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2.0 OBJECTIVES 

After reading this Unit, you will be able to: 

outline the reasons for the growth of tourism, 

define the different motivations that determine the increasing diversity - of tourism, 

understand the origin and development of Mass Tourism and package holidays, 

analyse the factors that influence the demand for tourism, as well as the decision- 
making process for individuals, and 

determine the relationship between motivation, destination and qurist products. 
' 
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2.1 INTRODUCTION 

In Unit-1 we discussed about the different types and forms of touriSm. Tourism of today 
is no longer what it was 50 years back and it will change further in the years to come. . 
A crucial role is played by motivation in this process of change. / , 

I 
In fact, motivation or the purposes of a tourist considerably effect the various 
components of the Tourism Industry. Motivations not only determine tourists' behaviour 
but are being critically analysed to determine the fuhlre needs of tourism. Hence it is 
necessary for tourism professionals or learners of Tourism Studies to know why people 
tourltravel. Tied with this is the question why people opt for a particular destination or 
why a specific destination attracts tourists? This Unit takes into account the various 

& motivations along with the changing trends in tourism. 

2.2 THE CHANGING TREND 

Tourism had transformed considerably from its earlier motivations, i.e. mainly business 
and religion, by the 19th century. In Europe and America it is now a part of the life 
style of not only the aristocracy but also the merchants and the professional class. It has 
come within the reach of the industrial work force as well. 
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T O U T ~ S ~  Phenomenon Betwebn the two World Wars, in the industrialisad countria, the mass of the ;people had 
higher expectations and greater entitlements. This was because of increasing irlcomes 
and holiday entitlements. Technology brought the means of aansport (parhxkly the 
automobile) within their reach and material conditions of life were much better than the 
days of depndon with the post war economic boom. In the 1%0's the post ~var 
economic boom began to spread much more widely and i n t e m t h d  tourism began to 
teach mass markets around the globe. Such changes were bound to have an in~pact not 
only on the nature of tourism but also on the numbers participating in touristic: acbivity. 

Mass Tourism, a phenomenon which we can see emerging in India today, was primarily 
a domegtie business up to the 1950's in most of the cwn-. Intmational tourism 
formed about 5% of tourist activity in the 1930's and 40's. By the 1970's fortdgn 
holidays accounted for 20% of long vacations by Ameaicans, Britons and Em-. 
The fo~us of Mass Tokkrn were the sea side resorts and 8pas iq Europe and the 
National Parks and natural beauty around summer camp in America. Travelling by rail 
or by car. the middle class tourist used boarding houses or hospitality of fkiends and 
relatives or holiday camps to make the budget for the holiday extend. 

Private ag.rsra8ors provided cheap accommodation, mass catering with a range of 
ttmkaneqt and entertainment possibilities at the site. BriEain, France and Gennany were 
thq. leadm in this movemeno. This early idea of "packaging" soon spread to tt~e u p  
market h&h that began to include swimming, tennis and dancing in their facilities. 
Tents, caravans and chalets came up for those who wanted a less regimented imd more 
flexible holiday plan. The Club Medikmmee, a total resort concept that emerged from 
the need of a group of young French families looking for a complete holiday, soon 
spread to all regions of the world A total resort required tremendous commercial ability 
which the travel trade had acquired by the mid 20th 'century. As suppliers of the tourist 
product they expanded their output and sharpened their marketing skills. From the 
increasingly sophisticated market research emerged the revealing concept of motivation 
and its diversity or changeability amongst different groups of tourists. Expertise in 
dealing with motivation led to the development of different types of t o d m  which 
involved large numbers of tourists. 

A key role in this movement was played by the jet 
aircraft. By the 1970's wide bodied jets with a 
capacity of 400 passengers reduced the cast of air 
travel a d  the mass tourist emerged at resorts all over 
the world. 

Countries around the world began to notice the impact of tourism on the national and 
global economy. Destinations began to make themselves up in the image of a particular 
market segment. Those destinations that catered to the largest numbers soon bxame 
stereo-typed as "Tourist GhettosW because they looked alike and offered facilities that 
were stan- Today, as new destinations are emerging, the international :stereo-type 
is giving way to ethnic types, which has an underlying uniformity with a viewer of local 
culture and identity. 

