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Preface

A number of authors and commentators have noted the apparent interest
amongst consumers for educational holidays. This interest has led to the
provision of tourism products with some form of learning or education
as an integral component. Examples include special interest holidays,
including ecotourism and cultural heritage tourism, as well as specialist
educational holiday providers and operators, such as Elderhostel,
Odyssey Travel, Linblad Cruises and the Disney Orlando Institute.
However, despite the apparent growth in these two areas of tourism, little
research has been conducted on educational forms of tourism and the
integration of learning experiences within tourism. Yet for some tourism
niche markets, such as ecotourism, learning and education are identified
as important aspects to the experience.

Similarly, a number of authors have noted the growth in provision of
education, especially offshore or foreign educational experiences such as
language schools, university and college tourism as well as school excur-
sions and field trips. To date little has been written about their tourism
impacts or issues surrounding the management of this tourism market
segment. It is hoped that this book contributes in some small way to the
study of both types of educational tourism and their sub-segments. It is
hoped that by discussing and exploring educational tourism greater
interest and understanding of this form of tourism will occur, perhaps
stimulating more research in the field.

The book does not profess to cover the multitude of educational
tourism types – as Smith and Jenner (1997a) note, broadly speaking all
types of tourism can be viewed as educational. Instead the book high-
lights key market segments and sub-segments and explores key themes
associated with the management of educational tourism, which may be
explored in greater detail by other authors/researchers or in a second
edition of this book! Authors made contributions in a variety of countries
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and settings, yet the book highlights a range of similar themes and issues.
Understanding educational tourists, the educational tourism industry and
the impacts and issues of educational forms of tourism is critical if these
forms of tourism is to be managed effectively and efficiently. The book
aims to be accessible to not only academics and students but also the
tourism and education industry. Therefore, the book consists of case
studies and exhibits or displays to help highlight key issues and themes
through the use of relevant and timely examples.
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Chapter 1

An Introduction to Educational
Tourism

Introduction

The growth of both education and tourism as industries in recent
decades has led to growing recognition of these industries from both an
economic and social perspective. As Roppolo (1996: 191) notes, ‘as coun-
tries become more interdependent, their success, growth and economic
prosperity will largely depend on the ability of two industries – educa-
tion and tourism – to create the avenues necessary to support inter-
national exchange and learning’. The changes in the tourism industry over
the last two decades coupled with the changes in education have seen the
convergence of these two industries with education facilitating mobility
and learning becoming an important part of the tourist experience. Smith
and Jenner note that educational tourism has generated little excitement
to date from the tourist industry and this is reflected in the gathering of
research and data. They note that ‘very little research has been done
because this segment is not seen as warranting it, yet because little
research has been done, the industry is unaware of the true size of the
segment’ (Smith & Jenner, 1997a: 60). Roppolo (1996) agrees and notes
that there are many areas yet to be examined empirically concerning the
links between education and tourism.

This chapter begins by exploring relationships between education,
tourism and educational tourism, first with a section to assist the reader
in understanding tourism (definitions of tourism and the growth of this
sector) and education (definitions of education and learning and the
growth of education and lifelong learning). The chapter then discusses
educational forms of tourism by providing a brief history and an outline
of how educational tourism may be conceptualised or understood. The
chapter argues that a systems and segmentation approach to under-
standing educational tourism is useful and concludes that, although
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educational tourism is a broad and complicated field with limited past
research, the importance of this area of tourism is likely to grow due to
trends in both the tourism and education sectors.

Understanding Tourism

Tourism is one of the fastest growing industries taking place in both
developed and developing countries worldwide. The growth of tourism
has been fuelled by the growth in leisure time combined with an increase
in discretionary income and a desire to escape and engage in holidays
both domestically and internationally. Definitions of tourism vary with
respect to whether the definition is from a supply-side (industry) or
demand-side (consumer) perspective. As Smith (1988: 181) has noted,
‘there are many different legitimate definitions of tourism that serve many
different, legitimate needs’. Moreover, many of the tourism definitions
vary due to the organisation or individual trying to define tourism and
to their motives. However, there are commonalities between many of the
definitions.

Former tourism definitions stated that a minimum of a 24-hour stay
was required to be considered a tourist. However, this has been modified
to an overnight stay, which, according to Weaver and Oppermann (2000:
28), ‘is a significant improvement over the former criterion of a 24-hour
stay, which proved to be both arbitrary and extremely difficult to apply’.
If a person’s trip does not incorporate at least one overnight stay, then
the term excursionist is applied (Weaver & Oppermann, 2000). This defi-
nition can be applied to both international and domestic travellers. For
example, international stayovers (or tourists) are those that stay in a desti-
nation outside of their usual country of residence for at least one night,
while international excursionists (or same-day visitors) stay in an inter-
national location without staying overnight. Furthermore, a domestic
stayover (or tourist) is someone who stays overnight in a destination that
is within their own country of residence but outside of their usual home
environment (usually specified by a distance of some kind). Domestic
excursionists (or same-day visitors) undertake a similar trip but do not
stay overnight.

Smith (1988) believes that it is difficult to determine the precise magni-
tude of the tourism industry due to the absence of an accepted operational
definition of tourism. Nevertheless, the tourism industry has been defined
as an industry that ‘encompasses all activities which supply, directly or
indirectly, goods and services purchased by tourists’ (Hollander, Threlfall
& Tucker, 1982: 2). Hall (1995: 9) believes that the following three factors
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emerge when examining the myriad definitions concerning the tourism
industry:

• the tourism industry is regarded as essentially a service industry;
• the inclusion of business, pleasure, and leisure activities emphasises

‘the nature of the goods a traveller requires to make the trip more
successful, easier, or enjoyable’ (Smith, 1988: 183); and

• the notion of a ‘home environment’, refers to the arbitrary delin-
eation of a distance threshold or period of overnight stay.

However, McIntosh et al. (1995: 10) take a more systems-based approach
when defining tourism as ‘the sum of phenomena and relationships
arising from the interaction of tourists, business suppliers, host govern-
ments, and host communities in the process of attracting and hosting
these tourists and other visitors’. This definition includes the potential
impacts that tourists may have upon the host community, and also
includes ‘other’ visitors such as students.

The above discussion illustrates that there are many different compo-
nents to defining tourism, which range from tourists themselves, the
tourism industry and even the host community or destination. A number
of authors view tourism therefore as an integrated system of components
(Gunn, 1988; Leiper, 1989; Mathieson & Wall, 1982; Mill & Morrison, 1985;
Murphy, 1985; Pearce, 1989), which generally have a number of inter-
related factors:

• a demand side consisting of the tourist market and their characteris-
tics (motives, perceptions, socio-demographics);

• a supply side consisting of the tourism industry (transport, attrac-
tions, services, information, which combine to form a tourist
destination area);

• a tourism impact side whereby the consequences of tourism can have
either direct or indirect positive and negative impacts upon a desti-
nation area and the tourists themselves;

• an origin–destination approach which illustrates the interdependence
of generating and receiving destinations and transit destinations (en
route) and their demand, supply and impacts.

According to the World Tourism Organization (WTO, 1999) tourism is
predicted to increase with future tourist arrivals growing to 1.6 billion by
the year 2020 at an average growth rate of 4.3%. Despite the effect of
external factors such as the Asian Economic Crisis in the late 1990s and
the September 11 incident in 2001, tourism growth appears to be assured.
According to the World Travel and Tourism Council (WTTC, 2001)
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tourism currently generates 6% of global Gross National Product and
employs one in 15 workers worldwide. It is predicted that by 2011 it will
directly and indirectly support one in 11.2 workers and contribute 9% of
Gross National Product worldwide (WTTC, 2001).

The growth of tourism has spread geographically with the market share
of tourist arrivals reducing in Europe and increasing in the Asia-Pacific
area, which has the fastest growth rate of world tourist arrivals. There
has also been a growth in tourism to developing countries with their share
of tourist arrivals and expenditure increasing especially in destinations
such as Eastern Europe, South America, the Middle East and Africa.
Tourists are now more than ever travelling further in search of new and
unusual experiences.

However, the growth of tourism on a worldwide scale, coupled with
the search for new destinations and experiences, has added to the ques-
tioning of tourism impacts and calls for more sustainable or ‘alternative’
types of tourism. The problems associated with mass tourism and the
ability of tourism to transform destinations and impact negatively upon
host communities is well recognised (Fennell, 1999) and there is a move
toward more ‘soft’, ‘sustainable’ or ‘alternative’ forms of tourism. Since
the 1980s the tourist marketplace has become increasingly specialised and
segmented resulting in the growth of niche markets such as rural tourism,
ecotourism, adventure tourism and cultural heritage tourism. Further-
more, a number of educational and learning experiences within tourism
appear to be increasing (CTC, 2001), while travel and tourism experiences
specifically for study or learning also appear to be increasing (Roppolo,
1996), illustrating the potential for educational forms of tourism.

Understanding Education and Learning

Education has been defined as ‘the organized, systematic effort to foster
learning, to establish the conditions, and to provide the activities through
which learning can occur’ (Smith, 1982: 37). The key word ‘learning’ indi-
cates some form of process. As Kulich (1987) states, learning is a natural
process which occurs throughout one’s life and is quite often incidental,
whereas education is a more conscious, planned and systematic process
dependent upon learning objectives and learning strategies. Education
therefore can be considered as consisting of formal learning through
attending classes, language schools, and so on, or participating in further,
higher or work-based education.

Nevertheless, despite the presentation of definitions, authors such as
Kidd (1973) and Smith (1982) believe that there is no precise definition of
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learning, because it can refer to a product (where the outcome is impor-
tant), a process (which occurs during learning) and a function (the actual
steps to achieve learning). Therefore, from these observations it becomes
clear that educational tourism may be viewed in a similar way, as a
product, process and function. In other words as a product the emphasis
is on the outcome of the learning experience (such as a university degree
for international university students). While viewing it as a process or a
function the focus is on the means to an end (Kalinowski & Weiler, 1992).
For instance, if learning is itself defined as an end, then the experience
may be focused upon mastering or improving knowledge of what is
already known about something (such as a trip to a marine biology station
to learn about marine biology). Furthermore, if learning is derived as a
means to an end, then, according to Kalinowski and Weiler (1992), the
focus is to extend or apply previous study; for example, travelling to an
ancient monument after studying the monument. Thus from these defin-
itions it can be seen that travel for educational purposes can be a diverse
and complicated area of study.

There appears to be a contemporary transition from an industrial to a
knowledge-based or learning economy and society with an increasing
emphasis on extending learning beyond initial schooling (OECD, 2001).
The reasons behind a drive to extend learning beyond schooling is so that
individuals, communities and countries are able to better adjust them-
selves to current and future changes, and are more likely to contribute to
society through increased innovation, business development and
economic growth. Another rationale behind the drive for education and
lifelong learning is to provide a more inclusive and fair society by making
education more accessible, particularly to less privileged members of
society (DFES, 2001). Generally speaking education and lifelong learning
are said to encompass ‘all learning activity undertaken throughout life,
with the aim of improving knowledge, skills and competence, within a
personal, civic, social and/or employment-related perspective’ (European
Union, 2001).

Since the 2001 general election the British government has created the
Department for Education and Skills and a State Minister for Lifelong
Learning and Higher Education. The aims of the Department for
Education and Skills (2001: 5) are to help build a competitive economy
and inclusive society by:

• creating opportunities for everyone to develop their learning;
• releasing potential in people to make the most of themselves; and
• achieving excellence in standards of education and levels of skills.
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Their objectives to achieve their aims are to:

• give children an excellent start in education so that they have a better
foundation for future learning;

• enable all young people to develop and to equip themselves with
the skills, knowledge and personal qualities needed for life and
work; and

• encourage and enable adults to learn, improve their skills and enrich
their lives.

Similarly, the Enterprise and Lifelong Learning Department (ELLD) of
the Scottish Executive is responsible for economic and industrial devel-
opment, tourism, further and higher education, student support, and
skills and lifelong learning in Scotland. ELLD promotes lifelong learning
through policy development and funding for further adult education and
higher education in Scotland.

The policies of Western governments toward lifelong learning, as seen
above, combined with a growth in economic development and prosperity,
has seen a rise in the provision of post-secondary education. Coupled
with this growth has been an increase in provision of colleges and insti-
tutions to cater for the demand for educational qualifications (see Table
1.1). The higher education market (or third level enrolment) is also
expanding rapidly as income levels rise in the developed world, thus
allowing for greater expenditure on education by parents. As Table 1.2
notes, the USA had 14.4 million students in higher education followed by
Russia with 4.5 million and Japan with 2.8 million students enrolled in
higher education (Smith & Jenner, 1997a). UNESCO (1995 in Smith &
Jenner, 1997a: 64) estimates suggest that in 1980 a total of 30% of young
people in the developed world were in higher education, rising to 40%
in 1991 and predicted to be 50% by early 2000. This would mean a total
of 79 million enrolled in higher education in the year 2000 rising to 97
million in 2015 and 100 million in 2025.

Furthermore, Roppolo (1996) notes that educational institutions will
need to incorporate international experiences into their curriculum in
light of the growing interdependence of countries, providing benefits to
both students and the tourism industry. In the United States foreign
students enrolled in higher education institutions has risen from 311,000
in 1980–81 to 481,000 in 1997–98 (Institute of International Education,
1998). This is partly due to economic prosperity but also the relaxation in
border and visa controls and social changes in generating countries
allowing the development of student exchange programmes. In the
United States from the 481,000 foreign students a total of 57.9% in 1997–98
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were from Asia, followed by 14.9% from Europe and 10.7% from Latin
America. The biggest increase in market share from 1980 to 1998 in the
United States appears to be from Asia and Europe, which has grown from
30.3% and 8.1% to comprise 57.9% and 14.9% of the market respectively
(Institute of International Education, 1998). This rapid increase in foreign
students in higher education is not limited to North America. In Australia
the number of overseas students enrolled in higher education institu-
tions has risen by 51.5% since 1994 and over 30% per annum over the
period 1994 to 1996 (DEETYA, 1998 in Musca & Shanka, 1998). These
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Item World total 1

1980 1990 1996
Population, all ages2 4,447,090 5,281,986 5,767,443
Enrolment, all levels 857,052 980,993 1,127,901 
First (primary) level3 541,444 596,791 661,750 
Second level4 264,521 315,555 381,890 
Third level5 51,087 68,647 84,261 
Teachers, all levels 38,263 47,083 52,270 
First (primary) level3 19,046 22,593 24,641 
Second level4 15,368 19,352 21,535 
Third level5 3,848 5,138 6,093

Notes:
1. Enrolment and teacher data exclude the Democratic People’s Republic of

Korea.
2. Estimate of midyear population.
3. First level enrolment generally consists of elementary school, grades 1–6.
4. Second level enrolment includes general education, teacher training (at the

second level), and technical and vocational education. This level generally
corresponds to secondary education in the United States, grades 7–12.

5. Third level enrolment includes college and university enrolment, and technical
and vocational education beyond the high school level. There is considerable
variation in reporting from country to country.

Because of rounding, details may not add up to totals.
Source: Adapted from United Nations Educational, Scientific, and Cultural
Organization, Paris, 1998 Statistical Yearbook (this table was prepared August 1999
in OECD, 2000)

Table 1.1 Estimated population, enrolment and teachers in the world,
1980, 1990, 1996 (’000s)



statistics illustrate the economic significance of education and the growth
in international students and offshore education.

Language learning, particularly English language learning, has grown
rapidly over the last few decades. Graddol (1997) believes that the English
language has become the global language, and it is therefore not
surprising that the provision of EFL (English as a Foreign Language)
courses has grown into a global industry with 1 million people estimated
to be learning English as a foreign language (Batchelor, 1998). The United
Kingdom views itself as a unique destination for language learning provi-
sion, yet the competition for this £2 billion market is intense with the
United Kingdom attracting over half of the market (640,000 students) in
1998 (McCallen, 2000). Claims have been made that English Language
Teaching (ELT) is Britain’s seventh largest export industry (Education and
Training Export Group, 1998) and is therefore seen as an important
economic sector.

Growth in domestic and international school excursions has also in-
creased over the last few decades. As Cooper notes in Case Study 4.1
changes in the curriculum in Europe have encouraged students to learn
outside of the normal school environment and a number of school excur-
sions both domestically and internationally have facilitated travel and
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Country Higher/University pupils
Germany 1,875
France 2,075
UK 1,528
Spain 1,371
Italy 1,682
Netherlands 507
Russia 4,587
Poland 694
Czech Republic 129
USA 14,473
Canada 2,011
Japan 2,899

Source: Modified from UNESCO and Euromonitor in Smith and Jenner (1997a:  64)

Table 1.2 Number in higher education in selected countries, 1993
(’000s)



tourism for primary and secondary schoolchildren. However, similar to
the higher education and EFL market, little research has been conducted
on this market segment and data is sparse. There is little recognition of
the needs of these educational travellers and how to manage this form of
tourism at destinations.

In summary, there appears to be a growth in tourism and an increase
in ‘alternative’ tourism experiences that appear to include a growing
number of educational and learning elements. This may be partly due to
the growth and promotion of lifelong learning and further/higher educa-
tion amongst Western countries, combined with a search for postmodern
tourist experiences and travel to new and exciting destinations. The
growth of offshore education, foreign language learning and school excur-
sions involving travel is also evident. The need for continued education
and keeping pace with technological change has fuelled the growth of
education and lifelong learning. The growing potential market for the
travel and tourism industry amongst schools, universities and further
educational institutions is one that should not be ignored and needs to
be better understood by the tourism industry. However, to date the inter-
relationship between both types of educational tourism (travel for
purposeful study or education, and travel incorporating elements of
learning) have not been comprehensively explored or researched.

Educational Tourism

Brief history of educational tourism

Despite the recent attention paid to tourism and education as indus-
tries, travel for learning and education is not a new concept. Travelling
in search of either academic qualifications or broad general learning and
observation predates our times by several centuries. Smith and Jenner
(1997a) suggest that tourism broadens the mind, and thus all tourism may
be considered educational. However, they acknowledge that there are
smaller, more identifiable, market segments within the broad educational
tourism field, which will be discussed within this and subsequent chap-
ters. Nevertheless, Smith and Jenner (1997a) note that the concept of travel
for education and learning is a broad and complicated area, which
explains why tourism academics and industry have to date largely
ignored this field.

The Grand Tour was seen as the beginning of cultural and educational
tourism, undertaken initially by scholars and aristocratic British youth 
as part of their education during the seventeenth, eighteenth and much
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of the nineteenth centuries (French et al., 2000; CTC, 2001). The purpose
behind the Grand Tour was to teach and civilise participants through a
series of study tours lasting up to several years in European destinations
such as France, Switzerland and Germany. Participants were taught
foreign languages, fencing, riding, dancing, and foreign affairs. Visiting
continental universities and other aristocrats, accompanied by an
entourage of tutors and servants, was commonplace during this time,
especially for emerging English scholars. As Hibbert (1987: 14) notes,
‘there were few English scholars of the time who did not go to Italy for
some part of their education’. In fact scholars were one of the first groups
of tourists, and as Kaul (1985 in Theobold, 1998: 7) notes, ‘the English, the
Germans, and others, travelling on a grand tour of the continent, came to
be known as tourists’.

As Towner (1996: 115) correctly states, from very early on travel for
education and learning could take place either formally or informally
depending on individual motivations and the type of experience
demanded. He suggests:

the spatial patterns of the Grand Tour passed through two stages;
from a quest for a formal acquisition of practical training and social
skills at specific educational centres to a broader and more informal
social and cultural education that was best attained at the main courts
and social and artistic centres in Europe.

However, the cost of undertaking the Grand Tour at this point in history
was not economical. Despite this, participation moved over time from
being solely an activity of the upper class and wealthy elite, to the bour-
geoisie, and later to the lower class and mass market (Gee et al., 1997).
Furthermore, due to a reduction in available time and money, the bour-
geoisie and lower class had to shorten their trips and hence activities and
the number of destinations and settings visited were intensified, leading
to an increase in more general sightseeing (Steinecke, 1993), and there-
fore more informal learning through travel. By the mid eighteenth century
an estimated 15,000 to 20,000 British tourists travelled abroad (Towner,
1996: 98). As the destinations of the elite changed in order to avoid the
mass market, so interest in and visitation to alpine regions increased. The
latter phases of the Grand Tour in the eighteenth and early nineteenth
centuries contributed to the discovery of the Alps, which were avoided
during the earlier periods of the Grand Tour, resulting in an increased
scientific interest in the mountains. An increase in travel to the Alps for
educational purposes resulted in many mineralogical, geological and
geomorphological discoveries, which were made public through guest
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lectures and publications in scientific journals and periodicals (Steinecke,
1993).

According to Burkart and Medlik (1981), following on from the initial
travel for education and learning, travel existed to satisfy travellers’
curiosity about the way people lived at home and abroad. In later years
the tradition of the educational value of travel facilitated the development
of study abroad as a legitimate component of tertiary education in Europe
and later the United States (Kalinowski & Weiler, 1992). Education and
learning has more recently become an increasingly important and recog-
nised component of travel activity and travel experiences (see CTC, 2001),
with an increasing amount of tourist activity involving some form of
either formal or informal education and/or learning. Despite this, little
research has examined educational tourism or the links between tourism
and learning/education and various educational tourism market
segments.

Conceptualising and researching educational tourism

Educational tourism has been discussed by very few tourism aca-
demics. The major discussion of this form of tourism was undertaken by
Kalinowski and Weiler (1992) and more recently by Wood (2001). How-
ever, both Kalinowski and Weiler (1992) and Wood (2001) have taken
perhaps a narrow view of this form of tourism by discussing primarily
adult extension programmes or adult study tours and cultural educational
tourism. As the Canadian Tourism Commission (2001) note, educational
or learning forms of tourism can be viewed along a continuum ranging
from ‘general interest learning while travelling’ at one end to ‘purposeful
learning and travel’ at the other (see Figure 1.1). They also note that learn-
ing travel programmes can be organised independently (informally) or
through affiliated or unaffiliated groups (formally).

From this discussion it is evident that there are more potential segments
of educational tourism which may become more prominent due to the
growth of education. One example or type could be of a ‘tourism first’
segment of educational tourism whereby travel is a primary motivating
factor and purposeful learning is secondary. But the question arises as to
what extent do particular ‘education first’ segments comprise educational
tourism? By ‘education first’ or purposeful segments this author refers to
school excursions, language schools and university/college student expe-
riences. This group is primarily motivated by education and learning but
may be classified as tourists even if they are not perceived to be tourists
or if tourism is not their primary motivation. Nevertheless, even though
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they may not view themselves as tourists, they have tourist impacts and
regional development implications, even if their motivations may be
substantially education-related. In fact on some excursions language
school students learn through travelling and visiting cultural tourist sites.
So what then constitutes educational tourism? Similarly to other groups
and segments of tourism, classifying educational tourism is a difficult and
complicated process.

Figure 1.2 provides a model illustrating a number of potential
educational tourism market segments and the relationship between
education, tourism and the changing external environment. Although a
relatively simplistic model, the reader can see that educational tourism
may consist of:

• General travel for education (or ‘edu-tourism’) and adult or seniors’
educational tourism, where some form of education or learning is
an important (and often motivating) part of the tourist experience.
In this book they will be referred to as ‘tourism first’ educational
tourism experiences or products and are discussed in Chapters 2
and 3.

• University/college students’ and schools’ tourism (language
schools, school excursions and exchange programmes), whereby
tourist experiences may be secondary to the educational aspect or
intentions and may be considered ‘education first’ educational
tourism experiences or products. These are discussed in Chapters 4
and 5.
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General Interest        Purposeful Learning
Learning while Travelling              and Travelling

E.g. Guided Tours and Learning Travel    E.g.  Student Language
Interpretative Programmes Programmes  Exchanges

FIT Affiliated
Group
Travel

Unaffiliated
Group
Travel

Figure 1.1 The learning/travel continuum
Source: Modified from CTC (2001)
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TOURISM EDUCATION

EDUCATIONAL
TOURISM

GLOBALISATION AND GLOBAL RESTRUCTURING

CHANGING EXTERNAL OPERATING ENVIRONMENT
Political, Economic, Social and Technological Environment

University
and College

Students

Schools
Tourism

‘EDUCATION
FIRST’

‘TOURISM
FIRST’

Internet

Privatisation

Deregulation

Devolution

Increased
availability of
education

Environmental awareness

Active holidays

Changing work and
leisure patterns

Early
retirement

Paid
holidays

Ageing
population

Self expression
and learning

Economies
of scale

Reduced
border
controls

Strategic
alliances

Investment

‘Soft’ tourism

Increased interest
in language
learning

Adult Study
Tours/Seniors’ Tourism

Lifelong
learning

‘Active’ learning
outside classroom

‘Edu-Tourism’
(Ecotourism and

Cultural Tourism)

Figure 1.2 Conceptualising educational tourism: a segmentation
approach



Nevertheless, in both instances, although tourism or education/learning
may be primary or secondary motives, both of these groups can be
considered tourists and have distinct tourism-related impacts and needs.
Some impacts or opportunities may not be being fully realised or lever-
aged by the tourism industry as segments may not consider themselves
to be tourists and the industry itself may also not view them as a viable
tourist market. This point has been discussed by several previous authors
(Bywater, 1993a; Cooper, 1999; Ritchie & Priddle, 2000; Seekings, 1998).

In terms of conceptualising educational tourism, Figure 1.3, using a
systems approach, illustrates the educational tourism market system. It
illustrates the elements and settings that combine to provide the educa-
tional tourist experience and helps to conceptualise potential research
avenues, including from the demand (or consumer perspective):

• educational tourist demographics, motivations, perceptions and
resulting travel behaviour;

• educational tourist personal impacts resulting from their experi-
ences; and

• the interrelationship of factors within or between these groups.

From a supply (or product perspective) research avenues could include:

• the nature of the primary educational tourism product;
• managing and marketing structures for educational tourism;
• the resource base for educational tourism;
• destination impacts related to educational tourism; and
• the interrelationship of factors within or between these groups.

The supply of learning vacations can be diverse with a wide range of
potential services and suppliers at a variety of locations. The Canadian
Tourism Commission (2001) notes two main components to the supply
side of educational tourism: the primary tourist product and secondary
or support elements. A variety of organisations combine to form the
primary educational tourism experience, including:

• Attractions and events which provide the venue for learning experi-
ences (e.g. parks, historic sites, zoos, bird and wildlife sanctuaries
and archaeological dig sites).

• Resource specialists who are responsible for delivering the learning
component of these vacations (e.g. employees, curators, interpreters,
lecturers, storytellers, researchers and academics).

• Affinity travel planners from organisations who help plan and develop
learning programmes for travellers (e.g. special interest groups, con-
servation organisations, universities and language schools),
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• Tour and receptive operators who package experiences for customers
and organisations and provide destination expertise, local know-
ledge, escort services and marketing services.

However, secondary suppliers or support services are also required for
educational travellers including:

• Transportation such as cruise, bus and train transport as part of an
independent trip or package, including travel to and from the depar-
ture point.

• Hospitality services, including catering, recreation, entertainment,
social activities and accommodation options.

• Travel services, including travel agents, insurance companies, travel
media and advertising.

• Destination marketing organisations who operate at a national,
regional or local level to promote educational travel and tourism to
potential tourists.

It is the combination of primary and secondary suppliers which will
create the educational tourist experience consumed by travellers. The
continued development of innovative partnerships and product devel-
opment is critical to the future of the educational tourism industry (CTC,
2001).

However, as the model and CTC (2001) illustrate, the diversity of the
market and the fact that many are not tourism businesses or may not see
tourism as their ‘core’ business could constrain the effective management
and development of this type of tourism. The involvement of educational
establishments such as universities, language schools, cultural heritage
organisations and conservation organisations illustrates this point. The
diverse range of organisations that are involved in the provision of
product and the marketing and management of educational tourism illus-
trate the fragmentation of this sector and the potential difficulties in
developing collaborative arrangements between organisations. This
diversity and these difficulties can restrict the potential benefits for desti-
nations, the tourism industry and educational tourists. This illustrates the
complexity of educational tourism and the usefulness of a systems
approach to understanding it.

Despite the obvious differences between the various potential segments
of educational tourism, some parameters concerning the nature of educa-
tional tourism can be identified (see Figure 1.4). The figure notes that
educational tourism experiences can differ due to length of time, tourist
intention, motivation, preparation, level of formality and the various
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settings where the educational tourist experience can be undertaken. For
instance, an educational tourist experience could consist of a 30-minute
visit to a museum, or a three-year degree undertaken partly in a foreign
country. Similarly, tourist intention and motivation may differ, for
example from a holiday where the sole purpose is educational (such as a
cruise with Swan Hellenic) to a beach vacation in Florida with a side trip
to an educational attraction (such as the Disney Orlando Institute).

Motivation and intentions may also dictate the level of preparation for
an educational holiday, with greater preparation required for an educa-
tional study tour to the Inca ruins and limited preparation for a visit that
may be organised by a tour guide. This aspect of preparation is directly
related to the level of formality within the experience. The learning
component of the travel experience can be formally organised by a tour
operator, guide or attraction, or it can be organised by the individual
independently and informally within a variety of cultural, natural or
human settings. As Kalinowski and Weiler (1992: 17) state in regards to
educational travel:

[it] can serve a wide variety of purposes, such as satisfying curiosity
about other people, their language and culture; stimulating interest
in art, music, architecture or folklore; inspiring concern for natural
environments, landscapes, flora and fauna; or deepening the fascina-
tion for cultural heritage and historic places.

As Kalinowski and Weiler (1992) also note, educational travel can
comprise a diversity of activities and experiences sought by educational
tourists, as well as a variety of settings and products supplied to these
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Parameters

Minutes Length of Time Years

No Intentions Intentions Full Intentions

Multiple Purpose Motivation Sole Purpose

Limited Preparation Preparation Full Preparation

Informal Formality Level Formal

Natural Settings Human Made

Figure 1.4 Parameters of educational tourism



tourists. Kalinowski and Weiler (1992: 17) further explain that educational
tourism goes ‘beyond a curiosity, interest or fascination for a particular
topic. It involves a travel experience in which there is organised learning,
whether that be formal or experimental.’

Educational tourism: Towards a definition

From the above discussion, a definition of educational tourists and
educational tourism can be developed. For the purposes of this book, an
educational tourist (or educational stayover) may be considered as:

a person who is away from their home town or country overnight,
where education and learning are either the main reason for their trip
or where education and learning are secondary reasons but are
perceived as an important way of using leisure time.

An excursionist (or same-day educational tourist) is:

a person involved in any educational/learning activity or excursion,
which does not include an overnight stay away from their home desti-
nation, and for whom education and learning is seen as an important
way of using leisure time.

Therefore, educational tourism can be defined as:

tourist activity undertaken by those who are undertaking an
overnight vacation and those who are undertaking an excursion for
whom education and learning is a primary or secondary part of their
trip. This can include general educational tourism and adult study
tours, international and domestic university and school students’
travel, including language schools, school excursions and exchange
programmes. Educational tourism can be independently or formally
organised and can be undertaken in a variety of natural or human-
made settings.

Understanding Educational Tourism Through
Segmentation

As well as the general trend toward experiential and educational travel,
or edu-tourism (Holdnak & Holland, 1996), educational tourism can
consist of many different market segments and sub-segments including
international and domestic university students, international and
domestic schools’ tourism, and adult education or extension programmes.
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These segments can be examined based upon tourist motivation toward
formal education and qualifications, whereas learning vacations and
travel for nature-based or cultural learning may be considered a form of
‘tourism first’ educational tourism.

Therefore, this book takes a segmentation and a systems-based
approach to discussing the concept of educational tourism from both
‘tourism first’ and ‘education first’ perspectives. In particular, segmenta-
tion can help researchers and industry further understand and manage
consumers and the tourism industry, in this case educational tourists 
and specific educational tourism types. Segmentation is splitting a popu-
lation down into sub-groups or segments based on similar characteristics,
needs and buying behaviour (Swarbrooke, 1995). Or as Mill and Morrison
(1985: 423) state, it is where ‘people with similar needs, wants and char-
acteristics are grouped together so that an organisation can use greater
precision in serving and communicating with its chosen customers’. The
three main types of segmentation are demographic and socio-economic
(age, gender), geographic (where they live) and psychographic (attitudes
and opinions).

Demographic and socio-economic segmentation

Key factors such as age, gender, income, employment and education
are often important and interrelated determinants of demand which often
change over time. For instance, age can play an important role in the types
of activities and experiences that appeal to an individual while on holiday.
Generally, the older one becomes the fewer the recreational activities
participated in and the more passive the activities become (Manning,
1983; Devlin, 1993). Mill and Morrison (1985) believe that younger trav-
ellers have a higher tolerance for all types of new experiences and are
thus likely to be more adventurous and ‘active’ travellers. Despite this
and the growth of adventure tourism, very little research has been under-
taken to examine the youth market. However, the youth market is
discussed in more detail in further chapters of this book concerned with
schools and the university/college educational tourism market (Chapters
4 and 5). During the middle years, as a person’s travel career develops,
there is a greater desire to travel in groups, according to McIntosh and
Goeldner (1986). In later years immobility threatens activities which need
physical exercise, such as climbing and hiking, and tourists may begin 
to seek out organised tours. However, as Weaver and Lawton note in
Case Study 2.1 older ecotourists can, and may prefer, to keep mentally
active, with older respondents (those 65 or older) more likely to prefer
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interpretation, to pursue pre-experiential learning and to seek mentally
challenging experiences within ecotourism.

Gender has been known to influence vacation and activity choice. For
the purpose of this book and Chapter 2, previous studies have noted that
males and females have different preferences and needs and therefore
seek different types of activities and types of vacations. Within cultural
heritage tourism females prefer visiting art galleries while more men visit
museums in London (Sogno-Lalloz, 2000). Weaver and Lawton, in Case
Study 2.1, note that females are more likely than males to want to seek
on-site learning and to express the belief that ecotourism has made them
more environmentally responsible. Chapter 3 also notes that the ageing
population and changing socio-demographics will lead to a greater
number of single women participating in vacations and adult study 
tours.

In general, the higher one’s income, the greater the number of recre-
ational activities participated in (Manning, 1983). However, a greater
income does not necessary allow for greater spending of money on
tourism and travel-related products. Discretionary income, which is
income left after expenditure on fixed items, is a more appropriate
measure of potential demand for travel and tourism products. Richards
(1996) notes that the growing ‘new middle class’ is directly responsible
for the growth in cultural heritage tourism in Europe since the 1970s.
Similarly, it has been the expansion of the middle class that has been
responsible for the growth in nature-based and educational ecotourism
marketed by middle-class organisations such as the International Eco-
tourism Society. Income, employment and education are often inter-
related, with higher educationally qualified individuals securing more
highly paid jobs. One way of examining social class is to classify indi-
viduals into socio-economic groupings.

However, demographic and socio-economic variables cannot alone
predict if people will indeed travel or what experiences they may seek.
If couples have young children this affects their travel decisions substan-
tially and therefore income, gender and education are meaningless. The
stage of family lifecycle is an important part of segmentation and influ-
ences travel decisions greatly, as does where people live and their
psychographics. The age of the family structure and children often impact
upon travel decision making. However, marketers must consider the
changes that are occurring and will continue to occur within the social
environment and their effects on tourism demand and behaviour. Some
of the changes include:
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• an ageing population base creating a growing seniors’ and adult
education market (discussed in Chapter 3);

• the postponement of children to later in life or the decision not to
have children;

• double-income couples with no children (often called DINKS);
• greater numbers of single-parent families;
• couples with children who have grown up and left home (often

called ‘empty nesters’); and
• the increase in gay or lesbian couples.

These social factors and changes further complicate the lifecycle concept
and its relevance, and subsequently need to be considered for any educa-
tional tourism marketing or management strategy.

Geographic segmentation

Geographic segmentation uses the basis of geography (climate, loca-
tion) to develop market segmentation strategies. Research on tourist
motivation has previously outlined that it is often associated with ‘escape’
from one destination to another, whether this is to a different rural, urban,
alpine or coastal environment. Some authors have noted how the rural
environment attracts urban visitors who are looking to escape, while the
development of European coastal tourism has been driven by European
workers looking for a summer ‘escape’ from their home environment.
However, Richards (1996) identified that cultural tourists in Europe tend
to be both travelling from and visiting predominately urban destinations,
noting that the type of destination may not be as important as ‘escaping’
from the so-called normal or usual home environment.

Often travel for school excursions may also be a result of climate. A
school ski trip to the French Alps, or an adventure tourism safari in Africa
are two examples. Other examples include language school students from
the Northern Hemisphere travelling to the Southern Hemisphere during
their winter break to learn English, whereas the proximity and status of
England to European countries may be reason enough to encourage
English Language learners from Spain and France.

Psychographic segmentation

Buying behaviour and tourist demand (including educational tourism)
are also influenced by sociological and psychological or mental forces. As
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Middleton and Clarke (2001: 116) note, ‘some individuals are mentally
predisposed to seek adventure, enjoy the risks and active vacations . . .
some seek environmental qualities often represented in ecotourism, while
others seek the self-development associated with cultural tourism’. In
order to improve the prediction and segmentation process for products,
including tourism, researchers and marketers have more recently used
psychographic variables in conjunction with demographic and geo-
graphic variables to identify target markets and develop products to suit
their preferences and needs. Defined broadly as lifestyle patterns (Beane
& Ennis, 1992 in Blamey & Braithwaite, 1997), psychographics is an all-
encompassing term for many psychological concepts, including values,
attitudes and personality characteristics.

The Stanford Research Institute in the USA pioneered the measurement
of values, attitudes and lifestyles (VALS) in the late 1970s by dividing the
population into nine different segments based upon these factors.
Measurement was based on Maslow’s hierarchy of needs and wants, and
has since been used internationally. In the UK, Synergy Consulting
divides the population into three groups using a variation on the VALS
methods (see Middleton & Clarke, 2001). Other countries such as Aus-
tralia (with the Roy Morgan Value Segments) also undertake tracking
research on psychographic segments and their propensity to purchase
goods and services, including tourism. A discussion of this occurs in Case
Study 3.1 with regard to wine tourists and education/learning.

Segmentation and educational tourism sub-segments

Segmentation in any discussion of educational tourism is an important
consideration. This book discusses particular segments of the educational
tourism market throughout the subsequent chapters. Moreover, within
each potential educational tourism segment, sub-segments and groups
exist which may have more of a propensity and preference toward educa-
tion and learning within their tourist experiences (such as ‘specific
cultural tourists’), or may have quite different needs and preferences
(such as international language school students compared to domestic
school excursion students). It is therefore important that we consider
these segments and sub-segments as to their characteristics, needs and
preferences and how to best manage the educational tourism experience.
Classifying all educational tourists as homogeneous only simplifies any
examination of this type of tourism.

The importance of a special interest dictates the types of experience
tourists seek and the type of product and setting which should be
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supplied to satisfy these tourists. Research in the cultural tourism field
has illustrated the different segments of cultural tourists who have a
tendency towards learning and education as they have higher educa-
tional qualifications (see Richards, 1996; Silberberg, 1995 in Chapter 2).
Similarly, there are distinct segments of ecotourists to whom learning and
education are important aspects of their trip compared to other eco-
tourists (see Case Study 2.1 and Chapter 2). This can also be seen in
research examining wine tourists and their motives and perceptions,
including education and learning (see Case Study 3.1).

A segmentation-based approach to understanding types of educational
tourism and sub-segments within this particular area is not only useful
for examining the demand side of the educational tourism market system
and personal impacts, but also the supply side and the providers of educa-
tional tourism experiences.

Book Structure

An increasing number of studies have taken place in the field of edu-
cational tourism (for instance, Kalinowski & Weiler, 1992; Weiler &
Kalinowski, 1990), and of the travel characteristics of international and
domestic university students (for instance, Chadee & Cutler, 1996; Field,
1999; Hsu & Sung, 1997; Sung & Hsu, 1996). Research has also been under-
taken on school excursions in the United Kingdom (Cooper & Latham,
1985, 1988, 1989) as well as in Australia (Coughlan & Ritchie, 1998;
Coughlan & Wells, 1999; Coughlan et al., 1999). Further educational
tourism research has been conducted on participants attending private
schools (Coventry, 1996; Moser & Kaspar, 1990) and language schools
(McCallen, 2000; Goldberg, 1996; Muñoz Gonzalez, 2001).

However, none provide an integrated picture of educational tourism
generally, and the challenges associated with the marketing, managing
and planning of this form of niche market. Many of these educational
tourism segments have differing motivations, perceptions and ways in
which they are satisfied, which have both education and tourism impli-
cations for those involved with the marketing, management and planning
of educational tourism experiences. This book discusses the demand and
supply elements, as well as the marketing and management implications
of the educational tourism segments, while also highlighting underlying
relationships and themes related to educational tourism as a whole. Due
to this large scope, this book hopes to provide an introduction to the
concept and issues surrounding educational tourism types. It has also
restricted the concept of educational tourism to the segments outlined
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below and does not discuss conference tourism or other potential forms
of educational tourism such as technical visits.

The second section of this book will discuss the major educational
tourism segments, including:

• general educational tourism with an emphasis on ecotourism and
cultural heritage tourism (for both the youth and adult market);

• adult and seniors’ educational tourism;
• international and domestic schools’ tourism; and
• international and domestic university/college students’ tourism.

The third section begins by highlighting the growth in knowledge-
based industries, including education, and the use and role of educational
tourism for destination marketing and regional development. The use of
educational forms of tourism for marketing and regional development
has seen the growth of collaborative arrangements at international to local
level, as organisations attempt to overcome diversity and fragmentation.
This section concludes by discussing the underlying themes and similar-
ities between the educational segments, their impacts and management,
and will examine the potential future direction of educational tourism
with emphasis on technological innovations.

Conclusion: The Management of Educational Tourism

This chapter has introduced the concept of educational tourism and
discussed some reasons for the growth in educational tourism types,
including a brief history. The chapter has also attempted to conceptualise
educational tourism and proposed a systems and segmentation approach
to understanding this complicated area. Subsequent chapters will
examine educational tourism using a segmentation approach and key
themes and issues in the management of educational tourism will be
discussed. It is hoped that in this way the book will provide insights into
educational tourism and stimulate further research by academics and
interest from the industry itself, both of which are required to adequately
manage the growth of educational tourism segments.
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Chapter 2

Exploring Nature-based and Cultural
Educational Tourism

Introduction

As discussed in Chapter 1 the growth of tourism and the development
of more specialised and segmented markets, combined with a desire for
postmodern and more experiential travel, has seen a growing demand for
educational tourism. Despite the potential importance of education and
learning within tourism experiences, to date little specific research or
inquiry has examined the relationship between education, learning and
tourism. This is somewhat surprising considering that some tourist
experiences such as ecotourism attempt to instil knowledge and environ-
mental ethics in participants.

This chapter begins by discussing the demand for educational holidays
or ‘edu-tourism’ within the global tourist industry and the reasons for
this increased demand. The chapter then examines the two largest tourist
segments where education and learning are important components,
namely nature-based tourism, or ecotourism, and cultural heritage
tourism. Within these two major market segments the demand, supply of
product, impacts and management issues for this ‘tourism first’ form of
educational tourism are considered with respect to both youth and adult
market segments.

Demand for General Educational Travel or ‘Edu-tourism’

As outlined in Chapter 1, globalisation and other global changes have
impacted upon the nature of both the education and tourist industry
resulting in many changes over the last 50 years and these factors will
continue to impact upon the future of education, tourism and educational
tourism. More recent social changes have influenced the type of tourist
and their resulting motivation, demand and ultimately the supply of
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tourist products. Similarly, the increased desire for education and
learning has also dramatically increased the demand for educational
travel and tourism. This section outlines the changing trends toward
educational holidays or vacations and the more recent impacts this has
had on the tourism industry. The following section then examines educa-
tional tourists’ demand characteristics.

An emerging desire for education and learning in travel?

Krippendorf (1987) outlined a framework for the changing composition
of the Western tourist market (see Table 2.1) from 1986 to the year 2000,
which illustrates the changing travel motivations of tourists, from more
passive activities and ‘liberation’, toward learning or broadening horizons
and being creative while on holiday. The changes that have been occur-
ring in the tourist marketplace over recent decades have caused the rise
of what has been termed ‘new’ tourists or ‘new’ tourism (Poon, 1993),
similar to Krippendorf’s (1987) predictions of a changing tourist market.

The ‘new’ tourist is often perceived to be:

• better educated;
• more culturally aware and attuned to the natural environment;
• more curious and analytical;
• often seeking not only knowledge of the world, but also self-know-

ledge; and
• more active in their tourism participation.

These social changes and trends have generated new demand patterns
for travel and tourism and changing product needs. As Martin and Mason
(1987: 112) state:

social change has a major influence on the shape of the tourism
market. Shifts in population structure, and changing social values and
lifestyles, will combine with increased leisure time and disposable
incomes to determine the amount and nature of holidays and travel.

The growing trend towards involvement and participation in travel and
tourism has been described by some as the ‘active vacation’. Smith and
Jenner (1997a) agree with this trend and note that not only are increasing
numbers of travellers being involved in active holiday or vacations, 
but also this activity is more likely to be educational in nature. One 
of the main trends emerging in tourism appears to be the development
of a new ‘leisure–education hybrid’, according to Smith and Jenner
(1997a), whereby education is becoming an important part of the leisure
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environment, creating new demand for leisure products which have 
an educational or learning component.

A 1988 study by the National Tour Association, the largest tour organ-
isation in North America, noted that 93% of respondents believed the
opportunity to learn while travelling was an important consideration 
in their choice of travel (in Ayala, 1995). This has also been noted by 
other authors who suggest that ‘a lot of tourists are eschewing veg-out
trips in favour of vacations where notepads may be more important 
than swimsuits’ (Baig, 1994: 112), and where working holidays blur the
distinction between work and leisure (see Krippendorf, 1987 and Table
2.1). The trend that Baig (1994) refers to is the growth of special interest
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Market segment Travel motivations % of market
1986 2000

Work-orientated Recovery – rest, doing nothing, 
(live for work) passivity, being served, 

switching off; and 10–20 ≈10
Liberation – no duties, no 
worries, no problems.

Hedonistic life- Experience something different, 
style (one works explore, have a change; 
in order to live) Have fun, enjoy oneself, play;

Being active, together with 
others; ~60 45–60Relaxation without stress, do 
as one pleases; and
Nature, enjoying proximity with 
nature, and interact with 
environment.

‘New unity of Broaden one’s horizons, learn 
everyday life’ something; 
(reduced polarity Introspection and communication 
between work with other people; 20–30 30–45and leisure) Come back to simpler things 

and nature;
Creativity, open-mindedness; and
Readiness for experiments.

Source: After Krippendorf (1987); Weiler and Hall (1992)

Table 2.1 The changing composition of the Western tourist market



holidays that involve some form of learning or education as an impor-
tant component.

Special interest and alternative tourism

Special interest tourism is defined by the World Tourism Organization
(1985: 3) as ‘specialised tourism involving group or individual tours by
people who wish to develop certain interests and visit sites and places
connected with a specific subject. Generally speaking, the people
concerned exercise the same profession or have a common hobby.’

Read (1980: 195) defined special interest tourism as:

travel for people who are going somewhere because they have a
particular interest that can be pursued in a particular region or at 
a particular destination. It is the hub around which the total travel
experience is planned and developed.

In other words the special interest itself often dictates the planning and
development of travel to a particular destination. However, this depends
upon the importance of either the activity or setting as motivating factors.
Sometimes the activity is more important than the setting while at other
times the setting is more important than the activity, and sometimes the
setting and activity are equally important.

Special interest tourism is also known as serious leisure, or leisure where
participants are able to find personal fulfilment, enhance their identity,
and express themselves, as opposed to casual or un-serious leisure
(Stebbins, 1982, 1996) and more sedentary pursuits. The special interest
tourist tends to seek durable benefits such as self-actualisation, self-
enrichment, recreation or renewal of self, self-expression, social inter-
action and sense of belonging, and also seek lasting physical products of
the activity (Stebbins, 1982, 1996), including education and/or learning.
They also often require a special knowledge, skill or training in order to
pursue their chosen activity (such as birdwatching, cooking or art), and
they tend to be part of an established ‘career path’ in pursuing their inter-
ests. These travellers have also developed a unique ethos based on norms,
beliefs and principles associated with a particular chosen activity. Special
interest tourism can include cultural heritage tourism and eco-tourism
that places an emphasis on interaction with the natural environment.

Helber (1988) reported a trend towards ‘experience orientated’ holidays
with an emphasis on action, adventure, fantasy, nostalgia and exotic
experiences; while Read (1980) suggests that the term special interest
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travel should be discarded and replaced by the notion of REAL travel, 
or travel that would be a:

• Rewarding,
• Enriching,
• Adventuresome,
• Learning experience.

In particular, there has been an increasing interest in heritage tourism,
including the natural and cultural environments, which has education
and learning as a central component.

Recent changes in the demand side of tourism may have led to an
increasing interest in education and learning as a significant part of
tourism and travel experiences. In some instances, education may be the
key motivating factor for travel, while in other cases education or learning
may be secondary but still make an important contribution to the travel
experience. In particular, the rise of ‘new’ tourism and special interest
holidays which involve a component of education and learning (such as
cultural heritage tourism and ecotourism) have influenced the nature of
tourism, its settings, the tourism industry, and its resulting impacts on
the individual traveller and the host destination. The following sections
of this chapter examine these changes and impacts, and their resulting
implications.

Educational tourist motivation, demand and behaviour

In examining the characteristics of tourists researchers have become
increasingly aware that not all tourists are homogeneous. This fact
becomes even more important considering the more recent development
of special interest tourism and niche markets within tourism. Even within
specific segments there are sub-segments with quite different prefer-
ences and travel behaviour that may require different forms of product
and experiences. In some ways their motivations and perceptions deter-
mine this.

The motivations for travel and tourism usually arise due to some need
to escape from the home environment or from the burdens of daily life;
these have been noted as ‘push’ motives (Krippendorf, 1987). Similarly,
education is often perceived as an escape from the burdens of everyday
life and is increasingly being undertaken in leisure time (Cross, 1981). One
of the other categories of motivation has been described as ‘pull’ motives,
which can determine the location to which people travel after being
subjected to ‘push’ motives.
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In terms of general tourist motivation, Gray (1970) noted that motiva-
tions for pleasure travel were either associated with a desire for natural
attractions, climate, relaxation and rest (which he termed ‘sunlust’), or
associated with ‘wanderlust’. According to Gray (1970: 87) wanderlust 
is ‘that basic trait in human nature which causes some individuals to 
want to leave things with which they are familiar and to go and see 
at first hand different exciting cultures and places’. Wanderlust tourists
seek foreign cultural experiences and have an interest in built and cultural
attractions, while travel is seemingly undertaken for some form of educa-
tional or learning purpose. Crompton (1979), in outlining his motivations
for travel, also identified education as a central motivating factor.
However, other authors have identified that an interest in cultural heri-
tage and the customs of a destination could be considered cultural
motivations (also possibly comprising important components of educa-
tion and learning). Subsequently, social motivations such as the pursuit
of hobbies, continuation of education and learning could also be viewed
as educational motives for travel. Iso-Ahola (1983) noted that tourism can
provide an outlet not only for escaping or avoiding something, but also
for seeking something which provides intrinsic (inner) rewards such as
self-fulfilment, education and learning. This is perhaps best illustrated by
the previous discussion concerning special interest tourism. Table 2.2
indicates the many motivational factors that exist for travel and where
educational tourist motives may exist (the author’s emphasis is noted in
italics).

Furthermore, a number of authors in the field of tourist motivation have
acknowledged that education and learning can be an important part of
tourist motivation, while other authors identify educational opportuni-
ties and educational tourism in their writing and research (see Dowling,
1997; Page, 1995; Ryan, 1991; Swarbrooke & Horner, 1999). Although
many writers identify educational tourists, little comprehensive discus-
sion of this type of tourism has taken place.

The scope of education and learning motivations illustrates the diverse
scope and breadth of the general educational tourism market segment,
and the potential difficulties in examining and measuring this segment
and its sub-segments. The transient nature of tourists poses problems 
with research (Page, 1995), while research concerning specific segments
of tourists is even more problematic. Despite the reported growth of
educational tourism, explicit research is rare and statistical data is sparse
(Bywater, 1993a; Smith & Jenner, 1997a), making it difficult to exam-
ine the demand and exact nature of educational tourism. This difficulty
and lack of information is in part due to the nature of general travel for
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Motivational Specific motivations
category
Physical • Refreshment of body and mind

• For health purposes
• For participation in sports
• Contact with an outdoor way of life

Cultural • Curiosity about foreign countries, people, culture and 
places

• Interest in art, music, architecture and folklore
• Experiencing specific cultural events

Social • Visiting friends and relatives
• Meeting new people
• Seeking new friendships and relationships
• Travelling for travel’s sake
• Prestige and status
• Fashion
• Pursuit of hobbies
• Continuation of education or learning
• Seeking of business contacts and pursuing 

professional goals
• Conferences and meetings
• Strengthening family bonds

Spiritual • Visiting places and people for religious reasons
• Travelling as part of a pilgrimage
• Travelling to ‘find oneself ’
• Contact with nature

Fantasy • Personal excitement of travel
• ‘Anomic’ – escaping from one’s own permanent 

social
environment

• ‘Ego-enhancement’ – sensual indulgence 
(both real and imagined)

• Wish fulfilment

Note: Italics indicate author’s emphasis.
Sources: Mathieson and Wall (1982); Pearce (1982); Mill and Morrison (1985);
Murphy (1985); Goodal and Ashworth (1988); McIntosh and Goeldner (1990);
Ryan (1991); Weiler and Hall (1992); Page (1995), modified after Hall (1998)

Table 2.2 Motivations of the tourist and educational motives



education and learning, or ‘edu-tourism’, compared to more identifiable
market segments such as schools’ tourism or university and college
students’ tourism (discussed in subsequent chapters). Difficulties also
exist with the crossover between educational tourism and other tourist
types and products such as cultural heritage tourism and ecotourism. The
difficulty in classifying tourists is an issue noted by Richards (1996: 270)
who states that cultural tourists often consume cultural attractions as part
of a wider tourism experience (such as a beach holiday) and may not 
be driven solely by cultural or learning motives.

