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ferries 156
festivals 148
fishing 136
fixed costs 209
flexitime 74
flow-on impacts 247
fluctuations in intake 257-62
fashion 261
seasonality 258-61
vulnerability to instability 261-2
focus groups 392
foreign students 33, 52-3
formal tourism sector 253
four-wheel drives 121
Fraser Island, tourist/dingo interactions
365
freedoms of the air 1545
fronisiage 278-9
functional adaptaton 142

gay and lesbian tourism 182, 227
gender orientation 182
gender segmentation 1801
geo-caching 194-5
geographical proximity to markets 98
geographical segmentation 177-80
region and country of origin ~ 177-9
subnational origins. 180
urban and regional origins 180
geothermal waters 135
German tourists, travel motives  189-90
GIS (geographic mformation systems) 177
to predict user impacts on tourist
destinations 3201
global air transportation system  154-5
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global destination patterns
less developed countries 93, 94
more developed countries 93, 94
reason for LDCs as destinations  94-7
tourism market share 94

global inequality in tourism 93

Global Positioning System (GPS)

globalisation 162

glossary 459-71

Gold Coast
application of broad context model to 371
schoolies event 183

golf courses 143

golfscapes 153

governments
advice for outbound tourists  38-9
controls on inbound tourists 46
pro-tourism policies 107

Grand Canyon National Park, management

295-6

Grand Tour 62-3

Greece, ancient 57-9

Green Globe 21  356-8

green paradigm 3445
and sustainable development 345
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environmental paradiem 345
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tourism contribution to  245-6
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Sustainable Tourism Indicators 496-8
growth pole strategy  251-2
growth potential 252-3
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hard ecotourism 362
health tourism 32
heritage districts and landscapes 141
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hierarchical diffusion 328
effects 329
hiking trails 145
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historical sites 139—4]
holiday tourism 29
horizontal integration 161, 162
hotels 158, 159
human responses (to environmental
responses) 290
hunting 136
hypotheses  884-5, 399

iconic attractions 133, 150
ideal type (Butler sequence)
image 105-7
inbound tourists 26, 27, 29
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by country 417-25
controls on 46
destination by state or territory  119-20
income, education and occupation  185-6
income and expenditure, Australia 72
incremental access 112

324

indicators 346, 426-9
problems with  346-9
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and tourism  269-70
research with  401-2
indigenous theories 6, 7
indirect financial costs 255-7
indirect impacts 247, 297
indirect incentives 257
indirect revenue 2468
Indonesia
Bintan Beach Resort  249-50
tourism potential 126-8
induced impacts 247, 297
induction 384
Indus Valley 57
Industrial Revolution 64, 71
industry organisations 216-19, 356-8,
413-14
mdustry structure  161-2
informal tourism sector 2554
information technologies 80
mfrastructural accessibility 99
inseparability (tourism services) 207
intangibility (tourism services) 206-7
interdisciplinary approach 7
internal destination patterns  118-21
Australian pattern = 119-20
internal-intentional actions 825
internal-unintentional actions 326
international excursionists 34
international stayovers 34, 69
by LDCs and MDCs 94
by region and subregion 108
in Australia 116
international tourism
data problems 36
international tourism receipts 240
international tourists 25
expenditure on tips to Australia 249
Internet
and disintermediation 152-3
as media ontet  230-1
as source for secondary research 397
intervening opportunities 41
iyolvement stage (Butler sequence)
312-13
trigger factors 313-14, 324
irndex 288-9
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Katherine, NT, managing impact of
disasters 323

knowledge-based platform 18

lakes 135
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leisure class 57
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less developed countries (LDCs) 93
as destinations  94-7
ay part of pleasure periphery 94-6
economic growth 96-7
international stayovers 94
life cycle see destination life cycle; family life’
cycle
life expectancy, increased  78-9
‘living” economic activities 142
location 137
long haul trips 27
long-term variations in demand 211
longitudinal research 386, 387-8
loyalty matrix  195-6

