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Foreword

Influencing public policy is one of the most important activities any indus-
try pursues. Businesses, non-profit organizations and other groups in all
industries attempt to influence public policy with the intent to benefit their
particular missions, goals and objectives. Since this is true, tourism entities
must have a clear awareness of policy in order to compete. Understanding
public policy, and how to influence it, is also critical as tourism contin-
ues to increase in political, social and economic importance. This book —
Tourism Policy and Planning: Yesterday, Today and Tomorrow — provides read-
ers throughout the world with a solid foundation for understanding not
only what tourism policy is and the benefits of well-formulated tourism
policy but also how to influence and implement it.

The public policy process intimidates many tourism professionals. They
often feel less knowledgeable about the issues and are unclear how to
approach members of the government to discuss important issues. Several
tourism industry trade organizations are working together with tourism
professionals to reinvigorate a grass roots approach to tourism advocacy
as we work to advance tourism’s overall agenda. By developing a strong
base at the local level, the tourism industry can facilitate a two-way com-
munication process — informing industry members locally and political
decision makers at the federal level of the important policy issues affecting
tourism and their communities.

The book begins with a detailed historical account of tourism policy in
the United States, recounted by those who experienced much of it when
it was happening. The lessons learned in the United States have been
applied to national tourism policy development in other parts of the world
and can continue to be applicable into the future. The final chapter of the
book, based on a solid understanding of historical events and the current
situation, provides a look into the future of tourism and public policy. The
remaining chapters present pertinent issues for today ranging from the
politics and economics of tourism to education and managing sustainable
tourism.

Particularly important to local destination managers is the discussion
on strategic tourism planning. All tourism professionals should read this
section to ensure that proper planning is in place considering tourism'’s
increasingly competitive landscape. Equally important is the presentation
of affecting and influencing tourism policy through policy analysis and
research. With these tools, the tourism industry will be able to compete
better for the attention of legislators and policy makers.
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Because of the comprehensive treatment of tourism policy and planning,
tourism professionals in all sectors of the industry can find this book useful.
The structure of the book, which incorporates a wide array of international
examples, will appeal to a full spectrum of users including multinational
industry organizations, regional trade associations, local destination man-
agers, in addition to graduate and undergraduate students and faculty
members in colleges and universities.

Part of what differentiates this book from others in the field of tourism
is the combined perspectives of the various co-authors. Dave Edgell’s
experience as the Acting Under Secretary of Commerce for Travel and
Tourism within the US Department of Commerce and as Commissioner of
Tourism for the US Virgin Islands supplies a storied history of first-hand
tourism policy development. He has lived and breathed tourism policy
since 1974, and his footprints are numerous in the development of local,
national and international tourism policy. Ginger Smith has worked with
countless tourism students as founding Dean of the International School of
Tourism and Hotel Management in Puerto Rico, as Associate Dean, College
of Professional Studies and Associate Professor of Tourism Studies, School
of Business, The George Washington University, and currently as Professor
and Academic Chair of Graduate and Undergraduate Studies at New York
University’s Preston Robert Tisch Center for Hospitality, Tourism and
Sports Management. She has been able to use the multiple tourism policy
courses she has taught as laboratories for much of the material in this
book. The work of Maria Allen, through the Institute for Tourism at East
Carolina University, brings a particular concern for the local destination to
the book. The seasoned experience is rounded out by the fresh perspective
of Jason Swanson, a scholar and leader of tourism’s young generation
of practitioners and researchers. Undoubtedly, Jason will further develop
several topics presented in this book in his research for the next several
decades.

The positive implications for enhancing understanding of the need
for tourism policy and planning are tremendous. To that end, the book
includes a range of scholarly input, applying history to today’s situation
and looking far into the future to provide a solid foundation for tourism
policy as the industry continues to progress.

Bill Hardman, Jr
President and CEO
Southeast Tourism Society



Preface

Tourism policy and planning tend to be coupled in our minds with change.
The first decade of the new century is a period of intense and complex
interactions involving tourism issues as factors influencing both interna-
tional institutions and political practices regarding the quality of economic,
socio-cultural and environmental policy and planning. The co-authors
underscore this integrative viewpoint in this volume and feature similar
and differing perspectives through references to the rich foundation of
literature provided by an outstanding cadre of our travel and tourism
scholar predecessors and contemporaries.

In our writing a book about tourism policy and planning, as well as our
teaching, we found disjointed information regarding the study of tourism
policy and planning. Aside from co-author David L. Edgell, Sr’s earlier
foundational texts and several recent and very useful edited volumes, there
is no major textbook to provide us with the basics of tourism policy and
planning.

By exploring the future of tourism in the context of tourism policy
and planning yesterday and today, we hope to offer current and future
businesspersons, politicians, managers, students and academics insight
into key international trends and issues. The volume is also intended to
help prepare national tourism agencies and local destination management
organizations in developing policies and planning strategies to increase
competitiveness and sustainable resource management.

We are confident that government tourism organizations, politicians and
students will find in these pages informative areas assisting them in perse-
vering in their efforts to build more prosperous, just, equitable and demo-
cratic societies. International tourism organizations such as the United
Nations World Tourism Organization (UNWTO), Organisation for Eco-
nomic Cooperation and Development (OECD), Organization of American
States (OAS), local, state, provincial, regional and national policymakers,
and the international academic community will now, we hope, have a
basic tourism policy and planning resource volume readily at hand.

Additionally, we view our level of presentation as appropriate for sev-
eral specific uses. One use is as a text for a one-semester introduction
tourism policy and planning course for senior level undergraduate and
graduate students in tourism and hospitality management, public pol-
icy and public administration, business administration and international
affairs, among others. We believe our emphasis on conceptual foundations
also makes it attractive as a supplemental text for courses in graduate
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programs in political science, economics and international relations. At the
undergraduate level, we recommend selected chapters — such as the first
three and final chapters providing an overview of tourism policy and plan-
ning and outline of key related trends and issues — as useful supplements
to more commonly used materials introducing students to tourism and
hospitality, sport, and event management and administration. In addition,
this book has many uses and applications for tourism officials at the local,
state, provincial, regional and national levels. Finally, the book is helpful to
the general public in understanding the importance and impact of tourism
on national and international issues. The chapter case studies and reports
and volume appendices provide yet further research, teaching and applied
tourism policy and planning resources.

We have organized our approach to the broad subject of tourism policy
and planning into 10 chapters, each with a chapter case study report, and
appendix where appropriate. The chapter case studies, reports, and appen-
dices present extended examples illustrating how tourism policy analysts
have approached policy problems and the results they have been able to
achieve. Chapters 1-3 provide an introduction and overview, a look to
the past, and a report on key current issues affecting tourism policy and
planning. Chapters 4-6 probe various aspects of tourism policy and plan-
ning including its role in economic and foreign policy and in sustainable
tourism. In Chapters 7-9, the volume focuses in greater depth on the sig-
nificant role of education and training in tourism and on major external
influences on tourism policy and planning, and provides an overview of
strategic tourism planning. Chapter 10 broadens the analysis to a look at
the role of tourism policy and planning in relation to many of today’s con-
tending socio-cultural, economic and environmental issues as they affect
our future.

In sum, in this book, we have tried to illuminate past and current exam-
ples of tourism policy and planning in meaningful and understandable
ways and to propose that policy and planning is central to sound manage-
ment of international tourism — one of the largest and potentially greatest
industries for shaping tomorrow’s world.
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Introduction

Out of the future that is not yet, into the present
that is just beginning, back to the past that no
longer is.

St. Augustine

Tourism defined

In this book, the term tourism is used synony-
mously with all aspects of travel and tourism
unless otherwise specified. With respect to inter-
national tourism, this text uses the follow-
ing definitions as recommended by the United
Nations World Tourism Organization:

e Visitor. Any person visiting a country other
than that in which the person usually resides,
for any reason other than following an occu-
pation remunerated from within the country
visited. This definition covers two classes of
visitors: ‘tourist” and ‘excursionist’.

e Tourist. A temporary visitor staying at least
24 hours in the country visited, the purpose of
whose journey can be classified under one of
the following headings: (a) leisure, recreation,
holiday, health, study, religion or sport; and
(b) business, family, mission or meeting.
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e Excursionist. A temporary visitor staying less than 24 hours in the coun-
try visited (including travellers on cruises).

e Tourism. In terms of balance-of-trade accounting, is defined as travel
and transportation and is determined a ‘business service” export from
the tourism recipient to the tourism generating economy; the entirety
of the (tourism) industry.

It can be said that no other industry has a greater self-image problem.
Tourism is inherently a complex field difficult to define, resisting com-
parability within itself and with other industries. Tourism is the practice
of travelling and also the business of providing associated products, ser-
vices and facilities. It is not a single industry but instead an amalgam of
industry sectors — a demand force and supply market, a personal experi-
ence and a complicated international phenomenon. Tourism incorporates
social, cultural and environmental concerns beyond physical development
and marketing. It encompasses both supply and demand, more than the
sum of marketing and economic development.

Tourism has strong links to cultural and social pursuits, foreign policy
initiatives, economic development, environmental goals and sustainable
planning. The industry includes the buying, selling and management of
services and products (to tourists) that might range from buying hotel
rooms to selling souvenirs or managing an airline. To accomplish these
complex activities, the tourism industry demands the most creative and
innovative managers because tourism represents one of the most perish-
able of products. If hotel rooms, airline seats, cruise ship births or restau-
rant tables are not filled daily and repeatedly, the point-of-sale moments
to generate revenue from these ‘products’ are gone forever. There is no
opportunity to put such unsold products on sale at a later time, in storage
or in inventory (Figure 1.1).

Tourism is also the most wide-ranging industry in the sense that it
demands products from other sectors of the economy. For example, the
US State of North Carolina’s top agricultural exports include leaf tobacco,
poultry and poultry products, live animals and meat, cotton and cotton
linters and forestry products that supply demand throughout the United
States and across the globe. These products are also ‘assistance goods” used
by the tourism industry. In addition to agricultural products, airplanes
must be produced, computer reservation systems developed, steel and
concrete manufactured and hotels constructed. There is no other industry
in the economy that is linked to so many diverse products and services as is
the tourism industry. In order to plan for and provide rational order to such
a wide-ranging and dynamic industry, it is necessary to develop policies
to assist the decision makers in the management of this complex industry.

According to the US Travel and Tourism Advisory Board (2006), ‘It is
safe to say that the world is now entering a new golden age for travel
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(b)

Figure 1.1 Tourism is characterized by perishable inventory in the form of cruise
ship berths, hotel rooms, and rental cars (Photo: J.R. Gast)

and tourism’. The United Nations World Tourism Organization indicated
that the 4.5 per cent growth rate of tourism in 2006 ’. .. exceeded expec-
tations as the tourism sector continued to enjoy above average results. . .’
(2007). Demographic changes, increasing disposable income levels, height-
ened emphasis on sustainability, greater availability of leisure time, new
communication tools and technology, higher levels of education, emerging
tourism markets, growthin the supply of facilities and destinations and other
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supplementary factors are having an impact on the demand for tourism. The
supply side of tourism, for the most part, is meeting most tourists” demands.

Tourism Policy and Planning: Yesterday, Today, and Tomorrow addresses
the state of current affairs, offers remedies for past mistakes and presents
prescriptions to assure positive tourism results for the future growth of
tourism. It provides policymakers, planning authorities, local communities,
academic scholars, students of tourism and the public a blueprint for under-
standing the broad ramifications of the tourism industry. The case stud-
ies at the end of each chapter refer to situations encountered, a completed
project, orimportant guidelines with respect to tourism issues and policies.

For the tourism industry to be sustainable in the future, it is vital that
effective policy and planning take place today. The policymakers, planning
officials and stakeholders must identify the emerging trends in tourism
and orchestrate new measures that lead to orderly growth and quality
products that benefit tourists and communities. Unfortunately, in the past,
many governments have not given the tourism industry the same concern
given to manufactured goods or other service industries. In part due to the
terrorists” attacks on the United States on 11 September 2001, and tragedies
elsewhere, this attitude is now changing globally. News of conflicts, ter-
rorism, health concerns, natural disasters and weather conditions in many
different countries throughout the world often bring the tourism industry
to the forefront. The Severe Acute Respiratory Syndrome (SARS) epidemic
and concerns about avian influenza have taken their toll on tourism, along
with earthquakes, hurricanes, tsunamis and other disasters. The escalation
of petroleum prices, difficulties in the world economy and adjustments
to new technologies are affecting the tourism industry in unprecedented
ways. This book discusses many of these changes and issues and, in some
cases, suggests remedies.

Since the agricultural and industrial revolutions of the nineteenth cen-
tury, we have measured the wealth of nations almost entirely on the
development and exportation of tangible goods: agriculture and livestock,
mining and manufacturing; on the construction of infrastructure: highways
and dams; and transportation: ocean vessels, railroads, airplanes, buses,
automobiles and other vehicles that transport people and assets from place
to place around the world. In the twenty-first century, we are deep into
the services revolution that is changing the way we live and evaluate the
world’s wealth and economy. An ever-expanding world of innovation has
already provided us with multi-use telephones, e-commerce tools within
computer technology, digital cameras, high-definition television and prac-
tical applications of satellite technology. In this bright new world, we have
found another major growth service sector — sometimes referred to as an
‘invisible” or ‘intangible” activity: tourism. This growing service industry
embraces technology in its widespread use of e-commerce tools, for its
applications to new products such as space and undersea tourism and
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for developing new methods of marketing and promotion. The tourism
industry has become one of the most dynamic industries throughout the
globe as it adapts to technological change, product innovations and new
markets. Managing sustainable tourism in today’s world adds an impor-
tant dimension to the growth of the tourism industry. The policies we set
for tourism in an ever-changing world will direct the courses of action for
the travel and tourism industry in the future. This book is an effort to meet
this challenge and provide policy and planning solutions for the orderly
growth and development of tourism and add to its sustainability.