2.3 PURPOSE OF TOURISM 

You may ask the questions What motivm a tourist? Why tourism? Or What is the 
purpose of murism? These are pertinent questions and the anmem are particularly 
ralevmt f a  those who are or intending to be tourism pmhmionals. 

2.3.1 Sun, Sea, Sand and Sex 
This is known in American parlance as the 4 S formula Sea bathing with access m a 
bca& (sandy) and good weather (Slur shine) iu sn tapecUon of tourists who want to 
escape from temperate to tropical climllu,. .vew tb'lion concepts also dictate the craze 
for a sun tanned skin over the pale ec;mplexion. Tbe cmTent health faddism also dictates 
the use for activity over hdohce. Overcmwding, which appeals to those who like to 



do things with a crowd, has pushed those who like privacy funher away to d a i d o n s  
in M c a  and Asia. For example, you may hear such comments at a beach "Oh! how 
peaceful it is, lovely. I hope it does not become crowded like the one back home''. 

Many analysts have described this form (4s) as Tourism in a Ghetto". They do so to 
emphasise the artScialiQ of a created reservation which is ma& to measure in the 
touristic image or touristic gaze. Included in this category are hotel complexes, holiday 
tours and hill resorts. Natural and scenic beauty is merely a backdrop to playing the 
same games, reading the same newspaper, watching the same T.V. shows and eating the 
same food. local serving perso~el are perhaps the only unique ingredient of such tailor 
made resorts and are considered sufficient to represent the country in which a particular 
resort is located. The model of such a type is the "club med" which is often desuibed 
as the most honest touristic formula Although sneered at by the cultured critic because 
it incorporates many actual motives and states quite openly that it aims at complete 
relaxation -"it is the idea of paradise, a garden of Eden, in which people are free and 
unconstrained and everybady can be happy in (their) own way". This is real life, and 
such life is available in the most exclusive regions of the world in enclaves where the 
tourist can abandon himself to pursue leisure undisturbed. In this holiday theatre based 
on glamour, glitter, fun, entertainment, sport and buffets, a holiday becomes a reprieve - 

from W y  life, which is unreal. The show opens up to lightening views of culture for 
sight seeing and performances by local women and men. At times these remain meaningless . 
rituals to the tourists. Yet, they expose the performers to a state of conuption that is 
often justified by the money it earns them. 
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For example Liz and Stewart join thousands of Western tourists wha visit the East r--- 
year. They are both 18 and have saved up the whole year for their 2 week vacation 
They are determined to enjoy themselves and to relax. They plan to see ancient 
monuments or visit bazaars to shop and spend lavishly on exotic bargains. They have 

.already spent a good amount on fashionable holiday wardrobes, cameras, personal 
stcreus and designer sun glasses. They are both sociable and chatty and would like to 
meet young men and women wherever they go. They are excited at the thought that 
they will be away from family and other social controls. They also.nant to return with 
an exden t  suntan and lying on a beach or poolside will, expose as much bare skin as 
possible. However, some thing like this is possible. The people'at the destinations they 
visit might be poor, living much harder lives and working longer hours, perhaps in 

I 
tourism related services to earn a living. Many may be conservative and religious. They FJI 
may frown at certain activities that Liz and Stewart consider normal holiday behaview 
and their dress codes will be different. Many among them may object the frekdom of 
the men and women to socialise together. Yet, they may tolerate it orurn way thuk 
eyes because for the local people, hospitality, which was once a source of honour ha 
now,become a means of earning a living. They now view the &t as wealthy and '-r-.p.;-, 
extravagant. ,'ee 
In recent times, the 4 S's formula has been expanded to include golf, a sport which is 
.extremely popular in the more affluent countries of the-world, ind particularly in Japan. 
The ~apanek have set targets for out bound tourists and in 1993, 15 million Japanom 
took off for golfing holidays all over the world. Hawaii and Australii are the mast . 
favoured destinations, mixing beach and golf facilities. The game is very expensive in 
Japan and there is the space limitation too. Because of this demand all Asian countries 
are now multiplying golf courses at every suitable location. Malaysia is setting a m e t  
of 122 courses by 199'4. Many tourism experts condone golf tour& as being 
environmentally friendly. However, in Japan itself there have been s e d  saxdies 
indicating that golfing greens pollute the underground water hdities. The doming and 
chemicals used to maintain the green areas are as harmful as industrial .eMuents. 