Supply of Educational Travel Experiences: Natural
and Cultural Heritage Tourism

This section of the chapter will examine two main special interest
tourist products (natural and cultural heritage) that have increasingly
involved education and learning as an important component of the tourist
experience for both youth and adult educational tourism markets
(explored in Chapters 3 to 5). Particular emphasis is placed on the educa-
tional or learning components of these tourist products and their resulting
impacts and management issues.

Ecotourism definitions and market characteristics

Ecotourism has recently emerged as a visible and potentially major
segment of the tourism industry (Wight, 1996), which involves visiting
and experiencing quality natural heritage environments and protecting
them from harm or destruction (Orams, 1995a). The term ‘ecotourism’ has
arisen from a greater interest in the natural environment from consumers,
as well as concern from industry and government about the negative
impacts that ‘mass’ and ‘hard’ tourism can generate (Valentine, 1993).

As with many other components of tourism and sustainable tourism,
academics and industry have grappled with how to define ecotour-
ism and what exactly constitutes an ecotourism product. As Fennell 
(1999, 2001) notes, the proliferation of definitions of ecotourism and oper-
ators has created difficulties for the ecotourism sector, yet the reasons 
for this proliferation are unknown. The problem in developing a
consensus over the definition of ecotourism is derived from the way in
which individuals perceive ecotourism and this has been a contentious
issue. Many commentators, and indeed industry operators, view eco-
tourism in either a passive or active sense (see Orams, 1995a; Page &
Dowling, 2002).
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-ssdsd

Low Human
Responsibility

Pole

High Human
Responsibility

Pole

Passive, seek
to minimise

damage

Active
contribution to

protect resources

Definitions include:
Ceballos-Lascuráin (1987)
Muloin (1992)
Zell (1992)
Figgis (1993)

Key attributes:
Tourist satisfaction and enjoyment of
scenery, flora and fauna
Terms used such as ‘ecologically
responsible’, ‘responsible travel’,
‘environmentally sensitive’, ‘avoid
damage’
Number of facilities and services

‘Softer’ ecotourism experiences
‘Generalist’ ecotourists

Outcomes:
Financial gain for companies/operators
Minimal disturbance on environment
Tourist satisfaction

Definitions include:
Ziffer (1989)
Valentine (1993)
Richardson (1993)
Wight (1993)

Key attributes:
Tourist responsibility and role in
conservation
Education, study and learning
Non-damaging or degrading
Contribution to protection of resource
(via financial assistance, labour)
Strong management and interpretation
element
Minimal facilities and services

‘Harder’ ecotourism experiences
‘Specialist/expert’ ecotourists

Outcomes:
Sustains well-being of the natural
resource/habitat protection
Sustains well-being of local people
Modification of tourist behaviour and
attitudes

Figure 2.1 Competing paradigms, definitions, attributes and outcomes
of ecotourism
Sources: After Duffus and Dearden (1990); Orams (1995a); Fennell (1999); Weaver
(1999)



In passive or active definitions of ecotourism, the dominant paradigm
views ecotourism through a framework of human responsibility toward
the environment and the ecotourism client. Therefore, passive definitions
involve passive approaches, including low human responsibility toward
the environment and low responsibility toward instilling education,
learning and conservation values in ecotourism clients. At the other end
of the spectrum, active definitions involve more active approaches,
including high human responsibility toward the protection of the
environment and educating clients (see Figure 2.1). This educational
process is best illustrated by working holidays organised by environ-
mental charities such as The British Trust for Conservation Volunteers
and Raleigh International (see Turner et al., 2001 and Exhibit 2.1).

With respect to education and learning, these terms are often applied
to more active definitions and views concerning ecotourism. Authors
have noted that education, learning and even modification of behaviour
after a vacation are important concepts and outcomes from a true or pure
ecotourism experience (see Figure 2.1 and Table 2.3). Orams (1995a: 5)
comments that ‘an objective of ecotourism experiences should be to
attempt to move the visitor experience beyond mere enjoyment to incor-
porate learning and to facilitate attitude and behaviour change’ through
the use of interpretation (see Exhibit 2.2). In fact, in Australia the former
Office of National Tourism acknowledged the importance of the educa-
tional element in ecotourism. They commented that:

Ecotourism is seen as ecologically and socially responsible, and as
fostering environmental appreciation and awareness. It is based on
the enjoyment of nature with minimal environmental impact. The
educational element of ecotourism, which enhances understanding of
natural environments and ecological processes, distinguishes it from
adventure travel and sightseeing. (ONT, 1997 in Hall, 1998: 291)

Many authors agree that educational components of ecotourism expe-
riences distinguishes it from other forms of tourism (Page & Dowling,
2002), yet little detailed research has been conducted on the educational
element of ecotourism. Buckley (1994) notes that educating individuals is
a defining criterion of ecotourism, while Eagles (1997) suggests that
ecotourism involves travel focusing on discovery and learning about
wild, unnatural environments. As Page and Dowling (2002: 67) note,
‘ecotourism education can influence tourist, community and industry
behaviour and assist in the longer-term sustainability of tourist activity
in natural areas’. However, as ecotourism broadens in its acceptance and
responsible tourism increases, the need for education and minimisation
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Exhibit 2.1

Working holidays organised by environmental charities

By Graham Miller

Capitalising on the public’s increased leisure time in order to fill the
omnipresent need for funds, charities have developed volunteer
strategies as ways of turning leisure time into fund-raising, labour
and awareness opportunities. Working holidays in the UK have 
been operating for over 30 years, providing both the young and old
with the opportunity to make a difference within their communities.
Such charities that operate within the tourism industry do so to fulfil
goals of education, scientific research and conservation. Many of
these charities grow from a natural history background with scien-
tists or nature enthusiasts as members and, because of their origins,
bring a credibility and respectability to their cause and receive
substantial sums in grant aid. In recent years, however, they have
been using their scientific expertise to yield profits from wildlife holi-
days led by natural history experts, conservation work, consultancy
and lectures. These projects bring in money and increase a charity’s
independence from government and trusts, enabling it to be more
outspoken in campaigning should a need arise. These holidays trans-
late the message of the 1980 IUCN (World Conservation Union)
World Conservation Strategy in which the sum of individual environ-
mental achievement was heralded to represent a major impact on the
conservation of culture and environments.

Working holidays appeal to the growing numbers of tourists
concerned with the protection of habitats and ecosystems and with
achieving an educational component to their holiday choice. The
types of holidays promoted by these charities encourage people to
take practical action to conserve and understand their environment
by providing a true ‘hands-on’ learning experience and thereby
allowing people to make a positive contribution to all aspects of
environmental preservation. As volunteerism is central to the envi-
ronmental movement, the link with providing holidays has been a
natural one and, while the holidays have retained the element of
voluntarism, the focus of the work of the charities has shifted neces-
sarily as the challenges have changed. Thus, the focus today is
increasingly on providing an organised, fun, learning experience
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directed at ‘hard-core’ or dedicated nature tourists and is charac-
terised by a higher claim to meet ecotourism criteria than the larger
operators.

At the forefront of conservation working holidays in the UK is the
acronymic organisation TOC H, as well as The National Trust 
and The British Trust for Conservation Volunteers (BTCV). Sustrans
(a charity committed to the task of developing a UK-wide cycle
network) also organises weekend projects to help in building the
National Cycle Network, but these take place on a much smaller scale.
The holidays are all similar in that people ‘vacation’ in very basic
conditions yet amidst beautiful surroundings to work extremely hard
completing their project. As none of these organisations operating in
the UK uses the working holidays as a method of raising funds for
their causes, the holidays are inexpensive and the volunteers provide
a vital workforce for the charities.

However, charities operating within the tourism industry are not
confined to working within the UK. Raleigh International is a UK
charity which operates conservation and development working
holidays abroad. Yet, the motivations behind Raleigh are somewhat
different from other charities operating working holidays in the 
UK. Launched formally in 1984 as an international youth develop-
ment organisation, Raleigh focuses on personal growth and sees
conservation and research as a means to achieving this. To date
Raleigh International has taken over 21,500 people from 80 different
nations on 179 expeditions in 36 different countries, including, 
most famously, Prince William on his gap year before university.
Raleigh estimates that the volunteers have contributed nearly 
3.8 million hours of work on the various expeditions, the equivalent
of the complete working lives of more than 40 people. While Raleigh
focuses on young adults (17–25) it is possible to engage in Raleigh
expeditions beyond this age, but all volunteers must pass an assess-
ment weekend in which commitment, motivation and teamwork
skills are tested. Successful volunteers then face a daunting chal-
lenge of raising up to £3000 in sponsorship for their expedition and
thus provide Raleigh’s most important source of funding. Often
working with other charities such as Save the Children Fund (SCF),
World Wide Fund for Nature (WWF) or Surgical Eye Expeditions
(SEE), international projects are also planned, funded and executed
with governmental organisations in each country, commonly the
national parks authority. Raleigh usually operates ten expeditions 
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of visitor impacts will perhaps increase. Therefore, better quality visitor
education and interpretative programmes will be required to educate the
ecotourist and local community.

Similar to other tourist typologies, academics and researchers have
attempted to categorise or profile ecotourists based on their characteris-
tics, such as their demographics, motivations and perceptions, and on the
basis of the setting, experience and group dynamics (Fennell, 1999). Like
general tourists, ecotourists are not one homogeneous group that have
similar characteristics and motivations. There are so called ‘hard’ or ‘soft’
ecotourists who have different values, motivations or reasons for travel
and therefore can seek quite different experiences, activities and settings
to fulfil these motivations. Differentiation can be made based on visitors
being considered either ‘specialists’, ‘experts’ or ‘generalists’ (Boyd &
Butler, 1993 in Wight, 1996; Duffus & Dearden, 1990). ‘Specialists’ or
‘experts’ are generally smaller in number yet high in previous experience
and knowledge concerning particular flora or fauna. Because of their
small numbers they place little pressure on the environment and conduct
themselves with minimal impact. Yet ‘generalists’ are less ambitious,
higher in number, more demanding of facilities and require greater
management and interpretation, according to Duffus and Dearden (1990).
Some authors (Ayala, 1996; Ryan et al., 2000; Weaver, 1999) note the
growing convergence between ecotourism and mass tourism, which
creates substantial challenges for natural area managers and an obvious
need to understand the demands of a changing market place.

Wight (1996) notes the confusion surrounding the characteristics of
ecotourists with differing findings evident from research. A number 
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per year in its attempt to contribute to the development of youth
worldwide.

In addition to the expeditions, Raleigh has added a programme for
‘At-Risk’ young people to help to develop the confidence of those
deemed socially excluded. The programme has received sponsorship
from the Millennium Commission and claims a great deal of success
in using the expeditions to change the lives and outlook of this group
of people. Raleigh also uses its experience in organising develop-
mental expeditions to deliver corporate training events. These
programmes have attracted major UK and international companies
to develop teamwork and the events can be UK-based or conducted
abroad, more in the style of the expeditions.
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Exhibit 2.2

Ecotourism, education and interpretation

By David A. Fennell

The background for our understanding of how education links to
ecotourism may be traced to two rather widely accepted streams:
outdoor education and environmental education. Briefly, there
appears to be general consensus that outdoor education is fashioned
in the outdoors, about the outdoors (outdoor resources/skills or as a
location and a process with the aim of enhancing existing curricula),
and for the outdoors, implying the incorporation of leisure pursuits
and an associated understanding of stewardship and natural
processes (see Ford, 1981). It is not a separate discipline with its own
set of prescribed objectives, but rather a vehicle from which to
examine a number of disciplines including science, social science,
health, recreation, physical education, music and language arts. These
may occur in a range of different settings, including schools, local
parks, museums, historical monuments or other heritage attractions,
provincial/state parks, national parks, wildlife areas, zoos, and so on.
On the other hand, environmental education is focused on the natural
and social sciences, particularly ecology, political science and
economics (Nowak, 1972). The focus on these disciplines is evident
in the following goals and objectives of environmental education as
endorsed at the 1987 UNESCO–UNEP International Congress on
Environmental Education and Training in Moscow (UNESCO–
UNEP, 1988):

Goals:

• To foster clear awareness of, and concern about, economic,
social, political and ecological interdependence in urban and
rural areas.

• To provide every person with opportunities to acquire the
knowledge, values, attitudes, commitment and skills needed to
protect and improve the environment.

• To create new patterns of behaviour of individuals, groups and
society as a whole towards the environment.
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Objectives:

• Awareness. To help social groups and individuals acquire an
awareness of and sensitivity to the total environment and allied
problems.

• Knowledge. To help social groups and individuals gain a variety
of experiences in, and acquire a basic understanding of, the
environment and its associated problems.

• Attitudes. To help social groups and individuals acquire a set of
values and feelings of concern for the environment, and the
motivation for actively participating in environmental improve-
ment and protection.

• Skills. To help social groups and individuals acquire the skills
for identifying and solving environmental problems.

Interpretative programmes and techniques are the mechanisms
used by guides and other service providers for the purpose of trans-
ferring information to ecotourists (Weiler & Ham, 2001). Inter-
pretation and education may thus be differentiated on the basis of
the former acting as a means by which to convey the meaning of
something through explanation or exposition, while the latter is the
knowledge derived from the experience (Knudson et al., 1995). Tilden
(1967) writes that interpretation is an educational activity which aims
to reveal meanings and relationships through the use of original
objects, first-hand experience, and by illustrative media, rather than
simply to communicate factual information. While the factual ‘scien-
tific’ information is essential (e.g. information on botany, animal
behaviour, and so on) to the experience, it is the art form used to
transmit this information that is the catalyst which makes the inter-
pretation event happen. The interpreter may thus rely on music,
imagery, metaphors and various props to communicate the desired
information.

Of concern is the fact that, although there is a natural link between
ecotourism and environmental education, there is decidedly little
research on appropriate methods (Kimmel, 1999). This is echoed by
Orams and Hill (1998) who write that, although there appears to be
widespread support for education programmes to minimise eco-
tourist impacts, little research exists to support such claims. Despite
this fact, various models of interpretation and environmental educa-
tion have emerged in the literature, which have been geared towards
ecotourism. In their research on education to control ecotourists in a

40 Managing Educational Tourism
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wild dolphin feeding programme, Orams and Hill (1998) found that
formal, structured education programmes were successful at curbing
inappropriate behaviour. A model developed by Forestell (1993)
suggests that there are three stages to consider in understanding and
modifying the behaviour of ecotourists:

• a dynamic disequilibrium (pre-contact stage);
• managing cognitive dissonance (contact stage); and
• resolution of cognitive dissonance (post-contact stage).

This model was subsequently modified by Orams (1995b), also in the
context of a marine environment. In other research, Masberg and
Savige (1996) suggest that the interpretative planning process often
does not include mechanisms for ecotourist input in many parks and
protected areas. Their Ecotourist Needs Assessment (ETNA), allows
for the collection and inventory of information from ecotourists, in
addition to the information amassed by planners and advisors, which
may be collectively analysed, synthesised and built into an effective
interpretative plan.

It was not too long ago that education and interpretation
programmes were treated as secondary functions within parks and
protected areas. This was due largely to park funding schemes which
were more centralised and which appeared to be less visitor-manage-
ment oriented, due to shrinking budgets. However, new funding
schemes based on the implementation of ‘user pays’ practices, tiered
pricing systems for locals, international visitors and tourist operators,
for example, recognise that, as a form of revenue, ecotourists have
tremendous potential to pay for many park operating costs. In order
to maximise visitor numbers and visitor experiences, interpretation
and education programmes may thus have a renewed function
within the park. As such, innovative methods and models should
continue to emerge with the intent to support what appears to be a
stronger focus on learning in the travel destinations and experiences
sought by tourists.
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of studies have reported that ecotourists are older than average tourists,
while other studies report that they are younger. Wight (1996) believes
that all age groups are interested in taking an ecotourism vacation, but
that experienced ecotourists are generally older than general consumers.
Yet studies differ with respect to whether ecotourists are in the majority
males or females. This could be partly due to the overlap of ecotourism
experiences with outdoor recreation participation. For instance, Wight
(1996) found that participation varied by activity, with males preferring
cycling and camping while females preferred hiking. In addition, eco-
tourism clients have also tended to be highly educated and of higher than
average incomes (Wight, 1996), although this may change as the market
broadens and ecotourist profiles evolve over time.

Profiling ecotourists or tourists who are interested in combining travel
with learning and education can help in understanding the wants and
needs of ecotourists for suppliers who provide educational tourism prod-
ucts, such as ecotourism and cultural heritage tourism (see for example
Case Study 2.1). Profiling segments of ecotourists and the ratio of
ecotourists to each profile or segment can assist in the product develop-
ment and provision of suitable infrastructure and satisfactory experi-
ences. However, despite the advantages of understanding the ecotourism
market and the lucrative nature of the market, little is known about the
profile of ecotourists (Blamey & Braithwaite, 1997).

A segmentation analysis conducted in Australia on international
ecotourists provided interesting information on the profiles and charac-
teristics of the ecotourist market. A total of three clusters were found and
labelled clusters A (35% of the sample), B (15%) and C (50%). Blamey and
Hatch (1998) noted that the first segment (A) had a general interest in
nature-based tourism, the second segment (B) appeared more interested
in rest and relaxation in a natural setting, while the third segment (C)
were strongly motivated by many aspects of nature-based tourism. The
results from this segmentation exercise of Australian ecotourists are
outlined in Table 2.4.

The table and results illustrate that segment C ecotourists were more
dedicated and after ‘harder’ ecotourism experiences, while segment A
ecotourists were more interested in undertaking novelty and learning
experiences. Segment B were more interested in escaping their environ-
ment and in rest and relaxation within a natural setting. Segment Cs 
were young, participating in a greater number of tours for educational
purposes but for a shorter period of time than other segments. They
undertook more activities than other segments and the main determinants
of their satisfaction were related to minimisation of tourism impacts and
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small tour numbers (Blamey & Hatch, 1998). Segment As were more likely
to be female and middle-aged and undertook the least number of trips
but more activities than segment Bs. However, their satisfaction deter-
minants were centred around the quality of the site, the amount of time
spent at the site and the helpfulness of staff. Segment Bs were also more
likely to be female and undertook a reasonable number and duration of
trips during their holidays, but, perhaps because of their motivations for
rest and relaxation, they undertook fewer activities. This kind of research
can assist the ecotourism industry in developing educational components
and interpretation to meet the needs of ‘harder’ or ‘softer’ ecotourists who
may have different education and learning requirements.

Cultural heritage tourism definitions and market characteristics

Cultural heritage is culture that is valued by society and therefore trans-
mitted from one generation to another. Often cultural heritage involves
the packaging of the past for consumption by individuals (locals, tourists)
so that they might become aware and learn to appreciate human history.
Tourism has been identified as being able to assist the funding, preser-
vation and regeneration of cultural heritage. In some instances tourists
directly contribute to the preservation of cultural heritage, through visitor
entry fees or donations at cultural sites such as historic properties and
cathedrals. Heritage tourism has been viewed as ‘tourism centred on what
we have inherited, which can mean anything from historic buildings, to
art works, to beautiful scenery’ (Yale, 1991 in Garrod & Fyall, 2000: 683).

The World Tourism Organization (1993: viii) states that cultural tourism
is ‘small, well-managed, educational and frequently upmarket tourism 
. . . involving music, the arts and ethnic exchange’. Cultural heritage sites’
and museums’ roles are to collect, conserve and protect cultural objects/
artefacts and to display them for scholarship, education and/or pleasure
(Law, 1993). The ability of tourism to conserve and educate through herit-
age is well known, yet many heritage managers do not even consider
themselves to be in the ‘tourism business’ (Croft, 1994 in Garrod & Fyall,
2000). The role of education and learning is of fundamental importance to
the delivery and experience related to cultural heritage tourism. The
increasing desire to preserve culture and present it for locals and visitors
to learn and enjoy has led to the increased provision of cultural heritage
product; however some studies note that tourists may not be so interested
in learning or in educational experiences at cultural heritage attractions,
despite the claims from some heritage managers.

‘Museums will stand or fall not only by their competence to care for
collections but also by their ability to care for people . . . they will need
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to be market-orientated if they are to survive’ (Cossons, 1995 in Middleton
& Clarke, 2001: 348). Understanding this market involves research to iden-
tify the profile of visitors and interpret their needs and desires. The
consumption of heritage is closely associated with certain social groups
and in particular the ‘new middle class’ (Richards, 1996). Merriman (1991
in Richards, 1996) showed that frequent museum visitors in the United
Kingdom predominately come from higher-status groups and tend to be
well educated. Despite the problems with using social class to segment
tourists, the propensity to visit heritage and cultural attractions appears
to be dictated to some extent by social class. Nearly two-thirds of ABs
visit cultural/heritage sites compared with 48% of C1s, 30% of C2Ds and
20% of Es (Sogno-Lalloz, 2000: A34). Museums are often visited by those
who can understand their content and the cultural aspects that are within
them are perhaps a direct reflection of class divisions. Research discussed
by Richards (1996: 270) indicates that the socio-economic profile of visitors
to museums and other heritage attractions has hardly changed in the last
30 years, but demand has grown due to a growing ‘new middle class’
with high levels of education and income.

Research in Europe indicates that cultural heritage visitors are highly
educated with 80% gaining some form of tertiary education and almost
a quarter with some form of postgraduate qualification (Richards, 1996).
In addition, market research on over 7000 visitors to London museums
and galleries notes that a large majority of regular visitors hold post-
graduate qualifications while only a minority of those without formal
education go to these places (Songo-Lalloz, 2000). Furthermore, Songo-
Lalloz (2000) notes that those who have degrees from lower socio-
economic groups and those who use technology regularly are more likely
to visit museums and galleries, suggesting that an attitude toward learning
and a readiness to learn are more important than social class and educa-
tional characteristics in determining who visits such sites. With regard to
age, research in London has shown that visitors to museums and galleries
are more likely to be middle aged (Songo-Lalloz, 2000). Also, museums
tend to attract more men, who are first-time or low-frequency visitors
either visiting alone or with an adult-only party, while galleries attract
more women, who are younger and from higher social classes and tend
to visit alone (Songo-Lalloz, 2000).

Using data from a European survey Bonink and Richards (1992) iden-
tified tourists who had travelled specifically to visit particular cultural
attractions and who stated that the attraction was either an ‘important’
or a ‘very important’ motivating factor for their destination choice. 
They also identified 9% of all tourists as ‘specific cultural tourists’,
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corresponding to the ‘specific cultural tourists’ noted by an Irish Tourist
Board (1988) study and the ‘culturally motivated tourists’ identified by
Bywater (1993b) who comprise about 5% of the market. This market was
found by Bonink and Richards (1992) to contain more frequent consumers
of cultural heritage attractions and also had a higher level of total tourism
consumption with nearly twice as many short breaks undertaken in the
12 months prior to surveying. This small sub-segment of ‘specific cultural
tourists’ is perhaps illustrated in the case of the newly opened and very
successful Tate Modern Art Gallery in London. From a total of 5.25 million
visitors, making it now the world’s top gallery for modern art, only
100,000 (perhaps specifically motivated) actually paid to see the first
major international exhibition, ‘Century Cities’ (Kennedy, 2001).

High levels of consumption of cultural heritage at home are also more
likely to lead to high levels of culture consumed on holiday, according to
Richards (1996) and Hughes (1987). The connection between home and
holiday motives can be further explained by examining the employment
patterns of cultural tourists. Employment patterns of European cultural
tourists illustrate that 22% were employed in heritage, performing arts or
visual arts compared to 13% of ‘general cultural tourists’ and 29% of
‘specific cultural tourists’. Furthermore, a clear link was discovered
between the employment sector and respondents’ cultural tourism
consumption patterns. As Richards (1996: 272) notes:

those working in ‘heritage’ were more likely than other respondents
to visit museums and heritage centres while on holiday, and employ-
ment in the visual or performing arts was also correlated with a higher
level of visits to visual or performing arts attractions on holiday.

Other findings from the study on the segments of cultural tourists in
Europe discovered that many of the ‘specific cultural tourists’ are
younger, more likely to be self-employed and in possession of a high level
of cultural capital and knowledge related to their employment in the
cultural industries (Richards, 1996).

The provision of ecotourism product

As discussed earlier in this section, the type of ecotourism product
differs depending on who is defining ecotourism, what ecotourists desire
and what is provided to ecotourists to consume. For instance, in Kenya
and Costa Rica, two destinations where the natural environment is an
important part of the tourist product, Weaver (1999) notes that the
majority of ecotourism in these two countries is undertaken by ‘passive’
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ecotourists. Ecotourism product may include, according to Swarbrooke
and Horner (1999: 233):

• wildlife safaris in East Africa;
• journeys up the rivers of Borneo to see native villages;
• visits to endangered rain forests;
• natural history walking holidays in the mountains of Europe;
• outback trips in Australia; and
• whale-watching holidays to New England or New Zealand.

The type of product offered differs depending on the characteristics of
those tourists who demand different types of ecotourism experiences,
whether they are single-day excursions to a national park or two-month
journeys through the Amazon rainforest. Some may be working holidays
organised by conservation charities (such as The British Trust for
Conservation Volunteers, discussed previously), while other holidays
may include more luxury (such as the ecolodge experience in Case Study
2.1). As some authors note there are many niche markets within
ecotourism itself and the market is not homogeneous (Page & Dowling,
2002; Wight, 2001).

As a result of the search for exotic locations and the improvement in
transport and communication, tourists are increasingly searching out new
tourist destinations. Subsequently, ecotourism experiences have broad-
ened from Western countries to include less developed countries such as
Costa Rica, Belize and Kenya, which now rely heavily on ecotourism for
their growth and development. Furthermore, research and writing has
focused on ecotourism in the developing world (see for instance Cater,
1994; Weaver, 1998, 1999). Weaver (1999) notes, in examining Eagles’ and
Cascagnette’s (1995 in Weaver, 1999) case study work, that a total of 62%
of case studies involved less developed countries, indicating increased
academic and industry interest in ecotourism in the developing world.
This is perhaps not surprising considering that many ecotourists travel
from developed countries to less developed countries (Cater, 1993), yet
questions remain concerning the impacts and local benefits.

The variety of ecotourism product has expanded considerably over the
last decade, with some authors noting that some ecotourism operators are
experiencing business problems as competition intensifies in order to take
advantage of the greening of the tourism marketplace (Hall, 1998; Lew,
1998). Some operators at the passive end of the ecotourism definition are
using ecotourism as a selling tool and are perhaps more concerned with
sustaining profits than the environment, creating commercial and image
problems for more ‘active’ ecotourism operators.
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Types of ecotourism product differ depending on the country visited
and the motivations and type of ecotourist. However, ecotourism activi-
ties such as wildlife observing, trekking and hiking appear popular in
some destinations as do participating in local culture and jungle excur-
sions (see Jenner & Smith, 1992). Furthermore, many ecotourists do not
participate in an ecotourism vacation provided by a tour operator as 
they may be independent travellers seeking ecotourism experiences
(Wight, 1996). This illustrates the diversity of the ecotourism sector and
that ecotourist demand for educational experiences can vary. Issues asso-
ciated with the provision of ecotourism product include the importance
of interpretation for educational tourists and managing the growth and
proliferation of ecotourism experiences.

Interpretation
It is obvious, as Fennell noted earlier in Exhibit 2.2, that, although there

is a natural link between ecotourism and environmental education, there
is little research on appropriate methods of interpretation and little
research on how it can help minimise ecotourist impacts. This could be
in part due to the debate about whose role and responsibility it is to
educate tourists (Weiler, 1993 in Turner et al., 2000). Interpretation is
essentially an educational activity of transferring information to visitors
to natural and cultural sites. As noted earlier in the case of Australian
ecotourists, although education and learning were less important than
other motivational factors, 69% of visitors rated them as important or very
important (Blamey & Hatch, 1998). Additional questions were asked of
these individuals and Table 2.5 outlines their responses.

The research illustrated that being provided with information or
learning about the natural environment and the geological or even histor-
ical context of the natural environment was important for Australian
ecotourists. The provision of interpretation and the development of suit-
able programmes or packages to offer ecotourists are therefore critical.
The Canadian Tourism Commission (CTC, 2001) notes that successful
educational tourism experiences should be high quality, authentic, experi-
ential and have interactive learning activities. A total of 86% of learning
travel providers in Canada report that educational programming is part
of the core experience (CTC, 2001: 35). In examining the educational
component of non-profit organisations and tour operators in Canada the
CTC discovered that tour operators are offering more experiential
learning and research experiences. A total of 46% of tour operators offer
experiential components to their products compared to 30% of non-profit
organisations, while 25% provide research experiences compared to 5%
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of non-profit organisations. However, in the case of Canadian educational
tourism providers, the lecture still dominates as the most-used method
of passing information to educational tourists, with 66% of tour opera-
tors and 63% of non-profit organisations favouring this method of
delivery (CTC, 2001: 36–7).

This illustrates the importance of the tour guide or specialist lecturer
in providing a quality educational ecotourist experience. Yet despite this,
the role of the tour leader or tour guide in providing interpretation for
learning has not been thoroughly examined (Weiler & Davis, 1993), par-
ticularly in the field of ecotourism. Weiler and Davis (1993) note that the
tour guide plays a host of different yet complementary roles to provide
a quality experience for tourists. In using Cohen’s (1985) model on the
role of tour guides, Weiler and Davis (1993: 97) note that tour guides act
as:

• tour managers: organising and entertaining the tour group;
• experience managers: acting as group leaders but also teachers;
• resource managers: who attempt to motivate tourists to modify their

behaviour and impacts onsite but also promote environmental
values and facilitate longer-term change.
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Learning experience A B C D
Seeing and observing animals, 76 21 3 <1plants and landscapes
Being provided with 

40 44 9 3information about biology or
ecology of species/region
Being provided with 

38 32 18 4information about the geology
or landscapes of the area
Learning about the cultural 

40 34 10 9and/or historical aspects 
of the area

Note: A = Very important, B = Important, C = Neither important nor unimpor-
tant; D = Unimportant.
Source: Adapted after Blamey and Hatch (1998: 47)

Table 2.5 Importance of various learning experiences for Australian
international ecotourists (%)



Dowling and Field (1999 in Page & Dowling, 2002: 238) note that guides’
principle characteristics can be viewed as the 4 ‘E’s:

• Education or knowledge both of the product and the surrounding
region.

• Environmental awareness of the natural, cultural and heritage envi-
ronments.

• An Ethical approach which fosters integrity and honesty.
• Enthusiasm, which can make the difference between an ‘average’

and an ‘excellent’ tour guide.

Adequate skills and knowledge are needed by ecotourism guides if they
are to provide a quality tourist experience. As discussed earlier, in the
case of Australian ecotourists, for some the helpfulness of staff was a key
determinant of satisfaction, while for others the ability of staff to minimise
the impacts of tourism and provide small tour groups was critical for
satisfaction. The education and training of tour guides and leaders is
therefore vital.

General tour guide training and environmental education is available
through a range of university qualifications at the degree, diploma and cer-
tificate level. However, in response to the growing ecotourism market and
industry, organisations have developed specific ecotourism training pro-
grammes which include tour guide training. Furthermore, many organisa-
tions are implementing voluntary accreditation programmes for the
ecotourism industry to raise standards and improve the quality of the expe-
rience for ecotourists. For instance, the International Ecotourism Society
established in 1991 provides short courses and training for ecotourism pro-
fessionals and businesses which often includes guiding instruction. The
Ecotourism Association of Australia (2002) provides an EcoGuide certifi-
cation, not to train guides however but to assess guides’ skills, knowledge,
attitude and actions. The EcoGuide Program complements and supports
the Nature and Ecotourism Accreditation Program (NEAP), which accred-
its nature tourism and ecotourism product in Australia.

According to the Ecotourism Association of Australia (2002) EcoGuide
certification provides a number of benefits to a wide range of stake-
holders:

• Certified guides gain the advantage of an industry qualification and
a pathway to nationally recognised formal qualifications that will
provide a defined competitive edge.

• Operators gain a simple method of recognising quality guides, a
benchmark to use for training purposes and greater product appeal
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through employing and promoting the use of bona fide nature and
ecotour guides.

• Both guides and operators gain an opportunity to promote guiding
services as genuine nature tourism or ecotourism, providing a
competitive edge for these niche markets.

• Visitors gain a guarantee of guides who are committed to providing
quality nature tourism and ecotourism experiences in a safe, cultur-
ally sensitive and environmentally sustainable manner.

• Environmental benefits flow from improved guiding practices that
lead to fewer negative environmental and cultural impacts.

• Training providers gain a benchmark of best practice nature and
ecotour guiding.

• A potential advantage for protected area managers is the ability to
identify operators who employ staff with appropriate training and
qualifications when reviewing permit applications in sensitive areas.

As ecotourism experiences continue to increase, an awareness of the
needs of ecotourists, especially concerning information and learning
needs will ensure the development of more effective programming and
interpretation by ecotourism providers.

Managing growth
With an increase in demand for ‘active’ vacations and a growing

interest in the environment, health and fitness comes increasing pressure
on natural resources by tourists and recreationalists alike. There are a
number of methods which can be used to manage the educational tourism
experience so that the resource is protected and visitor experiences are
not compromised. One of the options to limit the impacts of tourism upon
the natural and cultural resource base is through manipulating visitor
flows through the zoning of sites suitable for tourist visitation and impact.
Many national parks and marine reserves limit visitor numbers or direct
visitors to other more resilient or resistant parts of the national park or
reserve.

This approach to visitor management takes into consideration the
nature of the resource as well as the likely needs of visitors regarding
facilities and infrastructure. However, visitor management strategies at
heritage attractions are increasingly being revised as past strategies
appear not to be able to cope with either the increased numbers or the
increased demands for positive experiences being placed on such sites,
according to Hall and McArthur (1998). This is illustrated by the example
of the Galapagos Islands, which are struggling to balance the demands
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Exhibit 2.3

Tourism and the environment in conflict? Ecotourism in
the Galapagos Islands

By Brent Ritchie

The Galapagos Islands are located 1,100 kilometres west of Ecuador
off the South American coast. They have unique flora and fauna 
that have been the object of interest and scientific study for many
individuals including Charles Darwin who published On the 
Origin of Species by Means of Natural Selection in 1859. Fauna that 
live on the Galapagos Islands include marine and land iguanas,
tortoises, birds such as flightless cormorants, penguins, blue, red and
masked boobies, hawks and finches. The Islands are also used as
nesting sites by the waved albatross, frigate bird, tropic bird and the
sea turtle.

After gradual colonialisation by farmers from 1846 to 1934, the
islands’ unique flora and fauna led in 1959 to the islands being desig-
nated a National Park by the Ecuadorian government. By 1969
mainstream tourism arrived with the introduction of the first cruise
ship visit to the islands, and infrastructure such as roads and cruise
landing stages were subsequently created to cater for tourists. Very
early on the Ecuadorian government realised that the Galapagos
National Park needed a strategy to deal with the increasing numbers
of tourists travelling to the islands. In 1973 a team of Ecuadorians
and international experts developed the first master plan for the
islands which was published in 1974 with the aim of allowing the
people of the Galapagos to live in harmony with the environment
and to control the level and nature of tourist activity. Part of this
included the zoning of activities using a physical/spatial planning
approach toward economic activities including fishing and tourism.
A number of zones are used to balance the use of the islands with
protection of the unique resources, including:

• intensive use zones (25 areas where 90 people could disembark
daily);

• extensive use zones (about 16 less interesting sites where 12
people are allowed daily);

• primitive use zones (where a special permit is needed to visit);
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• scientific zones (which are visited only for scientific research
and by scientific personnel); and

• special use zones (which are located next to colonised areas and
can be used by residents although use is controlled).

From the master plan visitor numbers to the Galapagos were
restricted to four or five groups of 20 people per day accompanied
by a qualified National Park guide or a total of 12,000 visitors per
annum. In 1976 Budowski, the then head of IUCN (International
Union for Conservation of Nature and Natural Resources) described
the Galapagos Islands as an example of how conservation and
tourism could work together in a ‘symbiotic’ relationship, with edu-
cation and learning a key foundation of this relationship. However,
this restriction of visitor numbers was exceeded in 1978, the same
year in which UNESCO proclaimed the islands as a ‘patrimony of
harmony’.

In 1981 another master plan to 1985 proposed a limit of 25,000
visitors per annum which was not exceeded until 1986, very soon
after a new master plan, initiated in 1985, increased permitted visitor
numbers to 50,000. This limit was again exceeded in 1993 due to
improved access to the islands through increased flights from the
mainland, cruise ship traffic and ferry transportation, and in 1996
when UNESCO gave the islands Biological Reserve Status as a 
World Heritage Site visitor numbers were approaching 60,000 per
annum. These official statistics have been questioned by the World
Wide Fund for Nature, who believe that, in 1986 alone, real visitor
numbers were double the 25,000 estimates of the Ecuadorian govern-
ment at 50,000 visitors per annum (in Jenner & Smith, 1992). As well
as this Nolan and Nolan (1997 in Weaver, 2000: 111) note that most
visitors to the islands are passive or ‘soft’ ecotourists with many
combining an excursion to the Galapagos with sunbathing and
shopping.

Along with the increase in visitors since the 1960s there has been
a growth in settlement of the islands which has increased the resi-
dent population in search of employment opportunities from 5000 in
1985 to 20,000 in 1995 (see Plate 2.1). Settlers have been involved in
a variety of jobs including farming, fishing and the tourist trade.
However, conflicts of interest, a lack of tangible employment oppor-
tunities and poor pay have generated social problems for settlers and
the Ecuadorian government. The government has found itself in a 
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difficult position, where on one hand it wants to protect the natural
environment that attracts tourists, but on the other hand needs to
create economic development and employment opportunities for
local migrants. The increasing pressure and demands from tourists
as well as settlers have led to the environmental carrying capacity of
some parts of the island being exceeded. Negative impacts such as
disturbance to bird life during nesting, erosion, damage to coral and
rubbish disposal (see Jenner & Smith, 1992; Weaver, 2000), as well as
the difficulty in policing such a large area of the National Park,
provide evidence that the environmental carrying capacity has been
reached. Similarly, De Groot (1983) and Kenchington (1989) in Fennell
(1999: 122) noted that this carrying capacity had been reached in
particular because:

• patrol boats do not always control numbers on the island effec-
tively;

Plate 2.1 Migrant housing in the Galapagos Islands. The migration
of Ecuadorians to the Galapagos Islands and their pressure on the
natural environment is posing challenges for the government
Source: P. Cowles



of visitors and local residents with protection of the natural resource base
(see Exhibit 2.3). Some commentators believe that the problems many
natural area managers face are due to funding cuts in ecotourism loca-
tions, resulting in low re-investment of profits to protect the area against
negative environmental impacts. As Weaver (1999: 806) explains, ‘there
is an agreement that many of the problems identified in the protected
areas of Costa Rica and Kenya have their origins in a legacy of chronic
underfunding’. This underfunding has limited the budget given to
protected area managers and exacerbated their reliance on visitor income
and revenue, with an increasing number of visitor entry fees and higher
charges imposed by park managers.

If management is not suitable, this can lead to reduction in visitor satis-
faction and even the possible destruction of natural resources such as
wildlife and vegetation. If this occurs then ecotourism as a tool for nature
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• the official limit of 90 tourists on an island at one time is often
overlooked; and

• the number of tourists is still increasing as total visitation has
not been controlled as it should be.

In 1999 UNESCO stated that the heritage status of the islands was
in jeopardy due to the environmental problems experienced, and that
heritage status could be revoked. The Galapagos Islands are at a key
stage in balancing the protection of the unique flora and fauna with
increasing tourist and settler pressures. Budowski may be disap-
pointed that the islands, which were once an example of the
symbiotic relationship between conservation and tourism, are now a
potential example of tourism and conservation in conflict. Although
initiatives have been undertaken to slow the negative direct and indi-
rect impact of tourists, such as the 1998 Special Galapagos Law to
restrict settlement and the introduction of a National Park fee for
tourists, it is too soon to judge the effects of these ‘reactive’ initia-
tives. The future management strategies that the government imple-
ments in the coming years will be important not only for the protec-
tion of the islands, but also the future sustainability of the local tourist
industry.
Note: For a more detailed investigation of tourism in the Galapagos Islands
see Weaver (2000).
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conservation has not worked. However, the implementation of stringent
management techniques and tools (such as pricing, ‘user pays’ and the
development of boardwalks) is required in order to protect the resource
and the integrity of the educational tourism experience. Nonetheless, the
growing interest in the environment by tourists and the growth of more
‘passive’ ecotourism experiences provide a distinct challenge to natural
area managers in the future.

The provision of cultural heritage tourism product

The cultural heritage product consists of many different forms of attrac-
tions, ranging from tangible products (such as buildings), to intangible
products (such as folklore, customs and traditions). Some authors such
as McCannell (1976, 1993 in Richards, 1996) believe that all tourism is a
cultural experience. Cultural heritage plays a major part in the tourism
industry worldwide and the importance of cultural heritage to the
tourism industry has increased as tourists search for postmodern tourist
experiences, subsequently increasing the demand for cultural attractions.
In Europe Richards (1996) reports research illustrating a 100% increase in
heritage visits in Europe between 1970 and 1991. However, within this
100% increase variation occurs, demonstrating that countries such as the
United Kingdom experienced a 200% increase over this period while
Italy’s was only 18% due largely to a lack of heritage management exper-
tise. Richards (1996) also notes a move away from the ‘high arts’ such as
the theatre and ballet toward general heritage attraction attendance at
museums and galleries. Between 1988 and 1992 approximately 700 new
attractions opened in the United Kingdom to cater for this growing
demand, including heritage centres, museums and industrial heritage
attractions (Swarbrooke, 1995). Furthermore, over half the 5552 officially
recognised attractions in the United Kingdom in 1992 were historic build-
ings or museums (Swarbrooke, 1995).

As Olding (2000) notes, in the United Kingdom alone historic proper-
ties attracted 79 million visits in 1999, of which 33% were undertaken by
overseas visitors. Museums and galleries attracted a further 77 million
visits, of which 23% were made by foreign origin tourists. This rapid
growth and importance of cultural heritage tourism product is not limited
to the United Kingdom. In the USA since the 1960s a new museum has
opened ever 3.3 days, so that by the 1980s there were 6000 museums and
in 1992 more than 8000 museums open in the USA (see Law, 1993). Some
of these museums in both Europe and the USA are becoming increasingly
specialised (such as the Sex Museum in Amsterdam and the Design
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Museum in London), with some even displaying ‘heritage’ as recent as
the 1960s (Urry, 1990). This increased supply coupled with specialisation
has led to some criticism over the rapid expansion of new museums, with
the Director of the Dutch Museums Association suggesting in 1993 that
criteria should be developed to stop the setting up of ‘silly museums’ and
‘ego-tripping collectors’ (in Richards, 1996: 274). This highlights the issues
of what exactly constitutes cultural heritage, how it should be preserved
and presented for consumption, and to what degree it should provide
education or entertainment for visitors.

Furthermore, as noted by several authors (Olding, 2000; Richards, 1996;
Silberberg, 1995; Swarbrooke, 1995), there are concerns that the supply of
cultural heritage attractions are outstripping current demand, with visits
to heritage attractions slowing in the 1990s, providing major challenges
for cultural heritage managers. Richards (2001) notes that the underlying
assumption of much of the writing is that an increased interest in heritage
has led to increased demand for heritage attractions. However, he notes
in earlier work that the almost parallel growth of consumption and
production experienced in the 1970s slowed in the late 1980s when the
increase in new heritage attractions outstripped the growth in heritage
visits (Richards, 1996). Interestingly, Schouten (1995) points out that the
number of visitors to museums has not increased, but the number of visits
has, with visitors increasing the number of their visits over time.

Richards (2001) believes that the growth rate of heritage attraction atten-
dance is related to the growth rate of international tourism in Europe,
while other authors note a decline in museum visitation in England and
historic house visitation in south-east England (see Markwell et al., 1997;
Middleton and Clarke, 1998). Part of this rapid growth in cultural heritage
tourism is also due to an increase in heritage funding through lottery
grants in the USA and United Kingdom. However, there has been a move
away from expanding the available product in some areas toward improv-
ing the quality of current product. As Olding (2000: A9) comments regard-
ing the Heritage Lottery Fund in the United Kingdom:

The Fund has consistently taken a cautious approach to giving grants
to new heritage attractions for their own sake: it is a very low priority,
for example, to support a new museum. The intention has been 
to deliver change primarily through underpinning the infrastructure 
. . . thereby safeguarding the quality of heritage assets rather than
adding significantly to the quantity.

Moreover, cultural heritage providers such as museums and galleries
are not only competing against themselves but also against many other
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leisure options and indirect competitors, suggesting that cultural heritage
attractions need to understand their market, their needs and preferences
and provide a quality and satisfying visitor experience. As Sogno-Lalloz
(2000) notes, the number and quality of leisure offerings are increasing
making it even more difficult for museums and galleries to capture a 
share of the market. This is particularly challenging considering that the
growth in cultural heritage product may be outstripping current demand
patterns.

Three major management implications facing cultural heritage
managers are:

• educating visitors through entertainment;
• commodification of cultural heritage; and
• use of interpretation to improve learning amongst visitors.

Entertainment or education?
Garrod and Fyall (2000), in a Delphi study of a panel of owners and

managers of heritage in the United Kingdom, discovered that education
was the third highest goal of attractions after conservation and accessi-
bility and was rated higher than both relevance and recreation. As Garrod
and Fyall (2000: 693) note:

While the panel recognized that education is more effective if it can
be made entertaining, the panel still considered it more important 
to educate users than to offer them an entertaining recreational
experience.

Yet is this what visitors desire and how might this potential conflict
between heritage managers and visitors be resolved? Heritage managers
are often faced with a dilemma of balancing satisfaction for the majority
of general visitors who may desire a recreational experience, with
pleasing a smaller proportion of visitors who are after a more intense
educational experience that may be more aligned to the views of heritage
managers.

Furthermore, museums and galleries often attempt to broaden their
audience by expanding their educational charters to maintain a market
share of visitors as competition increases. Museums such as the Natural
History Museum of London and the Canadian Museum of Civilisation
have been accused of ‘dumbing down’ and treating visitors as less intel-
ligent than they are, thus Disneyfying the museum experience (in Griffin
et al., 2000). Some museums and galleries are utilising technology to
provide an enjoyable, memorable and educational experience for their
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Exhibit 2.4

Education or entertainment? The case of the Museum
of New Zealand, Te Papa Tongarewa

By Brent Ritchie

Te Papa is located on the Wellington waterfront and has a vision to
provide New Zealanders with exciting ways to explore and reflect on
their cultural identity and natural heritage. One major aspect of 
its mandate is to attempt to increase and broaden the traditional
museum audience. This is quite different to the museums of the past,
who, according to Schouten (1995), loath catering to the general
public. This vision and the way it has been implemented through the
museum’s display and interpretation of visual arts have been the
source for debate and even criticism. However, despite this, visitors
have supported the museum, with visitor numbers exceeding the
Ernst and Young estimate of 723,000 visitors for the first year of oper-
ation within just three months. During their first year a total of two
million visitors had participated in Te Papa, with 35% of New
Zealanders having visited the museum to date (Te Papa, 2001).
Although 39% of visitors were from the Wellington area, a total of
41% were from outside this area and 18% of visitors were inter-
national in origin.

Extensive visitor research has been undertaken both prior to and
throughout the museum opening, and a close working relationship
has been established between the indigenous Maori population and
museum management. A total of 93% of visitors have rated their
experience as good to excellent and 37% of visitors surveyed were on
a repeat visit with 76% of visitors stating that they would revisit the
museum in the next 12 months. This repeat visitation is particularly
surprising compared to other cultural heritage attractions and is
perhaps testimony to the popularity of the museum with the New
Zealand public and visitors alike. Themed attractions of a highly
experiential nature have been developed, based on audience research
to allow for the layering of interpretation. Te Papa won the ‘Most
Successful Project Implementation Award’ and the supreme award
of ‘Overall Excellence in the Use of Information Technology’ at the
Computerworld Excellence Awards in 1999. The awards recognised
both the contributions that Te Papa’s information technology has
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made to the overall visitor experience and the professional imple-
mentation of Te Papa’s many technology-related projects. The previ-
ous year, Te Papa won the Gold Medal in the prestigious
International Multi Media Awards in New York for its interactive
computer database Te Papa OnScreen, which provides additional
information on art exhibits and is anticipated to become a powerful
and important interpretation tool in the future (Griffin et al., 2000).

However, this success has not been without its fair share of criti-
cism, which began before the museum opened. Due to the ongoing
criticism and debate surrounding the museum the New Zealand
Ministry for Culture and Heritage initiated an independent review.
Griffin et al. (2000: 20) in their review note the problems in develop-
ing a museum that attempts to attract and stimulate a broad audience,
and note that ‘while designed to meet the expectations of multiple
target audiences, some museum exhibitions were described to the
Review Team as lacking in clarity of intent or not having sufficient
regard for the layering of interpretative material’. In particular, criti-
cism was levelled at some exhibitions as being ‘too descriptive’ and
not challenging scientific assumptions, with a need for more ‘depth
of material’. In particular, art exhibits and information on the art-
works are limited, with some critics suggesting that they leave the
viewer uninformed and that ‘audiences are intelligent enough to
deserve more information than is provided’ (Griffin et al., 2000: 33).
In particular, the exhibition ‘Parade’ has had extensive criticism over
a lack of information, inadequate storyline and appropriateness of art
and design objects (Griffin et al., 2000). Griffin et al. (2000: 48) note that:

Te Papa has been criticised heavily, particularly in the media, for
being too simple, presenting text and other interpretation that is
unchallenging . . . most stridently, it has been criticised particu-
larly by some scholars for ‘dumbing down’, for being like a
Disney-style theme park.

These criticisms illustrate the difficulties of balancing an ambitious
desire to expand the audience for museums and other cultural
heritage attractions while still satisfying ‘serious educational users’.
Problems exist in developing a mixture of interpretation that satis-
fies the generalist/populist audience and the art-interested audience.
This will become even more difficult as museums and cultural attrac-
tions attempt to broaden their appeal and relevance to the public in
the future to maintain public funding, justify their existence and
expand their educational mandate.
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visitors, which has generated substantial debate and even criticism in
some instances. One example which has faced both criticisms is the
Museum of New Zealand, Te Papa Tongarewa, which opened in 1998 in
Wellington (see Exhibit 2.4). Te Papa is dealing with issues directly related
to the broadening of their audience and the use of experiential interpre-
tation, including technology.

Commodification or authenticity?
In recent years there has been growing concern expressed about the

commodification of culture. Tourism in particular has been identified as
a major force here (Richards, 1996: 265) and the commodification of
culture has been deplored by some as being shaped to meet political and
economic rather than cultural ends (Hewison, 1987 in Richards, 1996).
However, others believe that some cultural product developed for tourists
may be accepted as authentic by both tourists and the suppliers of that
product, and that tourism is the ideal arena to explore culture (see Cohen,
1988; McCannell, 1976). This is an issue that many cultural heritage
managers face and it can be seen in the management of former Nazi
concentration camps in Germany. The former concentration camps were
memorials to soldiers and relatives of the deceased, but as time has passed
they are increasingly becoming commodified for tourism purposes, in
part due to the changing demographics and needs of visitors (see Case
Study 2.2). These changes, coupled with the need for memorials to
develop their own revenue streams due to variability in funding, have
led to the development of visitor facilities at many memorial sites. As the
case study notes, this is providing a substantial challenge to the managers
of this particular cultural heritage product.

Interpretation and mindfulness
Similar to interpretation in ecotourism or nature-based tourism, inter-

pretation within the cultural or built heritage field has similar goals to
enhance the visitor experience, support conservation and also to encour-
age appropriate visitor behaviour (Hall & McArthur, 1998). As Moscardo
(1996: 378) notes, ‘interpretation can play a critical role in sustainable
tourism by educating tourists about the nature of the host region and
culture, informing them of the consequences of their actions, enhancing
their experience and encouraging them to engage in sustainable behav-
iours’. Learning and education are key concepts related to any form of
interpretation.

Moscardo (1996) discusses the concepts of mindfulness and mindless-
ness and how the combination of visitor factors (such as motivations and
desires) and setting factors (such as the packaging and display of heritage)
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can combine to create a cognitive state which can produce either mindful
or mindless responses (see Figure 2.2). A mindless or a mindful cognitive
state will impact upon the level of learning for the visitor, the overall satis-
faction level and understanding of the material presented.

Mindlessness is said to exist because of routine or boredom due to the
construction and design of repetitive or traditional exhibits in heritage
settings. A lack of sensory media, lack of interactive exhibits and limited
guidance or interpretation may all create a situation of mindlessness for
visitors and hinder their overall satisfaction levels. However, the provi-
sion of the opposite is said perhaps to lead to an aroused state of
mindfulness where individuals have control over their own learning and
will gain more understanding of the heritage presented (Moscardo, 1996).
Nevertheless, Moscardo (1996) notes that the level and nature of infor-
mation and interpretation provided may also affect the process, with too
much information providing an overload and reduced cognitive perform-
ance, and while too little information inducing mindlessness as routine
and boredom set in. The effectiveness of mindfulness is also determined
by the effectiveness of guides, which was discussed earlier as being 
an important tool for educational tourism in the ecotourism sector.
Nevertheless, Moscardo (1996) also notes that visitor interest and moti-
vation may also induce either a mindful or mindless experience,
regardless of the setting factors.