The tourism industry’s ability to fashion policies and plans for global
tourism in the future will depend on solid research to better under-
stand and accept new ideas and concepts as they appear. Such research,
conducted in a chaotic world, may hammer out innovative and creative
approaches that differ from the traditional guidelines for policy and plan-
ning once held by the tourism industry. The policies must be flexible and
resilient enough to foster the development of new tourism products and
services in a rapidly changing world. A static policy that is firmly in place
can be rendered useless or in need of radical remedies, whenever a tragic
event or global disturbance occurs, as has been the case in recent years.

The opportunity offered by tourism for future economic, environmen-
tal and social benefits will depend on understanding the tourism indus-
try of yesterday, making the best possible decisions today and addressing
forward thinking trends for tomorrow. We can define clear plans and pol-
icy guidelines now for the future of tourism or let it happen haphazardly
and hope for the best. This book provides new information and concepts to
help meet the challenge of charting a favourable course for tourism’s future.

Tourism policy assembles the planning function and political goals for
tourism into a set of guidelines to give us direction as we move ahead. With-
out such guidance, we might find tourism’s future considerably less benefi-
cial than we had hoped. With the information and precepts presented in this
book, students, professionals and policymakers will have a set of concep-
tual tools for understanding the myriad factors that make up the tourism
policy and help foster the industry’s future growth in positive ways.

In many communities and countries throughout the world, tourism is the
most valuable industry. Las Vegas, Nevada — shown in Figure 1.2 — along
with Orlando, Florida, and Cancun, Mexico, and similar destinations are
cities that would likely be unknown if not for the large numbers of domestic
and international tourists visiting their tourism attractions and environment.

Economic changes taking place in China, India and the United States
(with almost three billion people, half the world’s population) will have
major impacts on the global tourism markets of tomorrow. Social-cultural
changes in Europe, with borderless tourism crossings and a common cur-
rency, are increasing the opportunities for tourism growth. East Asia and
the Pacific Rim are experiencing unprecedented growth and change in
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Figure 1.2 The Las Vegas strip, created in the desert, is now one of the most
visited destinations in the world (Photo: J.R. Gast)

tourism. From the perspective of economic policy, tourism is a vital eco-
nomic development tool for local communities and national governments,
producing income, creating jobs, spawning new businesses, spurring eco-
nomic development, promoting economic diversification, developing new
products and contributing to economic integration. If local and national
governments are committed to broad-based tourism policies, tourism will
provide its citizens with a higher quality of life while generating sustained
economic, environmental and social benefits.

The wellspring of future growth for tourism throughout the world
is a commitment to good policy. Governments, private sector and not-
for-profit agencies must work cohesively to be the leaders in creating
sustainable tourism policy that transcends the economic benefits and
embraces environmental and cultural interests as well. This book addresses
key ingredients for positive tourism policies and planning that will lead
this generation and the next toward a greater quality of life resulting from
tourism growth. The aim of this book, then, is to provide government
policymakers (at all levels), business leaders, not-for-profit executives, uni-
versity professors, students, tourism industry managers and the general
public with an introduction and examination of important policy and plan-
ning issues in tourism.

A look at travel and tourism within this context mandates that poli-
cymakers must understand the need for developing wide-ranging strate-
gies, adjusted as conditions fluctuate or mature. Policymakers must
be knowledgeable about market trends and flexible enough to adjust
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strategic plans in the face of rapidly changing market forces. In sum-
mary, policymaking within the new tourism horizon must fully encom-
pass the complex nature of tourism and the far-reaching mechanics of
its implementation. Tourism policy and planning will drive the appro-
priate management techniques and tools essential for meeting emerging
trends. This transformation must take place in a new world of globaliza-
tion and competition, in which, at the same time, the world’s population
and economies are changing. New technology (particularly in communi-
cations and transportation), barriers to travel, political relations and many
other factors will affect tourism policy and planning in the future.

Tourism policy defined

Merriam-Webster Online Dictionary (2007) has defined policy as ‘A definite
course or method of action selected from among alternatives and in light
of given conditions to guide and determine present and future decisions’.
The popular tourism textbook Tourism: Principles, Practices, Philosophies
(Goeldner & Ritchie, 2006) defined tourism policy by stating, “Tourism pol-
icy can be defined as a set of regulations, rules, guidelines, directives, and
development/promotion objectives and strategies that provide a frame-
work within which the collective and individual decisions directly affecting
long-term tourism development and the daily activities within a desti-
nation are taken’. This definition is highly useful in most circumstances.
Another useful discussion of tourism policy is contained in a new tourism
book titled Travel and Tourism: An Industry Primer. Biederman (2007) adds
importantly to the definition of tourism policy the following thoughts,
‘A tourism policy defines the direction or course of action that a particular
country, region, locality or an individual destination plans to take when
developing or promoting tourism. The key principle for any tourism policy
is that it should ensure that the nation (region or locality) would benefit to
the maximum extent possible from the economic and social contributions
of tourism. The ultimate objective of a tourism policy is to improve the
progress of the nation (region or locality) and the lives of its citizens’.
For purposes of the approach taken in this book, tourism policy will be
more broadly defined to include marketing, planning and sustainability.
In this context, tourism policy is ‘a progressive course of actions, guide-
lines, directives, principles, and procedures set in an ethical framework
that is issues-focused and best represents the intent of a community (or
nation) to effectively meet its planning, development, product, service,
marketing, and sustainability goals and objectives for the future growth
of tourism’. This definition acknowledges the important role marketing,
product development and hospitality services play in tourism policy. In
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addition, the tourism sustainability concept (discussed later) must sup-
port the long-term goals in economic, environmental and social develop-
ment. More importantly, this definition recognizes that tourism policy is
‘dynamic” and flexible enough to allow adjustments and refinements as
the occasion arises.

This book, with some divergences, utilizes the classic tourism-planning
model that includes a “vision” and ‘mission statement’. (See Chapter 9 for
detailed explanation.) The vision should be a few words that describe
where local or national tourism policy wants to be while the mission
statement explains how to get there. The vision and mission statement
would be followed by a set of ‘goals, objectives, strategies, and tactics’,
sometimes represented in the form of a ‘tree diagram’ (Figure 1.3).

Tourism has the potential to engage and change the economic, political,
social and ecological dimensions of future lifestyles. Edgell (1990) asserted
that ’. . . the highest purpose of tourism policy is to integrate the economic,
political, cultural, intellectual and economic benefits of tourism cohesively
with people, destinations, and countries in order to improve the global
quality of life and provide a foundation for peace and prosperity. The
political aspects of tourism are interwoven with its economic conse-
quences. . . tourism is not only a continuation of politics but also an
integral part of the world’s political economy. In short, tourism is, or can
be, a tool used not only for economic but for political means’. Fayos-Sola
(1996) suggested a more balanced role in tourism policymaking between
the private, public and voluntary sectors. He stated, “The changing nature
of the tourism industry, with its move away from mass tourism towards
greater market segmentation, use of new technologies, differentiation of
the product and adoption of new management styles, demands a change
in the substance of governments’ tourism policies’. Edgell (1999) went fur-
ther to say that “. . . The tourism industry will be faced with some difficult
challenges over the next several years. Technology, whether in commu-
nications information, new aerospace developments, or other fields, will
heavily affect the tourism industry. The industry will need to develop
effective policies and plans to deal with terrorism and other disruptions
to the tourism market’. Goeldner and Ritchie (2006) said, “Tourism policy

Objective

Strategy

Objective Tactic

Strategy

Tactic

Figure 1.3 Tree diagram: goal-oriented tourism planning
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seeks to ensure that visitors are hosted in a way that maximizes the benefits
to stakeholders while minimizing the negative effects, costs, and impacts
associated with ensuring the success of the destination. In effect, tourism
policy seeks to provide high-quality visitor experiences that are profitable
to destination stakeholders while ensuring that the destination is not
compromised in terms of its environmental, social and cultural integrity’.

The tourism industry is composed of private, public and not-for-profit
components interested in tourism development, new products, destination
marketing, economic benefits and future sustainability. These tourism
interests have broad ramifications on community life and need parameters
and guidelines to help define and plan the future direction of tourism pol-
icy, ultimately providing quality tourism products and services. Tourism
policy should aim to improve the quality of life of the local citizenry at any
given destination. A good tourism policy will assist in that process. This
book will attempt to identify some of the issues and concerns that tourism
policy should address in order to insure a positive sustainable future for
the tourism industry.

Local, state/provincial, regional and national governments and other
leveraging regional and global organizations such as the United Nations
World Tourism Organization and the World Travel and Tourism Council
help determine tourism policies that best represent the business envi-
ronment, local community interests in tourism and governmental struc-
ture. Numerous tourism associations and organizations seek to influence
tourism policy so that their interests are also included. This aspect of
tourism is discussed later in the book with some case study examples.

Worldwide importance of tourism

The twenty-first century is seeing increases in leisure time and income for
millions of people. Shorter working hours in some cases, greater individ-
ual prosperity, faster and cheaper travel, more destinations to choose from
and the impact of advanced technology have all helped to make the leisure
and travel industry one of the fastest growing industries in the world.
The significance of tourism as a viable source of income and employment,
and as a major factor in the balance of payments for many countries has
been attracting increasing attention on the part of governments, regional
and local authorities and others with an interest in economic development.
Furthermore, sustainable tourism concerns for the environment, social con-
ditions and other concepts have entered the decision-making process and
will forever change the way tourism grows throughout the world. (This is
discussed in some detail with respect to sustainable tourism in Chapter 6.)
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New research by the World Travel and Tourism Council (Navigating
the Path Ahead, 2007) estimates that tourism in 2007 will generate direct
and induced employment for approximately 231.2 million people world-
wide, or 1 in every 12 jobs. By 2017, it is predicted that employment will
be approximately 262.6 million jobs, or 1 in every 12 jobs. According to
the report, global tourism in 2007 (both domestic and international) is
approximately a US $7.1 trillion industry that will continue to grow in
the future, reaching US $13.2 trillion in 2017. Equally important is the fact
that tourism, as an export, is of critical importance to both industrialized
and developing nations. As an economic factor, tourism is growing faster
than the rest of the world economy in terms of export, output, value
added, capital investment and employment. (See Chapter 4 for a complete
discussion of the economics of tourism.)

While tourism has been growing rapidly since World War II and will
continue its dynamic growth into the future, this does not mean the indus-
try will grow smoothly. As evidenced, there will be occasional structural,
economic, political, environmental, social and conceptual impediments in
its path. An example of this was the severe decline in travel worldwide
at the start of the Persian Gulf War in 1991. Mediterranean destinations,
North America and parts of Asia, far from the war zone and Middle East
conflicts, were all affected. Coupled with this is the public’s and, in some
cases, governments’ inadequate understanding of the economic, environ-
mental and social importance of tourism and low levels of access to current
information about tourism affairs. At the same time, however, the global
importance of tourism is becoming better understood because, in many
geographic areas, tourism is replacing other industries that have tradition-
ally been the paramount economic drivers. This, in turn, necessitates better
tourism research, policy and planning to support this momentum.

In the global tourism context

As part of the overall growth of services, tourism’s recognition as an
important sector in the global economy is more frequently accepted. Key
multilateral governmental policy organizations such as the United Nations
(New York), the United Nations World Tourism Organization (Madrid),
the Organisation for Economic Cooperation and Development (Paris),
the Organization of American States (Washington, DC), the Asia-Pacific
Economic Cooperation (Singapore), the Caribbean Tourism Organization
(Barbados) and other international bodies are providing important research
reports and data to the tourism industry. One of their shared goals is to
link tourism to other sectors of the international economy. The European
Community, North America Free Trade Agreement and other regional
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economic instruments are seeking to break down traditional barriers for
conducting tourism services across borders, which will ultimately aid inter-
national tourism. The World Travel and Tourism Council (London), the
Pacific Asia Travel Association (Bangkok), the Southeast Tourism Society
(Atlanta) and other groups representing mainly private interests and some
public concerns are already establishing a higher level of cooperation and
coalition building to tackle broad policy issues. (See Chapter 5 for more
information on these organizations.) These changes indicate increasing
recognition of the impact of tourism in the twenty-first century.

The importance of what has happened globally in the tourism policy
arena since the terrorists” attacks of 11 September 2001 has been manifested
by the movement of the world to better understand the necessary imple-
mentation of new safety and security measures. The prognosis for the
future growth of tourism is good in spite of the adjustments most nations
have had to make to the threat of terrorism. This acknowledgment of forced
change distinguishes much of the tourism industry today. Chapter 10 will
highlight some of the future tourism trends that need to be addressed
within policy and planning.

New challenges

As many heretofore unknown places in the world become better known
and accessible, most governments will seek to encourage greater travel to
their respective destinations. Many developed and developing countries
conduct their national tourism promotions under the aegis of government
tourism policy covering research, strategic planning, marketing, coordina-
tion, development and training. Often, this process is in conjunction with
associations of private sector tourism interests, joint public-private con-
sultative bodies and international and intergovernmental organizations.

