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One of the major issues in gauging tourism’s tetminomic impact is the diversity and
fragmentation of the industry itself. Besides faiag, William Theobaldopined that this
problem is compounded by the lack of comparablegoudata since there has been no valid or
reliable means of gathering comparable statisesproposes that the varying definitions of
tourism terms internationally, and the complex antbrphous nature of tourism itself have led
to difficulty in developing a valid, reliable, amdedible information system or database about
tourism and its contribution to local, regionaltioaal and global economies.

The author William Theobald provides an introductio the context, meaning and scope of
tourism beginning not simply with basic definitiohsit also a discussion on the derivation of
those definitions. This leads to sections on hawison data is gathered, measures of tourism,
basic tourism units, and classification of bothriem supply and demand. Finally, he
chronicles the major international developments tbiaze occurred between 1936 and 1994
whose objectives were to reduce or eliminate tberrparability of gathering and utilizing
tourism statistics.

purpose of trip, distance travelled, and duratibtrip and
mode of transportation.
mnmn % ! &
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Fyall and Garrod opined that Travel has existed since the beginning of twnen primitive
man set out, often traversing great distances,earch of game that provided the food and
clothing necessary for his survival. Throughoutdbarse of history,

people have travelled for purposes of trade, mligiconviction, economic gain, war, migration,

and other equally compelling motivations. In thexRm era, wealthy aristocrats

and high government officials also travelled faggdure. Seaside resorts located at Pompeii and
Herculaneum afforded citizens the opportunity tcape to their vacation villas in order to avoid
the summer heat of Rome. Travel, except durinddumd Ages, has continued to grow, and
throughout recorded history has played a vital noline development of civilizations.

Tourism as we know it today is distinctly a twetitieentury phenomena. Historians suggest that
the advent of mass tourism began in England duhegndustrial revolution with the rise of the
middle class and relatively inexpensive transpmmatlhe creation of the commercial airline
industry following World War Il and the subsequéeielopment of the jet aircraft in the 1950s
signaled the rapid growth and expansion of intéonat travel.

It is extremely difficult to define precisely theowdstouristandtourismbecause these terms
have different meanings to different people, andiniwersal definition has yet been adopted.

For example Webster's New University Dictionagefinestourism as ‘traveling for pleasure;
the business of providing tours and services farists,” anda tourist as ‘one who travels for
pleasure.’

These terms are inadequate synonyms for travel ttaeid use as such adds further confusion
when the field of travel is variously referred t® thetravel industry the tourism industry the
hospitality industry and most recently, thasitor industry.Why is so much attention given to
these definitions?

According to Gee, Makens, and Choy (1997), the eongs from both an academic and a
practical perspective.

‘First, travel research requires a standard démiin order to establish parameters for research
content, and second, without standard definititimsr,e can be no agreement on the measurement
of tourism as an economic activity or its impacttoa local, state, national or world economy.’

Therefore, comparable data are necessary requiGitesal Tourismand identical criteria must
be used in order to obtain such data. For examplorth America, the U.S. Census Bureau and
the U.S. Travel Data Center’s annual travel siaistonsider only those trips taken that are 100
miles or more (one-way) away from home.



However, Waters (1987) argued that this criterianseasonably high, and proposed instead in
his annual compendium on travel that similar to th8. National Tourism Resources Review
Commission’s guidelines (1973), distances of 5@&mdr more are a more realistic criteria.

On the other hand, th@anadian government specifies that a tourist is onbko travels at least
25 miles outside his community.herefore, each of these four annual data setsitis different,
and which (if any) contains the most accurate messent of tourism activity?

The United Nations (UN) was so concerned aboutrtipossible task of compiling comparative
data on international tourism that they conven€&@baference on Trade and Development, which
issued guidelines for tourism statistics (UNCTAD:f&¢ariat, 1971).

The ensuing report suggested that the functiors @dmprehensive system of national tourism
statistics could serve:

(&)To measure from the demand side the volume attdrp of foreign (and domestic) tourism in
the country (as well as outgoing tourism),

(b) To provide information about the supply of ameoodation and other facilities used by
tourists, and

© To permit an assessment to be made of the ingfactirism on the balance of payments and
on the economy in general. Therefore, accuratesstal measurement of travel and tourism is
important in order to assess its direct, indiraaot induced economic impacts; to assist in the
planning and development of new tourist facilities

and resources; to determine current visitor pastarmd help formulate

marketing and promotional strategies, and to ifgctianges in

tourist flows, patterns, and preferences.

3.1.2 Visitors , Tourists and Entrepreneurial Touri  sm Definitions

Fyall and Garrod supported the definitional viewttfi) Visitor (V): Any person travelling to a
placeother than that of his/her usual environment forta@d2 month&nd whose maipurpose

of trip is leisure, business, pilgrimage, health, etc.ewtthan the exercise of an activity
remunerated from within the place visited or migmat Transport Crew and Commercial
Travelers (even those travelling to different destions over the year) may be regarded as
travelling in their usual environment and excludeaim visitors (Transport Crew are usually
excluded from Frontier Control), also those trangllyear round (or most the year) between two
places of residence (e.g., weekend homes, residistiidy).

(i) Tourist(T, stay-over/overnight): A visitor staying at lease night in the place visited (not
necessarily in paid accommodation).

(i) Same-day visito(SDV, Excursionist, Day-visitor): A visitor who deeot stay overnight in
the place visited, e.qg.:



(@) Cruise Visitor(CV), who may tour for one or more days, stayingronght on the ship
(includes foreign naval personnel off duty).

(b) Border Shopper(BS), who may have high expenditures on purchaseoa, drink,
tobacco, petrol, etc.; excluding border workers.

(iv) Travelers:Visitors and (a)Direct Transit TravelerdDT, e.g., at an airport, between two
nearby ports);

(b) Commutersroutine travel for work, study, shopping, etc) Qther Non-commuting Travel
(ONT), e.g., occasional local travel, transportwcrer commercial traveler (to various
destinations), migrants (including temporary wodiplomats (to/from their duty station).

(v) Passengers(PAX, Revenue): Travelers excluding crew, nonreeerfor low revenue)
travelers e.g., infants, free or travelling on scdunt of up to 25%.

(vi) Tourism The activities of visitors, persons travellingaod staying in places outside their
usual environment for up to 12 months for leistgsiness, pilgrimage, etc. (aternationat (i)
Inbound, (i) Outbound: may include overnight s&yi(

country of residence, (l)omestiq(in country of residence).

(vii) Tourism Industry Establishments providing services and goods sitors, including: (a)
Hospitality (hotels, restaurants, etc.), (Byansport (c) Tour Operatorsand Travel Agents
Attractions (d) Other branches of the economy supplying misit(some of these may also
provide a significant volume of services and gotmdson-visitors, and the proportion of revenue
etc. due to visitors is important in estimatingaigts from tourism).

(viii) The Travel and Tourism Indust(yTI): The tourism industry (and receipts from tisun,
etc.) together with the provision of goods and mexw by establishments to other non-commuting
travelers occasional local travelers, etc.

3.1.3 The Structure and Dimensions of Travel

Although technical definitions such as suggesteevipusly should be applicable to both
international and domestic tourism, such defingiane not necessarily used by all countries with
respect to domestic tourism. However, most havgiadothe three elements of the international
definition, as expressed by Dunn:

() purpose of trip,

(i) distance travelled, and

(i) duration of trip. In addition, two other dimensiamselements are sometimes used to define
travelers. One that is often used is

(iv) residence of traveler, and one that is used ldes of



(v) mode of transportation.

()Purpose of trip The notion behind this tourism dimension was tzlude the major
components of most travel today. However, thereaarmumber of destination areas that only
include non-obligated or discretionary travel ifigi@g tourists. They view only leisure travelers
as tourists, and purposely excluded traaélyfor business purposes.

However, one might well argue that business travebften combined with some amount of
pleasure travel. In addition, business travel terat meetings or conferences should be included
becauseThe meaning, scope, and measurement of travel amdsin it is considered to be
discretionary travel rather than part of the norrdally business routine.

(i) Distance travelled For statistical purposes, when measuring trawehyafrom home
(nonlocal travel), a number of national, regionahd local agencies use total round-trip
distance between place of residence and destinaéisnthe distinguishing statistical
measurement factor. As indicated earlier, thestaies can and do vary from zero to 100
miles (0 to 160 kilometers). Therefore, attractidhat are less than the minimum prescribed
distance(s) travelled are not counted in officiatirmates of tourism, thereby creating both
artificial and arbitrary standards.

(iif) Duration of trip. In order to meet the written criteria for defigitravellers, most definitions
of tourists and/or visitors include at least oneronght stay at the destination area. However, this
overnight restriction then excludes many leisutaeteel one-day trips that often generate
substantial business for attractions, restaurantsother recreation resources.

(iv)Residence of traveleiWhen businesses attempt to identify markets asdaated marketing
strategies, it is often more important for theirsimess to identify where people live than to
determine other demographic factors such as tlagiomality or citizenship.