Ecotourism and cultural heritage tourism impacts

Although ecotourism has been defined as a potentially low-impact form
of tourism, it is not without impact and can generate significant negative
outcomes, as well as positive benefits, without appropriate management.
Many definitions of ecotourism stress the need for ecotourism to preserve
and even protect the environment (see Brause, 1992; Farrell & Runyan,
1991). The preceding section concerning the definition of ecotourism has
already discussed the different ways that ecotourism has been perceived
and the controversy that surrounds the use of the term. Moreover, the
general nature of tourism as a seasonal activity and the concentration of
tourism and ecotourism at key times and locations may increase the
potential negative impacts of ecotourism. Impacts can be economic, socio-
cultural and environmental and can be a combination of the positive 
and the negative. As Exhibit 2.5 illustrates with regard to the Eden Project
in England, educational tourism attractions not only can have an im-
pact on the economy of a region but also can provide personal benefits
to individual visitors and the local or national community.
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Exhibit 2.5

The Eden Project

By Clare Weeden

The Eden Project is a visitor attraction in Cornwall, southwest
England, which first opened in March 2001. It is located in a former
china clay pit, near St Austell, over 34 acres, and showcases plants
from all over the world, which are housed in two ‘biomes’ – the
biggest conservatories in the world. These biomes, the largest of
which is 240 metres long, 55 metres high and 110 metres wide, house
plants from the world’s humid tropics, and from the temperate plains
of the Mediterranean, southern Africa and southwest USA.

With the Millennium Commission funding half of the £80 million
development costs, partnerships were forged with local organisa-
tions, including South West of England Regeneration Agency, South
West Water and developer McAlpine. However, the bulk of funding
came from the EU Regional Development Fund and English
Partnerships (the government’s regeneration agency) along with an
£18m bank loan from Royal Bank of Scotland and NatWest Bank. The
Project deliberately pursues this collaboration between the public and
private sectors, underlining their philosophy of supportive partner-
ships and bringing joint ventures to the challenge of regeneration and
restoration.

The Project has been an outstanding success, with visitor numbers
far exceeding estimates – in its first eight months of operation, a total
of 1.4 million people visited the site, making it the fourth most
popular ‘paid-for’ attraction in the UK during 2001. The Project
employs local people as much as possible, making a direct contribu-
tion to the local economy. The surrounding communities of
southwest England have also benefited from the Project’s success,
with local businesses reporting that the Eden Project has extended
the tourist season considerably, with revenues for September and
October 2001 up by more that 14%. In fact, the ‘Eden Effect’ has so
far contributed more than £111 million to the surrounding economy
(Eden Project, 2001).

From the start Eden was going to be more than just a visitor attrac-
tion. For Tim Smit, the creative visionary behind the Project, it was
about ‘people being able to do something good in the world’. His aim
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with Eden was to put the fun back into the environmental movement,
which he perceived as having become somewhat joyless and worthy,
resulting in the public losing interest in the topic.

The supporting belief for this vision was that, without plants,
human life would not survive, and Smit felt that people had begun
to lose sight of the importance of their relationship with the natural
plant world. He wanted the Eden Project to emphasise the serious
function of plants, and as a result its core concept is based upon
science and research. Although it is first and foremost a visitor attrac-
tion, Eden aims to educate and inform the visitor in an entertaining
and inspirational manner.

Eden has acted as a catalyst for regeneration, not just for Cornwall
as a place to live and work, but also for increasing the visitor’s know-
ledge of the natural world. Its declared mission is ‘to promote the
understanding and responsible management of the vital relationships
between plants, people and resources, leading to a sustainable future
for all’ and this is at the centre of its activities. It aims to achieve this
through supporting a range of science, research and education
projects, and working closely with partners to search for real solu-
tions to real problems. Eden’s point of difference as an attraction,
however, is not limited to local partnerships.

The educational spirit of Eden has established links with schools
and universities, not just in the UK but also on a global scale.
Conservation projects set up through Eden include supporting
research into the revegetation of desertified land on St Helena, en-
couraging environmental awareness among children and supporting
research on beneficial deployment of waste on landfill sites. Eden
supports other projects, such as conservation of rare island plants in
the Seychelles, community forest programmes in Thailand’s man-
groves, as well as pioneering work into promoting social inclusion in
the UK. Overseas links for these conservation projects are central to
the attraction’s aims. The Eden experience thus exists on different
levels: as a tourist attraction, an educational experience and a serious
scientific contributor to understanding the relationship between the
natural and the human world.

An example of Eden’s educational programme is the ‘Feeding
Minds, Fighting Hunger’ project, an educational initiative for a world
free of hunger, centred on annual World Food Day. It aims to engage
students and teachers at three levels – primary, intermediate and
secondary – in a better understanding of the causes of global hunger 
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Economic impacts
The positive economic impacts of tourism have been widely acknowl-

edged by many governments and global institutions, such as the World
Travel and Tourism Council (WTTC) and the World Tourism
Organization (WTO), and have been discussed previously in Chapter 1.
It is not surprising that the positive economic impacts of ecotourism have
also received heightened attention and are often cited as the main reason
for the promotion of ecotourism by developing countries, as it provides
an attractive investment option and business opportunity (Cater, 1993).
While estimates of the economic benefits vary from US$10 billion to well
over US$200 billion in 1992 (see Jenner & Smith, 1992; Ceballos-Lascuráin,
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and malnutrition. Booklets and other resources are available to
teachers, free of charge, either by post or through the website, to help
them plan lessons around the relevant topics. These lessons are
designed to last 45 minutes while teachers are encouraged to adapt
them to local interests and cultures. Each lesson contains suggested
activities and discussion points to enable teachers to engage their
pupils in an understanding of the global debate.

Eden’s serious intent for its educational role is demonstrated
through their choice of global partner organisations for this pro-
gramme. Key partners include UNESCO, the National Peace Corps
Association, and the United States National Committee for World
Food Day. By linking with such partners Eden ensures its credibility.

The scientific research and the global/local sustainability projects
work hand in hand with the educational remit of Eden. The result is
a truly sustainable attraction. By appealing to target markets such as
scientists and teachers they are sustaining a long-term interest in the
Project as an attraction. Without these core activities Eden would be
just another tourist attraction, a ‘green’ theme park, subject to the
whims of tourists’ trends, and possibly becoming an unfashionable
‘white elephant’ in a part of the country that already experiences the
problems associated with tourism and seasonality.

By cultivating a global audience and creating a worthwhile and
valuable platform for debate, Eden is ensuring its own survival in
what is often thought to be a fickle, superficial and short-term tourism
industry.
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1992 in Cater, 1993), other estimates note that anywhere between 1.5%
and 25% of world travel could be defined as ecotourism (Whelan, 1991;
Giannecchini, 1993). This difference, according to Weaver (1999), is
dependent upon the adoption of a broad or ‘passive’ definition of eco-
tourism compared to a specialised or ‘active’ definition. Furthermore, he
notes that there is still no solid statistical base for any of the global estim-
ates surrounding ecotourism and in particular assessing the economic
impact of ‘passive’ versus ‘active’ forms of ecotourism.

Some small-scale local economic opportunities exist for residents
located adjacent to parks and ecotourism development. However, a lack
of statistical data exists on the impacts of ecotourism on quality of life
and residents’ standard of living in ecotourism destinations and localities
(Weaver, 1999). Generally, though, as Butler (1991) notes, in wilderness
areas there is often nothing to spend money on. Weaver (1999) agrees and
notes that, despite park entry fees and some limited spending, little direct
economic impact exists in Costa Rica and Kenya; however he notes that
indirect impacts on other ‘non-ecotourism’ products may be more
substantial and involve more of the local population. Some positive
economic impacts are generated for some residents, but most research
indicates that only the elite benefit from ecotourism development, partic-
ularly in the developing world (see Weaver, 1999).

Foreign developers are often involved in ecotourism projects, particu-
larly in less developed countries which often do not have the domestic
capital for large-scale ecotourism investment or development. As Cater
(1993) noted in the case of Belize, 90% of all coastal development is owned
by foreign companies. Not only can this create social problems and resent-
ment among local people, but also foreign ownership can limit the amount
of economic benefit that remains in the host country concerned. Evidence
suggests that leakages of up to 80% are not uncommon in many eco-
tourism destinations due to high levels of importation (Britton, 1982;
Shackley, 1993). However, the developing world needs the foreign invest-
ment and expertise to modernise its tourist facilities and provide
employment opportunities for the local population. This dilemma
between foreign ownership, economic development and modernisation is
illustrated in the case of the Galapagos Islands.

With regard to the economic impact of cultural heritage tourism, one
of the positive outcomes of its development has been the use of this form
of tourism to assist with the economic and social restructuring of urban
areas. Following the economic restructuring of many regions and the
subsequent loss of heavy industry in many industrial and waterfront
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areas in the 1970s and 1980s, tourism has been perceived as a mechanism
to regenerate urban areas through the creation of leisure, retail and
tourism space. This process appears almost universal in the developed
world. Such a situation led Harvey (1988 in Urry, 1990: 128) to ask, ‘How
many museums, cultural centres, convention and exhibition halls, hotels,
marinas, shopping malls, waterfront developments can we stand?’
Similarly, Zukin (1992: 221) observed that the city is a site of spectacle, a
‘dreamscape of visual consumption’.

Bilbao in the north of Spain is one such destination that is using cultural
heritage tourism as part of an urban development strategy to regenerate
the city. The building of a Guggenheim Museum, tourist attractions and
hotels are part of a strategy to regenerate the area by attracting tourists
and business and creating employment in the city. As Richards (1996)
notes, the concepts of culture and economic capital, both useful for regen-
eration, are intertwined, as demonstrated by the 900,000 visitors that
chose to view the Bilbao Guggenheim Museum in 2001. A similar strategy
has been developed in many urban destinations throughout the Western
world. In Australia, Sydney has also redeveloped its former waterfront
area (Darling Harbour) with the use of cultural heritage attractions,
including a Maritime Museum, National Aquarium, and The Powerhouse
Museum, while its fierce rival Melbourne has developed a similar strategy
along its riverside.

In England, destinations such as Liverpool and London have devel-
oped cultural tourism attractions along their waterfronts to help regen-
erate these areas. In Liverpool the Beatles Museum and Liverpool 
Maritime Museum are located in former warehouses, while in London
the South Bank has been recently redeveloped with the imitation
Shakespeare Globe Theatre and the Tate Modern Art Gallery, which
attracted 5.25 million visitors in its first year of operation. From UK
visitors to the gallery 21% cited the building as a major factor for visit-
ing, as it is viewed as an outstanding piece of architecture comprising
part of the old bankside power station. However, as Kennedy (2001: 3)
rightly points out, many of the people come for the ‘experience of viewing
the building, as they might visit a theme park, rather than to see the 
art’, although this is disputed by the gallery management. Nevertheless,
consultants have estimated that the gallery has provided an economic
benefit of £100 million and 3,000 jobs for the local community (Kennedy,
2001).
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Environmental impacts
Although ‘active’ definitions of ecotourism purport that this form of

tourism can contribute to conservation and preservation, the majority of
studies and research note that, although this can be the case, the reality
is often that the tourism and conservation are more often than not in
conflict. With increasing numbers of visitors exploring potentially fragile
destinations and locations, pressures on the destination can impact both
directly and indirectly, with often-interrelated negative environmental
impacts that can affect:

• vegetation (through plant collection, trampling and camping);
• water and air quality (through pollution from tourist develop-

ments);
• wildlife (through disruption of feeding and breeding patterns, and

changes in predator–prey relationships); and
• geological structures (through soil structure modification caused by

compaction and changes in chemistry due to waste disposal and
erosion of soil).

According to Hunter and Green (1995: 13), the ecological environment
is a delicate system which has taken a considerable time to evolve and
self-regulate, but it can be destroyed or impacted upon negatively by
tourism and tourist activity. For example, mangrove swamps and vege-
tation have been cleared to make way for coastal resort development in
Belize in order to provide facilities for the general ecotourism market
(Cater, 1993). Balancing demands between tourists and locals is a diffi-
cult process and one that looks likely to continue as tourist numbers and
the world population grows.

With the growth in visitor numbers to ecotourism destinations, and the
move toward nature-based experiences within mass tourism, the need for
facilities and infrastructure will continue to grow. As Cater (1993) notes,
as facilities and infrastructure are created to serve for increasing numbers
of ecotourists, then the environment will become degraded and resource
conflicts will occur more frequently. Similarly, animals will be displaced
from their local habitat to make room for tourist developments. Demand
for souvenirs, trophies and gifts by nature-based tourists has resulted in
the killing of animals and marine life to cater for their needs. This is best
demonstrated in African countries where animals have been killed to
provide souvenirs for tourists (see Dupuy, 1987 in Hunter & Green, 1995),
while in the Pacific Islands Milne (1990) noted similar patterns in the
production of marine souvenirs for tourists. However, the increasing
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involvement of the local population in ecotourism ventures, coupled with
education of tourists may lead to a reduction in the killing of wildlife and
marine life for tourist purposes.

However, there have been positive impacts associated with the growth
of tourism. Sofield (2000) challenges the deforestation crisis and environ-
mental degradation claims made concerning Nepal. He notes that Nepal
has one of the better forestry regimes in Asia, with 14% of the country
classified as a protected area and with 90% of tourist-related revenue
supporting the management of these sites (Sofield, 2000: 229). Shackley
(1993) noted that deforestation and competition between residents and
tourists for firewood was leading to negative environmental impacts in
Nepal, but Sofield (2000) disagrees and illustrates that tourism has not
facilitated deforestation, but that in fact initiatives by locals and organi-
sations have led to reforestation and greater cover. In fact, in a review of
twenty tourism development projects carried out by inter-governmental
agencies, all have components related to countering fuel-wood consump-
tion. Sofield (2000) notes that this may be partly due to the myth of
deforestation.

However, although the number of cultural heritage sites has increased
rapidly over the last two decades, overcrowding at popular sites is
common (see Jenner & Smith, 1992).

Some heritage tourist sites, particularly popular ones such as World
Heritage Sites, can be overused, resulting in damage to buildings and
landscapes and a reduced educational experience for visitors. Stonehenge
in England is one example that has grappled with how to deal with the
growth of visitors to the site and surrounding area. The site has been a
popular tourist attraction with close to one million visitors. Prior to the
1960s there was no formal management of the site and this led to some
destruction and souveniring, which was stopped with the introduction of
fences and a more formalised management presence.

However, with the growth in tourist numbers, combined with the
motoring age, more car park and tourist facilities were required. Site
managers have introduced unique ways to try to provide facilities for car
parking and ancillary services without detracting from the Stonehenge
experience. First, an underground tunnel allowed access to the site and
an entrance fee was raised to discourage an increase in visitor numbers.
Future plans in a £155 million project between English Heritage, the
Highways Agency and The National Trust are to:

• build a tunnel to hide the traffic and restore the landscape by
removing the current visitor centre;
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• create a full-sized replica of Stonehenge and a new visitor centre
away from the original site; and

• use theme park buggies to carry tourists to and from the site.

Personal impacts
One of the major components of an ecotourism experience is the

personal impact that it may have upon tourists. This experience can vary
from being simply enjoyable and pleasurable to being an educative expe-
rience which challenges ecotourists’ behaviour and imparts conservation
ethics. The personal impacts will obviously differ due to the type of
ecotourism experience offered (passive or active, soft or hard) the type 
of product consumed (luxury ecolodge, environmental charity) and the
motivations of ecotourists themselves (towards learning and education or
simply to relax and enjoy the natural setting).

Research conducted on the characteristics of ecotourists visiting
Australia showed that an educational learning experience was rated less
than important on average, and no more important than ‘something to
tell my friends about’ as a motivating factor (Blamey & Hatch, 1998).
Seeing the natural beauty of sites was the main motivating factor,
followed by a chance to see or experience something new, seeing wildlife
in detail, being close to nature, and undertaking a different or unique way
of experiencing nature. These findings, according to Blamey and Hatch
(1998), suggest that the most important motivations correspond to stim-
ulation, self-esteem, development and fulfilment motives. Other
researchers have identified that, although ecotourists are more sophisti-
cated and educated, they are after all on holiday, and so may not
necessarily be interested in learning or education (Geelong Otway
Tourism, 1995 in Ryan et al., 2000). Wheeller (1994) agrees and believes
that ecotourism is really about massaging our egos as travellers and
making us feel good about our consumption patterns. In light of this
Wheeller (1994) redefines ecotourism as ‘egotourism’.

Evidence from self-defined ecotourists at Fogg Dam in Australia
suggests that more ‘active’ roles claimed by visitors were exaggerated and
that visitors sought a ‘passive’ experience by simply driving over the dam
wall and visiting the observation deck rather than undertaking many of
the nearby walks (Ryan et al., 2000: 155). The researchers noted that the
ecotourism experience was an affective encounter rather than an occasion
for participating in cognitive learning. Ryan et al. (2000: 157) also noted
that, when visitors were asked if they would describe Fogg Dam as an
ecotourism experience, nearly all respondents agreed. However, as the
authors note:
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why was this, given that 62% of the visitors spent less than 60 minutes
there, that about a quarter were unable to list 3 species of birds and
a third could not list 3 types of plants in spite of information being
provided? (Ryan et al., 2000: 157)

The researchers concluded that the experience at this particular setting
is a hedonistic and social activity rather than a learning and educational
experience. However, in contrast to this it has been noted that those who
take part in ecotourism as part of a larger trip tend to be the least pro-
environmental in their attitudes (Uysal et al., 1994). Beaumont (2001), in
examining the environmental interest and involvement of ecotourists,
discovered that commercial ecotourists (coach day visitors and guests)
had stronger ecotourist motivations than the independent groups (day
visitors and campers), although less than one-third of them were classi-
fied as hard ecotourists. Immediately after their visit it was also these
visitors who were the most likely to say that the visit had influenced their
conservation views and their behavioural intentions (Beaumont, 2001:
336). The research suggests that those with the lowest environmental
interest and weakest attitudes initially will be influenced most through
any ecotourism experience, compared to those who may already have
strong environmental attitudes.

Although the personal and educational impacts of visits to cultural
heritage attractions have been noted there is debate, similar to that of the
educational and personal benefits of ecotourism experiences, over the
educational value of such visits. Research on visitor motivations suggests
that heritage visits are not necessarily motivated by a desire to ‘learn
about the past’. As Markwell et al. (1997: 97) state, ‘a widely propa-
gated myth, which has been fuelled by visitor surveys, is that people 
visit heritage sites to learn, yet studies also show that visitors do not
appear to learn very much’. This could be partly attributed to the moti-
vations of heritage visitors and the changing consumption of cultural
experiences, with some authors noting that cultural heritage visitors are
often after a leisure experience rather than an educational one (Prentice,
1993; Schouten, 1995). Swarbrooke (1996) suggests that the purchasing of
cultural experiences is perhaps perceived more as a leisure product than
as a cultural experience. Yet longitudinal evidence surrounding the
educational motivations of cultural heritage visitors is lacking and there
is limited empirical evidence available concerning this issue. What has
been noted, however, is the need to try and identify and evaluate the
impacts and benefits of cultural heritage on society, including learning
and education. David Anderson’s (1997) report ‘A Common Wealth’
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reviewed the current activities of museums in the UK as centres for
learning and stated that:

it is not acceptable for museums to justify their existence to a signif-
icant degree in terms of their educational value in a society, and yet
to be unable to specify what that value is in concrete and practical
terms . . . most museum directors, if asked to demonstrate that the
museum benefits society, would be unable to do so (in Thinesse-
Demel, 2001).

So, although some authors believe cultural heritage tourism to be import-
ant for learning, education and society generally, limited empirical or
longitudinal research has been carried out on visitors’ learning and educa-
tion from such visits.

Conclusion

This chapter has discussed the demand for educational holidays or
‘edu-tourism’ within the global tourist industry and the reasons for this
increased demand. The chapter examined the two largest tourist segments
where education and learning are important components of the tourist
product and experience, namely nature-based tourism, or ecotourism,
and cultural heritage tourism. Within these two major market segments
the demand, supply of product, impacts and major management issues
for this form of ‘tourism first’ educational tourism have been considered
and discussed. The following chapters examine segments of educational
tourism, namely adult and seniors’ educational tourism, schools’ educa-
tional tourism and university/college students’ tourism.

Case Study 2.1

Segmentation of educational tendencies among tourist
markets: Ecolodge patrons at Lamington National Park,
Australia

By David Weaver and Laura Lawton

In 1999, a major market segmentation study was conducted among the
domestic overnight patrons of two well-known and adjacent Austral-
ian ecolodges (Binna Burra Mountain Lodge and O’Reilly’s Rainforest
Guesthouse) to identify distinctive sub-sectors among these consumers 
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of a specialised ecotourism product (Weaver & Lawton, 2002). A 16-page
questionnaire was sent to a random sample of 3000 patrons (1500 from
each facility), from which 1180 valid responses were received. Seg-
mentation was achieved through a cluster analysis of the first section 
of the questionnaire, which consisted of 37 Likert-type statements that 
pertained to the actual and intended ecotourism-related behaviour 
of the respondents. The questionnaire sought to obtain information on 
the respondents’ overall ecotourism behaviour, and not just in relation 
to their experiences at the two ecolodges. The 37 statements were
designed to reflect the core criteria that are now widely associated with
ecotourism, including the desirability of educational and learning-related
outcomes for participants (Blamey, 1997).

The cluster analysis itself revealed three distinct groups. ‘Harder’
ecotourists (34%), with their strong support for enhancement sustain-
ability and untouched settings, largely conformed to the expected
characteristics of hard ecotourists. The use of ‘harder’ instead of ‘hard’ is
based on the assumptions that the truly hard ecotourists are more likely
to eschew fixed-roof accommodation and other site-related services. In
contrast, ‘softer’ ecotourists (27%) were similar to soft ecotourists in their
preference for services, lower commitment to the environment, and
tendency to participate in ecotourism as part of a multi-purpose tourism
experience. The use of the relative term ‘softer’ suggests that the true soft
ecotourist is likely to be a day-tripper who does not use specialised
overnight ecolodge accommodation. The third cluster (40%) were ‘struc-
tured’ ecotourists who emulated the services-preferences of the softer
group but had similar environmental views to the harder ecotourists.

Table 2.6 provides the overall and cluster-specific mean responses to
six statements in the first section that were directly related to the educa-
tion and learning criterion of ecotourism. These are listed in descending
order based on the overall means on a five-point scale (where 5 = ‘strongly
agree’ and 1 = ‘strongly disagree’). Not surprisingly, all groups revealed
a strong desire to learn as much as possible during their visits about the
natural environment of ecotourism destinations, although the desire of
softer ecotourists to do so was significantly lower than that of respon-
dents from the other two groups. These responses were corroborated in
the motivations section of the questionnaire, where ‘learning about the
natural environment’ scored 4.04 overall, with the softer group at 3.73
registering significantly lower than the harder (4.17) or structured (4.14)
ecotourists. A similar pattern of relationship among the three clusters, 
but a greater level of ambivalence, was revealed in the statement about
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Statement Overall Clusters
mean Softer Harder Structured

I want to learn as much 
as possible about the 
natural environment of 4.04 3.73 4.173 4.142

the sites that I visit while 
I am there.
My ecotourism 
participation has made 
me more environmentally 3.99 3.66 4.113 4.112

conscientious.
I learn more about the 
natural environment on 3.74 3.75 3.39 4.03
an escorted tour than 
through travelling on my 
(or our) own.
I prefer ecotourism sites 
at which the natural 3.66 3.65 3.34 3.94
attractions are interpreted 
or explained to me.
I try to find out as much 
about the natural environ-
ment of a destination as 3.54 3.13 3.753 3.652

I can before I actually 
go there.
I like my ecotourism 
experiences to be mentally 3.22 2.78 3.49 3.28
challenging.

Notes: All ANOVAs significant at the 0.000 level.
Superscript indicates that this value is not significantly different from the value
in the indicated cluster. Bold numbers signify means that are significantly higher
than the other two clusters. Underlined numbers signify means that are signifi-
cantly lower than the other two clusters.

Table 2.6 Education- and learning-related behavioural statement means
by ecotourist cluster



pre-experience, off-site learning. Pending further investigation, this may
indicate a desire to avoid any pre-empting of the actual experience that
could result from assimilating too much knowledge or information in
advance. The phenomenon of pre-experience and off-site learning, in
general, is a neglected area of ecotourism-related education that requires
more research (Weaver, 2001a).

Very different response patterns were evident in questions regarding
interpretation, which is a central concept of ecotourism given its function
of conveying meaningful and interesting information to ecotourists.
Similar outcomes were obtained on statements pertaining to the superior
learning outcomes of escorted tours and the preference for mediated sites.
In both cases, the structured ecotourists scored significantly higher than
the other groups, while hard ecotourists scored significantly lower than
the softer or structured clusters. The latter appears to corroborate the
conventional wisdom that hard ecotourists tend to prefer unmediated
interactions with the natural environment. Yet it must also be borne in
mind that this level of preference is relative to the other groups; the actual
mean values for harder ecotourists on these two statements (3.39 and 3.34)
still indicate substantial support for interpretation.

The statement on ecotourism participation is important in so far as it
reflects the outcomes or post-experience dimension of the ecotourism-
based learning experience. The overall mean of 3.99 indicates that most
respondents were positively impacted by their ecotourism participation
in terms of their attitudes toward the environment. The extent to which
this derives from effective interpretation requires further investigation,
though evidence from the Tangalooma Dolphin Feeding Programme on
Moreton Island, near Brisbane, suggests the positive role of interpretation
in fostering more environmentally aware behaviour (Orams, 1997). Yet,
it is somewhat ironic that, while environmental well-being is an inher-
ently serious and challenging topic, the respondents were ambivalent
about the extent to which they preferred mentally challenging ecotourism
experiences (overall mean = 3.22). Harder ecotourists were more posi-
tive in this respect, though not overwhelmingly so (3.49), while softer
ecotourists showed the least inclination (2.78). This may attest to the
importance of environmentalism-oriented interpretation that avoids a
pedantic, heavy-handed approach.

There were no gender differences among the three clusters, while struc-
tured ecotourists were significantly older than harder ecotourists. How-
ever, to obtain more insight into the influence of age and gender on the
responses, the means of the statements were also examined in terms of
these variables. As depicted in Table 2.7, older respondents (those 65 or
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older) are more likely to prefer interpretation, to pursue pre-experiential
learning and to seek mentally challenging experiences. Females are more
likely than males to want to seek on-site learning and to express the 
belief that ecotourism has made them more environmentally responsible.
While this data indicates that advanced age and female gender are posi-
tively related with the desire to seek educational outcomes from eco-
tourism among ecolodge patrons, these are propositions that require
further investigation from other case studies and other ecotourist market
segments.
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Statement <65 65+ F M
I want to learn as much as 
possible about the natural 
environment of the sites 
that I visit while I am there. 4.03 4.11 4.09 3.97
My ecotourism participation 
has made me more 
environmentally conscientious. 4.01 3.92 4.06 3.88
I learn more about the 
natural environment on 
an escorted tour than 
through travelling on my 
(or our) own. 3.70 3.93 3.73 3.74
I prefer ecotourism sites in 
which the natural attractions 
are interpreted or explained 
to me. 3.62 3.82 3.68 3.61
I try to find out as much 
about the natural environment 
of a destination as I can before 
I actually go there. 3.52 3.71 3.56 3.53
I like my ecotourism 
experiences to be mentally 
challenging. 3.19 3.32 3.20 3.24

Note: Underline indicates significant difference at the 95% probability level.

Table 2.7 Education- and learning-related behavioural statement means
by age and gender



Case Study 2.2

Former Nazi concentration camps in Germany: Memorials
or tourist attractions?

By Teresa Leopold and Brent Ritchie

As previously discussed in this chapter there has been a growth in the
search for ‘postmodern’ tourist experiences combined with a growth in
the provision of more specialised and distinctive cultural heritage
product. Related to this has been the growth and development of attrac-
tions associated with death, war, disaster and tragedy (see Lennon &
Foley, 2000). These attractions are categorised under the concept of ‘dark
tourism’, which signifies the arguable change in attitudes towards these
sites. Former German concentration camps can be positioned within this
common trend due to their growing acceptance as visitor attractions. This
trend has developed more rapidly over the last 20 years, placing increas-
ing pressure on the managers of German concentration camps to trans-
form their memorial sites for Holocaust families and friends into more
mainstream tourist attractions catering for visitors. Some authors such as
Swarbrooke (1996) question whether places such as former Nazi concen-
tration camps should even be developed as cultural tourism products,
illustrating the dilemma faced by site managers.

Although Second World War concentration camps have been perceived
by visitors and indeed site managers as memorial sites, nowadays they
are becoming more tourist-orientated and are facing demands from
tourists for associated facilities and commercial development. As such,
the changing nature of concentration camp memorials is highlight-
ing potential conflicts between preservation and authenticity of sites 
versus commercial development. This pressure is made even more
complicated by the reduction of government funding for many of the
former German concentration camps and the need for alternative sources
of funding which tourism can provide. Research was carried out in the
form of a postal survey to managers of eleven concentration camp memo-
rials in Germany during 2001 (see Leopold, 2001) asking questions
concerning tourism development and changes in the management of
these sites.

Figure 2.3 illustrates the phases related to the Holocaust as a disaster
on a chronological basis, and the changing demand, product and market-
ing characteristics dominating these phases, through the use of literature

78 Managing Educational Tourism

78



and theory from Katz (1989), Kotler et al. (1996), Lutz (1994) and Young
(1993 in Leopold, 2001). The research illustrates that the main function 
of Holocaust testimony has changed with the passage of time from
commemorating and praying for the loss of life associated with former
German concentration camps towards learning and understanding how
this tragedy occurred. This transformation is interrelated with the
changing target market moving away from immediate friends and fami-
lies of Holocaust victims towards a broader audience interested in visiting
and learning about the camps and their role in the Holocaust. Thus, the
research findings identified the main market of the memorials as being
German pupils, who are within the age bracket of 18 or younger.
Considering that the main target market consists of pupils, the increased
importance of the educational aspect becomes obvious.

Furthermore, the growing number of visitors, identified by the majority
of managers of these sites, clearly supports the change in motivation of
visits to the memorials. These changes in demand characteristics empha-
sise the change in perceptions, interpretation and representation of these
memorial sites. Guided tours, information leaflets and visitor books have
become regular components of the sites.

Naturally, concentration camp memorials have had to cater for the
increasing numbers of visitors. Thus, new facilities have been added 
and new information channels have had to be developed to cater for this
changing market. These new facilities often correspond to commer-
cialisation, which plays a major role in the development of tourism at 
the memorial sites, including the development of visitor facilities and
ancillary services.

Research undertaken illustrates a relationship between low visitor
numbers at some memorials and increased self-financing initiatives such
as entrance fees and visitor services and facilities. However, sites with
large visitor numbers are provided with more revenue through govern-
ment funding at the national or regional level and are less likely to require
revenue generation through tourism, yet paradoxically they receive larger
numbers of visitors. This may mean that smaller memorial sites may have
to commercialise their operations in order to generate additional revenue
sources and continue operating.

Furthermore, educative aspects of memorial sites are not only accom-
panied by elements of commodification and commercial ethics, but also
include authentic features, which are the main attraction of dark tourism
sites. However, some of the authenticity of these attractions may be lost
due to tourism and commercial development. Nevertheless, it should be
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Phase 1 (to 1960s)  Phase 2 (1960s–1970s)       Phase 3 (1980s on)

General Response
Silence after the tragic
event of the Holocaust
Withdrawal from
emotion experienced
Little heard from
survivors and public
Inability of Germans to
face their past or past of
the country

General Response
Expression of anger
Attempts to understand
behaviour of individuals
with responsibility
Emergence of
concentration camps as
memorials

Demand Characteristics
Small number of visitors
Friends/Family/Soldiers
Motivations related to
commemorating and
praying

Product Characteristics
Core product
(commemoration and
preservation)
Facilitating product (eye-
witness accounts,
understanding of history,
honouring friends’ and
relatives’ ‘people’)
Supporting product (car
parking and opening
times, visitor comment
books re Holocaust)

Demand Characteristics
Large number of visitors
School groups and youth
Motivations related to
education, learning and
understanding

Product Characteristics
Core product (education,
learning and
understanding for future
generations)
Facilitating product
(Provision of guides and
interpreting ‘the event’)
Supporting product
(visitor services,
souvenirs, information
leaflets, visitor comment
books re attraction)

General Response
Emergence of more
memorials
Greater funding of  larger
memorials by
government
Rise in tourist use

Marketing Characteristics
Little in the way of
traditional marketing
Information provided to
soldiers and friends and
relatives of deceased

Marketing Characteristics
Limited use of brochures,
local tourist offices, media
Price included in some
attractions
Visitor research and
evaluation

Figure 2.3 The changing nature of concentration camps in Germany
from memorials to tourist attractions
Sources: Adapted from Katz (1989)’ Kotler et al. (1996); Lutz (1994); Young (1993).
All cited in Leopold (2001)



considered that the emergence of a tourist market often facilitates the
preservation of memorials and traditions, which otherwise may have
perished (Cohen, 1988).

One memorial site facing increasing pressure to develop its facilities to
cater for tourists is the memorial site at Dachau, north of Munich,
Germany. After the Second World War the concentration camp at Dachau
housed refugees and displaced persons and subsequently fell into disre-
pair. In 1955, on the tenth anniversary of the liberation of the camp, the
first international meeting of former camp prisoners took place and the
decision was made to create a dignified and worthy memorial at Dachau.
In 1960 a provisional museum was opened in the former crematorium
building and in 1965 the current memorial site and museum opened with
the financial support of the government of Bavaria. At this time the
derelict barrack buildings were demolished and two of the huts were
reconstructed to cater for visitors, while a Carmelite convent was estab-
lished in 1964. Further memorials were created in the following years,
with a Jewish memorial temple constructed in 1965, an international
memorial in 1968, and a Russian Orthodox chapel in 1995.

The museum presents the history of the Dachau concentration camp
from 1933 until 1945, and illustrates how it came into being and how it
was developed during the Nazi era, first as a training centre, and then as
a model camp for Hitler’s Secret Service and a training ground for the
extermination camps of Auschwitz, Majdanek and Treblinka. Attached to
the current museum are a cinema, archives and a specialist library. The
museum has not undertaken any renovations or commercial development
since the site opened in 1965. There is no retail or ancillary service such
as a café or restaurant and technology includes the use of a cinema video.
Interpretation is provided by way of captions in five languages (German,
English, French, Italian and Russian) and consists of traditional static
exhibits with a limited amount of sensory media and poor orientation 
and layout. These setting factors could very well lead to mindlessness 
as previously discussed in this chapter. However, the educational 
motives of visitors and high interest in the content may limit the amount
of mindlessness at this particular heritage site; but, as time passes and
visitor connections to, and knowledge of, the Holocaust decline, interest
may wane. Currently half of the museum is closed (as of late 2001) for
renovation and reconstruction and this may provide a substantial
improvement to the setting factors (displays, interaction and orientation),
which may provide more mindful experiences to a broader audience of
visitors.
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Only time will tell whether the redevelopment of former concentra-
tion camp memorials such as Dachau will enhance the tourist experience
or whether this development will detract from the authenticity of the 
site through the creation of facilities and services to suit the needs of
tourists.
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Chapter 3

Adult and Seniors’ Educational
Tourism

Introduction

The adult market, and in particular the seniors’ or older tourist market,
is a rapidly growing component of the tourist industry that is predicted to
grow in the future. The definition of ‘senior’ is becoming blurred due to an
increasing number of early retirees coupled with increased longevity.
Furthermore, there is some confusion in the industry concerning the exact
age at which someone becomes a ‘senior’. The tourism industry generally
understands the term ‘senior traveller’ to be someone over the age of 55,
although some travel organisations such as the Saga Group have reduced
the age to 50, while others consider ‘senior’ travellers to be over 60 or 65
years of age (Smith & Jenner, 1997b). Ruys and Wei (2001: 409) note that
the classification of someone as older or ‘senior’ is debatable as age is 
not a reliable indicator of physical health or consumer behaviour. This 
lack of consistency can confuse statistical collection and subsequently
impair the understanding of the nature and true size and scope of this 
market segment.

Despite this confusion, the characteristics of the adult or ‘senior’ market
ensure that it is not only viable, but also potentially profitable. The high
travel propensity of this group coupled with their growing desire for life-
long learning will continue to increase the provision of educational travel
in the future. This chapter outlines the growing demand for adult educa-
tional tourism with an emphasis on adult continuing education and the
‘senior’/baby boomers’ market. The chapter also outlines the nature of
this demand and the growing provision from the local and global tourism
industry. The chapter then discusses the impacts of the adult educational
tourism market and management implications associated with this
specific segment.
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Demand for Seniors’ Educational Tourism

As discussed in Chapter 2 the growth of special interest travel
combined with the self-development needs of the older population ensure
the growing interest in adult educational travel. An increasing number of
adults are interested in keeping active and continuing their education,
while for many retirement provides an opportunity to return to study 
and combine this with travel. As the population demographic changes
and the number of people aged over 55 increases, so too will this poten-
tial tourist market, providing significant opportunities for educational
tourism providers.

The ageing population and tourism opportunities

As a result of demographic changes, including a declining birth rate
and increasing life expectancy, the world population is ageing. In partic-
ular, developed countries have already begun to experience population
changes, such as declining birth and mortality rates, and it is these same
countries which are the largest generators and receivers of tourist arrivals
(see Table 3.1). According to the United Nations (2001) ‘the number of
persons aged 60 years or older is estimated to be nearly 600 million in
1999, and is projected to grow to almost 2 billion by 2050, at which time
the population of older persons will be larger than the population of chil-
dren (0–14 years) for the first time in human history’. Other ageing
population trends identified by the United Nations (2001) include:

• the majority of older persons are women;
• the older population itself is ageing with an increasing number of

persons aged over 80 years as a result of lengthening life expectancy.

The tourism implications of an ageing population include a potentially
lucrative market for leisure and tourism services. This market is often
perceived to have a high discretionary income and time to participate in
such services. As Smith and Jenner (1997b) note, in Japan and the USA
workers reach their peak earnings at around the 45–54-year bracket,
although some seniors’ ability to finance travel will be better than others.
This is conditional on their income levels, their financial dependence and
whether they live with partners or dependants. Early retirement appears
to be on the increase as is an improvement in income levels (see Smith &
Jenner, 1997b: 54–55). However, this is dependent upon many variables,
including government policy and continued economic growth and pros-
perity in Western countries. Other possible constraints to the market
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Country Total Population Senior 
population 55+ population 

(’000) (’000) (% share)
European
Italy 57,534 16,559 28.8
Germany 84,068 23,846 28.4
Greece 10,583 2,988 28.2
Sweden 8,946 2,436 27.2
Belgium 10,204 2,725 26.7
Austria 8,054 2,101 26.1
Spain 39,244 10,257 26.1
Portugal 9,868 2,535 25.7
Denmark 5,269 1,349 25.6
UK 58,610 14,971 25.5
France 58,470 14,678 25.1
Luxembourg 422 104 24.6
Finland 5,109 1,254 24.5
Netherlands 15,653 3,603 23.0
Ireland 3,556 695 19.5

Other
Japan 125,717 35,221 28.0
USA 267,955 55,913 20.9
Taiwan 21,656 3,288 15.2
Mexico 97,563 9,043 9.3
Saudi Arabia 20,088 1,331 6.6

Source: US Bureau of the Census, modified after Smith and Jenner (1997b: 47)

Table 3.1 Senior (55+) population of main generating countries, 1997



include the ‘sandwich’ dilemma noted by Loverseed (1997), whereby
seniors may be increasingly forced to cope with a growing family and the
demands of parents who may be in ill health. This could considerably
reduce the amount of discretionary income and time available for travel,
but on the other hand it could increase the need for ordinary or educa-
tional travel to escape from the home situation.

As Lurhman (in Dann, 2001: 236) notes, the rise in tourist arrivals
combined with an ageing population will provide opportunities for the
tourism industry. Smith and Jenner (1997b: 55) estimated a total of 95
million international arrivals by senior travellers in 1996, and 136 million
worldwide in 2000, with 85 million in the European Union alone. Table
3.1 illustrates that Italy and Germany are large European markets for
potential seniors’ tourism, while Japan and the United States are also
important target markets with 28% and 20.9% of their respective popu-
lations over 55 years of age. According to Smith and Jenner (1997b: 61),
although people over 55 years in the USA make up one-fifth of the popu-
lation, they account for almost half of the long haul trips. Lurhman (in
Dann, 2001: 236) notes that Germany is the major generating market for
seniors’ tourism with 20% of its nationals over 60, followed by the UK
(16%), France (30%) and Italy (24%); and for the over-55 market, he notes
that Spain (15%), the United States (33%), Canada (28%) and Japan (27%)
are the main potential markets. The differences between these statistics
and Table 3.1 illustrate the confusion over the exact nature and size of the
seniors’ market.

As the CTC (2001: 15) note, adults and older adults are at the stage of
their lives when they have the time to travel and enjoy learning. Similarly,
as discussed in Chapter 1, the growth of lifelong learning as a concept and
the promotion of further education in many countries will facilitate this
process. In Canada tour operators and non-profit educational tourism
organisers are targeting the older market and baby boomers. Table 3.2
illustrates the target markets for non-profit providers and tour operators
in Canada and the differences in how they classify their target markets,
with tour operators focusing on baby boomers and young adults, com-
pared to non-profit organisations who also include adults and families.

Another factor affecting the growth of adult educational tourism
concerns social tourism policies that are developed to subsidise holidays
for older persons who are vulnerable and suffer from poor health or social
exclusion. These people are provided with holidays as a basic human
right in some European countries. As Murphy (1985: 24) comments, ‘social
tourism has become a recognized component and legitimate objective for
modern tourism. By extending the physical and psychological benefits of
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rest and travel to less fortunate people it can be looked upon as a form
of preventative medicine.’ Urbain Claeys (in Dann, 2001) suggests that in
Belgium those participants involved in social tourism are increasingly
seeking educational experiences which were postponed when they were
working or raising children. Social tourism provides travel experiences
for 400,000 people annually in Spain and approximately 48,000 in
Portugal, with the policy of social tourism implemented in many more
European countries (Dann, 2001).

These trends will undoubtedly provide many opportunities and chal-
lenges for the tourism industry as it attempts to provide products to cater
for the ageing adult market segment and their educational needs.
According to the British Tourist Authority (2001) the over-50 population
has more discretionary income than young adults, controls 41% of discre-
tionary income and owns 77% of all financial assets. Therefore, this is a
market that has the propensity and demand to purchase tourist-related
products and services. In particular, the British Tourist Authority (BTA)
note that American seniors form an especially important market of trav-
ellers to Britain. In Australia, where the domestic tourism market has been
slow to grow over the last few years, seniors are seen as a possible tool
for growth in this market. Tourism Queensland (2001) summarise the
potential of the seniors’ market by way of the following:

• Australia’s 2.9 million seniors (aged 60 plus) spend $986 million on
domestic travel annually.

• 75% of seniors travelled in 1997.
• 80% of seniors want to travel now, or in the near future.
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Non-profit organisations Tour operators
Target markets 1998 1999 1998 1999
Adults 92 116 – –
Seniors 42 47 87 100
Baby boomers – – 41 42
Families 17 26 – –
Young adults – – 2 5
Students 7 7 3 5

Source: Adapted from Canadian Tourism Commission (2001: 15–16)

Table 3.2 Educational tourism target markets in Canada: non-profit
organisations and tour operators (% respondents)



• The seniors market is the fastest growing population group. This
will only escalate with thousands of ‘baby boomers’ turning 60 in a
few years’ time.

• Seniors spend more time travelling than younger age groups.
• Seniors’ discretionary income accounts for greater percentage of

their disposable income than other markets as they have signifi-
cantly fewer outgoing expenses. For example, most have paid off
their mortgages and have no dependants.

• Seniors spend a greater percentage of their discretionary income on
travelling than any other market segment. While younger age
groups have higher income levels, a larger percentage is spent on
consumer goods and accumulating assets than on travel.

• Seniors are enjoying better health than previous generations,
resulting in increased life expectancies and more time to travel.
Nearly 70% of seniors reported feeling in good to excellent health.

• Seniors actively seek new experiences and see travel as offering this.
• Most seniors prefer to travel during off-peak periods, offering a

possible solution to seasonal fluctuations.
• Businesses who adapt their products and services to meet the needs

of seniors will also be more attractive to the thousands of foreign
seniors who visit Australia each year. Australia’s primary offshore
tourism markets (Asia and Europe) also happen to have the largest,
fastest growing over-60s populations in the world – a trend that will
only escalate.

• Tomorrow’s seniors will have enjoyed more regular travel
throughout their lives than older generations and will undoubtedly
maintain this ‘lifestyle priority’ in retirement.

The future demand for adult educational tourism experiences is likely
to grow as the population ages, and the industry should develop suit-
able product to meet this demand, which increasingly includes education
or learning elements. However, to date little research or attention has
focused on this market and their educational travel needs.

Seniors’ educational tourist characteristics

As discussed in Chapter 1 age plays a role in the tourist decision-
making process and can influence travel demand and propensity. Older
travellers have the ability to take holidays outside of the peak tourist
season and often have no travel restrictions due to family commitments.
The ability of the market to travel off-peak is of importance to the
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tourism industry which is often restricted due to seasonal constraints. As
Smith and Jenner (1997b: 57) note, ‘the senior market has long been seen
as the salvation of many summer-only tourist resorts, since seniors are
usually no longer constrained by school holidays and are not much inter-
ested in tanning themselves on the beach’. Research undertaken tends to
suggest that older travellers participate in longer and more frequent holi-
days and are in favour of more geographically isolated areas (Wei & Ruys,
1998; Environmetrics, 1991), providing increased benefits for regional and
rural destinations.

Educational levels of ecotourists and cultural heritage tourists have
been discussed previously (see Chapter 2). Baby boomer educational
levels are high with more than one in four having had a college educa-
tion and 87% having finished high school (Loverseed, 1997: 47). Table 3.3
illustrates the educational level of the general population compared with
participants in the Elderhostel educational travel programmes in Canada.
Elderhostel is a non-profit organisation that provides holidays for over-
55-year-olds (see Exhibit 3.5). The table illustrates that 90% of Elderhostel
participants have post-secondary education, and, according to the CTC
(2001: 30), these participants were educated at a time when access to
higher education was lower than today, illustrating the potential demand
of the baby boomers and future generations for educational holidays and
experiences.

With regard to gender, women will outnumber men in the future and
it has been suggested that a greater number of women travel today due
to socio-demographic changes in the last twenty years (Ruys & Wei, 2001).
Richardson (1997), in citing a PATA (Pacific Asia Travel Association)
report, notes that in 1995 a total of 238 million women travelled without
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Years
Educational attainment 25–44 45–54 55–64 65+ Elder-

hostel
55–92

High school or less 40 49 64 76 10
Some post-secondary 39 31 23 16 45
University degree 21 20 13 8 45

Source: Adapted from Statistics Canada (1999) and Arsenault (1998) in CTC 
(2001: 31)

Table 3.3 Canadian educational attainment versus Elderhostel
participants (%)



men. The PATA report noted that women particularly travelled to places
of historical, cultural or nature-based significance and preferred tours that
included educational components. Gibson (1998: 1) also reported a greater
propensity for females to engage in educational travel, with 25.8% of
females compared with 20% of men from a sample of over 1100 respon-
dents reporting that they took educationally orientated vacations. This
increased over the course of the lifecycle with the demand for educational
travel reaching its greatest popularity among women in their fifties and
sixties (Gibson, 1998). Age also appeared to have an impact on demand
for educational tourism, with fewer younger tourists undertaking such
trips. Gibson (1998) concluded that the life-course model of Levinson
(1996) was particularly important in explaining the demand for educa-
tional travel amongst adults, with many aged over 65 participating in
educational tourism to provide some kind of meaning or challenge in
their lives after retirement.

According to Stuart (1992 in Ruys & Wei, 2001), the older a person
becomes the less interested they are in acquiring possessions and the more
interested they become in simply ‘experiencing’ life. While a younger
traveller may seek to escape from their home environment, the older trav-
eller wishes to become actively involved in their travel experience. This
involvement in a unique, novel or once-in-a-lifetime experience has 
also been noted by the CTC (2001: 29). Bodger (1998) also believes that 
a widening of people’s interests and appreciation of cultural values has
facilitated educational travel. According to Loverseed (1997), baby
boomers will seek alternative travel experiences from mass tourism and
will seek fun, adventurous, educational and individual experiences. In
particular, pursuing a special interest or hobby in a different environment
has been noted as important to seniors and baby boomers (Loverseed,
1997). Women in Gibson’s (1998) research believed that educational tour-
ism provided them with opportunities for self-expression, creativity and
growth, while men reported similar motivations and opportunities for
growth and self-discovery.

Loverseed (1997) notes that many baby boomers prefer to educate their
own children, and well-travelled boomers are interested in cultural
tourism experiences. Although the individual or couple market is the
largest potential educational tourism market, family vacations may have
promise for the future as the value of learning in travel may be passed
on from one generation to the next (CTC, 2001; Dann, 2001). Evidence to
suggest this was presented by Hardwick (2000), who reported that nine
out of ten educational travellers agreed that international travel is an
important investment in the education of their children. However, the
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extent to which they purchased specific educationally orientated holidays
and the nature of these holidays is unknown.

Despite the growth and potential of the seniors’ market and their
increasing desire for educational tourism, little research has been con-
ducted on their motivations or decision-making behaviour. Research
undertaken by Arsenault and MacDonald (2000 in CTC, 2001: 30) exam-
ined the factors that influenced consumer choice of an Elderhostel
programme and discovered that an intimate, safe and welcoming 
social environment was a key attribute. Being with like-minded people
with common special interests and being able to discuss issues with
expert educators were frequently cited reasons for participating in
learning vacations. Understanding educational tourists is critical if the
tourism industry is to provide them with interesting and satisfying
experiences. It has been illustrated that, within each educational tourism
segment, there are sub-segments or markets, and the adult educational
market is no different.

Research undertaken by Zinell (in Dann, 2001: 236) over a 5-year period
suggests that not only is the seniors’ market changing, but also the socio-
demographic labels are changing as the population ages and the senior
market becomes larger. However, Zinell also noted a change in values
over recent years from family, sacrifice, work, morals and duty to values
such as individualism, enjoyment, fun, leisure and tolerance. This has
translated into demand for tourism and educational tourism products and
experiences. In the case of non-profit organisations, a study of North
American Elderhostel participants enrolled in Canadian programmes
revealed four main types of learning travellers:

• Explorers: who are looking for programmes, near or far, that offer
the opportunity to actively explore a new part of the world. They
wish to learn about the local area, history, people and customs.

• Activity-orientated: learning travellers who enjoy programmes that
are held outdoors and who are interested in the natural environ-
ment.

• Content-committed: individuals who look for specific subjects (e.g.
genealogy, photography, etc.).

• Convenience-orientated: who look for programmes close to home –
destinations within a six-hour driving radius that could be reached
in one day, by car, and on one tank of gas (Arsenault, 1998).

Muller and Cleaver (2000) note the potential of the baby boom gener-
ation for the development and marketing of discovery travel and
adventure tourism products. According to the authors, the CANZUS
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(Canadian, Australian and New Zealand) baby boomer market comprises
13 million people, while the USA market is 75 million strong (Cleaver &
Muller, 2001: 4). Wood (2001: 20) notes that ‘many types of ecotourism
are supported by increasing numbers of financially secure, well-educated
Baby Boomers who see retirement as an opportunity for travel and explo-
ration’. Cleaver and Muller (2001) note that 83% of the baby boomer
market belongs to just four lifestyle groups in Australia (see Table 3.4).
This segmentation was carried out based on Roy Morgan Value Segments
research which segments the population into ten lifestyle categories based
on a national survey of 60,000 consumers in Australia.

Table 3.4 and research conducted by Cleaver and Muller (2001),
presented in Table 3.5, suggests that the Socially Aware segment has a high
propensity for ecotourism-related activities, active vacations and cultural
heritage tourism compared with other lifestyle segments, suggesting that
target marketing would be more effective for educational holiday
providers. Cleaver and Muller (2001) also note similar segmentation exer-
cises overseas with similar results estimating a target of 14 million people.
Research in Canada by the Environics Research Group formulated the
Autonomous Rebels for the Canadian baby boomers (Adams, 1997), the
Consumer Research Group (1996) identified Educated Liberals in New
Zealand, and the Actualizers were named in SRI International’s VALS 2
typology for the United States (Piirto, 1991). This clearly outlines the size
and potential of ecotourism and educational forms of tourism based on
psychographic lifestyle segmentation. Because of their characteristics, the
Socially Aware segment may also have an interest in learning about wine
and may participate in educational wine tourism as Mitchell and Mitchell
note in Case Study 3.1.

