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Introduction  
 

HCM241: Understanding Tourists and Hosts is a first semester 200 

level, two-credit course. It is a required course for students doing the 

B.Sc. Tourism Studies. It may also e taken by any one who does not 

intend to do this programme but is interested in learning about the 

relationship between the host and the guests referred to respectively as 

the communities of the destination and the visitors they receive 

(tourists). This course will give you an introduction to what usually 

transpires between the people of any community where visitors visits 

and the visitors themselves. The course will consist of 11 units. These 

will cover: Profiling Foreign Tourists, Domestic and International 

Tourists: Profile and Flow, Guests/Host relationships, Sociology and 

Anthropology of Tourism, Discovering a Town etc. This Course Guide 

tells you briefly what the course is all about, the course materials you 

will be using and how to work your way through the materials. It 

suggests some general guide lines on the length of time you are likely to 

spend on each of the units in order to complete it successfully. It also 

guides you on your Tutor-Marked Assignments. It tells you about the 

Tutorial Classes which are linked to the course. 

 

What You Will Learn in This Course 
 

In this course you will learn what is meant by profiling of tourists, the 

reasons behind profiling of tourists, you will learn about the specific 

characteristics analysed in profiling foreign tourists, you will know 

about international tourists flow and world tourist arrivals, the city tour, 

all about a museum and tourism development and operations. 

 

Course Aims 
 

The aim of the course is to acquaint you with all necessary information 
about behavioural aspects of tourists generally. 

 

This will be achieved by: 

 

*  Introducing you to how tourism information is collected 
 
*  Tourist flows 
 
*  Guest ï host interactions 
 
*  Sociology and anthropology of tourism 
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Course Objectives 
 

In order to achieve the aims set out above, the course has specific 

objectives. If you can meet these objectives, then you have successfully 

completed the course. The objectives of the course are its learning 

outcomes. They are things you should be able to do by the time you 

complete the course. 

 

By the time you complete the course, you should be able to: 

 

(a) know what is meant by meant by profiling of tourists  
(b) understand the reasons behind profiling of tourists 

(c) familiarise yourself with the needs of domestic tourists  
(d) understand the relevance of guest-host relationships  
(e) know the different situations in this regard 

(f) learn about the tension areas  
(g) understand what is meant by sociology of tourism 

(h) define the anthropology of tourism  
(i) appreciate the relevance in planning of tourism 

(j) details of conducting a city tour 

 

In addition, each of the units making up the course has specific 

objectives by which you can measure your own progress. These are 

always set out at the beginning of the unit. You are expected to read 

them carefully before moving on to the rest of the unit. You are also 

expected to refer to them again after you have completed the unit. In this 

way, you can be sure that you have done what is required of you in the 

unit. 

 

Working Through This Course 
 

In order to complete this course, you are required to read all the study 

units as well as other available materials, which may be recommended 

by the National Open University of Nigeria (NOUN). At the end of each 

unit, there is a list of further readings and other materials. While it is not 

absolutely necessary for you to read them in order to complete the 

course successfully, it will be to your advantage if you can. They are 

recommended for learners who wish to have a deeper understanding of 

the subject matter. Each unit contains one or two self-assessment 

exercise(s)/question(s) by which you can assess your own progress. At 

various points in the course, you are required to submit assignments for 

assessment purposes. These are called Tutor-Marked Assignments 

(TMAs). At the end of the course, there will be a final examination. You 

will be expected to spend between one week and three weeks on each of 

the units. However, you may find out that you have to spend more or 

less time on particular units because of their volume or level of 
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difficulty or your own level of preparedness. So do not be discouraged if 
you have to spend more time on any particular unit. 

 

Study Units 
 

This course is made up of 11 units as follows: 

 

Module 1 

 

Unit 1 Profiling Foreign Tourists 

Unit 2 Domestic and International Tourists: Profile and Flow  

Unit 3 Guest- Host Relationships 

Unit 4 Sociology, Anthropology and Tourism  

Unit 5 Discovering a Town: Guide and the City tour 

 

Module 2 
 

Unit 1 The National Theatre  

Unit 2 Development: Product and Operations 

Unit 3 Tourism Development: Products & Operations contd.  

Unit 4 Tourism development: Products and Operations contd.  

Unit 5 Tourism Development: Products and Operations contd. 

Unit 6 Tourism Development: Products and Operations contd. 

 

Assignment File 
 

The assignment file will be made available to you, there you will find all 

the details of the work you must submit to your tutor for marks. The 

marks you obtain for this assignment will count towards the final mark 

you will obtain for this course. Any further information on assignments 

will be found in the assignment file. Assignments will normally attract 

40%. Addition of the assignment and the final examination adds up to 

100%. The assignment policy of the university as stated in the student 

hand book should be observed. Application for extension (if need be) 

should be submitted to the tutor. If the assignment is posted to the tutor, 

it is the responsibility of the student to check with his/her tutor to 

confirm the receipt of such assignment so posted. As a precaution, you 

are advised to keep a copy of each assignment you submit. 

 

Below are some salient points that could be of help to you, while 
working through this course. 

 

(1) Read the course guide thoroughly  
(2) Organize a study schedule. Note the time you are expected or 

should end on each unit and how the assignment relate to the 

units. 
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(3) Once you have created your own study schedule, do everything 
you can to stick to it. The major reason that student fail is that 

they get behind with their course work.  
(4) Review the objectives for each study to confirm that you have 

achieved them. If you feel unsure about any of the objectives, 
review the study material or consult your tutor.  

(5) After completing the last unit, review the course and prepare 
yourself for the final examination. 

 

Final Examination and Grading 
 

The final examination of tourism will be question papers of 2-3 hours 

duration and has a value of 60%. All areas of the course will be 

examined. As a result, it is very important you read through and through 

the whole course material as many times as possible as mere 

permutation may disappoint you. 

 

Final Advice 
 

Organize how to manage your time. Do everything to stick to it. The 

major reason a lot of students fail is that they take things for granted, 

only to be rushing unnecessarily towards examination period. If you get 

into difficulties with your schedule, do not waste time to let your tutor 

know before it will be too late to help you. 

 

When you are confident and satisfied that you have achieved a unitôs 

objectives, you can then move on to the next unit. Proceed unit by unit 

through the course, pacing your studies and making the whole exercises 

easy for yourself. 

 

Good Luck.  Enjoy your reading. 
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MODULE  1 
 

Unit 1 Profiling Foreign Tourists 

Unit 2 Domestic and International Tourists: Profile and Flow  

Unit 3 Guest- Host Relationships 

Unit 4 Sociology, Anthropology and Tourism  

Unit 5 Discovering a Town: Guide and the City Tour 
 
 
 

UNIT 1  PROFILING FOREIGN TOURISTS 
 

CONTENTS 
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3.2.1 Country of Residence  
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3.4.2 Tourism Receipts  
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4.0 Conclusion  

5.0 Summary 

6.0 Tutor-Marked Assignment (TMA)  

7.0 References/Further Readings 

 

1.0 INTRODUCTION  
 

HCM241: When you meet an unknown person you do ask certain 

questions like which country or region s/he from? What are the hobbies? 

What type of food is liked by her/him etc. Similar queries would be 

there if a guest is expected. You raise such questions in order to better 

understand the person or to make his/her stay more comfortable. Now 

imagine the situation in a service industry like tourism where every 

service segment must know in detail about the clients to be served. Here 

the profiling aspect becomes vital. This unit starts with defining the 

concept of profiling of tourists. It goes on to explain the aspects covered 

in the profiles of foreign tourists and how the profiling is done. It also 

examines the flows in international tourism along with a mention of 

highest earners and spenders of revenue in tourism. 
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2.0 OBJECTIVES 
 

After reading this Unit you will be able to: 

 

Å explain what is meant by profiling of tourists, 

Å understand the reasons behind profiling of tourists,  
Å learn about the specific characteristics analysed in profiling 

foreign tourists,  
Å know about international tourist flows and world tourist arrivals, 

and  
Å familiarise yourself with high spenders and revenue earning 

countries in tourism. 

 

3.0 MAIN CONTENT  
 

3.1 Profiling of Tourists  

 

The sustained growth of any business/service, including tourism, 

invariably involves product development according to marked needs. A 

primary requirement in this regard is to understand the distinctive 

features of consumers and their preferences. It is also important in the 

context of tourism to establish effective communication with potential 

visitors for attracting them to the destination. The achievement of the 

same, however, involves the identification of specific segments of such 

visitors, their preferences and needs; effective communication means to 

reach them and to know the geographical areas of their concentration. 

The statistical analysis of these factors in relation to any destination is 

known as profiling of tourists. Tourists profile also facilitates 

improvements in: 

 

*  planning and deciding on development priorities, 

*  marketing strategies of tourism products, and  
*  services 

 

Today, the profiling is also helpful for understanding guest-host 
relationships and tourism impacts. 

 

Regular visitor surveys are always necessary to obtain tourists profiles. 

Periodical surveys are also conducted with specific objectives. For 

examples, if the survey of international tourists to Nigeria was to be 

conducted the following objectives: should be kept in mind: 

 

i) To assess socio-economic and demographic particulars of 
international tourists.  

ii)  To identify the factors influencing their choice of Nigeria as a 
place to visit. 
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iii)  To estimate the expenditure pattern of international tourists on 

various items like accommodation, food and drinks, 
entertainment, shopping and internal travel.  

iv) To identify the places visited by them and duration of stay and 
accommodation used at each place.  

v) To assess preference for types of accommodation, tariff rates, 
various facilities and services.  

vi) To assess the levels of satisfaction of tourists in respect of 
various factors associated with tourism.  

vii)  To work-out a weighting diagram for construction of a consumer 
price index for international tourists.  

viii)  To assess the demographic particulars of the transit tourists and 
identify the reasons for their not visiting Nigeria. 

 

The specific characteristic usually analysed in profiling of tourists 
include the following: 

 

*  Place of residence 

*  Age and sex  
*  Educational status, 

*  Economic activity status,  
*  Occupation,  
*  Purpose and frequency of visit, and 

*  Factors influencing the choice of destination. 

 

What do you understand by profiling of tourists? 

 

The place of residence of a person is defined as ñt hat place where he 

has lived for most part of the past year (12months) or for a shorter 

period but intends to return to that place within 12 months to live in that 

placeò. It is usually ascertained from the visitor through administrative 

documents like Embarkation/Disembarkation cards or through surveys. 

 

For the purpose of profiling, age is always recorded in terms of 

completed years on the last birthday, the educational status of a person 

refers to the highest level of education completed by him. Usually the 

visitors are classified into one of the following categories of educational 

status: 

 

*  No schooling  
*  Completed primary education, 

*  Completed secondary education,  
*  Completed university or college graduate studies, and  
*  Completed other studies. 
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The economic activity status of a person refers to his availability for 

productive work. A person is said to be economically active if he is 

available for production work: all others are considered as non-

economically active persons. A person is classified into one of the 

following economic activity status categories: 

 

*  Economically active:  
> Employed  
> Unemployed 

 

*  Non-economically active: 

> Students  
> Home makers 

> Income recipients  
> Others 

 

The occupation of an economically active person refers to the kind of 

work in which he is engaged. It is generally decided on the basis of his 

status on the date of survey. The following groups of occupations are 

identified in visitor surveys: 

 

*  Legislators, senior officials and managers,  
*  Professionals, 

*  Technicians and associate professionals,  
*  Clerks, 

*  Service workers and shop and market sales workers,  
*  Skilled agricultural and fishery workers, 

*  Crafts and related trade workers,  
*  Plant and machine operators and assemblers,  
*  Elementary occupations, and 

*  Armed forces. 

 

The marital status of a person is recorded as one of the following: 

 

*  Un-married,  
*  Currently married,  
*  Divorced/separated, 

*  Widowed. 

 

There could be several reasons for undertaking a trip by any person. 

However, there will be always one reason in the absence of which the 

visit would not have taken place. It is termed as the main purpose and is 

usually recorded as the purpose of visit in visitor surveys. All other 

reasons are termed as secondary purposes. Some visitors would be 

merely accompanying their elders without having any specific purpose 

of their own. The main purpose of visit in such cases is taken to be that 
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of the member whom they are accompanying. The purpose of visit is 
first classified into the following six major groups and then the specific 

activity within that group is often ascertained during visitor surveys: 

 

*  Leisure, recreation and holidays.  
*  Visiting friends and relatives, 

*  Business and professional,  
*  Health treatment,  
*  Religion/pilgrimage, and 

*  Others. 

 

The intrinsic appeal of a place is often measured in terms of percentage 

of repeat visitors classified according to number of repetitions. The 

average number of visits per visitor calculated from such data constitute 

the frequency of visit. The choice of a destination for holiday and 

recreation is invariably influenced by a variety of factors including the 

perceptions of security, tourist appeal and costs about alternate 

destination choices. The identification of these factors in relation to each 

category of tourists is necessary to plan effective promotional strategies. 

 

SELF ASSESSMENT EXERCISE 

 

What do you understand by profiling of tourists? 

 

3.2 Profile of Foreign Tourist 
 

The demographic profiles of tourists visiting Nigeria are generally 

obtained from the disembarkation cards filled by them. However, the 

details relating to specific purposes of visit, factors of influence, etc. are 

obtained through foreign tourist surveys conducted periodically. 

 

3.2.1  Country of Residence 
 

The primary tourist generating markets of Nigeria are West Europe and 

Americas. The top most tourist generating country for Nigeria is the 

United Kingdom (U.K) followed by the United States of America 

(USA). The other important tourist generating countries are the East 

Asia and Pacific. 
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ARRIVALS OF NON -RESIDENT VISITORS AT NATIONAL BORDERS, BY NATIONALITY    

COUNTRY/NATIONALITY  1997 1998 1999 2000 2001 2002 2003 NOTES 
         

TOTAL 1,291,663 1,356,246 1,424,058 1,491,870 1,752,948 2,045,543 2,253,115  
         

AFRICA 910,045 955,547 1,003,324 1,051,101 1,234,733 1,450,814 1,254,878  
         

EASTERN AFRICA 38,577 40,485 42,509 44,533 52,326 61,483 72,244  
         

ETHIOPIA 16,057 16,860 17,703 18,546 21,791 25,604 30,085  
         

KENYA 8,757 9,655 10,115 10,115 11,885 13,965 16,409  
         

MOZAMBIQUE 4,306 4,521 4,747 4,973 5,843 6,866 8,068  
         

RWANDA 53 56 59 61 72 85 100  
         

SOMALIA 112 118 124 130 153 180 212  
         

ZIMBA BWE 4,537 4,764 5,002 5,240 6,157 7,234 8,500  
         

UGANDA 767 805 845 885 1,040 1,222 1,436  
         

TANZANIA  `3,486 3,660 3,843 4,026 4,731 559 6532  
         

ZAMBIA  483 507 532 557 654 768 902  
         

CENTRAL AFRICA 101,326 106,392 111,712 117,032 137,513 161,580 187,857  
         

ANGOLA 2,643 2,775 2,914 3,053 3,587 4,215 4,953  
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CAMEROON 46,333 48,650 51,083 53,516 62,881 73,885 86,815  
         