(v) Mode of transportationUsed primarily for planning purposes, a numbededtination areas
collect information on visitor travel patterns byllecting information on their mode of
transportation, such as air, train, ship, coactg,ar other means. Finally, according to Williams
and Shaw (1991): Each national tourist organizatmay record different types of information.
For example, duration of stay, mode of travel, exiiteire, age, socioeconomic group, and
number of accompanying persons are all importgoects of tourism but these are not recorded
in all tourist enumerations.

The growth of world receipts from international tismn that occurred between the two world
wars led to the need for a more precise statistlefihition of tourism. An international forum
held in 1936, The Committee of Statistical Expeftthe League of Nations, first proposed that a
‘foreign tourist’ is one who ‘visits a country oththan that in which he habitually lives for a
period of at least twenty-four hours.” In 1945, tb®& (which had replaced the League of
Nations) endorsed this definition, but added ta itnaximum duration of stay of less than six
months. Other international bodies have chosentind this to one year or less.



A UN Conference on International Travel and Touriseid in Rome in 1963 and sponsored by
the International Union of Official Travel Organtians (IUOTO) (now the WTO) recommended
that a new word,Visitor' be adopted, which would define touristsas ‘any person visiting a
country other than that in which he has his usuate of residence, for any reason other than
following an occupation remunerated from within tbeuntry visited.’Visitors included two
distinct categories of travelers:

(1) tourists: temporary visitors staying at least 24diisan the country visited, and whose purpose
was for leisure, business, family, mission, or nmggtand

(2) excursionists: temporary visitors stayilegsthan 24 hours in the destination visited and not
staying overnight (including cruise ship travele&ince 1963, most world nations have accepted
the definitions ofvisitor, tourist andexcursionisthat were proposed by the UN Conference and
many of the revisions made subsequently.

At their 1967 meeting in Geneva, the UN StatistiCaimmission recommended that a separate
class of visitor be established.

Tourists stay at least 24 hours, but because sdisiters take excursions then return back to their
place of residence the same day, they were to | caexcursionists.” This group included daily
visitors with purposes other than employment, erpassengers, and visitors in transit.

Excursionists could be easily distinguished frorheotvisitors because there was no overnight
stay involved.

The definition of the term visitor, refined in 19@8fers to only international tourisnowever,
although it is more difficult to measure, it is tpubbvious that it is also applicable to national
(domestic) tourism as well. For example, in 198& WTO’s Manila Declaration implicitly
extended the definition to all tourism. According Bar On (1989), the Working Party on
Tourism Statistics of the WTO Commission for Europgreed that recommendations on
domestic tourism, although narrower than intermatidourism, were nevertheless compatible.
These definitions have undergone subsequent re@intsn and it would appear that the
WTO/UN definition of tourism should have created uaiform basis for collection of
standardized tourism data. Although the majority @duntries use these definitions,
unfortunately, not all adhere to them.

Classification of Travelers Segments of Tourism

An extended classification system of tourism dem@eltheating the main purpose(s) of visits or
trips by major groups was developed based on isafpfroposed by the UN (1979) (Figure 1.3).
This system was designed to help measure the magonents of tourism demand for planning
and marketing purposes.



Other travellers
{not included in
tourism statistics)

Visitors
{included in tourism statistics)

[ ]
Tourists Same-day
{overnight visitors) visitors
| I
[ ] | ]
Residents | [ Non-residents Residents _‘ l Non-residents
[ | | ]
| 1
[ | | | | 1
Leisure/ Business/ Leisure/ Business/
4 . h A :
recreation professional Other recreation professional Other
. Fransit Members of Diplomats/ Daily
Commuters Migrants Nomads pasherigars Refugees the armed representation routine
forces of consulates trips

Figure 1.3: Classification of travelers.
Source:World Tourism Organization and the Travel and TemriResearch Organization.

3.2.1 The major groups purposes for tourists and avelers visitation and travel

The major groups are inclusive of the following:

1. Leisure, recreation, and holidays;

2. Visiting friends and relatives;

3. Business and professional;

4. Health treatment;

5. Religion/pilgrimages; and

6. Other (crews on public carriers, transit, and otiraunknown activities).
3.

2.2 Other measures of tourism demand enumerated.

The demand enumerated were;

1. Duration of stay or trip,

2. Origin and destination of trip,

3. Area of residence or destination within countries,
4. Means of transportation, and

5. Tourism accommodation.

Each of these demand measures was first definex Where possible, specific examples of each
were indicated. Paci (1992) argued however, thaonly tourism demand should be considered,



but more importantly, tourism ‘must seek to moreacly delineate a supply-based conceptual
structure for its activities because that is therse of most national economic statistics.” When
incorporated into supply-based statistics, theticeiahip and relative importance of tourism to

other economic sectors can be more easily recayniseaddition, Paci pointed out that because
such a system would not only foster and provide dgogater comparability among national

tourism statistics, but would also ‘provide statik linkage between the supply side of tourism
and the demand side.’

Self Assessment Questions

From your understanding of this unit, explain theoflowing:
Who is a Touris(T, stay-over/overnight)?

Who isSame-day visito(SDV, Excursionist, Day-visitor)?

Explain the meaning dEruise Visiting(CV) ?

4.0 Summary

Third World countries living for generations in oméage could not comprehend the concept of
nostalgia. On the other hand, today’s dislocatedsté&fa tourist often travels in order to
experience nostalgia. Tourism collateral literatarsl publicity which is based upon nostalgic
images of the past promote glamour and happinesside something to be envied, and return
love of self to the reader. Nostalgia is big busgeand when it is associated with the world’s
leading industry, tourism, it offers unlimited fimaal possibilities. Although collaboration is now
commonplace in most industrial sectofyall and Garrod suggest that for years, the tourism
industry was (and remains in some instances) hiffagmented and independent. With the
accelerating pace of technological innovation anel tontinuing trend toward globalization,
traditional competitive and adversarial relatiopshibetween competing business organizations is
giving way to collaborative arrangements betweemth

5.0 Conclusion

Tourism Industry, Largest Employer of labour whgsewth led to the development of a major
new industry major tourism in turn, internationalitism became the concern of a number of
world governments because it not only provided eewployment opportunities, biitalso
produced a means of earning foreign exchange.

Today tourism has grown significantly in both ecomoand social importance. The fastest
growing economic sector of most industrialized daes over the past several years has been in
the area of services.



One of the largest segments of the service indualityough largely unrecognized as an entity in
some of these countries, is travel and tourism.

According to the World Travel & Tourism Council @8) (WTTC), travel and tourism is the
biggest industry in the world on virtually any ecomc measure, including gross output,
value added, capital investment, employment, axdaatributions.

In 2003, the industry’s gross output was estimatede in excess of US$4.5 billion of
economic activitytotal demand), more than 10 percent of the tatadgnational product
spending. The travel and tourism industry is onthefworld’s largest employers, with nearly
195 million jobs, or 7.6 percent of all employeé€kis industry is the world’s leading industrial
contributor, producing 10.2 percent of the worldsg domestic product, and accounting for
capital investment in excess of US$685 billion @wfacilities and equipment. In addition, it
contributes more than US$650 billion in direct, iiméct, and personal taxes each yeds
indicated by Table 1.1, research conducted by thdd\ ourism Organization (WTO) show the
almostuninterrupted growth of tourism since 1950.

( #1!) * +
0] From your study of this unit and according to UNOT Secretariat, 1971, discuss the
guidelines that the ensuing report suggested tiatfunctions of a comprehensive
system of national tourism statistics could serve?

(i) Besides providing great employment opportunitiggtie industry, mention and

Explain another major benefit that has attracteddwgovernments into the industry?
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Answer to Self Assessment Questions

Tourist(T, stay-over/overnight): A visitor staying at lease night in the place visited (not
necessarily in paid accommodation).

(i) Same-day visitofSDV, Excursionist, Day-visitor): A visitor who de@ot stay overnight in
the place visited.

(a) Cruise Visitor(CV), A visitor who may tour for one or more dagtaying overnight on the
ship (includes foreign naval personnel off duty).
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Unit 2 Sources of Tourism Expenditure and Demand fo  r Services by Tourists

Content

4 Introduction
Tourism for many tourist organizations, performance is deleet on establishing
collaborative relationships in order to better setlre customer. The message that this unit
conveys is that due to economic, social and palitgressures, the primary concern of
tourism organizations must shift from an individuatd competitive focus to an inter-
organizational, collaborative domain. The authavjge examples of tourism collaboration
and suggest that it is becoming increasingly mofcdlt for organizations to survive in
competitive isolation in tourism.

5 Objectives

At the end of this unit, you should be able to:

Identify various units of tourism and its locations

Explain what tourism expenditure meant & its importance to entrepreneur
Define the three broad categories of tourist expenditures

Describe sources tourism consumptions expenditure

Identify the demand of good and services generated by visitors & tourists

6 Main Content
3.1 Sources of tourism expenditure and Demand of se  rvices by tourists

Tourism expenditure data are one of the most saamf indicators used to monitor and evaluate
the impact of entrepreneurial impact and tourism am economy and on the various
representative tourism industry segments.

The Conference Board of Canada has defitmegtism expenditures ‘the total consumption
expenditure made by a visitor or on behalf of atmisfor and during his/her trip and stay at
destination.’ It has been proposed that touriseergures be divided into three broad categories,
depending on the specific periods the visitor mdkese expenditures.