The broad range of economic, political, environmental and social impli-
cations for tourism on both the domestic and international fronts is yet to
be fully realized. One way to focus attention on this need for recognition
is to examine the larger role that tourism plays beyond its marketing and
promotional goals. Sound tourism policy and planning goes well beyond
the marketing and promotion objectives to consider and evaluate its com-
prehensive effect.

The full scope of domestic and international travel and tourism, there-
fore, encompasses the output of segments of many industries. The travel
‘industry’ consumes the output of and creates a far-reaching base of wealth
for feeder industries such as agriculture, fishing, food processing, brewing,
construction, airports, transportation vehicles, communications equipment
and furniture to name a few. In addition, tourist activities make use of the
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services of other industries, such as insurance, credit cards, advertising,
database and niche marketing, the internet and e-commerce tools.

Tourism is an economic activity that provides local destinations,
states, provinces, or countries with new sources of income and currency
exchange. The impact tourism has on the economy can be tremendous
as it creates jobs, reduces unemployment, fosters entrepreneurship,
stimulates production of food and local handicrafts, demands effective
communications, facilitates cultural exchanges and contributes to a better
understanding of the local area, state, province, country and the world
at large. The changing dimensions of this expanding industry have intro-
duced the need for a sharper focus when dissecting the economic, cultural,
ecological, environmental, social and political consequences of tourism —
in brief, the future sustainability of tourism (Figure 1.4).

Over the next several chapters, these aspects of tourism policy and plan-
ning are presented and discussed in more detail. With a thorough under-
standing of tourism’s implications, policymakers, planners and business
people can better facilitate community involvement in the tourism industry
at all levels. The more vested the local community is in the decision-
making process, the more likely it is that the future of tourism will create
positive economic, environmental and social improvements to the quality
of life of the local citizenry and lead to successful sustainability of the area.

Figure 1.4 The island of Majorca, Spain, provides strong economic benefits to
the country’s tourism industry (Photo: Sarah J. Gust)
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A new look at tourism policy

Since the tourism industry is difficult to clearly define because of the
involvement of so many different economic sectors, it tends to foster many
major policy development challenges. Fundamentally, tourism policy
should present a set of guidelines, which, when combined with planning
goals, charts a course of action for sound decision-making. Tourism policy,
typically fragmented and poorly defined by governments throughout the
world, is sometimes difficult to understand. For the past decade, leading
tourism thinkers have called for increased attention to the social science
aspects of tourism in an effort to continue to improve the quality of life
and promote global peace.

Public policy is both a process and a product — the decision-making
process and the product of that process. Today, there is recognition that
policy should serve not only the government, but also the public’s interest
in tourism. Policy, when properly applied, is a vehicle for a government
to direct and stimulate the tourism industry, as for example through tax
policy and research. The actions of public, private and non-profit tourism
sectors play an important role in policy determination and, in turn, affect
economic and political influence on policy decisions of other tourism-
related industries.

Only reliable and comprehensive research on tourism’s impacts will
lead to good decision-making and policy development. Within the last
10 years, many policy and planning experts have cited the increasing
importance of research in tourism, but, historically, research is not an
area that governments and the private sector have supported very well.
At a minimum, a tourism office’s research department should utilize a
travel monitoring method and an evaluation system to enhance marketing
and promotion initiatives. One way to begin is to research a ‘tourism
issue’, taking it through several of the steps outlined in Figure 1.5. Local,
state/provincial, regional and national tourism planners are recognizing
the importance of a sound plan, coupled with visionary policies, as they
prepare for the future development of tourism.

Arguably, in the past, the bulk of tourism policy and subsequent tourism
policy research has focused on the demand side of the equation or on
economic and marketing issues, which had led to underestimating other
important considerations within the supply side and with respect to
tourism development. Marketing a destination, complicated by the difficult
supply characteristics of the industry, needs careful planning at the out-
set. It should operate under a coordinated tourism policy so that the
many suppliers and promotion organizations can work well together. Bull,
who reported on the state of London, England’s tourism policy, studied
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Figure 1.5 Tourism policy formulation: general diagram

this dilemma. Bull (1997) highlighted the challenges associated with the
long-term impact of short-term changes in the city’s marketing programs
and concluded that for long-term sustainability, infrastructural and facility
issues needed more attention. One conclusion drawn from this analysis
is that tourism is far more than just marketing, and that tourism policy
should address a multitude of tourism concerns.

Opponents of tourism often cite the negative impacts an influx of visitors
might have on the destination, and there is a need to have a policy that
recognizes these concerns, but, of course, the positive impacts should be
equally important to policymakers and practitioners. Understanding both
positive and negative impacts will lead to practical sustainable tourism
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development. When the negative impacts on the local environment are
addressed, corrected and managed well by the host community, and
the positive attributes built upon, tourism becomes an important driving
force in community development. The benefits derived from visitors bear
repeating: creating new jobs, spawning new businesses, adding new prod-
ucts, generating additional income, promoting economic integration and
diversifying the local economy.

Tourism encompasses specialties within industry segments that are not
often recognized by policymakers or industry outsiders as tourism demand
generators. Today, travelers ‘fit’ categories. Travel Industry Association of
America, in its publication Domestic Travel Market Report 2005 Edition, cata-
logued some of the travel segments including business travel, leisure travel,
air and auto travel, solo travel, travel with children, travel that includes
social/family events and many others. This organization also takes the
practice further by addressing other needs and desires as reported in The
National Parks Traveler, Europe Traveler Demand and The Minority Traveler,
to name just three. These travelers are looking for specific environments
when planning their travels, as in heritage tourism. Figure 1.6 illustrates
the heritage of community members in the village of Pisac, Peru. This
demand for special tourism activities is important to realize for many
areas of the world where tourism is being developed to offset the decline
of manufacturing industries, mining and agriculture. A comprehensive
tourism policy will encompass all aspects of supply and demand that can
be associated with tourism.

Local, state/provincial, regional and national governments should view
tourism policy across agencies as it affects various components of the

Figure 1.6 The colorful dress of the village elders in Pisac, Peru, is a prominent
feature of heritage tourism (Photo: Matt Schuttloffel)
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operating sectors. Tourism influences infrastructure and planning in multi-
ple areas simultaneously. Transportation, zoning and water use are typical
areas where the policy crosses functional boundaries. These issues are
highly sensitive to local residents and have the potential of greatly affecting
tourism. On the other hand, rather than potentially stressing a system,
tourism developers could use this information to determine the feasibility
of proposed investment in all industry-operating sectors. Included in this
policy process should be a survey of the tourism superstructure about qual-
ity, quantity and geographic distribution, as well as special events, such
as festivals. To be meaningful, this approach should be related to demand
for a variety of products to adequately assess the nature of tourism supply
needed to reach the market.

Public sector organizations include local, state/provincial government
and national tourism offices, tourism departments and other destination
management organizations. For the well-being of the destination’s citi-
zenry in terms of economic, political, environmental, social and cultural
issues, the public sector must play an active role in the development, leg-
islation, financing, planning and policy of the tourism industry. Without
this interaction, the legitimacy of certain tourism policies faces numerous
barriers. Because of fragmentation inherent among the members of the
tourism industry, the government must do more than just set policy — it
must also assist in the implementation of the said policy. One country’s
tourism administration that does a good job in this respect is the Canadian
Tourism Commission.

Historically, coordination within governments among different depart-
ments in the European nations, the United States and many other countries
has been poor. Consequently, tourism has received low priority and has
often been overlooked when governments distribute limited resources or
when comprehensive policies are developed. A coordinated approach with
a full and complementary partnership in tandem with either public and/or
private sector organizations will go a long way toward alleviating some of
these past problems. As mentioned previously, Canada, through its Cana-
dian Tourism Commission, is one country that recognizes the importance
of the public/private partnership in tourism policymaking and marketing.
(See Chapter 9 for a discussion of Canadian tourism planning.)

Economic and non-economic benefits

A problem in many countries is that legislators and administrators lack
knowledge and understanding of the tourism industry. The positive eco-
nomic impact of tourism (see Chapter 4) is the best argument presented
by practitioners to their policymakers when looking for increased funding
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and recognition. Logical and documented research on tourism’s economic
impact can help to lead to better public policy decisions. Youth sports and
tourism is an example. Wayne and Riley (2003) relate, “An important value
of accurately estimating the economic impact of sports lies in the ability to
use that knowledge to gain financial support for youth leagues from the
host community’. Destinations’ tourism decisions have focused primarily
on the economic benefits of tourism, but destinations are (and should be)
expanding their decisions to include social, cultural, environmental and
other non-economic concerns.

Tourism development should be in harmony with the socio-cultural,
ecological and heritage goals, values and aspirations of the host com-
munity. All such community endeavors need consideration, along with
economic objectives, to stimulate greater participation in other interests
from the stakeholders. Tourism offers many opportunities for members
of the host community to participate in cultural and historical attrac-
tions and events. Added to the direct economic benefits reaped by
local artisans and tourism industry employees are increased pride in
the (local) heritage, enhanced self-worth, or global recognition through
bringing the world and its cultures to the destination’s doorstep. Mar-
ket demand is now forcing communities to consider a full range of
impacts as a means to stay competitive, as illustrated by coastal com-
munities’ recognition that visitors come seeking clean beaches and, in
many cases, a certain amount of tranquility (Figure 1.7). Klien et al. (2004)

Figure 1.7 Visitors enjoy the quality beaches at the Shangri-La Mactan Island
Resort & Spa in Cebu, Philippines (Photo: J.R. Gast)
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has noted this by saying, ‘The user’s willingness to pay is increasing func-
tion of beach quality’.

Economic and non-economic costs

While positive economic impacts draw the attention of developers and
governments, tourism organizations must recognize the existence of neg-
ative economic possibilities when developing the policy. In the United
States, two powerful examples can be given. First, new tourism devel-
opment in local communities (and especially in regions known as ‘gate-
way’ or entrance communities to major tourism destinations such as
national parks and man-made attractions) may drive up real estate
values in proposed areas, making the cost for housing prohibitive to
local inhabitants and the labor market servicing the needs of visitors.
A second scenario deals with environmental use/overuse, such as the
ongoing debates regarding the permissibility of winter snowmobiling
in Yosemite National Park in the United States. In the past, very lit-
tle comprehensive research has been conducted to clearly define best
practices for economic, environmental and social impacts on tourism.
Today’s research advances comprehensive economic, environmental and
social impact statements (sometimes required by law) in many cases prior
to commencement of local and regional economic development projects.
Social impact research may include analysis regarding economic, psy-
chological and environmental impacts, as well as relationships among
all three. There is a need for more research and better solutions in
this field.

As tourism becomes more widespread throughout the world, know-
ing the benefits-to-costs ratio enables a tourism organization to invest in
attracting and developing the appropriate and optimal market segments
and tourism facilities (Frechtling, 1994). The policy should address these
issues in a proactive way to achieve an optimum return for all tourism
investments and assets. An inadequate capability by destination managers
to address negative impacts on their sites can lead to degradation of the
tourism destination and a detrimental reputation, hampering both tourists
and outside marketing agents.

As cited earlier in this book, tourism is a multi-disciplinary subject
that embraces economics, environmental studies, social science, geography,
business, history, psychology and many other disciplines. Concerning the
psychological aspects of tourism, according to Travel Industry Association
of America, only 68 per cent of the US state travel offices conducted such
research at least periodically. In the September 2005 issue of American
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Psychologist, an insightful article by Tracy Berno and Colleen Ward points
to the need for more psychological research on tourism. At the conclusion
of the article, the authors stated, ‘Natural laboratories for the investigation
of stress and coping, culture learning, and social identification are found
in tourist settings in which tourists” experiences, tourist-host impressions
and encounters, and changes in host communities are all novel topics
for psychological inquiry. The application of psychological theories for
promoting positive results for individuals, communities, and the tourist
industry more broadly presents groundbreaking opportunities for health,
social, community, and applied psychologists. It also promises innovative
outcomes for tourism researchers and contributes to tourism that is both
sustainable and beneficial to the people it affects most’.

Cooperation/integration

Stakeholder participation is important when developing tourism policy
because of the diversity of organizations and interests involved, from both
the public and private sectors. Stakeholders can include local citizens,
business owners, public regulatory and land-use departments and offices,
public, private and non-profit organizations — all constituencies involved
or who ought to be involved in the decision-making process. In the past,
tourism and economic development projects and processes overlooked the
important role of a wide range of stakeholders. Some recent research on
‘coopetition’ (discussed in Chapter 4) is lending additional support for
greater cooperation in tourism decision-making at all levels. The many
organizations involved in promoting tourism and their different objectives
make tourism policy difficult to coordinate and implement; therefore, it is
important to have an integrated policy.

Balanced/comprehensive tourism policy

Tourism policy should be future-oriented, balanced and comprehensive
since it incorporates the interests of the tourism stakeholders. Policy issues
need extension beyond those traditionally thought of as tourism, to be
inclusive of such related public programs as transportation and water
usage. Policymakers should familiarize themselves with all products, not
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just with those perceived as tourism products. For instance, water man-
agement issues are usually a concern of local governments and residents,
yet water parks, large golf resorts, aquariums and other tourism infras-
tructure can consume vast quantities of water. Large free-form swimming
pools in resort destinations, as shown in Figure 1.8, are examples of poten-
tial drains on a community’s water supply if not properly planned and
managed.