magazines 229, 397
mail-out suryeys 390, 391
Maldives, tourism development 832
marker accessibility 99
market failure 216
market proximity 98
market segmentation 172, 176-7
behavioural segmentation  191-6
geographical segmentation  177-80
psychographic segmentation  186-91
saciodemographic segmentation  180-6
market segments 172
marketing 205
definition 2056
See Australia campaign  237-8
services 206-8
marketing ﬁmcuons, NTOs 217-19
marketing mix 222
packaging 226
people 2934
place 223
price 224-6
product 223
promotion 226-31
markets (local communities)
markets (visitor sector) 151
markets of one 174
Maslow’s hierarchy of human needs 189
mass tourism 68
alternative tourism and sustainability  368-9
and alternative tourism 360
and sustainability 349-59
sustainable 370
unsustainable 370
matrix model of Tife cycle mgger factors
3247
media outlets 229, 2301
mega-malls 1456
merchandise, tourism-related  160-1
merchandising 228
Mesopotamia  56-7
MICE tourism 50
midcentrics 187
Middle Ages 61-2
the Middle East, as destination 114
Middle Eastern tourists, view Australia as
destination 179
modern mass tourism 68
monuments and structures

146

139

more developed countries (MDCs) 93
international stayovers: 94

motivation  188-90

mountains 132-3

movie-induced tourism 327

multidisciplinary approach 7

multilevel segmentation 173

multiple decision makers, in decision-making
process 176

multiplier effect  246-8, 256

multipurpose travel 33

museums 141

national tourism authority (NTA) 217

national tourism development 328
contagious diffusion effects  329-30
hierarchical diffusion effects 329
‘model  330-2
spatial diffusion 328-9

national tourism organisations (NTOs) 216
marketing functions 217-19

natural evenis 138

natural sites 131
beaches 1334
climate 134
location 137
mountains 132-3
protected natural areas
topography 1314
vegetation 136-7
water 1345
wildlife 136

new waveller  349-50

New Zealand
destination image management  218-19
small business development and tourism

410-11
tourism participation and expenditure by
FLC type 185
newspapers 229, 397
Ngai Tahu (South Island Maori) people,
Kaikoura management 269, 270

niche markeis 1734

North America, as destination 111

north=south flow 96

Northeast Asia, as destination 112
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objectives, strategic marketing  221-2
observation 5954
occasion-based segmentation 191-2
occupation, income and education 185-6
ocean liners 156
Oceania, as destination 113
older adults 182, 201-2
Olympic Games

ancient Greece 57-8

modern 58

Sydney 2000 30-1
opportunity cost 262
organisational practices, and sustainability

354

orientation of an attraction
origin community  37-8
origin government, role of 38-9
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origin region 37-9
outbound tourists 26, 27
Australia 83
destinations 98
by country 417-25
China  90-1
government advice for 38-9
overnight stay. 28
ownership of an attraction 149

Pacific Yarts  214-15
packaging 226
paradigm 341
dominant western environmental
paradigm  342-3
contradictions 343, 344
green 3445
paradigm shift 341-2
paradox of resentinent 285
peace and stability  103-4
people (marketing mix) 2234
perishability (tounism services) 208
personal selling 226
pilgrimage tourism 31, 32, 61, 139
pink dollar 182
place (marketing mix) 223
play in order to work philosophy 75
pleasure periphery 95-6
Plog’s psychographic typology 187-9
political accessibility 99
polifical factors, and tourism demand 82
political instability  261-2
population increase  77-8
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pre-historical attractions  138-9
pre-modern tourism 56
ancient Greece 57-9
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prediction (question formulation) 400
prescription (question formulation) 400
presentation 226
price (marketing mix) 224-6
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primary impact 247
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pro-tourism policies 107
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profit-oriented pricing 225
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promotion  226-31
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media outlets 229
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motivation 188-90
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accessibility to markets 99
affordabimy 102-3
ayailability of attractions  100-1
‘availability of services 102
cultural links:  101-2
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peace and stability 1034
positive market image  105-7
pro-tourism policies 107
push factors 70

qualitative research  388-9
quantitative research 388, 389-90
question formulation 399
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explanation 399400
prediction 400

prescription 400

racial groups 186
radio 229
railways 142, 156

‘. recreation (ourism 29

recreational leave 75 :
refereed academic journals 11, 395, 415-16
regional destination patterns 107-18

