
If our lives are dominated by a search for happiness, then perhaps few activities 
reveal as much about the dynamics of this quest – in all its ardour and paradoxes – 
than our travels. (de Botton, 2002: 9)

Introduction1

About This Book
Tourism is an exciting and dynamic sector that is constantly changing. It can 
affect people’s lives in many different ways: for tourists it can be a source of 
lifelong memories, joy and fulfilment, and for businesses and destinations it is a 
source of income and employment. As tourism has grown and become an ever 
more prominent activity, tourism studies as an academic field has also developed. 

Banner welcoming tourists to Jaipur, India

Source: Juliette Mauve
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When studying tourism, you will find that it is a broad and diverse topic area 
that encompasses several business sectors, and draws on a range of disciplines. 

When one of the authors of this book studied tourism in the late 1980s, 
tourism textbooks were notable by their absence – the library shelf for tourism 
consisted of five or six textbooks only. Since then, tourism as an academic study 
has evolved considerably, and now hundreds, if not thousands, of tourism texts 
are available that consider tourism in a variety of contexts, and focus on 
specialist forms of tourism activity. This text is intended to provide a solid 
starting point to your learning about tourism – to give you a strong 
understanding of the dimensions of tourism, the industries of which it is 
comprised, the issues that affect the success of tourism in destinations, and the 
management of tourism’s impacts on destination economies, environments and 
communities. 

This text has been written for students who are starting their tourism studies 
and require a succinct yet comprehensive introduction to the broad, diverse and 
complex dimensions of tourism. It consists of 14 chapters, each of which focuses 
on a discrete tourism topic; the book can be read from start to finish in the 
conventional order, or you can pick individual chapters to read in any order, as 
and when you need to. The book has been designed to provide a foundation in 
tourism in line with the QAA recommendations for the structure of tourism 
degree programmes, and has been written particularly for first and second year 
undergraduates, so that they will have a strong overview of tourism before they 
start to specialise in a particular form of tourism or in a particular tourism issue. 

The book is broadly structured along three main themes: the demand for 
tourism, the supply of tourism, and the impacts of tourism. In the second 
chapter we explain the concept of tourism, how an understanding of tourism 
has evolved, and the theoretical framework that underpins its study. In 
Chapters 3 and 4 we consider the factors that influence the demand for 
tourism by identifying the conditions within an individual’s usual environment 
that enable them to engage in tourism activities, and the forces that motivate 
tourists to choose tourism as an activity. Chapters 5, 6 and 7 consider the 
supply of tourism: the industries that supply tourism products in destinations 
and their common operating characteristics, the role of intermediaries in 
making these products available for sale to tourists, and the destination itself 
and common development patterns. The final chapters of the book consider 
the impacts of tourism on destination economies (Chapter 9), communities 
(Chapter 10), and environments (Chapter 11) , and how these impacts can be 
managed to reduce their negative effects and optimise the benefits that 
tourism can bring to destinations (Chapter 12). Chapter 13 considers how 
marketing is applied in tourism, and we end the book with a consideration of 
the future – the future of tourism in general and your future as a young 
graduate in the tourism sector. 
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Tourism in the Twenty-first Century
As you develop your knowledge about tourism, you will notice that it is a 
dynamic sector that is often strongly influenced by changes that take place in 
society – tourism is very much a part of how we live today. It is important to 
remember that tourism as an activity, as an economic sector and as an area of 
study, cannot be separated from the wider external environment within which 
it operates. Tourism is influenced by external issues that have a significant 
impact on the nature of its development, on the ability of tourism businesses 
to operate successfully, and on tourism’s potential to benefit or to damage 
destinations. Throughout this book, we consider tourism in the context of 
contemporary forces that shape the economy and operating environment in 
general and to which successful tourism enterprises and destinations must be 
able to adapt and respond effectively. Three of these forces are of particular 
importance for tourism, and make their influence felt in every chapter of this 
book: globalisation, sustainability and developments in information and 
communications technology (ICT). In the remainder of this chapter, we 
explain the context of contemporary tourism in regard to these forces. 

