egypt, which overlooks the Mediterranean and Red Seas, has a rich coastal and marine heritage. The 
Red Sea is home to various marine species including dolphins, sharks, turtles, dugongs and manta rays 
together with hundreds of species of fish and coral reefs. Activities are abundant, ranging from snorkel-
ling and diving to fishing, swimming or just sunbathing. Resort destinations such as Sharm El Sheikh, 
Hurghada and Marsa Alam provide excellent opportunities for diving and snorkelling. Famous dive sites 
include the SS Thistlegorm Wreck (one of the best dive sites in the world); Ras Mohammed National Park; 
Dahab Blue Hole; and Marsa Alam Dolphin House, where tourists can also swim with spinner dolphins in 
the wild. Moreover, with good weather all year-round, beautiful beaches and consistent wind, Egypt’s 
Red Sea offers several perfect windsurfing and kitesurfing spots such as Dahab, Hurghada and Ras Sudr.

Desert ecotourism is taking off throughout Egypt. Eastern and Western Desert oases (e.g. Siwa and Ba-
hariya) inhabited by Bedouin tribes provide visitors with an opportunity to experience magnificent desert 
landscapes and rock formations along with beautiful sunsets and starry skies. A number of tour operators 
provide desert safari tours along with sustainable accommodation options in ecolodges allowing visitors to 
relax and unwind in peaceful and secluded settings. Another unique desert experience is the Sinai Trail, 
Egypt’s first long-distance hiking trail. The Sinai Trail, which developed from a 220 km route taking 12 days 
to complete to a 550 km trail taking about 54 days to complete and involving eight Bedouin tribes, offers an 
epic wilderness experience to hikers from around the world while also supporting the local communities.

In efforts to boost Egypt’s tourism sector, the country’s Ministry of Tourism has launched the ‘Egypt – 
Tourism Reform Programme (E-TRP)’ which focuses on aspects such as legislative reforms, infrastructure 
and investment, promotion and revitalization and keeping pace with modern tourist trends. The programme 
aims to enhance the competitiveness of the Egyptian tourism sector and is in line with international 
standards. Additionally, Egypt will be offering international investors the opportunity to develop sustain-
able projects in untapped areas along the Red Sea and Mediterranean coasts. The country is also target-
ing new regions for tourism such as Gabal El-Galala in Ain Sokhna and El-Alamein on the North Coast, as 
part of the ministry’s tourism development strategy.

Case Study provided by Yasmine M. Elmahdy
Auckland University of Technology

A video introduction to Egypt:

Case Study:  Continued.

Video 1.3. www.youtube.com/watch?v=mfxQy5A_tHs (Experience Egypt)

http://www.youtube.com/watch?v=mfxQy5A_tHs
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Case Study: Kenya 

Kenya is situated on the equator, spans more than 580,000 km2 (224,000 sq. miles) and is geographically 
diverse, from the snow-capped mountain peaks to extensive forests to wide-open plains. A key geograph-
ical attraction is the Great Rift Valley, which features extinct volcanoes and hot springs. The low coastal 
plains along its south-east edge connect with the Indian Ocean and offer beaches, coral reefs and coral 
islands while northern Kenya has the biggest desert lake in the world, Lake Turkana. It is known for croco-
diles and the constant change of colour of its water. Highland areas of central Kenya are fertile for farm-
ing with the second highest mountain peak of Africa, Mount Kenya, surrounded by forests, rock and 
snow. Kenya’s tourism has always been nature-based with wildlife, mountains and sandy beaches that 
when combined with a well-developed tourism infrastructure of hotels, lodges, campsites and a variety 
of activities make tourism one of the country’s major economic activities.

Kenya ranked as the fifth leading international tourist destination in Africa and in 2008 won the Best 
Leisure Destination award at the World Travel Fair in Shanghai, China. In recent years, Kenya has bene-
fitted from the link to the British Royal Wedding – William proposed to Katherine during a safari trip in 
Kenya. Kenya is also considered to be a great alternative destination because of the turmoil in North 
Africa and the Middle East. Tourism in Kenya dates back to pre-independence as early as the 1930s when 
visitors and explorers visited for big-game hunting expeditions and in search of solitude. These exped-
itions were locally referred to by the Swahili word ‘safari’. The Kenyan government recognized tourism’s 
potential to contribute to revenue and soon after independence the Kenyan government encouraged 
local and foreign entrepreneurs to invest in the tourism and hospitality sector. The benefits accruing 
from investments in infrastructure and superstructure enhance tourism development and encourage 
economic diversification.

Tourism is the second largest generator of income and foreign exchange revenue with wildlife viewing 
and photo safaris being the main tourist attractions through a system of 23 national parks, 28 national 
reserves, four marine national parks, five marine national reserves and four national sanctuaries. National 
parks and game reserves form the pillar of the country’s tourism sector and account for 70% of tourism 
earnings and 10% of employment in the country. Kenya National Parks allow no human habitation and 
are controlled by Kenya Wildlife Services, funded by entrance fees charged for safaris and tours. Kenya’s 
population of 36 million people is comprised of 42 ethnic groups with their own language and culture. 
The Masaai are well known for their involvement in Kenyan tourism.

Of international visitors, 50% are in pursuit of a safari for viewing ‘the big five’, namely the elephant, rhino, 
lion, buffalo and leopard, not to mention other game such as flamingos, giraffes, hippos, warthog, ostrich or 
zebras. The big five are the central focus of most safari tours and wildlife expeditions offered within the parks. 
The most popular game park is the Masaai Mara in the western part of Kenya, which borders the Serengeti 
plains in Tanzania and witnesses the annual migration of wildebeests during the dry season (July to October).

Kenya’s beaches lined with palm trees provide the second biggest tourist attraction and can be 
found along the coastline and at the towns of Mombasa, Malindi, Watamu and Lamu Island. A glimpse 
of the Swahili culture and civilization that dates to a history of settlement 700 years old can be found 
along the coast and around the ancient ruins of Gedi and Lamu Island. Malindi provides a marine park 
ideal for snorkelling and Watamu is popular for diving, sunbathing, sailing, rowing and snorkelling.

Case Study provided by Naila Abdullah
University of Waterloo

This tourism commercial was produced to give a brief taste  
of the range of attractions for tourists in Kenya:

Video 1.4. www.youtube.com/watch?v=V_27Mn1nq8g (The Travel Channel)

http://www.youtube.com/watch?v=V_27Mn1nq8g
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Asia
Asia is the largest continent and is home to almost 
4 billion people. The vastness of the continent makes it 
difficult to do justice to the explanation of tourism 
within the Asia region. The climate is extremely varied, 
from the Arctic tundra of northern Siberia to the heat 
and humidity of Malaysia and Singapore. It is a continent 
of huge differences in wealth, education, technology and 
travel, and it would be impossible to describe tourism 
in this region in any real detail. Particular highlights 
therefore focus upon the development of tourism, the 
uniqueness of the tourism product, the emergence of 
resorts and the importance of business travel. In recent 
years, Israel, Jordan, Syria, Lebanon, Afghanistan, Iraq 
and Iran have been synonymous with war and terror-
ism, yet behind this political face lie countries with 
huge tourism potential. These destinations are at the 
heart of the Holy Land, a region noted for its appeal for 
Christian and Jewish pilgrimage and important Muslim 
centres with a deep cultural offering, yet inaccessible to 
the majority of travellers, excepting only those who seek 
dark tourism activities (travel or sites associated with 
death or tragedy) or who are domestic tourists within 
their home countries. It may be a surprise for many to 
learn that Iran has a popular and growing reputation as 
a winter sports and skiing destination for example!

The Arabian Peninsula includes Bahrain, Abu Dhabi 
and Qatar and represents an area wealthy from oil explor-
ation and a thriving tourism sector. Despite political 
troubles in some of these regions there has been significant 
investment in tourism in recent years. Dubai is famed 
for its 7* hotels and palm-shaped resorts built on con-
structed sandbanks. Bahrain and Abu Dhabi are per-
haps best known for their annual foray into Formula 1, 
an event that is heavily backed by government support 
and has created further wealth. Ferrari World in Abu 

Dhabi is an F1 and Ferrari theme park close to the Yas 
Marina F1 Circuit.

In more recent years, there has been an increase in 
the popularity of Southeast Asian destinations. Places 
popular a few years ago only among explorers and back-
packers are increasingly popular tourist destinations. 
Tourism is Cambodia’s second largest industry after tex-
tile production, and numbers grow every year, although 
they have remained close to 2 million annually since 
2007. Sites of specific tourist interest include the world 
heritage site at Angkor Wat, the capital city of Phnom 
Penh and the beaches around Sihanoukville, but Cam-
bodia also has a following among those seeking dark 
tourism experiences, with many visitors travelling to see 
the Killing Fields where up to 2 million people were 
killed at the Tuol Sleng prison under the Khmer Rouge 
regime. Neighbouring Vietnam has also emerged as a 
tourist destination in recent years, whereas Thailand, to 
the north and west of Cambodia, has been a popular 
destination for some considerable time, although this 
region has suffered as a result of the 2005 tsunami, 
which has led to the emergence of a number of commu-
nity tourism projects, one of which is featured as a case 
study later in this text. Russia and the former Soviet 
Union (FSU) also provide a further interesting discus-
sion around tourism development, exemplified in a case 
study below.

India and China, among the larger of the Asian 
countries, have in recent years entered a new phase in 
their economic development, placing pressure on some 
of the world’s more finite resources (such as fuel) as they 
enjoy greater economic independence. India has for 
many years been a country where great wealth and great 
poverty sit side by side, with many thousands of tourists 
visiting both city and beach destinations to see sites 
such as the Taj Mahal, and coastal resorts around Goa 
and Mumbai.

Destination Profile: Tourism in China

With a recorded history of over 5000 years, a geography that extends from the cold and barren Hima-
layan plateau to lush tropical beaches, 55 officially recognized minority groups (‘nationalities’), large vi-
brant cities and spectacular scenery, the world’s most populous nation has emerged as a major tourism 
destination and tourism-generating country. China is on track to become one of the largest, if not the 
largest, generator of inbound and outbound trips and expenditures. This is all the more remarkable be-
cause tourism in the modern sense was almost unknown in China until 1978. Only in that year did mod-
ern China ‘open its doors’ to the world, and then only gradually. Many places in China were closed to 
outsiders until the late 1990s, and even domestic travel was restricted.