Africa 113-14

Americas 111-12

Australia  116-18

East Asia/Pacific  112-13

Europe 109

international stayovers 108

Middle East 114

South Asia  114-15

top destination countries 110
regional development  251-2
regional origin - 177
rejuyenation stage (Butler sequence) 317
religious groups 186
religious links  31-2, 61-2, 101
remotely sensed images 397
Renaissance 62
repeat patronage 195
research 383

applied = 383, 385-6

basic 3835

by NTOs 217

crosssectional 3867

longitudinal 386, 387-8

quantitative 388, 389-90
secondary 390, 395-8
types of 383-98

research methodology 383, 401-3



research process 398
data analysis 4034
data collection 403
data interpretation  404-5
data presentation 404
identification of research methodology
and/or methods 401-3
problem recognition 398-9
question formulation 399400
resident irritation, index of 288-9
residents
cultural and behavioural differences with
tourists  284-5
high proportion of tourists relative to
285-6

impact of rapid tourism growth on 286
perceptions of attractions 287
perceptions of tourism development,
Tamborine Mountain, Qld 3046

tourist intrusion on 285
wealth ineqguality with tourists 284

‘resort hotels 158

resorts 58

retail sites  145-6

revenue leakages 255-6

rifle marketing 228-9

road transport 1556

Rome, ancient  59-60

rural origins 180

sales-oriented pricing 225
sales promotions 226
same-day visitors 35 :
scarcity of attractions 150
scenic highways 145
schoolies event, Gold Coast 183
scientific paradigm 342
seaside resorts 645
‘seasonal variations in demand 211, 258-61
secondary attractions 150
secondary impacts 247
secondary research 390, 395-8
academic books 396
academic journals 395
Internet 397
newspapers and magazines 397
statistical compilations 396
topographical maps and remotely sensed
images 397-8
trade publications 397
See Australia campaign  237-8
service availability 102
services marketing 206
inseparability 207
intangibility 206-7
perishability 208
variability 207-8
servility 279-80
sex tourism  280-1
sexual orientation 182
Shark Bay, WA, sustainable tourism 377-81
short haul trips 27
shotgun marketing 228
Silk Road, travel along 115

simple market segmentation  172-3

site hardening 151

6P model of marketing 222-31

small business development and tourism, New
Zealand 410-11

small island states or dependencies
(SISODs) 96

small-scale tourism, and sustainability = 359-69

snow 134, 135

snowbirds 134
social factors, and tourism demand 73-5
social mstability 261-2

social wellbeing and stability, fostering of
276
societal practices, and sustainability 354
sociocultural alternative tourisimn  361-2
sociocultural benefits of tourism  273-6
fostering of social wellbeing and stability
276
mcentive to preserve culture and heritage
275-6
promotion of cross-cultural
understanding  273-5
sociocultural costs of tourism 277-89
commodification 277-81
demonstration effect 282
factors contributing to  284-7
irridex 288-9
management implications 298
relationship between tourism and crime
2824
sociodemographic segmentation 180
age and family life cycle 182-5
education, occupation and income 185-6
gender and gender orientation  180-2
race, ethnicity and religion 186
soft ecotourism 363
South America, as destination  111-12
South Asia, as destinaton 11415
Southeast Asia, as destination 113
souvenirs 161
spa resorts 634, 1356
space tourism 445
spatial accessibility 151
spatial component of tourists  25-7
spatial configuration of sites 150
spatial diffusion 328-9
specialised recreational attractions (SRAs)
142-5
spiritual tourism  31-2, 61-2, 101
sport tourism  30-1
sporting events 147
stagnation stage (Butler sequence)
stakeholders in tourism
statistical compilations 396
status of attractions 150
stayovers 28
domestic 34
international 34, 69, 94, 108, 116
stopovers 35 ;
strategic tourism marketing 220
control/evaluation 222
objectives 2212
SWOT analysis 220-1
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stressor activities 290
study (formal education) 33
subnational origins 180
sunbelt 95
supply and demand management 209-15
supply/demand matching strategies 211
if demand exceeds supply 213
if supply exceeds demand 212-13
technology solution  214-15
surfing 134-5
surveys 390-2
sustainability
and mass tourism  349-59
and smallscale tourism  359-69
mass tourism and alternative tourism
368-9
profitability of 350
sustainable development 345
sustainable mass tourism (SMT) 370
sustainable practices
environmental practices 350-3
organisational practices 354
reasons for adoption  349-50
societal practices 354
suitability of larger corporations adopting
350
sustainable tourism 346
and climate change 347-8
and technology through cogeneration 351
codes of practice 354-6
critique of industry efforts to implement
358-9
indicators 346-9, 426-8
industry organisations 3568
Shark Bay, WA 377-81
swimming 134
SWOT analysis 220-1
systems approach to tourism 22-5