Additional findings from Cleaver and Muller (2001) illustrate that the
Socially Aware boomer:

• places more importance on travelling for discovery, illustrating the
need for new and varied experiences which help this segment
expand their knowledge base;

• places emphasis on warm relationships with others, self-respect and
a sense of accomplishment, suggesting the need for cultural inter-
action and challenging or highly involved experiences, and the need
for designers of study tours and educational experiences to incor-
porate challenge into their product;

• will not only need comfort, convenience and good value for money,
but will desire learning, personal growth, nostalgia and sensory
stimulation.
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This research illustrates the need for educational tourism providers to
research the characteristics of their target markets and to segment the
market, noting individual needs and developing suitable products to
meet these needs. If segmentation or analysis is not undertaken then
market share may decline as consumers find alternative products which
better meet their needs.
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Holiday activity Socially Visible Some- Conven-
aware achieve- thing tional 

ment Better Family 
Life

Wilderness travel 208 103 65 47
National parks 156 117 95 68
Country/wildlife/scenery 152 125 79 63
Nature experiences 163 88 87 74
Bushwalking 162 123 82 63
Surfing/swimming 136 121 94 80
Snow skiing 134 151 90 27
Bike riding 133 121 94 85
Other outdoor activities 151 103 96 85
Other adventure activities 142 119 82 51
Arts festivals/cultural 
events 169 120 50 39
Visiting art galleries/
museums 168 118 81 61
Visiting historical places 135 118 86 67

Note: The numbers are indices against the average of 100 for all baby boomers.
Therefore, read the first row, across, as follows: Socially Aware baby boomers are
108% (208 – 100) more likely, Visible Achievement 3% more likely, Something Better
35% (100 – 65) less likely, and Conventional Family Life 53% less likely to have chosen
wilderness travel than the baby boomer population as a whole.
Source: Cleaver and Muller (2001: 26)

Table 3.5 Activities undertaken on last holiday trip by baby boomer
lifestyle segment



Supply of Educational Travel Experiences

Generated by the ‘personal growth’ movement (Smith & Jenner, 1997a),
an increasing interest in educational travel has resulted in the provision
of a diverse range of educational holidays. As Smith and Jenner (1997a:
65) note, holidays can range from ‘learning to cook, to wine tasting, to
painting, to off-road driving, to drystone walling’ and surprisingly can
consist of some elements considered traditionally as ‘work’, illustrating
again the blurring boundaries between work and leisure. Richards (2000)
notes the development of ‘creative tourism’ (similar to special interest
tourism) which includes a range of activities from arts and crafts to
gastronomy, health and healing, languages, spirituality, nature and
sports. Research conducted with 1100 rural tourists in three European
countries noted that 10% were interested in seeing how traditional prod-
ucts were made, while a higher proportion were interested in learning
how to make these products themselves (Richards, 1999).

The first part of this section examines the incorporation of education
and learning within many sectors of the tourism industry and highlights
some key product developments in the industry to cater for the growing
seniors’ market and their demand for educational experiences. Many
examples are provided in the section to illustrate the industry response
to this demand.

Tour and resort operators

The tourism industry has increasingly become aware of this demand
and is beginning to cater for these new patterns. Some tour operators,
resort and accommodation providers are incorporating activities that
involve some components of learning and education to target more
educationally minded tourists, and this is occurring in a variety of sectors.
Product development initiatives undertaken by the industry range from
those of large global organisations to those of small regional and local
tour operators. Large global organisations include companies such as
Saga Holidays, P&O (see Exhibit 3.1), Lindblad, Odyssey and the Disney
Corporation (see Exhibit 3.2), while small regional and local operators
(comprising a significant proportion of the tourist industry) include 
wine, food and geological tour operators catering for the growing special
interest and learning/education vacation market (see Case Study 3.1 and
Exhibit 3.3).

However, although the tourism industry is slow to recognise that
tourists are more intelligent than they appear (Crocombe, 1984), there is

1111
2
3
4
5
6
7
8
9
1011
1
2
3111
4
5
6
7
8
9
20111
1
2
3
4
5
6
7
8
9
30111
1
2
3
4
5
6
7
8
9
40
41111

96 Managing Educational Tourism

96



an increasing demand for integrity and education in tourism experiences.
This point notes that the tourist industry itself has a lot to learn about
educational tourism. However, there are a growing number of examples
where education has been integrated into adult educational tourist expe-
riences with a variety of settings, including tour operations, cruise ships,
resorts and attractions. This section of the chapter provides some exam-
ples illustrating the growing link between education and tourism in these
sectors.

Global study tour operators
A growing number of specialist tour operators and wholesalers are

developing educational holidays for the adult or seniors’ market. As
outlined in Chapter 1, and later in this chapter, tour operators often bring
together packages of educational tourism experiences for consumption by
educational tourists. Saga Holidays was one of the first to specialise in
the seniors’ market in 1952 when it began as a hotel in Folkestone, UK,
targeting retirees in an attempt to reduce seasonality and improve its
occupancy rates. It later developed into the Old People’s Holiday Bureau
and did so well that it expanded into other UK coastal resorts such as
Margate and Eastbourne. By 1958 it was using trains as well as coach
travel and served a total of 12 resorts in the UK (Smith & Jenner, 1997b:
61). It expanded internationally in 1965, introducing a cruise programme
in 1973 and a Far East programme in 1979, with Saga International
opening in 1981 in the USA, and Australia following in 1985. The Saga
Group have also diversified and sell financial services and insurance to
senior travellers and publish books and magazines for the middle-aged
and the elderly.

Other operators had similar beginnings, growing from small niche
markets to global businesses as the demand for educational holidays
increases (both Exhibit 3.1 and Case Study 3.2 provide good examples).

Cruise ships
Ocean cruising has grown in popularity since the 1960s and estimates

suggest that cruise ship passengers have increased by 10% per annum on
average since the 1980s (McIntosh et al., 1995). A more recent WTO report
on the cruise industry suggests that the number of cruise ship passengers
has grown almost twice as rapidly as international tourist arrivals in the
last decade (WTO, 2001). According to the study, since 1990 the cruise
ship industry has grown by 7.7% to a total of 8.7 million in 1999. Although
the market is small compared with the tourist industry as a whole, it is
predicted that the market will grow to over 12 million by 2010 and the
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Exhibit 3.1

Swan Hellenic: Education and cruising

By Brent Ritchie and Jo-Anne Lester

Ocean cruising has grown in popularity since the 1960s and this
growth looks likely to continue with the planned construction of
larger boats and the so-called ‘super liners’ to cater for even larger
numbers of passengers. Destinations strategically located in the
Caribbean, Mediterranean and Asia-Pacific region are becoming
dependent upon cruise ships, not only for providing tourists and
their direct expenditure, but also for helping to revive their derelict
waterfront and port areas. For instance, since 1988 Singapore has
aggressively sought to increase the amount of cruise ship traffic
resulting in nearly 700,000 cruise ship passengers in 1994 and nearly
one million cruise ship passengers by 1995 (a 32% increase on the
previous year) (Singapore Tourist Promotion Board, 1996). Further-
more, developing countries such as Bermuda and Cuba are also
becoming more reliant on cruise ship traffic as part of their strategic
location in the Caribbean region.

Due to their increasing size cruise ships have been compared to
hotels or floating resorts, and this is especially the case with the devel-
opment of cruise ships that can cater for larger numbers of visitors.
More recently hotel and resort operators such as Club Med and
Raddison have entered the market because of the similarities between
cruising and hotel and resort management. However, research has
shown that small island destinations such as Bermuda often experi-
ence infrastructure congestion and overcrowding problems due to
the seasonal nature of tourism combined with the increasing size of
cruise ships (see Page, 1999). Similarly, the creation of infrastructure
or docking areas for cruise ships has often lagged behind the
construction of these larger cruise ships. This is certainly the case for
Cuba, which has only recently completed works on a new marina
due to a lack of foreign investment in tourism infrastructure.

More recently, as competition has intensified the cruise ship
product has become more segmented and specialised despite market
domination by global companies. The Disney Corporation has
recently developed cruise ship products for families through intro-
ducing the products ‘Disney Magic’ and ‘Disney Wonder’, while 
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cruise giant P&O has developed tours for singles and honeymooners,
thus further differentiating their product options. Another example
of a cruise company targeting a specialised market is Swan Hellenic,
which, unlike many other cruise ship companies, specialises in small-
scale educational tourism cruises for seniors.

Swan Hellenic, in operation since 1954 and a subsidiary of P&O
Cruises since 1982, offers a cruise ship product that differs from tradi-
tional cruise ship operations because its product has a ‘serious intent’
(Smith & Jenner, 1997a). Swan Hellenic caters for only 300 passen-
gers on board its most famous vessel the MV Minerva and all tours
comprise an ‘educational’ theme accompanied by specialist guest
lectures. A typical cruise, according to Smith and Jenner (1997a),
includes four or five optional lectures on a range of subjects that are
often well attended by passengers despite their voluntary nature 
and usually occur before a port arrival. Subjects can range from
astronomy, archaeology, religion, politics, people, wildlife, arts and
architecture. Famous specialist lecturers have included Professor
Anthony Clare, a well known United Kingdom psychiatrist and an
expert on the Egyptian origins of Western medicine, and Dr Patrick
Moore, a well known astronomer (Smith & Jenner, 1997a: 74). In 2002
Swan Hellenic introduced a new cruise route to the Persian Gulf,
including an expert guest lecturer on antiques and a lecturer with
specialist knowledge of the military history of the area. Guest
lecturers are scheduled to discuss the history of the region, including
the history of oil and the Gulf War, and the tour will be supplemented
by local museum visits. Despite many cruises visiting small and
sensitive island destinations, the small size of the fleet of Swan
Hellenic reduces the potential congestion and overcrowding prob-
lems that many island destinations may face. Furthermore, the small
size also reduces the necessity for large-scale investment in docks and
landing facilities that have so far excluded some destinations from
hosting and benefiting from the cruise ship market.

The small personal scale and educational element, combined with
cruise ship tours of New and Old World destinations such as the Red
Sea, Arabian Gulf, India and Scandinavia, has seen the company gain
many awards as testimony to its winning formula. In 2000 the
Minerva was voted ‘Best Specialist Ship’ for the second time by a
panel of travel industry experts in the Daily Express/ British Cruise
Awards. Previously, Swan Hellenic was voted ‘Best Cruise Com-
pany’ in the Telegraph Travel Awards, illustrating that ‘big’ does not
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revenues generated by the cruise ship market are substantially higher
than those of other tourist markets (WTO, 2001). Driven by globalisation
and the need to expand market share the cruise ship market has become
increasingly integrated and consolidated, with the market dominated by
four main operators: Carnival Corporation, Royal Caribbean Cruise Line
(RCCL), P&O, Princess and Star Cruises. The main cruise companies rely
on travel agents for selling their product, while the specialised cruise
companies prefer to maintain direct contact with the consumer.

One of the issues associated with the global expansion of tourism
companies is maintaining a standardised product at the same time 
as catering to a variety of different markets (Burns and Holden, 1995).
One way of catering for these often conflicting trends is for the major
cruise operators to acquire specialised medium and smaller operators
who often cater to a more specialised and segmented market, as illus-
trated in Exhibit 3.1.

Resorts
Confusion occurs over the use of the term ‘resort’ and the differences

in travellers’ perception of what a resort means. Some authors define a
resort simply as a purpose-built hotel positioned to take advantage of
some form of climatic condition such as sun, snow or scenery (Pearce 
et al., 1998). Examples include ski resorts in alpine destinations (such as
Thredbo in Australia and the French Pyrenees) and sun-based resorts
(such as the Whitsundays in Australia and Mahkota Melaka Resort in
Malaysia). Other authors suggest that resorts often include a wide range
of entertainment facilities including recreational and leisure amenities
(such as sporting facilities or leisure programmes) and are therefore self-
contained (Elliot & Johns, 1993 and Wall, 1996 both in Pearce et al., 1998).
Self-contained resorts, and in particular all-inclusive resorts such as Club
Med, are becoming increasingly popular with holidaymakers.

However, resorts have become increasingly specialised in catering for
specific segments of visitors, with a growing number offering educational
activities and programmes as part of their suite of leisure offerings. A
number of American resorts have been providing educational pro-
grammes for years, including the Mohunk Mountain House in New York,
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necessarily mean ‘better’ in the cruise ship industry despite the intro-
duction of larger ships, and that learning and education have their
place, even in the cruise ship sector.
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which has been in operation since the 1870s and prides itself on being a
model of educational tourism. The programmes currently on offer at the
Mohunk Mountain House fall into two broad categories: general learning
courses such as ‘classic film weekends’ and skills-based programmes such
as gardening (Holdnak & Holland, 1996). Other resorts offer sporting-
based programmes, such as those which include tuition with a
professional golfer. The Millbrook Resort in Queenstown, New Zealand
is one example that has offered sporting educational programmes within
its resort product. Similarly, global companies such as the Disney
Corporation have attempted to integrate learning and education as part
of their resort experience in an attempt to complement their theme park
and attraction products and expand their client base by tapping into
educational tourism (see Exhibit 3.2).

It is not only large global tourism organisations that have been incor-
porating education and learning in their provision. As noted earlier, a
number of small and regional examples exist which incorporate special
interest holidays with educational experiences, including geological,
archaeological and wine tours as well as gourmet and cooking holidays
in a variety of different settings throughout the world. Some products
even combine food and wine tours, or wine and heritage (see Case Study
3.1), with travel experiences overlapping between cultural, educational
and special interest holidays. Exhibit 3.3 discusses the provision of a
cooking school holiday in Italy, and the ingredients of that particular
holiday. Case Study 3.1 discusses the development of a regional wine
tourism strategy in Sydney, Australia, where learning and heritage are
important components of the marketing plan, and where key market
segments interested in learning and education have been identified and
targeted. Yet despite the obvious interest in education and learning for
special interest, wine and gourmet experiences, little research has been
conducted examining their educational experiences and needs.

From the previous discussion on the supply of educational tourism
products and Figure 1.3 it becomes apparent that the majority of adult
educational tourism is packaged in some way by tour operators or non-
profit organisations. Therefore, effective packaging and promotion, often
in partnership with many organisations, is critical for the success of the
educational tourism experience (see Exhibit 3.5 for the approach of
Elderhostel).

Packaging and promotional activities undertaken by adult educational
providers differ depending on the type of provider involved and the
nature of the educational tourism experience. There is a variety of
learning vacations on the market and thus a diverse range of products
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Exhibit 3.2

Resort educational tourism: The experiment of The
Disney Orlando Institute

By Brent Ritchie

The Disney Corporation, a business often ahead of its time, has seen
the potential of education and learning as a component of travel and
tourism and has developed a recent product to take advantage of the
changing trends. The Disney Corporation recently entered into the
educational tourism market, making entertainment educational by
providing ‘smart fun’ (Smith & Jenner, 1997a) or ‘edutainment’
targeted mainly at the baby boomer and retiree market.

The Disney Institute is based at the Walt Disney World resort,
Florida and was opened in February 1996 by the Disney Corporation.
The resort, located by Lake Buena Vista, consists of 457 bedrooms in
bungalows or one/two-bedroom townhouses and has the capacity 
for 1300 guests per day (Smith & Jenner, 1997a: 74). The resort 
also has entertainment facilities which include, in addition to the 28-
programme studios, a state-of-the-art cinema with seating for 400
guests; a broadcast quality performance venue which seats 225 guests;
and an outdoor amphitheatre on the green with seating for over 1100.
In 1995, in describing the impending new resort, Michael D. Eisner,
chairman and chief executive officer, stated that,

we live in an age where discovering new things is a lifetime
priority. The Disney Institute will be a resort with a creatively
charged atmosphere, where you can engage your body, excite
your mind and expand your horizons. Guests can take part in
activities that range from animating a cartoon, to creating a
topiary, to climbing a rock wall (in Benedict, 1995).

The Disney Institute initially offered more than 80 programmes in
nine different programme tracks such as entertainment arts, sports
and fitness, lifestyles, story arts, culinary arts, and design arts, to list
a few. Within each programme track individual programmes were
offered. For example, learning to create an animation character for
Disney took place under the entertainment arts track, while the ‘taste
of the world’ individual programme was situated within the culinary
arts programme track. Other programmes included designing gar-
dens situated in the environment programme track, and antique
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treasure hunting positioned in the design arts programme track.
Celebrity guests, including actors, sports stars, artists and authors,
supplement resident instructors. Celebrity guests have included
Robert A. M. Stern, the creative force behind the architecture for
Disney’s Yacht and Beach Club Resorts and several Disneyland Paris
hotels, and comedian Bill Larkin.

Programmes were initially offered to guests staying at the resort
and originally ran over several days. However, as demand waned for
these programmes Disney began to offer the product to business
people, with tourists then only comprising 30% of the market (Bryd,
1998). Because the demand for specialised programmes was smaller
than initially anticipated, Disney has recently increased the number
of mini-seminars that run from one to four hours and has aimed these
seminars at theme park visitors as well as resort visitors to help boost
profits. ‘In the beginning, we wanted to put The Disney Institute out
to the market in general,’ said Mary Tomlinson, director. ‘But ulti-
mately, the people who want a Disney Institute vacation is a niche
market’ (in Byrd, 1998). Disney is not known for getting its marketing
and product development wrong, and has begun to aim its
programmes at the Disney Institute at niche markets, including
photography, food and wine enthusiasts, through direct marketing:
In targeting their marketing they have avoided the usual mass-
marketing method that Disney has traditionally used.

As part of changing their market Disney have had to remove and
modify many of their previous programmes, including antique trea-
sure hunting and ‘climbing your family tree’, both of which no longer
exist. According to Tomlinson, ‘The guests have told us by selection
what they want’ (in Byrd, 1998), and Disney appear to be modifying
their programmes and marketing to attract the type of tourist most
likely to stay at the resort and participate in their programmes. That
visitor is increasingly less likely to be the traditional mass market
theme park visitor that Disney usually attracts and caters for, and
instead is more individual and has specialised interests, needs and
wants. Although this is a courageous initiative with respect to the
blending of travel with education at a resort, Disney have many
distinct challenges and opportunities ahead in the provision of an
educational tourism product. One of the major challenges they face
is the obvious need to provide a product that is demanded by their
potential market, and the need to discard traditional marketing tech-
niques in order to attract special interest and educational travellers.
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Exhibit 3.3

The ingredients of a cooking school holiday

By Ngaire Douglas and Maree Walo

Italian Cookery Weeks Ltd is an independently owned private
company specialising in its own cookery schools. The idea became
reality twelve years ago when the founders and owners of the school,
Susanna Gelmatti and Mihai Dragutescu, identified a gap in the
Italian tourist market for those who wish to combine both travel and
learning. At about this time (1988), two things were coming together;
Italian food – other than pizzas and spaghetti – was becoming
increasingly popular and the health values of a Mediterranean diet
were being formally acknowledged. The locations chosen were then
unusual Italian destinations and their schools still are located in areas
which are ‘off the beaten track’ for the majority of tourists to Italy.
We must wonder for how much longer they will be able to claim this.

The location

The Umbrian school is in Bolsena, close to Orvieto. The region is
renowned for local meats, games, porcini mushrooms, olive oils of
the region and sheeps’ cheeses. The Amalfi Coast school is at Marina
Del Cantone, between Sorrento and Positano. The specialities are
fresh seafood and fruits. A third, less used location, is in Puglia at
Ostuni near Brindisi, on the heel of the boot of Italy. From the
Umbrian school students can visit Civita D’Bagnoregio, a famous
village of ten people, Perugia, a major historical attraction, and
Peinza, known for its pecorino cheese.

The participants

Participants are English speaking and 62% come from the UK. The
company believes that this is attributable to the company being UK
based, the easy access to Italy and the extensive UK-focused publicity
in newspapers and magazines. Australians and New Zealanders
account for a further 25% of clients who are reached through CIT
Travel, agents who have good exposure for the Italian travel market.
Another 8% are from USA. They access the information via the
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website or special guides to cookery schools. The 5% balance consists
of independent bookings from South Africa, the United Arab
Emirates and other European nations.

For most clients Italy itself is the principal ‘pull’ factor and to this
is the added dimension of an interest in food – Italian food. They
usually come from the middle to upper income bracket and their age
can vary from the late twenties through to the seventies with the
majority of clients in the 40–60-year bracket. Women make up the
majority of students and they often enrol in small groups. When
couples come to the property, the man usually does the more common
tourist activities while the woman pursues her special interest. This is
not to say, of course, that males do not come as students. They cer-
tainly do, although they are a small minority in the client profile.

The chefs and instructors

The chefs are always Italian, usually from the region, and have a
wide range of prior experience. The company requires that they are
‘presentable’, have a strong understanding of the food of the region,
have worked in a reputable restaurant and have a comprehensive
approach to the preparation of dishes, which should include both
modern and traditional ideas. Many appointments are made through
recommendation from other chefs and notable ‘foodies’ in Italy.
Locals are brought in for specialty demonstrations. For example, the
students learn how to throw pizza bases from the local pizza shop
owner. The support staff comprises mainly young Australians on
working holidays.

The programmes

The programmes are set by Italian Cookery Weeks Ltd. In 2001
they offered five one-week programmes in two locations – Amalfi
Coast and Umbria. Approximately 20 people make the maximum
number for each school. Italian Cookery Weeks ensures that the right
mix of cookery lessons, excursions, relaxation and, of course, eating
and drinking is achieved. Their marketing claims that

Italian Cookery weeks are a recipe for a fabulous gastronomic holi-
day. They combine a relaxing Mediterranean holiday with first-
class instruction in Italian Cuisine. Each program incorporates,
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where possible, daily excursions to surrounding villages, markets
and specialty food shops of the region.

Schools are offered during the Northern Hemisphere Spring (May/
June) and Autumn (August/September).

Good tour planners realise that leisure activities must be a part of
the total experience. Souvenir shopping, sightseeing, swimming,
lying around the pool and something labelled ‘free time’ are time-
tabled into the programme. Thus the presence of a cooking school
can bring financial benefits to other local and regional businesses, not
only through the purchase of materials needed to run the school and
employment of local staff, but by encouraging the students to expe-
rience other features of the locality.

The cuisine

All dishes revolve around local fresh produce with regional
specialities a feature: fresh figs, blackberries and porcini mushrooms
in Umbria and baby wild artichokes and wild fennel on the Amalfi
Coast for example. Recipes must be able to be reproduced at home
(i.e. the UK primarily), so alternative ingredients are incorporated
where necessary.

The concessions

Certain dishes, which may be delicacies in Italy, are not suited to
an ‘English’ palate. High salt content, extensive use of lard, and the
consumption of certain game and meats which is not considered
politically correct in some countries are avoided as much as possible.
The chilli, a common ingredient in many Italian dishes, is used with
considerable caution. So, while cooking school tourists may well be
seeking a REAL tourism experience, providers are erring on the side
of caution when menu planning.

The language of instruction

As unfortunate as many people may think this to be, English has
become the lingua franca of tourism. It is an interesting experience,
for example, to be the only English native speaker on a domestic
tourist bus in the heart of India, only to find that English is the
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language which the guide uses because of the numerous Indian
dialects spoken by the other 56 people on the bus! The authors
suggest, from their experience at other cooking schools in Indonesia
and Australia, that attendance at cooking schools is Eurocentric
behaviour. At the Italian school, even those who come from the
United Arab Emirates are Europeans who live there on contracts.

The shopping

Participants can join the shopping expeditions if they choose.
Sometimes local produce is picked up while on afternoon excursions,
so participation is by default. Food shopping behaviour in Italy is
decidedly different to that practised in the everyday lives of the
majority of participants. In Italy it is a daily exercise for several
reasons:

• the importance of very fresh food;
• the general absence of, and associated cultural indifference to,

or lack of access to, refrigeration; and
• the historical cultural behaviour whereby the daily market

shopping trip is an essential part of social life.

It is the participation in such a fundamental activity that the Italians
have transformed into an important social and sensory experience
which lingers as one of the fondest memories for many cooking
school students.

The cost

The Italian cooking school costs approximately 1249 GBP (2001
price). Included in this are return flights from London to Rome,
minibus transfer to Umbria, seven nights twin share accommoda-
tion,full board with ‘excellent food and wine’, tuition on cookery and
excursions to nearby historic and interesting towns. For students
from the US the cost is US$1791 ex London. A transatlantic fare would
have to be added. The Italian Umbrian accommodations have been
described as rustic by past participants.
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and services on offer. However, generally these vacations involve travel
to the destination, some form of accommodation, meals, food and educa-
tional or learning activity at a site or number of sites. As discussed in
Chapter 1, they include those offered by primary educational tourism
providers and secondary support service providers (see Figure 3.1).
Organisations that can be involved in developing and packaging their
own educational holidays include:

• individual sites or attractions such as museums and art galleries;
• individual travel planners or agencies;
• tour operators such as Odyssey Travel, and Lindblad;
• universities and colleges offering continuing education pro-

grammes; and
• non-profit organisations.

In many cases these organisations work together to combine a suite 
of products and experiences that will create the educational tourism ex-
perience. As Bodger (1998: 2) notes, a successful educational tourism
experience depends upon a good relationship between three main groups
of stakeholders:

• The programmer: who prepares the programme with the tour or 
travel leader, and helps with setting up suitable accommodation and
planning. They may undertake this themselves or work with pro-
fessional travel companies.

• The leader: who are experts in the particular field and may have acad-
emic qualifications. They communicate knowledge to participants
and need to be motivated and resourceful.

• The participants: who need time to reflect on material presented 
and may have different agendas such as shopping or exploring
destinations.

As noted in Figure 3.1 and the previous discussion, the resource special-
ists are central to the educational tourism experience and can be employed
at attractions as curators, subject matter specialists, interpreters, lecturers,
storytellers or researchers and academics. They may be employed 
by client organisations such as alumni and non-profit organisations to
develop suitable programmes for educational tourists and can com-
plete this with the help of tour and receptive operators or organise the
programme and support services such as accommodation and social
activities individually. Furthermore, they may be employed by tour and
receptive operators to deliver an educational programme or workshop
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directly to educational tourists. Whatever role they play, it is central to
the educational tourism experience (Bodger, 1998).

As noted in Exhibit 3.5 Elderhostel have developed many relationships
with local museums or sites as well as partner institutions. Universities
and colleges may work with travel planners or tour operators on behalf
of their alumni or continuing education programmes, while individual
attractions and national parks may work with universities and colleges
in order to stimulate learning trips, improve visitation levels and promote
their educational charters. Table 3.6 provides some indication of the type
and cost of these programmes for the seniors’ market as well as identi-
fying the variety of organisations involved. The table illustrates the mixed
involvement of alumni and universities alongside commercial tour oper-
ators and non-profit organisations such as Elderhostel. Prices per day can
vary from US$83 for a five-day Elderhostel vacation to US$779 for a high
arctic adventure from Adventure Canada.

As the CTC (2001) note, the challenge in packaging educational travel
is building partnerships between different organisations to provide
educational tourism products that are respectful, appreciative, sustain-
able and enhance mutual understanding. The task is to ensure that the
public sector and educational organisations and attractions (such as
museums and other sites) work together in partnership with the private
sector (such as the tourism industry) to provide educational opportuni-
ties for the adult and seniors’ tourism market. As one Canadian
educational institution commented, the ‘challenge for learning vacations
is that educational institutions operate on a budget and are not used to
looking at things from a commercial, tourism perspective. Putting this
type of program together is like merging four cultures (NGOs, govern-
ment, academic institutions and the private sector), each with their own
politics and ways of operating’ (in CTC, 2001: 44).

This quote illustrates the fragmented and diverse nature of the educa-
tional tourism industry and the need for the development of partnerships,
packaging and promotional campaigns between providers of educa-
tional tourism. However, as noted above, the different ways of operating,
including the commercial versus educational agenda, are important issues
to consider as there are obvious economic and intangible benefits related
to educational tourism (such as personal development and self-fulfil-
ment), which may be outcomes favoured by some stakeholders. There is
a need for providers to form alliances and networks to expand their
marketing budgets, improve the diversity and quality of product offered,
and undertake research into adult and seniors’ educational tourism.
Chapter 6 examines issues concerning fragmentation, collaboration and
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networking in more detail and discusses the importance of partnerships
in educational tourism for maximising both the marketing and regional
development benefits of educational tourism.

Adult and Seniors’ Tourism 111

111

Provider Programme Nights Total Per day 
cost cost

in US$ in US$
Adventure Canada 14 5,890 to 420 toHigh Arctic – Greenland and 10,990 779Canada
Bear Treks (California Alumni 
Association) 16 3,795 237

Newfoundland
Canadian Cultural Landscapes

Historic Montreal and Quebec 6 1,369 228
City in the summer

Elderhostel 5 413 83Camp Arnes/Lake Winnipeg
McGill University

Oh Canada ‘Wings over the 5 1,337 267
Rockies’

National Audubon Society
New Brunswick Discover: 7 1,069 153
Featuring the Bay of Fundy

Smithsonian Odyssey Tours 9 1,899 to 211 to Western Canada and National 2,249 250Parks (includes air)
Study Abroad Canada

English Adventure for the 6 737 123
Young at Heart in PEI

University of Michigan
Stratford Festival and Shaw 5 1,350 270
Festival

Source: Modified from CTC (2001: 40)

Table 3.6 Cost of learning vacations in Canada (US$ in 2000)
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Exhibit 3.5

Elderhostel: A pioneer in adult educational tourism

By Heather Hardwick

History of Elderhostel

Elderhostel is a not-for-profit organisation that was founded in
1975 by Marty Knowlton, a social activist and former educator, and
David Bianco, a university administrator. Inspired by the youth
hostel concept in Europe, which provides safe, inexpensive accom-
modation and opportunities to meet other travellers, and the folk
schools of Scandinavia, where older adults hand down age-old tradi-
tions to younger generations, Marty and David sought to create and
offer similar educational and cultural opportunities for older adults
in the United States. The first Elderhostel residential learning
programmes were offered in 1975 at five colleges and universities in
New Hampshire in the north-eastern United States; 220 adults partic-
ipated in the programmes.

Market profile and demand

Elderhostel participants are, by definition, mature travellers – the
organisation specifically targets adults aged 55 and over (although
they have widened their target as the age minimum was previously
60 years and over). Elderhostel participants also tend to be experi-
enced travellers. Although education correlates with the travellers’
interest in Elderhostel, no formal educational training or prior expe-
rience is required to participate in an Elderhostel programme, just a
desire to learn.

Part of the appeal of Elderhostel programmes is the opportunity to
share an educational experience with people who share similar inter-
ests. Elderhostel’s programmes work to provide a welcoming and
inclusive social atmosphere that encourages learning and participa-
tion. As a result, Elderhostel attracts a lot of single or solo travellers,
who are drawn by the opportunity to share a unique experience with
like-minded travellers and the opportunity to make new friends.
Further, Elderhostel offers participants a room-mate matching service
for those interested in sharing a room, which also eliminates the need
for single supplements that sometimes deter single travellers from
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travelling as part of a group. There is also a high incidence of repeat
travel with Elderhostel, attesting to participants’ satisfaction with the
programmes and the experience.

According to Hardwick (2000), based on Menlo Consulting
Group’s research with American international travellers, 21.6% of
travellers over age 55 were found to be extremely or very likely to
take an Elderhostel vacation. Not surprisingly, this likelihood cor-
related strongly with the educational levels of travellers. Travellers 
who show a general preference for being as part of an escorted group
also have an above-average interest in Elderhostel. The demand for
Elderhostel programmes is growing and several trends in the US
market contribute to this, such as ageing – the population group
known in the United States as the baby boom generation is entering
its prime travel years. Further, speciality travel is increasing in popu-
larity in the US right now. Elderhostel programmes are by definition
special interest in nature, given their educational and cultural focus.
However, because of the breadth of its programme, Elderhostel is
able to offer a wide variety of themed trips as well as activity-based
programmes such as hiking and cycling tours. Popular theme
programmes are focused on art, events, gardens, food, family, theatre,
walking, museums and politics.

Key product characteristics

Education
Providing older adults with lifetime learning opportunities is the

core of the Elderhostel mission; as such, education plays a central role
in Elderhostel programming. Programmes include lectures, classes
(although no exams or grades are involved), discussions, field trips,
and extracurricular activities. Programmes are often based in a loca-
tion that is significant to the topic, or are hosted by an educational
or cultural institution. Elderhostel partners with a network of 1900
educational and cultural sites, many of which serve as host sites for
programmes. These partners include colleges and universities, state
and national parks, museums, theatres and environmental education
centres.

Location
Elderhostel programmes take participants to literally every corner

of the globe. Although the first programmes started in the north-

Adult and Seniors’ Tourism 113
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eastern United States, by word-of-mouth promotion alone the
Elderhostel programme grew to serve more than 20,000 participants
all over the United States and Canada in its first five years. In 1981,
Elderhostel offered its first international programmes, which more
directly incorporated travel with education to foster experiential
learning. The international programmes have a strong cultural focus,
often studying local history, traditions, literature, arts, cuisine and
language. The popularity of Elderhostel’s international programming
has fuelled tremendous growth; international programmes now
comprise nearly one-fifth of all Elderhostel programmes and the
organisation offers programmes on all seven continents.

Elderhostel programmes, particularly the domestic ones, typically
revolve around a base location or host institution, with participants
learning about an area or topic in depth and exploring the region
around the base. However, in 1998, Elderhostel introduced the new
Adventures Afloat programmes, using ships and barges as floating
classrooms and setting participants in motion on some of the world’s
most magnificent waterways. Similarly, it is possible to take an
Elderhostel programme where the classroom is a train, moving from
one study location to another.

Duration
Most programmes in the United States and Canada are five or six

nights in length, with some programmes lasting only a weekend and
others extending to two or more weeks. International programmes
tend to be longer, typically lasting one to four weeks.

Cost
One of the core components of Elderhostel programmes is value.

As a non-for-profit organisation and a travel provider, the costs to
the consumer for participating in an Elderhostel programme are
based on covering the basic programme costs. Programme tuition is
all-inclusive, including all classes and field trips, activities, meals 
and lodgings at about US$100 per day, well below the average 
cost of tours offered by most commercial suppliers. Elderhostel 
helps to keep costs down by sometimes using alternative accommo-
dation such as university housing. There are also a limited number
of scholarships available for participants who desire to take part 
in the domestic programmes, but do not have the financial means to
do so.
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Innovation
Elderhostel has been changing with the times; as the programmes

expand, they also branch off in new directions, to meet consumer
demands and trends in the market. In 1985, Elderhostel launched its
intergenerational programmes, pairing Elderhostel participants with
their grandchildren or other young family members as a means of
bringing generations together for shared learning experiences. The
intergenerational programmes tend to be more hands-on in nature
and are often activity oriented. In 1999 the intergenerational pro-
grammes expanded to include international destinations such 
as Ireland, Greece and Norway. Building on the increasing trend
towards family travel in the United States, these programmes have
become immensely popular; one Elderhostel representative reported
that participants in the intergenerational programmes often remark
that these trips are life-changing experiences, providing a unique
educational setting for interaction with loved ones.

Elderhostel has also launched its Service Programmes, pairing
participants with public-service organisations around the world,
adding the element of service and hands-on experience to the educa-
tional travel experience. Volunteer work can range from conducting
environmental research, to teaching English, to helping to build
affordable housing. A portion of the cost of these programmes goes
to the charitable organisations involved.

In 1988, Elderhostel formed a voluntary association with established
Institutes for Learning in Retirement (ILRs), known as the Elderhostel
Institute Network. ILRs are self-governing community-based organi-
sations that pursue lifelong learning through campus-based work-
shops and semester-long courses. The network extends Elderhostel’s
commitment to education beyond the travel sphere, as 52,000 Institute
Network members take more than 3000 courses each year.

Summary

Elderhostel is leading the way in providing experiential learning
and educational travel opportunities for older adults. A pioneer in its
field, Elderhostel continues to expand and innovate and succeed in the
process. Over the course of 25 years in business, Elderhostel has grown
from its initial programmes in New Hampshire that served 200 partic-
ipants, to become the largest supplier of adult educational travel expe-
riences for adults in the United States, with more than 200,000 adults
taking more than 10,000 programmes in more than 100 countries.
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Impacts of Seniors’ Educational Tourism

As discussed in Chapter 2, the impacts of cultural and nature-based
tourism upon the economic, environmental and social environment 
can be both positive or negative. Few studies have been undertaken
concerning the economic impact of the adult educational tourism 
market. Those that have been undertaken are limited in size and scope.
For instance, Conter (1994) estimated the impact of the Elderhostel
programme in Arizona to be US$35,000–45,000 per week to the income
of an area based on 50 participants. Ross (1998) estimated that US$402.3
million was spent by over 143,000 participants on over 6000 tours, but
excluded the largest provider, Elderhostel, from the analysis. Research is
needed to accurately quantify the impact and potential of adult educa-
tional tourism; however this is unlikely to happen until the industry
realises the potential of this market segment and the research base
improves substantially.

According to Morrison et al. (1994) the desire for seeking intellectual
refreshment and spiritual fulfilment increases with age, making the adult
tourism market more susceptible to learning and educational tourism
experiences. Bodger (1998) notes that educational travel can provide
certain personal benefits, as it:

• provides an immediate and personal experience of an event, place
or issue that cannot be duplicated;

• offers opportunities for individuals within the group to explore
specific and individual issues and interests with other participants
and the leader in a way that is usually impossible in the more usual
educational environments;

• provides the opportunity to combine leisure with a learning expe-
rience that is directed and meaningful; and

• is an immersion situation, in which the daily exposure to a different
set of cultural values can lead to dramatic changes in a participant’s
perceptions and attitudes.

However, not all impacts are advantageous. In the case of Antarctic
visitors (see Exhibit 3.4 and Case Study 3.2), although Antarctic tourists
may be well educated and well travelled this does not ensure that all their
behaviour is responsible. As Hughes notes in Exhibit 3.4, there is evidence
to suggest that some visitors are souveniring from heritage sites in
Antarctica and suggests that more measures are required to limit this
behaviour.
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Exhibit 3.4

Management of Antarctic historic sites as a tourism
resource

By Janet Hughes

Some 72 historic sites are recognised by the Antarctic Treaty
(Headland, 2001). Although not all of them are of interest to tourists,
at least 30 of these sites on the Antarctic Treaty list are visited each
year by thousands of cruise ship passengers or by hundreds of
national expeditioners on ‘jollies’ (see Plate 3.1).

Perhaps the best known sites are those of the early era of Antarctic
exploration including the huts on Ross Island used by the Scott and
Shackleton expeditions in the early twentieth century. More remote
sites are those of Borchegrevink at Cape Adare (1895), Australian

Plate 3.1 Tourists often visit historic sites during Antarctic educa-
tional excursions
Source: J. Hughes
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scientist Mawson (Cape Denison) and Swedish explorer Norden-
skjold (Snow Hill Island, Antarctic Peninsula). These are typically
‘rustic’ wooden buildings close to the sea with varying quantities of
food, clothing, furniture and other supplies typical of the era.
Unusual items include snowshoes for ponies, exotic canned foods, a
leg of ham over 80 years old, sledges, a stuffed penguin and the occa-
sional nude picture.

More recently abandoned bases, such as those of the International
Geophysical Year (1957–58), are often not considered to be historic
and some sites (such as the US Wilkes base) have been stripped by
souvenir hunters. The sites typically consist of small buildings clus-
tered around logistics facilities such as radio transmitters and
meteorological equipment. Buildings are typically of plywood or are
metal-clad prefabricated structures. Later sites also may contain
considerable quantities of hazardous materials, such as asbestos,
chemicals, oils and putrescible items, and thus there is considerable
potential for conflicts with the environmental values of the area.
Shackleton’s hut at Cape Royds is next to a penguin rookery that is
also a ‘Specially Protected Area’. The 1991 Madrid Protocol requires
an abandoned base or building either to be declared historic or to be
removed. There are many vagaries of the Antarctic Treaty and
Madrid Protocol since no framework is provided for assessing the
heritage values nor standards for preservation and management of
the sites.

Many tourist itineraries in Antarctica include visits to historic sites
as these provide a unique insight into the lives of early explorers and
poignantly show the isolation and risks they suffered. Visitor
numbers are generally increasing, particularly to some sites such as
Whalers Bay at Deception Island in the South Shetland Islands. Few
studies of Antarctic tourists have specifically considered issues of
historic sites. However, research at Mawson’s Huts at Cape Denison
has shown divergent views: most accept strict prohibition on
touching and removal of historic material, but others do not like the
wind-blown and messy nature of the building debris and ‘rubbish’
considered historically valuable by archaeologists. Visitors to the
sites are often keen photographers and crowding inside buildings
and tripping hazards from tripods in poor light conditions present
clear risks. Artefacts outside buildings seem to be considered less
important and some have been trampled by visitors who are usually
only supervised inside the buildings.
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In the field of wine tourism many studies have identified wine educa-
tion and learning as key components of the wine tourism experience
(Ali-Knight & Charters, 1999; Mitchell et al., 2000). Studies undertaken by
Charters and Ali-Knight (2002), concerning the motivations and behav-
iour of wine tourists, found that many respondents viewed wine
education as an important factor in their overall tourist experience. The
researchers noted that ‘integration’ between their purpose (from learning
to buying) and their interest (from no interest to high interest) may help
understand their experiences. For instance, those wine tourists with a high
level of learning as the purpose of the trip combined with a high interest
in wine (‘wine lovers’ segment) would enjoy a highly integrated educa-
tional experience. Yet, despite the importance of satisfying segments of
tourists through education and learning, little research has been under-
taken concerning educational or learning needs of special interest
travellers. In the case of the Sydney Wine Region the educational elements
of wine tourism are critical for its success and the differentiation of this
wine region from competing regions (see Case Study 3.1), yet little is
known about the educational needs of this tourist segment.

Conclusion

This chapter has discussed the ageing population and the growing
interest in travel for learning which has seen increased demand for educa-
tional holidays from seniors and baby boomers. The chapter has identified
that key market segments have a greater propensity and motivation to
choose educational holidays, and that, in particular, senior females are a
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Ongoing research on managing visitors at Antarctic historic sites
is focusing on:

• monitoring impacts such as temperature and humidity varia-
tions during visits to assess appropriate numbers of visitors;

• assessing patterns of visitor behaviour to improve the visitor
experience;

• improving the quality of ‘interpretation’ (information provided
about the site); and

• providing visitor education to reinforce appropriate behaviour
and minimise risks and thereby ensure this tourist resource is
available for future generations.
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major target market, while countries such as Germany and the USA have
large numbers of baby boomers and seniors as part of their popula-
tions. The chapter has also outlined some developments in the tourism
industry to cater to this market, which involve tour operators, resorts and
attractions. Product development is occurring through large global organ-
isations but also through smaller individually owned operators. Although
positive economic and personal development benefits exist, educational
tourists can impact negatively upon fragile destinations and sites and so
adequate management and interpretation is critical.

This chapter has also outlined that the relationship between providers
is complicated, fragmented and potentially diverse. However, all educa-
tional tourism experiences are dependent upon partnerships between the
education or learning providers (such as universities, colleges, museums
and sites) and the tourism industry (such as accommodation, transport
and tour operators). Strategies need to be put into place to ensure that
these two groups work together to develop mutually beneficial products
and experiences to meet their needs as well as the needs of educational
tourists. A lack of research and understanding of the demand, supply and
impacts of the seniors’ educational tourism market is hampering future
planning and management, and an increase in research activity is
required.

Case Study 3.1

Learning and discovery: Cornerstones of the marketing of
the Sydney Wine Region

By Richard Mitchell and Carleen Mitchell

Wine tourism and education

In 2000 Australia had 1197 (Winetitles, 2000) wineries spread
throughout all of its States and Territories. In this increasingly competi-
tive market, Australia’s wineries and wine regions are striving to gain an
advantage. Nowhere is this more true than in the Sydney Wine Region,
a relatively new entrant and minor player in the wine tourism market
place. The Sydney Wine Region faces strong competition from the well-
established Hunter Valley region and the new and emerging wine regions
of Mudgee, Young and ACT. These regions have established and growing
reputations for both wine and tourism and are within a relatively small
radius of Sydney (no more than three-and-a-half hours).
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The Nepean Hawkesbury Wine and Grape Growers Association
(NHWGGA) currently has 46 members including nine commercial
wineries, seven of which have cellar door operations. The cellar door
operations are located throughout the western reaches of the Sydney
Basin and existing cellar door experiences range from bulk retail to
heritage properties and a 5-star bed and breakfast.

Key strengths and opportunities
In order to establish itself in the wine tourism market place the Sydney

Wine Region is attempting to brand itself by taking advantage of its key
strengths and opportunities. At first glance, it appears that the region’s
key advantage over its main competitors is that it is the closest wine
region to the Sydney metropolitan area: home to some 3.5 million people.
However, this close proximity to Sydney also presents some problems for
Sydney wineries. In particular, the region may be too close for many
Sydney-siders to consider it as a destination (i.e. it may not represent
enough of an ‘escape’ from the city). As a result the Sydney Wine Region
Regional Marketing Strategy (2000) gives careful consideration to how the
region is positioned and the type of image that is to be projected to the
Sydney market (i.e. it must sell the benefits of closeness).

Of particular significance is the region’s rich history as Australia’s first
major agricultural area. Much of the region is still active in primary
production and the recent development of business networks such as the
Hawkesbury Harvest is evidence of the value primary producers have to
the tourism industry. Many of the cellar door operations have roots that
are grounded in this early period of agricultural production and several
have connections to events and people of major significance to agricul-
ture and winemaking in Australia. In fact, the Sydney Wine Region is the
birthplace of the Australian wine industry (first in Parramatta and then
in Camden in the early 1800s). This is the Sydney Wine Region’s point of
difference – no other region can claim to be the birthplace of the
Australian wine industry!

All cellar doors within the region have significant heritage values and
stories to be told. The region’s rich settler and convict history and, in
particular, the location of the five Macquarie Towns (Castlereagh, Pitt
Town, Richmond, Wilberforce and Windsor) make an important contri-
bution to local tourism. As such, much of the tourism in the region is
based on its central importance in Australian history. A number of cellar
door operators are already taking advantage of this but the Regional
Marketing Strategy attempts to further develop the theme to include, at
its core, heritage interpretation and wine education.
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Key market characteristics
An analysis of the general winery visitor market, the business envi-

ronment of the Sydney Wine Region, the Roy Morgan Value Segments
(1997) and work carried out by Macionis and Cambourne (1998) identi-
fied a range of markets with potential for the Sydney Wine Region. Table
3.7 provides a summary of the three main Roy Morgan Value Segments
of winery visitors to different wine regions throughout Australia.
Canberra, as an emerging wine region, has the most similar characteris-
tics to those of the Sydney Wine Region and the Socially Aware segment
is the most likely to visit such regions.

The primary target market for the Sydney Wine Region, then, is Socially
Aware Sydney-siders. This market, as the market most likely to seek new
and innovative products and services, are most likely to visit this
emerging region (Macionis & Cambourne, 1998). They are more likely to
be risk takers and, if satisfied are likely to provide an important source
of ‘word-of-mouth’ promotion to other sectors of the market. Socially
Aware consumers also have similar demographics to that of the ‘typical
winery visitor’. The market also represents a relatively large proportion
of the NSW market place (around 850,000 people), second only to Visible
Achievers (Table 3.8).

More significantly for the development of the Sydney Wine Region’s
tourism product and core branding, however, is the fact that Socially
Aware individuals are:

Information vacuum cleaners, this segment are always searching for
something new and different and new things to learn. They believe
strongly in the concept of learning a living rather than earning a
living, always seeking new opportunities for training, education and
knowledge. (Roy Morgan, 1997)

Targeting Socially Aware individuals has a number of implications for
branding and image and product development. Implications include the
need for the development of interpretation on wine and winemaking to
meet the thirst for knowledge of this market and the development of
products and packages that meet the experiential nature of their needs.
Branding and imaging also have to appeal to this focus on learning and
experiences (e.g. the use of words, concepts and images such as explo-
ration, discovery, learning and experience).

Discovery and learning at the core of the brand
According to the Sydney Wine Region Regional Marketing Strategy

(2000) the catch phrase for the regional wine tourism brand (The Sydney
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Wine Region: Australia’s newest wine region is also its oldest) is ‘What’s
Old is New’: ‘Discover Australia’s newest wine region while learning about its
oldest’.

This will be used to develop promotional material and new products
that tie the old with new, taking advantage of both the historical signifi-
cance of the region and the relatively recent resurgence of the region. In
particular, concepts such as ‘discover’, ‘new’ and ‘learning’ provide
important cues to the Socially Aware segment that the region offers an
experience that is educational, informative and innovative – values that
are core to this target market.

The core concept of the brand image of the Sydney Wine Region is the
marriage between the old and the new, while the core experience to be
promoted is that of learning, discovery and exploration. To this end, there
are two sets of core concepts that act as both contrasting and comple-
mentary values, each of which is based on a learning experience. This
dialectic is as follows:
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Value Segment/ Australia Hunter Barossa Canberra 
Characteristics Valley Valley District

Socially Aware
Tertiary educated 
people in top jobs, 20.5 18.5 15 28
the most educated 
segment

Traditional Family Life
Over 50, empty nesters 
and mostly retired 18 12.5 7 24.5
version of Middle 
Australia

Visible Achievers
Around 40 years old, 26 19 28 18the wealth creators of 
Australia

Source: Adapted from Macionis and Cambourne (1998: 46–47 after Roy Morgan,
1996)

Table 3.7 Percentage of Roy Morgan Value Segments that visit
wineries
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The Old:

• Australia’s wine and agricultural heritage.
• Heritage interpretation.
• The traditions of wine making.
• The stories of pioneer winemakers.

The New:

• Sydney’s modern wine industry.
• Wine education and interpretation.
• New winemaking techniques.
• The hard work of the modern winemaker.

A critical component of the marketing strategy, therefore, is the devel-
opment of heritage and wine interpretive material that can be used by all
cellar door operators to enhance their products and services. The strategy
recommends that, along with training staff to interpret the wine and the
wine-making process, educational material should be developed on the
histories and stories from the individual wineries, the history of agricul-
tural and viticultural production in the Western Sydney region, and
histories and stories on prominent historical personalities associated with
wine in the region.

Other product developments recommended include the introduction of
a wine trail and brochure that allows the visitor to learn about the history
of wine in the region and the story of the agricultural/horticultural
heritage of the area. Similarly, the strategy suggests that there are a
number of opportunities for the Sydney wineries to develop a range of
tour packages that could meet the needs of their market. In particular,
there is the possibility to develop strong partnerships between the
wineries and a range of food producers, B&Bs, heritage properties and
tour operators. The strategy recommends that packages be developed that
have a similar educational theme that is likely to be attractive to their
target market. Suggested themes for package tours include:

• gourmet education and experiences (e.g. cooking schools, wine and
food matching and wild foods and wine);

• heritage experiences (e.g. learning about Sydney’s agricultural
heritage and heritage foods); and

• wine, art and music (e.g. tours of galleries and wineries and winery
concerts)
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Implementing the Strategy
At the time of this case study the Sydney Wine Region Regional

Marketing Strategy is in its early phases of implementation. In this forma-
tive stage the NHWGGA will itself be undertaking an educational
programme to ensure the success of the educational and learning experi-
ences at the core of its branding. The NHWGGA will be gathering the
necessary interpretive material and developing staff training packages
that will form the cornerstone of the tourism product that the strategy
envisages.

Case Study 3.2

Antarctic tourism: A unique educational experience

By Thomas G. Bauer

Antarctica is the least visited of all the continents. It covers 13.9 million
square kilometres (nearly twice the size of Australia) and has the distinc-
tion of being the highest, driest, coldest and windiest of all the continents
(Bauer, 2001). Because of its remoteness and lack of transport infrastruc-
ture the only way to get to the place is by joining a commercial cruise. A
voyage to Antarctica is a unique experience for those privileged to under-
take it (see Plate 3.2).

The first recorded commercial cruise to Antarctica took place in 1957/58
when 194 passengers went south. The first regular series of cruises was
started by Lars Eric Lindblad in 1966/67 when 94 passengers reached
Antarctic waters, and cruises have been conducted ever since. During the
decade of the 1970s an estimated 14,328 went south. This figure increased
only slightly for the 1980s when 15,209 paying tourists arrived. During
the 1990s the situation change substantially and, by the end of the 
decade, 84,173 ship-based passengers had visited the Antarctic. The end
of the twentieth century made the 1999/2000 season (which lasts from
November to March) the most popular ever with 14,623 passenger arrivals
recorded.

During the seven Antarctic seasons between 1994 and 2001 a total of
71,379 ship-borne visitors sailed to Antarctica and an analysis of the coun-
tries of origins of travellers reveals that the United States of America
(45.3%), Germany (11.6%), United Kingdom (9 %), Australia (7.4%), Japan
(4.3%) and Canada (2.2%) accounted for a total of nearly 80% of all tourists
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to Antarctica (NSF, 2002). The ‘typical’ Antarctic tourist is a mature-age
person of either gender who has extensive travel experience. During one
of the author’s recent voyages to the Antarctic Peninsula, nearly 50% of
the 100 passengers aboard raised their hands when the question was
asked for whom this was the seventh continent they had visited. Antarctic
tourists are typically professional people such as doctors, lawyers,
teachers and engineers. They have undergone a lengthy education process
and this no doubt has also contributed to their eagerness to learn more
about Antarctica.

Antarctica is unlike any other place that tourists visit because no dedi-
cated tourism infrastructure exists there. There are no markets or
shopping malls, no pubs or restaurants and, unlike in the Arctic, there is
no local population that can put on traditional dances or sell locally
produced handicrafts. What the traveller does find, however, is the
world’s last great wilderness – a world of ice and snow, of mountains,
glaciers and unique fauna. It is the grandeur of Antarctica that is most
often mentioned by those who return from their voyage south.
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Plate 3.2 Zodiac with passengers and staff from the MS Bremen in the
Ross Sea
Source: T. Bauer



The Lindblad Model

In 1966, when Lars-Eric Lindblad, a Swedish-American travel entre-
preneur, organised the first cruises south he wanted to make them not
just holiday trips but also learning experiences. Thus, what is now known
as the ‘Lindblad Model of Antarctic Tourism’ was born. This means that
cruises are accompanied by several Antarctic specialists/naturalists who
share their knowledge of the continent with their guests.

On-board learning takes place in formal and informal ways and,
depending on the type of vessel, the presentations take place in a dedi-
cated lecture theatre (mainly on the larger ships) or in the ship’s dining
room. During a typical cruise to the Antarctic Peninsula two or three
presentations are scheduled each day while the ship is traversing the 1000
kilometres of often rough ocean that separate the Peninsula from the
South American mainland. Because there is so much to see and do during
the time the ships are in Antarctic waters there are usually no formal
lectures scheduled. There are however daily briefings on planned land-
ings and the lecture programme resumes on the way back across the
Drake Passage.