Trip Purpose
The first advanced spending that is necessary to prepatieddrip (trip purpose);

Trip Location
Secondexpenses while travelling to, and those at thestrdgstination (trip location) and;

Trip Conclusion
Third, travel-related spending made at home after retgrinom the trip (trip conclusion).
3.1.1 Sources of Tourism Consumption Expenditure

It has also been recommended that tourism consampxpenditures
should be identified by a system of main categpaed should include:



(i) Packaged travel (holidays and prepaid tourregeanents);

(i). Accommodations (hotels, motels, resorts, cgropnds, etc.);

(i) Food and drinking establishments (restaurantsscédgerns, etc.);
(iv) Transport (airplane, rail, ship, bus, auto, tata,)e

(v) Recreation, culture, and sporting activities;

(vi) Shopping; and

(vii) Other.
/ N
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Figure 1.1: Forms of tourism supply clasification
Source:World Tourism Organization.



3.1.2 Basic Tourism Units Definitions

As indicated by Figure 1.1, for a given countryethbasic forms of tourism were first identified,
then defined as:

() Domestic tourismresidents visiting their own country,
(i) Inbound tourismnonresidents travelling in a given country, and

(iif). Outbound tourismresidents travelling in another country. Thesen® can be combined in
a number of ways in order to derive the followiragegories of tourism:

(iv) Internal tourism involves both domestic and inbound tourism,
(v) National tourisminvolves both domestic and outbound tourism, and

3.1.3 International Tourism

International tourisminvolves both inbound and outbound tourism. It dtiolbe noted that
although this figure refers to a country, it coblel applied to any other geographic area(s). Basic
tourism units refer to individuals/households tlae the subject of tourism activities and
therefore can be considered as statistical ungsiimeys.

‘Travelers refers to all individuals making a trip between tweountries or different
destinations.

3.1.4 Nostalgia and Tourism

A strong connection between nostalgia and toursexplored, especially as related to historical
figures, accommodations, attractions and culturstitutions. In addition, it is pointed out that
tourists often have a strange fascination for tragnacabre or other equally unappealing
historical sites. Nostalgia is grounded in dis$atison with social arrangements, both currently
and likely continuing into the future. Nostalgiaitem that provides an alternative to the present
does so by recourse to an imagined past that peftele believe is fact.

3.1.5 TSA Assessment of Economy of the Demand of @fs and Services by Visitors

The fundamental structure of the TSA relies onetkisting balance within
the economy of the demand for goods and serviaesrgted by visitors
and other consumers, and the overall supply oktgesds and services.
Therefore, TSA will be able to measure the follogvin

Tourism’s contribution to gross domestic product,

Tourism’s ranking compared with other economic cex;t

The number of jobs created by tourism in an economy

The amount of tourism investment,

Tax revenues generated by tourism industries,



Tourism consumption,
Tourism’s impact on a nation’s balance of paymests],
Characteristics of tourism human resources.

The WTO will be largely responsible for reviewingdarevising the definitions, classifications,
methodologies, data collection, and analysis oérimdtional tourism proposed by the Ottawa
Conference. However, the ultimate success or faitdrgathering and using comparable tourism
statistical data lies with their acceptance andemgntation by the entire world community.

Self Assessment Questions

From your study of tourism in this unit, explaire tfollowing:

0] Who is a visitor and indicate also on what coneggpourism statistics based?

(i) What do you understand by tourism expenditure?

- "H# #

Thus, we define a tourist asperson travelling outside of his or her normaltioe, either
normal living or normal working routine, who spena®ney This definition of visitor/tourist
includes:

People who stay in hotels, motels, resorts, or cgoynds;

People who visit friends or relatives;

People who visit while just passing through goingiewhere else;

People who are on a day trip (do not stay overiyigimd

An ‘all other category of people on boats, whoeglein a vehicle of some sort, or who
otherwise do not fit the above. For purposes & dl@finition a resident (or someone who is not a
tourist) is defined as a person staying longer @8tadays. Note that visitors/tourists can:

Be attending a meeting or convention;

Be business travelers outside of their home ofilea; be on a group tour;
Be on an individual leisure or vacation trip, irgilng recreational shopping; or

Be travelling for personal or family-related reasom today’s world there are three problems
with this definition:



(). Some people travel considerable distancetiop sespecially at factory outlets. They may do
SO many times a year. They are difficult to measiiechnically they are not tourists; their
shopping has become routine.

(i) Some people maintain two residences—a winter honteaasummer home. Their stay in
either one usually exceeds one month and thesdepammnot classified as tourists. Again, their
travel is routine. However, short stay visitorgheir homes whether renting or rave tourists.

(i) When people live in an area just outside of a dastin and have friends or relatives visit
them, how are these visitors classified when thisit the destination? Actually, the problem

here is not whether they are tourists; those wagifriends or relatives clearly are. Rather, the
guestion is which area gets the credit? Or, howlshine people they are visiting be classified?
Again, although measurement is difficult, the desion area should be credited for money
spent therein. Tourism, then can be viewed as:

A social phenomenomota production activity;

The sum of the expenditures of all travelers ontaiis for all purposesyot the receipt of a
select group of similar establishments; and

An experience or processta product—an extremely varied experience at that.

To underscore this view of tourism, let us focustba economic impact of tourism on the
economic health of a community.

Now that such an international definition/classifion system for the tourism sector does exist,
there is finally a universal basis for the collentiof standardized data on tourism activity. The
implementation of the TSA system has now been plagéh the National Statistical Offices
throughout the world.

The credibility and legitimacy of this statisticglstem will be based on the joint cooperation of
both the National Statistical Offices and the NadiloTourism Administrations in each world
country. However, although there has been sigmfigaogress in reaching consensus on what
constitutesnternationaltourism, there is no such consensudomestidourism

terminology. Therefore, caution must be exercisedabse a clear distinction must be made
between basic definitions of tourism and those el@sithat describe tourists themselves, and
their demographic and behavioural characteristics.

Because the tourist is the principal componentoafism, it is therefore unrealistic to develop
uniform tourism data without first deciding the &gof variables and the range of phenomena
that should be included in data collection efforts.
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(i)

(ii)
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All travelers who are engaged in the activity obimess of tourism are considered to
be ‘visitors.” The term ‘visitor’ then becomes tlere concept around which the
entire system of tourism statistics is based.

Tourism expenditure is the total consumption expgenel made by a visitor or on
behalf of a visitor for and during his/her trip asthy at destination.’ It has been
proposed that tourist expenditures be divided thtee broad categories, depending
on the specific periods the visitor makes thoseeagiures.
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Unit 3 Dynamism of entrepreneur & Uncertainty conce pt
Content

1.0 Introduction
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2.0 Objectives

At the end of this unit, you should be able to:

Explain what is meant by dynamism in entrepreneur tourism

Identify various kinds of risk associated with entrepreneurial tourism

Describe what is meant by risk-bearer in entrepreneurial venture

Describe what is meant by the gale of creative destruction in entrepreneurial
venture

Explain your understanding of innovation in tourism

3.0 Main Content

3.1 Dynamism of entrepreneur & Uncertainty
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Some notable persons and their works in entrepreneurship history, for Frank H. Knight
(1921) and Peter Drucker (1970) entrepreneurship is about taking risk.
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Risk, which is measurable statistically (such a&sptobability of drawing a red color ball
from a jar containing 5 red balls and 5 white Balls

Ambiguity, which is hard to measure statisticaly¢h as the probability of drawing a
red ball from a jar containing 5 red balls but wathhunknown number of white balls).
True Uncertainty or Knightian Uncertainty, whichingpossible to estimate or predict
statistically (such as the probability of drawinged ball from a jar whose number of red
balls is unknown as well as the number of otheowad balls).



The acts of entrepreneurship are often associatbedmwe uncertainty, particularly when it
involves bringing something really novel to the ldpwhose market never exists. However,
even if a market already exists, there is no guaeatihat a market exists for a particular new
player in the cola category.

The place of the disharmony-creating and idiosyticemtrepreneur in traditional economic
theory (which describes many efficiency-based satissuming uniform outputs) presents
theoretic quandaries. William Baumol has addedtyréa this area of economic theory and was
recently honored for it at the 2006 annual meetiifine American Economic Associatith.

The entrepreneur is widely regarded as an intgg@ger in the business culture of American
life, and particularly as an engine for job creatamd economic growth. Robert Sobel published
The Entrepreneurs: Explorations Within the AmeriBarsiness Traditiom 1974. Zoltan Acs

and David Audretsch have produced an edited volsumeeying Entrepreneurship as an
academic field of resear¢th,and more than a hundred scholars around the waidil
entrepreneurial activity, policy and social infleess as part of the Global Entrepreneurship
Monitor (GEM)®! and its associated reports.