Globalisation

Globalisation, at its simplest, means crossing borders. Globalisation is not 
new: goods, people and ideas have traversed the globe for millennia. In recent 

SpongeBob SquarePants advertisement in Iran

Source: Lynn Minnaert
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times however, globalisation has increased at a rapid pace: new technologies, 
like jet planes and the internet, have led to global economics, politics and 
communications (Economist, 2001: ix). Wahab and Cooper (2001: 4) say 
globalisation is ‘an all-encompassing term that denotes a world which, due 
to many politico-economic, technological and informational advancements 
and developments, is on its way to becoming borderless and an interdepend-
ent whole’. This means that any occurrence anywhere in the world can, in 
one way or the other, have an impact somewhere else: in another country, in 
another continent. If for example the cotton crop in India is devastated by 
floods or a pest, this could mean that clothing prices may go up in North 
America. Political conflicts in Russia, a major exporter of natural gas, can lead 
to higher gas prices in Europe. Globalisation describes the process by which 
events, decisions and activities in one part of the world come to have significant 
outcomes for communities and individuals in quite distant parts of the globe.

Because it has become easier for goods, ideas and people to cross borders, 
certain products and cultural phenomena are now readily available almost 
everywhere. Brands like Coca-Cola, McDonalds and Nike are sold almost 
everywhere in the world, and popular music and Hollywood films can reach 
worldwide audiences via global distribution and the internet. Globalisation has 
also led to multicultural communities, where a range of cultures co-exist and 
come together (Micklethwait and Wooldridge, 2004). Even though there are still 
cultural differences between the regions of the world, there is a growing body 
of products and phenomena that these regions have in common – Beynon and 
Dunkerley (2000) argue that this marks the emergence of a new ‘world culture’.

Albrow (2004) summarises that globalisation can be seen as a combination 
of four phenomena:

 The values and daily behaviour of many groups in contemporary society are influ-
enced by the state of other parts of the world, and its inhabitants.

 Images, information and products from any part of the world can be available 
anywhere and anytime for ever-increasing numbers of people worldwide.

 Information and communication technology make it possible to maintain social 
relationships and direct communication with people all over the globe, across time 
and distance.

 International laws and agreements ensure that people can move across national 
boundaries with the confidence that they can maintain their lifestyles and their life 
routines wherever they are.

Although there may be benefits attached to globalisation, such as the oppor-
tunities for communication between people in different parts of the world and 
the sharing of information, there are also those who claim that globalisation 
has a series of disadvantages. Examples are that globalisation reduces the 
power of national governments; that it reduces cultural differences and fades 
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national identities; that it is a source of environmental degradation; and that it 
increases the gap between rich and poor.

Critics of globalisation claim that it is often equal to ‘global Westernisation’ 
(Sen, 2004: 16) – they argue that the values and products of the West are 
spread across the globe, with other cultures having to adopt them because the 
West controls a large share of global financial resources. Although the sharing 
of innovations and positive Western values may be beneficial, other aspects, 
such as a strong emphasis on material possessions and profit making, are not 
always seen as such.

The most commonly uttered criticisms of globalisation are that it increases 
the gap between rich and poor and that it leads to inequality. An example 
would be the production of goods in developing countries: because international  
corporations benefit from the low labour costs and less strict labour laws in 
developing countries, they can keep the production costs of products low, thus 
increasing their profits. Because the producers are often international 
corporations based in developed countries, this can mean the profits are not 
shared within the developing country. In this scenario, the gap between the 
developed and developing countries persists (Oxfam, 2004). 

Dollar and Kraay (2004) disagree with this analysis. They argue that the 
long-term global trend towards greater inequality has existed for at least 200 
years, and that it peaked around 1975; but, since then, it has stabilised and 

Ronald McDonald figure in Bangkok, in typically Thai pose

Source: Lynn Minnaert
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possibly even reversed. The chief reason for the change has been the accelerated 
growth of two large and initially poor countries: China and India. They further 
defend the role of international business as it brings capital and income to the 
developing country.