With few exceptions presentations rely heavily on the presenters’ own
photographs, usually slides. Presentations last from 40 to 60 minutes and
are fairly informal affairs. Questions from the audience are always
welcome and at the end of most talks there is often much discussion. Since
travellers have all-day access to the Antarctic specialists, informal
Antarctic-related education takes place in settings such as the ship’s
bridge, the bar or even the sauna. Learning does however also happen
during Zodiac excursions and during shore visits. On these occasions the
lecturers become guides whose main role is to interpret and explain the
sites that are being visited. Antarctic travellers, unlike tourists at most
other destinations, are very knowledgeable about the destination and
many have read several books on the region prior to travelling there.
Sometimes these readings, particularly in the context of the ‘Heroic Era’
of Antarctic exploration commonly associated with names like Mawson,
Shackleton and Scott, can provide the reason why people select Antarctica
as a travel destination in the first place. Ships also have polar libraries on
board and passengers make good use of them to deepen their under-
standing of Antarctic matters.

The lecturers come have diverse backgrounds but have one thing in
common – they love Antarctica. Some of them are former Antarctic expe-
ditioners who may have worked at an Antarctic scientific station in the
past. They are able to share with their audience their experiences with
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living in Antarctica – quite different from visiting the place as a tourist.
They also provide an insight into what it is like to be isolated from the
rest of the world through the long Antarctic winter, during which the sun
does not rise for many months and they speak of the problems that can
arise when one is isolated in Antarctica with only a handful of other
people. Another group of lecturers comprises professionals and
researchers in the various topics covered during the voyages. The most
popular topics are Antarctic history, exploration, geography, geology,
glaciology and ice, wildlife (in particular marine mammals and seabirds,
including, of course, penguins), wildlife adaptation, regulations/codes of
behaviour, shipping and environmental protection.

The International Association of Antarctica Tour Operators (IAATO)
has compiled a set of slides that introduce the various issues, rules and
regulations concerning environmental protection in Antarctica. Members
of IAATO (nearly all Antarctic tour operators are members) are obliged
to present these slides to their clients prior to their arrival in Antarctica
and attendance at these lectures is compulsory. Passenger names are
checked prior to them being admitted to the lecture room. The various
aspects of Antarctic tourism, in particular a discussion of its potential
environmental impacts, are also covered on some of the cruises. Taking
education in the south one step further, some cruises are sub-chartered
by an organisation called ‘Students on Ice’ to introduce young people to
a diversity of Antarctic issues.

In conclusion, a voyage to Antarctica is much more than a holiday. It
is a unique experience that takes place in an almost pristine and very
beautiful setting, an experience that is greatly enhanced by the knowledge
transmitted to the participants by the Antarctic experts on board. One of
the aims of the educational programmes is to turn Antarctic travellers
into ambassadors who speak up for the preservation of this unique
environment.
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Chapter 4

Schools’ Educational Tourism

WITH NEIL CARR AND CHRIS COOPER

Introduction

For the purpose of this chapter schools’ educational tourism is defined
as incorporating all school/field trips organised by primary and
secondary schools for children between 5 and 18 years of age, as well as
language schools, where people travel abroad to a school to learn a foreign
language. However, language schools are not restricted to children, rather
the majority of language school participants appear to be adults. Both
form a growing and potentially important segment of the tourism
industry, yet little research has been conducted on either. This chapter
will focus on secondary and primary schools as there is more in the liter-
ature on this form of educational tourism, although some discussion of
language schools does occur.

School trips encompass domestic and international trips, and student
exchanges. Broadly speaking, school trips (for both types of schools) can
be divided into two categories: first there are curriculum-based ones that
are directly linked to the lessons taught in the classroom and represent
either an integral part or extension of the formal learning experience; and,
second, there is the type of field trip that may be defined as extra-curric-
ular excursions. These are designed outside the constraints of curriculum
demands and are not linked directly to a particular class or discipline.
Language schools range from private and public organisations providing
courses seasonally or on a year-round basis to providers ranging from
small in-house businesses to multinational organisations. Provision can
comprise general English learning or providing training for Teachers of
English as a Foreign Language (TEFL). However, as Batchelor (2000)
notes, the majority of students attend general English or vacation courses,
underlining the importance of destination and tourism activities along-
side language learning and education.
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Overall, schools’ tourism is a poorly researched and understood
segment of the tourism industry, particularly with regard to its scale and
specific nature. The educational value of field trips is the most researched
area of schools’ tourism, but the majority of studies have only dealt with
the perspective of teachers and educational experts. The views of the
school participants have only rarely been directly studied and the parents,
often the people funding the trips, do not seem to have been asked about
their perception of the value of field trips or why they often help to pay
for them. School trips provide a variety of benefits to both children and
those in adult education. Curriculum-based trips, structured around
lessons taught in the classroom, can offer an effective experiential learning
opportunity that allows individuals to see how theories and concepts
work in reality (Lai, 1999).

International curriculum-based field trips have been specifically linked
with the ability to motivate children to learn foreign languages in a
manner that is not possible in the classroom (Pasquier, 1994). The recog-
nition of the value of curriculum-based field trips as experiential learning
tools, is not a modern phenomenon; rather, the field trip has a long history
in children’s education (Tal, 2001; Nespor, 2000) that, according to Hurd
(1997), can be traced back to at least the 1500s. School trips are also utilised
to stimulate interest amongst children in specific disciplines and lead to
higher quality learning experiences back in the classroom (Hurd, 1997;
Robertson, 2001). See Exhibit 4.1 for a discussion of a secondary school
educational programme in Zanzibar. Attempts to measure the benefits of
curriculum-based field trip participation on children’s education have
indicated that these trips provide students with cognitive gains and
increase learning if they are well structured and planned (Tal, 2001; Hurd,
1997). For example, in a study of geography-based field trips, MacKenzie
and White (1982) found that children who went on a course-related trip
performed better in a test of knowledge than those who did not go on
this type of trip.

Field trips can also be used to help develop traits in children, that while
of value as part of the maturation process and general education of the
child, are not specific to a course taught in the classroom. Indeed, Lai
(1999: 239) states:

apart from helping students consolidate and apply classroom
learning and acquire practical skills, it [the field trip] also contributes
to affective goals such as development of environmental attitudes and
personal and social development.
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Exhibit 4.1

Ecotourism and secondary school students: The Chumbe
Island Coral Park, Zanzibar

By Eleanor Cater

Chumbe Island Coral Park (CHICOP) in Zanzibar was established in
1991 as the first fully functioning Marine Protected Area (MPA) in
Tanzania, and the only privately created and managed MPA in the
world. The project was developed along the lines of a commercial
enterprise, using ecotourism as the revenue-generating component of
the project with all profits from the tourism operations going into
conservation management and education programmes for local
schoolchildren.

All employment on the island is targeted at the neighbouring
fishing communities, which promotes awareness raising at all levels
and empowers the local Zanzibari community to feel committed
towards the preservation of their natural heritage. The island is
managed by rangers who were former fishermen from neighbouring
communities. These rangers play a key role in teaching fellow fish-
ermen of the importance of Chumbe as a protected area. With the
pristine Chumbe reef based upstream from the major fisheries areas
of the West Zanzibar coast, Chumbe is a vital fish nursery that
continues to replenish the exploited resources of the fisheries
ecosystem around Zanzibar. In this way anti-poaching tactics rely on
education and awareness raising in the local communities and have
proved immensely successful as a unique approach to MPA manage-
ment in the region.

In an area where the economy is now heavily dependent on the
income from tourism, Chumbe is a blueprint for environmentally
friendly tourism management and is a leading case study exempli-
fying that it is possible to have conservation, education and
ecotourism working in harmony. Schoolchildren have themselves
become key members of the Chumbe Community, through the
Chumbe Education Programmes operating in the park that sponsor
local school visits to the island. As elsewhere in the region, 
school education in Zanzibar is based on rote learning of extremely
academic syllabi that have little relationship with the surround-
ing world. Though Zanzibar is a coral island, coral reef ecology is
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insufficiently covered in school syllabi. Formal education also does
not yet provide environmental information on marine issues, as
revealed by an analysis of the syllabi of primary and secondary
education (Riedmiller, 1991; Riedmiller & Cooksey, 1995). Also extra-
curricular activities, such as field excursions, are rarely organized,
and very few children ever have a chance to visit coral reefs and 
coral-rag forests. This is also partly due to the fact that schoolchildren,
and particularly girls, do not normally learn how to swim and
snorkel.

To help improve this situation, CHICOP has over the years
conducted school excursions for secondary students and their
teachers to Chumbe Island. Guided by park rangers along the nature
trails in the reef and the forest, the participating children benefit
greatly from the insight they gain into marine biology, forest ecology
and environmental protection. The excursions are in cooperation 
with secondary schools in Zanzibar, and consist of one-day school
excursions to Chumbe Island that provide informal hands-on
environmental education for schoolchildren, and at the same time
give accompanying teachers a first insight into how to teach practical
field-based environmental education. Teachers have not been trained
for linking classroom teaching to field excursions and so this is 
a novel and innovative approach for all concerned. In 2001 the
Education Programmes developed to the extent that a module on
‘The Coral Reef’, produced by CHICOP, was officially recognised by
the Ministry of Education and was expanded to encompass teacher
training workshops and evaluation seminars to link the learning
experiences particularly with the science syllabi. The Chumbe Edu-
cation Programmes are now a leading force within the Chumbe
Project and CHICOP enables funds to be directed towards assisting
the schools from around the coast of Unguja to be transported to
Chumbe, and providing all training, equipment, use of facilities, etc.
for free. Additionally, funds are being put towards providing litera-
ture for teachers manuals, classroom aids and educational tools for
use both on and off the island.
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Similarly, Robertson (2001: 78) claims that ‘field-trips challenge children’s
perceptions, building their confidence and changing their attitudes
towards themselves, their environment and others’. In addition, interna-
tional field trips have been attributed with helping to expand students’
understanding of their home country and its position in a global context
(Anonymous, 2002). While curriculum-based trips may offer children
these opportunities, extra-curricular trips tend to be designed specifically
to provide this type of educational experience.

Demand for Schools’ Tourism

Demand for primary and secondary schools’ tourism

The number of children taking domestic, and especially international,
school trips is currently expanding. Indeed, Baker (2001) states that, in
the UK, school trips are growing in popularity, and although ‘local
museum visits are still staple fare . . . even primary schools seem to be
opting for residential trips these days’. Although there has been a lack of
research into the scale of schools tourism, Cooper and Latham (1989)
estimated that, in England, this market undertook approximately 12
million domestic visits, which is equivalent to 5% of the entire sightseeing
market, and generated £8 million annually in the late 1980s. In addition,
Revell (2002) stated that, on average, schoolchildren in the UK spend two
days on field trips each year. Within Australia the number of children
visiting the national capital, Canberra, on school trips was estimated at
108,000 in 1998, contributing AUS$10.2 million to the ACT economy
(Coughlan et al., 1999). Further research was carried out in 2001 to assess
changes in demand as a result of marketing of the this segment of schools’
tourism and is discussed in Exhibit 4.2.

Another example of the growth in schools tourism in developed coun-
tries is provided by Japan. In 1984 Ogura Commercial High School was
the first school in Japan to take its students on an international,
curriculum-based field trip. Since this time, as Figure 4.3 demonstrates,
there has been a huge growth in the number of Japanese high school
students taking international curriculum-based field trips, known as
‘shugaku ryoko’. By 1998 a total of 936 high schools in Japan provided
overseas field trips to 148,703 students. The annual increases noted in
Figure 4.3 are in contrast to declines in other Japanese international
tourism segments that have been adversely affected by the relatively 
poor performance of the national economy. Shugaku ryoko is still in its
infancy with a number of prefectures in Japan – such as Tokyo, which
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Exhibit 4.2

Making the most of your assets: School excursions and
tourism to Canberra, Australia’s National Capital

By Brock Cambourne and Pam Faulks

Introduction and background

Canberra, as Australia’s National Capital, has a plethora of national
institutions that are relevant to a range of curriculum areas (such as
history, science and technology, civics and government, art and
culture and the environment). Therefore, Canberra can be considered
a pre-eminent educational destination for the schools’ market in
Australia. Tourism activity as a result of overnight school excursions
can also result in significant economic and promotional opportuni-
ties for a destination. A previous study of the [schools] educational
tourism market to the Australian Capital Territory (Coughlan et al.,
1999) showed that:

• approximately 108,000 students visit the National Capital each
year as part of an educational tour; and

• these educational tourists injected approximately AUS$10.2
million into the ACT economy annually.

This study also contended that destination marketing to schools is
as important as any other major market segment for several reasons,
including:

• the potential to stimulate repeat [individual] visitation to the
destination following a positive school excursion experience;

• the potential of the schools’ market to bolster off-peak atten-
dances at attractions and increase supplementary revenue from
shops and catering outlets; and

• that there is considerable latent demand for school excursions
to the ACT and that coordinated and targeted marketing could
significantly increase the size of the market (Coughlan et al.,
1999).

In the light of these findings the National Capital Education
Tourism Project (NCETP) was established in 2000 as a marketing and
product development programme designed to facilitate a significant



1111
2
3
4
5
6
7
8
9
1011
1
2
3111
4
5
6
7
8
9
20111
1
2
3
4
5
6
7
8
9
30111
1
2
3
4
5
6
7
8
9
40
41111

136

increase in the number of schoolchildren visiting the Australian
Capital Territory for educational purposes. Its stated aim is to
‘provide the opportunity for students to engage in Australia’s democ-
racy, excellence in art, culture, heritage and sport in the National
Capital and encourage them to appreciate the significance of the
National Capital as the symbol of Australian unity, culture and
achievement’ (NCETP, 2001).

The NCETP coordinates a range of activities including:

• development and distribution of a range of marketing collateral
targeted specifically for the schools’ tourism market;

• the promotion and administration of a federally funded rebate
scheme for remote and regional schools visiting Australia’s
National Capital; and

• the conduct of marketing activities such as a travelling ‘road
show’ promoting educational tourism to Australia’s National
Capital.

The Project is funded and managed by a consortium of the
Australian Capital Territory Government, the National Capital
Authority and the National Capital Attractions Association (repre-
senting over 40 major Canberra tourist attractions). To monitor the
success of the Project and provide strategic direction for the further
development and marketing of educational tourism to the ACT a
research programme was established to:

• develop a methodology to accurately monitor monthly and
annual visitation to the ACT by school groups;

• profile the nature of the school excursion market to the ACT;
and

• examine the impact of a visit to the National Capital upon
visiting students’ sense of nationhood and their development
of citizenry concepts and ideals.

Methodology

Data for calculating the size and effect of school excursions to
Canberra in 2001 was obtained in three ways:

• face-to-face interviews with coach drivers at a selection of
Canberra attractions;

• self-completion surveys with teachers visiting the ACT; and
• monthly visitation data provided by ACT attractions.

136 Managing Educational Tourism
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The interview and survey instruments examined among other
things:

• characteristics of school excursion groups (such as origins,
numbers of children and accompanying adults on the excursion,
frequency of visit/s and grade composition);

• behavioural aspects of the visit (including length of stay, type
of accommodation used, mode of travel, and attractions visited);

• impact of the visit on teachers and students;
• teachers’ school excursion needs and curriculum priorities and

Canberra’s performance as a school excursion destination in
comparison to these needs/requirements; and

• destination information sources and planning tools.

To monitor the volume of the interstate school excursion market to
the Australian Capital Territory in 2001, data derived from interviews
with coach drivers was used to determine on a monthly basis:

• the total number of interstate schoolchildren on each excursion;
and

• the attractions that schools visited.

These data were then ‘triangulated’ with actual attendance figures
supplied by attractions to calculate the current volume of school visi-
tation to the ACT. This permitted the calculation of the total number
of interstate schoolchildren accounted for in each monthly survey
period, and the subsequent determination of the percentage of
schoolchildren visiting each attraction. Simply knowing that 75% of
excursions go to the Australian War Memorial, for example, does not
necessarily provide an accurate estimate of schools’ visitation to the
ACT because the excursion groups are of differing sizes. By utilising
both the total number of schoolchildren on each excursion and the
itinerary details it is possible to calculate the total volume of the inter-
state schools’ market. Table 4.1 provides an example of this
calculation for three participating attractions in August 2001.

How many schoolchildren visited Australia’s National
Capital in 2001?

In 2001 it is estimated that 127,956 interstate schoolchildren visited
the National Capital. This represents an increase of 11.4% in the total
volume of the market. These data are detailed in Table 4.2. Given 
that the Australian Capital Territory suffered a decrease in overall
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overnight visitation of approximately 11% in 2001, these figures high-
light the success of the NCETP in focusing on and developing the
school excursion market. Approximately 10% of schools visiting the
ACT in 2001 were visiting Australia’s National Capital for the first
time. Significantly, the largest proportion of schools that were visiting
the ACT for the first time were from Queensland (6% of the total
market, but 18% of schools visiting for the first time) and Victoria
(16% of the total market, but 33% of schools visiting the ACT for the
first time). This has been attributed to increased and extra activity in
these States by the NCETP via increased marketing, and attendance
and presentation at teachers’ conferences.

Attraction A B C D
Parliament House 91.7 92.9 20,456 22,019
Australian War 85.1 84.4 19,289 22,854
Memorial
Questacon (National 73.6 72.3 21,095 29,177
Science and Technology
Centre)
Total = average of total 24,683
volume figures

Note: A = % excursions visiting attraction, B = % interstate schoolchil-
dren visiting attraction, C = No. of interstate schoolchildren reported by
attraction, D = Total volume of interstate schools market, August 2001 =
(C/B) × 100

Table 4.1 Example of calculation of total interstate school visitation
to Canberra, August 2001

Yeara 1997 1998 1999 2000 2001
Total number 
of school- 101,042 112,989 115,238 114,845 127,956
children
% change +11.8 +1.9 –0.3 +11.4

Note: a Figures for 1997–2000 are derived from a previous study of schools’
visitation to the ACT, which used multipliers based upon the proportion of
schools visiting several key attractions.

Table 4.2 Number of interstate student visitors to the National
Capital in 2001

138 Managing Educational Tourism
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Why did they visit?

A visit to Australia’s National Capital is increasingly being seen by
Australian teachers as vital in supporting enhanced learning
outcomes of important Australian curriculum areas such as ‘Civics
and Government, ‘Australian History’ and ‘Art and Culture’. In order
to examine the impact of visiting the National Capital on educational
outcomes, teachers were presented with a list of statements referring
to the value of visiting Canberra, and, using a scale of 1 (strongly
agree) to 5 (strongly disagree), were asked to rate the extent to which
they agreed or disagreed with the statements. These statements and
the mean scores are presented in Figure 4.1.

These curriculum concepts, which are represented in Canberra by
national institutions such as Parliament House, the Australian War
Memorial, Questacon (the National Science and Technology Centre)
and the National Gallery of Australia are seen as important drivers
in stimulating schools’ tourism activity to the ACT. Figure 4.2 shows
the mean scores for the relative importance of a range of curriculum
areas in planning a trip to Australia’s National Capital. Interestingly,
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Strongly
Disagree

Strongly
Agree

Understanding Australian plitics is an
important part of a school curriculum

The National Capital does not possess
enough attractions of educational merit

Other destinations can provide the same
educational opportunities as Canberra

Visiting Canberra enhanced my students’
appreciation of the National Capital

Canberra’s attractions represent
Australian Culture

Visiting the National Capital contributed
positively to my curriculum

My students received little benefit from
their visit to the National Capital

Visiting the National Capital increased
my students’ understanding of civics

and democracy

Visiting the National Capital increased
my students’ understanding of

Australia’s history

Figure 4.1 Value of visiting the National Capital
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there is a relative shift in the importance of curriculum areas to
various grades, with:

• Science and Technology being more important to lower and
middle primary grades;

• Civics and Government being more important to middle and
upper primary grades; and

• Australian History, and Art and Culture as curriculum concepts
being more important to upper secondary grades.

An understanding of these curriculum needs and expectations is
being used by the regional tourism industry to develop relevant
‘curriculum packages’ in an attempt to further increase the size of the
schools’ educational tourism market.

Product development considerations

The outcomes of this study are also being used by industry stake-
holders to facilitate the development and delivery of enhanced
schools’ tourism products. For example:

140 Managing Educational Tourism
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Figure 4.2 Importance of curriculum areas in planning a visit to the
National Capital



encompasses a high proportion of the country’s schools and students –
yet to loosen their restrictions on international school trips. Furthermore,
the numbers shown in Figure 4.3 do not account for the extra-curricular
overseas field trips undertaken by Japanese schoolchildren (Anonymous,
2002).

One reason behind the growth in the numbers of children going on
school-organised field trips relates to the desire of parents to provide their
offspring with the best possible educational opportunities. In Japan it has
been claimed that this desire is so strong that in times of economic reces-
sion parents will alter the household budget but not the funds available
for their children’s education, including curriculum-based field trips
(Anonymous, 2002). In addition, based on research in Hong Kong, Lai
(1999: 239) states that:

despite some students’ negative experiences of previous field trips,
there was a universally strong desire to escape from their perceived
boredom and constraints of the classroom. Field trips were cherished
for their rarity and freedom, and the field sites were sought for their
novelty.

This desire helps to sustain the increase in the quantity of school trips
being offered by schools. Another factor driving the growth in the number
of schools offering increasingly exotic, and as a result expensive, field
trips may be the decline in the numbers of school-age children in the
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• knowing that more than 25% of visiting schools consist of
groups of more than 70 students has significant implications for
how attractions manage their individual capacity considera-
tions;

• similarly, with 44% of visiting schools comprising multiple
grades, attractions involved in the schools’ market are now
developing experiences that meet the multiple curriculum
needs and outcomes required by such visiting school groups;

• knowing that 92% of visiting schools travel to Canberra via
hired coaches has refocused marketing activities onto these
important suppliers of schoolchildren; and

• understanding the expected educational outcomes desired by
teachers is facilitating the identification and development 
of new relationships amongst stakeholders to implement
curriculum-based destination packages.
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developed countries of the world. This downturn has increased compe-
tition amongst schools, particularly private ones, forcing them to find new
ways to market themselves and entice students to them. One method of
doing this is to offer field trips that are appealing to both children and
their parents (Admin, 2001; Anonymous, 2002). Cheaper and easier travel
options have also been flagged as potential reasons for the growing
numbers of children going on school-based field trips (Baker, 2001). As
the number of field trips offered increases, pressure rises on parents who
cannot easily afford to send their children on these excursions. They are
forced by peer pressure from other children and parents to find ways to
subsidise trips so as to avoid themselves and their children being stig-
matised. Indeed, Nespor (2000: 30) notes how ‘the stakes can seem quite
high to parents and children [because] field trips are signs of status’. As
part of this process it has been claimed that some students in Australia
are now working and saving money to pay for field trips (Admin, 2001).
If students spend too much time working to pay for their school excur-
sions the benefits of the trips to their education of the trips may be negated
by the impact of their employment on the time they can spend on other
aspects of their education, such as their homework.

At the global level, the school tourism market appears to have the
potential to expand for the foreseeable future. This prediction is based on
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Figure 4.3 Number of high school pupils in Japan taking an 
international field trip
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the fact that, as Figure 4.4 illustrates, the numbers of children in primary
and secondary education consistently increased, at the global level,
between 1970 and 1997, to a total of 1,066,566,000. However, the growth
in school populations has not been uniform across the globe. Rather, since
1970 it has been most marked in Africa and Asia, which have witnessed
increases of 249% and 93% in the numbers of pupils in primary and
secondary education, respectively. In contrast, Europe recorded only a
13% growth in the numbers of children in educational institutions
between 1970 and 1997 (Cooper, 1999). The geographical nature of the
increases in primary and secondary school populations is reflected by the
fact that least-developed, developing and developed countries’ increases
in the numbers of schoolchildren over the same time period were 218%,
117%, and 12%, respectively. By studying the primary school population
data in isolation it is possible to predict how many children will be
attending school in the future. While there was a 51% growth in the size
of the primary school population at the global level, least-developed
countries and developing nations witnessed 203% and 85% increases,
respectively. In contrast, the numbers of children in developed countries
attending primary school shrank by 10% between 1970 and 1997, with
Europe recording a 16% drop (UNESCO, 2002).

The decline in the numbers of primary schoolchildren in European and
other developed nations indicates that the overall school population is
likely to continue to decline in these countries for the foreseeable future.
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Source: UNESCO (2002)



This situation is confirmed by declining birth rates in most of the devel-
oped countries of the world. For example, the current birth rate in the
European Union of 1.45 is as low as it has been since the Second World
War. Furthermore, the low birth rate in the European Union has been a
persistent trait for the last 20 years, with childlessness steadily increasing
throughout the 1990s (Dietl, 2002; BBC News, 1999). As a result of the
decline in the school-age population in developed countries the demand
for school tourism in these nations is likely to decrease, which will have
adverse consequences for the operators who cater to this segment of the
tourist population. However, the rising overall and primary school popu-
lations in developing countries, combined with the increasing economic
wealth of these countries, indicate that there is a potential for growth in
demand for school tourism in these nations. But, while the size of the
school population in the world’s least-developed countries rose rapidly
between 1970 and 1997, there is little reason to suggest that these children
will be a major source of customers for the school tourism industry. This
is because the relatively poor state of these countries’ economies militates
against the educational authorities and/or parents being able to afford to
provide children with school tourism experiences.

As well as the decline in the numbers of children attending school in
the developed nations of the world, there are several other issues that
threaten the future demand for schools’ tourism. One of these issues is
that education systems are coming under increasing economic pressure,
leading to a desire to focus spending on core educational requirements
rather than optional extras such as field trips. Indeed, in a study of
Australian schools, Coughlan and Wells (1999) found the primary barrier
to schools undertaking field trips was financial, while the ability to link
the trip to curriculum requirements was also a major constraint. Exhibit
4.3 discusses demand constraints for the school excursion market.

In order to be able to continue to offer field trips, the financial burden
is increasingly being moved onto parents who are then forced to ‘find
ways to say no to enthusiastic kids who want to accompany their friends
and feel stigmatised if they can’t go’ (Admin, 2001). Once schools begin
to ask students and their parents to fund field trips they can no longer
make them a compulsory part of the curriculum. This leads to increased
concerns about the relevance of field trips to children’s formal education
(Coughlan et al., 1999; Admin, 2001). The educational benefits of field trips
are also coming under pressure in an era when educational authorities
appear to be increasingly concerned with standardised teaching and
examination practices that field trips do not easily conform to (BBC News,
1998). The potential for field trips to cause divisions in schools between
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Exhibit 4.3

Barriers and constraints in the schools’ market: The case of
Australia

By Duane Coughlan, Josette Wells and Brent Ritchie

Introduction

From a tourism marketing perspective, those people who take part
in an activity represent existing demand while those individuals who
express an interest but do not participate because of particular
constraints represent potential or latent demand. The value of under-
standing those factors that act as a barrier or impediment between
the ‘preference for an activity’ and participation in it (Crawford &
Godbey, 1987) lies in awareness, which allows the marketer to
convert that latent demand into existing demand. Constraints on the
demand for travel are well documented in the tourism economic
(Bull, 1995) and leisure literature (Godbey, 1990; Goodale, 1992;
Jackson & Scott, 1999). Two major themes have emerged in research:
activity-specific participation and the impediments or constraints
facing particular segments of the population. In the case of the former,
studies have centred on the barriers causing – non-participation in
specific activities such as sport and recreation (Backman & Crompton,
1989), while research into specific population groups such as females
and disabled groups is more recent (Williams & Basford, 1992 in
Coughlan & Wells, 1999a). Further empirical research has focused on
more conceptual approaches, highlighting common dimensions, such
as time commitments, costs, facilities and opportunities, skills and
abilities and transportation and access, and various models describ-
ing the interaction of individuals and groups in order to explain
constraints (Jackson & Scott, 1999; Hinch et al., 1998).

The role of the marketer in converting the aforementioned latent
demand is to overcome those barriers which market research will
uncover. In this situation, both economic and leisure constraint theory
can be useful in grouping variables which are, broadly, economic
(costs), spatial (time commitments), personal/psychological (lack of
motivation/interest, attitude), institutional in the generating region
(timetable, curriculum) and institutional in the destination region
(appropriate accommodation, the variety of attractions, access to
medical facilities).
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Research on the latent demand of schools’ tourism in
Australia

Research carried out on the schools’ market in Canberra, Australia
involved a latent demand component as well as examination of actual
school excursion visits to Canberra. The latent market analysis was
conducted in the form of a self-completion mail questionnaire to 4000
schools throughout Australia in November 1998, excluding schools
in Canberra. Schools were selected randomly from a complete list of
Australian schools, randomly generated from a list supplied by List
Bank, a commercial mailing list supplier in Australia. Of the initial
distribution, 807 surveys were returned completed and useable,
providing a response rate of 20.2%. Although this response rate was
low, Ryan (1995) believes that a response rate of between 15% and
20% percent is normal for this type of survey methodology. Although
a wide range of data was collected, for the purpose of this exhibit
perceived barriers to school visits will be outlined.

Overall the latent market survey was relatively representative.
Most significantly there was an over-representation of schools from
New South Wales and an under-representation of schools from Vic-
toria. However, the sample was representative from the perspective
of whether the school was a primary or secondary school and, addi-
tionally, whether the school was a government or non-government
school.

Schools within the latent market study were asked if they were able
to make as many excursions as they would like; only 23% answered
in the affirmative. The majority (77%) felt that they were restricted in
some way by various constraints. The constraints listed were ranked
based on their mean scores on a four-point Likert scale ranging from
‘not important’ to ‘very important’. The primary barrier or constraint
to the undertaking of school excursions was financial (see Table 4.3).
Almost all respondents felt that this was of concern. Secondly,
distance to travel was seen as a major concern for those schools that
did not undertake as many activities as they would like. From a posi-
tive angle the constraints that appear in the second half of Table 4.3
deal with issues that marketers are concerned about. That is, infor-
mation and knowledge about school excursions, range of attractions,
access for the disabled and medical facilities.

It would appear that the primary constraint from a schools perspec-
tive is financial. However, given that a large number of the schools
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those who can and cannot afford to go on them, and a lack of trust by
teachers in schoolchildren’s behaviour have also been noted as reasons
why schools have ceased to provide field trips (Nespor, 2000).

Despite the variety of sources of pressure being exerted on the educa-
tional system to stop field trips, probably the largest issue is related to
the deaths, accidents and other incidents that occur on school trips and
how they are portrayed in the media (Anonymous, 1994). For example,
in the UK it has been estimated that seven children died while on school
trips in 2001 and 47 between 1985 and 2001 (Revell, 2002). Seeing these
deaths examined in detail by the media it is not surprising that Robertson
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surveyed in this study were unaware of financial subsidies, such as
the Citizenship Visit Program (CVP) operated by the Commonwealth
Government, some of the effects of this constraint can be mitigated
through marketing of such programmes to schools. As mentioned
earlier, these constraints can be sorted into broad variable groupings:
economic, spatial, personal/psychological, institutional in the gener-
ating region and institutional in the destination region. Although the
rank order does not naturally put these constraints into these group-
ings further examination via factor or cluster analysis would be a
useful exercise.

Constraint Mean Constraint Mean 
score score

Financial 3.9 Availability of 2.4
Distance to travel 3.4 transport

Relevance to school 3.0 Staff willingness 2.2
curriculum Access to medical 2.1
Timetabling 2.7 facilities

Lack of time 2.6 Limited attractions 1.9

Logistical organisation 2.5 Facilities for the 1.8

Staff shortages 2.5 disabled

Appropriate accommo- 2.5 Lack of knowledge/
dation information 1.7

Source: Coughlan and Wells (1999b)

Table 4.3 Barriers to school excursions in Australia
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(2001: 78) has claimed that ‘parents are increasingly nervous about
allowing their children to participate in out-of-school activities’.

With teachers and other organisers of school trips increasingly facing
criminal charges and the process of public inquiries when a child is
injured or killed while on a field trip, it is not only parents who are having
second thoughts about field trips. In addition to death or injury, the recent
revelation that over one-third of British schoolchildren aged 16 or under
have had sexual experiences while on holiday, 60% of which involved
penetrative sex, shows how schools and teachers may face litigation
linked to field trips (Lacey, 2001). Speaking after the publication of the
sexual behaviour of children on school trips Nigel de Gruchy, general
secretary of the National Association of Schoolmasters and Union of
Women Teachers (NAS/UWT), which is the UK’s second largest teachers’
union, said:

teachers are taking enormous risks by taking children on residential
trips, especially abroad. The irony is that it could happen at home
and the parents would turn a blind eye but if it happens on a school
trip they sue the teacher for lack of supervision. (Lightfoot, 2001)

Faced with the threat of legal action as a result of incidents that occur
during field trips the NAS/UWT now advises its members not to organise
or go on school trips (BBC News, 2002). While not participating in field
trips removes the risk of litigation and/or criminal charges from teachers
and schools it also robs students of the opportunity to take part in school
trips and experience the educational benefits associated with them. In
effect, the blame culture and litigation mentality increasingly being culti-
vated around the world could lead to the end of school trips (Robertson,
2001; Smithers, 2001). The British government has attempted to reduce
the risk associated with school trips by providing teachers with highly
detailed field trip preparation guidelines. While these are, in theory, a
sensible approach to risk management, as Baker (2001) states, ‘just reading
them [the guidelines] could frighten you off organising a trip’.

Demand for language schools’ tourism

The demand for language schools, and in particular English language
schools, has given rise to a growing sector that has many tourism impli-
cations. The rise in demand for international skills is reflected in the
impact that education has had on tourism through international travel to
participate in language schools. According to Smith and Jenner (1997a)
travelling abroad to learn a language is perceived to be one of the most
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important segments of educational tourism worldwide. The range of
courses provided illustrates the diverse range of market segments within
language schools’ tourism. According to Batchelor (2000), the market can
include:

• general English;
• adult vacation;
• junior vacation;
• executive English;
• English Plus (where English is studied along with other subjects);
• one-to-one tuition, in school or in the teacher’s home;
• English for Academic Purposes (EAP), including foundation and

pre-sessional courses;
• English for Specific Purposes (ESP); and
• English for Teachers of English as a Foreign Language (TEFL).

McCallen (2000) notes that, due to the proliferation of courses, by the
year 2000 a total of 1.2 million English as a Foreign Language (EFL)
students will be taking courses abroad with expenditure on travel, course
fees, accommodation and related expenses approaching £2 billion. Data
collection on this market is ‘patchy’, although this is improving as the size
and scale of the market is increasingly being recognised by the public and
private sectors (Batchelor, 1998). There are four main data collection
outlets in the UK that collect information on language school students.
They provide useful information on the size and nature of the demand
side of this type of educational tourism. They are:

• MINE (Marketing Intelligence Network): A co-operative of 40 accred-
ited course organisers who analyse student length of stay, origins
and course demand. Data are only available to subscribers and allow
providers to benchmark their individual performance with other
providers.

• ARELS (the Association of Recognised English Language Services):
Publishes data from its members on numbers of students and length
of stay and distinguishes between junior and adult courses, student
weeks and origins.

• ELT Course Monitor: This is a sample survey of quality ELT course
providers who are members of accredited organisations, and it
measures student weeks, country/area of residence and course
duration.

• International Passenger Survey: This survey is undertaken by the
Office of National Statistics and asks ELT-related questions every
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six years. Data have been collected in 1984, 1990 and 1996 and
examine students’ motivations and main purpose of visit, visitor
numbers, expenditure, country of residence and length of stay (in
Batchelor, 1998).

Results from the data sources collected by these organisations suggest
that, although ELT students represent 2.6% of visitors to Britain, they
spend more, contributing 6.25% (£773 million) to Britain’s tourism foreign
currency earnings (Batchelor, 1998) and have the potential to help regen-
erate declining seaside resorts (see Case Study 4.2). McCallen (2000) notes
the top three student source markets by destination, illustrating the origin
of demand for various language school destinations (see Table 4.4). The
table illustrates the importance of Asian countries such as Japan and
South Korea, as well as European countries such as Germany, Italy,
France and Spain. Furthermore, proximity appears to be a factor in
attracting language school students, with source markets located close to
destinations being particularly important. For instance, both New
Zealand and Australia are heavily reliant on short-haul Asian markets
from Japan, South Korea, Thailand and Indonesia. The UK is reliant on a
large number of source markets, compared with Canada and Malta who
are dependent upon three markets for over 80% of their total market
share. This could be potentially dangerous for these two countries in the
case of economic hardship, as evidenced in the 1997/98 Asian economic
crisis, which caused a downturn in demand from some Asian source
countries (Batchelor, 2000).

According to a study commissioned by the British Council in 1997,
language school students’ decisions to study in Britain were due to a
variety of reasons, some of which were related to recreation and cultural
heritage. A total of:

• 72% stated that they wanted to learn English and 62% mentioned
the reputation of Britain for teaching English;

• 48% mentioned that they wanted to study in a safe country;
• 46% mentioned value for money;
• 37% wanted to experience British culture;
• 31% wanted to continue studies at a British College;
• 29% wanted to combine holidays with study; and
• 29% wanted to learn more about Britain and its heritage. (in

Batchelor, 2000)

Grant et al. (1998) also note the motivational aspects of culture and
heritage for language school students, and note that these issues need to
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be considered in the planning, marketing and management of the
language school experience. The authors believe that students are often
looking for leisure activities to escape from classes, and Batchelor (2000)
also notes that a good social programme and immersion in British culture
is important to students, especially as many travel alone. Students stay
on average for between 29 and 32 days during their trip (Grant et al., 1998;
Batchelor, 1998), with students on public sector courses (often university
foundation or pre-sessional courses) having a longer length of stay. A
total of 85% of ELT students are classified as adults and 15% are juniors,
but, as Grant et al. (1998) comment, these figures mask the range of ages,
from children as young as ten to people over 50. However, they believe
that the majority of language school students are comparatively young
and between the ages of 16 and 30.

Although the market is still heavily seasonal, there has been an increase
in visits during the first few months of the year in Britain, reflecting a
growth in the ESP market. In 1996, according to Batchelor (1998), a total
of 32% of language school visitors arrived in the third quarter
(July–September), 27% in the second quarter (April–June), 22% in the last
quarter (October–December) and 19% in the first quarter from January to
March (up from 4% in 1984). This provides opportunities, especially 
for destinations to offset the seasonal nature of tourism. Students may
also complement the existing tourism market as they are often placed 
with host families and do not require accommodation infrastructure and
are therefore less likely to displace other visitors. Students are influenced
heavily by word of mouth from previous students, friends and family,
although specialist travel agents/language school agents, the British
Council and the British Embassy are important information sources 
as well.

Supply of Schools’ Tourism

Supply of primary and secondary schools’ tourism

From the point of view of the tourism industry, the schools’ market
remains something of a ‘Cinderella’, with those who provide for schools
demonstrating clear competitive advantages. For example, for many
commercial tourism attractions, the primary and secondary schools’
market can represent at least 10% of their total visitor numbers, and for
some this figure can exceed 15% (Cooper, 1999). Nonetheless, much of
the rest of the tourist industry dismisses the market as low yield and too
much effort to provide for, failing to see the benefits of the market and
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actively discouraging school visits, especially in peak periods. However,
for those who seek to attract the primary and secondary schools’ market
there are clear advantages:

• schools can be encouraged to visit in the off-peak and quiet times
of the day;

• schools are an excellent source of positive word-of-mouth marketing
and children often return with their families;

• children’s exhibits are newsworthy;
• there is an opportunity to promote the non-financial benefits of the

visit, including an understanding of, for example, sustainability,
environmental concerns, social and cultural issues, and issues of
race and conflict;

• children are the adult market of the future;
• the schools’ market is remarkably loyal and, once they have under-

taken a successful visit, will return regularly; and
• while schoolchildren typically gain entry to commercial attractions

at a substantially discounted price, they do spend on retailing and
catering.

In addition, many publicly funded destinations and attractions – such as
museums and art galleries – have an educational mission which demands
that they provide for this market.

As noted above, education authorities in most countries support the
concept of school pupils visiting destinations and attractions outside of
the school environment; not only does this encourage ‘learning outside
school’, but also the visit can be integrated into subjects such as geog-
raphy, environmental studies and biology and into cross-curricular
approaches (Lai, 1999). Of course, this does imply that tourist destina-
tions have to provide a genuine educational experience if they are to cater
successfully for schools: indeed, the majority of schools can only justify
a visit on educational or curriculum grounds.

Estimates suggest that around 50% of the volume of school visits are
day visits (Keeley, 1993), with the remainder comprised of overnight stays
on field visits. For day trips, the focus of the visit is usually an attraction
such as a theme park, museum, art gallery, science centre, garden, zoo or
wildlife park. Here, the tourist sector is involved in providing trans-
portation and the focus of the visit itself. However, for overnight stays,
the accommodation sector also becomes involved (Roberts, 1986; Holdbak
& Holland, 1996). Typically, these trips last up to a week, utilise budget
accommodation such as youth hostels or guesthouses and use coach or
minibus transport (Bywater, 1993a; Smith & Jenner, 1997a).
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Despite differences across the various market segments of the educa-
tion market, there are three key principles that characterise the supply
environment of the schools’ market (which are also highlighted in Exhibit
4.4). These are:

(1) understanding the needs of children;
(2) understanding the school curriculum; and
(3) understanding how schools are managed and make visit decisions.

Understanding the needs of children
The issues involved in supplying the schools’ market vary according

to the ages of the children. In most countries, the majority of visits are
from children aged from 9 to 13 years. This is due to the constraints of
formal examinations for older children and the logistical difficulties of
organising visits for very young children. Children of different ages have
differing attention spans, curriculum needs, energy, interests and back-
grounds and this has to be built into any successful product for schools
and the learning experiences created (see Table 4.5). For example, younger
children require more support for the visit, such as pupil packs, specialist
staff and teachers’ support materials. Younger pupils also relate better to
more tactile and physical products than do older children, for whom
audio-visual or print materials are more successful. Older children are
more self-sufficient and the visit, as it is specialised, tends to be more
dependent upon the teacher’s own resources. Older children too, respond
well to the provision of follow-up materials on CD-ROMs or on web sites.

There is a range of special needs that destinations and attractions
supplying the schools’ market have to provide (Cooper and Latham,
1988):

• coach or bus access and parking – a hired coach or bus is the most
common means of travel for these groups;

• catering facilities that are geared to children, or the provision of
lunch rooms or picnic areas where children can eat packed lunches;

• ensuring that the visit can be managed in around 2–4 hours to allow
the group to fit the visit into the school day when travelling time is
included;

• logistical support for the visit – pre-visit information sheets, maps,
good signposting, a web site and timing estimates;

• for serious providers, dedicated areas for pupils with teaching
space, technology, workrooms and places to hang up coats, etc.; and

• facilities for differing types of disability – wheelchair access, re-
sources for the sight and hearing impaired, and so on.
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Exhibit 4.4

An attractions perspective: The Wimbledon Lawn Tennis
Museum and school visits.

By Brent Ritchie

The Wimbledon Museum is set within Centre Court at The All
England Lawn Tennis and Croquet Club, home to The Wimbledon
Championships which hosted 476,711 visitors (60,000 overseas visi-
tors) in 2001. Although the Championships have been played at
Wimbledon since 1877, the museum has been a more recent addition,
opening in 1977 as part of the Wimbledon Centenary Celebrations.
The museum was expanding in 1985 to provide 20% additional exhi-
bition space, and in 2001 the museum was again extended to include
a new audio-visual theatre, art gallery and museum offices. A full-
time education officer was also appointed in 2001 to develop a schools
and outreach programme.

Highlights of the museum include:

• a view of the world-famous Centre Court;
• the original Championships’ trophies which are presented each

year;
• film and video footage of players in action from the 1920s to the

present day;
• a rich collection of tennis memorabilia, equipment, trophies,

costume and pictures which explain the evolution of lawn
tennis;

• re-creations of a racket maker’s workshop, an original
gentlemen’s dressing room, a Victorian parlour with an extra-
ordinary collection of tennis objects, and a tennis garden party;

• action clips from previous Championships that can be called up
on videos;

• an interactive quiz which tests visitor knowledge of Wimble-
don; and

• the Ladies’ Costume Gallery which explains the radical changes
that have occurred in women’s tennis fashions in little over a
century; examples range from the 1880s to the present day.

Ancillary services at the museum include the Café Centre Court,
with seating for up to 70 people and a further 40 seats beyond the 
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conservatory area in an outdoor courtyard, and a museum shop
which has a wide range of souvenirs catering for all budgets. School
trips are of particular importance to the museum as illustrated by the
recent appointment of an education officer and expansion of the
museum. The museum has a specialist education team who provide
a full educational programme for school visits. School teachers can
select from a range of museum workshops, children’s guided tours
and educational room workshops, which are available for pre-
booked groups. All workshops and tours help to deliver the national
curriculum and complement curriculum schemes of work in a range
of subjects. The museum offers children the opportunity to have fun,
to learn through a range of subjects and to explore the game of lawn
tennis in a safe and stimulating environment. The museum has
provided a wide range of facilities and resources to cater for the
school group market including:

• free classroom facilities;
• free indoor packed lunch room/outdoor eating area;
• free familiarisation visit to the museum for one adult;
• free coach parking/car parking;
• free admission for coach drivers plus a £5 refreshment voucher;
• free adult for every five children (primary);
• access to a specialist education team;
• access for special needs; and
• secure storage for belongings.

The museum provides education workshops that are additional to
the museum visit and that are interactive, including practical activi-
ties for school students involving drama and role-play, practical
involvement and a unique handling collection. Examples of work-
shops and their descriptions from the museum website (2002)
include:

• History Tellers KS1 & 2

Why do we remember Maud Watson?

Take a journey back to Victorian times and meet Maud Watson,
the very first Wimbledon Ladies’ Lawn Tennis Champion of
1884. Be inspired as she relives her triumphs with you. Discover
the pleasures and perils of playing in petticoats and corsets! 

History QCA Unit 4

156 Managing Educational Tourism
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• Victorian Wimbledon KS1 & 2

How did life change for the people of Victorian Wimbledon when Lawn
Tennis became a hit?

Explore the impact of Lawn Tennis on the lives of local Victorian
inhabitants. Take on their voices as they debate the future of
The Championships.
History QCA Unit 12/Geography QCA Unit 6

• Fit for Play KS1 & 2

How did Victorian Tennis Champions stay healthy?

What do you think it takes to become a Tennis Champion and
stay in shape? Leeches? Smelling salts? Blood mixture? Physical
drill? Come and accept the Champions’ Challenge! 
Science QCA Unit 2A/3A/4A/5A

To complement the education workshops the museum provides
guided educational tours for school students, including the following
curriculum tours:

• Can Buildings Speak? KS1

Explore size, shape and structure, and question the purpose of
the buildings. What shape is the Millennium building? Why
does the Broadcast Centre have darkened windows? 
Art QCA Unit 2C

• Take a Seat on Court KS1 & 2

Consider aspects of chair designs, the materials used to make
them and their purpose. This is a unique opportunity for chil-
dren to make thoughtful observations and to share their views.
Art QCA Unit 4B

• Keeping Healthy KS1 & 2

How do the players prepare for their game? Imagine what the
Dressing Rooms are like and how the players warm up. What
is the best diet for a tennis player and how do Champions keep
healthy?
Science QCA Unit 2A/3A/4A/5A

The museum is well aware of the importance of the school market
and has put human resources and time into developing and
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Planning in this type of provision for schools from an early stage in the
development of attractions and destinations – will ensure that they can:

(1) build and maintain market share in the schools’ market;
(2) minimise pupil management problems; and
(3) provide a valuable service to the educational community in the

region.

Understanding the school curriculum
A clear understanding of the nature of the school curriculum is also

important in supplying the schools’ market. In the UK for example, the
National Curriculum is quite prescriptive in encouraging schools to move
out of the classroom and experience the world outside. Destinations and
attractions that understand these opportunities and provide for them do
well in this market.

Understanding the curriculum is critical when designing support mate-
rials for the visit, including teachers’ and pupils’ packs, interpretive
materials and follow-up exercises. Schools must be able to demonstrate
clear educational objectives for the visit, objectives that are linked to the
curriculum (Hurd, 1997; Tal, 2001). Nonetheless, destinations must also
ensure that the visit is enjoyable as well as educational – schools look for
fun and a social element to their visit.

It is therefore vital to provide lively, exciting and memorable material
for teachers and pupils and to plan these into the development of an
attraction or destination from the start (Newberry, 1996). These materials
should be both age- and subject-specific. Educational materials and
displays should:

• encourage pupils to interact with others;
• allow pupils to relate to the material;
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providing educational programmes, workshops and guided tours for
school students. Understanding the needs of students and teachers
makes it easier to attract school visits, with teachers able to justify
the trip on educational grounds. By focusing on providing students
with an opportunity to learn outside of the classroom in a safe, fun
and enjoyable way, the museum promotes the game of lawn tennis
to an important audience and places it within its wider historical and
scientific context.
Sources: The All England Lawn Tennis and Croquet Club (2002); Little (2001)
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• reward pupils wherever possible;
• not preach or over-teach;
• make the teacher’s job easier and less stressful;
• provide especially for the 9–13-year age group; and
• keep it simple.
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Age group Needs
General In order to make the most of learning outside of the

normal classroom situation, it is important to
provide for the distinctive developmental phases
that children go through.

Up to the Children of this age need direct contact with 
age of 8 years exhibits at the destination (taste, smell, touch, look)

as they move around. Experience rather than 
learning is important. Visits tend to be short – half 
a day maximum.
In school, follow-up work will include drawing,
models, drama, writing about the visit and creative
writing about the exhibits/destination.

8–12 years Children of this age can begin to understand simple
relationships and cope with some project work. In
particular, children at the older end of this range 
are often free from examination restrictions and 
will be responsive to learning by discovery at first
hand and be able to record and observe. Interactive
exhibits and games, which draw out relationships,
are more effective than just talking about them. 

13–18 years Work at this level tends to be more academic and
subject-oriented. Students can think inductively 
and cope with more complex issues and concepts
and be better able to analyse and respond to
problem solving as a learning method. It is essential
at this stage to have an understanding of the
various curriculum needs and provide a range of
resources to meet these needs.

Table 4.5 Providing for the schools’ market: the needs of different age
groups



At attractions and destinations that successfully provide for the schools’
market, the following types of provision are typical:

(1) free familiarisation visits for teachers;
(2) pre-visit information sheets, normally free, giving maps and details

of locations, what there is to see and the logistics of the visit (timings,
etc.) for all parties;

(3) for young children, a range of games, crosswords, quizzes, puzzles,
fact-sheets, comics, etc. targeted at the relevant curriculum;

(4) for older children, study packs on particular issues with photographs,
documents, web links, CD-ROMs, etc. which support teaching for the
relevant curriculum;

(5) teachers’ packs with ideas for pre-visit, post-visit and on-site activi-
ties; and

(6) a web site providing details of the opportunities available from 
the visits, often including downloads of educational materials 
(sometimes password-protected and accessible once a booking is
confirmed).

Clearly, provision for the schools’ market depends upon the exact
nature and size of the destination or attraction. Generally speaking, at
very small attractions all that is needed is a well-organised visit and
sympathetic, helpful staff. However, schools see teacher and pupil educa-
tion packs as important everywhere and, where they are employed,
specialist education staff are much appreciated. They are to be found in
many of the larger attractions in the developed world. However, for older
children, admission prices become a more important factor and provision
of education packs and specialist staff less so, because teachers are more
self-sufficient in terms of their needs from the visit.

Innovative provision for the schools’ market is evident in a number of
sectors of the tourism industry, from theme parks, through nature
reserves and national parks to science centres and museums. In museums,
this approach has a long pedigree (see, for example, Harrison, 1970). Bloch
(1998) details the development of children’s museums and also specialist
children’s galleries. In such galleries attention is paid to the height and
legibility of exhibits, but in particular they are designed to be ‘hands-on’
and ‘interactive’. Bloch (1998) classifies provision into four types:

• children’s museum;
• children’s gallery within a museum;
• child-friendly exhibits; and
• special programmes for children.
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Museum exhibits for schools are distinctive in their design in that they
are age-appropriate; they encourage interaction between children and
with adults, and the spaces are often staff-intensive. Interpretation for
children has become a specialist arm of the interpretation profession (see
the special issue of The Interpreter, Summer 1985, for early developments
in this field). Gardom (1996) highlights the more recent development of
the blurring of education and fun in such museums and galleries, where
the public sector has tended to lead the way, particularly in the USA with
the concept of ‘edu-tainment’, or ‘info-tainment’, partly responding to the
increased sophistication of children and their exposure to high quality
productions in the media.

Understanding how schools are managed and make visit
decisions

An understanding of the changing management of schools is critical in
supplying and marketing to them. In many countries, schools are being
given increased autonomy to organise their own management and
budgets; in effect they act as small tour operators. This does, however,
bring with it increased responsibility in terms of insurance, liability and
the funding of visits. An example here is the uncertainty in the schools’
market created in the late 1980s/early 1990s by the UK’s Education
Reform Act. The Act stated that education was free, that parental contri-
butions for visits must be voluntary and that schools cannot charge for
activities that take place within school hours. This severely reduced the
numbers of school visits until the early 1990s when legislative confusion
was removed (Cooper & Latham, 1989; NFER, 1991).

The changing management environment of schools also impacts upon
the financial management of school trips, although this is country-specific.
In Australia, for example:

Forty-six percent of schools disclosed that they receive funding to
subsidize their school excursions and this funding derives primarily
from sources such as Pupil Contributions (65%), Parent Funds (54%),
the CVP [Citizen Visits Program – a school trip subsidy scheme]
(17%), and Sponsorship (3%). (Coughlan et al., 1999: 13)

Marketing to schools requires a distinctive approach. The education
market is loyal and once attracted and satisfied with the services of a
destination, they will become regular, repeat visitors. From a marketing
point of view, it is important to recognise the differences in types of school
and ages of children. This is for three key reasons.
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First, when mapping the catchment areas of a destination or attraction
for potential school visits, research shows that schools are reluctant to
take younger children on lengthy distances and will confine journey time
to around an hour (Cooper & Latham, 1985). This severely limits the
potential catchment for destinations and attractions. For older children,
distances travelled can be greater, but schools still like to complete the
visit within the school day.