CENT.AFR.REP. 3,169 3,328 3,494 3,660 4,300 5,053 5,937  
         

CHAD 36,804 38,644 40,576 42,508 49,947 58,688 68,958  
         

CONGO 3,346 3,513 3,689 3,865 4,541 5,336 6,270  
         

DEM.R.CONGO 3,324 3,490 3,665 3,840 4,512 5,302 6,230  
         

EQ.GUINEA 218 229 241 253 297 349 410  
         

GABON 5,368 5,636 5,918 6,200 7,285 8,560 10,058  
         

SAO TOME PRN 121 127 133 139 163 192 226  
         

NORTH AFRICA 79,081 83,035 87,187 91,339 107,430 126,230 148,321  
         

ALGERIA 15,659 16,442 17,264 18,276 21,474 25,232 29,648  
         

MOROCCO 25,013 26,264 27,577 28,790 33,828 39,748 46,704  
         

SUDAN 27,272 28,636 30,068 31,500 37,013 43,490 51,101  
         

TUNISIA 11,137 11,694 12,279 12,864 15,115 17,760 20,868  
         

LESOTHO 2,847 2,989 3,139 3,289 3,685 4,330 5086  
         

NAMIBIA  7,228 7,589 7,969 8,349 9,810 11,527 13,544  
         

WESTERN AFRICA 674,233 707,945 743,342 778,739 914,778 1,074,864 1,112,564  
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CAPE VERDE 113 119 125 131 154 181 213  
         

BENIN 170,103 178,608 187,538 196,468 230,849 271,248 318,716  
         

GAMBIA  7,795 8,185 8,594 9,003 10,529 12,430 14,605  
         

GHANA 89,219 93,680 98,364 103,048 206,096 142,270 16,767  
         

GUINEA 8,477 8,901 9,346 9,791 11,504 13,517 15,882  
         

COTE DôIVOIRE 21,918 23,014 24,165 25,316 29,746 34,952 41,069  
         

LIBERIA 46,462 48,785 51,224 53,663 63,054 74,088 87,053  
         

MALI  16,000 16,800 17,640 18,480 21,714 25,514 29,979  
         

MAURITANIA   386 405 424 498 585 687  
         

NIGER 268,489 281,914 296,010 310,106 364,375 428,141 503,066  
         

SENEGAL 9,457 9,930 10,427 10,924 12,836 12,082 17,721  
         

SIERRA LEONE 7,154 7,512 7,889 8,266 97,123 11,412 13,409  
         

TOGO 14,724 15,460 10,233 17,006 19,982 23,479 27,588  
         

BURKINA FASO 13,775 14,464 15,187 15,91`0 18,694 21,965 25,809  
         

AMERICAS 50,419 52,940 55,587 58,234 68,425 80,412 94,486  
         

CARIBBEAN 6,244 6,275 6,589 6,903 8,111 9,961 11,705  
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BARBADOS 789 829 871 913 1,073 1,261 1,482  
         

CUBA 901 946 993 1,040 1,222 1,436 1,687  
         

DOMINICAN REP 253 266 279 292 343 403 474  
         

HAITI  110 116 122 128 150 176 207  
         

JAMAICA 1,997 2,097 2,202 2,307 2,711 3,185 3,742  
         

TRINIDAD IBG 2,195 2,305 2,420 2,535 2,979 3,500 4,113  
         

CENTRAL AMERICA 246 258 271 284 334 392 461  
         

COSTA RICA 140 147 154 161 189 222 261  
         

NICARAGUA 106 111 117 123 145 170 200  
         

CANADA 4,479 4,703       
         

MEXICO 18,059 18,962 19,910 20,858 24,508 28,797 33,836  
         

USA 7,876 8,270 8,684 9,098 10,690 12,561 14,759  
         

SOUTHERN AMERICA 13,515 14,191 14,901 15,611 18,342 21,559 25,333  
         

ARGENTINA 2,854 2,997 3,147 3,297 3,874 4,552 5,349  
         

BOLIVIA  163 171 180 189 222 261 307  
         

BRAZIL  4,697 4,932 5,179 5,426 6,376 7,492 8,803  
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CHILE 2,526 2,652 2,785 2,918 3,429 4,029 4,734  
         

COLOMBIA 2,095 2,200 2,310 2,420 2,844 3,342 3,927  
         

GUYANA 160 168 176 184 216 254 298  
         

PARAGUAY 335 352 370 388 456 536 630  
         

PERU 422 443 465 487 572 672 790  
         

VENEZUELA 264 277 291 305 358 421 495  
         

EAST AS/PACI 79,648 83,630 87,812 91,994 108,093 110,832 130,228  
         

NORTH EAST 48,079 50,483  55,531 65,249 60,486 71,071  
         

CHINA 14,401 15,121 15,877 16,633 19,544  20,983  
         

TAIWAN (P.C.) 9,783 10,272 10,786 11,300 13,278 15,602 18,332  
         

HK,CHINA 7,242 7,604 7,984 8,364 9,828 11,548 13,569  
         

JAPAN 5,377 5,646 5,928 6,210 7,297 8,574 10,074  
         

KOREA REP. 11,276 11,840 12,432 13,024 15,303 1,798 2,113  
         

SOUTHERN S. 29,981 31,480 33,054 34,628 60,688 47,811 56,178  
         

MYANMAR  33 35 37 39 46 54 63  
         

INDONESIA 7,367 7,735 8,122 8,509 9,998 11,748 13,804  
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MALAYSIA  7,573 7,925 8,350 8,748 10,279 12,078 14,192  
         

PHILIPPINES 6,235 6,547 6,874 7,201 8,461 9,942 11,682  
         

SINGAPORE 5,054 5,307 5,572 5,837 6,858 8,058 9,468  
         

THAILAND  3,720 3,906 4,101 4,296 5,048 5,931 6,969  
         

AUSTRALIA 1,589 1,669 1,753 1,837 2,158 2,535 2,979  
         

AUSTRALIA 1,063 1,116 1,172 1,228 1,443 1,696 1,993  
         

NEW ZEALAND 526 552 580 608 714 839 986  
         

         

CEN/EAST EUROPE 38,611 40,542 42,569 44,596 52,400 61,576 72,351  
         

BULGARIA 6112 6418 6,739 7,060 8,296 9,748 11,454  
         

CZECH RP/SVK 4,945 5,192 5,452 5,712 6,712 7,887 9,267  
         

HUNGARY 7,373 7,742 8,129 8,516 10,006 11,757 13,814  
         

POLAND 5,573 5,814 6,105 6,398 7,515 8,830 10,375  
         

ROMANIA 9,451 9,925 10,420 10,916 12,826 15,071 17,708  
         

USSR (former) 5,193 5,453 5,726 5,999 7,049 8,283 9,733  
         

WESTERN EUROPE 60,071 63,075 66,229 69,383 81,525 96,898 113,855  
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AUSTRIA 1,839 1,931 2,026 2,121 2,492 2,928 3,440  
         

BELGIUM 2,955 3,103 3,258 3,413 4,010 4,712 5,537  
         

FRANCE 26,765 28,103 29,508 30,913 36,323 42,680 50,149  
         

GERMANY 26,106 27,411 28,782 30,153 35,430 41,630 48,915  
         

LUXEMBOURG 480 504 529 554 651 765 899  
         

NETHERLANDS 2,321 2,437 2,557 2,681 3,150 3,701 4,349  
         

SWITZERLAND 302 317 333 349 410 482 566  
         

EAST/MED EUROPE 10,701 11,236 11,798 12,360 14,600 17,155 20,157  
         

CYPRUS 1,229 1,291 1,356 1,421 1,669 1,961 2,304  
         

ISRAEL 6,535 6,862 7,205 7,548 8,869 10,421 12,245  
         

TURKEY 2,993 3,143 3,300 3,457 4,062 4,773 5,608  
         

NORTHERN EUROPE 46,915 51,607 54,187 56,767  74,295 87,297  
         

DENMARK 7,068 7,421 7,792 8,163 9,592 11,271 13,243  
         

FINLAND 7,889 8,284 8,698 9,112 10,707 12,581 14,783  
         

IRELAND 4,430 4,652 4885 5,118 6,014 7,066 8,303  
         

NORWAY 5,479 5,753 6,041 6,329  8,738 10,267  
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SWEDEN 5,012 5,263 5,526 5,789 6,802 7,992 9,391  
         

UK 17,038 18,000 18,900 19,800 22,678 26,647 31,310  
         

SOUTHERN EUR 43,127 45,283 47,547 49,811 58,528 67,393 79,186  
         

GREECE 1,744 1,831 1,923 1,015 1,193 1,402 1,647  
         

ITALY  28,375 29,794 31,284 32,774 38,509 45,248 53,166  
         

PORTUGAL 3,442 3,614 3,795 3,976 4,672 5,490 6,451  
         

         

MIDDLE  EAST 21,668 22,756 23,895 25,034 29,414 34,560 40608  
         

IRAQ 1,645 1,727 1,813 1,899 2,231 2,621 3,080  
         

JORDAN 831 873 917 961 1,129 1,327 1,559  
         

KUWAIT  316 332 349 366 430 505 593  
         

LEBANON 8,244 8,639 9,071 9,503 11,166 13,120 15,416  
         

LIBYA  2,071 2,175 2,284 2,393 2,812 3,304 3,882  
         

SAUDI ARABIA  842 865 908 951 1,117 1,312 1,542  
         

SYRIA 390 410 431 452 531 624 733  
         

EGYPT 7,046 7,398 7,768 8,138 9,562 11,235 13,201  
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YEMEN 321 337 354 371 436 512 602  
         

SOUTH ASIA 29,507 30,982 32,531 34,080 36,335 44,701 52,523  
         

AFGHANISTAN 161 169 178 187 220 259 304  
         

BANGLADESH 190 200 210 220 259 304 357  
         

SRI LANKA 397 419 438 457 537 631 741  
         

INDIA  12,697 13,332 13,999 14,666 125,233 17,899 21,031  
         

IRAN 3,969 4,168 4,376 4,584 5,504 6,467 7,699  
         

NEPAL 20 21 22 23 27 32 38  
         

PAKISTAN 11,984  13,212 13,841  19,109 22,453  
         

REG. NOT SPEC 1,045 1,097 1,152 1,207 5,878 6,907 8,116  
         

NOT SPECIFIC 1,045 1,097 1,152 1,207 5,878 6,907 8,116  
         

OTH WORLD 1,045 1,097 1,152 1,207 5,878 6,907 8,116  
          
 

Source; World Tourism Organisation 
 

 

Reported by: Nigerian tourism Development Corporation (NTDC) 
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3.2.2  Occupation 
 

The largest percentage of tourists visiting Nigeria are workers in 

production, sales and service sectors, scientists and technicians 
constitute the second largest group. 

 

3.3 Habits, Hobbies etc. 
 

There are certain aspects which need to be analysed in an attempt to 

understand the foreign tourists. Generally all of them are clubbed 

together in terms of perceptions about them or regarding their 

requirements. Well this may be the case in certain aspects like attitude 

towards hygiene, security or punctuality, etc. they do differ in habits, 

tastes, hobbies etc. these are related to specific cultures, attitudes, 

perceptions, regions etc. for example cricket is a popular sport in 

England but not in U.S. Hence, it is possible that while selling a package 

tour in England, a oneday international festival taking place in Nigeria, 

like Eyo in Lagos, or Argungu Fishing Festival in Sokoto State can form 

a part of the itinerary. But this may not be successful in U.S. Similarly, 

if one runs a library for the tourists the service would be considered 

good and utilized by many more if: 

 

Å He is familiar with the popular authors of the regions from where 
the tourists are coming, and 

Å Their books are available in the library etc. 

 

A knowledge of the customs, history or politics of the visitorôs country 

is also useful in tourism services. For example, a guide can give 

comparative commentary while describing a museum, monument or 

wildlife. This adds to the quality of the service. 

 

3.4 World Tourist Flows 

 

In fact tourism professionals must keep themselves updated on tourist 
movements and receipts and regional distribution of tourists. 

 

3.4.1  World Tourist Arrivals  
 

The world tourist traffic has been increasing at a steady pace from 254 

million in 1950 to 476 million in 1992 except in 1982 and 1991 when 

there had been a marginal decline in the world tourist arrivals. Table-7 

gives the tourist arrival figures from 1950-93: 
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Table 2  

 

  International Tourist Percentage 

 Years Arrivals (Thousands) Rate of Change 

 1950 25,282 - 

 1960 69,320 10.61 

 1970 1, 65,787 15.52 

 1980 2, 87,771 1.65 

 1985 3, 29,636 2.97 

 1990 4, 55,594 6.48 

 1991 4, 56,502 -0.3 

 1992 4, 81,672 5.5 

 1993 5, 00.000 3.8 
    

 

Source: WTO 

 

The percentage rate of growth in the last four decades has, therefore, 
been as described in Table3 

 

  Table 3 
   

 Years Rate of Change 

 1951-60 10.6 

 1961-70 9.2 

 1971-80 5.7 

 1981-90 4.8 

 1991-2000 4.0 (FORECAST) 
   

 

With the base figure increasing, percentage of growth has naturally 

come down and the forecast for the present decade is a growth of 4% 

p.a., which in other words, would mean that the world tourist arrivals 

will be in the region of 640 million by 2000 A.D. 

 

Table 4 gives the numbers of international tourist arrivals in Worldôs 
15 top countries as per their ranking: 
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Table 4: Tourism Destinations  

International Tourist Arrivals (Day visitors excluded)  
 

   Tourist Arrivals  

 Rank Country (Thousands)  Rank 

 1992 1992 1985 1985  

 1. France 59,590 36,748 1 

 2. United States 44,647 25,417 3 

 3. Spain 39,638 27,477 2 

 4. Italy 26,113 25,047 4 

 5. Hungary 20,188 9,724 11 

 6. Austria 19,098 15,168 5 

 7. United kingdom 18,535 14,449 6 

 8. Mexico 17,271 11,907 9 

 9. China 16,512 7,133 12 

 10. Germany 15,147 12,686 8 

 11. Canada 14,741 13,171 7 

 12. Switzerland 12,800 11,900 10 

 13. Greece 9,331 6,574 13 

 14. Portugal 8,921 4,989 14 

 15. Czechoslovakia (former) 8,000 4,869 15 
      

  World 4,81,672 3,29,634  
      

 

Source: WTO 
 

 

3.4.2  Tourist Receipts 
 

A tourist spends a sum of money while availing himself of the facilities 

at a destination. This is known as receipts from the tourists. World 

tourism receipts were 2.1 billion U.S. dollar in 1950; they have 

increased to 278.7 billion dollar in 1992. Table-10 gives the details of 

the international world tourism receipts. 
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   Table 5 
    

  International Tourist  

 
Years Receipts (Million US$) 

Percentage 
 

Rate of Change    

 1950 2100 12.58 

 1961 6867 6.07 

 1970 17900 6.55 

 1980 102008 22.40 

 1985 115424 5.89 

 1990 255074 20.98 

 1992 296375 13.80 
    

 

Source: WTO 

 

The percentage rate of change during the four decades have, therefore, 
been as under: 

 

 

1951-60 12.6 
 

1961-70 10.1 
 

1971-80 19.1 
 

1981-90 10.6 
 

1991-2000 10.0 (FORECAST) 
 

 

The above figures are interesting in the sense that the tourism 
receipts have increased at a faster pace than the tourist arrivals. 