Tourism can be seen as part of the process of globalisation – it is a sector with 
globalised supply and demand, and it is also a social phenomenon that can 
influence communities around the world. Many tourism suppliers, such as hotel 
chains and tour operators, have expanded across borders – tourists can, for 
example, stay in Hilton hotels in destinations ranging from Japan to Jamaica, 
confident that the level of service and comfort will be the same across the globe. 
In developing countries, foreign-owned tourism companies may reap the 
economic benefits from tourism – many people in the host communities, 
however, are often excluded from the profits tourism can bring. Globalisation has 
also resulted in a growth in international tourism demand: cross-border travel is 
on the increase and continental and intercontinental travel is growing fast 
(OECD, 2008b: 12). Visitors have an increasing number of destinations to choose 
from – they can find out about them via ‘a globalised world of communications 
and advertising’ (Macleod, 2004) and travel to them via extensive transport 
routes. This has led to an intense competition between destinations, and pressure 
on certain destinations as they suffer from an excess of visitors. 

The globalisation of tourism affects the different aspects of tourism that are 
discussed in this book. The characteristics of global tourism demand and 
supply will be discussed in Chapters 3, 5, 6 and 12. Globalised tourism also 
has far-reaching economic, socio-cultural and environmental impacts on host 
communities: these will be discussed in Chapters 8, 9 and 10. Finally, the 
potential to reach a global market has brought about changes in the way many 
companies market themselves (Chapter 13).

Sustainability

Sustainability is a term for which many definitions exist. Rogers et al. (2008: 5) 
describe sustainability as ‘the term chosen to bridge the gulf between develop-
ment and environment’. Dresner (2008: 69) explains that ‘the starting point 
of the concept of sustainable development was the aim to integrate environ-
mental considerations into economic policy. More profoundly, it was conceived 
as an attempt to bring environmentalist ideas into the central area of policy, 
which in the modern world is economics’. 

Originally the term was applied to forestry, fisheries and groundwater, to 
answer questions like ‘How many trees can we cut down and still have forest 
growth?’ and ‘How many fish can we take and still have a fishing industry?’ 
Today, ‘sustainability’ is applied more widely to a variety of sectors and aspects 
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of development. The problem is that this makes the term hard to define. At its 
core, sustainability balances environmental concerns with an allowance for 
economic growth: this means that development and growth are not blocked, 
but the way in which growth is achieved is considered closely. There is, 
however, not one particular way in which sustainability needs to be achieved: 
a wide range of actions can be classed as aiming towards this goal. Because the 
term can be interpreted in many different ways, one could say it has become 
rather vague – some even say it has become almost meaningless (Dresner, 
2008).

Even if there are many different definitions for sustainability, there is a 
general consensus that it has three aspects:

 Economic: maximising income whilst maintaining a constant or increasing level of 
capital.

 Environmental/Ecological: maintaining and maximising the robustness and resil-
ience of the natural environment.

 Social/Socio-cultural: maintaining and maximising the robustness and resilience of 
social systems and cultures (Rogers et al., 2008).

Sustainability and sustainable development came to prominence in 1987, when 
the United Nations World Commission on Environment and Development, 
chaired by Norwegian Prime Minister Gro Harlem Brundtland, published its 
report ‘Our Common Future’ (United Nations, 1983). The central recommen-
dation of this document, usually known as the Brundtland report, was to balance 
the competing demands for environmental protection and economic develop-
ment through a new approach: sustainable development. The Commission defined 
it as development that ‘meets the needs of the present without compromising 
the ability of future generations to meet their needs’ (Dresner, 2008: 1).

Further UN Conferences on Environment and Development included the 
‘Earth Summit’ in Rio de Janeiro in 1992, where Agenda 21 was produced. 
The 40 chapters of Agenda 21 offer an action plan for sustainable development, 
integrating environmental with social and economic concerns, and articulating 
a participatory, community-based approach to a variety of issues, including 
population control, transparency, partnership working, equity and justice. 
Local Agenda 21 is not binding but many countries have included it in policy 
making, with municipal governments often taking a strong lead (Blewitt, 
2008: 17).