Continued
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Throughout most of China’s earlier history, small segments of the population did travel, such as the Emperors 
and their courts, scholars, artists and traders. Some people also travelled for religious purposes or to celebrate 
festivals. Over the centuries, China was also visited by explorers, missionaries and traders. One of the most 
famous was Marco Polo, a 13th-century Venetian merchant who wrote voluminous accounts of travel along 
the Silk Road and time spent in the Mongol court of Kublai Khan. Another European visitor, Odoric of Porde-
none (Italy), also wrote about his travels in China as a missionary and papal diplomat in the 14th century. 
Such travel, of course, was different to our understanding of modern mass leisure travel but their accounts did 
generate international interest in China several centuries ago; an interest that never abated.

As waves of political unrest and wars swept through China during the 1930s and 1940s, both pleasure 
and business travel largely disappeared. The founding of the People’s Republic in 1949 by Mao Zedong and 
his followers brought an end to the wars, but also meant that tourism was substantially reduced for 30 years. 
Under the new Communist government, tourism was seen as a political tool to curry favours and friendships 
with carefully selected foreigners. Travel by international visitors was strictly controlled by governmental 
interests. Party officials chose who could visit China and what was included on their itinerary. During the 
‘Great Proletarian Cultural Revolution’ (1966–1976), even these limited forms of travel virtually vanished.

Political reform following the Cultural Revolution eventually led to what is sometimes called China’s 
‘Second Revolution’. In 1978, the Third Plenary Session of the 11th Congress of the Communist Party of 
China made a major policy shift by redirecting its attention from political struggles and infighting to 
economic modernization. The initial focus was on industry, agriculture, science and technology, and 
national defence. This change also led to the recognition of tourism as being strategically important for 
regional economic development as well as an export sector. Domestic travel was slowly liberalized and 
the promotion of China as an international destination became more market responsive. Investment into 
improving the tourism infrastructure, as well as the quality of tourism services, from public toilets to lux-
ury hotels, has grown in the years since the mid-1980s.

In the early 1990s, in response to growing demand by Chinese citizens for international tourism ex-
periences, the national government introduced a policy known as Approved Destination Status (ADS). 
ADS is a bilateral agreement negotiated between China and a potential host country, and applies only, 
but significantly, to organized tours offered by approved tour operators. Business travel and official travel 
overseas are not affected by ADS. ADS was ostensibly set up to ensure that Chinese citizens would receive 
good value and service on organized tours, because any tour operator wishing to sell to Chinese con-
sumers must be approved by the government. ADS is also a way to control illegal emigration. Tour oper-
ators receiving Chinese groups are legally and financially liable for ensuring that all members on a tour 
return to China. Sanctions, including stiff fines, are applied in the event of a tour member defecting to the 
host country. ADS is also a political tool that the Chinese government uses to reward friendly nations or 
to punish (by withholding ADS) nations with which it has disagreements.

China offers a large variety of tourism attractions including heritage and cultural sites, ethnic tour-
ism opportunities, ecotourism, scenery, cuisine, festivals and events (e.g. Beijing hosted the 2008 Olympic 
Summer Games, Shanghai hosted the 2010 World’s Fair and Guangzhou hosted the 2010 Asian Games). 
Because of its role as an economic powerhouse, China has a substantial business travel sector, with busi-
ness trips often including pleasure travel components, especially for first-time visitors. China faces signifi-
cant challenges for international tourism, including infrastructure and service levels that are sometimes 
short of international standards, substantial crowding at popular sites (including so-called ‘protected’ 
areas), complaints from ethnic populations about not being able to participate equitably in tourism de-
velopment opportunities, commoditization of traditional crafts and lifestyles, and serious environmental 
impacts and pollution. On the other hand, government interest in tourism planning and policy and tourism 
education is substantial and growing.

Destination Profile: Continued.

Continued
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Case Study: Tourism in Primorski Territory, Russia 

Russia is a very large country, with flight times of 9 hours for travellers from Vladivostok, the administra-
tive centre of Primorski Territory, to the capital, Moscow. Due to the sheer size of the country, each region is 
very different in terms of domestic and international tourism.

Much of Russia comprises cold and barren climates and landscapes, so as holidaymakers Russian 
people prefer to visit the warmer neighbouring countries with coastlines. The most visited countries for Rus-
sian travellers include Egypt, Turkey and Thailand. Tourists from the Primorski Territory predominantly 
travel to China, South Korea and Japan, as well as to destinations with warmer seas, including Thailand and 
Croatia’s Sanja Island. The Primorski Territory itself is a popular summer destination for domestic travel-
lers, attracted by its coastline and unique collection of natural resources.

Case Study provided by Natalya Martyshenko
Vladivostok State University of Economics and Services

Case Study: The Philippines 

The Republic of the Philippines is a heavily populated archipelago in Southeast Asia, comprised of over 
7000 islands. Former occupants, including Spain, Japan and the USA, as well as multiple migrant groups, 
have contributed to the Republic’s current culture. The long colonial history of the Philippines has re-
sulted in Westernization and a resulting distortion of national identity. The official languages of the 
Philippines are Filipino, a language composed mostly of Tagalog, and English, with governmental and 
educational institutions commonly operating in English. At least 180 dialects are spoken throughout the 
country and as a result many Filipinos are multilingual, speaking a local dialect, Filipino/Tagalog and 
English.

With extensive coastlines, the opportunities for nature-based coastal and marine tourism are abun-
dant. Additionally, the volcanic origin of the islands creates a variety of land formations. The com-
monly described 'hospitable' nature of Filipinos formed the basis for the 2012 department of tourism 
campaign, ‘It’s more fun in the Philippines’. The campaign encourages residents to upload their pictures 
and customize the slogan (e.g. ‘Diving – it’s more fun in the Philippines’). The idea is to promote the 

Continued

The lead tourism agency in China is the China National Tourism Administration (CNTA). Its remit 
is wide ranging, especially in comparison with many other national tourism organizations. It is 
responsible for the overall development of the tourism sector by setting policies, standards, programmes 
and legislation as well as supervising regional tourism development. The CNTA takes the lead in inter-
national marketing of China as a destination as well as the survey, planning, development and 
protection of tourism attractions such as the Great Wall. The CNTA is responsible for the collection of 
tourist statistics and their dissemination, and also oversees tourism education and training.

This video celebrates the breadth of attractions for tourists to China:

Video 1.5. www.youtube.com/watch?v=UaDaGidycTM (CNTOToronto)

Destination Profile: Continued.

http://www.youtube.com/watch?v=UaDaGidycTM
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Australasia
Australasia includes the three distinct regions of Austra-
lia, New Zealand and the Pacific Islands. All three areas 
are facing the same challenges of geographic isolation 
and are benefiting from each other. The history of tour-
ism to this region has been directly linked to the devel-
opment of transportation. Initially, it took up to  
6 months to travel by ship from Europe to the South 

Pacific. This travel time was shortened significantly by 
the construction of the Suez Canal and the invention of 
steam ships. After the introduction of jet aircraft, access 
by air once again shortened travel times, but the rela-
tively short range of the first generations of jet aircraft 
still required stops on the way. Some of the Pacific 
Islands, such as Rarotonga and Fiji, greatly benefitted 
from this need to refuel. They built long enough run-
ways for long-haul jets, and many tourists made use of 

hospitality of Filipinos as the primary difference in the Filipino tourism experience. Since its inception, 
the ‘It’s more fun...’ campaign has been highly successful with nearly 5 million tags on Instagram alone. 
The department of tourism has recently extended the standard tourist visa, allowing visitors from over 150 
countries to enter the Philippines without a visa for a period of stay of 30 days or less.

In the Philippines, many tourist areas are  accessible by domestic flights and/or ground transport. Do-
mestic flights with low-cost carriers in the Philippines are readily available as are bus and water-ferry 
options, with many carriers offering air conditioning and Wi-Fi aboard. For the more adventurous traveller, 
the local form of transportation ‘Jeepneys’ (handcrafted multi-passenger wagons) and tricycles (motor-
bikes with side carts) can be used in addition to other forms of transport to reach more rural destinations 
and/or travel within urban centres.

Some areas of the Philippines (e.g. Batangas, Bohol, Donsol) have successfully become world-class div-
ing destinations while other areas such as Palawan and Boracay have been popularized as beach get-
aways. Boracay made international news in 2018 when the government ordered a mandatory tourism 
closure for 6 months. The objective of the closure was to address and rectify environmental impacts 
linked to previously unchecked tourism growth.

For international arrivals, the laid-back attitude found in the Philippines can be quite refreshing; al-
though, when a service has been scheduled and paid for, the ‘wait and see’ approach may detract from 
the experience. Larger tour operators have call centres in the major cities and many operators have web-
sites with web bookings gaining in popularity. However, it remains common for tour bookings and commu-
nications to occur via short message service (SMS) and via social media pages. Texting or SMS is a stand-
ard and affordable form of communication within the Philippines. Although this is convenient domestically, 
foreign travellers may have difficulties creating an itinerary. To help address this communication gap, 
free SIM cards are now offered to visitors arriving at any international airport in the Philippines.

The tourism industry in the Philippines has seen significant growth in recent years. The department of 
tourism reported over 7.7 million visitors in 2018; this is up from less than 4 million visitors in 2011. The 
‘It’s more fun in the Philippines’ campaign continues to have a wide appeal and has widely increased 
the Philippines tourism brand recognition. The closure of Boracay, the extension of tourist visas and the 
free SIM cards upon arrival are just a few of the ways the Philippines is establishing its dedication to tour-
ism growth.

Case Study provided by Brooke Porter
Auckland University of Technology

Visit the Philippines campaign video:

Case Study: Continued.