 

Table-11 gives the 15 top tourism spenders and Table-12 gives the 
top earners. 
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Table 6: Tourism Spenders  

International Tourism Expenditure (International transport excluded)  

 

Rank Country  Tourism Expenditure  

Rank   (US$ Million)  
     

1992  1992 1985 1985 
     

1. United State 39,872 24,517 1 
2. Germany 37,309 12,809 2 

3. Japan 26,837 4,814 4 

4. United Kingdom 19, 831 6,369 3 

5. Italy 16,617 2,283 10 

6. France 13,910 4,557 5 

7. Canada 11,265 4,130 6 

8. Netherlands 9,330 3,448 7 

9. Taiwan 7,098 1,429 14 

10. Austria 6,895 2,723 8 

11. Sweden 6,794 1,967 13 

12. Belgium 6,603 2,050 12 

13. Mexico 6,108 2,258 11 

14. Switzerland 6,068 2,399 9 

15. Spain 5,542 1,010 15 

 World 275,297 101,738  
     

 

Source: WTO 

 

Table 7: Tourism Earners 

International Tourism Receipts (International transport excluded)  
 

  Rank Country  Tourism Expenditure Rank  

     (US$ Million)   

  1992  1992 1985 1985  
        

  1. United State 53,861 17,939 1  

  2. France 25,000 7,942 4  

  3. Spain 22,181 8,151 3  

  4. Italy 21,577 8,756 2  

  5. United Kingdom 13,683 7,120 5  

  6. Austria 13,250 5,084 6  

  7. Germany 10,982 4,748 7  

  8. Switzerland 7,650 3,145 8  

  9. Hong Kong 6,037 1,788 11  

  10. Mexico 5,997 2,901 10  

  11. Canada 5,679 3,103 9  

  12. Singapore 5,204 1,660 14  

  13. Netherlands 5,004 1,661 13  

  14. Thailand 4,829 1,171 15  

  15. Belgium 4,053 1,663 12  

   World 296,375 116,149   

 
Source: WTO 
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3.4.3  Regional Distribution 
 

During the last four years there has been no major shift in the pattern of 

tourist movements as far as regions are concerned. Europe continues to 

attract the largest numbers and the nature of tourist movement is intra-

regional. In fact intra-regional movements of tourists dominate the 

tourist flows in Europe and Americas with South-East Asia picked up 

fast. East Asia and Pacific are being predicted as future tourism 

destinations. Their receipts from tourism are increasing every year. 

 

Here, one must remember that long haul travel needs more money and 

longer holidays. Compared to this, short haul travel is cheaper, less time 

consuming and in a known environment. Hence, tourists prefer to visit 

neighbouring countries. For example out of 100 Canadians going 

overseas 75% go to U.S. 2 to Mexico and 12% to Europe, leaving the 

rest top others. Similarly 41% of Americans confine their trips to 

Canada and Mexico, 31% to Europe and Asia gets 10% only. 75% 

French tourists visit West European countries and 89% Germans. About 

50% of Japanese tourists are confined to neighbour countries. Learning 

from this experience, we should do our best to encourage intra-regional 

travel in our part of the world also. 

 

Table-8 gives you figures for the percentage of share of each region in 
Worldô tourism. 

 

Table 8: Percentage Share of Each Region in World Tourism  
    Arrivals    Receipts   

  1960 1970 1980 1990 1993 1960 1970 1980 1990 1993 
             

 World 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
 Africa 1.1 1.5 2.5 3.3 3.6 2.6 2.2 2.6 2.0 2.0 

 America 24.1 23.0 21.3 20.4 21.3 35.7 26.8 24.7 26.0 29.5 

 East 1.0 3.0 7.3 11.4 13.7 2.9 6.1 8.2 15.0 16.2 

 Asia/            

 Pacific            

 Europe 72.5 70.5 66.0 62.6 59.3 56.8 62.0 59.7 54.2 50.2 

 Middle 1.0 1.4 2.1 1.6 1.4 1.5 2.3 3.4 2.0 1.5 

 East            

 South 0.3 0.6 0.8 0.7 0.7 0.5 0.6 1.5 0.8 0.6 

 Asia             
 

Source: WTO 
 

 

4.0 CONCLUSION 
 

Now that you have read through this unit, you ought to have understood 
very well all about profiling of tourists, reasons behind profiling and 

international tourist flows and world tourist arrivals. 
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5.0 SUMMARY  
 

Profiling of tourists is vital to tourism development, different 

components of the tourism industry use the profiles for planning, 

development, marketing, improvements etc. a proper understanding of 

tourists also helps in developing a better guest-host relationship. Same is 

the case in terms of world tourism trends. Generally, profiling of foreign 

tourists is undertaken by Government Tourism Departments. However, 

the private sector should also come forward in this regard. Some large 

chains of hostels or tour operators etc. conduct their own surveys for the 

same. You will read more about the utility of such profiles in marketing 

strategies in Block-7 

 

Intra-regional movement of tourists remains a strong trend in 
international tourism as compared to long haul travel. 

 

6.0 TUTOR - MARKED ASSIGNMENT  
 

Mention 5 objectives that should be kept in mind, if survey of 
international tourist to Nigeria were to be conducted. 

 

Keywords 
 

Intra-regional : Here it means the movement of 

  tourists within the countries of a 

  region. For example, the French 

  visiting Germany or Indian visiting 

  Mauritius. 

Tourism Receipt : Revenue earned by countries because 

  of inbound tourism. 

Tourism Expenditure : Money spent by countries because of 

  out bound tourism. 
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Folade, G.O. (2000). Understanding Tourism in Nigeria. Ibadan: JIS 
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Smith, V. L. (1977). Hosts and Guests. The Anthropology of Tourism. 
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21 



HCM241 UNDERSTANDING TOURIST AND HOSTS 
 

 

UNIT 2 DOMESTIC  AND INTERNATIONAL  

  TOURISTS: PROFILE AND FLOWS  
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1.0 INTRODUCTION     

 

What is referred to as domestic tourism today has been in existence for 

ages. People have been traveling for different purposes in different 

region s of the country. However, in recent years the volume of travel 

for leisure etc. or what we can term as the movement of domestic 

tourists has increased considerably. With more and more people 

vacations, mixing business and leisure, the prospects of domestic 

tourism are bright. However, unlike in the case of foreign tourists, not 

enough attention has been paid towards profiling the domestic tourists. 

We emphasize that much more attention has to be paid in this area. 

This is not only because of the numbers involved but also from the point 

of view of the issues involved like environmental concerns, 

infrastructural development, guest-host tensions and so on. 

 

The unit attempts to familiarise you with profiling of domestic tourists, 
the inferences drawn from this and the movement of domestic tourists. 

 

2.0 OBJECTIVES 
 

In this unit the focus is on domestic tourists. After reading this Unit you 
will be able to: 

 

Å appreciate the importance of domestic tourism, 

Å know the profile of domestic tourists,  
Å understand the peculiarities of profiling domestic tourists,  
Å familiarize yourself with the needs of domestic tourists, and  
Å identify the problem areas pertaining to domestic tourism. 
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3.0 MAIN CONTENT  

 

3.1 Profile 
 

The importance of domestic tourism has been recognized in relation to 

the countryôs development. Yet, reliable statistical data and behavioural 

information is generally lacking. Of late State Tourism Departments 

have started recording the movement and some states have gone for 

detailed tourist traffic surveys. A pilot study was conducted in 1991 and 

this provides some indications on Domestic Tourism at some of the 

National Parks across the country. In the following sections we discuss 

the results of these surveys in relation to the profiling of domestic 

tourists. But before we go further let us keep the following trends in 

mind: 

 

1) Domestic tourist movements are maximum during dry seasons 
followed by festive holidays.  

2) The Leave Travel Concession (LTC) to government employees is 
a big incentive in promoting Domestic Tourism.  

3) Incentive holiday facilities are confined to a very limited section 
of the Private Sector employees.  

4) The bulk of the rural and small town population is not involved 

in leisure tourism. There are various factors behind it. However, a 
substantial section among them does travel for pilgrimage.  

5) The amount of travel among the rich and upper middle classes is 

much more. Taking a holiday to far off places is fast becoming a 

fashion, especially in Nigeria, this is however anti-domestic 

tourism promotion.  
6) The middle and lower middle classes depend largely on LTC. 

going for honeymoon has picked up and resorts are being marked 

for this.  
7) The five day week concept in Government offices and in certain 

private sector companies has encouraged week-end travel to 

nearby resorts, picnic sports or tourist sites.  
8) Trekking, rock climbing and camping trips are being encouraged 

in educational institutions.  
9) Transport connections have improved. For example, ABC & 

other luxurious bus companies is an excellent example of 

highway services.  
10) Leisure is being added to business.  
11) The number of pilgrims is on the increase, both for Christians as 

well as Muslims. 

 

A strong view in Tourism industry advocates the over all development 
keeping in view Domestic Tourism (Infrastructure as well as attraction 
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and products). It is felt that once this happens growth in international 
tourism will follow suit. 

 

SELF ASSESSMENT EXERCISE 

 

Explain the importance of profiling of domestic tourists. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

24 



HCM241 UNDERSTANDING TOURIST AND HOSTS 
 

 

Arrivals of Tourists from 7 Countries of the Americans  

in the Various Regions 1972, 1973 and 1974  
 

 Countries  of  the             Pacific and East 

 Americas   Africa  Americas  South Asia Europe  Middle Asia Asia  
   Global  %of  %of  %of  %of  %of  %of 
   Total Total Global Total Global Total Global Total Global Total Global Total Global 

 Regions Visited Year (000) (000) Total (000) Total (000) Total (000) Total (000) Total (000) Total 

  1972 678   512 75.5   166 24.5     

  1973 799   497 62.3   301 37.7     

 Argentina 1974 864   497 59.1   353 40.9     

  1972 627   323 51.5   304 48.5     

  1973 684   336 49.1   348 50.9     

 Brazil 1974 570   312 54.8   258 45.2     

  1972 11,144 48 0.4 9,107 81.5 21 0.2 1870 16.8 16 0.1 82 0.7 

  1973 11,120 51 0.5 9,116 82.0 26 0.2 1,825 16.4 15 0.1 87 0.8 

 Canada 1974 10,744 50 0.5 9,017 83.9 26 0.2 1,536 14.3 19 0.2 96 0.9 

  1972 1,634   1,437 88.0   185 11.3   12 0.7 

  1973 1,904   1,699 89.2   195 10.2   11 0.6 

 Mexico 1974 2,127   1,939 91.2   176 8.3   11 0.5 

  1972 78   78 100.0         

  1973 120   103 86.0   17 14.0     

 Peru 1974 129   113 87.1   16 12.6     

  1972 33,652 321 1.0 17,865 53.1 150 0.4 14,016 41.6 154 0.51, 146 3.4 

  1973 32,747 309 0.9 17,857 54.6 168 0.5 13,097 40.0 124 0.41, 191 3.6 

 United States 1974 29,970 295 1.0 17,108 57.1 161 0.5 11,097 37.0 177 0.61, 137 3.8 

  1972 235   147 62.6   88 37.4     

  1973 300   165 54.9   135 45.1     

 Venezuela 1974 293   173 59.1   120 40.9     
 

Source: (WTO) 1975 
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It has been observed that international tourist receipts and expenditure 

are important items in the balance of payments of many countries, and 

this is a very strong reason for Nigeria to explore this area of tourism. 

Infact when a lot of countries were faced with serious balance of 

payments, a way of escape was the valuable tourist receipts. 

 

It has been proved that countries can improve their balance of payments 

by cutting the foreign travel expenditure of their nationals. This is one of 

the reasons in-tourism is being solicited for in Nigeria in order to 

discourage to a bearest minimum foreign travel expenditures. 
 
 
 

Table 2: Frequency of Visits of National Parks in Nigeria  
 

 Civil       

 Servants Academics Traders Business Others Total 

 Never visited      

 1(2.47) 0(0.49) 41(38.55) 1(0.49) 0(0.99) 45 

 1.15 0.00 47.13 1.15 0.0049. 43 

 Visited 1 -3 times      

 1(0.23) 1(0.05) 0(3.59) 0(0.05) 2(0.09) 4 

 1.15 1.15 0.00 2.30  4.60 

 Visited 4-5 times      

 2(0.23) 0.(0.05) 2(3.59) 0(0.05) 0(0.09) 4 

 2.30 0.00 2.30 0.00 0.00 4.60 

 Visited 5 times      

 1(0.29) 0(0.06) 4(4.49) 0(0.06) 0.11 5 

 1.15 0.00 4.60 0.00 0.00 5.75 

 Total      

 5 78 1 2 1 87 

 5.75 89.66 1.15 2.70 1.15 100 
     

 X  (chi square)  = 88.773; df = 16; P<0.001(Significant) 

 

The table above shows the frequency of visitors to National Parks in 

Nigeria. The result evidently shows that Nigerians generally lack 

tourism culture, as about 49.43% Nigerians never visited the National 

Parks at all. 
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Table 3: Yankari National Park Hotel Revenue (n) ï  Jan. to June 1992  
 

  Jan Feb Mar Apr May June TOTAL 
         

 Accommodation 37,748 27,914 27,373 65,765 39,765 34,680 233,132 

 Restaurant 32,924 32,595 19,259 53,095 30,340 23,770 191,983 

 Snack Bar 20,840 2,135 965 5,266 2,047 4,06 35,319 

 Bar 21,700 33,270 18,533 44,608 26,481 28,217 172,819 
         

 TOTAL 113,212 95,914 66,130 168,734 95,520 90,743 633.253 
         

 

The above table shows that the Yankari National Park hotel revenue for 

the first half year in 1992 was N633, 253.00. The revenue was realized 

from four areas of the Parks hotel, that is, accommodation, restaurant, 

snack bar and bar. Out of the four areas, accommodation recorded the 

highest amount which was N233, 132.00. each of the four areas recorded 

its highest revenues in the month of April.  

 

Table 4: Comparative Analysis of Visitors Received and Revenue Generated 
N.N.P & K.L.N.P (1987 ï 1991). 

 

 

  VISITORS RECEIVED  REVENUE GENERATED (N)  
          

  YNP KNLP Diff.  % diff. YNP KNLP Diff.  % diff. 
          

 1987 21,024 1,771 19,253 91.57 150,913 2150.00 148.753 98.56 

 1988 14,851 3,314 11,537 77.68 n.a. 38,318.66   

 1989 14,849 3,018 11,831 79.67 n.a. 171.879   

 1990 13,400 3,190 10,210 76.19 161,598 599,825 438,227 73.05 

 1991 22,367 3,186 19,181 85.75 229,550 694,429 464,879 66.94 
          

 
Source:  Y.N.P. AND K.L.N.P. authorities: n.a : Not available. 

 
 
 

In 1987, Yankari: National Park received N150, 913.00 revenue. The 

table is a comparative analysis of visitors received and revenue 

generated between Yankari and Kainji Lake National Parks over a 

period of five (5) years, that is, 1987 to 1991.  

 

The high percentage difference in the number of visitors received each 

year is against Kainji Lake National Park. This is because YNP is older, 
more popular and well established. 
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4.0 CONCLUSION 

 

The products are there in Nigeria quite alright but have not been 

developed to the state of attracting appreciable number of tourists to 
Nigeria. 

 

5.0 SUMMARY  

 

Profiling of domestic tourists is something which should not be ignored. 

Many a times it gets a back seat because of the importance given to 

foreign earnings. Various trends in domestic tourism have to be closely 

observed for planning and development purposes. You can use the 

information given in this unit as a guideline for profiling the domestic 

tourists visiting your area. This will help you in having a better 

understanding about them and improving your services. 

 

6.0 TUTOR - MARKED ASSIGNMENT  
 

Discuss the importance of Domestic Tourism. 

 

7.0 REFERENCE/FURTHER READINGS 

 

Falade, G.O (2000). Understanding Tourism in Nigeria. Ibadan: JIP 
Printing Press. 
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1.0 INTRODUCTION  
 

In the earlier unit we discussed the importance of profiling the tourists 

and tourist flows. This takes us to another very important aspect in 

tourism i.e. the guest-host relationship. A number of issues are involved 

in this. What kind of reception a tourist will get at a destination, how do 

the hosts feel about his visit? Will they be friendly? Does the tourist 

respect local customs and feelings? etc. they have wider implications on 

the development of tourism and ought to be taken seriously by the 

tourism planners and professionals. What should also not be missed here 

is that this relationship has to be looked upon from both sides i.e. hosts 

as well as guests. Generally the host feelings/ requirements are not a 

consideration in tourism services or resort development. In some cases 

they are just secondary considerations. 
 