Studies in Thailand aLso indicate that culhuall; women caddies double as prostitutes t~ 
earn an extra income, since most of them are from agricultural communities that ate- - : 
very poor. - .  . .I, ~, . % 
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Such tourists like to w a n b o t  content to remain in one place or complex, but"": '- 
prefering to stay in a d i f fmt  p k  every night or so. This is a kind of amming or 
crash course of notable countries, monuments, people, places and culturer. The 
motivation is both self education and self esttem. The camera is an essential h g e d h t  ' - 
of such tourists whose "touristic lens" view is wnsi- to be .more authatic than 



Wty. Often the fnuning of the de&nation via the tourist gaze is the visible pre4ure 
that motivates such tourists towards tomi& itineraries. 

The destinations visited by such touxists are more varied and widespmd than the 4 S's. 
The linear or modal ithemit8 also require a much better mmsport network and capacity 
and hotels have to provide t h e  best d a s  - pdculariy check-in/check-out and 
room semi- for fkequent guestboom changes. Although the intenst segments may 
vary, the demand for services is invariably tht sumSBme A tendepcy develops to create 
b 1 ~ ~ a i ~ n ~ H m i l k ~ n r o u u s ~ t h ~ ~ o f ~ m r l s m a r g t h e s ~ ~ e s l o c t r l  
support to the daily turnover of tourists. Such tourists theref- a b  fall into the mas3 
pllckage 

2.33 Visiting Friends and Relations (VFR) 
This form is a strong motivation for domestic tourism in India. You see this in every 
day life. Por example Venugopd wants to visit his friend at Delhi. He also decides to 
see all h tourist attractions in Delhi. He may also utilize a day to go to Agra to meet 
his classmate Nadim and also see xhe Taj. 

This segment is of great importance to the transport sector. But it is not considered 
economically significant by the providers of accommodation, food and beverage services. 
This is so because they stay and eat with their host i.e. a friend or dative. At times 
when people have none of their own they ay to find one through some one. These 
tourists do not exercise freedom to choose their destinations, but do show an interes1. in 
the tourist atuactions that the town or city offers. 

For example, a visit to a friend in Bombay also offers beaches, amusement parks, 
pavement cafes, shopping and the Elephanta caves. - 
Gujarat Tourism has made an interesting '"Roots" tourism itinerary for NRI Gujarati:, on 
visits to the family or friends. They have linked major cities of the state with the places 
of interest both in the state as well as in neighbouring states. 

The VFR tourist makes use of the surface infrastructure for tourism in much the mne 
way as the business traveller and often participates in linear or modal itineraries along 
with domestic and intxnation'al tourists. Tourists often use friends and relations as liosts 
to visit areas of interest. In India we see an interesting combination of VFR and L'1% to 
subsictise the cost of transport and accommodation so that them win be enough money 
to spend on sightseeing, leisure, recreation and shopping. 
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2.3.4 Business and Incentive Travel 
Business travellers needs often overlap with those of the holiday maker. 
The only difference is that business trips are not directed towards touristic centres 
or resorts, rather their demand is directed to centres of trade and commerce or 
diplomacy. They may demand special services like communication and secretarial 
facilities, meeting and convention facilities. car rental and accommotlation, with less 
emphasis on d o n a 1  facilities although swimming pools and health clubs are popular 
services today. 

A special area of interest to tourist destinations is conferences, Eairs and exhibitions. 
Today then are many organisations that feel that their executives are more creative and 
productive in a resort atmosphere. Hence, the number of carporate conferences is on the 
increase. Public and Private Sector, associations and professional bodies (FHRAI, 'I'AAI 
and IATO etc.), trade unions and political parties are a h  customers f a  convention- 
cum-to& complexes. 

The needs for communication and specialisation have led to annual meetings of 
associations and professkmal bodies not only to meet and discuss new ideas and 
s?rate.gies but a h  to exhiiit new products, new mds or product lines. 