Video 1.6. www.youtube.com/watch?v=IvlQ03HFihw (Go Pinoy)

http://www.youtube.com/watch?v=IvlQ03HFihw
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Destination Profile: Australia

Hall (2007a) notes that Australia’s first ‘unwilling tourists’ were an English fleet carrying 736 convicts 
to establish a new colony in New South Wales. After the turn of the 19th century, the first settlers helped 
improve the domestic infrastructure, and access to the country improved as well. In terms of tourism, 
Hall argues that farmers and squatters travelling to towns for supplies were the first domestic tourists. 
This was supported by the fact that many of these travellers engaged in leisure activities while in town, 
especially visits to local bars. Immigration remained closely linked to tourism, evidenced by the gov-
ernmental Immigration and Tourist Bureau of New South Wales, which was eventually split in 1919 
(Hall, 2007a).

Moving away from the image of a place for convicts, New South Wales was increasingly described 
with romantic images and comparisons with European landscapes, in an attempt to attract tourists 
and settlers in the mid-1800s. In Victorian times, it was then acknowledged that travel out of the con-
gested and polluted cities benefitted health and recreation, which was important for the develop-
ment of domestic tourism. The famous Thomas Cook (see above) included colonies of the British Em-
pire in his prearranged tours, paving the way for modern mass tourism.

With a size of 7.7 million km2, Australia is the sixth largest country in the world. Vast areas are red bar-
ren land – the Outback – surrounded by more fertile belts along endless coastlines. Over the past century, 
Australia has developed into a prime tourist destination, offering a wide range of attractions. After a very 
modest 173,300 tourists arriving in Australia in 1965, visitor numbers have increased steadily (Table. 1.1), 
and it is estimated that by the year 2025 more than 10 million tourists will visit the country.

the need to stop by adding a multi-day stopover in 
the islands during their journey to New Zealand or 
Australia. It was again the advance in aviation technology 
that made Australia and New Zealand accessible faster 
by offering longer-range aircraft, to the cost of the island 

destinations in the South Pacific. Today, Australia and 
New Zealand can be reached from Europe within 
 approximately 24 hours and with only one short stop 
on the way, either eastbound via Asia or westbound via 
the USA or Canada.

Table 1.1. International arrivals (1965–2025). (From Pforr and Reiser, 2017.)

Year Visitor arrivals Share of global visitor arrivals

1965 173,300 0.15%

1970 338,400 0.20%

1975 516,000 0.23%

1980 904,600 0.32%

1985 1,142,600 0.35%

1990 2,214,900 0.48%

1995 3,725,800 0.66%

2000 4,931,400 0.71%

2005 5,015,000 0.70%

2010 5,353,000 0.60%

2015 6,859,000 0.60%

2020a 8,970,000 –

2025a 10,600,000 –

aestimated

Continued
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Popular attractions include nature-based highlights, such as the Great Barrier Reef and Uluru; sites of 
significance related to the Aboriginal culture; unique ‘flagship’ wildlife species (kangaroo, koala bear, 
platypus, wombat); and a diverse culture of food and wines, often based on the cuisine of  immigrants from 
a range of countries around the world.

For travel within Australia, a wide array of transport options is readily available at a reasonable 
cost, such as flights, short- and long-haul coaches, rental cars, bush campers and motorhomes, and 
rail trips, such as the famous Indian Pacific train, travelling from Sydney to Perth.

With its Aboriginal culture, endless coastlines, the Great Barrier Reef, unique wildlife and diverse moun-
tain ranges, Australia has itself firmly positioned as one of the world’s leading ecotourism destinations. 
Ecotourism Australia has developed a suite of world-renowned certification programmes, covering ecotour-
ism, nature tourism, climate action, destination, eco-guiding and more (Ecotourism Australia, 2019), catering 
for the needs of the highly diverse tourism industry in Australia.

This short video provides a useful profile of Australia:

Destination Profile: Continued.

Video 1.7. www.youtube.com/watch?v=f58n8o3nUQk  
(IMMagine Immigration Australia)

Destination Profile: New Zealand

The history of tourism in Aotearoa, New Zealand, dates back to the middle of the 19th century. It was 
mostly rich and famous Europeans that travelled to the ‘land of the long white cloud’ to experience the 
natural beauty of this country. A trip from Europe entailed a long journey, which took up to 6 months 
prior to the opening of the Suez Canal. Facilities were almost non-existent, and the main attractions were 
natural wonders, such as the Pink and White Terraces at Rotomahana (which were destroyed by the erup-
tion of the volcano Mount Tarawera in 1886), Milford Sound (still one of the country’s top attractions), 
the Waitomo Glowworm Caves, and hot springs around Rotorua (Collier, 2011).

Similar to other parts of the world, the 20th century saw significant growth and development of the 
tourism industry. At a very early stage, New Zealand was cognizant of the potential of tourism, and the 
government established the New Zealand Department of Tourist and Health Resorts in 1901, which was 
the world’s first governmental tourism department. It also established overseas offices in Sydney and 
Melbourne, and 1922 was the first year when visitor numbers were recorded. The year ending March 
1922 saw a total of 8050 international visitors. Famous travellers to New Zealand include Mark Twain, 
George Bernard Shaw and Rudyard Kipling.

Interrupted by the two world wars, tourism developed steadily, and was well established by the 
1980s. Visitor numbers increased significantly, and air links to the country became faster, more conveni-
ent and more affordable. The tourism industry matured, with accommodation facilities, transport and 
attractions developing into a sizeable product range.

In the early 1990s, the government envisaged international visitor arrivals to reach the 3 million 
mark by the beginning of the new millennium; a figure that was overambitious and revised later. In 
fact, in the year 2000 the total of international tourists barely passed the 1.5 million mark and has 
stagnated around the 2.5 million mark since 2005. The 3 million mark was finally reached in 2015, 
and 2018 saw 3,821,658 visitors entering New Zealand (Stats NZ, 2019).

Access to the remote country was historically quite difficult, by predominantly expensive ship and 
multi-stop air journeys. However, today New Zealand is very well connected by a remarkably high number 
of internationally operating airlines for a country of its size, and by several smaller Pacific Island carriers.

Continued

http://www.youtube.com/watch?v=f58n8o3nUQk
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Destination Profile: The Pacific Islands

The islands of the South Pacific can be divided into three main groups: Melanesia, Micronesia and Poly-
nesia. Melanesia includes Fiji, New Caledonia, New Guinea, the Solomon Islands, Vanuatu, Maluku 
 Islands and the Torres Strait Islands. The Federated States of Micronesia (FSM) consist of the Marshall 
Islands, Palau, the Commonwealth of the Northern Mariana Islands, Nauru, Kiribati and the US territories 
of Guam and Wake Islands. Finally, Polynesia includes the nations of Samoa, Tonga, Tuvalu, the Cook 
 Islands, Niue and Tokelau. The Hawaiian Islands and the Easter Islands are also considered Polynesia, 
despite them being much more isolated.

France is the only European nation that is still closely linked to their former colonies in the South Pa-
cific, and the only European airline regularly flying to the region (Papeete) is Air France. Other nations of 
the South Pacific are very closely linked to New Zealand. For example, the Cook Islands are a self-govern-
ing former territory of New Zealand but are still using the New Zealand dollar as their currency. New 
Zealand’s largest city, Auckland, is also home to the world’s largest Pacific Islander population outside 
the islands. Many of the Pacific Island states are too small to sustain their own airline and are thus highly 
dependent on airlines from Australia and New Zealand for regular access (Taumoepeau, 2009). Excep-
tions are Air Pacific of Fiji and Air Tahiti Nui of Tahiti, both of which provide services to Australia and New 
Zealand, as well as to the USA and, in the case of Air Tahiti Nui, onward services to France. Other island 
groups have their own domestic carriers (such as Chathams Pacific in Tonga) but are reliant on foreign air-
lines for overseas access.

Tourism in these three island groups is as diverse as the islands themselves. The small nation of 
Niue (population approximately 1625) welcomes less than 5000 visitors a year, while Fiji (population of 
almost 850,000) registered more than 630,000 tourist arrivals in 2010 (Fiji Bureau of Statistics, 2012).

The South Pacific is famous for its pristine beaches, tropical vegetation and friendly, welcoming people. 
Tourism products mirror this image, and among the most popular tourism activities are scuba diving and snorkel-
ling, sailing, beach activities, marine wildlife watching, cultural activities and shows, fishing and cruising. There 
is also an increasing interest in ecotourism, featuring the natural assets of the islands, as well as educational 
experiences about the culture of the local populations. Tourism in some of the islands suffers from political 
instability, such as in Fiji, and from climatic extremes, such as typhoons and tsunamis. Climate change and the 
related rise in sea levels is a major concern for many of these low-lying islands. Some of the outer islands of 
Tuvalu, for example, are losing their vegetation cover as waves breach fringing reefs. Beach erosion is another 
threatening effect, often exacerbated by the extraction of sand for building materials (Milne, 2008).

The main attractions of New Zealand are still based on its outstanding natural beauty and the culture 
of its indigenous Māori. However, there is an increasing trend towards culinary and wine tourism and sports 
tourism. Since New Zealand consists of three main islands, it is no surprise that coastal and marine tourism 
products form a significant part of the tourism industry, including yachting and boating, fishing, surfing, 
marine wildlife viewing, kayaking and many more water- based activities. New Zealand is often compared to 
North America, having similar natural features (mountains, lakes, rainforests, deserts, coasts), but at much 
smaller distances from each other. The South Island city of Queenstown has established itself as the ‘Ad-
venture Capital of the World’. Here, visitors can engage in a vast array of adventure activities, including sky 
diving, skiing, jet boating, bungy jumping, mountain biking and many more.

This short video welcomes visitors to New Zealand:

Destination Profile: Continued.

Video 1.8. www.youtube.com/watch?v=Atf_Af1q_5w (100% Pure New Zealand)

http://www.youtube.com/watch?v=Atf_Af1q_5w
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Europe
As suggested earlier, the history of tourism within Eur-
ope is arguably the best known of the major regions of 
the world. The chronology of tourism within Europe 
also tells the reader much about the socio-cultural 
development of the continent as a whole. Although this 
chapter discusses some major countries across five con-
tinents, each smaller country within those regions also 
has its own history to tell, and that history can often 
not be separated from the story of travel and tourism.