Studies in the nature of tourist motivations, perceptions and attitudes of 

the locals/hosts are important in determining/resolving the conflicts 

between hosts/guests, companies/employees, and land use planners and 

environmentalists. Hence, this unit familiarizes you with certain aspects 

of guest-host relationship. 

 

2.0 OBJECTIVES 
 

After reading the unit you will be able to: 

 

Å Understand the relevance of guest-host relationship in tourism, 

Å Know the different situations in this regard, and  
Å Learn about the tension areas. 
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3.0 MAIN CONTENT  

 

3.1 Some Basic Factors 
 

Although there are several definitions of Tourism, there is a universal 
understanding about a tourist. 

 

A tourist is a temporary visitor, who is away from his/her normal place 
of residence and work for a change. During this temporary stay the 

tourist does not have to work. 

 

Beyond this definition one has to also recognize the fact that tourism 

involves an interaction with people at the destination. In fact the 

interaction starts from the very start of the journey when one meets 

unknown and strange people who cater to various services. There are the 

people who act as hosts to the tourist guest. But these are short 

interactions at the airport, customs, emigrations, etc. the interactions at 

the destination are or can be of longer duration and they vary as per the 

location or the type of tourism. Before we go further in analyzing these 

interactions let us look at the three foundation elements of tourism: 

 

i) Leisure time 

ii)  Discretionary income  
iii)  local approval 

 

All of these must be operative if touristic activity is to take place. These 
elements play a role in determining the nature of guest-host 

relationship. 

 

Leisure time is related to work time. In the west the availability of 

leisure time is on the increase. For example, the work week has come 

down from 60 hours to 40 hours and in some cases up to 30 hours a 

week. Incentive travel, paid leave, etc. encourage people to seek tourism 

as an attractive option. The availability of leisure time affects the choice 

of the destination and the activities there. For example, a tourist with 

interest in monuments and architecture has 2 days in Lagos. The 

itinerary would include the National Museum and the National Threatre 

etc. to see all these he rushes through and has no time to interact with 

local people in a meaningful way. Suppose he had more time, the 

itinerary could have included meeting an art historian, a visit to the 

Archaeological Survey, and interacting with people outside or walking 

through the lanes of Victoria Island. In fact more leisure time 

encourages long haul travel and more of stay at the destination. 

 

Discretionary income is directly related to the cost of living, work ethic 
and saving for the future. Attainment of instant pleasure is linked to 
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work goals and money earned is also to be spent. Tourism has emerged 

as a priority in this regard. Credit cards provide the facility to undertake 

tourism on credit. The guest-host relationship is also governed by the 

amount of money spent at a destination. This is particularly the case in 

simple, under developed or developing societies. For example, many of 

the subsidiary and informal services provide seasonal jobs and if high 

spenders donôt turn up the entire yearôs budget of the individual or 

family is affected. 

 

Local sanction determines vacation practices and styles. For example, it 
may be a fashion to make a trip for some; students may go for 

mountaineering and so on. 

 

Besides these three elements, factors like domestic and outbound 

tourism, changes in the tastes of tourists, etc. are also taken into account 

in profiling the guests and hosts. This is necessary to judge the gap 

between the lifestyle and aspirations of the two and eventually planning 

for a health interaction. However, given the demand centered model to 

tourism development in most of the countries, the profiling of the host 

is consistently ignored. This ignorance may not bear immediate impact 

but over a period of time has a lasting impact on the destination. 

Sanction for tourism should also take into account the impact of the host 

on the tourist and tourism related services. Similarly, projecting false 

destination images about host populations have to be avoided by 

tourism professionals and promoters. 

 

3.2 Guest-Host Interaction 

 

Tourism structures the life-style of an individual to provide periods of 

work and recreation. The linking of leisure and mobility leads to 

recreation in new contexts. Therefore, different types of tourism give 

rise to different forms of interaction between hosts and guests. Let us 

briefly discuss this interaction in five types of tourism described by 

Valene Smith in his introduction to the book ñHosts and Guestsò. 

 

3.2.1 Ethnic Tourism 
 

Ethnic tourism is called cultural tourism, but focusing not only on 

monuments and archaeology but on quaint customs of exotic people like 

Eskimos, American Indians, Tribal communities, their rituals and 

ceremonies, primitive art, home life and private and public spheres of 

activity, etc. these ñtourist targetsò are often of f the ñbeaten pathò 

discovered for visitors who belong to the elite groups of their societies, 

and come at high cost. Such tourism, although limited in numbers, 

involves an intimate contact between hosts and guests. In the early 

stages, the impact is not noticed and therefore considered minimal. 
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However, tourism can become the agent of change, as the very features 

that stimulated tourism can become less and less authentic as local 

people are influenced not only by tourist money but also the tourist 

world view. Every aspect of local life and tradition can be transformed 

by the tourist gaze. For example the monastery festivals in Ladakh are 

no longer held in winter, the off-season of tourism. Because of 

commercialization they are now held in summer when the tourists come. 

The beneficiaries are no longer the people who pay for the festival but 

the tourists. 

 

3.2.2 Cultural Tourism  
 

This includes aspects of ñlocal colourò and the rec onstruction of a 

ñvanishing life-styleò. Activities at the destinati on include meals in 

heritage inns and hotels, folk festivals and fairs, handicrafts, camel and 

elephant rides, peasant rural areas are highly accessible from into 

objects, photographing people, their homes, their work style, touching 

them to see if they are real, making a bid for the clothes and ornaments 

that local people wear, recording their music and decoding their culture. 

As a consequence, local people get divided on the entry of tourists. 

Those who are employed by the travel trade encourage the penetration 

of tourism into the most private sphere, but others become resentful of 

the transformation of their cultures. 

 

3.2.3 Historical Tourism  
 

Guided Tour of Monuments, visit to the National Museum in Lagos, the 

interest of the past visits to Churches and Cathedrals etc. Such 

destinations are generally in well developed cities and townships, where 

the institutionalized tourism industry operates with special facilities for 

all grades of tourists, who are generally educated. In such situations 

host-guest contacts are business like and impersonal. Here the 

infrastructure is well-developed so that hosts and guests do not feel 

constrained by each other. The resident oriented products are well 

developed and the pressure of tourist oriented products is not borne by 

local residents. However, the inflation that results from tourist 

consumption affects items of daily use, rents, transport and articles of 

common consumption. 

 

3.2.4 Environmental Tourism 
 

This goes hand in hand with ethnic tourism. The tourist elite are 

attracted to remote areas and alien scenery like high mountains, tropical 

forests, e.t.c. Such tourism uses geographic uniqueness as a resource and 

explores man-land relationships. For example, tea gardens, vineyards, 

spice plantations, high attitude communities and cultures, etc. in such 
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situations, host-guest contacts vary according to the degree to which 

such environments are open to outside interference and the degree to 

which such environments are open to outside interference and the degree 

to which such area can withstand tourism. The interaction between 

guests and hosts is therefore variable and needs local or independent 

assessment. In many such unique environments, tourists are only 

allowed day excursions and are kept away from local communities under 

controlled conditions. This is the case in the Lakshadweep islands where 

Bangaram, uninhabited island was selected for tourism development. 
 

 

3.2.5 Recreational Tourism 
 

This includes palm fronted beaches, snow covered ski slopes, luch green 

golf courses of natural habitats where wild life is viewed in communion 

with nature at its unspoilt best. In addition to the idyllic nature of 

holiday gambling and floor shows, all join to the freedom to participate 

in an ñaway from it allò morality. That is why such tourism is called the 

4Sôs (Sun, sand, sea, sex) tourism. For the host-guest relationship this 

means: 

 

i) price rise/land use 

ii)  radical economic re-orientation  
iii)  crime, prostitution, drugs and tourism related violence 

iv) seasonal labour influx  
v) Servant/master relationship between the host and guest. 

 

If tourism impacts are being increasingly researched today this is due to 

a greater understanding of the magnitude of the tourism industry, the 

complexity of motivations and expectations, and a variety of cultural 

responses from the host communities. 

 

SELF ASSESSMENT EXERCISE 
 

Mention 3 kinds of tourism 

 

3.3 Different Situations 
 

In a guest-host relationship there can be certain situations that emerge at 

various stages or lead to another situation. And these could be from the 

point of view of either the guest or the host. Let us look at these diverse 

situations. 

 

From hosts relationship there can be certain situations that emerge at 
various stages or lead to another situation. And these could be from the 
 
 
 

 

33 



HCM241 UNDERSTANDING TOURIST AND HOSTS 
 

 

point of view of either, the guest or the host. Let us look at these diverse 
situations. 

From hostsô point of view, it could be either: 

 

a) welcome with all smiles, 
 

b) be cool or aloof, 
 

c) extort money, cheat, 
 

d) be very friendly. 

 

Often, one situation can lead to another or vice versa: 

 

Smiles  coolness     extortions    hostility 

 

or 

 

hostility  friendship etc.  
 
 

 

In fact all these situations depend on a variety of factors depending on 
the nature of: 

 

Å tourism 

Å interaction  
Å tourism impacts  
Å resort development  
Å touristôs profile  
Å hostôs profile etc 

 

The aspects to be seen here are: 

 

1. Accommodation or toleration or co-existence between 
visitor/visited.  

2. Segregation or social distance or separation between 
visitor/visited in special tourist  

3. Opposition or rejection of the visitor by the visited and a similar 
discourtesy by the visitor towards the visited.  

4. Diffusion where both visitor/visited adopt or adapt the cultural 
traits and characteristics of each other. 

 

On the international scale, complex relationships between tourists and 
local people result in increasing artificial tourism constructs, as well as 

tensions due to: 
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1. Carrying capacity which relates to the number of tourists in 
relation to the size of the population. 

 

2. Objectifying physical objects, people and culture whether as 

landscape, townscape, ethnic group, life-style, historical artifacts, 

recreational base and natural resources. In public rituals the stress 

of such objectification is less than in case where private lives and 

ceremonies are being observed, as for example in visits to 

cremation grounds. 

 

3. The spatial and temporal packing of the tourist gaze-whether it 

demands excursions, one night or extended stays, instant or 

prolonged exposure as well as the depth of the observerôs, 

involvement. 

 

4. The organization of mass services to satisfy the tourist gaze. This 

involves not only the private and public sectors but also the role 
of multinationals, big v/s the tourist organization. 

 
5. The economic and social differences between the tourists and 

local people. These differences act both as an attraction and a 
deterent. 

 
6. The effect of tourism on pre-existing production and 

consumption patterns. 

 

7. The demand for a particular type and standard of service, a 

demand that becomes more and more exclusive with the inclusive 

tour segment. This includes, restaurants, bars, souvenir shops, 

travel and transport agencies, hotels and airports. 

 

8. The transformation of the natural aura of the destination into a 

clich® by over viewing, or being turned into an ñimage ñ of itself. 

For example, South-East Asia is imaged as a region known for its 

ñhospitality girlsò and brothels are recommended to package tour 

operators. 

 

Hostôs attitude towards tourists is governed by: 

 

Å direct experiences, 

Å images and perceptions, or  
Å Stereo types. 

 

These could be in relation to economic benefits, and social or cultural 
exchanges. The composition of tourists, tourism services and the nature 

of resort development are other major considerations in this regard. For 
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example, let us take a situation where there is water scarcity in the area. 

The locals do not get water to irrigate their fields but ample water is 

provided at the tourist resort. Such a situation can lead to hostility of the 

locals. Let us analyse the relationship keeping in view the economic, 

social and cultural aspects. 

 

3.3.1  Economic 
 

Where tourism is integrated with the domestic economy it does benefit 
local and national economics. 

 

But where it is in the hands of foreign investors, the benefits are 

siphoned off. The question of the leakage of foreign exchange (or the 

multiplier effect of tourist spending) will also vary from case to case. 

The host-guest relationship will therefore depend on how great the 

benefit from tourism is to the local people. Moreover, where economic 

disparities exist between tourists and local people, local resistance to 

tourism is based on hostility to certain touristic practices like bride 

buying in Ibo land etc. where a monopoly of tourism exists, the 

economic impact of seasonality is often severe and leads to seasonal 

unemployment. Tourism is often described as a ñfeas t of famineò 

industry. It is sensitive to external factors like economic recession, 

inflation, political and diplomatic relations as well as cultural values. 

The tourist wants a bargain but the local residents want to maximize 

profits. 

 

Tourism has been promoted as a vehicle for peace, goodwill, 

international understanding and national identity formation. When 

tourism is at the fledgling state there is local control over its earnings 

and expansion. As its scale increases, the control is transferred from 

local to central governments which alone are empowered to compete 

internationally because they offer financial incentives and/concessions 

to hotel chains, travel agents and tour operators. Only governments can 

raise loans and grants from international agencies and other inter-

governmental loans. Tourism is then developed over the heads of local 

people and often at the cost of traditional economic activity like 

agriculture, fishing, toddy tapping etc. in many cases tourism develops 

neo-colonial aspects, where profits from tourism flow out of the country 

because of foreign control. In some cases privatization has helped to 

retain local control, but in Nigeria and some other developing countries, 

the private and the state sectors are increasingly coming under foreign 

control. Apart from the cultural implications of large scale tourism, neo-

colonial control brings in objectives that are outward looking, denying 

opportunities to local experts and local priorities. For the guest-host 

relationship this spells trouble and tension since the native population, at 

both intellectual and popular levels, is not carried along. Acts of 
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terrorism and provocation against tourists, or a physical threat to their 

security can result from such patterns of tourism development. 

Secondly, the arts and crafts or the souvenir trade, while it enlarges the 

market for such produce, either does not benefit the producer or it 

ñtrinketisesò or trivializes native art by making i t into a ñtake awayò.  

The producer is also de-linked from the traditional users of his 

artisanship, and is replaced by mass produced goods. The impact of 

tourism is very seasonal on the handicraft persons and if tourism is 

interrupted for any reason, they are completely ruined. 

 

3.3.2  Social and Cultural  
 

Modernisation is relentlessly making inroads into backward regions and 
the pockets of poverty around the world. Radios, cassettes and cable T.  

V. have spread the message of the new world order, far and wide. 

Cultural oneness is evident in the fast food joints, video parlours, coffee 

houses, mechanics and repair shops. Do tourists cause change in the 

hosts perceptions and attitudes or is this the result media invasion? The 

impact of cultural changes in the guest-host relationship will depend 

largely on: 

 

i) The importance and extent to which the tourist wants to remain 
within his ñtourist bubbleò 

 

ii)  The extent to which local youth can earn easy money. 

 
iii)  The toleration level of local people to unsensitive tourist 

behaviour in body, language, dress and tone of voice. For 

example, like nudism, recreational clothes and semi-undressed 

women, smoking and necking in public places which are 

unacceptable to traditional societies. 

 

iv) The role of the media and guide boots which stress cultural 

relativism as a bridge to international understanding without 

realizing that relativism works in two directions not only from the 

guest to the host, but also from the host to the guest. 

 

v) The emergence of national stereotypes which transform guests 
and hosts into objects for each other. 