Another milestone for sustainable development was the 1997 Kyoto 
Protocol, a UN treaty that was signed by over 140 states. The Kyoto Protocol, 
like many other climate change agreements however, concentrates almost 
exclusively on reducing greenhouse gas emissions, largely ignoring the other 
aspects of sustainable development (Blewitt, 2008: 18).
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The three determinants of sustainable development are consumption, 
production and distribution (Rogers et al., 2008):

 Consumption: in sustainable development, it is the aim not to use resources 
beyond the reasonable limit set by nature through regeneration.

 Production: sustainable development recognises the need for new production 
patterns that take into account not only the economic benefits of production, but 
also the social and environmental benefits.

 Distribution: sustainable development aims to reduce poverty and inequality – the 
socio-economic aspects of sustainability are particularly important here. 

Several authors distinguish between strong and weak sustainability. A strong 
sustainability approach emphasises that resources need to be used in restrained 
ways as humankind cannot substitute them, and they must be preserved for 
future generations (Munier, 2005: 15). This is a more hard-line approach, 
which advocates using resources at the rate they are produced. For example, 
we currently consume oil a million times faster than it is produced (Dresner, 
2008: 3) – a strong sustainability approach would advocate that we need to 
reduce our consumption of oil to one millionth of its current level. A weak 
sustainability approach regards resources as a commodity that supports 
humankind (Munier, 2005: 15): although humankind needs to use them wisely, 
it allows for a responsible use of them. A weak sustainability approach would 
seek to reduce the dependency on oil with gradual reduction targets (Dresner, 
2008). Blewitt (2008: 29) refers to these terms as ‘deep’ and ‘shallow’ ecology.

One of the biggest challenges of sustainability is the development of reliable 
benchmarks for sustainable development. Dresner (2008: 175) highlights that 
measuring if sustainability has been achieved is almost impossible, as you 
would have to have detailed information about the future and which factors 
will influence it. 

Tourism has not escaped discussions about sustainability: as a transport-
intensive sector that has seen dramatic growth over the last decades, tourism 
has been accused of being inherently unsustainable. Some of the key challenges 
for tourism are the coordination and cooperation between different stakeholders, 
the limitations of the efforts of the industry (many being voluntary), and the 
fact that many small-scale businesses operate in tourism (Harris et al., 2002). 
The challenge of making tourism more sustainable is a key theme throughout 
this book. Chapter 7 discusses the extent to which tourism should be allowed 
to dominate destinations and make changes to it. Chapter 10 specifically 
examines the environmental impacts of tourism on destinations, and proposes 
measures that can limit environmental damage. Chapters 8 and 9 consider 
how the economic and social impacts of tourism for host communities can be 
optimised.
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Information and Communications Technology (ICT)

ICT is the use of computer hardware, software, mobile and fixed telecommu-
nications, internet and satellite technologies, to store, process, retrieve and 
transmit information. ICT is used by organisations to collect and record data, 
to process information efficiently and accurately, and to communicate inter-
nally within and between departments, and externally with partners and with 
existing or potential customers. 

However, the role of contemporary ICT is much more fundamental than 
simply managing information and communication. Buhalis (2003: 7) 
describes ICT as ‘the entire range of electronic tools that facilitate the 
operational and strategic management of organisations by enabling them to 
manage their information, functions and processes as well as to communicate 
interactively with their stakeholders, enabling them to achieve their mission 
and objectives’. This quote suggests that ICT makes an important contribution 
to an organisation’s success. Buhalis also stresses the importance of ‘humanware’ 
in ICT – that is the intellect, knowledge, expertise and competence that 
enables an organisation to ‘develop, programme and maintain the equipment’ 
(2003: 6). 