A shared European heritage, that of the Roman con-
quests, perhaps tells the first story of travel on the contin-
ent, as the Romans travelled across Europe around 50 bc, 
seeking to colonize new lands and to grow their Empire. 
Their civilized lifestyle and sophisticated buildings soon 
offered a new culture that encouraged peaceful travel 
within and across the Empire. Even the civilizations ori-
ginally attacked and displaced by the conquests soon 
began to benefit from better housing, employment and a 
recognizable pan-European economy. The investment 
made by the Romans in roads, leisure facilities, events and 
retail made the Roman Empire ripe for safe exploration 
and provided a perfect environment for tourism to thrive.

The period of history known as the Dark Ages is rather 
lost to the history books, but it does describe a time of tribal 
violence. The only evidence of any travel at all at this time 
is found through the lives of the early saints, who travelled 
across Europe and built early ecclesiastical settlements, 
which may well have offered safe refuge to other travellers.

It was not, then, until the Middle Ages that travel was 
considered a part of the underpinning fabric of life, and 
the Canterbury Tales, written by Geoffrey Chaucer in the 
13th century, recounts the lively exploits of a group of 
pilgrims on their way to Canterbury in England. The 
story depicts the wider notion of pilgrimage and many 
religious sites made the most of the income-earning po-
tential of the pilgrim. Perhaps the earliest examples of 
tourism businesses can be found in the inns and hostel-
ries of 13th-century Europe and the religious destin-
ations where pilgrims queued to pay for prayers to be said 
on their behalf. Indeed, Durham Cathedral in England had 
nine altars built especially for this purpose! This growth in 
travel (in many ways linked to the Crusades in the Holy 
Land, from where many relics were brought back, further 
encouraging pilgrimage) had a true economic impact seen 
through the development of hospitality businesses.

The 16th and 17th centuries saw a growing recogni-
tion of the potential health benefits of spa waters and sea 
bathing. This activity was enjoyed by the travelling classes 

(those who could afford to travel in some luxury, as 
 opposed to those who made pilgrimages on foot) as early 
 as 1550. As confidence grew in the safety of travel and the 
upper classes sought education and cultural awareness 
through travel, an activity referred to as ‘The Grand Tour’ 
became an established travel activity for the wealthy. There 
is a certain irony to the notion that many of the major mu-
seums in Europe include collections that were brought 
back from The Grand Tour, furthering again the growth of 
a more localized tourism industry. By the Victorian era 
many of these collections were presented for public display.

By the 1800s, social change had gripped Europe 
and the consequences of the industrial revolution had 
led to the development of the steam engine. In 1841, 
Thomas Cook took a group from the Temperance 
Movement for an 11-mile day trip by train to Lough-
borough. The event was quite popular – and profitable –  
and from this humble event, mass tourism was born. 
Originally, the cost of travel was prohibitive and seaside 
resorts attracted only wealthy visitors, but welfare re-
form and annual holidays, together with better pay, led 
to a growth in train travel to coastal resorts. This then 
created a cultural phenomenon whereby travel and hos-
pitality were still very much divided by class and afford-
ability but promenading on the seafront had become an 
activity in which these classes merged, and the seaside 
resort became an aspirational opportunity for escapism.

The effects of the first and second world wars pro-
foundly changed the nature of the world economies and 
such was the speed and ferocity of this change that the na-
ture of the class divide changed forever. Contributory fac-
tors included the loss of servants who had gone to fight and 
the commandeering of large aristocratic houses for military 
purposes. Tourism stopped as trains and ships were requisi-
tioned for the war effort and petrol was rationed. Suddenly 
these great houses and estates were no longer well managed 
and were often damaged in the war effort. After the war 
there was a time of austerity across Europe, and by the time 
the economy started to flourish again the contribution 
made by the war effort to the development of aircraft 
opened up many new tourist destinations.

In the 1950s and 1960s, with the rise of commercial 
air travel, especially by jet aircraft, there was a growing 
interest in overseas travel, with many people in northern 
Europe visiting foreign countries and abandoning domestic 
seaside resorts, which subsequently fell into disrepair. The 
few grand houses that were left either struggled on as private 
homes or were opened to the public as tourist attractions. 
Increasing car ownership, together with the building of 
motorways in the 1970s, meant that independent travel 
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and day trips also became features of the European travel 
industry. From the 1950s onwards there was a growing 
interest in camping, and caravan ownership became popu-
lar. This created a demand for tourism that was an-
swered by a growth in attractions, particularly pleasure 
parks, gardens and historic houses. The increased interest 
in history and culture and the popularity of these historic 
sites also led to a growth in the number of museums.

As tourism became recognized as an economic 
driver in the 1970s and 1980s, investment in attractions 
continued and this led in the 1990s to the start of many 
major regeneration projects with a strong focus on 
tourism, and a growing awareness and interest in cul-
ture and heritage. Tourism investment has steadily 

grown in Europe over the last two decades, but perhaps 
the best note to finish on here, that demonstrates better 
than any other example the importance of travel in 
Europe today, has been the £6 billion investment in the 
Channel Tunnel Rail Link that has improved access be-
tween the UK and the rest of Europe, has regenerated 
the famous St Pancras Station and Hotel and has led to 
an economic impact of more than £12 billion along the 
rail-link corridor. This project, called High Speed 1, 
represents the biggest investment in rail travel in the last 
100 years, and has happened at a time when similar in-
vestment has been made in airports across Europe to 
create welcoming travel terminals that are, themselves, 
as much of a destination as the places that they lead to.

Case Study: Spain 

The Spanish mainland is situated in south-western Europe, with overseas territories such as the Balearic 
and Canary Islands situated in the Mediterranean and Atlantic Oceans, respectively. Spain is a favourite 
with tourists worldwide, and one of the most popular tourist destinations in Europe.

Due to the terrain and the widespread geographical location of Spain and its territories, Spain is fortunate 
to ensure there is an all-year-round tourist offer. The Canary Island’s location off the coast of Africa guarantees 
hot weather over the course of the year and even during the British winter months, securing itself as a favourite 
‘winter sun’ destination, in addition to mountains on the mainland being popular skiing destinations.

Modern-day, mass tourism in Spain began during the 1960s, and Spain has gradually established itself 
as a favourite holiday destination among tourists – primarily because it lives up to the ideal associated with 
the typical package holiday: sun, sand and sea (SSS). Although Spain is well known as a mass tourism destin-
ation, Spain’s consumer offer is extremely broad, and boasts a wide range of art, cultural and entertainment 
products, suitable for people of all ages. The main Spanish cities, towns and islands such as Ibiza boast a 
great (albeit sometimes criticized) nightlife – something potentially more appealing to a younger audience.

Despite the ‘booze cruise’ offering, Spain boasts the second greatest number of UNESCO-designated 
World Heritage sites, in addition to a number of museums including the work of the famed artist Pablo Pi-
casso, thus boosting their cultural offering and opening themselves up to a slightly different audience. To 
further increase the Spanish cultural offer, a number of festivals based on key figures in the Spanish heri-
tage are held throughout the year. The religious nature of Spain is also something that can be considered 
an important tourism asset, as a small number of churches are regarded as some of the holiest in the world.

Spain also has a somewhat substantial sport- tourism offer, spanning a number of different sports. Spain 
is home to La Liga, one of the most prestigious football leagues in world football with two giants of the 
football world, Barcelona and Real Madrid. Spain is also a nation proud of its status within the world of 
motorsport, especially Formula 1 and Moto GP, where spectators can enjoy seeing home- grown talent 
across both sports in races at circuits such as Cataluña, Valencia, Jerez and Aragon.

Case Study provided by Sam Royston
University of Wolverhampton

Images of Spain to showcase highlights for tourists:

Video 1.9. https://youtu.be/5vUIVs13t8k (Spanish tourist board)

https://youtu.be/5vUIVs13t8k
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Case Study: Germany

Situated in central Europe, Germany is an almost completely landlocked nation, with the exception of 
the North Sea and Baltic Sea in the north. Germany is currently rated as the second-most popular tourist 
destination in Europe.

Tourism trends in Germany differ from the mass tourism movements, with a key trend being city breaks, 
as overnight stays and short trips to the main German cities have become increasingly popular. In 2010, the 
number of overnight stays in Germany reached 380 million, a number comprising 320 million domestic tour-
ists, making Germany the strongest country for internal tourism in Europe.

Culture is an element that plays a key role in the German tourism product, a country that is ranked 
by Europeans as the second-most popular destination for cultural travel. The arts, culture, architecture 
and the idyllic German sights and attractions, such as the typical towns and villages, make Germany par-
ticularly attractive to international visitors. Germany is also able to further expand its tourist offer into 
the niche of dark tourism, with Second World War concentration camps such as Bergen-Belsen.

Similar to Spain, Germany also has a considerable sporting offer, especially within the realms of foot-
ball and motorsport. German football teams such as Bayern Munich and Borussia Dortmund regularly 
feature in European competitions, thus supplying a great base for sport tourism.

A key area for tourism in Germany is Bavaria, a region in the south of Germany. Due to its geograph-
ical location, Bavaria is described as having the best of both worlds with regards to the climatic con-
ditions, as hot summers make it a domestic and international tourism honeypot, and the cold, ‘white 
winters’ enable international tourists to experience the German winter and the renowned German 
Christmas markets and winter sport opportunities. This ensures that there is an all-year-round op-
tion for tourism and tourist niches. The geographical landscape is dramatic, and the health tourism 
that is generated from the lakes in the mountainous regions is certainly seen as a pull factor, in add-
ition to picturesque attractions such as Schloss Neuschwanstein, the famous ‘Disney Castle’. Bavaria 
is a culturally proud region, and renowned festivals such as Oktoberfest enhance the tourist appeal as 
tourists desire a taste of Bavarian culture. The eco-friendly and green nature of Bavaria is something 
that ties in with the Bavarian way of life but is equally attractive to ecotourists, while the technologic-
ally advanced developments within the region, particularly in Munich, are also complementary to the 
visitor experience.