Second, the timing of marketing to schools is crucial and will depend
upon the age of the children involved (West Country Tourist Board, n.d.).
Dependent upon climate, many countries concentrate their visits into
spring and early summer. Decisions on such visits are generally taken
early in the school year – September/October in the northern hemisphere;
February/March in the southern hemisphere. Keeley (1993) notes that,
for younger children, decisions on visits are made approximately one
semester ahead of the trip, whereas senior schools tend to operate on an
annual cycle. This variation in visit decision taking is important from a
marketing point of view as schools will be more receptive to promotion
at certain key times of the year.

Finally, the person in the school who makes the visit decision also varies
depending on the age of the children. For younger groups, the head
teacher, or deputy head, makes the decision; while for older children, the
subject teacher makes the decision – this is also the case for tertiary educa-
tion groups where the lecturer makes the decision.

Because of the very personal nature of contact with schools and indi-
vidual teachers, marketing to schools tends to use relationship-marketing
approaches such as direct mail. However, other approaches and incen-
tives, such as free familiarisation visits and price discounts, are essential
if the promotion is to convert to a visit. Other techniques include:

• contact with educational authorities;
• advertising in the educational press; and
• attendance at school visits fairs. (Keeley, 1993)

Remarkably few destinations or attractions research the schools’ market
or monitor satisfaction levels. At best, managers keep a database of
schools and teachers for direct mail purposes.

Supply of language schools’ tourism

Strong provision of language courses exists in the UK, USA, Canada,
Australia, New Zealand, Ireland and Malta (see Table 4.6). Britain attracts
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over half of the market, as the UK is perceived to be a unique destination
for language schools. As McCallen (2000: 19) notes, the UK ‘is recognised
internationally for the high value of its general education system. This
helps the universities and colleges attract English as a Foreign Language
students and also provides benefits for the private language schools
sector.’ However, its market share is declining (from a 60% share in 1984)
as competition intensifies from other countries. Since 1984 visitor traffic
to the UK has increased by 85%, yet the ELT traffic has increased by only
40%, suggesting that the UK could do better (Batchelor, 1998). Batchelor
(1998) believes the decline is due to:

• a changing product demand;
• increased competition from course organisers abroad;
• better provision of English tuition in source markets;
• static or negative growth in established markets; and
• high cost of entry to new markets.

A total of 380 accredited suppliers account for over half of the ELT
students visiting Britain (Batchelor, 2000), with 38% of providers located
in London and the South-East of England (Grant et al., 1998). The top
preferred locations for ELT establishments in Britain include historic
towns (26%), capital cities (23%) and heritage seaside resorts (14%). Grant
et al. (1998) note seven main management considerations related to the
development of language schools, which are important considerations for
destination managers and language school organisations:
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Destination Students %
UK 640,000 51.7
USA 216,000 17.4
Ireland 185,000 14.9
Canada 78,000 6.3
Australia 69,400 5.6
Malta 31,000 2.5
New Zealand 18,500 1.5
Total 1,237,900 100.0

Source: Brian McCallen Research (in Batchelor, 2000: 24)

Table 4.6 Estimated number of ELT students by country of study,
1997/98



(1) Development pressure: Most year-round schools operate from purpose-
built facilities or converted buildings (especially larger houses). This
may alter the character of the area, or lead to a loss of residential
housing stock and a decline in property values, which could under-
mine community acceptance of this visitor market.

(2) Accommodation: Although some accommodation is provided in
universities or colleges and most students stay with host families,
some stay in hostels and hotels, adding to the total demand for
housing. In some destinations local students and young people are
priced out of the market.

(3) Leisure activities: As discussed earlier, ELT students are young and
often single and looking for leisure activities. If such activities are not
provided by ELT organisations, who may not see it as their role, then
this may lead to people congregating in the streets and open spaces,
possibly creating conflict with local people. This is confirmed by
crime figures in Eastbourne leading to ‘Operation Columbus’, whose
aim is to monitor and protect international students from crime and
criminal activity. A total of 17% of robbery victims in Sussex, England
are international students and police have developed a set of actions
to deal with the increase in crime. Reports from local police suggest
that crimes against international students are pre-planned by groups
who are targeting students specifically.

(4) Congestion: As discussed earlier, language schools’ tourism is still
heavily concentrated in the summer season. This and the fact that
provision is also heavily concentrated in parts of Britain and in certain
cities and towns, adds to congestion already being felt in the desti-
nations which provide language schools. This impact occurs at
attractions and transport hubs such as train stations.

(5) Safety: Issues may arise with children under 16 years and students
who are over 16 but away from families for the first time. These
students may be keen to enjoy a new city but could place themselves
at risk or in jeopardy due to unfamiliarity with cultural differences
and behaviour. As already noted, the importance of destination safety
and positive word of mouth is paramount. If students are assaulted
this could have major impacts upon positive recommendations and
future business for language school providers.

(6) Economy: This group are high spenders and leakage is low because
they use host family accommodation, local premises, local tour oper-
ators and local teachers. Grant et al. (1998) believe that this local value
should be maximised.
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(7) Reputation: Grant et al. (1998) note that ELT students can act as am-
bassadors and generate repeat leisure visitors in the future, but
reputation can be damaged due to poor teaching and social
programmes, poor accommodation, crime, congestion and over-
crowding throughout the student experience. They note that quality
provision of the whole language school experience is critical.

Quality is essential within the language schools’ market, yet there is no
central regulation of the ELT sector in Britain’ which makes quality and
consistency difficult. Exhibit 4.5 discusses the issue of accreditation in this
market for Britain.
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Exhibit 4.5

Quality and accreditation in the British ELT market

By Sara Muñoz Gonzalez

English Language Teaching is an important sector of the British
tourism economy, attracting over 50% of the global market share
(McCallen, 2000). Over the 12-year period covered by the Inter-
national Passenger Survey, starting in 1984, it is apparent that English
Language Teaching has experienced rapid growth. Visitors attending
English language courses in the UK rose from 477,000 in 1984 to
669,000 in 1996, according to the Survey (Office of National Statistics,
1996). Moreover, ELT providers in Britain are estimated to number
approximately 1200 organisations, although the exact number is not
known since there is no mandatory need to register and, thus, no
governmental regulation (Batchelor, 1998, 2000). Therefore, the issue
of quality has gained increased recognition in both the private and
public sectors, especially after a reported decrease in visitor figures
since 1996 (McCallen, 2000).

The British government insists there is no need for governmental
regulation. However, it recognises that it is in the public interest to
have a quality assurance scheme. As a consequence, the ‘English In
Britain Accreditation Scheme’ (EIBAS) was established by agreement
between the British Council, the Association of Recognised English
Language Services (ARELS) and the British Association of State Eng-
lish Language Teaching (BASELT). The EIBAS is a widely recognised
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indicator of quality, although not the only one. The Association of
British Language Schools (ABLS) and the British Association of
Lecturers in English for Academic Purposes (BALEAP) also include
an accreditation scheme for their members, who do not necessarily
participate in the scheme administered by the British Council.

Nonetheless, it is the EIBAS which is mostly accredited for setting
quality standards within the industry. On one hand, it aims to protect
international visitors studying English in the UK and provides
students with the assurance that the standards of service in the areas
inspected by the Scheme will be met (British Council, 2000). It also
has a system for processing complaints concerning the Scheme
members. On the other hand, it aims to offer a series of services to
accredited organisations, such as promotion, advice, accreditation
and inspection. It grants these institutions the right to use the British
Council logo and to access promotional services through the exten-
sive network of overseas British Council offices and through the
British Council’s web pages (British Council, 2000).

In order to qualify for accreditation, language centres need to have
been operating for at least two years and have to provide high
standards of tuition in the areas inspected: management and admin-
istration, academic resources, staff profile, academic management,
premises, teaching and welfare (Batchelor, 2000). The scheme is fully
financed through membership and inspection fees that cover the
administration costs (British Council, 2000).

The British Council also runs various joint ventures with the British
Tourist Authority in order to provide assistance for ELT institutions
and to respond to the acknowledged need of customers for quality
assurance in ELT services. However, these efforts are mainly
restricted to accredited organisations, which currently include over
97 from the public sector (BASELT, 2002) and approximately 280
members from the private sector (British Council, 2002). Although
accredited institutions are in the minority, they are believed to
provide half the instruction to language visitors (Grant et al., 1998).
The unregulated sector, on the other hand, is mainly composed of
temporary organisations.

In the light of the success of the EIBAS, it becomes evident that
customer assurance has achieved growing importance among ELT
visitors and that accreditation schemes within this particular sector
are becoming as vital as any quality assurance scheme in other
industry sectors.
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Conclusion: The Future of Schools’ Tourism

The future of schools’ tourism is inextricably linked to both global
demographics and to the changing nature of the educational system. The
demographics clearly show that the primary and secondary market is
shrinking in most parts of the developed world, but that there is huge
potential for growth in the developing world. A key issue here, however,
is the fact that supplying the primary and secondary schools’ market is a
very specialised activity, demanding careful product development and a
sound knowledge of the needs of schools. As this chapter demonstrates,
that expertise is now available, but for many sectors of the tourism
industry, the effort needed to attract this market is not deemed to be
worthwhile. In part this is not helped by the fact that the market is almost
‘invisible’ in the tourism statistics – it is not researched and children are
not separated out in the statistical profiles of the tourism sector. At the
same time, the market is undergoing a number of threats, not only from
the increased centralisation of the curriculum in many parts of the world,
but also particularly from technology and safety issues.

From the technology point of view, the Internet appears to have the
potential to offer an alternative to school field trips. In the case of learning
a foreign language, email, computer-generated sound clips, video
cameras attached to computers and desktop video conferencing offer
students the chance to talk to children in different countries without
having to travel on exchange visits. This has the potential to overcome
the discomfort some students and families feel in going to stay with and
hosting other children. It is also cheaper, once the technology has been
purchased, and offers the chance to interact with other nationalities that
children from low-income families may not have been previously able to
afford. In an era of increasingly tight and prescriptive national standard-
ised curricula, there is also often not the time to take students on
exchanges or field trips during term time, something the Internet has the
potential to overcome. Despite these benefits, the Internet fails to really
allow students to experience living in another country and the lack of
immersion leads to a poorer quality learning experience. As Leman (2002)
states, ‘I maintain that one week abroad is worth one term of teaching
back at school.’

The other key concern for the future of the schools’ market is the safety
issue, as parents rightly become more litigious. The following quotes
paint a clear picture:

Accepting that accidents do happen, we should learn from them and
try to help teachers, parents and children better understand the nature
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of risk. We need to set standards which achieve the required level of
safety while avoiding a culture of over-regulation and bureaucracy.
(Robertson, 2001: 78)

British schoolchildren are growing into a generation of ‘softies’
because risk assessment, blame culture, and cautious licensing
authorities are preventing schools and youth organisations from
arranging field trips and expeditions. (Uhlig, 1999)

In the case of language schools’ tourism similar issues are evident. Little
data collection occurs concerning the market and therefore the industry
has little understanding of the variety of different market segments 
and the nature of source markets. Competition has intensified in the
provision of ELT and Britain has lost its market share as a result of a 
slow response to competition and issues of quality and accreditation
(Batchelor, 1998). Although language school students can provide
economic and tourism benefits to communities, they can also cause
congestion and potential problems due to the nature of the location and
seasonality of popular summer language programmes. However,
reducing seasonality for both types of school trips is difficult due to
curriculum and school constraints. Ensuring the benefits are maximised
and spread over all parts of the year is a challenge, as is protecting
language school students from crime while allowing them to immerse
themselves in culture and nightlife. Better management mechanisms and
research are required if the language schools’ sector is going to grow in
a more sustainable manner.

Case Study 4.1

Schools’ educational tourism in Europe

By Chris Cooper

Introduction

As detailed throughout this book, educational tourism is a distinct
segment of the tourism market, demanding a particular approach in 
terms of products and promotion, and with its own very different market
characteristics and influences (see Cooper and Latham, 1990). For the
consumer, demand arises at the level of schools and individual pur-
chasers, with only a small number of specialist tour operators.
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In Europe, this gives rise to a market segment that is:

• perceived as difficult to reach;
• fragmented;
• suffering from a lack of industry coordination;
• suffering from a lack of real understanding of the needs and

demands of the sector;
• dominated by word-of-mouth communication; and
• suffering from a lack of market information and real statistics.

In Europe, educational tourism is ignored in official surveys and
tourism reports. Apart from some in-depth research in the UK, and a
European Commission report on youth travel, the market is almost totally
ignored in official statistics and consultants’ reports. It is also difficult to
draw together the picture in terms of provision for educational tourism
in the various destinations across Europe. In part this is due to the fact
that children tend not to be interviewed in most border surveys. It is also
the case that there is a deep-rooted view in the industry that the educa-
tional travel sector generally is both unprofitable and difficult to reach in
marketing terms and this has held back the calibration of the market
(Seekings, 1998).

Demand for educational visits

The educational tourism market in Europe is a significant one – within
the European Union (EU) alone there are almost 70 million pupils and
students who are potential travellers (Cooper, 1999). This market
comprises both day visits and visits involving an overnight stay.

Day visits
The day visit market is significantly larger than the market for

overnight stays. Authors’ estimates suggest that the market approaches
100 million visits in the EU and European Free Trade Agreement (EFTA)
countries. There are clear geographical differences in the market, caused
by both the number of children resident in a region (Tables 4.7 and 4.8)
and the educational system in different countries. The countries domin-
ating the market are Germany, Spain, the UK, France and Italy.

Day visits are dominantly made by children aged between 9 and 13
years in primary and junior schools. The dominance of this age group is
due to the fact that the curriculum encourages them to learn outside school,
and also the fact, that for older children, demands of formal examinations
reduce the available time for visits. As would be expected, the market
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differs in each European country, but it is possible to make a number of
generalisations:

• Schools are reluctant to travel long distances for day visits – typi-
cally younger children will travel up to about 70 kilometres to visit
a destination, while older children will travel up to 100 kilometres.
There is a clear pressure here as, the further the visit, the more
expensive it is and schools may therefore make one long visit annu-
ally but confine other visits in the year to smaller, local attractions.

• Equally, in order to approximate the visit to the school day, a
maximum journey time of 90 minutes is the norm and pupils tend
to be present at the destination between 10 a.m. and 3.30 p.m.

• Most schools use either their own, or hired, coaches/minibuses.
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Country 0–4 5–9 10–14 15–19 
years years years years

Belgium 604.2 612.2 600.6 618.5
Denmark 343.2 303.5 273.0 316.1
Germany 4038.2 4699.9 4500.4 4390.2
Greece 513.2 558.0 666.0 761.9
Spain 1933.4 2026.5 2468.2 3091.0
France 3593.0 3833.0 3885.2 3836.8
Ireland 255.0 285.5 328.3 343.1
Italy 2740.0 2782.3 2994.8 3514.0
Luxembourg 27.6 25.6 23.1 22.5
Netherlands 980.9 963.8 903.1 923.8
Austria 468.0 464.0 477.6 458.7
Portugal 555.7 543.7 645.2 778.5
Finland 324.9 316.6 330.3 327.1
Sweden 582.3 581.2 501.9 506.8
UK 3802.4 3861.4 3678.8 3499.2
Iceland 22.4 21.8 20.8 21.2
Norway 303.3 289.5 261.1 266.9

Sources: Euromonitor (1998); Cooper (1999)

Table 4.7 Numbers of children by age band in selected European
countries (’000s)



• Visits occur throughout the year, particularly in southern Europe.
However, most visits are concentrated in the late spring and
throughout the summer terms (i.e. April through to July) as this fits
well into the school year.

Overnight stays
The market for overnight stays by unaccompanied children is signifi-

cantly smaller than the day visit market (Bywater, 1993a). For EU and
EFTA countries it is estimated at between 15 and 20 million trips annu-
ally. Most visits are organised independently of the travel trade, partly
because this is dominantly a domestic market, although there are signif-
icant movements of school trips across European borders. For example,
it is estimated that the schools’ market in the UK generates 300,000 over-
seas visits annually, while the market for schools travel’ from France to
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Country Number of Number of 
primary pupils secondary pupils 

(’000s) (’000s)
Belgium 711.5 765.7
Denmark 326.6 443.8
Germany 3524.2 7796.3
Greece 723.7 851.3
Spain 2477.9 4734.4
France 4011.0 5737.4
Ireland 398.7 362.2
Italy 2863.0 4715.6
Netherlands 1056.8 1352.5
Austria 381.6 778.0
Portugal 910.7 778.5
Finland 390.9 459.1
Sweden 600.4 607.2
UK 5143.2 4537.0
Iceland 24.7 30.9
Norway 309.9 380.3

Sources: Euromonitor (1998); Cooper (1999)

Table 4.8 Numbers of pupils in selected European countries



the UK is at least 200,000 trips a year. The market for overnight stays
differs from the day visit market in the following ways:

• school exchanges and language learning are the key motivations;
• the market is dominated by older children aged 12–18 years;
• residential school trips are an important element for private schools

in attracting pupils;
• trips tend to use surface transport – coaches, minibuses, ferries and

train travel (Eurostar is popular) – although the use of budget
airlines is increasing;

• most trips tend to be in the long summer holiday; and
• trips tend to use either domestic accommodation (for exchanges) or

budget accommodation.

There are three key factors that have an important influence in shaping
the demand for educational tourism across Europe (European Commis-
sion, 2001):

(1) Demographics: Almost one-fifth (67 million) of the population of the
EU is in school or university education, although the number of
students has declined because of the falling birth rate. Forecasts
suggest that the falling birth rate is a long-term trend and is a real
cause for concern for the educational tourism market. There are
however exceptions to the picture of an ageing Europe proportional
to their populations. Europe’s youngest regions are Ireland, Iceland,
northeastern France, Portugal and southern Spain (Tables 4.7 and 4.8).

(2) Educational structures: Demand for schools’ educational tourism is
heavily determined by educational structures. For example, the
period of compulsory schooling varies by country – it lasts for 11
years in the Netherlands but only eight in Italy. There are also vari-
ations in both the entry age and the completion age of compulsory
education. The actual numbers of official teaching days also vary
(from 160 in Iceland, to 214 in Austria for primary education, for
example), and there is a large variation in class hours. Holidays also
vary – summer holidays are not programmed in the Netherlands, but
last for 12/13 weeks in Spain and six weeks in England. These factors
affect the time available for educational tours.

(3) Educational administration and initiatives: Here, a number of key edu-
cational trends will shape the future development of schools’ educa-
tional tourism in Europe (European Commission, 2001):

• Decentralisation of administration and financial arrangements
is leading to greater autonomy for schools. This means that
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schools treat themselves as businesses and effectively act as small
tour operators when organising educational visits.

• Efforts by many European countries to extend the period of
compulsory schooling by lowering the entry age, raising the
leaving age or providing incentives to continue schooling will
expand the market.

• There is a trend for minimum core national curricula, which are
then defined at greater depth in the school. This allows locations
to tailor their educational provision to local needs. The excep-
tions here are England, Wales and Northern Ireland with a
centrally-imposed National Curriculum.

• The emphasis on certain subjects is increasing across Europe –
foreign languages, information technology, cross-curricular
themes, civil and social behaviour, and Europe itself.
Destinations will need to focus on these areas to attract visits
from schools in the medium term.

• ‘Learning through discovery’ is increasingly being adopted as
an educational approach, and will stimulate educational
tourism.

• There is an increasing number of Europe-wide initiatives to
encourage the mobility of children and students. These are
meeting with considerable success and the number of students
taking part in EU exchange programmes is increasing, thus
benefiting the educational tourism market.

Trends in supplying schools’ educational tourism in Europe

Supplying the educational tourism market in Europe demonstrates a
clear schism between the traditional approaches of some destinations, and
the more innovative and technolog-driven approaches of others. The
more exciting initiatives are based in Europe’s leading museums and
tourist attractions.

Many of Europe’s museums have re-invented themselves with regard
to educational provision, not only in terms of utilising technology, but
also in the quality and imagination of exhibits (see Bloch, 1998). Here the
trend is clearly towards partnerships in provision – with schools, other
educational institutions and industry. While school travel has to be justi-
fied on the basis of the educational motive and content, many museums
and attractions combine education and entertainment to deliver edutain-
ment. This puts the fun into ‘learning out of school’ and allows the more
fun-based attractions to enter the education market, while the more
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serious, education-oriented attractions, such as museums, are adopting
the principles and technology of the entertainment industry.

The rapid progress in the use of technology and communication to
deliver education for destinations has the potential to transform educa-
tion provision, but in reality its penetration has been slow, partly due to
the costs involved. Nonetheless, we are now seeing the replacement of
the traditional school worksheets by technology, with the use of multi-
media computers, CD-ROMs and the Internet.

Conclusion

The European educational tourism market is facing a number of im-
portant issues (Smith & Jenner, 1997a). The market itself is very poorly
documented – there is no serious research to underpin commercial judge-
ments and evaluation of consumer satisfaction is not widely imple-
mented. The image of the sector is poor and often educational tourism is
discounted as low yield. Here there is a real ‘Catch 22’, as without the
research base it is difficult to disprove such perceptions. This is exacer-
bated by the declining market base as birth rates fall across many
countries in Europe.

On the supply side, issues include real concerns about the quality of
the product in some parts of the industry, particularly the language school
sector. However, elsewhere, and particularly in Europe’s larger museums
and commercial tourism attractions, provision is both innovative and of
high quality. Quality concerns have led to calls for stronger consumer
protection, a trend also driven by the need to protect children as
consumers. Here the issues are ones of safety standards on transport, in
accommodation and on field courses involving physical risk. Concerns
are such that some companies have purchased and operate parts of the
product – such as accommodation and study centres – in order to control
and guarantee health and safety.

Educational tourism in Europe remains the ‘Cinderella’ of the tourism
sector, but despite falling birth rates, trends in education and travel are
set to see the market grow rather than contract.
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Case Study 4.2

Language students and the economy of Eastbourne, England

By Sara Muñoz Gonzalez and Brent Ritchie

Travel abroad in order to learn a language has been cited as one of the
most important purposes of educational travel (Smith & Jenner, 1997a),
but it is only recently that students have been suggested as a powerful,
long-term investment for destinations due to their economic and promo-
tional potential (Roppolo, 1996). For many destinations, as is the case
Eastbourne, English Language Teaching has provided a viable alternative
to many of the problems faced by the continuous shift in travel patterns.

Coastal resorts in Britain have had to adapt to continuously changing
market trends since the decline of the domestic seaside holiday (Yale,
1992). During the 20-year period from the 1970s to the early 1990s, seaside
holidays decreased from 75% to 25% in the UK (Yale, 1992). Although an
estimated 85% of British holidays take place in England, relatively few
overseas visitors choose British seaside resorts, and figures clearly suggest
that the traditional one- or two-week family holiday has given way to a
much shorter pattern in length of stay, as well as changes in elderly popu-
lation concentrations (Yale, 1992). In Eastbourne, a traditional seaside
resort at the foot of the East Sussex South Downs in England, the tourism
industry has increasingly had to rely upon different segments. The so-
called ‘sunny pearl of the south’, which was once among the UK’s first
real tourist destinations, has seen the difficulty in preventing a further
decline in domestic tourism. A study carried out by the Tourism Board
and the Eastbourne Borough Council in 1998 highlighted that tourism in
Eastbourne is mainly reliant on the domestic market, which accounts for
58% of total visitor spending, but that it is increasingly reliant on confer-
ence tourism, English language tourism and day trips (Eastbourne
Borough Council, 1998).

Since 1990, the town has seen an increase in the 55+ tourism segment,
accounting for 66% of total staying visitors. The key holiday patterns
show a clear seasonality problem, with over 61% of holidays taking place
during the peak season and a substantial decrease in repeat business
(from 72% to 66%). Further, Eastbourne appears to be becoming a
secondary destination, with only 8% of visitors citing Eastbourne as their
main holiday destination (Eastbourne Borough Council, 1998). In addi-
tion, the visitor length of stay has also declined, with over 52% of
overnight visitors staying less than five nights. Eastbourne has recognised
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the need to attract new visitors to replace those no longer able to travel
and thereby reduce their reliance on older markets. The study also
stressed the importance of the overseas market and, given the results of
the Language School and Student Survey included in the study, identi-
fied English Language Schools as a key component of the town’s foreign
market and one from which it could largely benefit. The importance of
this foreign market was recognised by the English Tourist Board when
David Quambry, Chairman stated:

Eastbourne’s main stake in overseas tourism is in the English
language study market. This market has become very competitive
internationally. It is vital that all involved achieve value for money
and high standards of tuition, accommodation, and student care.
Equally, developing trends in the market, for instance learning
English for specialist purposes, should be exploited.

Although Eastbourne is estimated to be only slightly behind some of
the most important English Language Teaching towns, it is only recently
that the English language schools’ contribution to the town’s economy
has started to be recognised (Glyn-Jones, 2001). The 1998 Language School
and Visitor Survey estimated that 41,000 students had visited Eastbourne
for an average of 20 days and had spent approximately £126.66 per week
on accommodation, food, entertainment and shopping and an additional
£97.11 on tuition fees. Nonetheless, the visitor estimate may not be
entirely reliable since the East Sussex Police recorded student numbers of
only 27,987 (Overseas Students’ Advisory Committee, 1999).

In 2001, a study was carried among Eastbourne’s English language
schools seeking to investigate their role within the town’s tourism
industry and economy (Muñoz Gonzalez, 2001). Both qualitative and
quantitative methods were used for this purpose. From a sample frame
based on the 26,837 English language students recorded in 1999, a total
of 370 questionnaires were distributed among the students of eight
different schools, out of which 231 were returned. In addition, seven semi-
structured interviews were carried among a number of ELT organisers.
Since the study was undertaken during the winter months of 2001, find-
ings provide a basis for comparison with the Borough’s study, which took
place during the summer of 1998. From both studies it can be drawn that
some findings differ greatly. Although in 1998 students were predomi-
nantly West European, following the pattern identified by McCallen
(2000) for the UK, results from the survey show that the main source
market was the Far East. Regarding the age group, findings showed that
the majority were adult students, with the early twenties’ category being
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only 4% behind and the 25 to 28 age group category accounting for 25%
of the sample.

Although both studies show that the further the country of residence,
the longer the stay, the length of stay is considerably higher for the 2001
survey, with the vast majority of students staying one month or over (see
Table 4.9). In fact, the calculated average stay equals 18 weeks (128 days).
This sizeable difference could be attributable to the time of the year in
which the research was carried out. Thus, it could be argued that summer
visitors tend to stay for shorter periods. Another important factor is that
respondents slightly extended their stay beyond the length of the course,
which represents a significant change in travel patterns compared to the
Eastbourne study of 1998 and could mean higher economic gains for the
local community.

Beside expenditure on course fees, which was not quantified in the 2001
research, interview results explicitly emphasised the direct contribution
of language visitors to the local economy. Survey results confirmed the
significant contribution: students were found to spend a weekly average
of £172, which represents an increase of 36% since 1998, on items
including accommodation, food and drink, entertainment and transport
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Length of stay Frequency %
1 week 1 0.43
2 weeks 21 9.09
3 weeks 6 2.60
1 to 3 months 63 27.27
4 to 6 months 70 30.30
7 months or over 70 30.30
Total (base rate) 231 100.00
Course length
1 week 1 0.43
2 weeks 23 9.96
3 weeks 10 4.33
1 to 3 months 74 32.03
4 to 6 months 75 32.47
7 months or over 48 20.78
Total (base rate) 231 100.00

Table 4.9 Eastbourne study sample length of stay and course length



(Table 4.10). Thus, the 2001 survey estimated that, excluding summer visi-
tors, which according to McCallen (2000) account for approximately 54%
of total ELT visits, the economic contribution made by English language
schools in Eastbourne to the local economy was equivalent to £39,306,816.
Moreover, results showed that the benefit to the local economy goes
beyond direct spend since it generates visits in the form of friends 
and relatives, who, in turn, will be spending money in the local commu-
nity. More than a third of questionnaire respondents were found to
receive visits from friends and relatives from outside the UK. In addition,
a further 82% of respondents agreed that they would recommend
Eastbourne to a friend.

In relation to the type and nature of the language schools in Eastbourne,
findings identified that, according to the numbers recorded by the East
Sussex Police, Eastbourne accounts for approximately 29 ELT organisa-
tions (Muñoz Gonzalez, 2001). These institutions, from the accredited 
and unregulated sector, provide both seasonal and year-round tuition and
vary greatly in size and scope. Following a general pattern organisa-
tions provide the visitor, in addition to a wide range of courses, with
accommodation, mainly in host families, and general leisure offerings
(Batchelor, 2000). However, in spite of the clear tourism elements identi-
fied by all respondents, it was apparent from results that the experience
was seen as mainly educational. This helps explain the fact that only half
of the respondents held that the tourism industry appreciates the contri-
bution of language schools to the industry.

Nonetheless, some of the respondents stressed that language students
provide an all-year-round market for the tourism industry as opposed to
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Item Frequency % Weekly Daily 
spend (£) spend (£)

Accommodation 224 41.06 70.62 10.09
Other 16 15.80 27.17 3.88
Food and drink 196 13.28 22.84 3.26
Shopping 152 12.21 21.00 3.00
Entertainment 154 9.52 16.37 2.34
Transport 96 8.14 14.00 2.00
Total 100 172.00 24.57

Table 4.10 Calculation of Eastbourne language student spending,
tuition excluded



the senior market and that they help balance the demographics of the
town. In addition, some corroborated quantitative findings by stating that
language students were seen as a valuable means of promotion that
attracts and generates new visits in the form of relatives and friends and
repeat visits if the student is satisfied with the experience. These results
corroborate previous research by Roppolo (1996) and also by Grant et al.
(1998), which stressed that ‘English language teaching is economically
important as a sector for the tourism industry. It is also of a great indi-
rect value as a gateway to Britain, a showcase for Britain and a projection
of Britain abroad.’

In addition, findings identified that language schools rely heavily on
both tourism and educational agents for promotional ends. However, and
despite the clear contribution of language schools and students to the local
economy and tourism industry, a mere 3.5% of the students saw them-
selves as tourists and they clearly identified the purpose of their journey
as educational, more specifically to study English (see Figure 4.5). The
study on the role of English language schools in Eastbourne’s tourism
industry and economy identified that language schools contribute signif-
icantly to the local economy, not only through direct spending in the
community, but also through less obvious means. It is evident that
students bring money from outside the community, which is providing
additional income for host families, keeping merchants employed and
providing business for local service companies.

Although the educational nature of the courses undeniably stands out
as the main objective, schools attract visitors, contribute to the promotion
of the town and include tourism-related activities as part of the final offer.
Therefore, the tourism nature of schools extends beyond attracting foreign
individuals, for tourism activities and education seem to go hand in hand.
Moreover, language schools provide Eastbourne with an all-year-round
market that combines lengthy periods of stay with high spending patterns
from which the town can greatly benefit. Results identified that, directly
or indirectly, language visitors are often encouraged by schools to partic-
ipate in external or in-house social events. However, survey findings
identified that, even though language visitors are frequently involved in
tourism-related activities, their general perception is that, first of all, they
are students.

It should be emphasised that a survey exploring language students’
motivations and travel patterns could provide Eastbourne with the basis
for obtaining considerable competitive advantages as an ELT destination
and therefore benefiting from alternatives to further prevent visitor
number recession, seasonality problems and a decrease in tourism
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revenues. A first step towards this end could come from an agreement in
a common code of practice ensuring high quality standards. To achieve
that goal, greater cooperation between the Council, the Tourism Board
and the different organisations from both the self-regulated and the
unregulated sector could prove a sound advantage. Future studies could
also benefit from making continuous observations of the language student
population. Thus, if language visitors were to be surveyed in summer as
well as in winter throughout the same year, the gap between the two
markets could be analysed and generalisations could be made of the
language student population at large.

In conclusion, the significant contribution of English language schools
to both the economy and the tourism industry in Eastbourne should be
strongly emphasised in terms of the income and the promotion of the
town. Furthermore, the role of language schools as tourism providers
should be fully acknowledged by the industry in order to maximise their
potential: as an alternative to the present elderly market, as a means to
reduce dependency on summer visitors, and as a valuable promotion tool
for the town.
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Chapter 5

University and College Students’
Tourism

NEIL CARR

Introduction

Despite the fact that the majority of university students may be chrono-
logically defined as belonging to the youth population (18 to 30 years old)
they are actually a distinct population with different age, socio-cultural,
educational and economic characteristics (Davies & Lea, 1995). As such,
it is not possible to directly compare the holiday experiences of the youth
and student populations, despite the attempts of some previous studies
(e.g. Josiam et al., 1994; Kale et al., 1987). Indeed, Pritchard and Morgan
(1996) have claimed that there is a clear distinction between the holiday
patterns of students and those of young people in full-time employment.
Consequently, while recognising the existence of overlaps with the youth
population this chapter focuses exclusively on university and college
students.

The development of universities in a modern context may be traced
back to mainly the twelfth and thirteenth centuries (Encyclopaedia.com,
2002). However, the growth of mass tertiary education has been a more
recent phenomenon and has its roots in the economic growth and social
liberalisation that has taken place since the end of the Second World War.
For example, as Figure 5.1 demonstrates, in the UK the student popula-
tion increased from approximately 400,000 in 1965/6 to almost two
million in 2000/1. The UK has also witnessed an expansion in the
percentage of the general population entering university, from approxi-
mately 10% in the 1960s to over 30% by the end of the twentieth century
(Scott et al., 2001). The expansion of the university student population is
set to continue in the UK with the British government announcing its
intention to see 50% of 18- to 30-year-olds entering tertiary education by
the year 2010 (Major, 2002a). The pattern of growth in the UK has been
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mirrored in numerous countries, including Japan, where the university
student population increased by 67% between 1984 and 2001 (Lifelong
Learning Policy Bureau, 2002). The growth in the student population has
been the result of increasing numbers of young (under 25 years of age)
and mature (25 years of age or older) people entering higher education.
For example, in Australia the number of mature students at university
increased from 182,100 in 1990 to 272,900 in 2000. Over the same period
the proportion of university students who were defined as mature
increased from 37.5% to 39% (Australian Bureau of Statistics, 2002). The
result is that the university student population increasingly cannot be
regarded as the same as the youth population. Overall, the rising number
of university students means this population should be recognised as a
significant segment of the global population.

At the same time as the size of the university student population is
expanding the amount of money available to students appears to be
declining. Reductions in the funding of universities by national govern-
ments, the abolition of student grants and creation of student loans/tax
schemes, and the increase in the number of students from poorer
economic backgrounds have contributed to a situation where students
find themselves burdened with ever increasing debts. The university
system in England and Wales provides an example of the degenerating
state of student finances. In 1990 the British government abolished a
means-tested grant system for students going to university in England
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and Wales and launched a student loan system. Without a student grant
most people who go to university are now forced to take out a student
loan during their time at university that they must begin to repay once
they have graduated and found full-time employment with earnings
above a specified level (Christie & Munro, 2001). In addition, universities
in the UK now impose tuition fees of approximately £1000 on all but the
poorest students. As a result of the changes in the funding of students
and universities, and the increase in students from lower economic
classes, student debt has been rising since the early 1990s to a point where
73% of all undergraduates and 76% of postgraduates in England and
Wales in the year 1999 were in debt. Indeed, in 2002 it was estimated 
that the average student will owe £10,000 when he/she graduates
(Anonymous, 2002a), compared to an average debt of £2745 in 1997 (Jones
& Copley, 1997). As a result it has been claimed that ‘abject poverty
appears to be an inevitable consequence of student living’ (Watt, 2000;
Callender & Kemp, 2000). To help combat their rising debt students are
spending an increasing amount of time working during their university
careers. It has been estimated that 70% of students in the UK now work
throughout the summer vacation and 50% continue doing so throughout
term-time (Knight, 2000). The increasing reliance amongst students on
loans and overdrafts is not restricted to the UK; rather it is a widespread
phenomenon in the developed world (Scott et al., 2001).

University Students’ Tourism

Despite the size of the university student population relatively little
research has been undertaken to understand the travel needs and desires
of students or how they behave while on vacation (Sirakaya & McLellan,
1997; Babin & Kim, 2001). Most of the studies of this population have
focused on specific issues or segments of the overall student population.
For example, although Hsu and Sung (1997) and Field (1999) examined
some aspects of the holiday behaviour of university students, neither
provided anything about the holiday motivations of their samples and
both ignored sexual, drug and alcohol-related aspects of behaviour.
Similarly, although they noted the holiday motivations of the New
Zealand students they studied, Chadee and Cutler (1996) failed to discuss
how these people behaved on vacation. Meanwhile, Mewhinney et al.’s
(1995) and Hobson and Josiam’s (1992, 1995) work has focused on the
American Spring Break vacations, while work by Clark and Clift (1994),
Ryan et al. (1996), and Smeaton et al. (1998) has focused on the sex, drugs
and alcohol-related holiday behaviour of students. Although these
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studies are important in their own right they may contribute to a distorted
image of the holiday experiences of university students. This is because
these papers do not discuss the potential for students to take different
types of vacation and engage in different activities to those researched.

As has already been noted, full-time employment is rare amongst
students and income tends to be correspondingly low (Davies & Lea,
1995). However, they generally have few external commitments and have
over 20 weeks of free time outside of the university term-time each year.
The university environment also encourages students to travel and take
holidays (Smeaton et al., 1998). This situation is developed through the
presence of travel agencies catering specifically to university students, by
society’s view of the student lifestyle, peer pressure to conform to the
travel-oriented image of students, and parental expectations of student
travel behaviour (Christie & Munro, 2001). As a result it has been esti-
mated that 20% of all international travellers may be identified as
students, making the university student tourism market a multibillion-
dollar industry (Bywater, 1993a). Work conducted in the United States
(Kale et al., 1987; Sirakaya & McLellan, 1997), New Zealand (Carr, forth-
coming, b), and the UK (Carr, forthcoming, a) supports this view by
indicating the relatively high travel propensity of university students.
Sirakaya and McLellan’s sample took 3.8 holidays each per year while
Carr’s British and New Zealand samples took 1.9 and 2.4 holidays each
in a 12-month period, respectively.

The increasingly poor state of university students’ financial circum-
stances may be having an adverse impact on their ability to engage in
tourism. For example, Josiam et al.’s (1994) study of American students
found that the two main reasons given by their sample for not going on
a holiday during Spring Break were work commitments and a lack of
money. Josiam et al. (1994: 325) stated that these results may ‘reflect a
change in the way college education is financed in the USA [where] a
growing number of students are required to work to support themselves
through college’. However, Carr’s (forthcoming, a) study of British
students found that, although they were frequently living in a state of
debt, students were often unwilling to let this prevent them taking holi-
days and engaging in international travel. This provides support for 
the suggestion that students are becoming increasingly accustomed to
borrowing money (Davies & Lea, 1995). There is even evidence to suggest
that these students do not generally view the use of interest-free loans,
such as the student loan and bank overdrafts, as a form of debt (Christie
& Munro, 2001). Overall, students tend to pay for their holidays via a
combination of personal savings, which tend to be the dominant financial
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source, bank/student loans and assistance from relatives (Carr, forth-
coming, a; Chadee & Cutler, 1996; Hobson & Josiam, 1995).

Despite the apparent dearth of studies of university students’ holiday
experiences it is clear that this population has a preference for indepen-
dently organised travel and vacation arrangements. They also tend to use
informal sources of holiday information (e.g. friends, relatives and
personal experience) more than formal sources (e.g. travel agents, travel
brochures, newspapers, magazines and television) (Sung & Hsu, 1996;
Chadee & Cutler, 1996; Field, 1999; Carr, 2001b). For further analysis 
of university students’ use of and trust in different sources of holiday
information readers should refer to Case Study 5.1. The main holiday
destinations of university students seem to be strongly related to the
geographical position of their home country. For example, the favourite
international destination of the New Zealand students surveyed by Carr
(forthcoming, b) and Ryan and Robertson (1997) was Australia. Similarly,
Europe, and in particular the Mediterranean region, was the most popular
international destination of the British students surveyed by Carr (forth-
coming, a). However, Chadee and Cutler (1996) found that Australia was
the least popular international destination for the New Zealand students
they studied. Student tourism follows a clearly defined temporal pattern
that is related to the university calendar. The peak times students engage
in travel correspond with the university vacation periods, with the
summer vacation being the time when the majority of holidays are under-
taken (Carr, forthcoming, b).

University students’ holiday motivations encompass a desire to engage
in a combination of passive, social and hedonistic activities. The passive
desire is associated with relaxing, the hedonistic motivation is related to
a wish to ‘party and dance/drink’, and the social activities include
meeting/being with friends/relatives (Josiam et al., 1994). Sirakaya and
McLellan (1997) also identified the importance to students of entertain-
ment and drinking opportunities in their holiday destinations. In
addition, students appear to be motivated by a desire to get away, or
escape from their normal lives (Josiam et al., 1994). In contrast, students
do not seem to be strongly motivated by educational, anthropological or
employment-related issues (Carr, forthcoming, b; Chadee & Cutler, 1996).
The behaviour of students on holiday tends to reflect their motivations,
with passive, hedonistic and social activities predominating. This is
reflected in Carr’s (forthcoming, b) study of New Zealand students that
found relaxing/resting, drinking alcohol, sunbathing, having sex and
visiting nightclubs were some of the holiday activities most frequently
engaged in by this population. The hedonistic nature of university
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students’ holiday behaviour is heightened in the case of the North
American Spring Break phenomenon, where the focus is on the pursuit
of hedonistic pleasure including sexual activity (Mewhinney et al., 1995)
and binge drinking (Smeaton et al., 1998).

The propensity for students to consume alcohol while on holiday has
been noted by Ryan and Robertson (1997) and Clark and Clift (1994), who
found that 80% of the New Zealand students and 83% of the British
students they surveyed, respectively, stated they had drunk alcohol while
on holiday. These two surveys also reported that 13% of the New Zealand
sample and 16% of the British sample used illegal drugs while on holiday.
Sports/physical activity are also engaged in by university students while
they are on holiday, albeit not as frequently as they demonstrate hedo-
nistic/passive/social behaviour (Carr, forthcoming, b). In common with
their desire to take independent holidays, students generally prefer to
spend their holiday time engaged in unstructured and unconstrained
activities (Kale et al., 1987). For example, Carr’s (forthcoming, b) sample
of New Zealand students engaged in ‘unguided tours’ more frequently
than guided ones while on holiday.

Although it may be tempting to regard the university student popula-
tion as a homogeneous group, it is important to recognise the potential
for differences within the population’s holiday experiences. For example,
Field (1999) identified a variety of differences between the domestic and
international students he studied at an American university, including
the fact that international students had a lower travel propensity (54%)
than domestic ones (71%). Similarly, Ritchie and Priddle (2000) found 
that more domestic than international students in Australia took day or
overnight domestic trips while studying at Canberra. The higher pro-
portion of international students who took international trips in Ritchie
and Priddle’s sample may be attributed to travel to the homes of these
students rather than tourism-oriented travel. In terms of their holiday
behaviour, the international students surveyed by Field (1999) engaged
in sightseeing more frequently than the domestic students, whose most
frequent activity was ‘going to the beach’. The international students
surveyed in Australia and the USA by Ritchie and Priddle (2000) and 
Hsu and Sung (1997), respectively, also demonstrated a strong desire 
to visit attractions and engage in sightseeing. A study of differences in
the holiday experiences between domestic and international students 
at the University of Canberra and the Australian National University is
provided in Case Study 5.2. Field (1999) also reported the existence of
differences in the holiday behaviour of international students based on
their nationality. This supports the results of work by Carr (2001a) that
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found differences in the holiday behaviour of domestic students that were
related to their nationality. Similarly, Chadee and Cutler (1996) reported
finding significant cultural differences in the international travel behav-
iour of university students. The existence of differences in student holiday
behaviour based on nationality means that it is difficult to compare the
results of studies of university students where the nationalities of the
samples are not the same. Gender (Sirakaya & McLellan, 1997), age (Hsu
& Sung, 1997), marital status (Field, 1999; Sung & Hsu, 1996) and whether
a student is an undergraduate or postgraduate (Field, 1999; Hsu & Sung,
1997) also appear to have an influence on the nature of the student’s
holiday experiences.

Promoting and Facilitating University and College
Tourism

To promote the benefits of travel to university students and facilitate
their engagement in this activity a number of organisations have been
developed that have their origins in the student movement, academic
institutions and/or government. The largest one is the International
Student Travel Confederation (ISTC) (see Exhibit 5.1). While other organ-
isations, such as the Federation for Youth Travel Organisations (FIYTO),
deal with student travel requirements, their core business tends to be the
youth population rather than the university student one.

ISTC was established in 1949 by university student unions to make
travel affordable for students. One of its primary objectives was, and still
is, to increase international understanding through the promotion of
travel and exchange opportunities among students and the academic
community. UNESCO officially endorsed the aims of the ISTC in 1993.
The ISTC provides full-time university students with the International
Student Identity Card (ISIC) that was created in 1954 and incorporated
with the International Union of Students Card in 1989. This provides
holders with access to a range of discounts, including tickets issued by
the Student Air Travel Association, which offers relatively cheap and flex-
ible air travel. Seven years after its creation, ISIC sales reached 750,000,
in 1973 over one million cards were sold, and by 2001 ISIC sales exceeded
4.5 million worldwide. ISTC now acts as an umbrella organisation with
over 70 specialist student travel companies working through the not-for-
profit member associations of the ISTC. The International Student Travel
Confederation now has over 5000 offices in more than 100 countries. In
the year 2000 ISTC’s member organisations and companies serviced the
travel needs of approximately ten million students generating a turnover
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Exhibit 5.1

The evolution of ISTC

The ISTC was founded as a loosely-knit federation to allow members
a forum for exchanging ideas and to examine the needs of the
expanding worldwide network of student travel agencies. Organisa-
tions that initially joined were often the non-profit travel departments
of national unions of students and were concerned with the well-
being of students who travelled internationally, the development of
student products and international trading agreements. In the early
years, members collaborated primarily on joint ventures – chartering
planes, trains and ships. Efforts were also made to protect the welfare
of the student traveller and the ISTC introduced codes of conduct for
trading among member organisations. As member needs became
more specific, the membership organised into specialised commis-
sions so that individual interests in air transportation, tours, finance
and surface transportation could be addressed.

At the 1990 ISTC Annual General Meeting, members agreed to
restructure the ISTC and changed it from a ‘Conference’ to a
‘Confederation’. Five independent associations were formed to repre-
sent specific interests. Associations work collectively to negotiate
with airlines, governments and providers of goods and services 
for the benefit of the worldwide student, youth and academic com-
munity. They include:

• ISIC: International Student Identity Card Association. The ISIC
Association is an international not-for-profit membership asso-
ciation of the International Student Travel Confederation
(ISTC). Member organisations are the world’s leaders in devel-
oping specialised student and youth travel products and
services. The International Student Identity Card (ISIC) is the
primary product offered by the Association. The ISIC is the only
internationally recognised proof of full-time student status and
provides cardholders access to worldwide benefits and services.
There are more than 4.5 million cardholders annually. For those
who are no longer students but are under 26, or who are full-
time teachers or professors, the ISIC Association also admin-
isters the International Youth Travel Card (IYTC) and the
International Teacher Identity Card (ITIC). Both cards offer
similar benefits, services and savings to those of the ISIC.
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• SATA: Student Air Travel Association. The Student Air Travel
Association (SATA) is an international membership association
of student travel agencies that share a commitment to providing
affordable and accessible travel to young people. Recognising
that student travellers are a unique customer niche, SATA began
30 years ago to provide specialised air travel products that meet
young people’s unique needs. SATA is best known for the
‘SATA type ticket’ – a uniform flight ticket providing special
fares to full-time students and those under 26. SATA tickets are
negotiated via Ticket Acceptance Agreements between air carri-
ers and individual SATA members. SATA members and agents
of the SATA ticket have established a distribution network of
2500 retail outlets worldwide. As student and youth travellers
have a specific need for flexibility and often change plans or
make new ones on the road, this network ensures that they can
find a SATA ticket agent almost anywhere they go. This distri-
bution network and level of customer service are unique and are
what makes the SATA ticket attractive to students.

• ISSA: International Student Surface Travel Association. Established
in 1992, the International Student Surface Travel Association
(ISSA) is one of the newest ISTC Associations. It works to facil-
itate special surface travel products for students and young
people. Through ISSA, student travel agencies and organisa-
tions from around the world cooperate to research and develop
new rail, bus, coach and urban transport travel opportunities.
ISSA works closely with its sister association, the International
Student Identity Card Association, to give discount providers a
means to identify eligibility for special concessions through the
ISIC – the International Student Identity Card.

• IAEWEP: International Association for Educational Work Exchange
Programmes. The International Association for Educational
Work Exchange Programmes (IAEWEP) is an international
association of the ISTC whose members specialise in arranging
work-abroad programmes for students and young people. More
than 20,000 students and young people participate annually in
IAEWEP member-sponsored work-abroad programmes.

• IASIS: International Association for Student Insurance Services.
Protecting students and young travellers with an insurance
policy specifically tailored to their unique needs was one of the
earliest collective efforts of ISTC members. In 1951, members of
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of over US$3 billion. In addition, tickets issued by the Student Air Travel
Association are now accepted by over 100 airlines and serve six million
travellers annually (ISTC, 2002).

As a result of the numbers of students engaging in travel, a section of
the tourism industry has developed to cater specifically for the holiday
requirements of university students; one of the largest of these compa-
nies is STA Travel. While the student population remains a prime market
for these companies, they have increasingly diversified into the youth
market, in the process helping to blur the difference between the youth
and student populations. STA Travel was created in 1983 and has joint
origins as Student Travel Australia and STA Travel in the UK, both of
which have been operating since the 1970s (Bywater, 1993a; STA Travel,
2002). The company was initially created to meet the travel needs of
university students and their offices were located on university campuses.
Today, like the ISTC, STA Travel (2002) recognises the potential for educa-
tion through travel. It is the stated belief of the company that:

There is nothing like it [travel] to open the eyes, mind and heart. And
we believe that travel is a powerful agent of social change. Getting
people to meet face-to-face is the most effective way of ending racism,
intolerance and prejudice.

By 2001, STA Travel employed over 2000 people, operating in numer-
ous countries throughout the world. They helped more than five million
travellers organise their vacations and generated a turnover in excess of
AUS$5 billion (STA Travel, 2002). A more detailed discussion of the
nature and origin of companies catering for the travel and holiday needs
of young people and university students was published by Bywater in
1993 (Bywater, 1993a). Readers should note that USIT International
(renamed USIT Campus) ceased trading early in 2002 (Anonymous,
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the International Association for Student Insurance Services
(IASIS) developed the International Student Insurance Scheme
(ISIS). Over the years the ISIS product has become more sophis-
ticated and refined to meet the needs of travelling students and
young people. Through IASIS, ISTC members have a forum to
refine the ISIS product, to develop new forms of student insur-
ance coverage, to assess market demand and to represent the
needs of the community to the insurance industry.

Source: ISTC (2002)
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2002b). In addition, the Council on International Educational Exchange
sold its travel company in 2001 and focused on the study abroad and
international exchange aspects of the organisation (CIEE, 2002). While
companies and organisations such as STA Travel and ISTC help to facil-
itate student travel, they are by no means the only ones students seek
help from when planning their vacations. Rather, students are free to take
advantage of holiday opportunities offered by holiday companies that
cater to the general population and/or the youth market. Therefore, the
scale and economic significance of university student tourism may be far
larger than appears to be the case based on information provided by
student travel organisations and companies.

Tourism as an Educational Component of the University
Experience

In addition to engaging in tourism outside of university term-time,
students have the opportunity to take part in international travel as part
of their degrees. Students who take advantage of these opportunities can
be divided into two groups: those engaged in ‘spontaneous mobility’,
where an individual undertakes international travel between universities
without any prior inter-institutional agreement or financial support, and
‘organised mobility’, where an individual student’s international move-
ment is facilitated through inter-institutional and/or intergovernmental
agreements and/or governmental programmes. Although student mobil-
ity can be traced back to medieval times, it has only become a mass
phenomenon in more recent times. By the end of the 1980s it was esti-
mated by UNESCO that approximately one million university students
engaged in international mobility at the global level each year (Teichler,
1996). The receiving universities make considerable economic gains from
internationally mobile students. For example, by the mid 1990s British
universities’ income from international student fees was over £700 million
(Bown, 2000), while Australian universities gained AUS$1544 million in
international student fees in 1997/8 (Australian Tourist Commission, 1998
in Ritchie & Priddle, 2000). These figures do not include money spent by
this population on living expenses, books, insurance, travel or special
equipment, all of which contributed approximately US$4 trillion in
1994/5 to the USA economy (Hsu & Sung, 1997).

Students also gain from engaging in international mobility as it offers
them access to new learning experiences and, potentially, higher quality
education than in their home country (see Exhibit 5.2). In addition,
studying abroad can be cheaper than studying in a student’s home
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Exhibit 5.2

Study abroad and personal development benefits for
university and college students

By Brent Ritchie

According to some authors the goals of foreign study are consistent
with the traditional goals of higher education, including intellec-
tual and professional development, general education, personal
growth and the furthering of international understanding (Carlson &
Widaman, 1988: 1). Other authors have noted that study abroad
(through either spontaneous or organised mobility) will bring about
enhanced levels of international understanding and concern (see
Coelho, 1962; Deutsch, 1970). Var et al. (1989) examined the percep-
tions of Argentinian university students with a focus on whether
participants viewed tourism positively and were aware of its poten-
tial for fostering international understanding and world peace.
However, despite this work little research has been conducted to
examine the personal development associated with study abroad.
This exhibit highlights key research in this field that suggests that
travel during study-abroad programmes provides personal develop-
ment benefits that may last longer than knowledge from study
programmes themselves.