 

vi) Alternatives to mainstream tourism have not been able to sole the 

problems of unequal power nor been able to solve the unequal 

power and economic relations between guests and hosts, 

particularly in the poorer destinations of Asia, Africa and Latin 

America. 
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vii)  As tourism moves from the front regions (Pleasure peripheries of 

Europe) of the world to the back regions (pleasure peripheries 

created for European tourists is non-Europe countries), the 

cultural consequences of such movements become extremely 

volatile. 

 

3.4 Role of Numbers/Tourist Types 
 

Many writers consider tourism a mixed blessing, Whilst the tourist 

industry creates jobs and incomes, a large volume of tourist arrivals can 

become a physical and social burden. Therefore a destination can use the 

type of tourism to control the number of tourists for encouraging a 

healthy guest-host relationship. 

 

Similarly an explorer type of tourist is very limited. Such tourists are 

well-educated and more keen to participative tourism, accommodating 

local norms, food, life-style. Yet they bolster such participation with 

packaged goods from homes. A consequence of this attitude is the 

garbage and impacts tourist leave behind them, which then impinge on 

local norms. 

 

The elite tourist is also adaptive, but dependent on tours arranged by 

travel agent who will charge them large sums of money, very little of 

which will percolate to local service personnel. The demonstration effect 

of such tourists is often damaging to local norms and life styles. Because 

tours are organized for the elites, masses follow in their wake. 

 

The off-beat or hippic tends to adapt, but is not seen as of much 

economic benefit. While such tourists adapt well, they tend to create 

hippic-trails along which they become a kind of mafia and begin to 

exercise control over locations, as for example the hippic run ñflea-

marketò in Anjuna, Goa in India Hosts resent such c ontrol and disregard 

for local laws and customs, and become hostile to such an invasion. 

However, there are some who just want to get away from the ñTouristic 

Bubbleò crowds and major destinations because they are looking for a 

highly personalized experience. They tolerate local life-style for their 

experience. 

 

The incipient mass tourist is a regular visitor who seeks the western 

environment in accommodation, food and transport. Usually traveling 

alone or in small groups, or guided tours and because tourism costs 

money, such tourists expect western amenities regardless of local 

resources or experience. 

 

Mass tourism indicates a steady flow or big numbers. It is seasonal and 
attracted by resorts. It has middle-class prices and values built in, and 
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such tourists expect what they have paid for. They want the ñtourist 

bubbleò, without which they cannot survive. The siz e of such tourism, 

including jumbo jets, luxury coaches and high rise hotels makes them 

very visible like the ex-colonial, very exclusive and apart from the hosts. 

ñThis type of tourist creates the most stressful co ntract with the host, 

because he demands privileges at the cost of the host and expects the 

host to adapt to his culture and value system, because these inputs are 

essential for the creation of the bubble.ò 

 

Here we must remember that the guest-host relationship is not just to be 

looked upon from the point of view of international tourists and hosts 

only. The various types and situations are equally applicable in the case 

of domestic tourists. Showing off, throwing your weight around, 

eveteasing disrespect for culture and customs are some areas that create 

hostile situations at destinations. The offenders may be a few but the bad 

image which they leave behind is attributed to the region they hail from. 

 

3.5 Relevance 
 

The Guest/Host relationship is a very sensitive area and needs to be 

researched before a policy can be evolved. In most cases a trial and error 

method prevails with hit and miss stories of the consequences of tourism 

abound. 

 

 The host expectation  The guest expectation 

1. Income 1. Stranger/other 

2. Employment 2. Resources and Attractions 

3. Consumer Goods 3. Transport and infrastructure 

4. Social interaction 4. Transport and infrastructure 

5. Respect and dignity 5. Safety/Security 

6. Culture, private and public 6. Curiosity and novelty 

7. Culture, private and public 7. Value for money 

8. Tourism consciousness 8. Cultural interaction 

 

If one studies the list one can very easily see how the guest-host 

relationship has to be handled at the policy level, before tourism defeats 

the very purpose for which it is liked. The reason problem areas like 

volume, type of tourist, type of tourism and the nature of the tourism 

industry have to be determined by local and national participation is that 

both the guest and host are likely to be safeguards of the industry and the 

bureaucracy. Government and the industry look only at the bottom 
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line and not at the human elements that go to make for a fruitful 
exchange of civilizations. 

 

As culture, on the hand, becomes more homogenized, and on the other, 

less Eurocentric, resistance to western style tourism is going to increase 

both for inbound and outbound tourism. Unless this consciousness is 

communicated both to the tourist and the people at the destination, a 

healthy guest-host relationship will hover round a relativistic ideal, 

which fails time and again. 

 

As tourism expands, problems increase, but solutions are also emerging. 

Between confusion and boredom, there must be an evaluation of the 

level at which the human organism can absorb novelty, complexity and 

information. If tourism is defined functionally and symbolically rather 

than universally, we can all understand how it relates to our lives and 

institutions, and how we are enriched by its purpose and meaning, both 

as guests and hosts. Concepts like Alternative Tourism and Sustainable 

Tourism are a clear indication that the guest-host interaction is not 

empathetic. Such concepts also recognize that in the new world order it 

is the market force that will determine human relations. However, at 

destinations where informal sectors service tourists, such forces overtake 

any rational model of cultural exchange by commoditizing elements that 

estrange people rather than bringing them together. The very idea of the 

tourist as a guest is an imposition and the destination as host mystifies 

the monetization of aspects of a nationôs life and tradition that have 

never before been packaged or consumed at price. 

 

This is an urgent requirement that the development methodology begins 

to demoncratise itself to include studies of the host population before 

tourism projects are located at a destination. 

 

SELF ASSESSMENT EXERCISE 
 

Mention different situations at the point of view of hosts. 

 

4.0 CONCLUSION 
 

Now that youôve read through this unit, you should by now understand 
very well, the relevance of guest-host relationship in the tension areas. 

 

5.0 SUMMARY  
 

Guest-host relationships vary as per the location, impacts, types of 

tourism and tourists, host perceptions, experiences and images. 

Generally, host feelings are ignored in tourism promotion and 

development. However, such ignoring can have drastic impact on a 
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destination. Unless tourism is founded and practiced on a healthy and 

friendly guest-host relationship the very purpose of tourism stands 
defeated. 

 

6.0 TUTOR-MARKED ASSIGNMENT  
 

Enumerate and explain 5 different kinds of tourism. 
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UNIT 4  SOCIOLOGY, ANTHROPOLOGY/TOURISM  
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1.0 INTRODUCTION  
 

As international tourism expands to the remotest corners of the world, 

often tourist roles overlap with travel, business, education, intellectual 

interests, cultural motivations and other social domains. Modern tourism 

has institutionalized both the tourist as well as the commercialized 

services that are used in the pursuit of tourism. Because tourism often 

combines with other complex motivations, expectations and behaviour, 

the Sociology of tourism combines both theoretical and empirical 

attempts to understand how tourists and tourism, during a temporary 

stay, often carry over attitudes, expectations and behaviour that has been 

their norm at the place of residence or at work. 

 

At destinations around the world, the tourists experience a range of 

diverse human and natural settings, which they are often unable to 

understand or explain. To understand the diversity and complexity of a 

number of social settings and human behaviour, the Anthropology of 

tourism gives us a perspective. This is done by engaging in case studies 

that are a first hand observation of human life in its own natural setting. 

Such case studies are then put into a holistic systematic framework, 
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which relates encounters between hosts and guests to their national and 
international political economy. 

 

This unity starts with explaining what is termed as Sociology of tourism. 

This is an area which is very often neglected in resort development or 

tourism planning. Yet, its relevance is being gradually accepted after 

discussing the methodologies adopted in this regard. The unit goes on to 

discuss the Anthropology of tourism ï another relat ed area. The theme 

is mainly based on the works of Western scholars who have worked on 

these areas. It must be noted here that in India a lot of work has to be 

done in this regard. The Tourism Industry as well as the Government 

must provide incentives for sociological and anthropological research in 

tourism. Such studies would help in the planning and development of 

sustainable tourism. They might also provide clues to resolve 

contradictions or settle the problems that have started emerging at 

various destinations. 

 

2.0 OBJECTIVES 

 

You must have heard about Sociology and Anthropology as separate 

disciplines of study. However, in modern context inter-disciplinary 

approaches are extremely important to understand any phenomenon in 

totality and for future development. After reading this unit you will be 

able to: 

 

Å Understand what is meant by sociology of tourism,  
Å Know about the methodologies adopted to study the sociology of 

tourism, 
Å Define the anthropology of tourism, and  
Å Appreciate their relevance in tourism planning, development and 

research. 

 

3.0 MAIN CONTENT  
 

3.1 Sociology of Tourism 
 

This is relatively a new discipline. Beginning in 1970, it has already 

made an impact on the manner in which we define tourism and the 

tourist. From the point of view of Sociology in Tourism Studies there 

are five major points of departure that explore the domain. Eric Cohen 

has described them as the Sociology of: 

 

Å The stranger 

Å Leisure  
Å Hospitality 
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Å Travel, and 
Å Religion. 

 

The Sociology of the stranger has used insights gained from studies of 

minorities, ethnic groups and expatriates to analyse the role of tourists 

as temporary strangers. 

 

The Sociology of leisure has introduced many new ways of looking at 

the tourism phenomenon and to study the issues of urbanisation, 

industrialization, gender, consumerism, technology, etc. 

 

The Sociology of hospitality has tended to concentrate on simple and 

traditional societies. It has looked at issues of conflict and contradiction 

in the process of commercialization and social exchange. This has been 

undertaken to see where benefits have been forthcoming and where 

disbenefits have resulted from the hospitality trade. 

 

The Sociology of Travel, although important to gain insights into the 

tourists attitudes, behaviour and motivation, is not so well developed 

yet. However, the traveler on tour is an area which has encouraged the 

study, particularly the role of tour landscapes or itineraries and the 

image of a destination as well as the role of infrastructure and the travel 

culture. 

 

The Sociology of religion, particularly of the pilgrimage, has attracted a 

great deal of interest in determining how the sacred is determined; the 

search for a centre; the transformation of the self and the norms in 

determining behaviours. In all these approaches, several trends or 

approaches can be distinguished. These are: 

 

1) Tourism as irritant or negative from of socialization, which is 

seen in the works of Boorstin (1964) and Turner and Ash (1975). 

Here the tourist is seen as a Philistine descending in a horde to 

conquer a destination as against the traveler of bygone times who 

was a welcome guest. 

 

2) Tourism as a normal social phenomenon, where the author is 

neutral and studies the merits and demerits in a balanced way, to 

create a typology of tourism as well as of tourists (Mac Camel 

1973, 1976). 

 

As a result of these two approaches there emerges a concept of 

modernity. In this, tourism is a symbolic activity. This enables us to 

understand the changes in the very idea of modernity by seeing the role 

tourists play in a modern society. 
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3) There is a change from looking at tourism in terms of other social 

concepts and categories and individual psychological motives to 

looking at tourism in terms of the tourists or the hosts. The 

tourists or hosts own concepts and categories are significant 

expressions of social symbols to which they attach meaning. 

 

4) Another aspect is from the topologies of tourism to look at 

significant differences between tourists and types of tourism. 

This includes to see why tourism is good at an early stage and 

bad at another; or why its impact can cause social and economic 

transformation, cultural revival or distress. Cohen (1972) and 

Smith (1977) have made such differing impact studies which are 

of particular interest to destinations that wish to employ tourism 

as a tool of development. 

 

The Sociology of tourism has therefore helped to establish the study of 

tourists and tourism as an independent field of enquiry rather than 
looking at these issues as off shoots of mainstream, sociology. 

 

SELF ASSESSMENT EXERCISE 

 

Mention the 5 major points of departure that explores the tourism. 

 

3.2 Methodologies 
 

Modern tourism is complex because it: 

 

Å has an international dimension,  
Å has institutional links and specialized organizational and 

entrepreneurial roles, and  
Å involves governments, trade associations, airlines, hotel and 

resort chains, agents and operators, support services and ancillary 
services like food, drink, shopping, guides, etc. 

 

Tourists consume all these products and services by passing through the 

system of organisations, enterprises and governments as well as 

interacting with waiters, shopkeepers, entertainers and people, both in 

the private and public spheres. 

 

Sociology of Tourism helps us to: 

 

Å analyse the impact of an individual passing through a system as 
well as a large number of tourists,  

Å establish the transformational impact of tourism on people, places 
and communities and their way of life. 
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The tourist, the Tourism System and the host population, each have their 

own relationship with a perception of an international political economy 

and a national context. We can therefore study any of these issues in 

tourism from sociologically different methodological approaches. These 

could be: 

 

Å Individual 

Å Interactional,  
Å Destinational, and  
Å Historical. 

 

3.2.1  Individual 
 

In this, the focus is on the tourist as a unique individual unit. The aspects 

taken into account are motivation, quality of experience and propensity 

as indicators to travel. We can look at the nature of individuals and the 

issues their existence in modern society arises like routine, boredom, 

lack of meaning in what you do etc. the individual approach stresses 

what in the tourism, jargon may be treated as the ñ pushò factors (See 

Unit 4 TS-1). Destinations and people exercise ñpul lò factors, and 

depending on the approach of the researcher (which may follow a pro or 

anti-tourism orientation or may be neutral to tourism) the pull and the 

push factors would be given a certain matching weightage. 

Alternatively, sociologists could approach the question of the unique 

individual and his experience from the point of view of a guest or search 

for the real. Here the artificiality of ones life is willfully abandoned in 

the process of tourism as a ñsacred journeyò to fin d authenticity where a 

false construction of reality does not exist. It many cases the authenticity 

is staged by the tourism product designers. According to Mac Canell this 

creates a spurious tourist space. This approach emerges from the Centre-

Periphery model, which is generally used to explain the spatial 

expansion of tourism from the industrial regions of the world out to the 

agricultural or backward regions. Today, tourism seeks the strange and 

the other ï not in America, which had played the ro le of Europeôs other 

but in Asia where it is possible to see a vanishing life style. This quest 

defines the modern tourist as a secular pilgrim and the tour as a sacred 

journey which requires a break from ordinary life. 

 

The fact that travel writing bases itself on the manipulative nature of the 

tourism establishment shows how difficult it is to determine which 

theoretical approach meets the complexity of the Tourism Phenomenon. 

The changes in the motivations, behaviour, style of travel, habits, 

attitudes and their impact on destinations and tourism are areas that need 

to be explored more in Sociology of tourism. 
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3.2.2  Interactional 
 

We discussed about the guest-host interaction in Unit 3. it was 

mentioned that the resident population, other than the tourism 

establishment, really doesnôt merit attention. This is perhaps that they 

are not the ones who bring in the money. Since the marketing concept 

drives the tourism industry much of the Sociology of Tourism really 

tries to justify the needs of the industry and the tourism exchange. 

Sutton (1967) is one of the few who examined these tourism 

ñencounterô. These brief meetings are often on uneq ual terms and 

generally at the symbolic level. Greenwood (1972) and Cohen (1988) 

have studied this concept in relation to folk cultures, festivals, rituals 

and prostitution to show that the brief nature of contact encourages 

ñcommercialization or commoditisationò. The types o f tourists can 

therefore be determined by: 

 

Å their sense of involvement, 

Å the scope of their understanding, and  
Å their desire to follow up on the encounter. 

 

Such studies assume that locals are attracted to tourists in the beginning 

because they assume that the keenness to develop personal relationships 

is a sign of friendliness. However, on closer inspection such keenness is 

really motivated by material gains or money earned or even take under 

false pretences. The novelty of the foreigner, in terms of skin and hair 

colour, dress and social codes cannot sustain friendly feelingôs on either 

side unless there is some common objective to be shared by the tourist 

and the resident. The roles of taxi drivers, shop keepers, guides and touts 

ensure that that the mask that protects the locals from the tourist gazing 

remains firmly in place. The tourist gaze also reduces the encounter to 

the most superficial level because the tourist is also coloured by 

preconceptions of his work and the value of his money. 