Though Entrepreneurs are thought to have manyeogdime character traits as leagefisication
needeg, iINVOlve particular psychological dispositions,operate in purely business spheres of life,
recent European theorising on the subject has stegjéhat, come the era of neo-liberalism and
'big society' politics that promote conceptualisimgnans as economic agents per se, normal,
everyday people usually marginalised from the temirepreneur' are too involved in the very
same kind of processes that 'big business’, pmeepreneurs are involved with. Entrepreneurs,
and entrepreneurship, as such, might be enactadyiody, encountering as they do economic
uncertainty on an everyday basis.
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1. Concept of Entrepreneurship
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persons and their works in entrepreneurship history, for Frank H. Knight and
Peter Drucker emphasis that entrepreneurship is about taking risk?
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Entrepreneurship places an emphasis on innovation, such as: new products,
new production methods, new markets, new forms of organization. Wealth is
created when such innovation results in new demand. From this viewpoint,
one can define the function

of the entrepreneur and small business as one of combining various input
factors in an innovative manner to generate value to the customer with the
hope that this value will exceed the cost of the input factors, thus generating

superior returns that result in the creation of wealth.

It has assumed super importance for acceleratiogassic growth both in developed
and developing countries like Nigeria and Ghanprdtmotes capital formation and
creates wealth in country. It is the hope and dseafmillions of individuals around
the world. It reduces unemployment and povertyiarga pathway to prosper.
Entrepreneurship is the process of searching quartynities in the market place and
arranging resources required to exploit these dppities for long term gains. It is the
process of planning, organizing, opportunities assuming. Thus it is a risk of
business enterprise. It may be distinguished dgyata take risk independently to
make utmost earnings in the market. It is a creadivd innovative skill and adapting

response to environment.
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UNIT 7 Development and Marketing of Tourism Entrepreneur Services
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3.1.4 Advantages of tourism
3.1.5 Disadvantages of Tourism

3.2 Classification System of Tourism
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In this unit, we shall study the development ofri&m and marketing of tourism
entrepreneurial tangible and intangible services ¥hall also look into the
argument of tourism being an industry or not. Theent of this unit is not to
suggest that this designation may not be corredadt, Dunn contends that tourism
IS not an industry at all, it is people. At bedt,s a collection of industries.
Furthermore, Dunn suggest that referring to toudsman industry may be a major
contributor to the misunderstanding, resistancd,euen hostility that often plague
proponents of travel and tourism as worthy econdaorites in a modern economy.

1% n

3.1 Development and Marketing of Tourism

Under this ‘industry’ view, the tourism industrynsade up of a clearly defined grouping of firms
that are perceived to be primarily in the businessselling to or serving tourists. Hotels,
restaurants, transportation, and amusements anepées of the types of firms that comprise the
tourism industry.



The United Nations identifies 7 industrial area$ieveas the U.S. Travel Data Center includes
some 14 types of businesses as defined by the&@thhttlustrial Classification (SIC) system.

Common practice, at least among those who arevedoin the development and marketing of
tourism, is to refer to (travel and) tourism asimadustry. In fact, considerable effort has been
devoted to creating the impression that tourismaigegitimate industry, worthy of being
compared with other industries such as health sesyienergy, or agriculture.

The importance of tourism is underscored by rafigrto it as ‘one of the top three industries in
most states,” ‘largest or next to largest retadustry,” or ‘largest employer (industry) in the
world.’(i). Economistdefinesan industry as being a group of independent firthsuaning out
the same product. Whether or not two products #éine ‘same’ is defined in terms of their
substitutability expressed as the cross-elastiotydemand.In lay terms, the more that the
purchase of Product A replaces (can be substitaigdhe purchase of Product B, the more A
and B are the same and hence in the same industry.

(iif) The second source for definitions are the &i@nuals. Such publications suggest that the
SIC system was developed to classify establishm@anthe type of activity in which
they are engaged. To be recognized as an indwstgypup of establishments must
share a common primary activity and be statisycgifynificant in size.

It is clear that the focus of ‘industry’ is:

Individual business establishments grouped together
The revenue received by these economic units, and

Producing and selling a common product, i.e., tredpct of one firm is a substitute for the
product of any other firm in the same industry. And equally clear that the ‘manufacturing’
sector provides the framework for this focus. Thiesthe extent that tourism is an industry,
economists and others will position tourism in terof these factors— individual businesses,
revenues of those businesses, and a common product.

But what is travel and tourism? Do they fit thislistry mould? To answer these questions we
need to define a tourist and tourism and then edlasis phenomenon to an industry as defined
above.

Clearly, there is confusion and controversy surding the definitions of travel and tourism. Are
they the same or are tourists only seeking pleastwiereas travelers may also be on business?
How far must one travel from home to be a tourmsuktler? Does paying for a room make one a
tourist? . . . And so forth. From the viewpointemfonomic development and/or economic impact,
a visitor, nominally called a tourist, is someongow

comes to an area, spends money, and leaves.



We employ an economic framework to be comparabile thie concept of ‘industry,” which is an
economic term. The reasons for the visit, lengtistaf, length of trip, or distances from home
are immaterial.

Thus,we define a touristasa person travelling outside of his or her normalitioe, either nor
mal living or normal working routine, who spendsrmag This definition of visitor/tourist
includes:

People who stay in hotels, motels, resorts, or gaoynds;

People who visit friends or relatives;

People who visit while just passing through goiamewhere else;
People who are on a day trip (do not stay overiigimid

An ‘all other’ category of people on boats, whoeglein a vehicle of some sort, or who
otherwise do not fit the above. For purposes & dafinition a resident (or someone who is not a
tourist) is defined as a person staying longer @8tdays. Note that visitors/tourists can:

Be attending a meeting or convention;

Be business travelers outside of their home o#irea; be on a group tour;
Be on an individual leisure or vacation trip, irgilng recreational shopping; or

Be travelling for personal or family-related reasolm today’s world there are three problems
with this definition:

(). Some people travel considerable distancesitp,sespecially at factory outlets. They may do
so many times a year. They are difficult to measiiechnically they are not tourists; their
shopping has become routine.

(i) Some people maintain two residences—a winter homdeaasummer home. Their stay in
either one usually exceeds one month and thesdepamgnot classified as tourists. Again, their
travel is routine. However, short stay visitorghieir homes whether renting or reok tourists.

(i) When people live in an area just outside of a dasbn and have friends or relatives visit
them, how are these visitors classified when thsiy the destination? Actually, the problem here
IS not whether they are tourists; those visitingrfds or relatives clearly are. Rather, the questio
is which area gets the credit? Or, how should #apfe they are visiting be classified? Again,
although measurement is difficult, the destinatemea should be credited for money spent
therein. Tourism, then can be viewed as:

A social phenomenomot a production activity;



The sum of the expenditures of all travelers oitatis for all purposesnot the receipt of a
select group of similar establishments; and

An experience or processota product—an extremely varied experience at that.

To underscore this view of tourism, let us focustba economic impact of tourism on the
economic health of a community.

3.1.1 Measure of Economic Impact and Typology

The best measure of this economic impact is notdheipts of a few types of business. Rather,
the economic impact of tourism begins with shen total of all expenditures by all touristhis
impact includes some of the receipts of accommoudastirestaurants, attractions, petrol (gas)
stations—the traditional tourism-orientated bussess (We might note that these are vastly
dissimilar businesses.)

However, it also includes retail purchases thatrofhimount to more than the money spent for
lodging. These include services (haircuts, carirgpahighway tolls in some countries, church
contributions, and so forth. In fact, visitors sgenoney on just about everything that residents
do. Thus, any and every ‘industry’ that sells tomsaamers is in receipt of cash from tourism.
Clearly, the criteria of similar activity or commamoduct or production process aret met in
tourism! Further, the requirement of substitutismot met either.

More often than not, most of these expendituregogether as complementary or supplementary
purchases. Thus, food is not competitive with ladgiA visitor buys both. Seen this way, travel

and tourism—the movement of people outside thermab routine for business, pleasure, or

personal reasons—is much, much more than an ‘industthe traditional sense.

As an economic force, it is the impact of everyghihe visitor or tourist spends. Thus, we really

have an expenditure-driven phenomenon, not a resceip

driven one.



Travellers

Visitors Other
travellers
Tourists Same-day
(overnight visitors) visitors

Figure 1.2: Traveler typology.
Source:Travel and Tourism Research Association p.55 2006.

or more geographic locations, either in their copof residence (domestic travelers) or between
countries (international travelers). However, as ba seen in Figure 1.2, there is a distinction
made between two types of travelesisjtorsandother travelers

All travelers who are engaged in the activity afriem are considered to be ‘visitors.” The term
‘visitor’ then becomes the core concept around thie entire system of tourism statistics is
based.

A secondary division of the term ‘visitor’ is maufto two categories:
1. Tourists (overnight visitors) and

2. Same-day visitors (formerly called ‘excursionistsTherefore, the term ‘visitor can be
described for statistical purposes as ‘any persavelling to a place other than that of his/her
usual environment for less than twelve months ahdse main purpose of trip is other than the
exercise of an activity remunerated from within piace visited.’

"' Tourism Demand for Planning & Marketing Purposes

An extended classification system of tourism dem@eltheating the main purpose(s) of visits or
trips by major groups was developed based on ifsafproposed by the UN (1979). This system
was designed to help measure the major segmetdsrigm demand for planning and marketing
purposes.

With so much effort to sell tourism as an indusspecifically an ‘export industry,” what is the
purpose of questioning this designation? Are natyra these people just going to fight for their
viewpoint? These are legitimate questions. Howetlerpbald opined that he believe that there
are several important, and negative, ramificatiorsttempting to make tourism an



industry when, in fact, it is not an industry irettraditional sense. Let me comment on three such
negative ramifications.