The impact of ICT on the commercial environment and the operations of 
organisations cannot be underestimated. ICT has transformed the way in 
which businesses operate by improving communications and enabling 
information to be shared, by allowing reliable and efficient information 
transfer and retrieval, and by integrating departments to facilitate the 
achievement of common objectives (Buhalis, 2003). ICT speeds up internal 
processes to allow quicker decision making, reduces staff costs by automating 
some functions, and has revolutionised the ways in which consumers research, 
purchase and communicate about products (Middleton et al., 2009). In 
tourism, for example, the handling of vast amounts of data relating to 
availability and reservations, price information, and the production of travel 
documents, is an extremely complex process, which, until ICT became widely 
used, was time-consuming, labour intensive and vulnerable to errors. 

Buhalis (2003) identifies  four stages over which the use of ICT has evolved: 

Data processing (DP) – from the 1950s, operational efficiency was increased through 
the automation of information-based processes using mainframe and mini comput-
ers. The costs of hardware and programming excluded all but the largest organisa-
tions from using them, and in tourism major airlines began using computers to 
process reservations data, with systems known as computerised reservations 
systems or CRS (Inkpen, 1998; Sheldon, 1997).

Management Information Systems (MIS) – from the 1970s, data processing was linked to 
internal information sources such as accounting or inventory to improve management 
effectiveness and decision making. In tourism, global distribution systems (GDS) 
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were introduced by the airline industry to provide a platform for travel agencies to 
access the CRS of several airlines, hotel and car rental companies through one 
system, for instance Sabre and Apollo (Sheldon, 1997). 

Strategic Information Systems (SIS) – from the 1980s, management information 
systems within an organisation could be integrated into ICT networks. Managers 
were able to customise information to their own needs to produce their own 
management reports using personal computers to forecast, budget and plan using 
past data and simulation models. This development enabled more precise decision 
making and enhanced an organisation’s performance. Buhalis suggests that ‘SISs 
were primarily used to support or shape the competitive strategy of an organisation 
and their ability to gain and maintain competitive advantage’ (2003: 12). 

The network era – from the late 1990s, the use of local area networks and wide area 
networks as well as the internet, intranet and extranets has revolutionised commu-
nication, allowing for greater collaboration within and between organisations and 
between consumers. This era is particularly important because it has reduced the 
significance of location and size as a competitive advantage. For example, very 
small and remote tourism organisations can now use ICT to communicate with a 
large, global audience, and the audience itself is partly connected through 
membership of social networks. Consumers’ access to information about tourism 
products in any destination is available instantly through search engines. The 
subsequent development of e-commerce has transformed the global economy into 
one in which potentially everyone is interconnected and organisations compete on 
a worldwide scale, regardless of their size or location. The opportunities that this 
has created for small organisations with limited financial resources, and organisa-
tions that are based in remote regions are extremely important, particularly in 
tourism. 

The phenomenal speed of developments in internet and mobile technologies 
since the beginning of the twenty-first century has far-reaching implications 
for organisations, particularly those in sectors like tourism that rely on the fast 
transmission of reliable information. Middleton et al. (2009: 243) state that 
‘information is the life-blood of tourism’. In order to compete effectively, 
businesses must adapt quickly to new technology, to changes in the ways in 
which consumers behave, and to new opportunities to communicate with 
consumers about their products (Middleton et al., 2009). 

Many sources refer to different types of internet development: Web 1.0 and 
Web 2.0. Web 1.0 refers to websites or internet usage with static content that 
allows data to be posted, viewed and downloaded; its use is limited to the 
provision and retrieval of information. Web 2.0 is a commonly-used term to 
describe advanced internet technology and applications including blogs, wikis, 
RSS (Really Simple Syndication) and social networking. Web 2.0 also allows 
web content to be used dynamically through the creation of virtual 
communities and user-centred design that encourages users to generate content 
and to connect to other users and content providers (Middleton et al., 2009).
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The development of the internet, broadband and mobile technology, and the 
rapid increase in the speed and scale of internet use since the late twentieth 
century, have transformed the ability of individuals to access information, to 
connect with others to share information, and to produce their own content 
to be published on the web. Businesses must adapt quickly to these changes 
and incorporate new ICT opportunities into their strategies in order to avoid 
being left behind. Buhalis (2003: 6) stresses the role of an organisation’s ICT 
capabilities as a key component in its competitiveness – ‘constant innovation 
in applications of hardware, software and network computing means that only 
dynamic organisations that can assess the requirements of their stakeholders 
and respond efficiently and effectively will be able to outperform their 
competition and maintain their long-term prosperity’. 