Fairs and exhibitions are a reflection of the health of arb economy p d  give an 
appartunity to t h e ~ ~ i p a n r s  to sample some of the local tourism offers. An area of 
emerging i m w  to the tourism industry is incentive travel or travel of a touristic 
nature as a =ward, for some special achbvment ar contribution of an employee m the 
firm. Most employees consider a paid holiday as a desirable perk because their standard 
of living amm that them is no cons- durable tbM they don't have or can't Ihave. 
~ t r a v d i s h o w t v a s o m e t h i n g n o t ~ t h a n  1Wto 15% canafford. 



Secondly, the f m ' s  incentive is always of a higher quality and standard than what an 
employee can afford on his own budget terms of services, distance and the length of 
stay at a resort. 

Most tour operators find the incentive tour market attractive because it includes up- 
market rates with people who may not have the discriminating tastes of the upper crust. 
Such services often overlap with the mass tourists who are directed towards resorts or 
on the sight seeing circuits. The Indian Association of Tour Operators (IATO) considers 
the incentive tour market an important segment for a long haul destination like India. 

Check Your Progress 1 

1) What do you understand by a total resort concept? 

....................................................................................................... 

........................................................................................................ 

....................................................................................................... 
2) What is the 4s formula? 

....................................................................................................... 

3) Why is VFR tourist insignificant for the accommodation industry? 

Understanding Tourism-2 
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Tourism Phenomenon 4) How do Business and Conventions encourage tourism? 

....................................................................................................... 

....................................................................................................... 

....................................................................................................... 

....................................................................................................... 

....................................................................................................... 

....................................................................................................... 
- - - - - 

2.4 SPECIAL INTEREST 

In contemporary culture there is a dissolving of the boundaries between high and low 
cultures as well as between different cultural forms such as tourism, art, education, 
photography, T.V., music, sport, shopping and architecture etc. A11 these forms lend 
themselves to the area of Special Interest in tourism which deviates from Mass Tourism 
because it does not consider people within a particular destination to be similar to each 
other. With shared tastes and characteristics, special interests in the end are to be 
determined by the providers of services. However, the increasing and changing power of 
different social classes also determines the importance of these areas of cultural 
production for Special Interest Tourism. As the collective power of the working class 
declined and the service and middle classes increased after the post world war period 
new forms of tourism were generated in the west. The new cultural economy that these 
classes created related to peoples consciousness, disposition, tastes and dislikes. Special 
Interest Tourism rejects "natural" enjoyment as coarse, vulgar and servile and replaces it 
with refined, disinterested and gratuous pleasures that emphasise culture and art as the 
essence of the difference between the new power-elite and the old rich and the working 
class. 

Studies have shown that such tourists enjoy good work and market conditions as well as 
educational credentials. They are primarily in the 30 to 40 age group. They share many 
of the preferences of intellectuals, like an interest in the most legitimate aspects of 
culture. Their interests include museums and folk art, sport, mountain climbing or 
walking tours. Many writers describe their taste for "ostentatious poverty" which is seen 
in their habit of dressing casually, liking bare and homely interiors and a cultivated 
relationship with nature. 

Special interest tourists need not be in the middle salaried category alone. In Media, 
Advertising and Design areas, they have a very strong commitment of fashion, change 
and style. Their morality seeks pleasure as an ethic, and as a taste for novelty. They 
look down on the Candy Floss image of the traditional holiday camp and resort because 
for them it is in the bad taste. They go towards health food, vegetarianism, heritage and 
natural pastures like walking, cycling, swimming and fishing. In Britain we have seen a 
campaign for Real ~ o l i h a ~ s  as against the rise of the package tour. The special interest 
tourist equates Mass Tourism with mass production in things like beer, bread and ice- 
cream, instead of real things, and wants a return to the authentic taste and flavour of the 
individual way of doing things. The essence of the Real Holiday Campaign is that: 

a) it involves a visit to a destination well away from the masses like Maldives, Bolivia 
or Lakshadweep. Thus, it opens up the whole world to the possibility of tourism, 
and 

b) the real tourist will make use of the specialist agent or operator rather than a few 
major companies who do not promote a discriminating independent form of travel. 
The small niche product will promote not touristic trips but voyages of discovery. 

Special interest tourists have a reading list of useful books on different countries. They 
look for travel rather than tourism; they stress on individual choice, avoiding the 
package maker; they need to be educated. They go to the countryside and invoke a 
deferential past which has been constructed with elements which never perhaps existed 
together historically. They function according to what could be termed as a Tourism Bill 



of Rights, which respects nature, the rights of the host populations and their customs 
and culture. 