Gmelch (1997) examined the educational and personal develop-
ment impacts of a group of American students studying in Austria.
Data was collected through the journals and ‘travel logs’ of 51
students involved in the programme which explained their activities
and movements, who they travelled with and what they did
throughout their long weekends. At the end of term an open-ended
questionnaire was administered to gather data about their experi-
ences and informal discussions were undertaken concerning these
trips. The research indicated that students visited an average of 1.72
countries and 2.4 cities per weekend, with 5.5 countries visited in a
six-week term (Gmelch, 1997: 478). According to the students, seeing
as much of Europe before they went home was the most important
factor, while getting to know the places mattered far less. A large
amount of time was spent waiting for trains or travelling; in fact
Gmelch (1997) notes that nearly a third of their time was spent in
transit. One student suggested that ‘Americans approach their leisure 
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time like work . . . they exhaust themselves running about trying to
get in as much as they can. I am guilty of this too, but now I try to
spend some time pondering where I am’ (in Gmelch, 1997: 479). Other
students noted that just visiting a place and taking a photo was an
important motivation for many of their peers.

Group sizes declined over the period of the six-week term as
students became more confident and aware of the problems in
visiting tourist destinations in larger group sizes (Gmelch, 1997).
According to Carlson et al. (1990) the most important medium for
personal experience in the host country is conversation with host
nationals, which Gmelch (1997) notes is limited when students travel
in large groups. However, despite the lack of contact with host
nationals and a tendency to eat in fast food franchises and visit major
tourist attractions, students did develop personally, although they
did not develop cognitively or acquire knowledge as such (i.e. they
learnt little about European culture). As Gmelch (1997) notes,
students felt that they had:

• gained self-confidence due to travelling without parents or
other adults and felt they could deal with many situations
because of this; and

• become more adaptable and able to cope with surprises and to
deal with unfamiliar situations and minor adversity.

This is similar to other studies that have explored the impacts of inter-
national study programmes. Hansel (1988: 87) discovered that AFS
students appeared to become ‘less materialistic, more adaptable,
more independent in their thinking, more aware of their home
country and culture, and better able to communicate with others 
and to think critically’. Other studies such as that undertaken by
Stitsworth (1988) have shown similar findings. Carlson and Widaman
(1988) noted from their research that those who studied abroad had
higher levels of international political concern, cross-cultural interest,
and cultural cosmopolitanism than those who did not. Those that
studied abroad were more positive, but also critical of their own
country. Carlson and Widaman (1988) concluded that travel abroad
appears to ‘result in more mature and objective perceptions of 
the students’ home country as well as changes in attitudes on a num-
ber of dimensions related to international awareness’ (Carlson &
Widaman, 1988: 14).

Gmelch (1997) found that travel required organisational ability, 
the ability to deal with unpredictability and cultural and language
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country. Indeed, American students can attend one of the UK’s top
universities for approximately £7,000 per year compared to attending
Harvard at an annual cost of about US$25,000. These savings helped to
increase the number of US students studying in the UK by 84% in the
1990s (Van Miert, 1998). However, increasing numbers of international
students in universities may not be all good news. Indeed, Sir Clive
Saville, chief executive of UKCOSA, has claimed that British universities
‘are becoming dependent on international students’ fees not just for
general income but for the viability of entire departments’. He suggested,
‘if you consider that in some subject areas more than 50 per cent of post-
graduate students are international, then an enormous proportion of
universities’ research effort depends on them. A large number of research
departments would close without them’ (Baty, 2000). The potential pitfalls
of over-dependency on international students’ fees were illustrated
during the Southeast Asian economic crisis in the mid 1990’s that led to
a sharp decline in the number of international students from this region
attending British universities (Van Miert, 1998).
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barriers and good communication skills. Personal growth and devel-
opment from travelling abroad during study occurs when students
have to cope with change and solve problems (Chickering, 1969;
Brueggemann, 1987). As Gmelch (1997: 487) states, ‘individuals
acquire new understanding about life, culture, and self when they
deal with changes in their environment and circumstances . . .
whereas little change occurs when students are in situations of equi-
librium’. Experiential learning through cross-cultural travel appears
to directly facilitate personal growth, and Gmelch (1997) suggests that
enabling students to travel on their own or in small groups would
increase their likelihood of learning experientially and meeting host
nationals. Both of these situations would improve the personal devel-
opment benefits of study-abroad programmes and add value to the
formally organised component of educational programmes.

The results of the above studies suggest that organised mobility
(through exchange programmes and internships) have obvious
personal development and cross-cultural impacts for students, but
perhaps more surprising, that travel and tourism experiences during
study abroad may be more significant from a personal development
perspective. Further research is required into the links between
educational tourism and personal development resulting from both
organised and spontaneous mobility.
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Spontaneous mobility

A growing number of students are engaging in spontaneous mobility,
travelling to foreign universities either for a part or the whole of their
degree. Indeed, at the global level there was a rise of 55% between 1990
and 1996 in student mobility (Bown, 2000). Much of this increase was
within Europe, where there was a 33% increase in the number of inter-
national students studying at institutions within the European Union
between 1990/91 and 1993/94. During this time France, Belgium, and the
UK recorded some of the highest growth rates, while Italy and Germany
posted much slower rates. By 1993/94 the European Union calculated that
there were almost 123,000 foreign spontaneously mobile students regis-
tered in the higher education institutes of the 15 member states. This
figure deliberately did not include students registered at a university
outside of their country of origin who had lived in the foreign country
before entering higher education. France was the top host country,
followed by Germany and the UK, with these three countries accounting
for 72% of all the foreign tertiary education students in the EU.
Approximately 35% of the foreign students were from Western European
countries. The UK and Germany, who accounted for 21% of all inter-
national students from Western Europe, were the top two destinations
for these students.

There was a greater proportion of foreign students from outside the
European Union than inside it in all the member states, excluding Austria,
Denmark, Ireland and Italy. The greatest difference between European
and other international students was in Portugal, where the ratio was one
to five, although in absolute numbers France and Germany attracted the
highest number of non-EU international students. Of the international
spontaneous students, 23% were new entrants in the higher education
system (i.e. they had not registered at a university in their home country
before going to a university in a foreign country). The main motivation
for these students appears to have been a desire to circumvent restrictive
admissions conditions, either in terms of education requirements or place
availability, within their home countries (Jallade et al., 2001). The data
presented by Jallade et al. (2001) was incomplete in terms of postgraduate
students’ international mobility, as data was only available for 11 of the
EU states. However, it was estimated that 22% of the spontaneously
mobile students in these countries were postgraduates.

The international spontaneous mobility of university students has
resulted in a situation where some countries are net gainers of these
students while others are net losers. Within the context of the European
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Union, Figure 5.2 shows the balance of incoming and outgoing students
for each of the member states. It demonstrates that, in the mid 1990s, the
UK gained the most students as a result of spontaneous student mobility,
while France, Austria, Belgium and Sweden were the other net importing
nations. In contrast, the largest net exporter was Greece, followed by
Germany, both of whom had very high export levels. There was no
specialisation of the host countries in particular fields of study but in each
country there were favourite subjects chosen by large numbers of inter-
national students. These ranged from medicine and social sciences in
Belgium, to arts and humanities in France, to law in Italy and language
in Greece. Despite the Greek case, language is generally not the main
reason why spontaneously mobile students decide to study in a partic-
ular country (Jallade et al., 2001). Import–export imbalances of European
Union students in the UK continued to widen throughout the 1990s,
doubling between 1992 and 1998, and costing the country approximately
£100 million a year (Tysome, 1998). In Australia research has been under-
taken which illustrates that higher education by international students
generates substantial economic benefits for the host country at a national
level (see Exhibit 5.3).
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Figure 5.2 Balance of incoming and outgoing spontaneously mobile
students in the European Union in 1993/94 and 1992/93
Notes: 1. Excluding incoming students from Austria, Finland, and Sweden. 
2. Excluding incoming students into Portugal for whom data is not available by
country of origin.
Source: Jallade et al. (2001)
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Exhibit 5.3

Economic impact of overseas university students in the
Australian higher education sector

By Brent Ritchie

Although some studies illustrate the economic impact of foreign
university students on the local or regional economy (see McKay &
Lewis, 1993; Musca & Shanka, 1998; Michael et al., 1999), few have
examined the impact at the national level associated with interna-
tional education or the higher education sector in particular.
However, the growth of offshore education and the move by Western
countries toward a post-industrial economic base has provided the
impetus for increased research on the value of international educa-
tion and the higher education sector. This exhibit discusses research
undertaken in 1997 in Australia which examined the economic impact
and value of higher education at a national level. Where appropriate,
comparisons are made with a similar survey undertaken in 1992. This
illustrates the value of this form of educational tourism, but also illus-
trates how the research was implemented and what economic
attributes were measured which may be of benefit to destination
managers and researchers.

A total of 1705 interviews were undertaken to examine the char-
acteristics, perceptions and economic impact of international
education in Australia. For the purposes of this exhibit only the
results concerning higher education income and expenditure are
discussed. A total of 928 higher education interviews were under-
taken in 1997 out of the total of 1705 respondents (the remainder
included ECLIOS, vocational and secondary school education). The
sample was a random stratified sample based upon student origins
and study location in Australia. Respondents were recruited via a
mail-out to nearly 9000 students but only 807 interviews in total were
undertaken for all types of international education. This low response
rate from individuals was supplemented by a snowball sample where
students gave contact details for other students who were then
screened and, where appropriate, were surveyed (AIEF, 1998).
Respondents were interviewed by way of a personal interview by
experienced market researchers, with the average interview lasting
approximately 47 minutes. Measurement of income and expenditure
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was based on the large number of categories listed in Tables 5.1 and
5.2. With respect to income, any from a spouse or partner (residing
in Australia but not studying) was also included but separately iden-
tified, as was information on money taken out of Australia or sent
overseas (AIEF, 1998: 24). As can be seen from the tables, the income
and expenditure categories were specific and exhaustive, providing
accurate data on a sectorial basis.

Outliers in both income and expenditure were excluded as they
exerted an influence on estimates of average expenditure. Examples
included a student who received USA$927,000 from overseas family
and friends, two students who brought or transferred USA$1.5
million and USA$310,000 to Australia, and a student who received a
lump sum of USA$110,000 from overseas family members to pay for
his/her course fees (AIEF, 1998: 26). The demographic characteristics
of the higher education sample are illustrated in Table 5.3. The table
illustrates that the majority of students were from Asian destinations
and were aged between 20 and 24 years. However, as Carr discussed

Sources Income categories
Within • Income from paid employment 
Australia • Income from a business or partnership 

• Rent from property investments 
• Dividends or interest earned 
• Income from an Australian employer
• An Australian government scholarship
• An Australian university or school scholarship 

or cadetship
From • Income from family or friends 
overseas • Income from other sources 

• Income from the sale of personal possessions
• Income from an overseas government
• Income from an overseas employer
• Income from overseas family members or 

friends
• Income from other overseas sources

Source: Modified from AIEF (1998: 23–24)

Table 5.1 Income categories for respondents in Australian
International Education Survey

198 Managing Educational Tourism
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Expenditure Component
category
Housing Rent, board, mortgage repayment, rates (including

land, water, etc.), repairs or maintenance, house
insurance, home contents insurance

Utilities Electricity expenses, gas expenses
Telephone Telephone expenses, public phone calls and phone

cards
Health Health insurance, Medibank private, health costs

including dental not covered by private health
insurance

Groceries Food and groceries, toiletries and cosmetics, meals
and snacks bought away from home

Alcohol and Alcoholic beverages, cigarettes and tobacco
cigarettes
Car Car maintenance, petrol, purchase price minus selling

price, registration, insurance
Daily transport Daily transport (not including petrol), other transport

costs (bus, train, taxi fares)
Recreation and Entertainment, lottery tickets and gambling, books, 
entertainment newspapers and magazines, recreational and sporting

equipment
Clothing, footwear Clothing and footwear, jewellery and watches
and other personal 
effects
Household goods Household goods, hire of household goods
Travel Overseas travel (including airfares)
Own course fees Own school or course fees
Partner’s course Partner’s school or course fees
fees
Children’s course Children’s school or course fees
fees
Course-related Stationery, photocopying and faxing, purchase hire 
expenses or use of personal computers or printers, timber or 

arts supplies, uniforms or protective clothing, 
course-related fieldwork, books and textbooks for 
the course, other course-related expenses

Other weekly Childcare, postal charges, other weekly expenses
expenses
Other major Gifts, travel within Australia, travel goods, other 
expenses major expenses

Source: Modified from AIEF (1998: 25–26)

Table 5.2 Expenditure categories for respondents in Australian
International Education Survey
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earlier in this chapter a significant number were over 30 years of age,
illustrating that students in this sample did not all belong to the youth
population.

Total income is illustrated in Table 5.4, which demonstrates the
average weekly income by type for overseas students in the higher
education sector in Australia. This indicates a total weekly income 
of AUS$660 ±$41 (due to the margin of error), up from AUS$536 in 
1992. This was the highest average income for all types of inter-
national education surveyed, a reversal of trends in 1992 when higher
education students received the lowest average income compared to
other international students. The table illustrates a high reliance 
on overseas support and funding from students’ families, friends,
government and personal income to support their study. For income
generated within Australia, employment provides the highest

Characteristics Percentages
Gender • 47% male

• 53% female
Age • 6% aged 18–19 years

• 58% aged 20–24 years
• 22% aged 25–29 years
• 7% aged 30–34 years
• 3% aged 35–39 years
• 4% aged 40 years and over

Origins • 19% from Malaysia
• 17% from Singapore
• 12% from Hong Kong
• 11% from Indonesia
• 11% from Other North Asia (India, China, 

Taiwan)
• 8% from Other South Asia (Japan, Thailand, 

South Korea)
• 7% from Americas
• 3% from Oceania
• 10% from other countries

Source: Modified from AIEF (1998: 30–33)

Table 5.3 Demographic characteristics of higher education 
respondents
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average weekly amount followed by Australian government scholar-
ships. International students in Australia are permitted to undertake
part-time employment throughout their studies, resulting in the
important contribution of employment to income.

An examination of Table 5.5 illustrates the average weekly expen-
diture for overseas students studying in higher education in
Australia. The table illustrates that, for all higher education students,
course fees, housing and food are the main expenditure items.
However, an average of USA$20 was spent per week on recreation

Type of income 1997 1992
From an overseas family or friends 314 261
Money transferred to Australia 210 99*
From overseas government 40 26
From overseas sources 36 0*
From paid employment in Australia 17 21
From an Australian government 15 n/a
scholarship
From an Australian university 8 n/a
scholarship
From family and friends in Australia 7 n/a
From an overseas employer 5 7
From assistance given by an Australian 3 n/a
employer
From other sources in Australia 2 2
From the sale of personal possessions 2 1
From rental property in Australia 1 3*
From dividends/interest in Australia 1 0*
From a business in Australia 0 2
Fee subsidy n/a 114
Total 660 536

Notes: * Indicates that the two adjoining cells were not measured separately
in 1992. n/a Indicates that this information was not collected.
Source: Modified from AIEF (1998: 100)

Table 5.4 Average weekly income by type of income for higher
education international students (AUS$)
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and entertainment, while USA$19 per week was spent on overseas
travel, indicating that overseas students in higher education may
provide economic benefits to the tourism industry directly, as well
as indirectly in their daily living costs. Comparisons between the 1997
and 1992 studies show a significant increase in the cost of course fees
as well as a significant reduction in car costs without an increase in
daily transport costs, perhaps indicating reliance on walking or
cycling. According to further research undertaken, higher education
students send significantly more money to their home countries than
other overseas students (USA$56 on average per week). Also, a total
of AUS$1.4 billion is estimated to have been spent by overseas
students in Australian higher education (AUS$599 multiplied by an

Type of expenditure 1997 1992
Respondents’ course fees 292 224
Housing 79 78
Food and groceries 59 55
Course-related expenses 27 n/a
Other major expenses 22 44
Telephone costs 21 19
Recreation/entertainment 20 16
Overseas travel 19 15
Clothing and footwear 14 n/a
Car costs 13 44
Household goods 10 n/a
Daily transport 7 5
Alcohol and cigarettes 7 4
Health costs 6 6
Other weekly expenses 5 4
Utility costs 5 5
Children’s course fees 0 n/a
Total 599 ± 24 520

Note: n/a indicates that this information was not collected.
Source: Modified from AIEF (1998: 105)

Table 5.5 Average weekly expenditure by cost components for
higher education international students (AUS$)
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Organised mobility

In addition to the increase in numbers of students engaging in sponta-
neous international mobility, a variety of governmental and public bodies
around the world have placed increasing emphasis on facilitating organ-
ised mobility. One of the aims of this has been to increase cross-cultural
understanding and provide students with an international dimension to
their education. Within the context of the European Union the Belgian
presidency stated in a note to the EU Education Committee in 1994:

By making students mobile we give them an experience that will
influence them throughout the whole of their lives. They will gain an
awareness of other cultures and a propensity to understand other
people better. When they start their working lives they will be better
placed to benefit from their right to free movement [within the EU],
to find their niche in employment markets and to give a European
dimension to their professional activities.

The creation of study-abroad schemes, such as ERASMUS (the
European Community Action Scheme for the Mobility of University
Students), by the European Union, has provided students with the option
to take part of their degree at a foreign university. Unlike the situation
with regards to spontaneous mobility, these schemes aim to establish reci-
procal mobility, whereby the number of students a country exports is
balanced by the number it imports. ERASMUS was created in 1987 by the
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average 44 weeks stay), and comprised nearly one half of the total
estimated international education expenditure (AIEF, 1998: 106). No
downstream or value-added impacts were examined in this study,
but further research was planned using econometric impact model-
ling procedures.

This research has illustrated the direct economic impact of over-
seas students in higher education in Australia and demonstrated a
high level of expenditure on items other than course fees. As an
ongoing research programme it is one of the few benchmarking
studies undertaken at a national level which includes a margin of
error associated with the estimates. These estimates are useful for
examining the impacts of overseas education on individual states and
territories in Australia, as well as on individual sectors, including
travel- and tourism-related businesses.
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European Community with the aim of building an extensive mobility
scheme for higher education (Erasmus Student Network, 2002). In the mid
1990s ERASMUS became a sub-programme of SOCRATES, an organisa-
tion that incorporates most of the educational support programmes of the
European Union (Maiworm, 2001).

ERASMUS is concerned with the development of exchanges of staff and
students, dissemination of knowledge and creation of networks between
member states, amongst other activities. The participating countries 
are the 15 member states of the EU, Iceland, Liechtenstein, Norway,
Cyprus, Malta, and all the Associated Countries of the EU in Central and
Eastern Europe (ERASMUS, 2002b). The ERASMUS scheme provides
students with funds to cover the additional costs of studying in another
country within the EU for a period of between three months and one year.
It does not cover the costs of travel, additional living expenses abroad
and any required language courses (Teichler, 1996). There is an increas-
ing shortfall between ERASMUS grants and student costs that the
students increasingly have to cover in the face of declining national 
grant schemes (Maiworm, 2001). This may explain why, since the end 
of student grants in the UK, there has been a decline in the number of 
British students taking part in the ERASMUS scheme. Despite this, the
ERASMUS programme appears to be very successful from the viewpoint
of the students who take part in it, with over 50% of the 1998/99 cohort
rating their academic progress while studying abroad as ‘better than they
would have expected during a corresponding period at home’ (Maiworm,
2001: 467).

Figure 5.3 shows that there has been a rapid growth in the number of
students taking part in the ERASMUS exchange programme since its
conception, to the point where, in the academic year 1999/2000, funding
was provided to 110,134 students to study at a foreign university. In
1993/94 it was estimated that organised mobility accounted for 33% of
the students studying at foreign universities within Europe. As in the case
of spontaneous mobility, there are countries that are net importers and
net exporters of students engaged in organised mobility through the
ERASMUS programme. The UK, France and Ireland fall into the former
category, while the other EU nations are net exporters. Unlike sponta-
neous mobility, organised mobility tends to be concentrated on specific
areas of study with management (22%) and foreign languages (21%)
accounting for the highest proportion of organised international students
in the EU (Jallade et al., 2001).

In a further move to increase student mobility between member 
states the European Union signed the Bologna Declaration in 1999. This
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provided a significant step towards the creation of a European Higher
Education Area by increasing the compatibility between different coun-
tries’ university systems (Jobbins, 1999). This Declaration was also aimed
at increasing the ability of EU universities to attract students from outside
the EU (Van Der Wende, 2001). Similarly, in the UK the government
launched an initiative in 1999 to attract more non-EU international
students to British universities to increase institutions’ earnings from
international students’ fees. The plan aimed to increase the number of
international students studying in the UK by 50,000 by 2004/5 (Sanders
& Brookman, 2001). This initiative appears to be working, with rapid
growth in the number of students going to the UK from China in partic-
ular, as well as from India, Russia, Mexico and the Gulf States in the last
couple of years (Paterson, 2002).

In addition to governmental and public bodies, individual universities
are placing increasing emphasis on the development of organised inter-
national student mobility. This has led to the development of exchange
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programmes between partner universities in different countries. These
relationships tend to be, like ERASMUS, based on the concept of recip-
rocation, which means there should be no net losers or gainers in terms
of student numbers. Many tertiary institutions also view international
students as a lucrative source of revenue in an era when universities find
themselves forced to seek alternative incomes in the face of declining
levels of funding from governments. This has led to the development of
marketing policies designed to attract foreign residents to individual
universities and non-reciprocal relations between institutions. A signifi-
cant example of the latter is the establishment of relationships between
universities in developed countries and institutions and/or governments
in less developed nations, whereby students from the latter countries
study for at least part of their degrees at universities in developed coun-
tries. This type of relationship provides economic benefits to participating
universities in developed countries and increases access to high quality
tertiary education for people from developing countries. Refer to Exhibit
5.4 for an example of the development of a university degree programme
that encourages student mobility.

One result of an increasing focus on the monetary value of international
students has been that, in an era of increasing student mobility, there has
been a decline in the mobility of students from some developing coun-
tries. Indeed, it has been estimated that only 6% of students moving
between Commonwealth countries were from the most disadvantaged
member states. This is despite the fact that these countries comprise a
significant proportion of the population of the Commonwealth (Bown,
2000). In particular, the ability of students from most African countries to
participate in international mobility has declined since the end of the cold
war. In addition, countries such as Iran, Iraq and Nigeria, which were
major exporters of students in the 1970s, are no longer sources of large
numbers of internationally mobile students. The decline in international
mobility by students from some developing countries has the potential,
according to the Council for Education in the Commonwealth and
UKCOSA, to add to the intellectual and economic marginalisation of these
nations (Jobbins, 2000).

Field trips

In addition to international mobility opportunities, many university
students have the chance to participate in travel during their time in
higher education through course-related field trips, which form an impor-
tant part of the learning experience (see Exhibit 5.5). Excursions give
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Exhibit 5.4

ITMC international internship programme

By Charlotte Vogels

The NHTV (Netherlands Institute of Tourism and Transport Studies)
in Breda, which is a University of Professional Education, trains
students for management positions in the fields of tourism and trans-
port. Since the academic year 1994/95 the institute has offered the
specialist area ‘International Tourism Management & Consultancy’
(ITMC). When completing the whole programme successfully,
students will obtain the Dutch equivalent to a bachelor’s degree. This
undergraduate programme starts in the second academic year,
preceded by a propaedeutic year in Dutch only. The ITMC courses
are entirely taught in English, which enables foreign students from
all over the world to register. Every year, the NHTV welcomes over
100 international students from all over the world. Due to exchange
programmes with partner institutes, students from different coun-
tries are stimulated to study at the NHTV, which enhances cross-
cultural relations between students.

The ITMC programme enables students to work in the interna-
tional tourism industry and includes specific tourism modules, such
as destination analysis, cross-cultural studies, tourism planning and
development, while also focusing on principal business subjects, such
as marketing, research and financial accounting. Together with
computer and communication skills, and several languages, ITMC
students gain a broad and solid knowledge of the international
tourism industry, as well as key business and professional skills. In
the third academic year, students have to fulfil an internship period
and the final year comprises a graduation project, which generally
includes writing a thesis. Because the educational system at the
NHTV is very practice-oriented, students learn to work indepen-
dently and have a problem-solving attitude; in brief, it creates
self-starters ready for the professional field of tourism.

In the third academic year, students will conduct a 25-week intern-
ship period at a company in the tourism industry. In line with the
international study programme, it is obligatory to fulfil this period
abroad. ITMC students travel all over the world to conduct their
internship period, for example in Europe, the Caribbean, Mexico,
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Peru, South-Africa, Thailand and Australia. To be fully prepared,
preparations start ahead of time, approximately a year before the
commencement of the internship period itself. The placement office
at the NHTV is largely involved in the process of training students
prior to the start of the internship period abroad and assists in
obtaining a suitable internship position for the students. Due to the
ITMC programme being widely set up, students fulfil their intern-
ship period in a broad range of organisations, including government
bodies and private sector companies. The most familiar are National
Tourist Boards, accommodation suppliers, tour operators, consul-
tancies and research firms.

When students have found a suitable internship position within a
company in the tourism field, further contact can be established
between the company and the student to examine the content of the
internship, which will be stated in the internship contract. In general,
next to the daily activities, students conduct a specific assignment
during the internship period, most commonly in the field of
marketing and market research. The student will be assigned a
lecturer of the NHTV, who will assist the student from the institute’s
side by evaluation throughout and after the internship period, and
help with problems that may arise. The student maintains contact
with the assigned lecturer by sending interim reports every three
weeks. The internship organisation needs to assign a supervisor, who
will make the student acquainted with the organisation and its oper-
ations, provide work guidance, and evaluate the student by progress
meetings and assessment at the end of the internship period. To learn
the most from this experience abroad, students carry out an intern-
ship report, describing and evaluating all aspects of the internship
period.

The ITMC programme is increasingly popular; in the initial year
of the programme, the academic year 1994/95, the programme
consisted of 51 students. This number expanded to 92 students in the
academic year 1998/99. Evidently, the number of students partici-
pating in an internship period abroad also increased. In the academic
year of 1998/99, 85 students conducted their internship period
abroad. This increased to 109 students in the 2000/01 academic year.
In concrete terms, each year, more than 90% of all ITMC students go
abroad to carry out their internship period. Also, the independence
of students has increased over the years; in the academic year
1998/99, 42 of the 92 ITMC students found an internship position by
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students the opportunity to see and experience what they have been
taught about in the classroom (Stainfield et al., 2000). This form of expe-
riential learning is designed to stimulate students’ interest, aid their
recognition of the links between theory and reality, and, as a result, help
them engage in deep learning processes. The result can be a higher quality
of learning and better graduates than would be the case without the pres-
ence of educational excursions in the curriculum (Wojtas, 1997). A wide
variety of university disciplines, including geography, history, marine
biology and tourism management, have a long history of offering excur-
sions that tend to last anywhere between one day and a couple of weeks.

Traditionally, excursions tended to be funded by universities, allowing
students to participate in them for free and enabling departments to make
them an integral part of their degrees. Today, in a climate of increasing
financial pressure on universities many departments are asking students
to pay some or all of the costs of the excursions (Stainfeld, 2000; Stainfield
et al., 2000; Wojtas, 1997). In some instances this has meant that depart-
ments are no longer able to make excursions a compulsory part of the
degree process, while in other institutions departments have ceased to
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themselves. In the academic year 1995/96, only seven out of 44
students achieved this. Although many students find an internship
position individually, the placement office still plays an active role in
the process; it supports and advises students on the steps to take.

The international character of the internship programme of ITMC
is rather unique, as it is generally not very common to fulfil an intern-
ship period in a foreign country. For instance, students who
participate in one of the other specialist areas the NHTV has to offer
are far less inclined to conduct an internship period abroad. As
described above, the ITMC programme is increasingly participated
in, and is likely to attract a growing number of students in the future.
The profile of the international internship programme is in line with
the ITMC programme due to its international character. The ITMC
programme educates students to be professional experts in the global
travel and tourism industry and, after graduating, students have the
ability to work not only in their home country, but all over the world.
By conducting the internship period abroad, students learn to work
in the professional field in a cross-cultural environment as well as
develop the skills and knowledge necessary to work in a foreign
country.
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Exhibit 5.5

Field research projects in tertiary tourism education: Lessons
from Vanuatu, Bali and Thailand

By Thomas G. Bauer

Introduction

This exhibit is based on the author’s ten years of experience in
teaching tourism at Victoria University of Technology in Melbourne,
where the Bachelor of Business in Tourism Management programme
was designed to provide graduates with opportunities to enter the
tourism industry at middle management level. The course included
a business core and a tourism specialisation consisting of a minimum
of six compulsory subjects plus several electives.

From ‘end-of-year-trip’ to ‘tourism field research
project’

Early days in Vanuatu
Unlike in the physical sciences, where experiments in laboratories

can be used to simulate an environmental setting, the breadth of
tourism activities cannot easily be simulated in the classrooms of
tertiary institutions. The author felt that, to round off student’s
tourism education, it was necessary to remove them from the class-
room and to expose them to the realities of tourism in the field. In
1990 he explored the possibility of taking a group of 22 mainly final-
year Tourism Management students to Vanuatu to experience a
Pacific island destination and to study tourism on location. The initial
response from the approving authority was negative and it took some
time to convince them that field trips were more than holidays. The
excursion lasted one week and included presentations by represen-
tatives of the local tourism industry, hotel inspections and a visit to
a Custom village on the island of Tanna. There students came face to
face with a group of semi-naked locals who performed dances for
them and who sold them souvenirs – clearly an experience that could
not be simulated in the classroom.
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Field research project in Bali
In 1994 the author organised a field trip to Bali. The island is

perceived by many to be an overdeveloped, polluted destination 
that is overcrowded and not worth visiting any more. Such nega-
tive images and newspaper articles with catchy titles like ‘See 
Bali and cry’ make a good starting point for an exploration of what
tourism is really like on the island. Bali is also frequently cited 
in the tourism planning literature (see for example Inskeep, 1991:
390–396; Gunn, 1988: 43) and this provided credibility for the selec-
tion of the island for a study trip. Encouraged by the success of 
the 1994 field excursions, the author suggested that the ‘end-of-year-
trip’ should be made into a full credit-earning subject. With the
assistance of several colleagues the approval process was completed
and the credit-bearing subject ‘Tourism Field Research Project’ was
born.

In late 1997 the author again organised and guided a group of 22
students on a field research project trip to Bali, where the group
inspected hotel properties, was addressed by executive managers of
hotels and transport companies and exchanged ideas with their
fellow students from the Bali Hotel and Tourism Training Institute.
Students had the opportunity to observe the scenic beauty of the
island but were also exposed to environmental degradation, polluted
beaches, culturally insensitive resort developments and unsafe
marine transport practices. During lectures in the tranquil setting of
Puri Lumbum Cottages in Munduk, Singaraja Province, they learned
in situ about responsible tourism development and about the impacts
that tourism has on the culture of the Balinese people. By staying in
remote, locally developed and owned and environmentally friendly
accommodation, students had the opportunity to gain first-hand
experiences in the management of one of the few true ecotourism
developments.

To reflect the credit-bearing nature of the subject changes had to
be made. Students enrolled in the subject had to attend regular
preparatory pre-departure lectures that explored tourism develop-
ment in Bali. They were required to select a research topic that
covered one aspect of Balinese tourism and they had to complete their
literature review and background reading for the required 4000-word
paper prior to departure. During their stay in Bali students had to
carry out primary research on their selected topic. The end result of
their efforts was a compilation of their writings that was bound 
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and placed in the university’s library under the title Tourism in Bali:
The Good, The Bad and The Ugly.

Thailand
Because of the success of the 1997 trip, the marketing of the 1998

project was much easier and relied mainly on word of mouth.
Because the Field Research subject was now credit bearing and could
also be taken as a summer school subject many students saw it as a
great way of finishing their degrees. As a result 60 students enrolled
in the 1998 Field Research Project to Thailand. During 1998 Victoria
University had also become a member of the Network of Asia-Pacific
Education and Training Institutes in Tourism (APETIT) that had just
been established under the auspices of the UN-ESCAP. One of the
major objectives of APETIT is the exchange of students and staff
among its member institutions and, consequently, a visit to the Hotel
and Tourism Training Institute (HTTI) was included.

There, students had the opportunity to interact with their local
counterparts. The group was also addressed by speakers from the
Tourism Authority of Thailand and, during an evening visit to the
resort town of Pattaya, students were introduced to the ‘darker’ side
of tourism in Thailand. To increase the social awareness of students,
a visit to a World Vision project in the slums of Bangkok was also
included. Students observed first hand what it means to be poor in
an urban environment. By exposing the group to a diversity of expe-
riences at a destination a much broader and deeper understanding
of tourism was achieved.

In designing an itinerary for a study tour it is important to note
that there has to be a balance between exposing students to poverty,
pollution and negative impacts of tourism and showing them the
beauty of the country and the friendliness of its people. Because of
the multifaceted nature of Thailand’s tourism product this objective
was achieved by spending a few days on the tropical island of Ko
Samed.

Conclusion

With the above in mind it can be concluded that field research
projects are an important component of quality tertiary tourism
education. There is only so much that students can learn about
tourism from attending lectures and seminars in the confines of a
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offer excursions. Even where excursions have been kept as an option their
value to the learning experience is compromised, as they can no longer
be fully integrated into the degree programme because some members of
a degree cohort may not be able to pay to go on a particular excursion.
The ability to offer students excursions is also coming under pressure as
a result of increasing demands on university staff to assess and minimise
potential risks relating to field trips. This time-consuming task can reduce
the ability and willingness of lecturers to provide excursions for students
(Adams, 1999).

A potential solution to at least some of the problems associated with
field trips is the development of virtual reality programs that allow
students to gain the benefits of excursions without leaving the university.
Although a full-immersion virtual reality experience is still many years
away, a variety of programs have already been created that provide
students with access to international field sites from the comfort of their
computer terminals (Stainfield, et al., 2000). These programs offer students
an affordable and risk-free alternative to actual excursions. Virtual reality
field trips also provide students with the ability to make repeat visits to
a destination and enable them to clearly see sites that in reality may be
overcrowded, providing them with a higher quality visitor experience
(Nowak, 1997; Wojtas, 1997). However, it is unlikely that virtual reality
field trips will be able to replace real excursions, at least in the short to
medium term. Indeed, in a study of university students, Spicer and
Stratford (2001: 345) found that ‘while students were extremely positive
about the potential of VFT [virtual field trips] to provide valuable learning
experiences . . . nearly all of the students were insistent that it could not,
and should not, replace real field trips’. These findings support the view
that one of the primary aims of virtual reality field trips should be to
prepare students for real excursions, not replace them (Stainfield et al.,
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university classroom and from reading textbooks and journal articles.
Tourism is such a multifacetted, multidisciplinary field that, without
going ‘into the field’ to experience first hand how tourism works,
many will only see the theoretical side of the phenomenon. Field
research projects complement what has been learned in the lectures.
They provide students with the opportunity to travel and to see and
experience how tourism operates and what impacts it has on the local
population. The author strongly encourages all universities to incor-
porate field research projects into their tourism curriculum.
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2000). Until technology catches up with the complexities of reality the use
of virtual field trips rather than real ones is likely to lead to a lower quality
learning experience for the students, although they may be better than no
excursions at all.

Conclusion: The Future of University and College
Students’ Tourism

The global university student population now represents a significant
proportion of the world’s general population. In addition, the number of
young and mature people attending universities looks set to continue to
grow. While the time and financial constraints of the student population
remain relatively low, the economic pressure on students is likely to rise,
leading to higher debt levels amongst students and larger numbers
working during their degrees. Despite the increasing financial problems
faced by students they continue to be a major segment of the tourist popu-
lation, and this shows signs of continuing in the future as students appear
willing to work and/or go into debt to fund their travel desires. Despite
the significance of the student population’s engagement in tourism the
majority of tour operators are not trusted by students and fail to provide
the holidays students desire. While companies, such as STA Travel, that
cater specifically to students, may be doing a better job than more gener-
alised operators, all tourism companies could do more to meet the needs
of the student population. This is because students form a significant
tourism population and one that, after graduation, has relatively high
earning potential.

The number of students engaging in spontaneous and organised inter-
national mobility will carry on increasing with the support of student
organisations, national governments, multinational institutions and
universities (Musca & Shanka, 1998). Despite the growth in spontaneous
and organised international mobility the vast majority of students still
undertake and complete their degrees within their home country without
engaging in international travel to a foreign university. Indeed, in 1993/94
it was estimated that only 2% of the total EU university student popula-
tion of nine million undertook part or all of their studies at a foreign
tertiary institution. This figure varies considerably at the national level,
with less than 1% of the Mediterranean countries’ student population
consisting of internationally mobile students compared to 5.6% of the
Austrian and 4% of the British (Jallade et al., 2001). The eventual aim of
ERASMUS is to enable 10% of all European students to engage in organ-
ised mobility (Teichler, 1996). It is, however, important that ERASMUS,
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and other organisations interested in the reciprocal exchange of students
across countries, work to solve the current export–import imbalances that
exist. There is also a need for these organisations to ensure that students
in developing countries continue to have access to high quality tertiary
education through international mobility programmes. All the stake-
holders interested in developing international student mobility for
primarily economic reasons have to be more cautious in the future. The
impacts of the mid 1990s’ economic recession in Southeast Asia have
shown that the flow of international students to developed countries
cannot be taken for granted. In addition, many of those countries that are
currently net student exporters have recognised the economic need to
provide students with domestic educational opportunities that minimise
the need for international mobility. Long-term planning of universities
based on income from international student fees may, therefore, be a
flawed strategy.

Unlike other areas of university student tourism, field trips are in an
increasingly unhealthy state. This is despite the recognition of the value
of education outside of the classroom and experiential learning processes.
Although virtual reality may aid the quality of field trip experiences it
cannot replace real excursions. Therefore, to protect against the continued
demise of field trips there is an urgent need for research into the value of
excursions to students’ learning experiences.

Case Study 5.1

Use and trust of tourism information sources amongst university
students

By Neil Carr

Introduction

This case study examines the types of information sources utilised by
university students when planning a vacation and the levels of trust they
ascribe to them. The need for this research is related to the fact that,
without a clear understanding of how students and people in general gain
information about potential holiday destinations, it is impossible to accu-
rately market products to them (Fodness & Murray, 1997; Swarbrooke &
Horner, 1999). In addition, although university students represent a sepa-
rate and significant part of the tourist population there is a paucity of
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research on the holiday experiences of this population (Chadee & Cutler,
1996; Sirakaya & McLellan, 1997).

A variety of information sources about holiday destinations are avail-
able to tourists. These may be divided into two groups, namely ‘formal’
and ‘informal’ sources. The first of these includes information from travel
agents, travel brochures, newspapers, magazines and television. The
other type of information stems from sources such as friends, relatives
and personal experience. When planning their holidays people may
utilise these sources to enhance the quality of their vacations and decrease
the risk of having a negative holiday experience (McIntosh & Goeldner,
1990; Fodness & Murray, 1997).

Carr (1997) found that young people tend to rely on formal sources of
information when travelling internationally and informal ones when holi-
daying at the domestic level. Furthermore, Wheatcroft and Seekings
(1995: 14) have stated that the pre-packaged share of the youth market is
rising, although they also state that this population’s ‘dominant source of
travel information is word-of-mouth from other young people – often
acquired during travel’. Similarly, Chadee and Cutler (1996) and Field
(1999) reported that the majority of the university students they studied
only used informal sources of holiday information.

Despite young people’s apparent use of formal sources of information
it appears that the informal sources are generally preferred ‘because they
are often credited with greater reliability and authenticity than more
formal sources’ (Laing, 1987: 275; Carr, 1997). However, Laing (1987)
suggests that the use of informal sources by young people is constrained
by their limited availability, making the use of formal sources an
‘enforced’ behaviour.

Methodology

The data used in this paper are based on a study of the holiday behav-
iour of British students enrolled at the University of Hertfordshire,
England. A quantitative overview of students’ use and trust of tourism
information sources was collected using a questionnaire survey. In addi-
tion, a series of in-depth interviews that each lasted approximately one
hour were conducted to gather qualitative data in order to understand
why students use and trust holiday information sources. The use of multi-
method approaches to data collection is not without precedence (e.g.
Woodward et al., 1988; Mowl, 1994; Carr, 1998) and provides a more
detailed understanding of students’ use and trust of information sources
than would have been possible if only one method of data collection had
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been used. Convenience samples of 494 and 32 students took part in the
survey and in-depth interviews, respectively. The characteristics of the
students in each sample are shown in Table 5.6.

Findings

Table 5.7 shows that each of the holiday information sources was used
by the majority of students who took part in the questionnaire survey.
However, it is worth noting that a fifth and a quarter of the students stated
that they had never used a tourist information centre or the Internet as a
source of holiday information, respectively. The pattern of use of infor-
mation sources highlighted in Table 5.7 is similar to that reported by the
students who took part in the in-depth interviews. These students indi-
cated that they used multiple sources of formal and informal information
when deciding where to go on vacation. For example, when asked which
sources she had used Amanda stated, ‘Well generally I speak to friends
and family. Sometimes if more than one person tells me they’ve had quite
a good experience in a particular resort I’ll investigate it further either
through brochures and Internet, books, articles, that kind of thing. And
also I guess general knowledge as well.’ The aim of using multiple formal
and informal sources of information was explained by Samuel who stated,
‘I do like to get more than one source of information. You know, just see
if I can get word of mouth and media and then possibly get something
else. Just so, you know, they don’t all contradict each other.’

Figure 5.4 indicates that, overall, the students who took part in the ques-
tionnaire survey trusted informal sources more than the formal ones. The
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Questionnaire In-depth 
survey interviews 

Gender Male 220 (44.53) 11 (34.38)
Female 274 (55.47) 21 (65.62)

Year of study First 103 (22.79) 10 (32.26)
Second 298 (65.93) 11 (35.48)
Final 51 (11.28) 10 (32.26)

Age (years) 25 and under 483 (96.41) 26 (81.25)
Over 25 18 (3.59) 6 (18.75)

Table 5.6 Characteristics of the students who took part in the question-
naire survey and in-depth interviews (% of students in brackets)



source ‘totally trusted’ by the highest percentage of students was previous
visits (71%). In contrast, only 0.6% of the students said they totally trusted
the Internet as a source of holiday information. The students who took
part in the in-depth interviews demonstrated a lack of trust in the formal
sources similar to that indicated in the figure. For example, when asked
how much she trusted this type of information Brenda replied, ‘I’m happy
to read, but I’d take it with a pinch of salt. There’s a lot of over-marketing
out there.’ Similarly, when asked about his trust of travel agents Paul
stated, ‘It’s mixed really because they must know a certain amount being
a travel agent. But you hear so many stories of, you know, like bad hotels
and things like that that you can only trust them so much. So you’re best
doing a lot of your own research in the first place because then you can
say “yeah I want to go to that place” regardless.’

Even though most of the students used travel agents this did not mean
they trusted them. Indeed, Claire, who always took package holidays
booked through travel agents, stated that she did not really trust them.
Rather, she claimed to use them because, ‘having somebody else there,
who’s supposed to know what they’re doing, kind of helps my con-
fidence. And also if it goes wrong, there’s someone else to blame.’ 
In addition, Ben demonstrated a type of enforced behaviour when, in
response to being asked about his trust of travel agents, he stated, ‘Well
you have to trust them really if you haven’t got any other source of infor-
mation to go on really.’ Brenda also indicated the convenience of formal
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Source of information % of No. of 
students students

Relatives 1.86 10
Friends 2.49 12
Previous visits 3.11 15
Travel agents 3.11 15
TV/radio 8.13 39
Newspapers/magazines 10.83 52
Tourist information centres 20.00 98
The Internet 27.77 134

Table 5.7 Students who had never used particular types of sources of
information



sources when, in reply to being asked about her use of the Internet, she
stated, ‘I’m not desperately keen about giving out my visa details. But
yes, I do. It’s more that the convenience outweighs the danger.’ In
contrast, Tiffany was the only student interviewed who stated, ‘Travel
agents I trust a lot. But then we’ve never ever had a bad experience with
them, bar one. That was recently.’ Asked if this experience had reduced
her trust of travel agents Tiffany replied, ‘No, cause we’re still going away
with them this year.’

The interviewees demonstrated a higher trust of informal sources than
formal ones. When asked to explain why this was the case Sarah stated
that she trusted her friends as a source of holiday information more than
formal sources, ‘because they’ve experienced something that you couldn’t
really put in a brochure. A brochure can’t really take in every aspect of
the place, the atmosphere, the culture, the different places that you can
go to that you might find off the track somewhere.’ However, the students
indicated that trust of informal sources was not uniform. For example,
when ask about her trust of holiday information from friends, Patti stated,
‘Um, it depends how close a friend they are. If it was just someone I met
in . . . the coffee shop here [at university] saying “oh yes, I’ve been to so
and so and it was really good” then no . . . If it’s a close friend of mine
and I know what sort of holiday they go on then yes, I would.’
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Conclusion

The results of this study indicate that university students tend to use a
combination of formal and informal sources of information when
deciding where to go on holiday. This behaviour seems to be related to
a desire to reduce the chances of making a decision based on inaccurate
information. The use of travel agents is, at least partially, based on their
perceived legitimacy as industry ‘experts’. The use of formal sources may
also be an enforced behaviour and/or a function of the convenience of
this type of information. However, it is important to recognise that use
of a source does not necessarily equate with trust in it. Furthermore,
although the students tended to trust informal sources more than formal
ones, this trust was not uniform.

This study indicates that the tourism industry has a lot of work to do
to encourage students to use formal sources of information and feel that
they can trust them. This is especially the case for the Internet, which,
although often viewed as the future of tourism marketing, is currently
the least used and trusted source of holiday information amongst a popu-
lation with easy access to this formal source. Another potential problem
for the tourism industry relates to the fact that most university students
are young and their access to informal information sources is relatively
limited. However, this may change as they and their friends take more
vacations. This may lead to a reduction in the use of formal sources by
this population. Further longitudinal research is required to validate this
hypothesis, but the results of this study indicate that students increas-
ingly organise their vacations by themselves as they become more
experienced travellers.

Case Study 5.2

Comparing international and domestic university students

By Brent Ritchie and Mark Priddle

From a demand perspective, perhaps the largest markets involved in
educational tourism are domestic and international university students,
who comprise a valuable and accessible youth market (Field, 1999).
According to Sirakaya and McLellan (1997) these students are a major
economic force, with the importance of international students to the
tourism industry illustrated by international visitor expenditure, where
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education is the third highest item of expenditure for international visitors
travelling to Australia. Increasing attention is being paid to international
university students and their travel and tourism behaviour as well as their
economic contribution to the national, regional and local community
(McKay & Lewis, 1993; Musca & Shanka, 1998; Michael et al., 1999).
According to Musca and Shanka (1998: 1), ‘with the rapid globalisation
and improving international access through transport and telecommuni-
cations, offshore education continues to represent a growing market for
higher education institutions’.

Canberra is the National Capital of Australia and is heavily reliant on
its function as the administrative capital and on the resulting public sector
economy. However, more recent government policies have led to the
cutting back and restructuring of the public sector which has impacted
upon industry and employment in Canberra. Canberra has had to reduce
its reliance on the public service as a major employer and diversify the
economy with the help of the service sector, including education and
tourism. Yet, despite the growing importance attached to offshore educa-
tion and international university students in Canberra, little research has
been conducted on this group of educational tourists. Nor has past
research been undertaken which has directly examined and compared
domestic and international university student motivations as well as their
travel and tourism behaviour.

The international component of this study took place during the first
university semester of 1999 after a pilot test in the second semester, 1998,
while the domestic study took place during the second semester of 1999.
The international study involved the assistance of the international offices
at both the University of Canberra and the Australian National
University, who supplied a list of approximately 1000 and 1200 interna-
tional student names and addresses, respectively (all of their international
students). A total target population of 1000 was randomly selected from
the target population of 2200 using a random systematic method. The
survey was mailed to all international students in the first semester, 1999,
who were then asked to complete the survey and return it in the freepost
envelope provided. A total of 275 usable self-completion surveys were
returned by international students studying at both the Australian
National University and the University of Canberra (from a total of 952
delivered surveys), indicating a 28.9% response rate.

The domestic sample was gathered through randomly selecting 1000
student identification numbers from a list of 1500 interstate students
studying at the University of Canberra only. The student administra-
tion section of the University of Canberra printed name and address 
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labels which were then used to mail a similar survey to that used in the
international student research to the selected 1000 domestic students
studying at the University during the second semester, 1999. The Austral-
ian National University was not used in the domestic study due to time
restrictions and the nature of this project which was undertaken by a
student at the University of Canberra. A total of 235 usable returns were
received (from a total of 990 delivered surveys), indicating a 23.7%
response rate. Due to limited funding and time it was decided that a
follow-up procedure would not take place.

The results of the study illustrate that both domestic and international
university students rated educational attributes as more important moti-
vational factors than general destination and tourism attributes. In other
words, they were highly motivated, not surprisingly, by the educational
element of their trip. Despite the result, there were significant differences
between the two samples, especially with respect to the importance of
general and tourism attributes for undertaking an educational trip to
Canberra (see Table 5.8). In particular, international students gave statis-
tically more importance to destination safety, cultural experiences and
climate than did domestic students, while domestic students were more
motivated toward making friends, entertainment and nightlife. This illus-
trates that social factors are more important to domestic university
students than external factors such as climate, culture and safety.

Other results illustrated that some tourism attributes were perceived
as being more important for international students than domestic
students, including quality of attractions, tourism facilities and tourism
value for money. All other tourism attributes were rated similarly
between the two samples as being neither important nor unimportant.
Although tourism attributes were generally less important than educa-
tional attributes, a significant proportion of both international and
domestic university students did participate in travel and tourism during
their educational visit, with the majority taking part in both day trips and
overnight trips within Australia. A similar proportion of international and
domestic students undertook day trips during their time in Canberra (65%
and 70%, respectively) and planned to undertake a day trip in the next
12 months (11.8% each). However, not surprisingly, a significantly greater
number of domestic students had undertaken, and planned to undertake,
an overnight trip within Australia (82% and 77% compared with 70% and
54% of international students). A significantly greater number of inter-
national respondents had undertaken an international trip and were
planning to undertake a further international trip in the next 12 months
(32% and 30%) often using local travel services.
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Tourist activity and attraction participation of both international and
domestic students illustrated that a significant proportion of university
students from outside Canberra participate in local attractions and activ-
ities, despite the lower importance attached to these activities. Most
popular attractions visited by both samples tend to be the icon and
national attractions related to Canberra as the National Capital of
Australia. However, a greater proportion of international students had
visited nature-based attractions, while domestic students appear to
frequent many attractions in greater numbers than their international
counterparts.

As well as activity and attraction participation, both international and
domestic university students have time to entertain and host visiting
friends and family, which may also contribute to the local economy in a
positive way. A total of 86% of the domestic sample had an average of
eight friends from interstate or overseas visit them for three days, while
only 51% of international students had an average of four friends visit
them from overseas or interstate for an average of 16 days. A total of
57.2% of the international sample had an average of three family members
visit for 22 days on average. Figures for domestic family member visita-
tion were not collected.

The survey attempted to ascertain the general living costs and economic
impact on the local host community, rather than examine the economic
impact generated by course fees. Table 5.9 illustrates that international
students spend more than domestic students on a weekly basis during
their time in Canberra, especially in the areas of shopping and souvenirs,
study costs and other expenses. Whereas domestic students spend more
on entertainment, perhaps related to the motivations toward social life
and entertainment discussed previously. Past research has illustrated that
students from higher educational institutions spent AUS$307 per week,
excluding course fees, in Australia (AIEF, 1998). This is slightly higher
than the study sample amount of AUS$278, and could perhaps be
explained by the lower cost of living in Canberra compared to other cities
in Australia.

International students arrive on average two weeks before their course
begins and stay on average for four weeks after their 36-week course.
Multiplying the average weekly expenditure by the length of stay (42
weeks) gives a total direct economic impact of AUS$11,717.58 for the
study sample, or, when multiplied by the target population of interna-
tional students at both the Australian National University and the
University of Canberra (2200), AUS$25,778,676. Figures from AIEF (1998)
show that higher education in the ACT contributed AUS$39 million to
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the local ACT economy in 1997. The difference between the two figures
may consist of spending from overseas students in other higher educa-
tional institutions in Canberra. Domestic students arrive on average two
weeks before their course begins and stay on average for two weeks after
their 36-week course. Multiplying the average weekly expenditure by the
length of stay (40 weeks) gives a total direct economic impact of
AUS$9,715 for the study sample, or, when multiplied by the target popu-
lation of domestic students at the University of Canberra (1500 students),
AUS$14,572,800.

The research has illustrated that there are differences between the moti-
vations of domestic and international university students, yet despite
these differences and lower importance placed on tourism attributes,
these educational tourists consume local, national and international
tourism services and facilities. Moreover, they contribute a significant
amount of direct expenditure while staying at a destination on such
tourism-related services as attractions, activities, entertainment and
travel. Further research is needed on the longer-term benefits of univer-
sity educational tourists, including their repeat visitation, friends and
family visitation, as well as on the links between offshore education and
tourism generally.
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Economic sector International Domestic 
students students

Accommodation/lodgings 98.04 91.71
Groceries/food 46.89 39.12
Attractions and activities 18.69 16.02
Shopping and souvenirs 25.92 18.83
Entertainment 19.46 24.30
Travel 20.79 16.47
Study costs (excluding fees) 23.86 18.94
Other miscellaneous 25.34 17.49
Total 278.99 242.88

Table 5.9 Average weekly expenditure by university students in
Canberra, Australia (AUS$)



Chapter 6

Destination Marketing, Regional
Development and Educational
Tourism

Introduction

As highlighted in Chapter 1, global trends, including a move in Western
countries toward a post-industrial economic base and globalisation have
meant that destinations are increasingly adjusting themselves struc-
turally, with education and tourism becoming increasingly prominent
industry sectors. The economic and social impacts of educational tourism
have already been highlighted in Chapters 2 and 3, while Chapters 4 
and 5 have initially stressed the regional development opportunities 
of schools’ and university/college students’ tourism. This chapter first
outlines the growth of global trends and issues facing destinations,
including the need for restructuring, and discusses the role that educa-
tional forms of tourism (‘tourism first’ and ‘education first’ types) can play
in destination marketing and regional development. It then outlines some
of the current problems related to the development and management of
educational tourism and notes that the fragmentation and diversity of this
market have led to a lack of coordination. Finally, the chapter discusses
mechanisms to overcome this lack of coordination and fragmentation
with emphasis on the development of networks and cooperative struc-
tures to link education and tourism providers. By collaborating and
developing partnerships, organisations involved in educational tourism
can maximise the marketing and regional development benefits that this
form of tourism can provide.

