Chapter 1. History and Overview

Revisions made by: Paolo Fresnoza
Learning Objectives

• Specify the commonly understood definitions and differentiations of travel, tourism, and
hospitality
• Classify tourism into distinct industry groups using North American Industry Classification
Standards (NAICS)
• Define tourist and excursionist
• Gain knowledge about the origins of the tourism industry
• Provide an overview of the economic, social, and environmental impacts of tourism worldwide
• Understand the history of tourism development in Canada and British Columbia
• Analyze the value of tourism in Canada and British Columbia
• Identify key industry associations and understand their mandates
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1.1 What is Tourism?

Before engaging in a study of tourism, let’s have a closer look at what this term means.

Definition of Tourism
There are a number of ways tourism can be defined, and for this reason, the United Nations World
Tourism Organization (UNWTO) embarked on a project from 2005 to 2007 to create a common
glossary of terms for tourism. It defines tourism as follows:
Tourism is a social, cultural and economic phenomenon which entails the movement of people to countries or
places outside their usual environment for personal or business/professional purposes. These people are called
visitors (which may be either tourists or excursionists; residents or non-residents) and tourism has to do with
their activities, some of which imply tourism expenditure (United Nations World Tourism Organization, 2008).

Using this definition, we can see that tourism is not just the movement of people for a number
of purposes (whether business or pleasure), but the overall agglomeration of activities, services, and
involved sectors that make up the unique tourist experience.

Tourism, Travel, and Hospitality: What are the Differences?
It is common to confuse the terms tourism, travel, and hospitality or to define them as the same thing.
While tourism is the all-encompassing umbrella term for the activities and industry that create the tourist
experience, the UNWTO (2020) defines travel as the activity of moving between different locations
often for any purpose but more so for leisure and recreation (Hall & Page, 2006). On the other hand,
hospitality can be defined as “the business of helping people to feel welcome and relaxed and to enjoy
themselves” (Discover Hospitality, 2015, p. 3). Simply put, the hospitality industry is the combination of
the accommodation and food and beverage groupings, collectively making up the largest segment of the
industry (Go2HR, 2020). You’ll learn more about accommodations and F & B in Chapter 3 and Chapter
4, respectively.

Definition of Tourist and Excursionist
Building on the definition of tourism, a commonly accepted description of a tourist is “someone who
travels at least 80 km from his or her home for at least 24 hours, for business or leisure or other reasons”
(LinkBC, 2008, p.8). The United Nations World Tourism Organization (1995) helps us break down this
definition further by stating tourists can be:
1. Domestic (residents of a given country travelling only within that country)
2. Inbound (non-residents travelling in a given country)
3
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3. Outbound (residents of one country travelling in another country)
Excursionists on the other hand are considered same-day visitors (UNWTO, 2020). Sometimes referred
to as “day trippers.” Understandably, not every visitor stays in a destination overnight. It is common for
travellers to spend a few hours or less to do sightseeing, visit attractions, dine at a local restaurant, then
leave at the end of the day.
The scope of tourism, therefore, is broad and encompasses a number of activities and sectors.

Spotlight On: United Nations World Tourism Organization (UNWTO)
UNWTO is the United Nations agency responsible “for the promotion of responsible, sustainable and
universally accessible tourism” (UNWTO, 2014b). Its membership includes 159 countries and over
500 affiliates such as private companies, research and educational institutions, and non-governmental
organizations. It promotes tourism as a way of developing communities while encouraging ethical
behaviour to mitigate negative impacts. For more information, visit the UNWTO website.

NAICS: The North American Industry Classification System
Given the sheer size of the tourism industry, it can be helpful to break it down into broad industry
groups using a common classification system. The North American Industry Classification System
(NAICS) was jointly created by the Canadian, US, and Mexican governments to ensure common
analysis across all three countries (British Columbia Ministry of Jobs, Tourism and Skills Training,
2013a). The tourism-related groupings created using NAICS are (in alphabetical order):
1. Accommodation
2. Food and beverage services (commonly known as “F & B”)
3. Recreation and entertainment
4. Transportation
5. Travel services
These industry groups (also commonly known as sectors) are based on the similarity of the “labour
processes and inputs” used for each (Government of Canada, 2013). For instance, the types of employees
and resources required to run an accommodation business whether it be a hotel, motel, or even a
campground are quite similar. All these businesses need staff to check in guests, provide housekeeping,
employ maintenance workers, and provide a place for people to sleep. As such, they can be grouped
together under the heading of accommodation. The same is true of the other four groupings, and the rest
of this text explores these industry groups, and other aspects of tourism, in more detail.
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An interactive or media element has been excluded from this version of the text. You can view it online here:
https://opentextbc.ca/introtourism2e/?p=1474

Figure 1.1 Front desk personnel, working their hardest.