For such tourists sta61y homes, areas or regions are rehabilitated as tourist attractions; 
factories have been turned into museums; garden festivals and theme parks are created 
in castles, industrial sites and ecological spheres. Craft demonstrations turn theme1 
heritage sites into experiences where people can watch, learn and participate in a 
renaissance activity. In such cases they know that tourism has benefitted or saved what 
might have otherwise been completely lost. Such tourists also participate in cleaning the 
environment by holidays spent in clearing waste and debris on beaches and mountain 
slopes, and protecting wild life. 

Niche tour operators can also bring pressure, like their clients, on local governments to 
insist on conservation. This is done to ensure that mass tourism does not destroy the 
beauty of the destination, its natural attributes and customs. They promote traditional 
hand made crafts as souvenirs, accommodation in the vernacular architecture and textiles 
as well as local food and beverages. However. sometimes special interest tours and 
tourists can also stereo-type what is classified as authentic or real or typical about a 
destination. For example, Americans visiting Europe often feel like international refugees 
in a slow queue towards an unseen goal. "Push, push, push. These monuments are all 
the same. I haven't met a single local person. How can I when we are on this schedule. 
You'd think we'd have a night off, but no, we have to go to a performance." Such are 
the phrases commonly heard. Often, in season, crowds are so large that tourists don't 
get a good view of the spectacle and they really get to see the spectacle in their 
photographs. 

Check Your Progress 2 

1) Discuss the requirements of a special interest tourist. 

......................................................................................................... 

......................................................................................................... 

......................................................................................................... 

......................................................................................................... 
2) Discuss the real holiday concept. 

2.5 ALTERNATIVE TOURISM 

Alternative tourists like to do things differently. They want to be less with other tourists 
and more with the living cultures. They aim to avoid using special 'tourist' 
accommodation, transport and other services. They prefer to use or share the services of 
Lhe local population. In this way they hope to. experience some aspect of their lives. 

Many tourists choose alternatives because they are concerned about the negative impact 



Tourism Phenomenon which Mass Tourism can have on a destination. Tour operators can specialise in such 
forms by focussing on people and their culture rather than providing created comforts. 
Such trips can be of an extended duration and can cost less than the traditional two 
week vacatiqn, but they can also be high priced. 

Travel is with "local friends" and the purpose is to come to ones own understanding of 
political, social and religious traditions. Destinations are out-of-the way villages and 
mbal hamlets, or palaces of ex-maharajas. Hotels and homes are characterised by 
friendly atmosphere and cleanliness. Transport is crammed with locals going to market 
with their wares on camels or donkeys, boats in backwaters or treks in the mountains. 

India is a popular alternative destination. It is a "subtle mix of ancient and modem, 
ritual and urban. filled with local colour and vitality". 

2.6 OTHER DETERMINANTS 

Besides the motives mentioned in the earlier sections there are also certain other 
determinants of tourism. 

2.6.1 Psychological 
Is tourism desirable? Is it a good thing to have for the tourist and the destination? 
Is it a justificable means to an end? As a break from work or as a medical need, 
tourism providzs relaxation in an environment that is completely different to the home 
surrounding. In that sense it is a psychological break. Colleagues, neighbours and friends 
howe er, influence our choices and pressure to conform is indeed great. \ 
It is also fashionable to take a holiday at a certain time of the year or to a certain 
destination. Fashion in tourism is close to fashion in clothes. There can also be security 
in habitually taking the same holiday to a favourite hill or beach resort. In fact, tourism 
buying can be as customary as any other brand loyalty. 

2.6.2 Socio-Political 
Many societies encourage tourism as a form of rejuvenation. Many states give a tourism 
entitlement to their employees. In some countries trade unions include visits to spas for 
over-worked or sick workers through a medical insurance scheme. Paid holidays also 
encourage participation in tourism. The political system also encourages certain 
preferences for holiday destinations as well as activities. This is done by choosing 
tourist destinations for holding conventions or conferences. For example Nandi Hills 
near Bangalore was the venue for SAARC heads meeting. 