The first negative ramification comes from the eigf that is created. Somehow, whether it is
conscious or subconscious, people know that toudses not fit the traditional definition of an
industry. This disbelief tends to discredit theuangnts supporting the importance of tourism and
the level of support that tourism and tourism gilodeserve.

How often do we hear economic development propensay that tourism is not an industry and,
therefore, not economic development? In essends, rémification says that when people
recognize—correctly— that tourism does not fit thassic definition of an industry, then they
discredit the argument that tourism deserves thefiie that accrue tolagitimate industry

The second negative ramification is subtler. Itss#lyat the attempt to define tourism as an
industry has led to attempts to employ traditioma&thods of measurement and analysis to the
study of tourism. But traditional methods just du work well. One result has been inaccurate
results that often understate the size, impactpamefits to a community of the tourism
phenomenon. Let me offer two examples:

(@) The issue of business receipts versus total toumsmenditures. Receipts of specific
businesses are the traditional method for measannigpdustry. Usually, the total receipts of all
of the relevant business units are summed. Yethiesinesses receive all of their receipts from
tourists and few consumer businesses receive noeynah all from tourists. Thus, tourist

expenditure is the better measure of the size,es@m impact of tourism.

(b) The issue of substitute or competitive goods vessyplementary or complementary goods.
Traditionally, members of an industry compete omsdevel for the same money.

If a visitor stays tonight in Hotel A, he or sheedmot spend tonight in Hotel B, and hotels are an
industry. However, many expenditures of tourises @mplementary. When spending the night
in Hotel A, the tourist travels, eats, pays foregtginment, and may buy a gift to take home.
Taking one action does not necessarily excluden¢gaiinother action. It is more probable that all
are done during the course of the stay.

The third negative ramification relates directly ttte disadvantage tourism faces for public
funding. When tourism—an industry made up of indipdl business firms seeking their own
benefit—comes up against education, public healtime prevention, infrastructure repair or
development, etc. (all seen as serving society alkae), the problem before the appropriations
committee is clear. Why should government use déichitunds to support one industry—and a
‘frivolous’ one at that— when there are so manyiaatts that demand attention? As an industry,
tourism is often seen as self-serving when, in, it a key ingredient in the economic health of
the community. Thriving tourism can be key to aflieg to these other issues. Thus, the question
raised by this issue is, ‘Does the “industry” desigon make it harder to argue, and win, the
broader implication?’ Frankly, as one who has beémately involved in these confrontations,
Daun contends, | believe that it does. The nethisfargument is that to truly



understand, measure, analyze, and sell tourismegd to go beyond traditional thinking/e
need to ‘think outside of the box.’

If we are to study tourism to expand it or to cohit, is it not better to have an accurate
understanding and definition?

If we are to communicate the value of tourismtisdat more effective to reflect the totality of
tourism and not just champion a few industries?

In sum, Daun asserted, thdefining tourism as an industry is incorreand further,this
definition demeans what tourism really ®ourism is a social/leconomic phenomenon that acts
both as an engine of economic progress and as &lsimcce. Tourism is much more than an
industry. Tourism is more like a ‘sector’ that ing& a wide range of industries. Tourism is not
just businesses or governments—it is people.

Supporting rational tourism growth and developmes#ds to be viewed in this broader context.
Given today’s economic conditions, environmentalans, evil, turmoil, and strife, positioning
tourism properly takes on added importance. Maybw s the time to rethink the ‘industry’
classification and find a way to communicate mdeauy just how important tourism’s health is
to our economy.

3.1.3 Advantages of tourism

0] The first advantage is the need to gain respespet based on understanding the
contribution that tourism makes to economic health.

(i) Tourism has an image problem. It is not really peted as a legitimate part of
economic development. For some, tourism is not eweregitimate part of
government and in today’s budget crises, not woafhfunding. If tourism can argue
that it really is an industry worthy of being caesied on the same terms as other
recognized industries, then the image of and tpeat for tourism will improve.

(i)  The next advantage is the need for a sound frankevmitabulate, analyze, and
publish data about tourism—data that are accunag¢@ningful, and believable.

(iv)  Historically, economists have used the ‘industry’the basis for measurement and
study. If tourism wants to be measured and studeribusly, it follows then that
tourism must be an industry. Only by treating tenrias an industry can tourism be
compared with other industries in the world economy

(v) There is a need among some in ‘tourism’ for a fdrfoaself-identity. Being part of
an industry is a clear and easy way to achievetityeaind the self-esteem that goes
with identity.



(vi)  Tourism isbeset by many outside pressures: world events; ktggoblemsand
mounting deficits; recession; the staggering nemdfdinds to support education,
health care, social needs, and crime preventichilaa maturing, competitive tourism
marketplace. In this environment, a great effors lh@en devoted to legitimizing
tourism as a key industry in today’s service ecopom

(vii) In great measure, these efforts have been sucteBsft) is this ‘success’ really
positive? Or has the ‘industry’ label actually htive cause that this designation is
supposed to champion. To answer this question wd teedefine what an industry is,
use this definition as a framework to look at teorj and then consider the
ramifications of the difference.

$- + # #

One of the major problems of the travel and touriadustry that has hidden or obscured its
economic impact is the diversity and fragmentatbthe industry itself.

The travel industry includes hotels, motels, artteotypes of accommodation; restaurants and
other food services; transportation services armditfas; amusements, attractions, and other
leisure facilities; gift shops; and a large numbérother enterprises. Because many of these
businesses also serve local residents, the impagtemding by visitors can easily be overlooked
or underestimated.

A review of any of the statistics published by tWérO/UN points out the innumerable

footnotes to the data indicating national variasiodifferences in data collection methodology,
and significant diversity in terminology standardisdeed, one of the important tasks of the
WTO is to work systematically to improve and hekwvdlop definitions and classifications of

tourism that are of worldwide application and tlemtphasize both clarity and simplicity in

their application.

Throughout Europe, Wéber (2000) suggests that hmfately, city tourism office managers

have very little influence on the local authoritieio are usually responsible for conducting
national and regional tourism research studiesthdigh in 1995 the Federation of European
Cities Tourist Offices (FECTO) attempted to eswla common database of primary city
tourism statistics among their members, nonetheatesas proved unworkable because of the
lack of uniform reporting and definitional differes

In addition, Meis (1992) points out that the toorisndustry involves concepts that have
remained amorphous to both analysts and decisiokersaMoreover, in all nations, this
problem has made it difficult for the industry teveélop any type of reliable or credible tourism
information base in order to estimate the contrdouit makes to regional, national, and global
economies.



3.2 System of Tourism

In June 1991, 25 individuals representing 90 coesifparticipated in a landmark meeting held at
Ottawa, Canada, and cosponsored by the WTO andishou€anada. This meeting, The
International Conference on Travel and Tourismi§tas (1991) had three primary aims:

1. Development of a uniform and integrated definitiand classification system of tourism
statistics,

2. Implementation of a strict methodology for deterimgnthe economic impact of tourism and
the performance of various sectors of the industing,

3. Establishment of both a means of dialogue betwesergments and the tourism industry and
a coherent work program for collecting tourismistats and information.

The Conference was successful in agreeing on agipesdo standardize tourism terminology and
industrial classifications, as well as indicatofsntarket growth, economic impact, and overall
industry development.

$# ' #1) +

All delegates to the Conference endorsed the caescepeasures, and definitions that were
proposed in the resolutions that came out of thetimgs. In 1993, the UN accepted the report of
the WTO and adopted the recommendations of the Wdrefariat’'s Statistical Division
pertaining to tourism statistics.

One of the principal findings that came out of tbenference resolution$WTO, 1991)
recommended that tourism be defiredthe activities of a person travelling to a placesde

his or her usual environment for less than a spetiperiod of time and whose main purpose of
travel is other than the exercise of an activitjntenerated from within

the place visitedin addition,tourism was further definegisthe activities of people travelling for
leisure, business, and other purposes to placesdmitheir usual environment and staying for no
more than one consecutive ye&arOn (1996) has compiled a helpful list of thos@ QYUN-
adopted definitions as shown in

However, the nature of this very diversity makesé¢t and tourism an ideal vehicle for economic
development in a wide variety of countries, regjamrscommunities. Once the exclusive province
of the wealthy, travel and tourism have becomenatitutionalized way of life for most of the
world’s middleclass population.

Self Assessment Questions

0] When does the economic impact of tourism begins and
(i) What are the impacts?
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For too long, the tourism industry, both internatib and domestic, has had great difficulty
making statistical comparisons with other sectdrthe economy. In all nations, this has led to
difficulty in developing valid, reliable, and créxdie information or databases about tourism and
its contribution to local, regional, national, agidbal economies.