Therefore, waterworks departments must consider both the tourism
industry and the local residents when developing their policy. This is cru-
cial for the industry’s long-term success, and not understanding it can
lead to a funding organization’s focus tied only to promotion or marketing
and less to other initiatives of equal importance to tourism development,
such as research, product development and environmental, social and eco-
nomic sustainability. Resources should be earmarked to ‘give the tourists
the product they want” while taking care to protect and ‘extend the sus-
tainability of the product’. (See Figure 1.9.)

Case Study 1 presents a practical example that has both policy and plan-
ning overtones; it is an abbreviated version of a draft strategic overview
document prepared for the State of Kansas tourism program. While the
intent of the strategic overview was not to define a tourism policy, the

Figure 1.8 Poolside revelers in Las Vegas, Nevada, benefit from the city's
municipal water supply (Photo: J.R. Gast)
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results included a number of policy and planning implications. This
case study does not purport to represent tourism policy or planning in
the State of Kansas. It merely illustrates a few of the steps that might
be taken by an entity interested in the broad ramifications of tourism

policy.
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Case study 1

KANSAS TOURISM OPPORTUNITIES:
STRATEGIC OVERVIEW

NOTE: This case study was developed from a longer document titled
Kansas Tourism Opportunities, prepared by one of the authors of this book,
David L. Edgell, Sr, PhD, for the Kansas Travel and Tourism Development
Division in 2005. This shortened version (which contains modifications
from the original document) illustrates only the research phase necessary to
develop a strategic planning document to support changes or modifications
in a tourism policy. (While it demonstrates some of the ingredients needed
to fashion a state tourism policy based on strategic planning, it is not
indicative of the full process for constructing a tourism policy or planning
model.) As a guideline for this project, a “Strategic Plan Development Flow
Chart” (Figure 1.10) was constructed, but not followed in every detail. (It
can be seen at the end of this case study.)

Executive summary

The tourism business is now, perhaps, the largest industry on earth. When
strategically well planned and executed, tourism provides an economic
stream both into and within a community, and an incentive to preserve
the best features a community, or destination, has to offer, from its wildlife
habitats, its historic districts, its scenery, to its local culture and heritage.
Properly integrated, tourism can provide an improved quality of life for
the community. In this particular case study, tourism can also be seen as a
major driver for Kansas’ new brand image: “Kansas, As Big As You Think”.

Tourism impacts greatly on the economy of many communities in
Kansas. It can be a valuable industry, producing income, creating jobs,
spurring economic development, promoting economic diversification,
developing new products, growing more businesses, adding tax revenue
and contributing to economic integration. Kansas is also committed to a
broad-based tourism product that will provide its citizens with a higher
quality of life while it generates sustained environmental benefits for the
state. Tourism is heavily dependent on information and communication
through traditional systems, effective application of new e-commerce tools
and responding to travel trends and niche travel. Transportation modes —
motor coaches or trains, airlines and rental cars, recreation vehicles, or
(as is most dominant in Kansas) the automobile — present a variety of
economic opportunities. Infrastructure, ranging from airports, highways
and byways, restaurants and hotels, spas and resorts, bed and breakfast
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establishments, campgrounds and hunting lodges, Native American casi-
nos, and. . . the list goes on, provide diverse tourism opportunities. Public
recreation lands, inclusive of local, state and national parks, are increas-
ingly important in the development of new tourism products. Agritourism,
ecotourism, rural tourism, adventure travel, geotourism, historic site visi-
tation and built attractions are all part of the tourism phenomenon. Ulti-
mately, the key to a successful program is an effective and efficient strategic
plan that includes a marketing approach and that recognizes the great
diversity of the tourism products in Kansas. However, in the eyes of the
consumer, the great variety of Kansas tourism may not be well known.

Lest we forget, it is tourists, energized by personal wants and needs,
who partake of our tourism products and drive the marketplace. Their
common denominator is that they are mobile and that, by definition, they
are motivated to leave the place where they reside to visit other places for
business or pleasure.

Collectively, pleasure travelers” desires are endless: touring the coun-
tryside, viewing panoramic vistas, experiencing wilderness adventures,
visiting cultural and historic sites, camping, hiking, hunting, fishing, bird-
watching, engaging in sports, attending theatrical or sporting events — all
with infinite variations. Today’s tourist is looking for tourism products
that offer authenticity, variety, flexibility, value and quality. In order to
respond to the dynamic changes taking place in the competitive world of
tourism, Kansas needed some direction and that is the focus of the case
study: “Kansas Tourism Opportunities”.

Tourism is a growth industry; and while that growth may, from time
to time, show some short-term slowing, the long-term prospects are good.
Growth is expected to continue based on continuously rising per capita
incomes, lower relative travel costs, increased leisure time, sound promo-
tional strategies, changes in consumers’ tastes/preferences toward travel,
abundance of recreational opportunities, substantial leisure goods and
services, a supply of good facilities and the introduction of new technol-
ogy. However, to make this happen, sound strategic tourism planning
must occur. While the economic aspects are important, planning should
also emphasize the site’s environmental integrity and the social benefits to
the community, especially enhanced human welfare, happiness and qual-
ity of life.

The year 2004 served as the Year of Research for Kansas, providing
the initiative and direction to begin a significant research program. The
year also identified communication, product development and usage of
e-commerce tools as rudiments critical to the growth of tourism. Finally,
2004 was the year for beginning to develop a strategic overview to guide
growth opportunities for Kansas tourism.

The year 2005 was the Year of Challenge, a time for developing an
effective strategy for “growing tourism” to the state, to pursue the image
and product of Kansas as a special tourism destination, and to research
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the critical paths to tourism success for the state. Emphasis was placed on
five significant strategic directions:

emphasis on brand marketing;

marketing applications based on research;
better communication;

recognition of new products;

innovative use of e-commerce tools.

G LD

The year 2006 was the Year of Transition, whereby new administra-
tive structures were realized and instituted, with partnership marketing
enriched and expanded. It was the year in which the efforts in tourism
research, product development and marketing strategies began to show
promise and progress. In Kansas, particularly with respect to sustainable
tourism, its wide open spaces allow for big things to happen. A rich
legacy in Kansas is her people, such as Dwight D. Eisenhower and Amelia
Earhart - two persons who have changed the course of history and inspired
others to accomplish great deeds. Kansas is building on the strength of its
people and a rich heritage and culture.

l. The road to success

Industry-led, market-driven and research-based, the mission of the Kansas
Travel and Tourism Development Division (KTTDD) is to increase aware-
ness of and interest in Kansas as a multi-seasonal, protean-experience
tourist destination. To achieve this mission, the KTTDD initially set goals,
objectives, strategies and tactics, in 2005, some of which follow:

Goals

e Promote the state brand image of “Kansas, As Big As You Think” for
“across industry usage”, utilizing it to promote tourism products (and
other products), and present it as a representative image of the state.

e Expand the comprehensive tourism research initiative begun in 2004
and use it to define and underscore the tourism program, and distribute
the research results to all interested parties.

e Foster a broader communication mechanism that educates and pro-
vides tourism information internally and externally to the industry,
legislature, communities, governmental entities and media.

e Introduce new tourism initiatives, enhance and enrich traditional
tourism products and provide an environment for continuance and
innovation of tourism product development.

e Better utilize new and innovative e-commerce tools to provide infor-
mation and to market and promote tourism products.



Introduction 25

Objectives

Sustain a vibrant and profitable Kansas tourism industry.

Partnership marketing of Kansas as a desirable tourist destination.
Build on the new Kansas brand image in both the domestic and inter-
national tourism market places.

Assist the Kansas tourism industry to develop products and services
that satisfy customer demands.

Support a cooperative relationship between the private sector, not-for-
profit tourism entities and local governments in Kansas with respect to
Kansas tourism.

Use its research capability and in-market staff to provide newly attained
information about Kansas tourism and its markets to the private sector,
local governments and tourism entities.

Strategies

Work toward building the brand image as a key tourism tool to help
generate the marketing of Kansas tourism products.

Begin to develop return-on-investment accountability in all of the
tourism initiatives.

Use a long-term marketing approach that is research based, proactive,
partnership oriented and aims to introduce new tourism products and
initiatives.

Build a creative budget approach based on “outthinking” versus “out-
spending” the competition for the tourism dollar. Understand that to
be successful in the tourism industry it is important to have fresh
thinking, entrepreneurship and innovation even if initially it might be
disruptive.

Recognize that creative Internet marketing in tourism can be the great-
est platform of equality.

Tactics

Work in partnership with the Kansas tourism industry to develop a
solid marketing plan.

Include in the research for a marketing plan a “competitive analysis”.
Perform a SWOT (Strengths, Weaknesses, Opportunities, Threats) anal-
ysis on the Kansas tourism program.

Update regularly a “situation overview” which looks at the current
market situation and follows the trends in the tourism industry.
Review each of the actions regarding public relations, promotions,
Internet marketing, events, database marketing, co-op marketing and
others to insure accountability.
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Il. Where the journey begins: economics of

tourism explained

The data clearly show that Kansas relies more on automobile travel than
most states and was cited by the Automobile Association of America as
the least expensive destination. There is no question that tourism is an
important contributor to the state’s economy. Business and leisure travelers
are experiencing the recreational, historic and natural advantages of the
state and its facilities. Thanks to strong relationships with travel writers,
motor coach tour operators, individual travelers, the international travel
community and the Internet, the word about Kansas tourism is becoming
better known.

In 2004, Callahan Creek, the Kansas Travel and Tourism Development
Division’s contract marketing agency, conducted important consumer
research for the state. An overview of some of that research shows that
approximately half (48 per cent) of those individuals requesting Kansas
travel information subsequently visited the state. It is interesting to note
that visitors mainly cited vacation/pleasure (42 per cent), passing through
(25 per cent) and visiting friends/relatives (19 per cent) as the key rea-
sons for their trip. Historic attractions, a part of “sustainable tourism” as
described later, was the most important activity of participation.

Popular leisure activities range from visiting historic attractions to
Western/pioneer sites. Important attributes of the vacation destination
that Kansas offers are safe/secure destinations, friendly people, good
value, restful and relaxing environments, beautiful countryside, unique
experiences, friends and family relationships, wide-open spaces, historic
attractions and outdoor recreation. Safety and security will continue to
be important; culture, arts, history and heritage will become increasingly
significant reasons for traveling, and “reality” experiences (what some
tourism experts are increasingly referring to as “experiential tourism”) are
growing in popularity. The study suggests that important opportunities
for Kansas (those that are high on travelers” “to-do” lists) include meeting
friendly people, seeing beautiful countryside, having a chance to relax,
visiting historic attractions and many others.

lll. The changing landscape: emerging tourism

issues in Kansas

Kansas realizes the need for greater creativity, ingenuity, local and regional
“coopetition” (greater cooperation amongst local markets to meet the
competition from outside markets) and a culture shift that emphasizes
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intellectual capacity in its tourism marketing strategies. Kansas must be
on the cutting edge in terms of the latest trends in tourism (what tourism
consumers want in their tourism products) and to determine which Kansas
tourism products fulfill that market demand. The research reports pre-
pared by TIA are a good source of tourism trend information. Some recent
trends that are particularly relevant to Kansas are discussed below.

Ecotourism is a market trend that Kansas can capitalize on by highlight-
ing more strongly its natural and geographical assets and its abundance of
flora and fauna. The Flint Hills region of Kansas, for example, is well-suited
for ecotourism. Some work accomplished in 20042005 by FERMATA, Inc.
(an international nature tourism consulting group), while under contract
to KTTDD, details the enormous opportunities for nature and cultural
tourism in, and near, the Flint Hills. FERMATA, Inc., stresses the oppor-
tunities for ecotourism in conjunction with a relatively new national park,
“The Tallgrass Prairie National Preserve”, a unique public/private part-
nership venture. Its mission is to preserve and enhance a nationally sig-
nificant remnant of the tallgrass prairie ecosystem and the processes that
sustain it; preserve and interpret the cultural resources of the Preserve
and the heritage associated with the ranch property; and offer opportuni-
ties for education, inspiration, and enjoyment through public access to its
geological, ecological, scenic and historical features.

The Flint Hills region, including The Tallgrass Prairie National Preserve,
is consistent with the new tourism phenomenon generally referred to as
“sustainable tourism”. In the July/August 2005 issue of the National Geo-
graphic Traveler (the most read travel magazine), the National Geographic
Society’s Office of Sustainable Tourism published a rating by a panel of
experts of National Parks in Canada and the United States that included
The Tallgrass Prairie National Preserve, which received a good rating.
In the March/April 2005 issue of Midwest Living, a magazine important
to Midwest travelers, a section called “30 Things Every Midwesterner
Should Experience” refers to The Tallgrass Prairie National Preserve in
these words: “Smell the lush stinging wetness of a storm rumbling across a
wide-open sky from amid undulating green-golden grasses in the Kansas
Flint Hills. This is North America’s largest expanse of native tallgrass
prairie, and it has an unforgettable sense of place that blends powerful
sky, dramatic land and stirring moments”. (Author’s note: Also of interest
is the article “Splendor of the Grass” in the April 2007 issue of National Geo-
graphic. This article says, “The prairie’s grip is unbroken in the Flint Hills
of Kansas. ...Much that remains of this once vast ecosystem lies here in
the Flint Hills, saved from the plow by stubborn layers of stone jutting
rawboned through thin soil . . . . The hard part here in the Flint Hills — and
in any of the few remaining patches of native prairie — is learning to see
the tallgrass ecosystem for itself. . ..Learn it well enough and you begin
to suspect that grasses are what hold this world together.”)
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A TIA study (sponsored by Smithsonian Magazine, 2003) titled The His-
toric/Cultural Traveler identified another major trend in tourism in this
way: “Cultural, arts, historic, and heritage activities or events are quite
popular among US travelers today. In fact, most US adults (81 per cent)
who took at least one trip of 50 miles or more, one way, away from
home in the past year included at least one such activity or event while
traveling . .. This represents over 118 million adult historic/cultural
travelers”. Such a trend is another opportunity for Kansas tourism. Kansas
is historically and culturally rich, with interesting small towns and com-
munities and many special local museums and art galleries. The Native
American history and culture throughout the state offers an abundance of
special tourism product opportunities, along with historic themes includ-
ing life on the prairie, heritage connected to the Civil War, the unique
Eisenhower Museum, air and space museums, the birthplace of Amelia
Earhart and much more.