Case Study provided by Sam Royston
University of Wolverhampton

 This video gives an overview of the range of attractions for tourists to Germany:

Video 1.10. www.youtube.com/watch?v=__FYnJxBCz8 (German National Tourist Board)

Case Study: Croatia 

In 2018, Croatia welcomed an impressive 86 million visitors. The country has a long-established history of 
tourism, with the first hotel Villa Angliolina opening in 1844 and tourism first becoming formally managed 
and organized in 1868. Croatia has long been dominated by investment from foreign countries, and most 
of the hotels that were developed in the first few decades of tourism were owned by foreigners. As the Euro-
pean economy recovered between the two world wars, Croatia welcomed 80% of its inbound visitors from 
Czechoslovakia, Hungary, Austria, Germany, Italy and England.

Continued
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In 1926, over 1 million overnight stays were recorded for the first time, and in 1929 there were more in-
bound tourists than domestic. As the socio-economic benefits of tourism were recognized by regional and na-
tional government, more formal legislation was introduced to support the growth of tourism and hospitality.

It wasn’t until 1952, 7 years after the end of the Second World War, that tourism began to develop 
more rapidly, but investment was limited now that Croatia was a part of the Socialist Federal Republic of 
Yugoslavia and the country struggled to compete with western European nations. The situation was 
compounded as highly skilled and qualified workers emigrated, although this also provided an opportun-
ity for homeowners to rent out affordable empty homes to visitors. By the 1980s, the Croatian coast had 
become a popular mass tourism destination. Although tourism figures were in excess of 10.5 million visit-
ors by the end of the 1980s, the Croatian War of Independence (1991–1995) brought this growth to an 
abrupt end as overnight stays fell by 75%.

A slow recovery followed; now independent, Croatia was attractive to overseas investors. By the early 
2000s tourism was making a significant contribution to GDP and that growth has continued steadily. It 
has been suggested that Croatia benefitted significantly from joining the European Union in 2013 as this 
enabled further investment in the economy. There are still opportunities to develop much of Croatia’s 
coastline for tourism, and investment today tends to focus on high-quality and luxury products.

 This video introduces Croatia as seen through the eyes of  
some of its famous nationals:

Video 1.11. www.youtube.com/watch?v=0XbIR7e9PYM (Croatia Full of Life)

Case Study: Continued.

North America

Destination Profile: Canada

The development of Canadian tourism is linked to the emergence of Canada as a nation. In the 1880s, 
the Canadian government was hoping to extend the dominion of Canada from the Atlantic to the Pacific. 
The territory that is now known as British Columbia agreed to join the rest of the young nation, rather 
than being annexed by the USA, in return for the construction of a railway that would link British Colum-
bia to the rest of Canada. The federal government agreed and gave the job of building the railway to two 
railway firms, Canadian Pacific (CP) and Canadian National. The Rocky Mountains were a major obstacle, 
and explorers were sent into the mountains to find a route. In doing so, three railway workers discovered 
hot springs, which became the nucleus for Banff.

When Cornelius Van Horne, General Manager of CP, visited the area to inspect the progress of his 
railway, he recognized the potential of the hot springs to generate visits to the region – via his railway, of 
course. When he saw the area, he allegedly uttered the famous line, ‘Because we can’t export the scen-
ery, we’ll have to import the tourists’. He wrote a letter to John A. MacDonald, the Prime Minister, outlin-
ing a vision to develop the Rocky Mountains as a major destination, similar to European hot springs and 
spa resorts. MacDonald hoped, in particular, that bringing visitors from abroad to enjoy the hot springs 
in the Rockies would bring substantial wealth to the then-new nation. The Prime Minister liked the plan 
and eventually granted CP perpetual leases at each of the major scenic points along its route so that CP 
could build resort hotels. He also directed that land around the hot springs in Banff be protected in what 
became, in 1885, Canada’s first national park.

Because of Canada’s size and often rugged terrain, transportation has been a particularly important 
element in the development of tourism. Over time, interurban train travel has declined to the point where it 

Continued
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now carries only about 1%–2% of all intercity passengers. Motorcoaches carry about the same  percentage 
as trains, although intercity bus routes are quite important for some rural regions that lack train or air link-
ages. Airlines have grown in importance since the 1960s, driven in part by the vast size of Canada. Today, 
airlines carry about 12%–15% of all intercity passengers. Most other travellers use private automobiles.

Today, tourism is a major contributor to the Canadian economy, supporting more jobs than 
the automotive manufacturing industry, forestry, fishing, mining or agriculture. However, the federal 
government did not recognize the potential importance of tourism until the unexpected success 
of the 1967 World Fair in Montreal. That event marked the emergence of Canada as a popular 
international destination and also triggered federal involvement in tourism marketing and policy 
development.

Canada is best known for its natural environment, although visits to parks and protected areas rep-
resent only a small percentage of all tourism activities. Much tourism is focused on cultural activities and 
attractions, including culinary tourism, as well as meetings and events and sightseeing. Visiting friends 
and relatives is the dominant purpose of domestic travel. Canada is also a leader in various forms of 
 nature-based tourism including wildlife viewing, fishing and hunting, rafting/canoeing, camping and 
 hiking. Responsibility for the promotion of tourism is shared between the federal government (through 
the Canadian Tourism Commission), the provincial and territorial governments (provincial tourism 
 ministries) and municipalities.

The federal government takes the lead in promoting Canada as an international destination as well 
as in the role of supporting a  national statistical system and formulating tourism policy. The provinces do 
some international marketing but play a lead role in promoting domestic tourism, especially inter-provin-
cial travel. The provinces also conduct province-specific research and promote provincial planning for 
tourism, and they cooperate with the Canadian Tourism Commission in international marketing and 
tourism statistics. The Canadian Tourism Human Resource Council provides guidance for the training and 
certification of front-line tourism employees and seeks to raise awareness of tourism as a potential career 
path. However, its activities are only advisory and any implementation of its  recommendations is volun-
tary. Most tourism training and education is at the discretion of individual colleges and universities as 
well as in-house training programmes in larger tourism enterprises.

Canada shared by Canadians:

Destination Profile: Continued.

Video 1.12. www.youtube.com/watch?v=cotGh4Lu29M (Tourism Canada)

Destination Profile: United States of America

The USA is one of the world’s most important destinations both in terms of visitor volumes and receipts. 
It has also been the source of substantial innovation in tourism. As in Canada, the railways were the 
stimulus for much interurban travel in the 19th century, which was replaced gradually by the rise of the 
automobile. Although the automobile was a German invention, Henry Ford is credited with developing a 
manufacturing process (the assembly line) that permitted the mass production of inexpensive automobiles. 
Since the 20th century, the automobile has been the premiere mode of intercity travel. In the 1950s, to 
support the dramatic growth in automobile travel, the federal government and state governments devel-
oped a massive interstate network of limited- access highways: the Interstate Highway  System. Although 
this network provides important infrastructure for domestic travel, a less-known motivation behind its 
creation was to improve the potential for ground transportation of US military in the event of an invasion. 

Continued
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Destination Profile: Continued.

Moreover, many stretches of the Interstate network were designed so they could serve as emergency 
landing strips for military aircraft.

Historically, the USA has been a leader in tourism innovation. Beyond pioneering the mass produc-
tion of cars, the USA created numerous other innovations. The Wright brothers invented the first 
heavier-than-air powered aircraft in 1903. The Wright brothers envisioned applications of their inven-
tion to be primarily in the realms of military service and air cargo. The idea of a passenger service was 
slow in developing, but with the rise of comfortable jet aircraft in the years after the Second World War, 
commercial passenger services, especially international services, dramatically opened the world to 
 travellers.

The US banking system also led the way in the development of credit cards such as VISA, MasterCard 
and American Express, without which much modern tourism would be unthinkable. Although there is con-
siderable debate about whom to credit for the invention of the ATM (automatic teller machine), a num-
ber of US financial institutions played key roles in the development. ATMs, along with credit and charge 
cards and travellers’ cheques, have created a virtually borderless world for many financial transactions.

The USA also developed the concept of national parks, quickly emulated in a number of other na-
tions, as well as the modern theme park. Although pleasure grounds and amusement parks have a long 
and complex history involving many nations, Disneyland in Anaheim, California, presented an integrated, 
high-quality vision and experience. The recreational facility combined excellent design, high-quality ser-
vice, state-of-the-art attractions and rides, integrated with film production and television programming 
to produce a new type of entertainment attraction.

One of the reasons for the dominance of the USA as a tourism destination is the diversity of product 
offerings available. Virtually every broad category of attraction or tourism experience can be found 
somewhere within the borders of the USA – from mountain wilderness to luxury tropical resorts, sports to 
cuisine, spiritual retreats to mega sports events. Certainly, the geographical size and diverse topography 
and climate of the USA help to support this, as well as the relative independence of the tourism sector. 
Unlike most other nations, the US federal government has virtually no role in the promotion of tourism 
or the development of tourism policies and products (beyond very specific facilities such as some 
museums, historic sites and national parks). The US Travel and Tourism Administration, a division of the 
US Department of Commerce, supports tourism as an export sector for small and medium-sized enterprises 
through research, policy and funding programmes. It also facilitates collaborative marketing initiatives 
with key tourism firms aimed at the international market (but does no marketing itself), and also main-
tains a modest tourism statistics programme.

Tourism marketing in the USA is done by individual states, cities and private firms – with substantial 
variations in the size of budgets and sophistication of marketing across the players. For example, the city 
of Las Vegas has a marketing budget that exceeds the budget for many nations. On the other hand, de-
pending on the political environment, some states have, on occasion, terminated their tourism marketing 
activities (usually only to restart at a later date).

There is no central organization responsible for guiding tourism education and training, although the 
USA has numerous industry bodies, such as the American Hotel and Motel Association, which offers cer-
tification for students who complete programmes of study. Tourism research and education is concen-
trated in a number of public and private universities and colleges, particularly the so-called land grant 
schools as well as schools featuring hospitality programmes.