In addition, Meis (1992) points out that the toorisndustry involves concepts that have
remained amorphous to both analysts and decisiokerma Moreover, in all nations, this
problem has made it difficult for the industry tevélop any type of reliable or credible tourism
information base in order to estimate the contrdyutt makes to regional, national, and global
economies.
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(1) The economic impact of tourism begins with shuen total of all expenditures by all
tourists

(i) The impact includes some of the receipts of accodations, restaurants, attractions,
petrol (gas) stations—the traditional tourism-oté#ed businesses. (We might note
that these are vastly dissimilar businesses.)
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Computer application for entrepreneurial ventures a nd small
business
There are three basic reasons for the increasing use of computer

system in small businesses. First, a properly designed computer



system can reduce the cost of operating business. Second, the
computer can assist in providing more timely, accurate information
for managerial decisions. Third, the computer can improve customer
service and other functional activities with user-friendliness with
speed and efficiently and thus pave the way for increased revenue.
Buying a Computer

The advantages of buying a computer are obvious. The owner has
total control and ownership of computer.

Edward Goldfinger lists ten steps for a company to take when
considering the purpose of a computer. Besides, Frank Greenwood
also identifies ten rules of a entrepreneur and small business
computerization.

The ten steps are described below and involve a ble  nding of
these two persons ideas.

Step 1. Learn about computer

Step 2. Analyze the present manual system.
Step 3. Clearly define your expectation from the computer system

Step 4. Compare cost and benefits
Step 5. Establish a time table for installing the system

Step 6. Write a tight contract
Step 7. Obtain program first. Then obtain a computer. There are

several options for obtaining computer programs.

(1) Obtain program s that are already working at other similar
entrepreneur and small businesses

(i) Hire a programmer to write programs

(i) Hire a consultant who has programs which can serve most

business functions.



Step 8. Prepare your employees for conversion
Step 9. Make the conversion and conduct appropriate training

Step 10. Reap the benefits
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4.2.1 Four Reasons for becoming an entrepreneur
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Characteristics of Entrepreneur and success trail
43.1  Vision

4.3.2 High Energy Level

4.3.3 Need to Achieve

4.3.4 Self-Confidence and Optimism

4.3.5 Tolerance for failure
4.3.6 Tolerance for Ambiguity
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4.3.8 Internal Locus of control
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3 three basic categories exist: classic entrepreneurs, intrapreneurs
and change agents.

3.1.1 Classic Entrepreneurs

2 + 22
2 % + -
7 9 (2+ + 2
7 9 > + I
’)1 + + | I 1 3
! + + 2 3 +
15 7T 9 % + %
12 3 % ! 2 3
| < 0Op
2 2 % ," (2 37 9
* . %3 '+ 2 9! I'5
: 11 2 3 9
+ ! I % 2
2 22 K2 !
2 , 7 9
' 3 2
% 2 6 %
2 % + 3
% 52,
3.1.2 Intrapreneurs
2 2 22 %
2 2 3 3 !
o 4 3% .3
2 2 2 ! 2
2 + (2 2 L,
; 2 12 + % !
22 + I +



$ 2 "
3.1.3 Change Agents
1 3 2 3
! % 9 + % 2
2 6 %2 ,° ; 2
F -, DD# 3 % +
+ + I + I 3+
- V* 3 :
+ 2 ! 3 2
% ! 2 ! 3 +
5 ' + %2 % %3 2 2 +

3.2 Choosing Entrepreneur as a career path

+ + 3 2 +
2, "I D 3 ! '
1 !
(2 + 2+
+ + (2 I ,
2 rero , +
2 2 I +C D
: DC# 3 !
2 3 2 2
2 ! + 2 %
+ 3% + 2 ! 3
- +3 o+,
22 + 2 2 6 !
2 3 + ., I ++
! M 3 + ++
2 2 , + 3 I+
3 - 13 + 3 %



2 -
X 2 2 2
% % + 22, %
22 | 2

2+

3.2.1 Four Reasons for becoming an entrepreneur

+1 # 322 2 +
+ + 3 ! % 4 Ds
Entrepreneurship:

58 6

58 +

58

58 2 < + +

Figure 4.9 U.S. Adults Currently Engaged in Startin g a Business

Source: US business statistics, chamber of commerce bureau 2008, p101

of



, 8 ! % +
! 3 % ! 2
42 , 3
! % 2 +
Fig. 4.10 Why People Become Entrepreneur
Source: US business statistics, chamber of commerce
4 2 +
% + 2 2
) + !
. +5 | G 6 G
2
4 %+ ,
2 + |

bureau, 2006, p.211



2 + + 2
[ [ +
3 3 %,
! 2 + +
+ ! 3 2
[ o 1#
'4 3 5+ % 2
+ I+ o+ +
2 A+ (2 +
2 I+ "
+ ! + 4+
W ,4 +;++6 + | 22
K ++ >2 97
+ " + % +
$8 6 ! ++
2 |7 2
! % + :

3.3 Characteristics of Entrepreneur and success tralil
(2 + 2 2 6 +
! 2 2 2 %
++ I



3 !

3.3.1 Vision

"2
|
%
!
|
%

3+ ( 3

++

22

%

%



%

$(



|+

,?
2

3

I ++
HH6

Q

22



% % !
++
'+ 3 $ !
3 H !
2
$ |
I+ 2 3H !
% H
: H 6
# 2
2 2
, *
! ! |
% , * I'9
3
21 2
+ 6 2
2 +
2 3 I'5
, 2 2
+
? G 3
3 2
+ $ H, + 3
%2 + 3

% !



3.3.7 Tolerance for Ambiguity

. %
| 8 2
+ 2 + 13
2 ++ %62
+ < % ,
* 6 (2 + 2
7 F (2 +
+ I I
3 2 22
& "448 7 =4"= :H5"448 *4",
I+ 47
% + o+ 22
! 1344, = *
2 K 2
3 + 2+ (2
7 2 +
+ | 2 +
+ 2 13 * 6
2 2 2 + |+
+ | ++ o+
2 2 2 2
2 2 + + 1 13
2 % + !
! + 3 < % %
1 6 % !,
e H +
- .
+ ]
2 19| % |

22

%

%



113+ (20L 2 +

2

22
4 2 +
+

3+ (20L !

2 3+ (20,
2 + 2

++ !

/

%



2 3 2 2+ +
5 3 #
9 + ' 2 (2
2 2 + + M
3%$,37 3:;:3)- 3%/##C0,$ 1.+
! I 8 2 |/ 0, 3 K
= ! H,

Broom, H., Longenecker, J., & Moore, C. (1998).Small Business Management
(Med). . 3= :%K : !

8 % 3.,",/DC#0, 2 2/11 0,

'K ! -

Ellis J., & Williams, D. (2005). Management: Concepts and Practices (6th ed.).
London: Pitman Publishing.

Mitch, W. (2011, June 20). On-line cash and Business credit financing reality.
Open Systems Today, Vol.12 (27), pp.169-173.

Morse, S., & Schuster, M. (2000). Income disparity a driving force on IT and online

Business Performance (3rd ed.).Needham, Massachusetts:

Dover Press LLC.

Muller, P., Path, M., & Purcell, R. (2000). 21% Century Business (4th ed.). Cambridge:
Cambridge University Press.

Nathan, A. P. (2004). Internet world panacea and the minds of young managers

Generation (2nd ed.). New Haven, Connecticut: Willibrook Publishers.



Nelson, G. O. (1994).Strategic Management: Principles and practice

(2"ed.).Raleigh, North Carolina: Ashland Academic Resource.

+ 2 % +



I+ ,, E F
+ +
#
# 4
H$
3.1

1.#
B.#
Hoo+

Initiation of Strategy- Triggering Events

-2,2,
= 4,
_2’2-

5 %
&II

$ 9

I8

) 1-2,2

'M

K

6% + ! 8
2 $ K

2 %,

'$

5% 12 K

Eight-step strategies for improving strategic decisions



26 '(

-26
3.1

F 0 3
)
! +
2 + + ( ++ 0
< %
! 2+
2 9
+ 3 K
! % 12 2
I + 2
12 I+ 2 1 I
+ ! % ! 2
Initiation of Strategy- Triggering Events
$ - ro + 2
+ 1 # + %!
! , + 12
( ! I3 + %

% |



-2,2,

%

2



$ 9

13

% !

K



22 I+ L,

! % !

13 % I, ++ 85;4%

I 1+ 222 o+ +



22 2 3
+ 22
2 ., A,
2 !+
DC# 3
2 3 3
+ 1. 8 I
DD#
2 ++ !
2
H! 5
I+

incrementalism3

2 3 3
+ !
w 3 2 ! !
+ 2 6
2 + 13
2 !
(2
/ 0
+ + !
+

2

+ 22!

22

( 3
% !,

logical



2 + L,
- 0 5 3
-2-2, Eight-step strategies for improving strategic decis
3 ! ! + !
2 2 / ! 0
,7,$ 9122 3 3 2
3 + ! r 2 3
+ % ! ! , 2
2 3
222 + ! 2 ( 3 1
E' F + 22 + I 15 2 !
% 12 2 % ! + ! + 2 L
veo 2 +
32 + 3 + 3
3 3 13 2
ve 2 ! 3 2
+ + 6 + 2 |
. (
I+ 2 22
- 2
| + |
/ 2 2 0 %
, ,B 9 I /40 + /0 22

ions

+ /0
/0



| |+ 2
,,C 2 ! 2! 3
2
,,D ' 2 ! + %
+
+ 2
22 I % !
+ 2 % 5H
8 7 L L - * 23
2
JH# =
! 2 +
(2 2 + M
+ 37 $ 9!
2 3 2 KI
2 32 I+ ,
! 2 3 2
1213 +2 13 +! L,
+ 2 (2
2 +
2 + <
I+ 2 + 2
9 2 + N



I + 1 2
! % | 1 9 ! ! 2 (
3 |
2 ++ % , 2 2 ! 5
%!+ % 222 % ! +
+ 2 ,
8 53 #
H 2 +C 2 ! 5% !2
2 % ! + !
M
926 " ;

3%,37 3;:;3)- 33$/##C0,$ Il
o+ ! 8 2 |/
0, 3 K= "' H,

Broom, H., Longenecker, J., & Moore, C. (1998).Small Business Management
(™Med). . 3= :%K : !