Anotherimportant TIA study in 2004 of particular relevance to the tourism
industry nationally and in Kansas is the Travelers’ Use of the Internet (TIA). The
Internetand electronic commerce tools have become fundamental to market-
ing tourism throughout the United States. For states like Kansas, the Inter-
net offers some unique opportunities to put little known tourism products
and destinations, especially in remote rural areas, before the large market of
tourism consumers who peruse the Internet in planning their travel. Accord-
ing to the TIA study, as of July 2004, “. . . over half of American adults age
18 or older (56 per cent) claimed they currently used the Internet, either
at home, work/school, or both”. The study goes on to say, “Nearly half
of travelers use the Internet for travel planning, while three in ten use it
to make travel reservations. Not surprisingly, frequent travelers are more
likely than infrequent travelers to indicate they use the Internet”.

The Internet, good Websites, linkages and effective use of e-mail will be
key to the marketing strategies for Kansas tourism. Electronic commerce
tools are comparatively inexpensive, effective and efficient communication
mechanisms for most communities in Kansas. It will take innovative and
creative strategies to link Kansas to the right drivers of tourism throughout
the state, region and nation.

Rural tourism in Kansas is another challenge, whether it is overnight
vacation camping (the top outdoor recreation adventure activity in the
United States), hunting, fishing, bird-watching (the second fastest growing
outdoor activity in the United States), following trails, or any other rustic
activity. Some new research suggests that hospitality and tourism in rural
areas will be a growth opportunity in the future. This research is contained
in a report titled Competitiveness in Rural US Regions: Learning and Research
Agenda by Michael E. Porter, Institute for Strategy and Competitiveness,
Harvard Business School, 2004. The report states, “Many experts high-
light the common misperception that agriculture is the dominant source of
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employment and income in rural economies. In fact, agriculture is impor-
tant in only a small number of rural counties, and its overall impact on
rural regions in the US is negligible”. The study includes a “Cluster Map-
ping Project” — clusters consist of related industries within a sector that are
prone to co-locate. The traded clusters with the highest absolute level of
employment in rural regions were hospitality and tourism, food process-
ing, heavy construction services, automotive, metal manufacturing and
business services. The study indicates that “rural tourism” in its broadest
sense includes scenic beauty as well as special clusters like the “California
Wine Cluster” that includes a “tourism cluster”. It is important to note that
at this time, agritourism in Kansas offers some very special opportunities
and may also offer new tourism “clusters”.

The foregoing examples were selected to indicate some of the travel
trends and niche markets recently identified as unique growth areas in
tourism. There are many other opportunities for product development in
Kansas that can be linked with special niche markets. Festivals and special
events are popular; Native American casinos attract specific travelers; visits
to local, state and national parks continue to grow; and sports and business
travel are also important. Clearly, keeping a close watch on trends in
tourism is vital to our strategic planning.

Knowing what visitors want

Tourism demand has changed substantially in recent years. Several factors
have initiated these changes:

e The emergence of experience-based travel, referred to as “experiential
tourism”.

An aging population with more time available for leisure travel.

A larger amount of disposable income allocated to travel.
Increasingly accessible travel information via the Internet.

Popularity of sustainable tourism products.

These changes are forcing a reassessment of how marketing organizations
cater to travelers’ needs. Kansas must change its emphasis, too.

Clearly, factors affecting the process of and the decision to travel, along
with the choice of destination, are changing. More tourists are look-
ing for a specific experience rather than a destination (again, “experien-
tial tourism”). Learning vacations, spas, bird-watching and sustainable
tourism products (inclusive of ecotourism, agritourism, adventure tourism,
historical, heritage and cultural sites) have grown significantly in the last
several years. While not much is available to measure the growth of this
trend, tourism publications and promotional literature are already shifting
focus in response to this demand.
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IV. Taking the right road: opportunities offering

strategic advantage

Providing strategic information to the industry

The KTTDD, as a public sector entity in partnership with the private
sector, can help drive tourism to and throughout the state. However, the
tourism industry of Kansas must take the leadership role in marketing
tourism for the state. KITDD can provide strategic information services
that support and assist the decision-making process in the private sector
tourism industry. KTTDD needs to provide timely, credible and relevant
information that will augment the industry’s efforts to market, advertise
and promote tourism products. Special programs provided by KTTDD to
assist the private sector are given below.

Research program

The Kansas tourism research program is designed to identify trends, inter-
pret markets and track changes in markets, so that policies developed are
aimed in the right direction and based on facts rather than on hunches
or opinions. The research conducted in Kansas seeks to reduce the risk of
unanticipated changes in markets and to keep the marketing and promo-
tion programs current. This effort is an ongoing process that will likely
lead to the discovery of additional market opportunities, new products
and innovative uses for established destinations.

Target marketing

A major move by KTTDD in 2004 was its contract engagement with Ruf
Strategic Solutions (a database target marketing firm) and the subsequent
decision to apply the latest techniques in tourism “target marketing”,
sometimes referred to as “market segmentation” or “niche marketing”.
Target marketing is a key to a successful tourism marketing program. The
basic tenet of target marketing is that few destination areas are univer-
sally acceptable and desired by the tourist. Therefore, instead of wasting
valuable resources on trying to please all travelers, the Kansas tourism
industry should “target” highly identified prospects specifically and cater
to their wants and needs. One of the early steps in marketing, then, is
to divide the present and potential market on the basis of meaningful
characteristics and concentrate marketing, promotion and product devel-
opment on serving the most likely parts of the market — the target markets.
Ruf Strategic Solutions, under contract by KTTDD, is probably the best
tourism target marketing firm in the nation. This firm has a system that can
profile almost any potential visitor within the United States. Their profile
system includes geographic, demographic (age, sex, income, education,
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etc.), socioeconomic, psychographic and behaviour patterns, in addition to
many other characteristics of the potential visitor.

Public relations

Under a contract with Travel Media Relations, Kansas conducts several
different types of public relations. This effort has been ongoing for several
years and is updated frequently. The media contacts include phone calls,
e-mails, follow-up on media leads, press releases, press kits, journalist
newsletter and travel writer meetings. Numerous stories about Kansas
appeared in magazines, newspapers and electronic media in 2004.

Marketing program

Like its counterparts in the other 49 states, Kansas works hard to mar-
ket its tourism products. Tourism marketing is similar in many ways to
the marketing of other products, but it also possesses some unique traits.
Most marketing programs are based on the four Ps of marketing: product,
price, place and promotion (which are also relevant to tourism marketing).
However, due to the nature of the tourism product, there are six addi-
tional Ps — partnership, packaging, programming, positioning, people and
planning — that should be integrated. The 2004-2005 marketing of Kansas
tourism includes a number of changes and new directions. In addition
to traditional marketing efforts, KITDD is “marketing” the new Kansas
brand image, “Kansas, As Big As You Think”. To get this message across, to
the wide spectrum of audience within Kansas and throughout the United
States, will require some innovative marketing and special packaging.

Eye on the horizon: an outlook on the next 4 years

Providing the direction

In Kansas, the key to success is a total team effort. With a very limited
budget, the KTTDD has to be selective in choosing activities it can
engage in to support the tourism industry in Kansas, and is finding that
it must develop, form and participate in joint partnerships with other
agencies and the private sector. Nevertheless, the division has taken a
key leadership role in conducting the necessary tourism research and
proposing product development opportunities and marketing strategies.
This puts the KTTDD in a position to “make or break” the efforts for
growing tourism in Kansas. Members of the greater private sector in
Kansas need to take advantage of the work of the KITDD as they move
on their own agendas. Some of the larger tourism-related corporations,
such as Cabela’s and the Kansas Speedway, need constant reminders
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that they, too, are part of the overall tourism strategy for the state, even
if they can financially survive with little or no help from the KTTDD.
Their cooperation is needed in stimulating other areas of the state, which
ultimately will benefit their companies as well.

An obvious key player on the tourism team is the Kansas Department
of Transportation. Tourists love maps, depend on good roads and will
not find what they are looking for without good signage. However, much
of what the Department of Transportation can do depends on a tripartite
involvement. First, the community needs to identify the tourism products
to be promoted and provide the necessary supply side facilities of good
local roads, signage, restrooms and other tourist needs. Secondly, in this
process the community needs to work hand-in-glove with the KTTDD and
other state agencies. Finally, as the local marketing plan is evolving, other
infrastructure players are drawn in, including not only transportation, but
sewage, water supply and other facilities.

While inventory, assessment and tourism product development seem
fundamental, it is not uncommon for local communities to see marketing or
promotion or state financial help as the key to their salvation. The tourism
development process takes hard work, local leadership and community
endorsement if it is to be successful. While the KTTDD can be helpful
in this process, especially in identifying some of the partners needed, it
cannot be expected to resolve every tourism issue or problem.

Who sets the tourism policy

The tourism policy formulation is unique to each state. Tourism policy
should set the regulations, rules, guidelines, directives and devel-
opment/promotion objectives and strategies for long-term tourism
development. Usually, the governor’s office and administration, working
together with the state legislature, serve as the architects, budgeters and
planners for initiating, implementing and supporting a state’s tourism pro-
gram. But there are many other stakeholders: private citizens, local govern-
ments, private businesses, economic, as well as environmental, social, and
other groups that must all be involved in the process. Ultimately and ide-
ally, a framework for public/private discussions is created that addresses
the important tourism policy questions of taxation, financing, transporta-
tion, regulatory practices, environmental practices, human resources, com-
munity relationships, technology, marketing practices and the many other
aspects of the tourism industry.

Some states develop a “tourism visionary statement” to help describe
the policy and in some cases to support a “brand image” of the state.
This is usually followed by a “mission statement” that helps chart the
direction. The KTTDD, under the present structure, would be the primary
implementation agency for Kansas’ tourism policy.
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A strategic tourism plan

The reason for this strategic overview or “plan”, for Kansas, as for any
state, is multi-faceted. The socio-economic/environmental benefits from
tourism are powerful. Tourism development for the State of Kansas has
many positive attributes, especially with respect to its particular combi-
nation of natural, scenic, historical, archaeological, cultural and heritage
attractions. As already established herein, tourism is a growth industry,
and while growth may show some slowing in the short term, the long-
term prospects are good, with expected growth based on continuously
rising per capita incomes, lower travel costs, increased leisure time and
changes in consumers’ tastes and preferences toward travel, recreation and
leisure goods and services. While tourism has many positive attributes for
a community, it should not be regarded as a panacea for all the area’s
development problems. Arguments for developing and promoting tourism
in Kansas include the following:

1. It provides employment opportunities, both skilled and unskilled,

because it is a labor-intensive industry.

It increases income.

It adds new products.

4. It provides special opportunities for spawning new businesses, espe-
cially small ones.

5. It helps to diversify the local economy.

6. It tends to be one of the most compatible economic development
activities.

7. It requires the development of an infrastructure that will also help
stimulate local commerce and industry.

8. It reinforces preservation of heritage and tradition.

9. It justifies environmental protection and improvement.

10. It increases governmental revenues.

11. It creates a favourable image for the destination.

12. It provides tourist and recreational facilities that may be used by
a local population who could not otherwise afford to develop such
facilities.

13. It offers a showcase to promote social tourism interests in history,
heritage and culture of the local area.

14. It can be developed with local products and resources.

15. It broadens educational and cultural horizons and improves feeling
of self-worth.

16. It spreads development.

17. It has a high multiplier impact.

18. It provides opportunities for improving the quality of life of the local
citizens.
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Tourism policy issues
yesterday

Travelling is almost like talking with men of

other centuries.

René Descartes, French philosopher (1596-1650),
from Le discourse de la Méthode

Historic perspectives

There is no single moment in the history of
tourism to pinpoint as the sole foundation for
tourism policy development. Humans always
have travelled for one purpose or another. Prim-
itive man travelled place to place as he searched
for food, shelter from the weather and safety
from wild beasts and hostile tribes. Records of
early travel are limited, at best, to cave draw-
ings, folk tales and songs, hieroglyphics and
epic sagas. Certainly, in relation to prehistory, it
is difficult to imagine how decisions related to
travel developed.

Religious pilgrimages played an important
role in travel. Planning such pilgrimages added
new dimensions to the ways and means of
travel as well as the necessary preparations to
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Figure 2.1 Visitors from Australia and Holland respectfully visit the Sacred Rock
in Machu Picchu, Peru (Photo: Matt Schuttloffel)

receive guests at the final destination. Planning emanated from the reli-
gious organizations’ involvement rather than being designed specifically
for the leisure traveller (Figure 2.1).