For more information about DMOs in the USA visit the following link:

Video 1.13. www.youtube.com/user/YourDiscoverAmerica (Visit The USA)

http://www.youtube.com/user/YourDiscoverAmerica


An Introduction to Tourism

23

Destination Profile: South America

South America is dominated by Brazil, a country with much to offer for travellers to the region yet in many 
ways underdeveloped. It received low scores for safety and security (130th in the Travel and Tourism 
Competitiveness Report, 2009) and only marginally better scores for the quality of roads, ports and rail-
ways. Although most Brazilians travel within their own country for tourist activities, outbound travellers 
tend to visit Europe or other South American countries. Less than a quarter visit North America, yet it is 
the Americas as a whole that produce the greatest number of inbound tourists to Brazil. Colombia, Chile 
and Argentina are the other popular destinations.

Colombia has seen increased inbound tourism in recent years; after being blighted by gun crime and 
travel warnings it has, in recent years, benefitted from government crackdowns on terrorists and the drug 
trade, although travellers are still advised to use caution. Coastal resorts and the Tayrona National Park are 
popular among wildlife tourists, while the many traditional festivals and colonial towns also draw people 
to the destination. Chile, by contrast, capitalizes on its ancient history and artefacts such as the statues on 
Easter Island, on its winter sports offer through the snowy central Andes and on the lakes and volcanoes of 
the north. Buenos Aires in Argentina is a major honeypot as a result of its warm climate and beaches, al-
though nature tourism is also popular and, like many South American countries, the increasing popularity 
of South American wines has led to a growth in wine tourism. Argentina and its neighbour Brazil share the 
Iguazú National Park and World Heritage Site. The Peninsula Valdez is a prime wildlife viewing destination 
(whales, dolphins, penguins, birds, elephant seals). The south tip of the country, Fireland, attracts nature 
tourists, and the world’s southernmost city of Ushuaia is a major base port for cruises to Antarctica.

The continent as a whole is home to numerous UNESCO World Heritage Sites; its ancient history, 
beaches, lifestyle and countryside form the basis for a growing domestic and international tourism mar-
ket. Many visitors engage in walking trails and hiking and many of the famous historic sites can only be 
reached on foot, yet some South American countries, such as Bolivia and Uruguay, receive relatively small 
visitor numbers. Perhaps Peru offers the best mix of South American culture, being famed for its gastron-
omy, its cultural tourism offer and its adventure tourism resources, as well as beaches and luxury travel. 
Skiing, dune-buggy driving and trekking (the Inca trail is a particularly well-known route) are the most 
popular adventure tourism activities, and the area benefits from three distinct geographical areas (coast, 
sierra and jungle) that lend themselves to very different tourism activity.

Destination Profile: Brazil

The Federative Republic of Brazil covers an area of around 8.5 billion km2 and is home to 202 million in-
habitants (IBGE, 2019). It is divided into 26 states and one federal district (Brasilia, the capital) which are 
divided into 5560 municipalities. It is the fifth largest country in South America and the only one on the 
continent that has the Portuguese-like official language. By 2018 it had the ninth largest GDP in the 
world, at $US2.14 trillion. Its main export products are primary, such as iron ore, steel, soybeans, sugar-
cane, coffee, beef and chicken. In turn, the main import products are electronics, medicines, vehicles, 
automotive parts and aviation equipment.

The tourism public management system in Brazil began to be structured in the 1960s and gained 
momentum with the creation of the Brazilian Tourism Institute (EMBRATUR) in 1966. In 2003 the Min-
istry of Tourism was created as the highest body of the national tourism organization. It is responsible 
for developing the National Tourism Plan, revised and updated every 4 to 6 years. Due to its dimension, 
the country is divided into 291 tourist regions, which are composed of 2175 tourist municipalities 
(Ministério do Turismo, 2016). Each of the states and municipalities has autonomy to develop their 
 tourist destinations based on the guidelines of the National Tourism Plan.

Continued
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The four main international tourist attractions of Brazil are the cities of Rio de Janeiro with its beau-
tiful beaches, Christ the Redeemer Statue and the Sugar Loaf mountain; São Paulo with its numerous 
international fairs and events that position it as Brazil’s economic capital, and bustling nightlife; Salvador, 
in the State of Bahia, which has historical heritage from the colonial Brazil era (1500–1822), beaches, 
gastronomy, hospitality and multiculturalism; and the city of Foz do Iguaçu, bordering Argentina and 
Paraguay, with the Iguaçu National Park and its famous Iguaçu Falls – a UNESCO World Heritage Site.

Brazil’s international tourist receipts in 2018 were 6.62 million. A total of 58.8% of the tourists were 
motivated by leisure, and the sun and beach motivated 71.7% of them (Ministério do Turismo, 2019a). 
In 2018, Brazil had foreign exchange revenues of $US5.92 billion. The top five origins of international 
tourists to Brazil are Argentina (39.80%), the USA (7.21%), Chile (5.19%), Paraguay (5.11%) and Uru-
guay (4.98%) (Ministério do Turismo, 2019b). These five countries are responsible for 60% of Brazil’s 
inbound tourism flow, showing strong regional dependence on Argentina (Ministério do Turismo, 2019b). 
The city of São Paulo is the gateway to 32.5% and the city of Rio de Janeiro to 20.5% of these tourists. 
However, the mega events the country has hosted in recent years (XXVIII World Youth Day, 2013; FIFA 
World Cup, 2014; and Olympics Games, 2016) were not enough to create stable demand with consistent 
growth. The great distance from the main markets, the image of insecurity and poorly developed infra-
structure are some of the difficulties faced by Brazil’s tourism providers.

The Brazilian population is known for warmly welcoming international tourists. In a recent survey, 
international tourists rated Brazilian hospitality as the main positive item, followed by the categories of 
tourist services, gastronomy and services of professional tourism guides (Ministério do Turismo, 2019a). 
For a long time, Brazil had an image related to soccer, carnival, samba, beaches, and beautiful and cheer-
ful people. This image began to change in the mid-1990s with greater professionalization of the public 
tourism sector and new strategies and marketing campaigns promoted by the Brazilian government 
(Panosso Netto and Trigo, 2015).

There is also an extensive domestic tourist flow: in 2018 there were 95.5 million domestic air arrivals. 
Estimates indicate that the number of road trips is even higher, showing that domestic tourism is a 
major driver of Brazilian tourism. A study showed that 62.8% of domestic travellers stayed with rela-
tives and friends and that only 17.3% of tourists used air transportation, confirming that around 80% of 
domestic trips in Brazil are made by road (FIPE, 2012).

The growing importance of the travel and tourism sector has encouraged the strengthening of aca-
demic tourism education in Brazil. During 2000, the country had 1000 undergraduate tourism courses with 
almost 90,000 students. Today it is estimated that there are around 300,000 trained professionals work-
ing in tourism (www.abbtur.org.br). In 2019, there were also 11 postgraduate programmes, all of which 
offered Masters courses and five offered PhD courses. These programmes are associated with the Na-
tional Association for Tourism Research and Postgraduate Studies (ANPTUR), which is responsible for 
holding the largest scientific tourism seminar in Brazil and one of the largest in Latin America each year.

According to Panosso Netto (2016) the main challenges for the tourism and travel industry in Brazil 
are also its main opportunities: projecting a positive image of the country, making new investments in 
infrastructure, attracting international tourists and investors, increasing the number of domestic tourists, 
training professionals and establishing a strategic agenda for tourism.

Case Study provided by Alexandre Panosso Netto
University of São Paulo, Brazil

‘Brazil Sensational’ campaign video:

Destination Profile: Continued.

Video 1.14. https://www.youtube.com/watch?v=GJomvUO2nRw (Visit Brazil)

http://www.abbtur.org.br
https://www.youtube.com/watch?v=GJomvUO2nRw
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Defining Tourism

Much has already been said about tourism in the open-
ing pages of this book, but this may make it no easier to 
define. Many definitions have been offered for tourism, 
and most focus upon the idea of travelling somewhere 
and staying away from home, but this neglects many 
touristic activities. Defining the subject area is also fur-
ther complicated by its rather complex interrelationship 
with other sectors that may be commonly referred to as 
‘leisure’ (but this does not consider business tourism) or 
‘recreation’ (but tourism is not found within this defin-
ition), or seen as a part of the hospitality sector, a notion 
that is especially prevalent in Asian regions.

Starting from the premise that tourism, like hospitality, 
events, leisure and recreation, is indeed part of the service 
sector, it may be useful to first establish what these sectors 
have in common, as they share certain characteristics:

• Intangibility: there is little in the service sector that 
is tangible; the very nature of ‘service’ implies ‘experi-
ence’ rather than ‘product’. That is, purchases can 
rarely be touched or tasted, although components of 
the service may very well be tangible (beds, aircraft 
and food, for example). The experience is usually in-
tangible, but it requires tangible products and facil-
ities to produce those experiences.

• Heterogeneity: due to the nature of ‘service’ every 
experience is different, based upon people and 
facilities and upon consumers’ previous experi-
ences and expectations.

• Inseparability: services have to be consumed in situ. 
Unlike a tangible product, which can be taken 
home, a service has to be consumed where it is 
offered, explaining the need for souvenirs, to take 
home a little memory of the experience.

• Perishability: services are only available at one 
point in time and cannot, therefore, be kept in 
storage or stockpiled.

• Lack of ownership: this final characteristic 
 unquestionably demonstrates a key issue in the 
service sector, because there is nothing to own and 
the value is therefore ascribed to experiences, 
which directly influences activities and decision- 
making.

Further complication is added by the close links 
between ‘travel’ and ‘tourism’ where the crossover is 
arguably difficult to identify. Some clarity is offered in a 
model proposed by Leiper (1979) known as the Tour-
ism System (Fig. 1.1).

What the model shows is the relationship between 
the areas where people travel from and where they travel 
to, and it is the transit route in the middle that defines 
the travel element of tourism. This is not to be confused 
with travel when it is a part of the tourism experience –  
taking a ride on a steam railway or enjoying a river 
cruise – where travel becomes tourism.