Globalisation and Restructuring

At a global level many countries have been experiencing changes in
their underlying economic and social structures and are subsequently
facing a series of challenges and potential opportunities. The issue of
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political, economic and social restructuring is a widely debated issue
because it has been apparent at both global and local levels throughout
the industrialised world since the late 1970s (Clark et al., 1992 in Jenkins
et al., 1998). Both urban cities and rural areas are facing restructuring and
need to attract new economic activities to replace declining industries.

In rural areas one of the largest changes is declining agricultural
production and a downturn in agricultural activities, which has not only
impacted upon the local economy of countries but society in general.
Furthermore, rural or regional areas (places that are peripheral or out-
lying) are the most vulnerable to this type of agricultural decline and
restructuring. Many factors have led to this current situation, including:

• Free trade and globalisation. As Page and Getz (1997: 8) note, ‘rural
areas themselves are in a complex process of change’ whereby
governments are intervening less in protecting traditional industries
as they implement free market policies, including deregulation and
privatisation. The development of GATT and globalisation will
allow this process to continue.

• Industrialisation and mechanisation. With the development and use of
machinery such as harvesters and the use of herbicides and pesti-
cides, productivity has increased at the expense of human labour,
resulting in unemployment in rural regions. As Page et al. (2001: 352)
state, ‘changes in agricultural practice and policy (intensification
and modernization) . . . have created unemployment, falling agri-
cultural incomes and the economic marginalization of smaller
farms’.

• Boom/bust agricultural cycles. Created due to changing weather
patterns these produce inconsistent farm incomes, further increasing
business closures and outmigration of local populations.

As noted above, the almost universal result of these factors has been a
major outmigration of businesses, services and workers from rural areas
to urban and coastal regions in search of employment (Welch, 1992; Lane,
1994). In the majority of such countries measures are sought to reduce
outmigration or alternatively to introduce new economic activities to
support existing rural populations and prevent their demise. According
to Hall and Jenkins (1998) past and current government economic policies
have compounded these difficulties, including reductions in community
services such as railways, schools, banks and hospitals due to population
change and decline. Not only has this affected the local economy, but also
the nature and resilience of many of these rural communities. Rural areas
need economic development and a consistent flow of people using local
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infrastructure for them to be sustainable in the long term. According to
Lane (1996) these aspects are critical to the survival of rural areas, with
destinations further declining unless they find replacement industries or
innovative ways to redevelop traditional industries and market them-
selves to the global community.

Urban areas are also undergoing political, economic and social restruc-
turing and are competing against each other to attract investment and
people. Following the economic restructuring of urban cities and the
subsequent loss of heavy industry in many industrial and waterfront
areas in the 1970s and 1980s, tourism has been perceived as a mechan-
ism to regenerate urban areas through the creation of leisure, retail 
and tourism space (Law, 1993). Examples were provided in Chapter 2
concerning the use of cultural heritage tourism to regenerate waterfront
areas. Similarly, education and the development of ‘clever cities’, which
link education with industry, have been heavily promoted and supported
by government.

Destination Marketing and Investment

Service-based industries, such as tourism and education, have been
heavily promoted by government at all levels to replace declining agri-
cultural and manufacturing sectors as a move toward a more post-
industrial economic base. Many countries have also taken advantage of
the increasing tourist trade and have developed tourist products and
marketing campaigns to attract visitors and the associated economic
development for their countries and depressed rural regions. Hall (2000:
163) comments that:

although destinations have long promoted themselves to potential
visitors, there has been a qualitative change in the nature of place pro-
motion since the early 1980s when shifts to reduce the role of the state
in a globalising economy, otherwise known as ‘Thatcherism’ (UK),
‘Reganomics’ (USA) and ‘Rogernomics’ (New Zealand), occurred.

The need for marketing to attract global capital and investment for
restructuring and regional development has become an important
priority for destinations and this looks likely to continue in the future.
Marketing is often associated with imaging, or in the case of some cities
or rural regions, re-imaging. According to Kotler et al. (1993) we are living
in a time of ‘place wars’, in which places are competing for their economic
survival with other places and regions not only in their own country but
throughout the world.
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All places are in trouble now, or will be in the near future. The glob-
alization of the world’s economy and the accelerating pace of
technological changes are two forces that require all places to learn
how to compete. Places must learn how to think more like businesses,
developing products, markets, and customers. (Kotler et al., 1993: 346)

An increasing number of cities and rural areas are developing educa-
tional tourism products to attract investment and economic and social
development opportunities through developing offshore education,
language schools and heritage tourism (see Case Study 6.1 and Exhibit
6.1). The development of educational tourism for regional development
is not limited to the Western world. Ankomah and Larson (2002) note 
that educational tourism can provide alternative development strategies
to mass tourism in sub-Saharan African countries. They comment that
marketing and coordination between stakeholders will help maximise the
benefits of educational tourism for sub-Saharan Africa. Warner (1999)
notes the potential of educational heritage tourism and overseas students
as a development option for North Cyprus. A total of six universities in
North Cyprus host 20,000 overseas students and, ‘as long as the Turkish
higher education sector is unable to cope with demand, the number of
foreign students in North Cyprus is likely to grow’ (Warner, 1999: 137).
However, Warner (1999) also notes that, although an increase in foreign
students is perceived to be beneficial, negative impacts upon resident
quality of life could occur, as well as conflict between students and resi-
dents, if ratios of students to locals rapidly increase.

The marketing of places, destinations and communities has several
major implications for regional development. Not only may economic
patterns change through increased investment and tourist expenditure,
but social changes may also be evident as tourists and migrants are
attracted, with resulting social and environmental consequences. Hall
(2000) notes that little consideration of local residents occurs and they are
often left out of the place-marketing frame of reference; while more inte-
grated tourism planning involves a wider variety of stakeholders, it may
not involve local communities specifically. Who actually benefits from
this place-marketing and who controls how tourism or educational forms
of tourism are implemented into marketing and regional development
strategies? Case Study 6.1 highlights the case of Marmilla in Sardinia,
where the use of educational tourism for regional development became
highly politicised. Problems in collaboration between individual agencies
and those involved in the project from England resulted in wasted
resources and reduced benefit to the local population. There is a need for
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a wide range of stakeholders, including local residents, to work together
in the planning, decision making and development of any marketing or
regional development strategy for educational tourism so that the bene-
fits are maximised.

Maximising Educational Tourism Marketing and
Regional Development

Understanding stakeholders

As discussed in previous chapters there is a lack of recognition of edu-
cational tourism markets, especially the schools’ and university student
market. This coupled with the fragmented nature of the tourism and edu-
cational tourism market poses significant challenges to educational
tourism marketers and planners. Stakeholders need to work together to
create educational tourism products and market those products for the
benefit of the destination and the benefit of educational tourists. According
to Freeman (1984: 46), ‘stakeholders are those group(s) or organisation(s)
that can affect or are affected by the achievement of an organisation’s objec-
tives’. Sautter and Leison (1999: 326) note, ‘if [tourism] players proactively
consider the interests of all other stakeholders, the industry as a whole
stands to gain significant returns in the long term’. Bramwell and Lane
(2000) comment that stakeholder collaboration has the potential to build
mutually supportive proposals concerning how tourism should be devel-
oped, thus increasing competitive advantage for organisations and desti-
nations. The potential benefits and problems of stakeholder collaboration
are outlined in Table 6.1 and, as Selin (2000: 129) rightly comments, part-
nerships and collaboration can be a force for good or bad.

Stakeholders can be internal (employees, managers, shareholders),
external (other organisations, individuals, local community) or future
stakeholders (such as future tourists and local residents). Stakeholders
can also be further conceptualised as being primary and secondary. A
primary stakeholder is ‘one without whose continuing participation the
corporation cannot survive as a going concern’ (Clarkson, 1995: 106).
Clarkson (1995) noted that an organisation is effectively a set of primary
stakeholders with different interests, rights, objectives, expectations and
responsibilities, whereas secondary stakeholders are ‘those who influence
or affect, or are influenced and affected by, the corporation and are not
essential for its survival’ (Clarkson, 1995: 107).

Issues concerning stakeholders and collaboration have recently
emerged as thinking moves from the discussion of sustainable tourism to
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the implementation of sustainable tourism policies (Bramwell & Lane,
2000). The concept of stakeholders has been given increased prominence
in the field of tourism planning. Hall and McArthur (1998) advocate a
stakeholder and collaborative approach to heritage management and
suggest that stakeholder recognition is important for the management of
cultural and natural heritage, while Selin and Myers (1998) suggest that
stakeholder management and collaboration are important for the devel-
opment of marketing initiatives. Jamal and Getz (1995) note the
importance of stakeholders and their collaboration for the solution of
planning problems and management issues, particularly the social and
environmental impacts of tourism (Bramwell & Lane, 2000). Other
authors, such as Keogh (1990) and Marsh and Henshall (1987) also note
the importance of understanding stakeholders and collaboration in
tourism. Several steps in identifying and managing stakeholders are
outlined in Table 6.2, and provide useful guidance to managers in iden-
tifying and understanding those stakeholders who may influence, or be
influenced by, their actions. Understanding relevant stakeholder needs
and collaborating with stakeholders in a formal or informal way are
essential to the long-term survival of an organisation or destination. This
is even more important as organisations become more aware of their
interdependence and competition in a globalised world.

As outlined initially in Chapter 1 and discussed in Chapter 3, there are
multiple stakeholders that combine to provide the adult educational
tourism product, from public sector organisations through to private
industry. Some have an educational mandate and are non-profit organi-
sations (such as Elderhostel and alumni groups), while others are more
commercially focused and profit-driven (such as tour operators and the
tourism industry). However, stakeholders need to work together to
provide and promote educational tourism products. Similarly, the
schools’ educational tourism market also consists of a variety of stake-
holders, such as tour operators, teachers, students, educationalists and
attractions, who provide opportunities for educational excursions and
field trips. Again a collaborative approach by stakeholders is required if
educational products are to be successfully developed and marketed, and
benefits to educational tourists and the destination maximised.

The potential of educational tourism appears unrealised and untapped
(Smith & Jenner, 1997a), with little recognition of the various market
segments. This is because of the perceived difficulties in reaching the
various educational tourism market segments and a lack of coordination
amongst key providers and stakeholders. As noted in Chapter 4, the
schools’ market is suffering from many problems, including a lack of
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232 Managing Educational Tourism

Benefits
• There may be involvement by a range of stakeholders, all of whom are affected

by the multiple issues of tourism development and may be well placed to
introduce change and improvement.

• Decision-making power and control may diffuse to the multiple stakeholders
who are affected by the issues, which is favourable for democracy.

• The involvement of several stakeholders may increase the social acceptance of
policies, so that implementation and enforcement may be easier to effect.

• More constructive and less adversarial attitudes might result in consequence of
working together.

• The parties who are directly affected by the issues may bring their knowledge,
attitudes and other capabilities to the policy-making process.

• A creative synergy may result from working together, perhaps leading to
greater innovation and effectiveness.

• Partnerships can promote learning about the work, skills and potential of the
other partners, and also develop the group interaction and negotiating skills
that help to make partnerships successful.

• Parties involved in policy-making may have a greater commitment to putting
the resulting policies into practice.

• There may be improved communication of the policies and related actions of
the multiple stakeholders.

• There may be greater consideration of the diverse economic, environmental and
social issues that affect the sustainable development of resources.

• There may be greater recognition of the importance of non-economic issues and
interests if they are included in the collaborative framework, and this may
strengthen the range of tourism products available.

• There may be the pooling of the resources of stakeholders, which might lead to
their more effective use.

• When multiple stakeholders are engaged in decision-making the resulting
policies may be more flexible and also more sensitive to local circumstances and
to changing conditions.

• Non-tourism activities may be encouraged, leading to a broadening of the
economic, employment and societal base of a given community or region.

Table 6.1 Potential problems and benefits of collaboration and 
partnerships in tourism planning

Source: Adapted from Bramwell and Lane (2000: 7, 9)
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Problems
• In some places and for some issues there may be only a limited tradition of

stakeholders participating in policy-making.
• A partnership may be set up simply as ‘window dressing’ to avoid tackling real

problems head-on.
• Healthy conflict can be stifled.
• Collaborative efforts may be under-resourced in relation to requirements for

additional staff time, leadership and administrative resources.
• Actors may not be disposed to reduce their own power or to work together

with unfamiliar partners or previous adversaries.
• Those stakeholders with less power may be excluded from the process of

collaborative working or may have less influence on the process.
• Power within collaborative arrangements could pass to groups or individuals

with more effective political skills.
• Some key parties may be uninterested or inactive in working with others,

sometimes because they decide to rely on others to produce the benefits
resulting from a partnership.

• Some partners might coerce others by threatening to leave the partnership in
order to press their own case.

• The involvement of democratically elected government in collaborative working
and consensus building may compromise its ability to protect the ‘public
interest’.

• Accountability to various constituencies may become blurred as the greater
institutional complexity of collaboration can obscure who is accountable to
whom and for what.

• Collaboration may increase uncertainty about the future as the policies 
developed by multiple stakeholders are more difficult to predict than those
developed by a central authority.

• The vested interests and established practices of the multiple stakeholders
involved in collaborative working may block innovation.

• The need to develop consensus, and the need to disclose new ideas in advance
of their introduction, might discourage entrepreneurial development.

• Involving a range of stakeholders in policy-making may be costly and time-
consuming.

• The complexity of engaging diverse stakeholders in policy-making makes it
difficult to involve them all equally.

• There may be fragmentation in decision-making and reduced control over
implementation.

• The power of some partnerships may be too great, leading to the creation of
cartels.

• Some collaborative arrangements may outlive their usefulness, with their
bureaucracies seeking to extend their lives unreasonably.

Table 6.1 (continued)



coordination due to its fragmented or diverse nature. The implications of
this could result in restricted leveraging of educational tourism and
regional development opportunities. Part of the reason for these prob-
lems is due to the partial industrialisation of tourism (Leiper, 1989, 1990)
and educational tourism. Both tourism and education are not industries
as such but an integrated system of sub-sectors, such as transport, accom-
modation, food and beverages, attractions and construction (as outlined
in Chapter 1). The implications of this are noted by Hall (2000: 53), who
comments:

although we can recognise that many sectors of the economy benefit
from tourism, it is only those organisations which perceive a direct
relationship to tourists and tourism producers that become actively
involved in fostering tourism development or in marketing.
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1. Identification of stakeholders, identifying those that have a
legitimate claim on the attention of managers.

2. Examining stakeholders who should have their claims and
demands attended to by management. Assessing whether stake-
holders are primary or secondary.

3. Determination of primary and secondary stakeholder interests,
goals, priorities and values.

4. Review of past stakeholder behaviour in order to assess their
strategies relating to issues and the likelihood of them forming
coalitions with other stakeholders.

5. Estimation of the relative power (legal authority, political
authority, financial, human and physical resources, access to
media) of each stakeholder and stakeholder coalitions.

6. Assessment of how well an organisation is currently meeting the
needs and interests of stakeholders.

7. Formulation of new strategies, if necessary, to manage relations
with stakeholders and stakeholder coalitions.

8. Evaluation of effectiveness of stakeholder management strategies,
with revisions and readjustment of priorities in order to meet
stakeholder interests.

Sources: After Roberts and King (1989); Clarkson (1995); Hall and McArthur (1996);
Mitchell et al. (1997)

Table 6.2 Components in a stakeholder management audit



Subsequently, partial industrialisation results in diversity and inher-
ently a lack of coordination as only organisations that perceive themselves
as part of the industry will collaborate or develop networks to facilitate
or market educational tourism. This industry fragmentation and resulting
lack of industry coordination has been noted in schools’ tourism (see
Cooper, 1999; Ritchie, 2001), language schools (Muñoz Gonzalez, 2001;
Ritchie, 2001; Batchelor, 1998, 2000) and adult educational tourism (CTC,
2001; Ritchie, 2001). An obvious way to reduce this fragmentation, diver-
sity and lack of coordination is through identifying relevant and potential
stakeholders in educational tourism and through the development of
cooperative structures and networks to facilitate greater stakeholder coor-
dination and involvement. In time this may move towards clustering of
organisations to provide greater opportunities for local growth and devel-
opment through educational tourism.

Overcoming fragmentation: Stakeholder collaboration,
cooperative structures and clustering

One way to overcome the fragmented or diverse nature of educational
tourism is for the development of collaborative mechanisms to facilitate
positive collaboration amongst stakeholders to resolve conflict and
advance shared visions. Collaboration is ‘a process of joint decision
making among key stakeholders of a problem domain about the future
of that domain’ (Gray 1989: 11). Gray (1989) noted a number of charac-
teristics critical to collaboration, including:

• stakeholders are independent;
• solutions emerge by dealing constructively with differences;
• joint ownership of decisions is involved;
• stakeholders assume collective responsibility for the future direction

of the domain; and
• collaboration is an emergent process.

Collaboration is a three-step process according to McCann (1983) in Jamal
and Getz (1995: 189):

• the first stage includes problem setting (identifying key stakeholders
and issues);

• the second stage is concerned with direction setting (identifying and
sharing future collaborative interpretations; appreciating a sense of
common purpose); and

• the third stage is implementation, which may or may not be required
depending on the nature and objective of collaboration.
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A number of facilitating conditions and actions/steps help to determine
a potential process for developing collaborative forms of tourism and are
illustrated in Table 6.3. The table illustrates that shared power and values
are essential facilitating conditions for the development of a collaborative
process. Mechanisms such as networks and cooperative structures help
link various stakeholders together in a collaborative framework and can
assist in the implementation of a shared vision. Networking involves
cooperation between potential competitors and other organisations linked
through economic and social relationships and transactions (Hall, 2000:
175). Exchange of knowledge, innovation, ideas and expertise can lead to
organisations working in a mutually beneficial and supportive way.
Networks can operate at an international, supra-national, national,
regional and local level and range from informal relationships through 
to formal contracts (Selin, 2000; Hall, 2000). Network development for
tourism marketing and promotion often occurs between different private
and public sector organisations. According to Selin (2000) collaboration
and partnerships facilitated through network development can differ
depending on:

• the formality of the network or collaboration (from partners volun-
tarily collaborating to the creation of legal entities or authorities and
forced collaboration);

• the level of stakeholder participation in the process (from single
agency control to multiple stakeholder control);

• the scale of organisational diversity and size (from a small number
of homogeneous organisations to a large number of multi-sector
organisations); and

• the geographic time scale required by the domain problem (from
temporary collaboration to solve a short-term problem to a perma-
nent longer-term structure).

Several types of inter-organisational networks have been identified by
researchers and are illustrated in Table 6.4 along with potential examples
from educational tourism market segments. Some structures are more
formal than others and differ in size and scope. Some have been created
to respond to a short-term problem or project (such as the Schools Educa-
tional Tourism Committee in Canberra, Australia), while others have a
more permanent and long-term structure (such as IAATO). Obviously the
resourcing and funding of network or collaborative structures are im-
portant considerations. In the case of the Schools Educational Tourism
Committee in Canberra, this collaborative structure provided resources
for initial research which was then used to lobby relevant authorities for
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Facilitating conditions Actions/steps
Stage I: Problem-setting
• Recognition of interdependence • Define purpose and domain
• Identification of a required • Identify convenor

number of stakeholders • Convene stakeholders
• Perception of legitimacy among • Define problems/issues to resolve

stakeholders • Identify and legitimise stakeholders
• Legitimate/skilled convenor • Build commitment to collaborate by
• Positive beliefs about outcomes raising awareness of interdependence
• Shared access to power • Balance power differences
• Mandate (external or internal) • Address stakeholder concerns
• Adequate resources to convene • Ensure adequate resources available

and enable collaboration process to allow collaboration to proceed 
with key stakeholders present

Stage II: Direction-setting
• Coincidence of values • Collect and share information
• Dispersion of power amongst • Appreciate shared values, enhance

stakeholders perceived interdependence
• Ensure power distributed among 

several stakeholders
• Establish rules and agenda for 

direction setting
• Organise subgroups if required
• List alternatives
• Discuss various options
• Select appropriate solutions
• Arrive at shared vision or plan/

strategy through consensus
Stage III: Implementation
• High degree of ongoing • Discuss means of implementing and 

interdependence monitoring solutions, shared vision,
• External mandate plan or strategy
• Redistribution of power • Select suitable structure for
• Influencing the contextual institutionalising process

environment • Assign goals and tasks
• Monitor ongoing progress and 

ensure compliance to collaboration 
decisions

Source: Based on Gray (1985, 1989) in Jamal and Getz (1995: 190)

Table 6.3 Stages, facilitating conditions and actions for collaborative
tourism planning



substantial funding to develop the NCETP for promoting schools’ tourism
to Canberra in 2001, the Centenary of Federation for Australia. This
funding was also used to evaluate the success of their project and whether
it helped achieve the shared vision for Canberra of attracting 200,001
school students in the year 2001 (see Exhibit 4.2).

Although the concept of network development to assist innovation and
collaboration is not new, the development of networks for tourism and
educational tourism is a more recent phenomenon. Network development
and the development of cooperative structures may reduce the problems
that educational tourism may face through fragmentation and an inherent
lack of coordination. Networks can facilitate regional development and
improve the economic benefits of educational tourism through increasing
linkages between industry sectors, thus creating a greater economic multi-
plier. They may also reduce marketing and product development costs
as individual organisations work collaboratively toward common goals
or the solution of common problems. Goals may include the promotion
and marketing of educational tourism, the development and packaging
of new products for educational tourists, and the undertaking of research
and monitoring at an international, supra-national, national, regional or
local level. According to Hall (2000), for the benefits of networks to be
maximised relationships should move from dyadic relationships and
organisation sets between a small number of organisations towards action
sets and networks. Hopkins and Michael (2001: 4) note that collaboration
in the form of formal strategic alliances may not be suitable for small-
scale tourism development due to a number of problems, including goal
incongruity, high transaction costs, issues of trust and commitment, and
historical/parochial rivalries. They suggest that clusters can lead to the
acceleration of benefits for organisations due to economies of scale and
scope. Clusters may also have few formal arrangements and reduce the
costs associated with formal alliances.

Therefore, government at a local, regional and national level should
promote the benefits of educational tourism action sets, networks and
clusters for organisations across the education and tourism sector, so that
marketing and regional development opportunities are maximised and
so that a mutually beneficial relationship can be developed between
educational providers and the tourism industry. Ankomah and Larson
(2002) call for collaboration in developing educational tourism in sub-
Saharan Africa through universities and government collaborating with
tourism stakeholders to produce workable education programmes inte-
grating classroom and on-site experience. The authors advocate regional
blocs or supra-national organisations taking the lead role in developing
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educational tourism product. Organisations include the Economic Com-
munity of West African States (ECOWAS), the East African Cooperation
(EAC) and the Southern African Development Community (SADC).
Similarly, the CTC (2001: 45) believe that alliances and collaboration could
assist educational tourism in Canada through:

• allowing funds to be leveraged and primary research to be
conducted that will define the size and scope of the learning travel
market;

• creating outlets for product development training workshops that
could educate and unite local tourism and educational providers at
the community and regional levels;

• helping package a wide range of learning vacations;
• creating partnerships that value resource-respectful commerce and

manage the cultural and natural heritage; and
• destination marketing organisations (DMOs) providing support for

a collaborative marketing campaign for educational tourism.

As illustrated in Table 6.4 collaboration is occurring at various other
levels within different educational tourism market segments. Further
examples are provided in Exhibits 6.1 and 6.2. However, the future
sustainable development of educational tourism is dependent upon
further collaboration and network development between the education
and tourism industries. Furthermore, it should be noted that collabora-
tion is not without its problems with certain stakeholders are often able
to influence the nature of collaboration and benefits through their rela-
tive power and influence (see Table 6.1).

Conclusion

This chapter has outlined the changing nature of both urban and rural
destinations through the process of globalisation and resulting social and
economic restructuring. This in turn has led to the need for destinations
to market themselves as commodities in order to attract investment and
regional development benefits to assist in the restructuring process. Both
education and tourism have received heightened attention in helping
with the restructuring process. However, as this chapter has noted, both
tourism and education, and educational forms of tourism, are highly frag-
mented because the industry consists of multiple stakeholders and
organisations. Understanding stakeholders is critical for overcoming
some of the barriers to the effective and efficient development and promo-
tion of educational forms of tourism, and failure in this could be one
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Exhibit 6.1

Collaboration and network development for
educational tourism: The case of offshore education in
New Zealand

The recent focus toward offshore education in New Zealand has led
to a number of initiatives at national and local levels to facilitate and
promote educational forms of tourism. Network partnerships have
been developed at the national level between Education New
Zealand (a national body to promote New Zealand education) and
Trade New Zealand (a body to promote and develop international
trade). The two organisations have joined forces to promote and facil-
itate the development of offshore education and educational forms
of tourism to New Zealand. This has led to the growth of local part-
nerships between organisations at a city level, such as Education
Wellington International and Education Dunedin, which attempt to
attract students to their particular region by taking advantage of the
national marketing of New Zealand education. They also use the
contacts and support of both Education New Zealand and Trade New
Zealand in promoting local education services to potential overseas
markets.

In the case of Education Wellington International, this partnership
brings together a total of 45 education providers and is funded by
local government and member organisations. Its mission is to ensure
visiting students receive high-quality education in a safe, positive
environment and to develop Wellington as the education capital of
New Zealand. With this in mind Education Wellington International
has used its location as capital of New Zealand as a unique selling
point, and is attempting to brand Wellington as the ‘education
capital’. Education Wellington International has members from a
range of educational providers, including:

• high schools (including private or state schools, single-sex or co-
educational schools and boarding schools);

• private language schools;
• tertiary education (including polytechnics, universities, teacher

training and institutes of technology); and
• private training institutions (including arts, drama and business

schools).
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Dunedin is also known as a centre for education and learning and
was one of the first cities to develop a partnership network to attract
offshore students. Despite its isolated location in the South Island of
New Zealand, Dunedin has moved towards becoming post-industrial
through the development of service sectors such as education and
tourism (Kearsley, 1995). Education Dunedin is a charitable trust with
members including the city’s tertiary institutions – University of
Otago, Dunedin College of Education, Otago Polytechnic and the
Otago Language Centre – plus 11 Dunedin secondary schools, Telford
Rural Polytechnic, a group of Otago rural schools and the local
government body, the Dunedin City Council (DCC).

Education Dunedin is mainly concerned with the marketing of
Dunedin as an educational destination in order to provide economic
benefits and exposure for Dunedin. This is illustrated by the coordi-
nation of the organisation within the Economic Development Unit of
the local DCC. Education Dunedin has instituted a variety of
marketing projects to encourage students to study in the city, and
used the marketing slogan ‘teaching a world of students’. Some of
the specific marketing projects include:

• The development of a database of video footage, photographic
images, information about Dunedin and New Zealand, the Kiwi
lifestyle, tourism and local education facilities. This allows for
swift creation of custom-made promotional presentations rele-
vant to a particular market. The database is not just for the
Trust’s use; each of its member institutions has access for their
individual marketing promotions.

• A generic brochure about Dunedin’s education opportunities
that has been translated into Spanish, Portugese, Korean,
Chinese and Vietnamese, as has a brochure giving a broad range
of information about the city. Education Dunedin has also
hosted a number of journalists from a range of countries who
have been gathering research for articles about education
opportunities in New Zealand.

• Missions to countries where a potential market is identified,
which form a big part of the drive to bring international
students to Dunedin. In 2001 missions were undertaken to
Brazil, Argentina and China. Trips are organised in conjunction
with Trade New Zealand staff on an itinerary which includes

242 Managing Educational Tourism
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visiting education agents and institutions and making public
presentations.

For some target markets Education Dunedin is drawing on other
strengths of the city, such as its strong rugby union sporting tradi-
tion. This is particularly important for the South American and
Argentinian market who are interested in Dunedin as an English
language and rugby training centre. A promotional package was
developed with the Otago Rugby Football Union to help attract
coaches and teams to Dunedin for education and training opportu-
nities, promoting Dunedin as the ‘Rugby City’. Education Dunedin
representatives talked to the Buenos Aires Rugby Football Union,
clubs, schools and education agents about combining language
learning and sport. Education Dunedin’s range of promotions are
also designed to reach beyond young students to mature students
with children and teachers who may wish to improve their skills. For
instance, postgraduates with children are appealed to by demon-
strating that Dunedin’s primary schools are able to provide education
for children who do not speak English (one school has children of
around 45 nationalities on its roll).

The success of initiatives at both national and local levels is attrib-
uted to shared partnership and the development of networks which
allow individual organisations to work together collaboratively to
represent education interests in cities such as Wellington and
Dunedin. By including representatives from the different education
sectors a commitment to education is demonstrated to potential target
markets, and organisations are able to pool and share resources to
market efficiently to overseas markets. As the importance of language
learning, university study and short courses increases, so too will the
need for organisations to realise their interdependence and work
together towards a shared vision which will benefit both the educa-
tion and tourism industry in their respective cities.
Sources: Dunedin City Council (2002); Education Wellington International
(2002)
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Exhibit 6.2

ARELS membership in Britain

ARELS (the Association of Recognised English Language Services) is
the leading association of independent English language teaching
establishments in Britain. It represents the majority of the accredited
sector (over 210 organisations). The association’s key objectives are:

• to encourage high professional standards among members and
throughout the industry;

• to represent the interests of members and students to govern-
ment and other relevant bodies; and

• to promote as widely as possible the benefits of learning English
in Britain.

Members of ARELS become part of a highly influential and respec-
ted organisation. Formed in 1960, ARELS is the longest-established
English language teaching association in the world. Membership
entitles organisations to the support of Britain’s leading ELT associa-
tion on educational, management, welfare and promotional matters,
and organisations also benefit from representation to national and
international government bodies and other opinion formers. ARELS
also works with the British Council and BASELT to run the English
in Britain Accreditation scheme.

Services to members

Membership provides numerous benefits, including the services of
a team of 11 full-time London-based staff who, in addition to
handling thousands of enquiries throughout the year, act on behalf
of the whole membership in pursuit of the above objectives. Principal
benefits include:

• free listing in the Association’s leaflet ‘Learn English in Britain
with ARELS’, which is distributed worldwide to British Tourist
Authority and British Council offices and to language travel
agents, as well as through key UK-based outlets such as em-
bassies, libraries and international corporations;

• a comprehensive website, www.arels.org.uk, with hyperlinks to
all schools and International Language Fair information;
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• a monthly newsflash that includes business data, forthcoming
events and updates on the Association’s activities, etc.;

• representation to government departments and other key
organisations, including the British Council;

• promotion and publicity through a range of publications and
representation at international language fairs and academic
conferences;

• a quarterly magazine, ARENA, covering a range of issues
related to British ELT;

• advice and information on education and welfare issues;
• general marketing support;
• promotional and editorial opportunities, including ‘familiarisa-

tion trips’ to schools; and
• commission on sales of the ARELS Worldtalk phonecard to

students, who can save up to 70% on the cost of overseas calls
(ARELS members only), and other business benefits.

In addition, the following services are offered to members at a
substantial discount:

• participation at the annual ARELS International English
Language Fair;

• the Annual Conference (ARELS members only);
• annual conferences for teachers, directors of studies, welfare

officers and social organisers;
• training seminars, courses and conferences for academic welfare

and management staff, including the ARELS Diploma in ELT
Management; and

• a range of publications, including the Welfare Manual, the
Health and Safety Manual, the Care of Juniors Manual and
student and host family advice booklets.

Source: ARELS (2002)
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reason for the lack of research and acknowledgement of educational
forms of tourism to date.

Collaboration and the development of networks, partnerships and clus-
ters between the tourism and education industry and private and public
sectors at international, supra-national, national, regional and local levels
could help facilitate the sustainable growth and management of educa-
tional tourism. A number of partnerships have developed as educational
forms of tourism grow and the demand for offshore education, training
and lifelong learning opportunities increases. Those destinations which
are able to facilitate and encourage the development of collaborative part-
nerships, networks and clusters, often involving those organisations that
may not perceive themselves as part of the educational tourism industry,
may find themselves with improved opportunities to use educational
tourism for marketing and regional development. Pooling resources may
enable organisations and destinations to undertake research, develop new
products and market educational tourism more efficiently in an inte-
grated way.

Case Study 6.1

The development of adult educational tourism in Marmilla,
Sardinia

The Sardinian context

Sardinia has the lowest population density of Southern Italy with
approximately 69 inhabitants per square kilometre. It also has an ageing
population and migration to urban and coastal centres in search of work
(ROP, 2001), while unemployment has also been a major issue in Sardinia
associated with the restructuring process. In the last 15 years unemploy-
ment has fluctuated between 18% and 21%, and in 2000 a total of 22.1%
of the population of Sardinia were unemployed (ROP, 2001). Sardinia also
has problems concerning its capacity for agricultural activity which limit
the potential regeneration of the agricultural sector. For instance, in 1996
the agricultural industry employed 11.4% of the working population but
only produced 6.3% of the regional added value due (ROP, 2001).

Regional development agencies have recognised the potential of tour-
ism, especially the potential of the natural and cultural resources of
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Sardinia for developing alternative forms of tourism. Currently the major-
ity of the tourist product and experience is concerned with marine and
seaside tourism and subsequently restricted to the summer months of July
and August. Similar to other summer destinations this seasonality
problem restricts tourist movement to key coastal and urban centres and
reduces the efficiency and productivity of hotel and tourism facilities
which are not fully used at other times of the year. International visitation
to Sardinia is also low, with over 80% of visitors from Italy, nearly half of
Italy as a whole (ROP, 2001).

Subsequently, for rural communities tourism, and certain tourism
products in particular, may be considered as a means to overcome low
incomes and provide employment and economic development opportu-
nities for interior destinations. This could help reduce inequality between
regions within Sardinia and between Sardinia and mainland Italy and
Europe as a whole. Moreover, rural tourism does not often require large-
scale investment in infrastructure or facilities. According to Lane (1994),
special interest tourism products often help disperse visitors to rural
regions and may provide opportunities for rural tourism development
without the negative impacts often associated with mass tourism.
Furthermore, cultural and nature-based tourism often rely heavily on
existing resources and on those that can further promote cultural under-
standing and social cohesion, a goal of the European Union. Independent
cultural tourists and groups of educational tourists from organisations
such as Elderhostel provide an opportunity to strengthen local tradition
and culture while providing much needed social and economic develop-
ment to rural regions in Sardinia, such as Marmilla.

The regional development project

A project funded under the European Commission’s LEADER II
programme to assist regional development in Europe was implemented
to develop cultural educational tours to Marmilla, a rural part of southern
Sardinia. The project was run by a non-profit British-based organisation
called ‘Education for Development’ (consisting mostly of adult educators
and trainers), in collaboration with the Centre for Cultural Tourism (in
the region within Sardinia) and the OC (organising committee in the local
region including local government and industry). The aims of the project
were to train local residents to deliver information, and in time edu-
cational packages to cultural tourists, and in doing so to achieve the
following two main objectives:
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• to assist with the celebration and promotion of Sardinian culture
and create international understanding and friendship; and

• to create economic development opportunities for rural parts of
Sardinia, especially the Marmilla region, and to impart knowledge
and expertise to the local population.

Thus, the aims of the project were to use educational tourism to create
regional, social and economic development for a region that is currently
undergoing restructuring (see Plate 6.1). A team of local people had been
trained as interpreters to deliver study tours to groups of cultural tourists,
and the topics explored on these educational tours included:

• The geology and geography of the area. Marmilla is characterised by
large basalt plateaus as part of its intense volcanic activity and
history.

• The archaeology and anthropology of the area. A nuraghic civilisation
inhabited the island from the Bronze Age through to the late Iron
Age and many artefacts and megalithic tombs are scattered
throughout the area. A museum displaying many of the artefacts
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Plate 6.1 Regional development programmes such as the LEADER
Programme have provided funds to rejuvenate traditional Marmillan
homes which are also being used to accommodate educational tourists
Source: B. Ritchie



has recently opened in Villanovaforru, Marmilla, funded by the
European Union.

• The art and architecture of the area. The region has a number of small
romanesque churches which house renaissance panel paintings.
Architecture ranges from Roman and Spanish to Gothic styles, illus-
trating the rich history of Sardinia.

• The gastronomy of the area. Sardinia is well known for its food and
wine, and particularly its cheese.

• The oral/local history of the area. The above points were to be related
by local interpreters and in travel guides developed for independent
and group travellers.
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Plate 6.2 Marketing information developed to facilitate educational
tourism in Marmilla, Sardinia. An integrated tourism itinerary has been
developed for a wide range of thematic areas, drawing on the strengths
and resources of the Marmilla region



The project target market were individual adults interested in inte-
grating learning and education with travel, as well as more specialist
groups such as Elderhostel and University of the Third Age who organise
adult study tours. Training has now been completed for local tour guides
and several of the local tourism operators, while interpretative materials,
guide books and the like have also been created and contact made with
universities and other key target markets (see Plate 6.2). However, the
project had many problems associated with it including:

• Delays in completing the project due to political problems.
Difficulties exist in satisfying all of the local government areas and
tourism industry involved in the project, which often have
conflicting views and agendas. This delayed the implementation
and resulting regional development benefits of the project.

• Difficulties for Education for Development in trying to supervise
project staff caused by language barriers and geographical barriers
between England and Sardinia.

• Problems in appointing adequate staff from the Marmilla region to
be trained as interpreters and tour guides for cultural tourists. This
point is related in part to the first problem and the difficulties in
hiring suitable people due to the migration of a young educated
workforce from the Marmilla region.

• Problems in persuading the local population that other people
would be interested in their region, as they have been perceived to
undervalue their local culture (Jones, 2001).

These problems slowed the project with only one successful tour being
implemented, although the training and development of materials and
brochures has been completed, and linkages established between the
region and potential target market and organisations. The above discus-
sion suggests that, although cultural educational tourism can provide a
useful tool for assisting with the restructuring process of rural areas and
developing countries, problems may exist in translating ideas into reality
through the LEADER II programme for regional development. This is in
part due to the politicisation of tourism, but also to language and distance
barriers between the project leaders and staff in Marmilla. However,
cultural educational tourists do have the potential to provide economic
and social development opportunities for peripheral regions that are
facing difficulties, such as Marmilla, and to help spread the regional
development opportunities more widely than coastal areas. The challenge
is for the people of Marmilla to use the materials and experience from the
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LEADER II project to further develop and promote educational tourism
to key target markets. Further assistance and support for this process is
necessary from local businesses, the European Union and outsiders.
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Chapter 7

Conclusions and Reflections: 
The Future of Educational Tourism

Introduction

As illustrated in this book, educational tourism consists of many
different market segments and sub-segments. This diversity of markets is
combined with a variety of organisations involved with educational
tourism who are not visibly part of the educational tourism market
system. This is perhaps one of the reasons why little study and attention
has been devoted to this form of tourism. This chapter summarises the
key underlying themes concerning the demand, supply and management
of educational tourism segments. The chapter then examines the poten-
tial future development of educational tourism by considering the impact
of technology, the role of quality and issues concerning product devel-
opment. The chapter concludes with a discussion of the role of
cooperative structures and some future research avenues for educational
tourism.

Reflections: Towards Understanding and Managing
Educational Tourism

Very little information is collected on educational tourists, especially
their education and learning needs. A number of authors report the
demand and the growing provision for this market, but empirical research
and evidence is scarce. As Chapter 2 identified, many of the active defi-
nitions of ecotourism involve some component of study or learning, often
through the use of interpretation. Similarly, cultural heritage tourism may
also involve some form of learning or education. However, research has
questioned whether in fact ecotourists and indeed cultural heritage
tourists learn a great deal from their visits, as the underlying motivations

1111
2
3
4
5
6
7
8
9
1011
1
2
3111
4
5
6
7
8
9
20111
1
2
3
4
5
6
7
8
9
30111
1
2
3
4
5
6
7
8
9
40
41111

252



may be social rather than the cognitive acquisition of knowledge. Some
authors have noted that the consumption of tourist experiences, including
the cultural and natural environment, is part of a search for exotic and
postmodern experiences. Little discussion or examination has occurred
considering the education and learning needs of educational tourists 
and how these may be best incorporated into the development of suit-
able tourism experiences. Research outlined in Chapter 2 suggests that
there are specific segments of ecotourists and cultural heritage tourists
who seek more active and educationally orientated experiences during
their holidays. Although some segments have been identified and their
characteristics discussed these studies are limited in size and geographic
scope.

The growth of the seniors’ educational tourism market is due in part
to an ageing population and an increasing interest in experiencing life,
engaging in special interest holidays and enjoying active leisure time. The
growth of the Socially Aware and similar market segments in countries
such as the USA, Canada and New Zealand also illustrates the growing
interest in learning, self-discovery and education amongst consumers.
The combination of these factors has resulted in interest in educational
holidays and the integration of learning within holiday experiences,
leading to the development of small-scale commercial tour operations
catering for geological, cultural and wine tourism excursions. Further-
more, a range of organisations, often with a non-profit or educational
mandate, have also been developed to cater for the seniors’ market,
including Elderhostel, University of the Third Age and university exten-
sion and study tour programmes. The economic value of the seniors’
market has also been acknowledged, with seniors often having both
discretionary income and time to undertake holidays, often in the off-
tourist season, thus helping to reduce seasonality.

The growth of education and learning vacations to cultural and natural
heritage sites poses problems with many sites under environmental pres-
sure. If the growth of tourism to these sites increases, then the impacts of
these sites may be severe. Chapter 2 outlined the growth of tourism to
the Galapagos Islands and the problems in managing educational tourism
to this fragile destination. Similar issues were outlined in Chapter 3
concerning Antarctica; despite the development of codes of conduct and
a strict management regime negative impacts still occur. This issue is
likely to grow as tourism demand expands and experiences such as
ecotourism broaden appeal to a growing mass market. This places more
emphasis on the need for interpretation and incorporation of education
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into tourist experiences in order to modify tourists’ on-site behaviour and
instil conservation values. Yet disagreement exists over what form this
interpretation should take and who is ultimately responsible for the
education of tourists.

A lack of research into ‘education first’ market segments such as schools
and universities is also evident, reducing the understanding of these seg-
ments and their travel behaviour and needs. As highlighted in Chapter 4,
the growth in school students in Western countries appears to be in decline
and is likely to reduce further as birth rates fall, as opposed to developing
countries such as Africa and Asia where growth is predicted. However, as
noted in Chapter 4, the ability of educational authorities or parents to fund
school trips in these countries is limited, and the relevance of school trips
is also being questioned despite the reported educational benefits.
Economic considerations provide a real constraint to school excursions
which may be out of the control of destination marketers. However,
methods such as subsidy schemes can be implemented to reduce financial
constraints, as in the case of Canberra, Australia although effective mar-
keting of such schemes has also been illustrated as important.

A similar economic situation exists in the university and college student
market. Although university student numbers have rapidly increased, so
too have the financial burdens placed upon students, with many faced
with rising tuition fees, student loans and overdrafts. Nevertheless,
university/college students are able to borrow to fund their holidays or
use savings from part-time employment. Furthermore, they have the
discretionary time in vacations to undertake travel. Chapter 5 illustrated
that university students have a high travel propensity, and this market
segment is now a multi-billion dollar industry with an increasing number
of providers targeting the student market. Similar to school excursions,
university and college student tourism can be curriculum- or non-
curriculum-related. The travel motivations of students in non-curriculum
travel appear to be centred around escape motives and the desire for 
rest, relaxation and in many cases hedonistic activity. With respect to
curriculum-related travel, a growing number of students now travel to
foreign countries to complete a component of their studies (ranging from
industrial placements or internships, to exchange partnerships lasting
from a semester to several years, to field trips). Curriculum-based travel
may be organised by internal university placement personnel or through
arrangements created at an institutional or a supra-national level, such as
the ERASMUS programme currently in place in the European Union.

Safety issues are also highlighted with respect to school excursions,
language schools and university/college students’ tourism. Destination
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safety and security are important considerations for foreign students and,
as illustrated in Case Study 5.2, may influence overseas student destina-
tion choice. Educational providers who do not offer social activities for
language school students may encourage them to congregate in town
centres, exposing them to crime and criminal activity. As discussed in
Chapter 4, a number of criminals are targeting international students, and
police in some destinations are providing resources to deal with these
threats to student security. The growing number of reports of school
excursion accidents and deaths have created debate in some countries
concerning the value and need for such educational excursions. Although
risk is an accepted part of school excursions, reports of sexual activity,
alcohol consumption, accidents and death may result in litigation for
schools and teachers who plan such trips (Lacey, 2001). This potential
litigation could reduce the number of planned school excursions and, as
Chapter 4 notes, could rob students of the opportunity to take part in
school trips and experience the educational benefits associated with them.

Seasonality is another issue associated with the demand of ‘education
first’ educational tourism. Chapter 4 illustrates that, because the majority
of demand for language schools is in the summer vacation market, the
growth of this form of tourism can be highly seasonal. This, coupled 
with the location of language schools in a number of heritage cities or
coastal resorts in England, has created congestion and pressure on
housing for local residents and on tourist accommodation (Grant et al.,
1998). Despite the reported benefits of language schools in reducing
tourism seasonality it appears that in some destinations language school
tourism has merely exacerbated seasonality problems, potentially
constraining future increases in language school tourism in some desti-
nations due to the growth of the summer vacation market. More
discussion and analysis of mechanisms to promote and facilitate all-year
language school tourism is required to reduce the congestion and poten-
tial displacement of traditional summer tourists. School excursions have
also been noted to spread the seasonality of tourism, often for attraction
providers at destinations. However, as noted in Chapter 4, school excur-
sions are often constrained by curriculum, school timetabling and climate,
with the reality being that many are undertaken at particular times of the
year, mainly during summer and spring months. This is even more
evident in non-curriculum school trips which may include recreational
activities held in winter (such as skiing) or are best conducted in summer
(such as boating and camping trips). The challenge for providers and
marketers is to facilitate school trips in the off or shoulder season through
the use of timely information and marketing, and also discounts and
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subsidies. As Chapter 4 notes, understanding the nature of school con-
straints and how excursions are planned is critical for the educational
tourism industry.

The economic importance of educational tourism has been discussed
in many of the preceding chapters. In Chapter 6 it was noted that educa-
tion and tourism are two important industries for urban and rural
destinations, primarily because of their export earnings and economic
impact. Educational tourism enables destinations to market themselves,
attract new industry and create employment opportunities for the resi-
dent population. The importance of language school students for export
and the tourism industry was noted in Chapter 4 and, although the school
excursion market may not be lucrative, it can be economically important
and a vital part of the market for many tourist attractions. Similarly, the
growing numbers of university/college students have been targeted by
many destinations for their export earnings potential. In all market
segments there is an opportunity to showcase the destination to a poten-
tially important and influential market segment. The opportunity to
create a favourable experience and perceptions for school excursion
students, language students and university or college students can result
in visits from friends and families of students, an increase in repeat visits
at a later stage, positive word of mouth and even potential migration of
students to host destinations. In short, school and university students can
become ambassadors for a destination. However, to date there has been
little empirical research undertaken on these factors.

Future Directions for Educational Tourism

One of the largest impacts upon the future of tourism and educational
forms of tourism is technology. Technological advancements and the
increased diffusion and use of technology in everyday life will have a
major impact upon both tourist and educational experiences. As
discussed in Chapter 4, the Internet appears to have the potential to offer
an alternative to school field trips and may overcome some of the safety
issues currently impacting upon school excursions. Once the technology
has been purchased it is often cheaper than school excursions and offers
the chance to interact with other nationalities without the requisite costs
to students or parents. Despite these benefits, Chapter 4 notes that the
Internet fails to really allow students to experience living in another
country and the lack of immersion leads to a poorer quality learning expe-
rience. Chapter 5 also discusses how virtual reality may replace some
university and college student field trips, although, as with school trips
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and the Internet, the ability of virtual reality to replace travel is uncer-
tain. However, it is difficult to argue against the implementation of such
technology when there is a lack of current evidence pertaining to the
educational benefits of student field trips.

Distance education and the predicted growth of e-learning may have a
dramatic impact upon offshore forms of educational tourism, including
travel to universities, colleges and language schools. The ability to source
information through the Internet, including video and audio confer-
encing, will impact upon the future of educational programmes and the
provision of courses and study. Kurzweil (1999: 191–193) in a vision of
the future suggests that:

students of all ages typically have a computer of their own, which is
a thin tablet-like device . . . most textual language is created by
speaking. Learning materials are accessed through wireless commu-
nication . . . learning at a distance is commonplace . . . by 2019 most
learning is accomplished using intelligent software-based simulated
teachers.

Kurzweil (1999) paints an interesting if not slightly chilling picture of the
future of learning and education but one which illustrates the potential
of technology. According to Stallings (2001), e-education is evolving into
a growth industry with implications for a wide number of stakeholders,
including universities, students, government and destinations. Stallings
(2001: 4) believes that ‘most communicating and learning in the future
will be done at a distance’. Drucker (1995) believes that online continuing
education is the future and is a market worth hundreds of billions of
dollars, facilitated by the growth and promotion of lifelong learning by
government and a desire to keep ahead in a knowledge economy.

Technology may also impact upon ‘tourism first’ forms of educational
tourism as discussed in Chapter 2 and has been introduced into both
cultural heritage sites, such as museums and galleries, and national parks
and visitor centres. The debate outlined in Chapter 2 is concerned with
the impact of technology on visitor experiences. To what extent does the
use of technology in museums and galleries turn the visitor experience
into a theme park or form of leisure entertainment rather than an educa-
tive experience? Or can entertainment and education coexist? Although
it is recognised that mindlessness can occur when visitors are exposed to
a lack of sensory, visual or interactive material (Moscardo, 1996), there is
the potential for some technology to simplify interpretation and result in
a theme park experience (Griffin et al., 2000) rather than an educative one.
The use of technology is a challenge for attraction and site managers as
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it can help them expand their educational mandate to a broader section
of society by making information more accessible and engaging, but they
can also be criticised for becoming too commercial and entertainment-
focused.

The provision of quality and sometimes consistent educational tourist
experiences is also noticeable as a growing trend and one that is likely to
increase as educational tourism and competition grow. In ‘tourism first’
experiences this has seen the development and implementation of accred-
itation programmes for ecotourism operators despite problems with
defining and acknowledging what constitutes an ecotourism experience.
The implementation of certification programmes for tour guides can also
ensure quality interpretation is provided to educational tourists, resulting
in improved service quality. Quality product is also a goal for ‘education
first’ forms of tourism. The language schools’ sector has implemented an
accreditation scheme for language school providers in many countries.
As discussed in Exhibit 4.4, while schemes in Britain are not compulsory
the majority of language school students are attracted to accredited organ-
isations, even though accredited providers are in the minority compared
to unaccredited organisations. The issue of quality provision and experi-
ences is important and is linked to positive word of mouth, return
visitation and favourable destination image, and the value of such
programmes will continue to be debated in the future.

Careful product development and packaging is required for educa-
tional tourism as the market is a specialist area comprising niche markets.
Chapter 3 noted that packaging and promotional activities undertaken by
adult educational providers differ depending on the type of provider
involved and the nature of the educational tourism experience. There is
a variety of learning vacations on the market and a diverse range 
of products and services on offer. Diversity is also found in the provision
of language schools’ tourism. In both instances providers need to under-
stand the market and may have to work together to package educational
forms of tourism. This may mean educational providers, including
language schools, working closely with the tourism industry to develop
social activities and field trips for school students. Similarly, for the adult
educational tourism market, this could mean the tourism industry
working closely with educational providers or non-profit organisations
such as museums and universities, which may not all see themselves as
part of the tourism industry as such.

Successful educational tourism providers have worked together toward
a shared vision or goal. In some cases, as outlined in Chapter 6, organi-
sations have developed collaborative arrangements for specific short-term
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purposes or projects such as marketing. Other organisations have devel-
oped networks and clusters related to educational tourism for more
permanent collaboration to promote or facilitate the development of
educational tourism. Examples were provided in Chapter 6 and illustrate
that organisations may have to overcome different agendas, perspectives
and past rivalries to share power and work collaboratively. It is expected
that as educational tourism grows more collaboration will occur between
organisations at local, regional, national, supra-national and international
levels. The result of this collaboration will be a sharing of innovation and
resources so that educational tourism will be better marketed, developed,
managed and researched, thus providing a better quality product and
visitor experience, and economic and social benefits to host destinations.

The lack of research in many areas related to educational tourism is a
major underlying theme of this book and the major reason for its comple-
tion. In particular, there is:

• The need to assess and evaluate the educational needs of school
teachers, school students, ecotourists, cultural heritage tourists and
the adult educational tourist market.

• The need to understand the scale and nature of educational tourism.
How big is this market segment and resulting sub-segments? What
are the drivers and inhibitors of this form of tourism? What policies
or methods would be best to overcome some of the problems of this
form of tourism?

• A need to understand the impacts of educational tourism, including
the economic, social, environmental, marketing and long-term
personal benefits of educational forms of tourism.

In short, more empirical research is required, as understanding the
nature of educational tourism and its impacts upon society will result in
better management and planning. It is hoped that this book has made a
small contribution to the understanding of educational tourism,
promoting a systems-based and integrative approach. It is also hoped that
this book will be a starting point to encourage more research, so that more
informed decision making and better management of educational forms
of tourism will occur.
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