Down through the ages, various historic civilizations have made
major contributions to travel. The Sumerians (Babylonians, approximately
4000 BC) were early traders, bringing goods from Egypt and India into
the Fertile Crescent and have been credited with major contributions to
civilization (writing, the working wheel, money and the concept of a
travel guide), all of which were useful to early tourism development.
(Note: While the travel guide is a useful tool for planning, it does not
necessarily connote tourism policy, and there are no records suggest-
ing that the Sumerians had a tourism policy as we think of policy
today.)

By 2000 BC, the Phoenicians, with their impressive sea-going vessels
and mapping of trade routes, increased the knowledge of waterways and
coastlines throughout the Mediterranean region. They also established
trading centres along the coasts of North Africa, Sicily and Spain, spread-
ing their culture and knowledge among less-advanced peoples. There are
even theories that the Phoenicians were the first to travel to America,
and accounts written by the Greek historian Herodotus imply that they
circumnavigated Africa. Certainly their travels added information to exist-
ing accounts of identified destinations. As with the Sumerians, there are
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no known records suggesting the Phoenicians wrote any tourism policy
guidelines (Casson, 1974).

The Egyptians travelled mainly for trade and military purposes, but
their pleasure cruises along the Nile River and into the sea influenced
tourism in general and coastal visitations in particular. They travelled on
the Nile to participate in religious festivals and cultural events. The walls
of the temple of Deir el-Bahri in Luxor hold bas-reliefs and text describing
Queen Hatshepsut’s journey to the land of Punt, circa 1480 BC, and the
building of the great pyramids and the Sphinx led to travel for pleasurable
pursuits. While we know the Egyptians enjoyed tourism related activities,
their tourism policy and planning was mainly confined to the identification
of festivals and planning the organization of such events.

The Greeks were one of the first societies to understand and write about
tourism as we think of it today. Homer, writing in The Odyssey in the ninth
century, BC, said: “A guest never forgets the host who had treated him
kindly’. This quotation is a precursor to the modern definition of ‘quality
tourism’. In Plato’s Phaedo, Socrates has this to say, ‘A great many different
countries go to make up our world...It is an enormous place, and we,
whose civilization spreads from the river Phasis to the Pillars of Hercules,
occupy only a small part of it. In other places, there are other men living
in countries similar to ours’. Herodotus (about 480-421 BC), the Greek
historian, geographer, traveller and writer, provided early descriptions
of travel (inclusive of previous travellers), with an emphasis on scenic
beauty, history, unique structures, festivals and culture. While his journals
on travel are fascinating reading, they did not suggest policy issues in
tourism.

There is interesting information (History of Tourism, 1966) on tourism as
described by the Roman Sidonius Apollinarius (AD 430-489). The Romans
did have a “policy’ that facilitated travel by means of the building of
good roads (many of which were paved), rest stops and recreation cen-
tres throughout their empire. There are earlier accounts of roadways, such
as the well-developed roads in India as early as 326 BC, and in Persia,
between 500 and 400 BC. History tells us that the Romans built their
roadways mainly to facilitate their war efforts; however, their methods
were similar to those used today. Their principal contribution to mod-
ern tourism policy was an emphasis on security: keeping the roads safe
from terrorists, bandits and marauding enemies and the seas clear of
pirates. The Romans’ efforts to meet travellers” demands for accommoda-
tions and tourist services were certainly a prelude to tourism policy and
planning.

As civilizations advanced in different parts of the world, travel became
more commonplace. The Mongol empires and the reign of the Khans
added a completely new dimension to land travel. We tend to forget that
the empire of Genghis Khan was more than twice the size of the Roman
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Figure 2.2 The ancient buildings of Machu Picchu, Peru (Photo: Jane M. Allen)

Empire at its zenith. Even with the enormity of travel taking place, much
of it was disorganized, and we would be hard put to suggest that tourism
policies were involved (Figure 2.2).

Travel by boat was advancing at different stages and for differing
reasons throughout the world. The travel by the Vikings, even though
much of it had to do with their ruthless marauding along the coastlines,
nevertheless added to the travel lore. Records of their travel and explo-
rations were by word of mouth and therefore not always easy to follow.
However, it is clear they made many new discoveries but certainly left no
tourism guidelines or planning documents.

We have to wait for Marco Polo (1254-1324), one of the early Europeans
known to have crossed the continent of Asia, recording what he saw
and heard, to give us some (possible) ‘policy” direction in tourism. His
vivid accounts of travel, written in his book The Travels of Marco Polo (also
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referred to as Marco Polo’s Description of the World), allow us to begin to
understand the early, broad ramifications of tourism development and
some possible policies governing tourism at that time. We do know that
travel in the world of 700 years ago represented anything but rational
order. For example, a foreign traveller was beset with strange customs,
chaotic travel conditions, and dependent on the chosen destination and
culture for varying degrees of hospitality. To pursue the wonders of the
world at that particular moment in time, Marco Polo was willing to travel
by foot, horseback, camel, carriage and boat under some of the most dif-
ficult circumstances imaginable. This famous traveller endured enormous
hardships in his quest to arrive at his destinations. However, Marco Polo
brought back with him copious amounts of information revealing new
inventions, different customs, interesting products and nuances of other
cultures. His interactions with the great ruler Kublai Khan of China and
his ability to learn and to transfer knowledge are aptly chronicled in
his writings.

Educated Europeans read Marco Polo’s book, which further stimulated
Europe’s interest to obtain spices, silks and other products from the East.
Indirectly it was Polo’s book, read many times and in detail by Christopher
Columbus that stimulated Columbus’ interest in travel and explorations.
This was also true of another explorer, Ferdinand Magellan, who (report-
edly) read Marco Polo’s book before and during his circumnavigation of
the globe.

Marco Polo, then, is the best early ‘cornerstone’ person to provide
information which made rational sense out of travel, gave it some direction
and helped us to understand how travel impacts world culture. He identi-
fied socio-cultural aspects of travel, environmental conditions at a number
of locations, and the complications of travelling in sparsely populated
areas. His writings aroused curiosity in others, thus stimulating world
travel, which continues to grow to this day. He most likely deserves partial
recognition as the ‘father of early tourism policy’.

Many great travellers followed Marco Polo, including Ibn Battuta
(1304-1374), the great Muslim traveller of the Middle Ages. Often referred
to as the ‘Muslim Marco Polo’, he was a man of enormous curiosity and
energy, but his writings were confined to matters mainly of interest to
Muslims. Battuta’s travels changed the outlook for Muslim travel and,
while he added greatly to the knowledge of important destinations of that
time, tourism policy was beyond his scope.

Another great traveller following Marco Polo and Ibn Battuta was
Cheng Ho (1405-1433) of China. Emperor Yung Lo chose Cheng Ho to
organize the largest armada of boats to announce to the world his great
accomplishments in China, sparing no costs. Cheng Ho had more than 300
vessels with approximately 37,000 men in the crew. At that time, the world
had never seen such an extravagant expedition nor ships as large (the
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largest was 444-feet long). Cheng Ho visited nearly every inhabited land
bordering the China Sea and the Indian Ocean. His travel set the stage for
future travel and explorations. While highly organized and exceedingly
well planned, the ‘policy” was to let the world know of the great Chinese
empire and not necessarily to increase tourism.

While others would follow these great travellers and explorers, tourism
policy as we know it today did not become a reality until the twentieth
and twenty-first centuries. In searching for a place to begin the discussion
of tourism policy, the authors focus on the history of the most important
global tourism policy body, the United Nations World Tourism Organiza-
tion (UNWTO).

The beginnings of modern tourism policy

If Marco Polo is the father of early tourism policy, we have to wait almost
another 700 years to reach a place in history where we can identify the
beginnings of modern tourism policy. It has taken place at different stages
in different parts of the world. Reviewing tourism policies from individual
countries with limited exceptions is beyond the scope, research and interest
of this book. However, one way to trace world tourism policy is a partial
review of the history of the UNWTO.

The UNWTO had its beginnings as the International Congress of Official
Tourist Traffic Associations, organized in 1925. In 1934, it became the Inter-
national Union of Official Tourist Propaganda Organizations, and by 1947,
another conversion took place resulting in a new name: the International
Union of Official Travel Organizations. After numerous discussions and
meetings throughout the early 1970s, the UNWTO was born in 1975 and
its headquarters established in Madrid, Spain, in 1976.

The UNWTO became a United Nations specialized agency in 2003;
it is the leading international organization in most every aspect of
tourism, including tourism policy. It serves as a global forum for tourism
policy issues, definitions, directives, data, research, education, facilitation,
crisis guidelines, sustainability, development and worldwide economic
cooperation. UNWTQO’s membership is comprised of about 150 member
states, 7 associate members and 300 affiliate members representing the
private sector, educational institutions and others (http://www.world-
tourism.org /aboutwto /eng /menu.html 18 December 2006). UNWTO has
sponsored many tourism policy forums that have discussed tourism'’s
capacity to generate income, its impact on society and to consolidate
cultural and environmental assets. (More about UNWTO appears later in
this book.)
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International tourism policy for the United States

As an example of the development of a country’s tourism policy, the authors
have chosen the United States. The development of a tourism policy for
the United States came very late in comparison with most major countries
of the world. In a convoluted way, initial US tourism policy was linked to
economic conditions in Europe shortly after World War II. Europe was in
economic shambles resulting from the devastation and destruction caused
by the war. US efforts sought ways and means to help rebuild Europe’s
economy, and tourism became a prime tool for economic development
and a potential source for quickly earning badly needed foreign currency
exchange. Despite widespread destruction, most of Europe’s ancient historic
treasures, beautiful architecture and unique structures survived the war.
As part of the effort toward the restructuring of Europe’s economy, the US
Government encouraged American citizens to visit Europe, which resulted
in a large infusion of US currency at a critical point in time. In brief, the
United States” development of an ad hoc international tourism policy was,
at first, principally aimed toward Europe’s economic recovery (Figure 2.3).

Figure 2.3 Buildings of the Louvre Museum in Paris, France and other parts of
the city were largely spared the destruction caused in many urban centres in
Europe during World War Il (Photo: J.R. Gast)
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It is true that in 1940 the US Domestic Travel Act was passed, but this
legislation was a minor domestic tourism policy designed to direct the
US National Park Service to encourage travel to the parks. World War 11
overtook this legislation and all potential tourism directives. As mentioned
earlier, following the conclusion of this conflict, the United States began
encouraging its citizens, as part of its European recovery policy, to travel
to Europe to help stimulate the economies of Europe during the post-war
reconstruction period. Americans had the economic means to travel, and
Europe was in a position to rekindle its tourism industry much faster than
its industrial production base.

Probably the best place to begin a study of US tourism policy is with the
‘white paper’ titled: Tourism in the European Recovery Program, June 1950,
developed jointly by the US Economic Cooperation Administration and
the US Department of Commerce. These two administrative units of the
US Government worked with various European groups largely through
the Organisation for European Economic Cooperation (a predecessor of
the Organisation for Economic Cooperation and Development) to alleviate
travel restrictions and barriers and to promote American travel to Europe.
Much of the effort in this regard came about in 1948-1949 as part of
‘Travel in the Marshall Plan’. The US Government worked to lift visas and
other restrictions, while the US private travel sector was encouraged to
provide reasonable travel costs and to help promote the program. Based
on the statistics available during the early 1950s American travel to Europe
increased dramatically.

By 1954, it became clear that a tourism policy, which was beneficial to the
United States, needed to be developed. US Government agencies needed
guidelines to follow when engaged in foreign economic policy discus-
sions with other nations regarding tourism. On 27 May 1954, recogniz-
ing the need for a tourism policy, US President Dwight D. Eisenhower
sent a memorandum to the Secretary of Commerce giving general guide-
lines for such a policy. This memorandum is reproduced here in its
entirety:

In my message to the Congress on the subject of foreign economic policy
I emphasized the importance of international travel both for its cultural
and social advantages of the free world and for its great economic sig-
nificance. In my message I stated that I would instruct the appropriate
agencies and departments, at home and abroad, to consider how they can
facilitate international travel. I made specific note that these agencies would
be requested to simplify procedures where practicable relating to customs,
visas, passports, exchange or monetary restrictions, and other regulations
that sometimes harass the traveler. I request that you take appropriate steps
on these and related matters, consistent with your responsibilities in this
field, to encourage international travel consonant with the national interest.
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I am sending similar requests to the Departments of Justice, State and
Treasury.

(D. Edgell, personal papers, 21 May 2007)

Finally, under the Mutual Security Act of 1957, President Eisenhower
directed that a study of the barriers to international travel and ways of
promoting such travel be undertaken. A very small Office of International
Travel was then created within the US Department of Commerce to assist
with this process. This study was completed on 17 April 1958 and sub-
mitted as a ‘Report to the President of the United States” by Clarence B.
Randall, Special Assistant to President Eisenhower (D. Edgell, Sr, personal
papers, 21 May 2007.) In his transmittal letter to the president, Randall
identified some of the policy implications of international tourism and
stated:

I'hold the strong conviction that tourism has deep significance for the peoples
of the modern world, and that the benefits of travel can contribute to the cause
of peace through improvement not only in terms of economic advancement
but also with respect to our political, cultural, and social relationships as
well . ..

The freedom to travel is a dramatic freedom. It is a unique instrument of
the friendly, peaceful communication among the nations and the peoples
of the earth...The United States could exercise no more powerful influ-
ence in behalf of peace than to display strong leadership in promoting
through travel the interchange of friendly visits among the people of the
world.