The tourism system does help to contextualize 
other subsectors though, which will be dealt with in 
more detail later in the book. In this text there is a 
general assumption that hospitality refers to the com-
monly accepted notion of accommodation, food and 
drink, notwithstanding the welcoming notion of hos-
pitality as a theme that runs throughout the sector; 
there also needs to be some recognition of the role of 
hospitality within tourism attractions and destin-
ations. Events likewise take place within destinations 
and are often a part of a tourism product. This is sup-
ported by Medlik and Middleton (1973) who define 
it thus:

As far as the tourist is concerned, the product covers the 
whole experience from the time he leaves home to the 
time he returns to it … the tourist product is not an 
airline seat or a hotel bed or relaxing on a sunny beach. 
… but rather an amalgam of many components. … 
Airline seats and hotel beds are merely elements or 
components of a total tourist product which is a 
composite product.

Transit Route Region
Travel 

generating 
region

Tourist
destination

region

Departing Travellers

Returning Travellers

Fig. 1.1. The tourism system. (From Leiper, 1979.)
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This then leaves the difficult comparison between 
leisure, recreation and tourism. To a certain extent 
 recreation can be ignored as it was defined by Roberts 
(1978) as only being a part of leisure, tending to be 
 ignorant of supply and demand factors and being rela-
tively local in its scope. However, Sutherland and Canwell 
(2009) identify a list of activities that may be considered 
to be recreational that may also fall into the category of 
sport and adventure tourism, such as horse riding, 
windsurfing or rock climbing. The defining difference 
though may be that these are hobbies that can be en-
joyed close to home as well as experiences that can form 
part of a tourism offer. They are also leisure activities 
and indeed, most tourist activity is linked to the use of 
leisure time.

Parker (1999) suggested that many of the activities 
that may be confused with travel and tourism can be 
described as part of a continuum. Parker (1999, p. 21) 
suggests that it is ‘through studying leisure as a whole 
that the most powerful explanations are developed. This 
is because society is not divided into sports players, tele-
vision viewers, tourists and so on. It is the same people 
who do all these things.’ This is also explained in the 
model shown in Fig. 1.2.

Sutherland and Canwell (2009, p. 105) provide a 
useful introduction to the concept of leisure, which 
immediately highlights how it differs from tourism. 
They explain that ‘it can involve subjects as diverse as 
eating and body piercing, or visiting heritage sites 

and playing electronic computer games’ and also sug-
gest leisure studies ‘incorporates issues such as drugs, 
drink, anti-social behaviour and, above all, the devel-
opment of tastes and trends in leisure participation 
and activity’.

By contrast, tourism has been described as ‘a multi-
dimensional, multifaceted activity which touches many 
lives and many different economic activities’ (Cooper 
et al., 1998, p. 8), which serves to highlight a much 
more specific type of leisure activity with a much greater 
impact on the societies that it touches. This definition 
moved the field of study a long way from the earlier 
ideas that have tourism described as the ‘movement of 
people away from their normal place of residence’ (Hol-
loway, 1994, p. 1). The notion that tourism is the use of 
leisure time is one that is widely accepted, but there is 
still debate about the notion of leisure time.

Early definitions proposed by the United Nations 
in 1963 divided tourist definitions by the notion of 
staying away; that tourists stayed away from home for 
24 hours or more but described day trippers as ‘excur-
sionists’. The first truly academic attempt at a defin-
ition was supported by defined characteristics put 
forward by Burkart and Medlik (1981), which identi-
fied key characteristics of the tourism industry. These 
are adapted here:

• Tourism describes the movement of people to a 
destination, and their stay within that destination.

At home

Distance from home

No overnight stay

24 hours or more away from home

Leisure Recreation Tourism

Fig. 1.2. The leisure spectrum. (Adapted from Page and Connell, 2009.)
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• There are two elements in all tourism activity – the 
journey to the destination and the stay within the 
destination, including all the activities undertaken.

• The journey and stay take place outside the usual 
place of residence and work, so that activities are 
distinct and different from the everyday experi-
ences of the traveller and the people who work in 
the destination.

• This movement is usually defined by a period of 
time for the stay – measured in days, weeks or 
months.

• The purpose for the visit is not to take up perman-
ent residence or any form of employment within 
the destination.

These characteristics are also transparent within 
the UNWTO definition (2007), which is now seen as 
the official definition of tourism by the United Na-
tions, and by over 180 nations for the purposes of 
reporting tourism statistics. The UNWTO (2012b) 
defines tourism as

The cluster of production units in different industries that 
provide consumption goods and services demanded by 
visitors. Such industries are called tourism industries 
because visitor acquisition represents such a significant 
share of their supply that, in the absence of visitors, their 
production of these would cease to exist in meaningful 
quantity.

UNWTO then defines a visitor as
a traveller taking a trip to a main destination outside his/
her usual environment, for less than a year, for any main 
purpose (business, leisure or other personal purpose) other 
than to be employed by a resident entity in the country or 
place visited. A visitor (domestic, inbound or outbound) is 
classified as a tourist (or overnight visitor), if their trip 
includes an overnight stay, or as a same-day visitor (or 
excursionist) otherwise.

Consequently, a visit is ‘a trip … made up of visits 
to different places. The term tourism visit refers to a stay 
in a place visited during a tourism trip’. Travel is then 
defined as the activity of travellers. UNWTO (2012b) 
defines a traveller as someone who moves between dif-
ferent geographic locations, for any purpose and any 
duration. The visitor is a particular type of traveller and 
consequently tourism is a subset of travel.

The UNWTO elaborates its definition by identifying 
three primary categories of tourism:

• domestic tourism: residents of a country travelling 
within their country;

• inbound tourism: explaining tourists arriving in 
one country from another; and

• outbound tourism: describing tourists leaving to 
go to another country for tourism purposes;

as well as three hybrid forms:
• internal tourism: all tourism travel within a coun-

try, regardless of whether by the residents of that 
country or visitors to that country (domestic and 
inbound tourism);

• national tourism: all tourism travel by residents of 
a country, whether within their own country or to 
another country; and

• international tourism: all tourism travel that in-
volves visitors crossing an international boundary.

As the book progresses there will be many other 
elements and components of tourism and its related 
industries, all of which have their own characteris-
tics and definitions that require consideration and 
debate.

What these definitions do though is highlight the 
vast range of organizations and people involved in tour-
ism, commonly referred to as stakeholders. These can 
summarily be listed as

• tourists
• host communities
• local authorities
• academic institutions
• visitor attractions
• events
• hospitality industry
• destination management organizations
• non-governmental organizations
• entertainments
• pressure groups

In this book, we view tourism as a form of travel 
and temporary stay away from home (outside one’s 
usual environment) and the use of services that sup-
port that travel, such as transportation, accommoda-
tion, food service, tour operations, attractions, and 
convention and meeting services. Tourism includes 
not just pleasure travel but travel for meetings and 
personal business such as weddings, family reunions, 
education, religion, healthcare and visiting friends. 
Thus, tourism is not an industry per se but a group of 
industries.
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The Study of Tourism

Until the 1970s tourism was rarely examined by scholars, 
although as early as the 1950s, policy makers and 
scholars began to recognize the emerging significance of 
tourism. Much of this early scholarship was influenced 
by the growth of mass tourism in the 1950s and the 
recognition of the value and accessibility of a range of 
leisure activities. This research was carried out by geog-
raphers, sociologists, historians and others. This early 
investigation has helped to develop the underpinning 
ideas and concepts upon which tourism is founded as 
both a field of study and as an activity that has profound 
impacts on economies, communities and environments.

By the 1980s, tourism had become established as a 
legitimate field of study in many universities, either as 
part of the curriculum of fields such as sociology, geog-
raphy or business, or in its own department/school 
as ‘tourism studies’, ‘tourism management’ or some 
similar term. Tourism is often linked with hospitality, 
although the two fields have distinct foci. Tourism is 
more concerned with the experience and impacts of 
travel, and marketing or destination management, 
whereas hospitality focuses on the operation of food 
services and accommodation businesses.

There are challenges though: outside of the fields of 
scholarly pursuits, tourism is often overlooked, misun-
derstood or not seen as the cohesive whole (that it is) 
that encompasses a wide range of activities. It is further 
hindered by the ‘back office’ or ‘behind the scenes’ nature 
of management, which is understood only by the ‘front 
of house’ experiences that are presented to consumers. 
Furthermore, many organizations in the public sector 
have also had little focus on tourism because it is often 
a non-statutory service and therefore there is no legal 
requirement to support tourism. This is further compli-
cated by the fact that the value of investment in tourism 
is difficult for taxpayers to comprehend and for civil ser-
vants to calculate. So, while a tourist information centre 
may be performing well in generating business and sign-
posting for tourists, it is also often a subsidized service. 
This means that public sector support for tourism may 
be at risk in times of economic hardship.

The lack of definability discussed earlier furthers the 
problems associated with quantifying and qualifying 
what tourism is, and the subject area has further struggled 
to achieve recognition as a distinct subject because so 
many of its key concepts derive from studies in geog-
raphy, sociology and economics to name but a few (see 

Table 1.2). This has led to accusations that the subject 
area is in some way weak because it lacks its own defined 
laws, principles and models, but historically even the now- 
established sciences lacked these until they were dis-
covered, evolved or created – the very stage that tourism 
is going through now.

Tourism is also often associated with ‘fun’ and ‘leis-
ure time’ and it is therefore seen as a field of study 
through the eyes of consumers who view tourist activ-
ities as non-serious pursuits: because it is fun to be on 
holiday, it must also be fun to manage the holiday 
product. This is problematic in establishing a ‘serious’ 
field of study, but ironically it is the very nature of the 
myriad of areas of research and the interdisciplinary 
approach that is beneficial to the advancement of the 
field. It has also tended to be younger institutions that 
have led the way in the development of tourism as a 
distinct subject area.