 

3.2.3  Destinational 
 

Tourism transforms a destination. Report areas generally do not have an 

extremely well developed local economy. Island and mountains are 

dependent on external resources and yet the service sector demands a 

certain level of development. Whilst the low budget tourist, accustomed 

to shortages and inconvenience, may tolerate uneven development the 

high spender tourist will not. 

 

Butler (1980) and Greenwood (1972) have looked at this aspect of 

transformation in terms of phases or stages (including investment, 

creation of facilities, expansion of individual and mass tourism) or 

cycles (including discovery, development, popularity and decline), the 
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important aspect of all these approaches is that they indicate how the 

destination, as it comes under the control of an industry, slowly loses its 

autonomy and comes under the control of the outsider. The destination 

becomes vulnerable to force under the control of the outsider. The 

destination becomes vulnerable to forces like trends and fashions, 

political and economic forces and negative image formation. 

 

3.2.4  Historical 
 

Tourism is making the world a smaller place. The few authentic sites 
have become world heritage sites of living museums. As the post 
modern age is creating Small Island of protected natural and cultural 
settings, today there is a debate on the predatory role of tourism. 
Museumisation removes nature and culture from the control of those 
who were a part of Bio-sphere or eco-system, and turns indigenous 
people into outsiders. Tourists then become the conservationist who 
protects a living culture from the progress of life itself. For example, in 

Pennsylvania 18
th

 century communities have been established as tourist 

attractions where people live and work and dress as they did 200 years 
ago. Even animal species have been engineered to look as they did at the 
time. This is authentic heritage to serve, whereas others would consider 
such constructions of history somewhat fantastic. 

 

These parks and amusement parks reflect the wish fulfillment and 

fantasy that many tourists enjoy these days. This makes ordinary life 

more bearable and brings illusions within the grasp of an office secretary 

or an automobile worker. The post modern tourist is stimulated by any 

attraction that can transgress the limits of possibility and reality. 

According to Erik Cohen the ñgrowing strength of th is broad historical 

trend will significantly transfer the modern tourist systemò. This 

transformation will perhaps be the biggest challenge to the destination 

planner and the researcher who will have to evaluate the 

transformational role of tourism in this new stage. Asian countries have 

come to terms with these trends by 

 

Å redecorating their royal residences, and  
Å displaying a sense of visual pageantry that perhaps contradicts 

with their poverty. 

 

How far they will be able to go, without creating resentment and 

conflict, would be another direction of research in the Sociology of 

tourism. 
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3.3 Anthropology of Tourism 

 

As a discipline, Anthropology has helped us to analyse a variety of 

human experiences for a century. Its distinctive feature, when compared 

with other social sciences, is the emphasis on field work. For example, 

we study the economic impact of tourism by referring to secondary data 

but the Anthropology of tourism seeks first hand experience of human 

beings in their natural settings. It is of course difficult to expect 

ñnaturalò settings remaining untouched by natural a nd social 

transformations. But anthropologists attempt to overcome such 

problems by developing a systematic methodology. 

 

Such methodology seeks to place a ñtextò within a b roader regional and 

international ñcontextò or what is called a óholist icô perspective. This 

has found much support in social science methodology at present. Such 

a perspective gives validity to popular studies based on cultural 

receptivity, where the ñnativeò or ñlocalò or ñresi dentò perceptions can 

be4 juxtaposed with the outsiders. It is often assumed that such 

perspectives will help us to evaluate cultures on levels of equality. For 

example, it would be interesting to examine why visits to cremation 

grounds feature in itineraries of some foreign tourists today and the 

Statue Liberty on the itinerary of an Indian tourist to the USA. 

 

Anthropology uses the case study approach to develop a cross-cultural 

perspective. In this way a specific community provides the basis for 

generalization on the diversities we encounter in communities across the 

world. For example, studies of Island communities may indicate how to 

pacify and bring islanders into the mainstream but they fail to respect the 

fear islanders have of the mainlander. If such respect was there for the 

right of a ñnativeò to resist change then futur e projects would not 

depend so much on the comparative method, but would accept the 

unique as a universal aspect of control over oneôs habitat and culture. 

The Anthropology of tourism according to Robert VC. Kemper follows 

the span of Anthropology in including the physical, archaeological, 

linguistic, social and cultural dimensions of human experience, social 

and cultural anthropology attracts tourism research because of the 

emphasis on adaptation and change. 

 

3.3.1  Physical Anthropology 
 

Apart from a few studies relating human behaviour to animals, or 

studying the pathological and physiological changes that transformation 

of oneôs life style brings about, this branch of Anthropology has had 

more input for the tourism industry (design of seats in cars and airplanes 

or the consequences of accidents which have implications for first aid 

and insurance services). Perhaps the most significant area is the 
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monitoring of tourism borne diseases, like AIDS. Here also the cross 

cultural perspective exhibits a ñsuperior raceò phe nomenon world, 

therapies are oriented towards educating high risk groups like 

prostitutes, rather than on protecting poor sex workers from the demands 

of macho men who enjoy the service of young and pleasing Asian and 

African girls. 

 

3.3.2  Archaeology 
 

Reconstruction of historical sites and tourism have always been closely 

associated. However, in recent times fears of communities living in and 

around such sites have emerged as governments around the world look 

to exploit such resources for tourism projects. There is a possibility of 

integrating archaeological excavation with eco-tourism where settings 

are so fragile. The recent controversy between Israel and the PLO on the 

Red Sea Scolls or the Mayan sites in Mexico and Central America are a 

case in point. Anthropology of Tourism calls for ñc ulturally 

appropriateò ways of preserving ancient sites, but these end up by 

ñpackingò ancient cultures, like Khajuraho, Orcha or Mandu in Madhya 

Pradesh or the temple tours of Tamil Nadu. During the Indian Festivals 

abroad, fragile and rare artifacts were displayed as the cultural properties 

of modern India as inputs to a major intensification of tourism. Critics 

have called this the merchandising of archaeological materials through 

the souvenir trade. In such a process, an artifact or a historical complex 

is divorced from its own history and structure, and transformed into a 

performance. Often it is a sound and light show that has no cultural or 

artistic merit. The recent popularization of the Hauz Khas monument in 

Delhi, accessed via the designer shopping complex appropriates what 

belongs to the neighbourhood for the elite who can pay the entrance fee. 

 

3.3.3  Linguistics 
 

Certain and key phrases have always been indicators of the socio-

cultural impact of tourism. As CNN and Star TV become the cultural 

propagators of a new global order, tourism encounters with linguistic 

expression lead to a change. As a native says resentfully of tourist 

shoppers ï ñWhy donôt they give me what I ask for i nstead of asking for 

a second price or third price?ò or as a woman trink et seller complains 

ñWhy do they have all the money. What I want is mon eyò. These 

expectations are no different to those of Tour Operators, Travel Agents, 

and Airlines or even Governments. Young urchins greet strangers in fine 

languages, hoping one of them will ring a bell. 

 

In cross cultural perspective perhaps it is body language that is going to 
direct encounters the most. A look, a smile, an outstretched hand, a 
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supplicating stand etc. will determine the relationship between the 
tourist and the native population. 

 

3.3.4  Social and Cultural  
 

The mainstream work in this field has been led by American 
anthropologies following well established traditions. 

 

A popular area of study is Acculturation  and Modernization. Here 

tourism is understood in terms of ñdonorò and ñreci pientò culture. The 

international tourist represents the donor and the native population the 

recipient. These positions are determined not so by what one gets out of 

tourism as by the socio-economic structure of the larger society of 

which one is a part. It is because of this location of cultural weightage 

that tourism transforms authority, land use, values and the orientation of 

the economy. 

 

Tourism became a legitimate area of research for social anthropologists. 

They have become important members of any field study of a tourist 

destination for regional and economic development programmes. This is 

the process of modernization, which has transformed sleepy villages into 

models. As tourism increases in volume and its planned development 

becomes a guideline all over the world, it has become important and 

legitimate to study its role in cultural change. 

 

3.3.5  Political and Dependency 
 

By the mid 70s the negative impacts of tourism on small communities 

were well known. The acculturation/modernization model of tourism 

was replaced by political, economic dependency model. This was not 

quite so optimistic about tourismôs advancing conquest of new 

destinations. In 1977 Nash wrote an essay on tourism as a form of 

imperialism and his approach has been a consistent feature of the social 

anthropology of tourism in Third World countries. Today this approach 

is validated by Nigeriaôs experience of tourism development, where the 

dependency on the international tourist often misleads one on the true 

dimensions of the globalization of Nigeriaôs economic system. 

 

3.3.6  Expressive Culture 
 

As tourism is a globalised phenomenon in its range and scope, 

anthropologists have become interested in tourism and its symbolic capital 

qualities. The meaning of a destination that sets it apart from the ordinary 

and everyday world of work is also important. In a world that is 

increasingly at the mercy of technology, the time keeping escape routes 
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are very much located in the counter-culture that is based on the arts, 
craft play and ritual. 

 

Traditionally, field workers have always been collectors of ethnic arts 

and crafts, mass tourists looked for junk copies as souvenirs and the 

Third World became co-opted into the sphere of mass tourism, the 

search of the collector turned to primitive art and undeveloped tribal 

crafts. 

 

Tourism as a play emerged from cross-cultural studies of traditional 

games and sports where tourists changed from spectator roles to more 

participative player roles for themselves, week-ending, Highway 

culture, golf and new adventure sports are all being studied. The role of 

play in rejuvenating the age, the single and the disabled has also been an 

area of study that is increasing in importance. 

 

Tourism also provides ample opportunity to study the religious and 

ritualistic services. These aspects of a culture have always fascinated the 

stranger. Civil festivals, religious rituals and public performances 

become in-puts into the symbolic equalities of tourism. One can site 

here for example like the Okpobo in Rivers, Carnival, the boat regatter 

calabar and the Dances of Obitun in Ondo. On a grander scale, we have 

seen the World fair and the Tourism Fair as part of the expressive 

culture which distinguishes between the sacred (the ñmust seeò) and the 

profane (only I have seen). The touristics experiences are often seen as 

the approximation to the lives of people that are marked at movements 

by rituals and ceremonies like birth, adolescence, birth of a child, 

middle age, old age and death. 

 

The beginning is the planning, packing and the journey full of 
anticipation, going away and getting there. 

 

The middle is the temporary stay at the destination, which is an 
alternative to the normal setting and the end is the recrossing of the 

threshold to safe return home. 

 

In the 90s Anthropology of Tourism is increasing in importance, but 
appears to have settled between the symbolic and materialistic schools 

of thought. 

 

For destinations and host populations, the geographical dimensions of 

field work could be of increasing importance in competing with other 

areas. Local people and peasant communities have always attracted the 

greatest attention and consequently Asia, Africa and Latin America have 

always been the focus of research. Whilst the guest-host relationship has 

become a new area of research since tourism activists have taken on the 
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mainstream debate, the traditional sphere has always been the 
transforming role of tourism in the Fourth World. 

 

Beach Tourism has been in the fore in studies on Latin America, 
particularly by those interested in regional development. 

 

The Caribban, with its enclave development is now a site of guest-host 
conflicts. 

 

Ethnic arts, environment and nature tourism and impact of international 

tourism on native populations have been the subject of research in 

Africa. The ñVision questò of foreign tourists has revealed wide ranging 

impacts from a black market, to linguistic stratification and cultural 

adaptation. 

 

ñStaged authenticityò and ñSuperficial ethnic encou ntersò emerge from 

the Polynesian Culture Centre in Hawali. As a result, some have called 

Tourism ña new kind of sugarò in the Pacific Island . It is here, perhaps, 

that the tourist becomes the object of the study rather than the native. 

 

In Asia, Anthropology of Tourism has concentrated on Japan, Thailand, 

China and India. Aids, prostitution, golf and tribes contribute areas of 

interest for Thailand. Studies on Japan concentrate on home society and 

the tourism site, between which the Japanese tourist moves as a 

mediator. 

 

Guided tours in China provide the link between the industry and the 

tourist for the spread of anthropological values ï alternate human 
possibilities and patterns. 

 

For India, the perspective has a duality because a small number of 

international tourists (1.8m) have such a high profile whilst a large 

number of domestic tourists are almost invisible in most in the case 

studies. 

 

The Anthropology of tourism focuses on festivals, rituals, pilgrimages, 

performances, arts and crafts. In the materialistic domain, apart from 

class and stratification the most significant contribution has been the 

macro level concern for economic dependency or the erosion of 

sovereignty. 

 

There are certain cultural categories that gap between the symbolic and 

the materials, like ethnicity and gender, because they constitute 

significant areas of change with political and economic potential. 
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The problem with the Anthropology of Tourism has been the difficulty 

in overcoming the limitations of one shot studies, because it is not easy 

to repeatedly visit the field site, nor do the parameters remain static. 

Secondly, there has always been the ethical or moral question of who do 

such studies benefit ï the tourist, the industry or the host population? 

and finally, have these studies helped to understand the human 

condition? 

 

The existence of these questions indicate that the Anthropology of 

Tourism will play an increasingly important role in the future of 
tourism. 

 

SELF ASSESSMENT EXERCISE 

 

What do you understand by Anthropology of tourism? 

 

4.0 CONCLUSION 
 

Now that youôve read through this unit, you ought to have understood 

very well, what is meant by sociology of tourism, various methods 

employed in the study of sociology of tourism, the definition of 

anthropology of tourism and appreciate the relevance of tourism 

planning, development and research. 

 

5.0 SUMMARY  
 

The development of tourism has given rise to new areas of study and 

research. Prominent among these are the Sociology and Anthropology of 

Tourism. Different methodologies are being adopted by scholars in this 

regard. Issues like tourism impacts, guest-host relationships etc. are the 

themes of studies in different regions. The tourism industry and tourism 

professionals in India must understand that such studies are not merely 

theoretical academic exercises. For example, the tourism planners and 

policy makers can always benefit from the earlier experiences to plan for 

the future. They can decide on the nature of development and promote 

the type of tourism decided. Similarly, the host population also benefits 

from such studies. They are able to understand the transformation 

tourism brings by learning from the experience of other regions. In the 

new destination areas they can have a role in deciding the nature of 

tourism to be promoted. 

 

Keyword 
 

Diversity : Of different types. 

Distress : In great difficulty. 

Pageantry : Procession with people in costume. 
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Therapy : Curative treatment. 

Approximate : Almost, but not quite exact. 

Optimism : Hopefulness. 

 

6.0 TUTOR - MARKED ASSIGNMENTS  
 

1. Write down 3 reasons why tourism is complex.  
2. Explain 2 things that sociology of tourism help us to do. 
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UNIT 5  DISCOVERING A TOWN: GUIDE/THE CITY 

TOUR 
 

CONTENTS  
 

1.0 Introduction 

2.0 Objectives 

3.0 Main Content  

 3.1Sources of Local 

 Information 

 3.1.1 Books 

 3.1.2 Maps 

 3.1.3 Pictorial Records 

 3.2Planning the Tour 

 3.2.1 Variety Offered 

 3.2.2 The Itinerary 

 3.3.3 Modes of Travel 

 3.3Preparing for the Tour 

 3.3.1 Commentary 

 3.3.2 Material and Travel Tips 

 3.4Undertaking the Tour 

 3.4.1 Length of Daily Trip 

 3.4.2 Stops during the Tour 

 3.4.3 Shopping 

 3.4.4 Problem Spots 

4.0 Conclusion  

5.0 Summary  

6.0Tutor-Marked Assignment 

7.0 References/Further Readings 

1.0 INTRODUCTION  
 

This unit takes into account the conduction of a city tour. Generally in 

such tours it is the same person who plays the role of a guide, tour escort 
or manager. 