8 % 3.,",/DC#0, 2 2/1 0,

'K ! .

Ellis J., & Williams, D. (2005). Management: Concepts and Practices (6th ed.).
London: Pitman Publishing.

Mitch, W. (2011, June 20). On-line cash and Business credit financing reality.
Open Systems Today, Vol.12 (27), pp.169-173.

Morse, S., & Schuster, M. (2000). Income disparity a driving force on IT and online



Business Performance (3rd ed.).Needham, Massachusetts:

Dover Press LLC.
Muller, P., Path, M., & Purcell, R. (2000). 21* Century Business (4th ed.).

Cambridge: Cambridge University Press.
Nathan, A. P. (2004). Internet world panacea and the minds of young managers
Generation (2nd ed.). New Haven, Connecticut: Willibrook Publishers.

Nelson, G. O. (1994).Strategic Management: Principles and practice

(2"ed.).Raleigh, North Carolina: Ashland Academic Resource.

2 + , + 22 L2



!+ + mon + !Il <#Il# n

DTS+ 0&*

+ +
H
H 4
H#$

1.#
B# 5 %
H#o+ &"

l’l
,,B

147 1$5
+
+
+ 1
% !
2
9|
$
! 51
I K(
I -K
I K
/08 Il |
I 8K %54
'K ; $

22

%



I+, +" "+ 1" <g'® " 147
# oo+""+I"$L+ 0&* +
,26
2 2 +
2 ! 2
2 o+ 2
3 !
+ + + | 2
L+ 2
262 '( )
+ 3
! 2
0 2 22
o ' 51 +
! ++
2
-262
J , +
-2,2,2 + 2
22,
2 5

1$5

5 % !

%



+
Il + +
2 2 22
-2,22 + ! %
! +
2 )
+
+ !
I+ |
!
ro !
|+
+ I
13 |
-2,2-2 % ! + %
2 %
!
% (2
, *+ % 2
,I#E + 15
+ 0 $
2 % B#
3 = "
-2,22 2 22

+ +

%

%



% !3 , 4 3 2
% +2 2 % % % !

2 2 + 22, |
3 2 %
32 3 3 2 " (23
$ @23+ +H 8 2 2 3
' A $9
$9 ' % @2 %,
-2,272 9 ! o+
++ ! + 2 3 7+
122 ! 2
-22 'S5 $ 0)
) '5 '
)
rF+ 2 | 2
I
[ !
! 2 2 +
! 3
+ ro 2
3 : 2 !
23 H
22 L

-22 2 C#D ( 3 /0 3/0 3/0 %5 ++3




222

++



-2 272

-2282 C.DO

+

2

2

J

RO



< . ! 2
% |
2 9
I+ ,
-2292 CD 2 2 %
2 + 2
+ 1+ r, ! 2
2 2 ,
$ ! 2 J +
+ , 2
5+ ! Inc. 500.
2 %
2 J2 L,
+ 3
2 2
2 2 + + ! + +
+ ’
-2 2A2 0 35 % 2 !
12 + I -
+ 2 2 !
% 2 2 ++ | /.40
2 ++ 1/8.40, 2
! 2 9 2+ !
+ I + 2
! + 2 + +



2
2
!
!
2
+’
2 3
+
2
+
|+
(2
2 +
+ 1+
2
!
2 ’
55 59
2
2
2 1
+ I+

Inc. 1##

%

Fortune 1##



2 2 C3 2 + 5+ !

I+ 2
H =
¥ > 18K %5472 + ' 2 M
% % 2 0 35 + 5
I'M
H
2 2 + |
2 | 2 A 5 % !
2 o+ 2 ++ o+ +
3 ! 2
+ + + | 2 ,
L+ 2
726
9 ! P+ ++ |
+ 2 37+ 122
| , I+ 2 1 2
I
| | | 2 2
+ ! 3+
19 2 3 ,
2 | 2,
826 5 3 #
8 + 51 + 2



926 ". -
3%, 37 3;:;3)- 3%/##C0O,$ I
.+ ! I8 2 |/
0, 3 K= " H,
Broom, H., Longenecker, J., & Moore, C. (1998).Small Business Management
(7Med). . 3= :%K : !
8 % 3.,",/DC#0, "2 2/1 0,
K ! -
Ellis J., & Williams, D. (2005). Management: Concepts and Practices (6th ed.).
London: Pitman Publishing.
Mitch, W. (2011, June 20). On-line cash and Business credit financing reality.
Open Systems Today, Vol.12 (27), pp.169-173.
Morse, S., & Schuster, M. (2000). Income disparity a driving force on IT and online
Business Performance (3rd ed.).Needham, Massachusetts:
Dover Press LLC.
Muller, P., Path, M., & Purcell, R. (2000). 21% Century Business (4th ed.). Cambridge:
Cambridge University Press.
Nathan, A. P. (2004). Internet world panacea and the minds of young managers
Generation (2nd ed.). New Haven, Connecticut: Willibrook Publishers.
Nelson, G. O. (1994).Strategic Management: Principles and practice

(2"ed.).Raleigh, North Carolina: Ashland Academic Resource.

2 2 ++ 1/.40 2  ++ |



#*

1.#
B#
H

+ n $! + : + mon + !Il !ll

5

SPECIAL CONTRIBUTIONS OF ENTREPRENEUR TOURISM
VENTURE BUSINESS

. Providing New Jobs

. Introducing Innovation

. e 2

3.15 Aiding Big Business

, ,B 8 !

. 22 "

3.1.8 Producing Goods and Services Efficiently

% !
&" !



&+ < +?
,26
2 + 3 2
< 6
2 2 + !
!
, 2 2 I+
2 122 + %
' 6 2 + !
+ 22 2 A 6! 13
2 |
! 2 2 3 %3 2 ,
2 2 3= 23= + 3+
F+ 3 : R3 3"
3 -1$ I,
26 '( )
+ 3 K
> 2
0 2 (2
! 2 2 ++
2 )
4 2

% 3



-26

: Special contribution of entrepreneurial ventures and

+ 3 32 < %
+ 1
2 , 2 3 3
2 3 ! 3 2 !
++

22 '3
2 +
22 , 2 + 3 3
2 > 6 ?+
" (23 I+ va 1
3 3
‘2 3 7 35 +
+ "3+
+ + 2 !
K

1.1.1 Creating New Jobs
+2 (2 :
% 2 + % 5
2 !



3.1.2 Introducing Innovation
= 2 !

+ |

1.1.2 Creating Major inventions and Innovation-

2 2 3
3 | + .-
3 2 + 5
+ D12 +
: F,- 2
% 4
+ = - 3 % 2
2 23
2 + +
< % :
(23= 2 =1 +
3 +
: + %
2 3 +
I 52 |
) | ,  + ,
, < 3 3
2 + | |
I + ,



"2 + K
T 12
F
52 %
X 22
Al
7 2
!
@
- 52 2,
-2,2- : :
2 2 !
2 +2 :
I+ +
6 I +1
2 ,? + o+ 2
+ +
2 2 2
2 :

3.1.4 Stimulating Economic Competition
$ 3! 3
(2



2 +5
: 2
! + o+
, 7 3 ! +
2 3 4
+ | + +
+ , = 3
( +
% +
2 ,
3.1.5 Aiding Big Business
+ + (2
2 + +
+ 1+
+
2 3! +
+
++ 2+, +
2 + ++
! +
22 +
-2,28 Distribution Function.
"l 4+ + (2
2 +
, %3+ (23 +

2 +* 5 ++



13 ++ + %
2 I
| 4+ G
* 1A 3 + 6
347G A 3DC3 -
$ 3+ "
82 ¥ 6 2 3
' $ 3 > 6
2 3
% 4+
+ %l o+ x
-2,29 22 " 2
22
+ 1+ 1 $ 3+ (283
2 ! +
St , 4 + o+

+ 2 + #H# 2

3.1.8 Producing Goods and Services Efficiently

! + 3

++ 9 +

, 193+ (23



Entrepreneurs
Affect the
Economy by....

Providing
Creating New Opportunities for
Jobs Women and
Minorities

Creating Major
Inventions and
Innovations

Figure 4.11 Influence of Entrepreneurs on the Econo  my . Source: Canada C.I.C Reel Region BMC,
2006, p 39

1.1.3 Providing Opportunities for Diversity

2 2 ++ 22 +
, + G 2

I , 3

2 + + + 52
+ 2 + 2,

" 2 I + !
o+ 2 6 #5 2

+ + .