The internet has transformed consumers’ ability to access information about 
products and prices, to compare competitors, and to conduct transactions 
online. In tourism, for example, consumers with access to broadband either on 
a computer or a mobile phone can check availability, make and pay for 
reservations, print off documentation and even check-in, without leaving their 
homes; mobile technology applications allow tourists’ mobility within a 
destination to be tracked (Shoval and Isaacson, 2010), and attractions, 
accommodation and restaurants to advertise directly to tourists via their smart 
mobile phones if they are close by.

Social media have revolutionised the way consumers communicate about 
products and organisations, and the control that organisations have over 
information about these has been substantially reduced. Social media are 
extremely powerful because they allow any user to post any comment about 
any organisation online that potentially could be read by hundreds, thousands 
or millions of viewers. These posts may reinforce the positive image that the 
company seeks to project, or could undermine an organisation’s own 
investment in advertising and branding. For example, YouTube allows users to 
upload video content which can be viewed by an almost worldwide audience; 
YouTube is viewed in 25 countries and 2 billion videos a day are viewed, with 
24 hours of video uploaded every minute (YouTube, 2011). 

The power of social networks is demonstrated by Facebook which has more 
than 500 million active users, 50 per cent of whom will log in on any given 
day; the average Facebook user has 130 friends, and is connected to 80 
community pages, groups and events, and creates 90 pieces of content each 
month. Two hundred million Facebook users access the site through mobile 
devices, and are twice as active as non-mobile users. This means that consumers 
with mobile internet can post comments wherever they are, in immediate 
response to a situation, which can then be forwarded by ‘friends’ through their 
own networks, spreading information virally on the web. In addition, Facebook 
content can be translated into 70 languages (Facebook, 2011). Twitter is a 
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real-time information network that allows its 175 million registered users to 
create content that can be viewed by anyone who follows them; 
approximately 95 million tweets a day are added to Twitter (Twitter, 2011). 

Web 2.0 has caused a major shift in power towards consumers (Middleton 
et al., 2009). In tourism, customer review sites are particularly important to 
consumers who can check other consumers’ opinions and experiences of a 
supplier before making a purchase decision, and potentially be deterred from 
making reservations. Tourism businesses and organisations must understand 
how their customers are influenced by social networks and thereby incorporate 
social media into their own marketing, using innovative approaches. 

At the time of writing, in 2011, Web 3.0 is in the early stages of development. 
Web 3.0 is regarded as the next generation of the internet and is known as the 
‘semantic web’ because it is capable of understanding the meaning of words, 
interpreting past searches, and personalising data retrieval. For example, search 
engines will analyse key word usage and frequencies to interpret a user’s search 
requests and present relevant information. 

Recent ICT developments have revolutionised the way organisations market 
their products, the way tourists research and purchase tourism products, and the 
ability of organisations to collaborate. Throughout this book, we highlight how 
ICT can be used to harness operating, distribution and marketing advantages, 
and the opportunities it offers to small and medium-sized businesses to 
communicate with potential consumers and collaborate in partnerships. 

How to Use this Book
This book offers you a succinct and clear introduction to the many different 
aspects of tourism that you will study. It has been designed so that you can 
read the chapters in the order that is most useful to you and the references 
between chapters will lead you to other relevant information. Each chapter 
includes several snapshots and one case study to demonstrate how theory 
applies in practice, and, where appropriate, we have included definitions of 
specialist terminology in textboxes in the margin. Each chapter ends with self-
test questions to check your understanding and a recommended reading list 
with references to books and articles that can help you develop your knowl-
edge further. We hope you enjoy studying this fascinating topic area.
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