Randall’s report, International Travel, stimulated the Eisenhower Admini-
stration and the US Congress to action in developing legislation that
resulted in the International Travel Act. By the time this legislation passed
in Congress, John F. Kennedy had been elected President of the US, and he
signed the International Travel Act into law in 1961. Kennedy, too, served
in World War II and wished to promote international travel as an eco-
nomic development tool and as a means to lead toward a more peaceful
world. This Act established the United States Travel Service (USTS) and
mandated that USTS seek to ‘stimulate and encourage travel to the United
States by residents of foreign countries for the purpose of study, culture,
recreation, business, and other activities as a means of promoting friendly
understanding and good will among people of foreign countries and the
United States’. (For a clearer understanding of the issues discussed and
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the details of the comprehensive research undertaken, see the individual
reports of the National Tourism Policy Study.)

This Act was an effort to promote travel from abroad to the US, collect
statistics and reduce barriers to international travel. In 1970, a modification
of the Act took place to create the National Tourism Resources Review
Commission to study tourism. The Commission published an impressive
report on the importance of tourism but it received very little attention by
the then US President Richard M. Nixon and the US Congress.

In a side note to this discussion on tourism policy, during World War II
General Dwight D. Eisenhower witnessed and fought a horrific war against
genocide. According to People to People International 2001 Annual Report, the
memories of the devastation and suffering that took place literally haunted
him for the remainder of his life. In that respect, President Eisenhower
founded People to People International in 1957 with the idea that the peo-
ple of the world, if given the opportunity to communicate and directly
discuss issues with one another, might be enabled then to resolve their
differences and find a way to live in peace. He also recognized this as
a form of international tourism that would have some of the same pos-
itive benefits. Today, People to People International is a vital enterprise
following its original purpose.

Possibly the most important contribution to domestic tourism in the
United States was also conceived by President Eisenhower, emanat-
ing from his strong interest in establishing the US system of inter-
state highways. His initial interest came from his military background.
Eisenhower realized early on the need for a high-quality system of road-
ways throughout the United States for the movement of military personnel
and equipment, should the need ever arise. Eisenhower also envisioned
the importance and benefits of uniting US communications and transporta-
tion systems that a strong interstate highway system would provide. On
29 June 1956, President Eisenhower signed the Federal Aid Highway Act
of 1956, which provided the funding for the building of interstate high-
ways throughout the nation. The actions mandated by this Act forever
changed domestic tourism (and to a lesser extent international tourism) in
the United States. Initially the interstate highway system was called the
‘National Highway Defense System’ but later was renamed the ‘Dwight
David Eisenhower National System of Interstate and Defense Highways’
(Snyder, 2006).

President Eisenhower’s contributions to international tourism policy are
now fully recognized. As recent as just a few years ago, The J. Willard and
Alice S. Marriott Foundation gave The George Washington University a
gift that was used to establish the ‘Eisenhower Professor of Tourism Policy’
currently occupied by the distinguished professor Dr Donald E. Hawkins
in the Department of Tourism and Hospitality Management in the School
of Business.
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The importance of the National Tourism

Policy Act of 1981

The next step in the focus on tourism policy in the United States began
to evolve in 1974. Senate Resolution 347, co-sponsored by seventy-one
Senators and unanimously agreed to by the Senate on 24 June 1974, autho-
rized the Senate Commerce Committee to undertake a National Tourism
Policy Study. (The US Department of Commerce was a major resource
and contributor to several of the studies taking place.) The purposes of the
study were ‘to develop legislation and other recommendations to make
the Federal role in tourism more effective and responsive to the national
interests in tourism, and the needs of the public and private sectors of the
industry’.

In October 1976, the Committee issued the study’s first interim report,
A Conceptual Basis for the National Tourism Policy Study. This report gave
an overview of legislation that affects tourism, tentatively identified the
national interests in tourism and listed some of the problems associated
with the federal role in tourism policy at that time.

In June 1977, a second interim report was issued, the National Tourism
Policy Study Ascertainment Phase. This report detailed and analyzed input
from the tourism and travel industry on the issues, problems and needs
of the state and local, public and private sectors of the industry, both in
general terms and in terms of their specific relationships to federal agencies
and programmes. The last phase, the National Tourism Policy Study Final
Report, saw completion in April 1978. It incorporated findings from the
earlier reports and made recommendations for a national tourism policy
for the United States.

On 27 March 1978, author David L. Edgell, Sr discussed the need for a
US Government Tourism Policy when he addressed the ‘Eighth Annual
Conference of the Society of Government Economists” in Washington, DC.
He suggested that ‘The success of the tourism sector as an economic
development tool will depend heavily on the United States pragmatically
exercising its responsibility in planning public policy initiatives, coordi-
nating policy with the public and private sectors, and explaining to the
public the important role tourism plays in international (and domestic)
economic policies’. He was advocating at that time that international trade
in tourism policy would bolster the US balance of trade and add to the
overall economic policies of the country.

After considerable discussion of the results of this study, debates in
Congress and within the executive branch as well as consultations with
states, cities and the private sector, a compromise piece of legislation —
S. 1097 — the National Tourism Policy Act — received passage by Congress.
However, then President Jimmy Carter surprisingly vetoed the legislation
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on 24 December 1980. In January 1981, Ronald Reagan became President
of the United States and charged his Secretary of Commerce, Malcolm
Baldrige, to review S. 1097. The legislation was reintroduced early in
1981. After more Congressional discussions, the National Tourism Policy
Act of 1981 was passed by Congress and signed into law by President
Ronald Reagan on 16 October 1981 (retroactive to 1 October 1981). This
Act (see case study at end of this chapter) redefined the national interest in
tourism and created the United States Travel and Tourism Administration
(USTTA), which replaced the USTS as the nation’s government tourism
office.

The principal mission of USTTA under the Act was to implement broad
tourism policy initiatives, to develop travel to the United States from
abroad as a stimulus to economic stability and the growth of the US travel
industry, to reduce the nation’s travel deficit and to promote friendly
understanding and appreciation of the United States abroad. Through the
passage and implementation of the Act, the importance of tourism policy
within the United States, through the US Department of Commerce, was
elevated. The appointment of an Under Secretary of Commerce for Travel
and Tourism was a major step. (Up until then the highest-level tourism
position in the US Government was an ‘Assistant Secretary” while most
other countries hosted Cabinet-level ‘Ministers of Tourism’.) It is important
simply to recognize that this Act was the most comprehensive identifica-
tion of tourism policy within the United States and allowed the United
States to be a major player in the UNWTO. Under President William
Clinton’s administration in 1996, the US Congress abolished USTTA plac-
ing the burden of governmental tourism policy on the backs of the states
and the private sector. While a very small Office of Travel and Tourism
Industries is maintained in the US Department of Commerce, essentially
the US Government abandoned tourism policy for the US by this action.
In addition, the United States resigned its membership in the prestigious
UNWTO.

Following the 11 September 2001 terrorism tragedies in the United States
and the consequential decline in international travel to the US, the US
Government began again to recognize the importance of tourism policy. It
has tried (most unsuccessfully) to use the government-led Tourism Policy
Council (a holdover from the National Tourism Policy Act) as a mechanism
for a partial tourism policy. There are many in the travel and tourism
industry today who would like to see a renewed effort in tourism policy by
the US Government but nothing of any consequence has yet happened. As
a result, the US is in the worst-case global scenario in regards to tourism
policy from a governmental perspective.

While the National Tourism Policy Act was a major breakthrough
in gaining recognition of tourism policy in the United States, its even-
tual demise has led to a lack of awareness and understanding about
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the significance of international tourism to the United States and, more
importantly, to the US’s meager influence in tourism policy across the
globe. This isolation in global tourism policy continues to this day; how-
ever, there are groups both within and without the tourism industry in
the United States that are beginning to push for a national tourism pol-
icy, most especially as a component of an overall globalization tourism
policy initiative. With some changes, the authors of this book believe that
the National Tourism Policy Act of 1981 has enough creditable features
to mark it as a foundation document for US tourism policy in today’s
world.

Some reasons for a US tourism policy

In recent years and certainly since the tragedy of 11 September 2001, the
US Government has been floundering in its understanding of the mag-
nitude tourism exerts in relation to economic, environmental and social
policies. A number of the state tourism offices yearn to have some influence
on US Government tourism policy but their contributions are fragmented
and weak. One organization that has influenced US Government tourism
policy is the eleven-state Southeast Tourism Society’s ‘“Tourism Policy
Council’.

The private sector, for many of the right business reasons, has often
pursued tourism with a very narrow focus that only helps their own
economic pursuits whether or not this is necessarily in the best interests of
tourism policy decisions for the country. The US is one of the few major
countries that do not belong to the UNWTO, thus isolating itself from
world tourism policies and discussions. In terms of tourism policy, the US
is like the ‘ostrich with his head in the sand’. Finally, the US currently has
the worse world image it has had in recent history. A good tourism policy
could help alleviate this negative image.

In the August 2005 issue of Travel Insights (a publication of the Travel
Industry Association of America), the cover page is titled “The Challenge
to Brand America: The Travel Industry Is the Answer to Reversing Amer-
ica’s Deteriorating Image Abroad’. The publication states, “The image of
the US in the international community is poor and has been slow to
improve. While inbound international travel grew 12 per cent from 2003
to 2004, it is still more than 5 million visitors behind 2000 levels. Travel
Industry Association of America analysis shows the US market share of
worldwide international travel has declined 36 per cent since 1992. In this
day and age of a global economy and the global village that is shrink-
ing as more and more people have easy access to travel quickly and
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easily, the US is being marginalized in the new global travel market’.
The article further cites many additional problems and the fact that the
US Government has no firm budget for promoting international tourism
while the rest of the world’s governments, for the most part, are actively
promoting tourism to their respective countries. This is just one more
example of why the US needs a tourism policy. The time to act is now.
Tourism policy can help prevent the US becoming even more isolated,
continuing to have a bad international image and lacking tourism direc-
tives regarding economic and foreign policy. A viable US tourism policy
could generate billions of dollars for the US economy and promote a more
favourable international image.

On 4 November 2005, former Secretary of State Colin Powell delivered
the keynote address during dedication events for Rubenstein Hall, the
second building of the Terry Sanford Institute of Public Policy in North
Carolina. In that speech, he said that after the 11 September 2001 terrorist
attacks, people got the impression that America was not as friendly, due
in part to tighter immigration measures. He said the US had to take such
steps, but after a few years, he saw that America was paying a price for
it. Further, he said that America needed to show the world that it had not
changed, that it is still generous and open. ‘If we convey to the rest of the
world you're not welcome, we don’t want you here, then the terrorists are
winning’, Powell said.

Former Secretary of State Colin Powell’s successor, Secretary
Condoleezza Rice recently acknowledged some of the difficulties the
United States is having with its image abroad. During a 12 April 2006
address at the ‘Global Travel and Tourism Summit Breakfast’, Secretary
Rice set the stage for her remarks about the US image with several state-
ments. She observed, ‘Since the attacks of September 11th, (2001), our
nation’s commitment to openness has been tested by new and unprece-
dented threats from global terrorism’. These remarks followed, ‘We rec-
ognize, though, that striking a balance is important. And we certainly do
not want to make things more difficult for legitimate travelers. I know that
some of our initial security measures after September 11th have caused
delays in getting visas and even led some foreign citizens to believe that
the United States is no longer welcoming to them. We’ve heard these legiti-
mate concerns and we are doing everything that we can to improve our
visa policy while also maintaining our security’.

These remarks by Colin Powell and Condoleezza Rice suggest that the
US needs to do something about its image. A US Government tourism
policy that promotes a positive image of the US would be an important
first step. Also from a tourism policy perspective, if the US were a member
of the United Nations” sanctioned World Tourism Organization, the US
could pursue foreign policy, economic policy and tourism policy more
favourable to the United States.
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In The Power of Travel 2006, the Travel Industry Association of America
has a special section titled “America’s Image Abroad’. It said:

In recent years, the US travel and tourism industry has suffered from
America’s declining image abroad. Some of our policies, our economic power
and aspects of our culture have obscured our positive attributes like free-
dom, opportunity and openness. ... The image issue is most pressing when
you consider worldwide market share. The US share of international tourism
declined 36 percent between 1992 and 2004 while world tourism was grow-
ing by 52 percent. ... Reversing this trend is vital to the economic health
and prosperity of our nation and industry. If the US increased its market
share by just 1 percent it would equal 8 million more visitors, $12 billion
more in expenditures, 151,000 new jobs, $3 billion increase in payroll and
$2 billion more in federal, state and local tax revenues....Reversing
America’s declining image abroad is a big job but not an impossible one.
A recent Pew Institute study showed that when travelers come to America
and experience the culture, the history and most of all the people, their
impression of America improves. And the more they visit, the more positive
their opinion becomes.

The most popular textbook for tourism, Tourism Principles, Practices,
Philosophies (Goeldner, 2006), used by thousands of US and global stu-
dents had this to say about US tourism policy, “The United States is an
example of how not to develop tourism. In April 1996 the United States
Travel and Tourism Administration (USTTA), which served as the nation’s
official government tourist office charged with developing tourism policy,
promoting inbound tourism from abroad, and stimulating travel within
the United States, was eliminated.” This is truly a sad commentary on US
policy toward tourism and the US image.