91 + 5 5 52



2 2! 2 2
2 2 3 3 :
*  $ 3A. 3 3 3
' L+ ++ 22
H! 2 + < 19
2 372 3 %'!'$ 3
+ 22 +
2!
H = K
+ 2
2 + ++ !
4.0 Conclusion
( + 2
+ + ++ 5
+ 2 ++ % ! +
+ + < Op |
+ 2 1 ++ +
+2 + : 2
2+ 2 +

5.0 Summary

(2 I ++ 2

++ 2 +

@ %3
+ * )
210,

% -

%



! o+, + 13+ (23
+ D 2 + 3 I+
# 2 + , + 3 2
! [ I 2,
2 3 +3 12 +
9 ++ , 22
2 + + .
826 5 3 #
+ (2 (2 3 2
% 6 + M

926 ". -

3%,,37 3;,3)- 3$/##C0,$ I
.+ ! I8 2 |/
0, 3 K= " H,

Broom, H., Longenecker, J., & Moore, C. (1998).Small Business Management
(7"ed). . 3= : %K o

8 % 3.,",/DC#0, 2 2/11 0,

'K ! -

Ellis J., & Williams, D. (2005). Management: Concepts and Practices (6th ed.).
London: Pitman Publishing.

Mitch, W. (2011, June 20). On-line cash and Business credit financing reality.
Open Systems Today, Vol.12 (27), pp.169-173.

Morse, S., & Schuster, M. (2000). Income disparity a driving force on IT and online

Business Performance (3rd ed.).Needham, Massachusetts:



Dover Press LLC.

Muller, P., Path, M., & Purcell, R. (2000). 21* Century Business (4th ed.).
Cambridge: Cambridge University Press.
Nathan, A. P. (2004). Internet world panacea and the minds of young managers
Generation (2nd ed.). New Haven, Connecticut: Willibrook Publishers.

Nelson, G. O. (1994).Strategic Management: Principles and practice

(2"ed.).Raleigh, North Carolina: Ashland Academic Resource.

22 +



!+ , #+# + + mon + !Il !ll <#** + 1

H" +
+ +
H
H#4
H#H$
: Root Cause failure- Inadequate Management
. + + - "
' * 3. ' '
' $ >
, 2
3.2.1 Deterioration of Working-Capital Position
3.2.2 Declining Sales
3.2.3 Declining Profit
3.24 Increasing Debt
3.2.5 Insolvency and Bankruptcy
H
1.,#
B.# 5 % !

H#o+ &" !



I+

#+# + + m on + !Il !ll <#** + 1

HI|+
,26
2 + + + ++ 3 1
+ + +
2 , %0 + | +
3 , + I
+ 22 3 + 3 + + ,
26 '( )
+ 3 K
+ 2 +
0 + + 2 +
o ' ! 2 +2
> + 2 + 2
! < +
2 +
-26

, Root Cause- Inadequate Management
2 3 !



% + +

3.1.1 Surface Causes .
I I 9

_2,2_

5



2 ,
3 + 2 13
< L, (23 2
22 ! !
2 , + 3
+ + ,
-2,2 ' > 2
2 +2 2 3
+ 3 +

+ (2 2 +
I , 3 (2 +
+ 2 (2 !

25 :
ol :
2+ 2 | +
+ 1 2
2 .+ +
2 3 + J+ 2
2 1

2 | :

3.2 Deterioration of Working-Capital Position
- + J % ! 2 2
13 %! 2

% | 2 + K



+3+ 3 3
L

'y + !

1 "9 ++ 3 3
++ ,

B 4 + ( + % 15
2 o+

,, HI5 2 ( + 22
+ 2 +

,,C  Declining Sales .

2 +
3 ! ,
2 1 (2 52 + (
2 5 2 2 :
7 32 !
2 + , +
K
< %
2
2,
2 ! 2
4 2 2
2 %!

3.2.9 Declining Profits .

.t ! +



++

- H#
2 3
% 2 , =
«
-2-2,
I
2 :
K Lo
! - % 2
I % 2
+ +
2 !
! %
2 3
!
J 2 + |

Increasing Debts .
+ !

+ J

2 J +(

DC3

%,



., + 3 o+ o+ 2
+ )
2 ! 2
3 2 ,
2 2 ,
! C o 2 ’ -0 2 + DC
5 % 2 CDCO 2 +
I+ o+ ++ o+ , 2 + (
22 1 91 ! 2
%2 ," (23 ! ¥
2 3 3 3
- . ( 1 22
9 9 4 ++ 1+ % 2 , + 2
2 3 3 : 2
522 2 + 22 * * >
v (23 3 3 ’

9 2 2 + (2
2+ ! |
! + 15 , ! 2 2

+ 3 < 2 * o
J 22 < 2 3
! I+ + 2 :
# =

/0 +



%! 2 3(2 (2 M

C D + +
M
26
+ + ++ 3 |
+ + +
2 % o+ +
3, + !

726
4 (2 + +
| 2 + ,
2 o+ 2 1 +
2 , + 2
+ 2 3 + J+
2 | 2
826 5 3 #
2 + + 2
+ M
926 ". D

3$,,37 3:;3)- 3%$/#C0,$ oy
18 2 0, 3
K= ' H,



Broom, H., Longenecker, J., & Moore, C. (1998).Small Business Management

(™Med). . 3= : %K . !

8 % 3.,",/DC#0, "2 2/1 0,
K ! C

Ellis J., & Williams, D. (2005). Management: Concepts and Practices (6th ed.).
London: Pitman Publishing.

Mitch, W. (2011, June 20). On-line cash and Business credit financing reality.
Open Systems Today, Vol.12 (27), pp.169-173.

Morse, S., & Schuster, M. (2000). Income disparity a driving force on IT and online

Business Performance (3rd ed.).Needham, Massachusetts:

Dover Press LLC.

Muller, P., Path, M., & Purcell, R. (2000). 21% Century Business (4th ed.). Cambridge:
Cambridge University Press.

Nathan, A. P. (2004). Internet world panacea and the minds of young managers
Generation (2nd ed.). New Haven, Connecticut: Willibrook Publishers.

Nelson, G. O. (1994).Strategic Management: Principles and practice

(2"ed.).Raleigh, North Carolina: Ashland Academic Resource.

%! 2 % ! 2 !



! #+0 < 11"

&+1I" + I
#
#4
#$
, +
#
1,#
B# 5 %

Ho+ &"

: + mnon + !ll #*

2
b
+ 2 -
22 +x
+ 5
o1 +



I+ 7 THHD < LI

&+1" + 1
+ o+
,26
+ 3 2 2
, + + +
! !
26 ()
+ 3 K
! I+ 2 + 2 2
0 + % 2 + |
2
P+ +2 2 2
0o + +
> + 2
L
-26
2. )
-2,2, $
2
| | (2
2 :
I+ 5 I
! 22 12 4+



-2,2

-2.2-

- %3 -= - 2
3 -52
21 + + 2
5 | |
, 8 ! D#3
++ | + !
9 #, $ +
! ++ 2
21
1
$ 2 2
+ ,
(23 2 +
3 2 ! 2
211 + !
+
2
2 3 Inc., Venture,
2 D#3
+ 2
+ 2
+ I 2
2 2 ,
) 2
2 ! 21 +
! + ’
21 3 2 % !

22

Nation's Business,

In Business,

+



22 + , +
2 + 2 +
2 +
-2,2 : ) 5
) 2
4 + P+ % ! +
+ 2 2 +
% 2
, ++ 3
2 (2,
= $ ! 2
(2 + 2 ++ 2
, ! 2
+ 9 3
2 2 2 <
2 I+ 22+
2 19 5
2 3
12 %
22 , K = $
! 3 B = $ ! 3
,  #3 13 HB#B#,0,
-2,27 1. 2
2 I+ 1+
+ + 1 2 +



7262

%



8262

9262 ".

5 3 #
+ 2 + | 21 +
2 M
3%,,37 3;:;3)- 3%$/##C0,% 1.+
! 18 2 |/ 0, 3 K
= H .

Broom, H., Longenecker, J., & Moore, C. (1998).Small Business Management
(™Med). . 3= : %K . l
8 % 3.,",/DC#0, 2 2/1 0,
'K ! .
Ellis J., & Williams, D. (2005). Management: Concepts and Practices (6th ed.).
London: Pitman Publishing.
Mitch, W. (2011, June 20). On-line cash and Business credit financing reality.
Open Systems Today, Vol.12 (27), pp.169-173.
Morse, S., & Schuster, M. (2000). Income disparity a driving force on IT and online
Business Performance (3rd ed.).Needham, Massachusetts:
Dover Press LLC.
Muller, P., Path, M., & Purcell, R. (2000). 21% Century Business (4th ed.). Cambridge:
Cambridge University Press.

Nathan, A. P. (2004). Internet world panacea and the minds of young managers



22

Generation (2nd ed.). New Haven, Connecticut: Willibrook Publishers.

Nelson, G. O. (1994).Strategic Management: Principles and practice

(2"ed.).Raleigh, North Carolina: Ashland Academic Resource.

* ] #
! (2 2
’ I + 5 [ !
I 2 + ’ 2 |
+ 3¢ - %3 -=
2 22 I 3 -52 !