This situation does, however, bring with it other 
challenges, not least the lack of a coherent body of know-
ledge within the subject areas. Tourism becomes used as 
an example in a wide range of subject areas and is thus 
discussed and published in a broad range of journals, 
often defined not by the subject area itself but by the per-
ceived ‘academic quality and rigour’ of the journal that 
offers a greater return on investment for higher education 
institutions. This focus on ranked journals means that 
some of the best research is lost to more general areas of 
research within these fields. There has in recent years 
been a large expansion in the journals that cover the 
subject of tourism but it is the prestige and quality of 
the established journals, such as the Annals of Tourism 
Research, that benefit from university subscription.

Tourism and Sustainability

The World Commission on Environment and Develop-
ment (WCED) in 1987 launched the report ‘Our Com-
mon Future’, also referred to as the Brundtland Report 
(named after the chairperson of the Commission, former 
Norwegian Prime Minister Gro Harlem Brundtland). 
The report set a milestone in terms of the world’s 
development (World Commission on Environment 
and Development, 1987). The first Earth Summit then 
took place in Rio de Janeiro, Brazil, in 1992. This was a 
United Nations initiative to discuss sustainability in a 
global context. In 2002, the second Earth Summit, 
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referred to as Rio+20, was also held in Rio de Janeiro, 
and topics discussed included:

• systematic scrutiny of patterns of production, with 
a focus on toxic products and components;

• reduction of fossil fuels, the effects on climate 
change and the development of renewable energy 
sources;

• new technologies for public transportation systems 
to reduce emissions and congestion; and

• growing usage and limited supply of water.

The Kyoto Protocol was adopted in 1997 in Kyoto 
(Japan), and came into force in 2005. The aim of the 
Kyoto Protocol is to reduce greenhouse gas emissions 
and resulting global warming and climate change to ‘a 
level that would prevent dangerous anthropogenic 
interference with the climate system’ (Article 2). It has 
been ratified by 192 nations globally.

The world recognized the increasing speed of climate 
change, and nations increasingly implement actions and 
regulations to mitigate emissions. Consequently, sustain-
able development became a key issue in all parts of our 
daily lives, and tourism, the world’s largest industry, is no 

exception, striving for sustainable tourism development 
(STD). In their introduction, the editors of The Encyclo-
pedia of Sustainable Tourism note that

The editors are tempted to suggest that defining 
‘sustainable tourism’ would be a pointless, even 
self- defeating undertaking. The concept is so expansive 
and so complex that to try to summarize it would be 
counter-productive: at best it would fail to do justice to 
the concept; at worst it would mislead the reader into 
believing that it can be represented in a condensed form 
that can be read and understood within a brief period of 
time. We believe it cannot. As such, we would like to 
suggest that if the reader wishes to understand what the 
term ‘sustainable tourism’ means, they would be best 
advised to begin working their way through this 
encyclopedia.

Cater et al. (2015, p. xvii)

We agree that sustainable tourism is indeed a very 
complex and multifaceted phenomenon that needs much 
attention and detail. There have been some excellent 
works published in the wider context, from dedicated 
sustainable tourism books to volumes on climate change 
and tourism. However, there are some fundamental 
principles of STD that early on were proposed by 

Table 1.2. Areas of study contributing to the field of tourism. (Developed from Page and Connell, 2009.)

Area of study Examples of contributions

Geography Spatial patterns, regions and resources, and human/resource linkages

Planning The development of tourism destinations (from specific sites to entire nations)

History Evolution, interpretation and culture

Law Legislation, regulation and compliance

Environmental sciences Environmental issues, sustainability and impacts

Sociology Impacts, social forces, motivation and behaviour

Psychology Motivations and emotions

Business management Management of tourism, destination management and attractions management

Anthropology Culture, cultural impacts, interpretation and meaning

Marketing Segmentation, niche tourism, advertising and communications

Agriculture Rural tourism, farm tourism and culinary/wine tourism

Political science Policy and planning, legislation, political impacts and political geographies

Economics Impacts, economic forces and allocation of scarce resources

Education Educational tourism, research tourism and teaching of tourism

Literature/journalism Travel writing and guidebooks

Leisure studies Tourism as a form of recreation; tourism and family life

Biology Environmental impacts, visitor management and wildlife management

Information technology Global distribution systems, computer reservation systems, Internet and social media
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Hunter (1995). He postulated that over the short- and 
long-term, STD should:
• meet the needs and wants of the local host com-

munity in terms of improved living standards and 
quality of life;

• satisfy the demands of tourists and the tourism in-
dustry, and continue to attract them in order to 
meet the first aim; and

• safeguard the environmental resource base for 
tourism, encompassing natural, built and cultural 
components, in order to achieve both of the 
preceding aims.

These goals match the general requirements of sus-
tainable development, as proposed in the Brundtland 
Report. They are very broad but may be seen as the 
bottom line of all tourism development. Subsequently, 
more detailed definitions, requirements and solutions 
have been developed globally, and sustainability has 
long moved from being a buzz word, to a dire necessity. 
So much so that the United Nations developed 17 Sus-
tainable Development Goals (SDGs), stating that the

Sustainable Development Goals are the blueprint to 
achieve a better and more sustainable future for all. 
They address the global challenges we face, including 
those related to poverty, inequality, climate, 
environmental degradation, prosperity, and peace and 
justice. The Goals interconnect and in order to leave no 
one behind, it is important that we achieve each Goal 
and target by 2030.

(United Nations, 2019)

The 17 SDGs (Fig. 1.3) are:

 1. No poverty.
 2. Zero hunger.
 3. Good health and well-being.
 4. Quality education.
 5. Gender equality.
 6. Clean water and sanitation.
 7. Affordable and clean energy.
 8. Decent work and economic growth.
 9. Industry, innovation and infrastructure.
 10. Reducing inequality.
 11. Sustainable cities and communities.

1 NO
POVERTY 2 ZERO

HUNGER 3 GOOD HEALTH
AND WELL-BEING 4 QUALITY

EDUCATION 5 GENDER
EQUALITY 6 CLEAN WATER

AND SANITATION

7 AFFORDABLE AND
CLEAN ENERGY 8 DECENT WORK AND

ECONOMIC GROWTH 9INDUSTRY INNOVATION

AND INFRASTRUCTURE 10 REDUCED
INEQUALITIES 11SUSTAINABLE CITIES

AND COMMUNITIES 12 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

13 CLIMATE
ACTION 14 LIFE

BELOW WATER 15 LIFE
ON LAND 16 PEACE JUSTICE

AND STRONG
INSTITUTIONS

17 PARTNERSHIPS
FOR THE GOALS

Fig. 1.3. The 17 Sustainable Development Goals.
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 2. What is your definition of tourism?
 3. What three nations are on your wish list as places to 
visit, and why?
 4. Consider the 17 SDGs of the United Nations. Find 
examples in tourism development for each of them.

Further Reading: 
Boniface, B., Cooper, C. and Cooper, R. (2012) Worldwide  

Destinations: The Geography of Travel and Tourism, 6th 
edn. Butterworth-Heinemann, Oxford.

Franklin, A. (2003) Introduction to Tourism. Sage, London.
Lew, A., Hall, C. and Williams, A. (eds) (2014) A Companion to 

Tourism. Blackwell, London.
Robinson, P. (2012) Tourism: The Key Concepts. Routledge, 

Oxford.

 12. Responsible consumption and production.
 13. Climate action.
 14. Life below water.
 15. Life on land.
 16. Peace, justice and strong institutions.
 17. Partnerships for the goals.

These SDGs are not specifically related to tourism, but 
the majority of SDGs do apply to tourism development 
and need to be taken into consideration. While there is not 
direct mention of, or reference to, the 17 SDGs through-
out this book, it often discusses concepts and impacts of 
tourism that are directly related to the SDGs. Tourism re-
sources, impacts and their relationship to sustainable tour-
ism are discussed in more detail in Chapter 16.

Chapter Review

Tourism has emerged as a major economic sector and 
source of social and environmental change since the 
1950s. It has also become a field of serious research and 
scholarship in many academic disciplines since the 
1970s. The patterns of tourism development in differ-
ent parts of the world reflect the histories and cultures 
of those regions and nations, but tourism is a nearly 
universal phenomenon. Tourism is an important source 
of wealth for many nations and as their residents begin 
to enjoy greater income and discretionary time, tourism 
becomes a high priority for many people.

The chapter presented a model of the tourism sys-
tem first developed by Leiper (1979) that illustrates the 
three major components of tourism: generating regions 
for travellers, the destination regions they select and the 
transit regions. The chapter also introduced some basic 
terminology regarding tourism and described some of 
the distinctive features of tourism experiences. Finally, 
the chapter introduced the concept of sustainability, the 
17 United Nations Sustainable Development Goals 
(SDGs) and sustainable tourism development.

Questions and Activities

 1. Why are you taking a tourism course? Is it out of 
general interest, or are you thinking about a career in 
tourism?

Additional Videos

Video 1.15. Sri Lanka – www.youtube.
com/watch?v=aINK0E-_a9M

Video 1.16. India – www.youtube. 
com/watch?v=EvTn6tPVQJ0

Video 1.17. Bulgaria – www.youtube. 
com/watch?v=esT3KbwgjGg

Video 1.18. American States – www. 
youtube.com/user/YourDiscoverAmerica

Video 1.20. Hotel Investments Today –  
www.youtube.com/watch?v=Aog1iVJ0IaA

Video 1.19. South Africa – www. 
youtube.com/watch?v=acSw5yiPgiM

http://www.youtube.com/watch?v=Aog1iVJ0IaA
http://www.youtube.com/watch?v=aINK0E-_a9M
www.youtube.com/watch?v=aINK0E-_a9M
http://www.youtube.com/watch?v=EvTn6tPVQJ0
http://www.youtube.com/watch?v=esT3KbwgjGg
http://www.youtube.com/user/YourDiscoverAmerica
http://www.youtube.com/user/YourDiscoverAmerica
http://www.youtube.com/watch?v=acSw5yiPgiM
http://www.youtube.com/watch?v=acSw5yiPgiM
http://www.youtube.com/watch?v=EvTn6tPVQJ0
http://www.youtube.com/watch?v=esT3KbwgjGg
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