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The global market for tourism has just doubled, for many practical purposes. And that is only 

one of the changes that the tourist industry will be absorbing over the next ten to 20 years. 

Around the world, the cost of travel is falling, while the middle class is becoming generally 

more prosperous and eager to go places. At the same time, demographic trends, changing 

values, and other developments are helping to bring some highly profitable turmoil to this 

segment of the hospitality industry. 

Two long-standing trends will remain unchanged as far into the future as we can see: growth 

and globalization. Tourism is expanding rapidly, with more travelers every year and a wider 

variety of destinations and activities. 

 

 

40 Percent of the World 

Asia merits close attention. There is just so much of it, and the outlook for tourism there is 

changing dramatically. 

Just a few years ago, the international tourism industry in effect served less than 20 percent of 

the world’s population, the roughly 1 billion people who lived in the United States and 

Europe and about 120 million Japanese. Other regions might provide interesting destinations 

for wealthy tourists from the industrialized countries, but as sources of international tourism 

they might as well have not existed. 

China and India in particular had more than 2 billion potential tourists in theory—populations 

of about 1.1 billion people in China and just under 1 billion in India—but essentially none in 

practice. Both national economies had been virtually stillborn, thanks to excessive regulation 

and centralized planning by governments philosophically opposed to free enterprise. As a 

result, neither country had a viable middle class to pay for vacation travel and related 

services. China also heavily restricted its citizens’ movements outside the country; no 

international tourism was allowed until 1978. 

In both countries, these conditions are changing rapidly. In 1978, China opened its economy 

to small private ventures such as crafts operations and family-owned restaurants. Over the 

years, a vibrant market economy has evolved, the Communist Party has begun to admit the 

capitalists it once despised, and China has joined the World Trade Organization. India, for its 

part, has been chopping away at the endemic red tape and corruption that had hobbled 

business development throughout the world’s largest democracy ever since it gained 

independence in 1947. 

 The results have been remarkable. China’s GDP quadrupled by 2000 and is now growing—

according to Beijing’s official figures—at between 8 and 10 percent every year. The Indian 

economy has grown by an average of about 6 percent per year since 1990. In both countries, 

the middle class is expanding rapidly. At the end of 2003, one study found that 19 percent of 

Chinese—247 million people—qualifies as middle class, and their numbers were growing by 

1 percent per year. In India, there were more than 300 million in the middle class, and their 

numbers were growing even faster. ―Middle class‖ does not mean quite the same thing in 

Asia as it does in the West—a net worth of $18,000 to $36,000 makes a Chinese family 

middle class, while in India this group spans yearly incomes with local purchasing power 

equivalent to anywhere from $20,000 to $600,000. In any case, many of them can afford to 

travel abroad—an estimated 85 million in China alone. 
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POPULATION OF THE DEVELOPED WORLD IS LIVING LONGER. 

Each generation lives longer and remains healthier than the last. Since the beginning of the 

twentieth century, every generation in the United States has lived three years longer than the 

previous one. An 80-year-old in 1950 could expect 6.5 more years of life; today's 80-year-

olds are likely to survive 8.5 more years. Life expectancy in Australia, Japan, and 

Switzerland is now over 75 years for males and over 80 for females. A major reason for this 

improvement is the development of new pharmaceuticals and medical technologies that are 

making it possible to prevent or cure diseases that would have been fatal to earlier 

generations. Medical advances that slow the fundamental process of aging now seem to be 

within reach. (This is a controversial issue within the medical community, but the evidence 

appears quite strong.) Such treatments could well help today’s younger generations live 

routinely beyond the century mark. 

Assessment: Demographic trends such as this are among the easiest to recognize and most 

difficult to derail. Barring a global plague or nuclear war—wildcard possibilities that cannot 

be predicted with any validity—there is little chance that the population forecast for 2050 will 

err on the low side. 

Implications for Tourism: Older, but still vigorous travelers will be a growing market for 

international tourism. Well into their 70s, they will retain their youthful interest in pastimes 

such as skin diving, hiking, and other low-impact activities with high ―experience‖ value. 

Nonetheless, facilities will require senior-oriented conveniences, such as larger signs with 

easy-to-read type, door handles that can be operated easily by arthritic hands, and fire and 

security systems that flash lights for the hard-of-hearing. 

Club Med and its competitors will become ―Club Medic,‖ with nurses and emergency 

equipment on site and doctors on call, to care for guests who are less healthy and more 

fragile. 

Special tours and other activities should be ranked for the amount of walking, energy, or 

agility they require, so that older customers can easily choose pastimes within their abilities. 

It may also be necessary to increase staffing slightly, to provide older guests with extra help 

in checking in, coping with luggage, arranging for local transportation, and dealing with other 

chores that younger patrons could handle on their own. 

They also want to feel that they are recognized (especially if they are repeat customers) and 

catered to. Older patrons appreciate being addressed by name, and as ―Mr.‖ and ―Mrs.‖ rather 

than as ―you guys”. 

Because the oldest members of society also tend to be the wealthiest, luxury cruise lines and 

high-end tour operators should do well as the Baby Boomers enter their retirement years. 

Retirees often are willing to travel off-season, spreading their vacations evenly throughout 

the year. This already is helping to mitigate the cyclical peaks and valleys typical of the 

tourist industry. Some 62 percent of American respondents to a National Geographic 

Traveler/Yahoo! Travel poll reported planning a winter vacation of at least five days in 2004. 

Despite their relative wealth as a group, many seniors are extremely careful with their money. 

This will further raise the demand for vacation packages that are comfortable, staffed by 

attentive personnel, and cheap. 