One of the authors of this book, Dr Edgell, has noted a decided down-
turn in US international tourism interests precipitated, in general, by the
United States” negative image abroad and the difficulties of operating
without a US Government tourism policy since 1996. Through his trav-
els and those of the other authors, it is the consensus that it is plainly
unacceptable for a nation as powerful as the United States and capable of
leadership in many dimensions of tourism policy, planning and practices
to lack its own tourism policy. In addition, the UNWTO, which has been
so active in global economic, environmental and social policies especially
during international catastrophes, could be greatly strengthened by US
involvement.

As an example of suggested ingredients for a national tourism policy,
the (US) National Tourism Policy Act of 1981 is presented in its entirety
as Case study 2. It is a classic illustration of a national tourism policy
from ‘yesterday’. While some of the pieces of the Act would be helpful
in designing a tourism policy for ‘today” and ‘tomorrow’, many changes
would be necessary, as tourism is a highly dynamic industry that requires
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a tourism policy that can adjust to the new and changing needs of the
tourism industry.

Case study 2

National Tourism Policy Act of 1981

Begun and held at the City of Washington on Monday, the fifth day of January,
one thousand nine hundred and eighty-one

AN ACT

To amend the International Travel Act of 1961 to establish a national
tourism policy, and for other purposes.

Be it enacted by the Senate and House of Representatives of the United
States of America in Congress assembled.

SHORT TITLE
“SECTION 1. This Act may be cited as the “National Tourism Policy Act.”

NATIONAL TOURISM POLICY

Sec. 2. (a) The International Travel Act of 1961 (hereinafter in this Act
referred to as the “Act”) is amended by striking out the first section and
inserting in lieu thereof the following: “That this Act may be cited as the
‘International Travel Act of 1961".”

“TITLE I - NATIONAL TOURISM POLICY”
“Sec. 101. (a) The Congress finds that

“(1) the tourism and recreation industries are important to the United
States, not only because of the numbers of people they serve and the
vast human, financial and physical resources they employ, but because
of the great benefits tourism, recreation and related activities confer on
individuals and on society as a whole;

“(2) the Federal Government for many years has encouraged tourism
and recreation implicitly in its statutory commitments to the shorter work
year and to the national passenger transportation system, and explicitly
in a number of legislative enactments to promote tourism and support
development of outdoor recreation, cultural attractions and historic and
natural heritage resources;
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“(3) as incomes and leisure time continue to increase, and as our
economic and political systems develop more complex global relation-
ships, tourism and recreation will become ever more important aspects of
our daily lives; and

“(4) the existing extensive Federal Government involvement in tourism
recreation, and other related activities, needs to be better coordinated to
effectively respond to the national interest in tourism and recreation and,
where appropriate, to meet the needs of State and local governments and
the private sector.

“(b) There is established a national tourism policy to

“(1) optimize the contribution of the tourism and recreation industries
to economic prosperity, full employment, and the international balance of
payments of the United States;

“(2) make the opportunity for and benefits of tourism and recreation in
the United States universally accessible to residents of the United States
and foreign countries and insure that present and future generations are
afforded adequate tourism and recreation resources;

“(3) contribute to personal growth, health, education and intercultural
appreciation of the geography, history and ethnicity of the United States;

“(4) encourage the free and welcome entry of individuals travelling
to the United States, in order to enhance international understanding
and goodwill, consistent with immigration laws, the laws protecting the
public health, and laws governing the importation of goods into the
United States;

“(5) eliminate unnecessary trade barriers to the United States tourism
industry operating throughout the world;

“(6) encourage competition in the tourism industry and maximum con-
sumer choice through the continued viability of the retail travel agent
industry and the independent tour operator industry;

“(7) promote the continued development and availability of alternative
personal payment mechanisms which facilitate national and international
travel;

“(8) promote quality, integrity and reliability in all tourism and tourism
related services offered to visitors to the United States;

“(9) preserve the historical and cultural foundations of the Nation as
a living part of community life and development, and insure future gen-
erations an opportunity to appreciate and enjoy the rich heritage of the
Nation;
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“(10) insure the compatibility of tourism and recreation with other
national interests in energy development and conservation, environmental
protection and the judicious use of natural resources;

“(11) assist in the collection, analysis and dissemination of data which
accurately measure the economic and social impact of tourism to and
within the United States, in order to facilitate planning in the public and
private sectors; and

“(12) harmonize, to the maximum extent possible, all Federal activities in
support of tourism and recreation with the needs of the general public and
the states, territories, local governments, and the tourism and recreation
industry, and to give leadership to all concerned with tourism, recreation
and national heritage preservation in the United States.”

Duties
Sec. 3. (a) The following heading is inserted before section 2 of the Act:

“TITLE Il - DUTIES”

(b) Section 2 of the Act (22 U.S.C. 2122) is amended by striking out
“purpose of the Act” and inserting in lieu thereof “the national tourism
policy established by section 101 (b).”

(c) Section 3(a) of the Act (22 U.S.C. 2123(a)) is amended by striking
out “section 2” and inserting in lieu thereof “section 201”7, by striking out
“and” at the end of paragraph (6), by striking out the period at the end
of paragraph (7) and inserting in lieu thereof a semicolon, and by adding
after paragraph (7) the following new paragraphs:

“(8) shall establish facilitation services at major ports-of-entry of the
United States;

“(9) shall consult with foreign governments on travel and tourism
matters and, in accordance with applicable law, represent United States
travel and tourism interests before international and intergovernmental
meetings;

“(10) shall develop and administer a comprehensive program relating
to travel industry information, data service, training and education and
technical assistance;

“(11) shall develop a program to seek and to receive information on
a continuing basis from the tourism industry, including consumer and
travel trade associations, regarding needs and interests which should be
met by a Federal agency or program and to direct that information to the
appropriate agency or program;
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“(12) shall encourage to the maximum extent feasible travel to and from
the United States on United States carriers;

“(13) shall assure coordination within the Department of Commerce so
that to the extent practicable, all the resources of the Department are used
to effectively and efficiently carry out the national tourism policy;

“(14) may only promulgate, issue, rescind and amend such interpre-
tive rules, general statements of policy, and rules of agency organization,
procedure and practice as may be necessary to carry out this Act; and

“(15) shall develop and submit annually to the Congress, within six
weeks of transmittal to the Congress of the President’s recommended
budget for implementing this Act, a detailed marketing plan to stimulate
and encourage travel to the United States during the fiscal year for which
such budget is submitted and include in the plan the estimated funding
and personnel levels required to implement the plan and alternate means
of funding activities under this Act.”

(d) (1) Paragraph (5) of section 3(a) of the Act is amended (A) by
striking out “foreign countries;”. and inserting in lieu thereof “foreign
countries.”, (B) by striking out “this clause;” and inserting in lieu thereof
“this paragraph.”, (C) by inserting the last two sentences before the first
sentence of subsection (c) and (D) by striking out “this clause” in such
sentences and inserting in lieu thereof “paragraph (5) of subsection (a)”.

(2) Paragraph (7) of section 3(a) of the Act is amended by striking out
“countries. The Secretary is authorized to” and inserting in lieu thereof
“countries; and the Secretary may” and by striking out “this clause” and
inserting in lieu thereof “this paragraph.”

(3) Section 3 of the Act is amended by striking out “clause (5)” each
place it appears and inserting in lieu thereof “paragraph (5).”

(e) (I) Sections 2 and 3 of the Act are redesignated as sections 201
and 202, respectively, and section 5 is inserted after section 202 (as so
redesignated) and redesignated as section 203.

(2) Section 203 of the Act (as so redesignated) is amended by striking
out “semi-annually” and inserting in lieu thereof “annually”.

(f) The following section is inserted after section 203 of the Act (as so
redesignated):

“Sec. 204. (a) The Secretary is authorized to provide, in accordance with
subsections (b) and (c), financial assistance to a region of not less than
two States or portions of two States to assist in the implementation of
a regional tourism promotional and marketing program. Such assistance
shall include
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“(1) technical assistance for advancing the promotion of travel to such
region by foreign visitors;

“(2) expert consultants; and
“(3) marketing and promotional assistance.

“(b) Any program carried out with assistance under subsection (a)
shall serve as a demonstration project for future program development for
regional tourism promotion.

“(c) The Secretary may provide assistance under subsection (a) for a
region if the applicant for the assistance demonstrates to the satisfaction
of the Secretary that

“(1) such region has in the past been an area that has attracted foreign
visitors, but such visits have significantly decreased;

“(2) facilities are being developed or improved to reattract such foreign
visitors;

“(3) a joint venture in such region will increase the travel to such region
by foreign visitors;

“(4) such regional programs will contribute to the economic well-being
of the region;

“(5) such region is developing or has developed a regional transportation
system that will enhance travel to the facilities and attractions within such
region; and

“(6) a correlation exists between increased tourism to such region and
the lowering of the unemployment rate in such region.”

Administration

Sec. 4. (a) (1) The first sentence of section 4 of the Act (22 U.S.C. 2124)
is amended to read as follows: “There is established in the Department of
Commerce a United States Travel and Tourism Administration which shall
be headed by an Under Secretary of Commerce for Travel and Tourism
who shall be appointed by the President, by and with the advice and
consent of the Senate, and who shall report directly to the Secretary.”

(2) The second sentence of section 4 of the Act is amended by striking
out “Assistant Secretary of Commerce for Tourism” and inserting in lieu
thereof “Under Secretary of Commerce for Travel and Tourism.”

(3) Section 4 of the Act is amended by striking out the last sentence
and inserting in lieu thereof the following: “The Secretary shall designate
an Assistant Secretary of Commerce for Tourism Marketing who shall be
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under the supervision of the Under Secretary of Commerce for Travel and
Tourism. The Secretary shall delegate to the Assistant Secretary responsi-
bility for the development and submission of the marketing plan required
by section 202(a)(15).”

(4) Section 5314 of title 5, United States Code, is amended by striking
out “Under Secretary of Commerce” and inserting in lieu thereof “Under
Secretary of Commerce and Under Secretary of Commerce for Travel and
Tourism.”

(b) Section 4 of the Act is amended by inserting “(a)” after “Sec. 4.”,
and by adding at the end the following:

“(b) (1) The Secretary may not reduce the total number of employees
of the United States Travel and Tourism Administration assigned to the
offices of the Administration in foreign countries to a number which is less
than the total number of employees of the United States Travel Service
assigned to offices of the Service in foreign countries in fiscal year 1979.

“(2) In any fiscal year the amount of funds which shall be made available
from appropriations under this Act for obligation for the activities of the
offices of the United States Travel and Tourism Administration in foreign
countries shall not be less than the amount obligated in fiscal year 1980 for
the activities of the offices of the United States Travel Service in foreign
countries.”

(c) (1) The following heading is inserted before section 4 of the Act:

“TITLE Ill - ADMINISTRATION”

(2) Section 4 of the Act is redesignated as section 301 and the following
new sections are inserted after that section:

“Sec. 302. (a) In order to assure that the national interest in tourism is
fully considered in Federal decision-making, there is established an inter-
agency coordinating council to be known as the Tourism Policy Council
(hereinafter in this section referred to as the ‘Council’).

“(b) (1) The Council shall consist of

“(A) the Secretary of Commerce who shall serve as Chairman of the
Council;

“(B) the Under Secretary for Travel and Tourism who shall serve as
the Vice Chairman of the Council and who shall act as Chairman of the
Council in the absence of the Chairman;

“(C) the Director of the Office of Management and Budget or the
individual designated by the Director from the Office;
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“(D) an individual designated by the Secretary of Commerce from the
International Trade Administration of the Department of Commerce;

“(E) the Secretary of Energy or the individual designated by such
Secretary from the Department of Energy;

“(F) the Secretary of State or the individual designated by such Secretary
from the Department of State;

“(G) the Secretary of the Interior or the individual designated by such
Secretary of the National Park Service or the Heritage Conservation and
Recreation Service of the Department of the Interior;

“(H) the Secretary of Labor or the individual designated by such
Secretary from the Department of Labor; and

“(I) the Secretary of Transportation or the individual designated by such
Secretary from the Department of Transportation.

“(2) Members of the Council shall serve without additional compensa-
tion but shall be reimbursed for actual and necessary expenses, includ-
ing travel expenses, incurred by them in carrying out the duties of the
Council.

“(3) Each member of the Council, other than the Vice Chairman, may
designate an alternate, who shall serve as a member of the Council when-
ever the regular member is unable to attend a meeting of the Council or
any committee of the Council. The designation by a member of the Council
of an alternate under the preceding sentence shall be made for the duration
of the member’s term on the Council. Any such designated alternate shall
be selected from individuals who exercise significant decision-making
authority in the Federal agency involved and shall be authorized to
make decisions on behalf of the member for whom he or she is
serving.

“(c) (1) Whenever the Council, or a committee of the Council, considers
matters that affect the interests of Federal agencies that are not represented
on the Council or the committee, the Chairman may invite the heads of
such agencies, or their alternates, to participate in the deliberations of the
Council or committee.

“(2) The Council shall conduct its first meeting not later than ninety
days after the date of enactment of this section. Thereafter the Council
shall meet not less than four times each year.

“(d) (1) The Council shall coordinate policies, programs and issues
relating to tourism, recreation, or national heritage resources involving
Federal departments, agencies, or other entities. Among other things, the
Council shall
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“(A) coordinate the policies and programs of member agencies that
have a significant effect on tourism, recreation and national heritage
preservation;

“(B) develop areas of cooperative program activity;
“(C) assist in resolving interagency program and policy conflicts; and

“(D) seek and receive concerns and views of State and local govern-
ments and the Travel and Tourism Advisory Board with respect to Federal
programs and policies deemed to conflict with the orderly growth