 

Discovering a town is a fascinating subject for you as a tourist guide. As 

you begin to work on it you will be surprised at the amount of 

interesting details about your own town which has probably escaped 

your notice. However, because each town has its own peculiarities from 

the point of view of tourist interest, the discussion in the subsequent 

Sections is only intended to serve as a sample. Sometimes you will be 

able to supplement the information given in the unit in a really 

substantial way. At other times you may not be able to find the 

suggested information. Similarly, do not expect every detail of your 

neighbourhood or mode of organizing a tour of your town should follow 
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exactly the pattern suggested here. It will be most advisable to read this 
unit and make your own plans with the illustrative materials given here. 

 

We have taken the city of Lagos as a case study in this unit for applying 
most of the concepts of guiding a city tour, in the annexure. 

 

2.0 OBJECTIVES 
 

Å Details of arranging a city tour, 

Å Sources of information required for organizing a city tour, and  
Å Details of conducting a city tour of Lagos as a case study. 

 

3.0 MAIN CONTENT  
 

3.1 Sources of Local Information 

 

Collecting information about your locality or town is the first step in 

your scheme to tap its tourist potential. Everyone knows something or 

the other about the locality one lives in. However, when it comes to 

describing or explaining it to others, particularly when one is doing it 

professionally one has to be better equipped. In the following Sub-

sections you have been provided with a discussion on some of the major 

and more important sources of gathering local information. 

 

3.1.1  Books 
 

Books are obviously the foremost source for getting information about 

your locality. There are available guide books describing the history, 

culture and economic resources of the locality. We suggest that you 

collect such guides or read them in the local libraries. However, one 

special care must invariably be taken while using such guide-books. In 

many cases these guide-books contain, along with history, a lot of 

mythological details and fables concerning the town. You should take 

care to sift them apart. We do not say that such details are not of use. 

But these should be separated from history, and used as materials 

suggestive of social fabric of the locality. 

 

The other kind of book where information about a town/locality is 

available is the gazetteer of the district in which the town is located. 

You may consult the gazetteer in the library of the district or at the 

office of the collector of the district. Gazetter gives you information on 

the following subjects of your town: 

 

Å history 

Å geography and topography, 
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Å important places i.e. monuments, cultural heritage, art forms, etc. 

Å fairs, festivals and customs,  
Å flora and fauna, and  
Å availability of public facilities like post-office, telegraph office, 

hospitals, etc. 

 

For these places which have already become tourist sites, we can have 

detailed references in the literature produced by the state or central 

tourism departments. Such literature can be obtained from respective 

offices of the tourism department. 

 

3.1.2  Maps 
 

Maps are a very useful source for gathering information on a variety of 

subjects pertaining to a town. A general map of your town would 
contain details regarding: 

 

Å its boundary, 

Å main markets,  
Å the road pattern,  
Å the location of public utility services, and  
Å the industrial/cultural centres, if any. 

 

With the help of the map of your locality you would be able to 
understand its tourism potential and plan a trip accordingly. 

 

The maps of the towns are generally to be had from the offices of the 
collector municipality, or its equivalent, as the case may be. 

 

3.1.3  Pictorial Records 
 

The pictorial records are of different forms and serve a very useful 

purpose. The four main categories in which most of these records are 
likely to exist are: 

 

1) Paintings and Etchings,  
2) Drawings and Engravings, 

3) Photographs,  
4) Aerial Photographs. 

 

One great advantage of pictorial record is that they in themselves form a 

significant tourist attraction. However they help you in preparing a lucid 
commentary during your day long trips. 
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SELF ASSESSMENT EXERCISE 
 

What information would a general map of your town give? 

 

3.2 Planning the Tour 
 

Now that you have acquainted yourself with different details about your 

town/locality you should be able to plan a tour of your town for an 

itinerant tourist or a group of tourists. The rest of this Unit is structured 

as a case study. The general principles of guiding a city tour have been 

incorporated as and when we have we have felt it necessary to do so. 

The case we have chosen for elaboration here is that of the city of Lagos  

ï an inner city tour. We expect you to utilize this case study in planning 

city tours of your towns/localities in similar patterns. You may in 

addition be innovation in such plans and may also deviate from the 

pattern suggested here if it be needed. 

 

In planning an inner city tour you should be able to: 

 

Å identify more than one type of tour,  
Å understand how an itinerary is organized and what goes into it, 

and 

Å locate different modes of travel for the tour. 

 

3.2.1  Variety Offered 
 

A lot of work goes into planning a tour. Even when the proposed route 
is familiar and even when the entire package is a repeat of previous 

trips/years, there are still many details to review. 

 

Though standard tours may continue to thrive, todayôs traveler may be 

looking for something extra, something different i.e., something to 
experience and later talk about. 

 

Obviously, not everyone is a candidate for every tour, but the variety of 
available itineraries reminds us that there are many places to see and 

things to do that are outside the typical tour package. 

 

What the careful planner must do is try to anticipate future demands of a 
fickle public. There are unlimited possibilities in this regard. 

 

Planning varies with the company and with the nature of the tour. Large 
tour operators have many of their itineraries set from year to year. 
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But, even with the traditionally popular tours, someone has to establish 
the initial programme, and someone has to keep the diversion fresh and 

exciting. 

 

In the case of Lagos for example, the following types of tours are 
generally available: 

 

Å Lagos State Water Front and Tourism Development Corporation 
conducts sightseeing tours in ordinary or luxury coaches which 
take one full/half a day.  

Å Nigerian Tourism Development Corporation includes major sites 
in its package tour.  

Å Low-cost tours conducted by different travel agencies which may 
or may not have the services of a tourism professional.  

Å Tours operated by hotels where tourists stay. Such tours are often 
in liaison with low-cost tours.  

Å Tours offered by taxi-drivers: mostly to domestic or sometimes 
an adventurous foreign tourist. It is advised that such drivers 
acquire some knowledge of the area to be able to do justice to 
their work. 

 

3.2.2  The Itinerary 
 

Organizing the itinerary is a very important aspect of a city tour. As a 

tour manager you must mentally tour the entire route before the trip 

takes off. This will help you locate possible hitches in the itinerary set 

by you. Some common points to always take note of are given below: 

 

Å Will the tour party have time for lunch?  
Å Will the tour party be able to reach the place of stay on time for 

supper? 
Å Wil l the shops be open on the day of the tour?  
Å Have you given sufficient time to the tour party to see the 

architectural heritage of the city? and  
Å Is it not that you have crammed too many things in the itinerary 

and suffocated the tour party? Etc. 

 

All planned events should be nailed down. Therefore, check these 

details out. Tourists will also want to know these things, so having the 
details in advance is an advantage. 

 

Reading old itineraries or wholesaler itineraries, or package itineraries or 

competitive itineraries provides clues to forming an independent travel 

schedule. Materials may be garnered from tourist carriers, hotels, 

libraries, guidebooks, and the comments of agency personnel and 
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veteran travelers. Conscientious agents file reports when they return, 
establishing a catalogue of materials for their colleagues to draw from. 

 

3.2.3  Modes of Travel 
 

Generally it is the luxury coach, taxi or buses that are used as a mode. 

However, we would like to emphasize that motor transport is not always 

the best mode of travel for a city tour. In some cases, as some of you 

will notice, it is not even feasible to have a city tour by motor transport. 

It is therefore of crucial importance that you plan a convenient mode of 

travel for your party. You may also explore the possibility of engaging 

local transport such as rented commercial buses for tour parties not very 

big in size. This mode of travel is also a very exciting proposition to the 

tourists. 

 

The most dangerous thing to do is guess about any aspect of the 

itinerary, or to act on sketchy information. Before anything is offered to 

the public, the tour planners should satisfy themselves that the item is as 

represented and that it meets all the tour standards. 

 

A model tour itinerary, for your help, has been given below. We hope 

you will be able to work on it and prepare a better tour itinerary 

yourself. We also advice you to provide a copy of the itinerary to each 

member of the tour party.  

 

 Date Place Time Itinerary 

 March    

 25 Lagos 08.30 Breakfast at the Hotel. 

   09.00 Departure for an inner city tour of Lagos. 

   09.30 15 minute stop at 

   09.45 Onto the spectacular Tinubu sqaure 

   10.45 Off to Muson centre and City Mall shopping centre in Lagos. 

  12.00 13.30 We break for lunch and half- an-hourôs rest. 

    Resume the tour with MKO Abiola Gardens followed by the 

   13.30 National Theatre 

  16.00 17.00 We come back to Tejuoso market (Yaba) for shopping. 

   18.30 Departure to the Hotel. 

 

In many towns, we stress, the most convenient and also enjoyable tour 

can be undertaken in the form of a walk along their streets and lanes. 

This way the tour party gets to see the life of the town from close 

quarters. By way of a specimen, we have given here the details of one 

such walk along the inner city of Lagos (Annexure). This may serve as a 

model, but may also be modified suitably to your requirements. It is to 

be noted here that time is a crucial factor. The tourist should not be 

rushed. 
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SELF ASSESSMENT EXERCISE 

 

Give four important points you must remember in framing an itinerary 
of the city tour. 

 

3.3 Preparing for the Tour 

 

Preparing for the tour involves two important aspects viz., the 
commentary and useful material and travel tips to the tourist. 

 

3.3.1 Commentary 

 

Assuming the escort is going to have something to say, even if he or she 

isnôt doing the bulk of the descriptive work on the tour, it pays to gather 

material well in advance of the trip, and to collect it in some readily 

usable form. 

 

A three-ring notebook with flexible binder works well. Two or three of 

these fit handily into any luggage. Perhaps one contains the itinerary, 

addresses. National and citymaps charts on monetary exchange, names 

of restaurants, list of optional tour choices, facts about entertainment 

selections and other items directly pertinent to the trip. 

 

The second (and third) book can be filled with historical and cultural 

facts, jokes and anecdotes, songs, appropriate poetic and literary 

selections, and other materials. The first notebook helps the escort 

accomplish the required duties, while the second or third gives this 

person something to say en route. 

 

Commentary takes experience, not only in knowing what to say but in 

knowing when to say it and how. You canôt afford to ignore important 

landmarks there are also times when youôd want to make general 

comments about things like native music, habits or domestic life. Take a 

look in the driverôs mirror, or turn around and view the passengers. Are 

half of them asleep? Do you want to waken them? 

 

You must also know how much to say. Thereôs no need for wall-to-wall 

remarks. Break the presentations up, leaving ample gaps for 

conversation, dozing, or personal reflection. At any one time, keep the 

comments brief. A twenty-minute monologue is disastrous. Alternate 

information, songs, stories, and silence be the rule. And donôt force-feed 

passengers with your own favorite esoteric historical theories; they canôt 

or wonôt take them. 
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One good way to break the tedium of a tour is buy inviting audience 

participation. Perhaps one or two members can sing, or tell stories. 

Perhaps some tour member has special knowledge of an area ahead, or 

relatives who came from there. Let them share. This sort of activity 

must be controlled, since you donôt want blue material, offensive ethnic 

jokes, boring anecdotes, or drunken reveries. Stay in charge while 

involving the others. 

 

3.3.2  Material and Travel Tips 
 

Tour operator and travel agencies regularly supply some materials to 

travelers. The kind and number of these gifts vary from place to place, 

but the idea behind the items is to provide more comfort and interest on 

the trip. 

 

Some of the things frequently supplied are: 

 

Mail information: this would include the average number of days to be 

allowed for mail to various parts of the world; the cost of airmail 

postage to these destinations; the correct manner to address air mail 

envelopes; and other pertinent data. The travel agency is usually listed 

below in case friends or relatives seek further advice. 

 

Passenger list: Each tour member should get a couple of these. This 

makes the group more congenial, and aids those with short memories. 

 

Maps: Some sort of map is a nice gift. Occasionally, these maps will be 

pre-marked with route, or the escort and/or driver may mark them at the 

conclusion of the journey-if the passenger approves. 

 

You may also bring along various tips on everything from packing and 
photography to shopping and customs. It is helpful to the participant to 

have it all in writing. 

 

A sample has been given below: 

 

1) Clothing: Light summer wear, open sandals preferred  
2) Sunglasses 

3) Small hand-towel  
4) Camera with 2-3 rolls of daylight films 

5) A pair of binoculars  
6) No money to beggars, etc. 
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3.4 Undertaking the Tour 
 

Once everyone is aboard, the coach departs, and you greet the 

passengers, passing on necessary information. The driver may also have 

a few words to say, perhaps reviewing the dayôs itinerary. Because some 

travelers like to follow the trip on their maps, a few moments could be 

spent outlining the precise route. 
 

Here you must remember a few important things discussed below: 
 

3.4.1  Length of Daily Trip  
 

Tour planners should consider the endurance of passengers. The age of 

the group will have something to do with this. So will the amount of 

driving the previous day, the weather, the evening activities, the meals 

and the general health and morale of the group. Donôt push them. 
 

If possible, avoid long days back-to-back. Even the most energetic, 
curious, and adventuresome traveler gets tired of constant movement. 

Schedule shorter days, space out the free time. 
 

You must also consider company or governmental restrictions on the 

number of hours one driven is allowed to drive a coach. These have to 

be calculated as part of the travel plan. Also ensure that the driver 

follows traffic regulations. This wins the confidence of the tourist. 
 

3.4.2  Stops During the Tour 
 

Rest and meal stops are important, and must be planned. The first rest 

stop usually occurs a couple of hours after departure and another may 
take place a few hours past lunch. 

 

When the coach makes such a stop, sufficient time should be allowed, 

particularly if toilet facilities are limited. This means a halt of at least 

twenty to thirty minutes and the departure time must be announced. If 

this is an area where a tip is expected for use of washroom facilities, 

travelers should be warned beforehand. Otherwise the tour manager may 

end up having to rescue a bewildered tourist from an irate washroom 

attendant. The location of the toilets should be pointed out, along with 

other places, such as coffee shops and sightseeing areas that are sited 

nearby. Shopping should be discouraged on these short stops, but it canôt 

be completely cancelled. Some tourists will always like to pick up a 

thing or two. In some small towns there are no convenient public 

restrooms. This means the passengers must avail themselves of the 

hospitality of hotels and restaurants. In this case, the tour manager 

should suggest they split up and not all descent on the same place in one 

go. 
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Some limited flexibility may be granted on rest stops, but still schedules 
must be met. 

 

Every tour has its photographers, casual or serious. Theyôll want 

opportunities to take pictures. This means some unplanned stops en 

route when photo possibilities appear. Since almost everything looks 

exciting and picturesque to the stranger, such pauses must be kept at a 

minimum. This is the price the photographer pays for the other benefits 

of a group tour. 

 

When a scenic spot is reached, the coach may halt and passengers be 
invited to take their shots. Warn them each time about crossing the road. 

 

As soon as theyôve had a reasonable chance for a few pictures, signal 

them aboard. Nobody should take time to climb a nearby hill or wander 

off into the fields. Nonphotograghers are usually tolerant of these stops 

but up to a point only. 

 

Unless the tour group is quite small and the touring area well known, the 

tour escort shouldnôt figure on making a random decision about lunch. 

In all planned tours the luncheon stops are always mapped out in 

advance. If possible, avoid remote places, but if the itinerary 

unavoidably places you in such a spot, then either pack a lunch or book 

lunch at some convenient facility. Arriving with forty people in a town 

that has only one small hotel is a serious mistake unless the hotel has 

been forewarned. 