Mature travelers tend to be experienced travelers. Many are unforgiving of lapses in service, 

facilities that are less than the best, or excessively familiar tours or activities . 

 

SOCIETAL VALUES ARE CHANGING RAPIDLY. 

Industrialization raises educational levels, changes attitudes toward authority, reduces 

fertility, alters gender roles, and encourages broader political participation. This process is 
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just beginning throughout the developing world. Witness the growing literacy, declining 

fertility, and broad voter turnout seen in India over the last decade. Developed societies 

increasingly take their cue from Generation X and the Millennial generation (aka Gen Y or 

Generation Dot-com), rather than the Baby Boomers who dominated the industrialized 

world’s thinking for most of four decades. Post-September 11 fear of terrorist attacks has led 

Americans to accept almost without comment security measures that their traditional love of 

privacy once would have made intolerable. 

Assessment: This trend will continue for at least the next two decades in the industrialized 

lands and two generations in the developing world. 

Implications for Tourism: The trend is toward extreme quality, and convenience. Customers 

want constant pampering, luxurious accommodations, and fresh meals that seem like labors 

of love—all at a price that will not wound the consumer’s conscience. 

Travelers used to focus on destinations; now they want experiences. Vacations thus are 

becoming more active and participatory, as tourists become less interested in ―go-and-see‖ 

and more eager to go-and-do. This is the trend behind the growth of adventure tourism. 

“Authenticity‖ is another key value. Tourists who go to see other lands, rather than surf their 

beaches, want to find unique natural and cultural features that survive as close as possible to 

their original form. Travel experiences that remind guests of Navajo Indian blankets with 

―Made in China‖ tags will turn a destination into one more shopping mall, leaving visitors 

feeling that they might as well have stayed at home. 

 

TIME IS BECOMING THE WORLD’S MOST PRECIOUS COMMODITY . 

In the United States, workers spend about 10 percent more time on the job than they did a 

decade ago. European executives and non-unionized workers face the same trend. In Britain, 

an Ipsos MORI study found that 32 percent of people who had not visited a museum in the 

previous year reported having too little time to do so; in 1999, only 6 percent had cited that 

reason. China's rapid economic development means its workers also are experiencing faster-

paced and time-pressured lives. In a recent survey by the Chinese news portal Sina.com, 56 

percent of respondents said they felt short of time. Technical workers and executives in India 

are beginning to report the same job-related stresses, particularly when they work on U.S. and 

European schedules . 

Assessment: This trend is likely to grow as changing technologies add the need for lifelong 

study to the many commitments that compete for the average worker’s time. As it matures in 

the United States, it is likely to survive in other parts of the world. It will not disappear until 

China and India reach modern post-industrial status, around 2050. 

Implications for Tourism: Work pressure is eroding vacation time throughout the 

industrialized world. One-third of Americans take 50 percent or less of the vacation time their 

jobs theoretically allow. In Britain, 25 percent of employees take only part of their vacation 

time. In Japan, where employees are legally guaranteed 17 days per year of vacation, the 

average worker takes only 9.5 days annually. 

For those with little time, but adequate funds, multiple, shorter vacations spread throughout 

the year will continue to replace the traditional two-week vacation. 

For well-off travelers, time pressure is a strong incentive to use travel agents and shop for 

packaged tours, rather than doing their own vacation planning. 

Less wealthy vacationers will speed the task of making travel arrangements and broaden their 

selection of affordable vacation packages by doing their shopping on the Internet. 

Anything destinations and tour operators can do to save time for their customers will 

encourage repeat visits. 

 

 CONSUMERISM IS STILL GROWING. 
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Consumer advocacy agencies and organizations are proliferating, promoting improved 

content labels, warning notices, nutrition data, and the like on packaging, TV, the Internet, 

and even restaurant menus. On the Internet, shoppers themselves have access to a growing 

universe of information about pricing, services, delivery time, and customer satisfaction. 

Japan, China, and other markets are beginning the same revolution that has replaced 

America’s neighborhood stores with cost-cutting warehouse operations, discounters such as 

Wal-Mart, and ―category killers‖ like Staples and Home Depot. As a result, consumer 

movements are springing up in countries where they have never existed. Consumer laws and 

regulations will follow. 

Assessment: This trend seems likely to remain healthy for the at least the next 15 years. 

Implications for Tourism: This is a mandate for quality. Brands with good reputations will 

have a strong market advantage over lesser competitors and unknowns. 

It will take very few mistakes to undermine a reputation for quality, particularly when 

disgruntled consumers often voice their complaints over the Internet, where vacation-

shoppers may see them for years .

A second-rate or poor reputation will be even harder to overcome than it is today. 

 

Conclusion 

     Tourism has been defined as the temporary movement of people (visitors) from one area 

to another in search of leisure, pleasure, recreational and business activities. 

They are people travelling around our State to enjoy our scenery, attractions, services and 

people.  They may be staying in a place from anywhere between one night and 14 weeks 

(source:  World Tourism Organisation).  They may be on a day trip from surrounding areas or 

they may come from other areas of New South Wales, Australia or from overseas. 

 

The main purpose of visits in New South Wales, based on Australian visitors that stay at least 

one night, is represented below. 

The tourism industry in New South Wales has developed to service and support the needs of 

these visitors. A long series of terrorist attacks and threats targeting foreign tourists at 

Egyptian historic monuments and beach resorts has repeatedly crippled the Egyptian tourist 

trade, a vital part of the Egyptian economy.[15] Islamism-inspired Terrorism in Egypt dates 

back at least to the 1990s and includes the Luxor massacre, 2004 Sinai bombings, downing of 

Metrojet Flight 9268 and, most recently, the 2017 Hurghada attack. 
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