TAFE system 56, 13, 14

Tamborine Mountain, Qld, residents
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304-6

taxation revenue 2424

technological change, impact on transit
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technological factors, and tourism demand
79-82 _

telephone surveys 390, 391

television 229

as trigger for life cycle change 327

temporal accessibility 151

temporal component of tourists  27-8

terrorism and tourism 103, 104, 261

theme parks 1434

theory 6

Thomas Cook 65-6

3S tourism  94-6

thresholds 347

timesharing 158

Tomorrowland (Disney theme park) 144

topographical maps 397-8

total fertility rates 76, 78

tour operators 160

tourism

and crime 2824

definition  2-3

economic impacts  240-63
enyironmental impacts  289-98
evolution 56-70

importance of 34, 70
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sociocultural impacts  273-89
tourism boards 46

tourism brochures 229-30
tourism demand 70
demographic factors 75-9
economic factors  70-2
political factors 82

social factors  73-5
technological factors  79-82
tourism development
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Maldives 332

national 328-32 _
Tamborine Mountain, Qld  304-6
tourism earners, by country 241
tourism industry 47, 1561-63
accommodation  158-9
coordination, by NTOs 217
industry structure 1612
merchandise 1601

tour operators 160
transportation  153-7

ravel agencies  152-3

- tourism marketing, strategic  220-2

tourism ministries 46
Tourism New Zealand 218-19
tourism organisations 413-14
for sustainable development 356-8
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tourism platforms  11-12
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cautionary platform 12
knowledge-based platform 13
tourism product 130
tourism-related agencies 46
tourism resources 130
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tourism services marketing  206-8
tourism studies 4
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tourism studies (continued)
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1514
tourism system  22-5
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availability 100-1
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cultural sites  138-46
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natural sites  131-8
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tourist information 217 :
tourist market segmentation 172, 176-96
tourist market trends 172
democratisation of travel 172
multilevel segmentation 173
niche markets 1734
simple market segmentation  172-3
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cultural and behavioural differences with
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domestic 25,26
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international 25, 26
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travel purpose  28-33
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trade publications 397
trans-Pacific travel system, evolution 42
transit regions 3940
management implications  40-1
technological change effects  41-3
transportation 153
air 1545
rail 156
road  155-5
water 1567
travel agencies 152-3
travel guides  160-1
travel occasion  191-2
travel purpose 28-9
business 30

leisure/recreation 29

multipurpose travel 33

spirituality and health  31-2

sport  30-1

study 33

visiting friends and relatives (VFR)  29-30
triangulation 402
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United Kingdom inbound tourists, in
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tourism programs 8-10

unsustainable mass tourism (UMT) 370

urban origins 180

urbanisation 78

vacation farms 159

variability (tourism services) 207-8
variable cost 209
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vertical integration  161-2

virtual reality (VR) 80, 81
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visitors 34-5

vulnerability to instability 261-2

war, impact on tourism 103

war-induced demand for tourism  67-8
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water 134-5 /

water transport  156-7
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webcasting 230-1
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wildlife 136
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work in order to play philosophy 74

world fairs 147

world peace, force for 2745
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