 

Smaller groups have fewer meal problems. With a dozen or so travelers, 

it is always possible to stop without specific reservations at place where 

there are several restaurants, hotels and coffee shops. The groups can 

then divide up and patronize a number of these. The escort should make 

sure, however, that these sports are clean, comfortable, reasonable, and 

that they serve decent food. 

 

Allot a minimum of an hour for lunch under ideal circumstances; an 

hour and a half is more realistic. Passengers who finish eating early can 

shop or browse. Set a time for return to the coach. 

 

If the meal is part of the tour, vouchers or travel service orders are used. 

Avoid a situation where no vouchers are available and you want to feed 

the group. Though this may be possible when you discuss it with the 

restaurant or hotel management, identifying yourself and the tour, and 

promising to pay later, not all managements may agree. 
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Tourists must be accommodated at other times: for example; shopping, 
brief halts for the occasional craft shop; a chance to cash traveler checks 

ï preferably at a time when everyone exercises this opportunity. 

 

Peddlers and other uninvited persons should be kept off the coach. You 

may occasionally bring someone you know aboard, to speak a few 

phrases in the native language, or sing a song, or tell a story. But 

otherwise only tour members and tour personnel should be aboard. 

 

3.4.3  Shopping 
 

Even though surrounded by the beauty of an evening at the Beach, some 

tourist are still concerned about what time the shops open. There are 

travelers for whom shopping is the highlight of the trip. They want to 

lose themselves in the flea market, or the native bazaars. Consequently, 

you must allow sufficient time for them to get this out of their systems. 

At the same time, however, shopping time must be controlled. Some 

members may resent the amount of time being allotted to this activity. 

There must be a blend. While itôs disastrous not to allow some 

reasonable time for people to frequent the shops, itôs just as annoying to 

pull up to every craft or clothing sign. Know the days and hours when 

shops are open. Shops may close at noon and reopen later in the 

afternoon. You must check on this when making out the itinerary. If 

youôve calculated incorrectly you had better consider some adjustment. 

 

Some recommendations to tour members may be welcome, but the tour 
escort shouldôt be in the position of touting specific shops. 

 

Warn tour members about possible rip-offs, or about shopping areas to 

shun at night. Despite your lectures, however, some tour members will 

never get the local currency straight. Charts showing the various coins 

and bills are terrific aid, but, even then, many tourists merely reach into 

their pockets. Extract a handful of change, and say, ñHere! Take what 

you want.ò Those who master the finance not only sh op more wisely, 

they also get an ego boost. 

 

Even more valuable is the tour escort who: 

 

Å can spot fakes,  
Å knows that items using endangered species may be confiscated in 

customs, and 
Å has some idea of what similar goods cost elsewhere. 

 

This doesnôt mean, however, that the tour escort is in any responsible for 
purchases or for their safe arrival home. These are the buyerôs risks. 

 
 
 

 

66 



HCM241 UNDERSTANDING TOURIST AND HOSTS 
 

 

In some areas, haggling is part of economic life. Merchants expect the 

buyer to argue about the price and to attempt to reduce it. The tourist 

should have some idea about how much he or she intends to pay for an 

article, and whether or nor this is really a bargain. 

 

3.4.4  Problem Spots 
 

Some tour problems are beyond the control of even the most cautious 

tour escort. Most, however, can be anticipated and avoided. A strong 

argument can be made for keeping a checklist and for having a set of 

detailed rules and instructions. Think about difficulties that might arise, 

and do a dry run on your strategy to meet them. Keep a list of local 

contacts in every region you visit and know where you can turn for help. 

 

Besides experience and careful planning, tact and common sense are 

valuable assets, especially when the unexpected occurs. Above all, donôt 

panic as too much depends on you. Maintain a calm domeanour, even if 

there are problems in plenty. Getting excited is not only demoralizing to 

others, but also prevents you from, thinking clearly and logically. 

 

Some of the common problems you might face are discussed below: 

 

i) Luggage 

 

Bags are one of a tourôs major headaches; you canôt check them too 

often. People leave something behind or grab the wrong bag. Travelers 

frequently fail to heed the warning about adding and subtracting 

luggage. Itôs often the innocent who suffer. They are minus toilet articles 

or underwear or jackets until the lost items catch up. They may have to 

replace things in order to cope, or depend on the sympathy and 

generosity of fellow tour members. When you are on the move, make 

certain you allow sufficient time for the bags to make it to the proper 

hotel. 

 

It is also sensible planning to leave expensive items like jewelry in safe 

place at home. Tourists should take only what is needed. They should 

identify their bags inside and out, keep a list of items being carried, and 

mark their luggage with something distinctive, so that it wonôt be picked 

up by mistake. 

 

ii)  Missing Tour Members 

 

Suppose you are checking people in at the point of departure, and one or 
two persons have failed to arrive. 
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Remember that your first responsibility is to the tour as a whole. This 

means youôd ordinarily depart without the missing person (s). Exception 

to this rule would be if you happen to have this personôs passport and he 

canôt leave the country without it, or his tickets (although these may be 

left at the airline or hotel counter); or if the individual is elderly and you 

have no idea where he or she is. You canôt merely abandon people. In 

these extreme cases, you would turn the group over temporarily to some 

responsible tour members and join them as soon as you can. 

 

If tour members become lost en route, check the hotel, fellow 

passengers, likely area locales and, as a last resort, notify police. Before 

you move on, you must know what happened to them. Perhaps you may 

have to delay departure until you know the whereabouts of the missing 

person. 

 

iii)  Loss of a Passport 

 

This is a most important document and should be kept on oneôs person 

at all times. There could be routine checks by authorities, or a need for 

identification when financing purchase, or a requirement when cashing 

checks in a foreign bank. Warn tour members not to leave their 

passports in rest rooms, hotel rooms, or on the airplanes or coaches. 

 

Should a passport be lost, go over all the places ówhere it might have 

been mislaidô. If nothing turns up, contact the nearest embassy. They 

will require proof that it is really lost, like a statement from the police, 

plus the witness of a person with a valid passport, perhaps yourself. Tour 

escorts should carry a list of tour memberôs passport numbers, plus date 

and place of issue. 

 

Loss of a passport is always a serious matter, but it may be far more 

serious in some countries than others. Consulates and Embassies are 

normally closed on weekends and at night, so a message should be left 

about the lost passport, with a request for assistance and a phone number 

where you may be reached. Cautious travelers also keep their passport 

number in several places and may also have an extra passport photo 

handy. 

 

iv) Loss of Funds and Tickets 

 

Loss of these items is the responsibility of the individual, but the tour 
escort should know how to advise the traveler. 

 

Itôs nearly impossible to recover stolen cash, unless the money is found 
by an honest person who has the time to seek you out. But the best 

solution is to carry very little cash. 
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If tickets are lost, either by you or by a traveler, the loss should be reported 

immediately to the carrier and to your own agency, as well as to the 

operator handling that portion of the tour. Substitute tickets should be 

provided and any difference can be settled by you at a later date. 

 

v) Illness 

 

Travellers are expected to provide for their own medical needs. This 

means bringing along their own drugs, prescriptions, and making their 
own arrangements for any checkups or hospital stays. 

 

The tour escort, however, will probably carry items like aspirin, cough 

drops, nosedrops, bandaids, and remedies for upset stomaches. Yet one 

must be careful about dispensing these. A knowledge of first aid, 

including artificial respiration, is a handy skill. You may never need 

them, but people will look to you for assistance in any emergency, 

including illness. 

 

Colds, headaches, nausea, and diarrhea are common ailments but when 

traveling with a group they become serious maladies. Colds and 

respiratory infections spread rapidly. Try to get any sick person to a 

doctor as soon as possible for that personôs good, as well as the health of 

the tour/team. 

 

SELF ASSESSMENT EXERCISE 

 

What factors do you take into account while deciding the length of a city 
tour? 

 

4.0 CONCLUSION 
 

Discovering a town could be a very interesting experience if well 

handled. A stranger in a foreign land or foreign environment is usually 

curious to have knowledge of his/her new environment. He/she expects 

to be well graded by an operator who is well grounded about the 

historical and the geographical background of the place. 

 

5.0 SUMMARY  
 

We hope you have acquainted yourself with the essential knowledge of 

guiding a city tour. As stated earlier the work on guiding such a tour 

begins with identifying sources of local information. Some important 

sources, for example, are books, maps and pictorial records. After this 

you get on with planning the tour. When you pay attention to the 

varieties of the city tour, the itinerary, and the different modes of level 

available in your area. The next stage is that of making preparations for 
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the tour. You arrange interesting materials about the town to be used for 

a commentary on board a coach. You also provide some utility material 

as gift to the tourists as also some travel tips relevant to your area. Now 

you are ready to embark on the tour. But you take care that the length of 

the tour does not become unbearable to the members of the tour party. 

Do not forget to provide brief rest stops and lunch stops and also time 

for shopping. Also take care of a few problem spots, particularly loss of 

luggage, and money illness etc of any tour members. 

 

Keywords   

Etching : Drawing made by scratching the surface 

Engraving : Drawing made by cutting groves in the 

  surface 

Aerial Photograph : Photograph taken from the sky 

Itinerary : Tour programme 

Monologue : Speech by one individual 

 

6.0 TUTOR - MARKED ASSIGNMENT  
 

Organising the itinerary is a very important aspect of a city tour, 

Highlight and explain some common points to always take note of while 
planning such a tour. 
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MODULE 2  
 

Unit 1 The National Theatre 

Unit 2 Development: Product and Operations  

Unit 3 Tourism Development: Products & Operations contd. 

Unit 4 Tourism development: Products and Operations contd.  

Unit 5 Tourism Development: Products and Operations contd.  

Unit 6 Tourism Development: Products and Operations contd. 
 
 

 

UNIT 1  THE NATIONAL THEAT RE 
 

CONTENTS 

 

1.0 Introduction  

2.0 Objective 

3.0 Main Content  

3.1 The National Theatre  

4.0 Conclusion 

5.0 Summary  

6.0 Tutor-Marked Assignment 

7.0 References/Further Readings  
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1.0 INTRODUCTION  

 

The National Threatre is an architectural masterpiece and a cultural 

landmark located at Igamu, in the heart of Lagos. It is easily accessible 
from every corner of the city. 

 

Covering an area of about 23,000 square metres and standing well over 

31 metres tall, the multipurpose National Threatre was established for 

the preservation, presentation and promoting of arts and culture in 

Nigeria. 

 

2.0 OBJECTIVE  

 

To enable the students to understand the relationship between the 
tourists and the Hosts. 

 

3.0 MAIN CONTENT  

 

3.1 The National Threatre 

 

The idea of a National Theatre was initiated by the Gowon 

Administration. Housing the World Black and African Festival of Arts 

and Culture in 1977 (FESTAC ó77) was the catalyst for the birth of the 

National Threatre. The concrete arrangements for its establishment 

started in 1973 when the Federal Government appointed a 29 ï member 

Theatre Consultative Committee to advise on the concept and 

organizational structure of a Theatre. The Committee proposed the 

establishment of a National Theater which should also be the home of a 

National Troupe. 

 

The design for the existing National Theatre in Lagos, was taken from 

the Palace of Culture and Sports in Varna, Bulgaria. The contract for tits 

construction was signed on April 24, 1973, with the Bulgarian 

construction company called Technoexportstroy, the main contractors 

for the building of the complex. 
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The vision went beyond the provision of a befitting venue for the 2
nd

 

World Black and African Festival of Arts and Culture (FESTAC ô77) 
which Nigeria successfully hosted in January/February, 1977, and for 
which the National Theatre provided more than adequate venues. 

 

The complex is to be a rallying point for artistes in Nigeria and for 

international artistes wishing to share their experience with their 

Nigerian counterparts. Even though it had been in use since late 1975 it 

was formally opened by the then head of State of the Federal Republic 

of Nigeria, General Olusegun Obansanjo, on September 30, 1976, five 

months before Festac ô77. Since then it has hosted a good number of 

national and international activities which include musical concerts, 

dramas, dances, film shows, symposia, exhibitions, conventions, 

workshops, and even sports. 

 

The National Theatre Complex offers diverse venues, facilities and 
innovations for all kinds of programmes and activities. 

 

The versatility of its halls and facilities give the National Theatre the 

distinction of being the number one events venue in the country. For 

those to whom the event really matters, the National Theatre is the right 

place; after all, the venue makes the event.  
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Located at Entrance óA,' the VIP Lounge is tastefully furnished and maintained 

as a reception area. It is ideal for Board Meetings, Seminars, Top-Class 

Conferences and Cocktails. The VIP reception area (above) seats 30 while the 

lounge (below) has a capacity for 500 seats. 
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National Theatre Management 
 

In line with the National Theatre and the 

National Troupe of Nigeria Board Decree, No 

47, of 1991, the appointment of a management 

team headed by a General Manager got 

presidential assent in October 1991, thus 

making the National Theatre a Government 

parastal.  

 

The General Manager is assisted by a Deputy 

General Manager and three Assistant General 

Managers who head the Personnel Management, 

Technical Services and Commercial Services 

Departments.  

 

The decree sought to make the National Theatre 

not only relevant to the development, but it is 

also the official headquarters for the promotion 

of arts and culture in Nigeria. Since the 

Management took over, the National Theatre has 

established this relevance and is today a 

reference point as a government parastal that 

works. 
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Before his appointment as the 

first General Manager and 

Chief Executive of the 

national Theatre, Jimmy Atte 

was Assistant Director, 

Planning and Development in 

the Directorate of 

Programmes at NTA 

Headquarters, Victoria 

Island, Lagos.  

 

A versatile broadcast 

journalist, producer, writer 

and administrator, Jimmy 

Atte is not unaccustomed to 

challenges. His broadcasting 

career had been moulded on 

challenges and pioneering  

experiences in Kaduna, 
Enugu, Ilorin and Lagos. 

 

For Jimmy Atte, a 1973 

graduate of English, Ahmadu 

Bello University, Zaria, the 

National Theatre was not an 

unfamiliar territory. He served 

on the National Theatre 

Interim Board from 1987 to 

1989, as the representative of 

the NTA.  
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Conference/ Banquet Hall Cinema Halls 
 

A most versatile Hall,  

specially designed and 

equipped for conferences and 

banquets of international 

standard. It has a capacity for 

1,500 seats. It also has a 

facility which is capable of 

interpreting eight languages  

simultaneously. Other  

facilities include the 

proscenium stage and the 
excellent lighting facilities for  

drama, music, dance, 
receptions and meetings. 

 

There are two Cinema Halls 

each capable of seating 700 

people. Each has stan and 35mm 

film projectors with high quality 

sound equipment and state-of-  

the facilities for stage 

productions. Each Cinema Hall 

has standard proscenium stan 

which include artistesô dressing 

room and modern lighting 

equipment with appropriate. The 

Cinema Halls are equally  
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It is specially made for outdoor parties; cocktails, birthday 

parties and other open-air get-togethers. It has facilities and 

effective security for leisure and picnics provides a good 

aerial view of a large part of Lagos.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

There are two large Exhibition Halls, each covering an area of about 

1,830 square metres. They are capable of accommodating large 

corporate exhibitions and are equipped with lighting and sound 

facilities for various events and activities. One of the Halls also has 

facilities for film shows and stage productions. 
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Past Administrators  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Lighting and Sound Equipment  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The national Theatre has modern lighting and sound equipment 

for stage productions in all its halls. As lighting plays a major 

role in successful stage productions ï drama, music , dance, etc. 

ï the National Theatre has some of the best which are operated 

and maintained by well trained and experienced personnel. 
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