2.6.3 Economic 
An important factor is disposable income or freedom from any money constraint. 
Tourism is psychologically and socially desirable as a consumer objective and the 
possession of the requisite means to satisfy the desire for tourism must be there. 

1 
In the West, when a person's income rises by one unit, they spend 1 units on 
tourism. This indicates a high propensity to travel. Where incomes are not high and 
money is concentrated in a few hands, the propensity to travel is likely to be far less. 
Business and incentive travel is also likely to be constrained by the money constraint 
which can be affected by economic depressions or recession. Governments can 
encourage outbound tourism by their tax policies and the permission to take foreign 
exchange out of the country. 

The price of tourism in relation to other consumer expenditures is also an important 
consideration. Special offers can, along with discounts, s%n make tourism a more 
attractive option than staying at h~me. 

2.6.4 Time * 

Vacations are traditionally linked to tourism activity. Many institutions have increased 
breaks in the calendar rather than just single holidays so that people can avail the 
opportunity of free time to participate in leisure activity. These well regulated breaks in 



Europe in spring, summer and winter have encouraged people to take not one but Underetanding Tourism-2 

perhaps two holidays in a year. In India also this is on the increase. For example people 
with school going children tour mainly during summer or winter vacations in the 
schools. The tour taken during the summer vacations may be longer when compared to 
one during winter. Price and time have a great impact on tourism demand. The tourism 
industry adjusts its tariffs with the seasons demand to encourage tourism as well as to 
increase profits. 

There are other pressures - business, family, religious, educational and social that 
motivate tourists. Similarly, conferences and seminars, weddings, funerals or family 
reunions, or visits to centres of pilgrimage are factors that are supplementary or secon- 
dary feeders of tourism. 

In India pilgrimage centres are a major attraction for domestic tourists. You must have 
seen caravans of buses taking them to either Hazur Saheb, Ajmer Sharif or Vaishno 
Devi. 

In many cases facilities like accommodation, catering or special events and discounts 
etc. also act as "pull factors" to encourage tourism or attract tourists. 

Check Your Progress 3 

1) Why is Alternative Tourism considered the most positive motivation for tourism? 

......................................................................................................... 

......................................................................................................... 

......................................................................................................... 

......................................................................................................... 

......................................................................................................... 

2) What role can Governments play in encouraging tourism? 

3) What ,is the link between vacations and tourism? 



- 
Tourism Phenomenon 

I 
I 

I 

I 

I 

~ 

2.7 LET US SUM UP 

People travel and tour because of different motivations. People may travel to escape 
from their daily environment or to seek information. It is possible that une may travel to 
satisfy many motives at a time rather thr i any single motive. A change in motivation or 
say different motivations have brought in new trends in tourism like Special Interest or 
Alternative Tourism. Knowing the motivds of tourist helps the tour operator/tourism 
professional to offer better services to the client and it is always better to ask for 
motivation and accordingly suggest the destin: :ion. 

2.8 KEYWORDS 

Linear Itineraries: Schedules of tourists which include rapidly changing places of stay, 
travel and sightseeing. 

Niche Tour Operators: Specialised tour operators who share their clients concern for 
conserving and preserving areas of tourism from the destructive efforts of mass tourism. 

Roots Tourism: Tourism which brings people settled abroad to their places of origin. 

Tourist Ghettos: S tandardised tourist accommodation and accompanying facilities 
facilitating mass tourism. 

2.9 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) See Sec. 2.2. You may expand on the concept of a complete holiday destination, 
marketed by tourist operators. 

2) See Sub-sec. 2.3.1. The formula contains ingredients of an undisturbed tourist 
enclave. 

3) See Sub-scc. 2.3.3. 

4) See Sub-sec. 2.3.4. It may bring high budget tourist at company expense. 

Check Your Progress 2 

1) See Sec. 2.4. 

2) See Sec. 2.4. You may like to explain the concept as one which opens up new 
offbeat areas of visit and interests involving help of specialist tour operators. 

Check Your Progress 3 

1) See Sec. 2.5. You may like to point out the desire of such tourists to negate the 
negative impacts of mass tourism. 

2) See specially Sub-sec. 2.6.2. You may point out the schemes for tourism offered 
by the Government. 

3) Sec Sub-sec. 2.6.4. 
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