It is typical for the entire tourist experience to involve more than one sector. The combination of sectors
that supply and distribute the needed tourism products, services, and activities within the tourism system
is called the Tourism Supply Chain. Often, these chains of sectors and activities are dependent upon
each other’s delivery of products and services. Let’s look at a simple example below that describes the
involved and sometimes overlapping sectoral chains in the tourism experience:

Figure 1.2 The tourism supply chain. [Long Description]

Before we seek to understand the five tourism sectors in more detail, it’s important to have an overview
of the history and impacts of tourism to date.
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Long Descriptions
Figure 1.2 long description: Diagram showing the tourism supply chain. This includes the phases of
travel and the sectors and activities involved during each phase.
There are three travel phases: pre-departure, during travel, and post-departure.
Pre-departure, tourists use the travel services and transportation sectors.
During travel, tourists use the travel services, accommodations, food and beverage, recreation and
entertainment, and transportation sectors.
Post-departure, tourists use the transportation sector.
[Return to Figure 1.2]
Media Attributions

• Front Desk by Staying LEVEL is licensed under a CC BY-NC 4.0 Licence.
Media Attributions

• Front Desk © Staying LEVEL is licensed under a CC BY-NC (Attribution NonCommercial)
license
• Tourism-Supply-Chain-scaled-1

1.2 Global Overview

Origins of Tourism
Travel for leisure purposes has evolved from an experience reserved for very few people into something
enjoyed by many. Historically, the ability to travel was exclusive and reserved for royalty and the upper
classes. From ancient Roman times to the 17th century, young men of high standing were encouraged
to travel through Europe on a “grand tour” (Chaney, 2000). Through the Middle Ages, many societies
encouraged the practice of religious pilgrimage, as reflected in Chaucer’s Canterbury Tales and other
literature. Prescribed even earlier, the Hajj or the annual pilgrimage to Mecca, has made travel for
religious purposes become a default for every believer of Islam.

Figure 1.3 Hajj pilgrimage in Saudi Arabia.

The word hospitality predates the use of the word tourism, and first appeared in the 14th century. It is
7
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derived from the Latin hospes, which encompasses the words guest, host, and foreigner (Latdict, 2014).
The word tourist appeared in print much later, in 1772 (Griffiths and Griffiths, 1772). William Theobald
suggests that the word tour comes from Greek and Latin words for circle and turn, and that tourism and
tourist represent the activities of circling away from home, and then returning (Theobald, 1998).

Tourism Becomes Business
Cox & Kings, the first known travel agency, was founded in 1758 when Richard Cox became official
travel agent of the British Royal Armed Forces (Cox & Kings, 2014). Almost 100 years later, in June
1841, Thomas Cook opened the first leisure travel agency, designed to help Britons improve their lives
by seeing the world and participating in the temperance movement. In 1845, he ran his first commercial
packaged tour, complete with cost-effective railway tickets and a printed guide (Thomas Cook, 2014).
The continued popularity of rail travel and the emergence of the automobile presented additional
milestones in the development of tourism. In fact, a long journey taken by Karl Benz’s wife in 1886
served to kick off interest in auto travel and helped to publicize his budding car company, which would
one day become Mercedes Benz (Auer, 2006). We take a closer look at the importance of car travel later
in this chapter, and transportation within the tourism industry in Chapter 2.
Fast forward to 1952, the dawn of the jet age saw the first commercial air flights from London, England
to Johannesburg, South Africa and Colombo, Sri Lanka (Flightglobal, 2002) that many also heralded
as the start of the modern tourism industry. The 1950s also saw the creation of Club Méditérannée
(Gyr, 2010) and similar club holiday destinations, the precursor of today’s all-inclusive resorts.
The decade that followed is considered to have been a significant period in tourism development, as
more travel companies came onto the scene, increasing competition for customers and moving toward
“mass tourism, introducing new destinations and modes of holidaying” (Gyr, 2010, p. 32).
Industry growth has been interrupted at several key points in history, including World War I, the Great
Depression, and World War II. At the start of this century, global events thrust international travel into
decline including the September 11, 2001 attack on the World Trade Center in New York City (known
as 9/11), the war in Iraq, perceived threat of future terrorist attacks, and health scares including SARS,
BSE (bovine spongiform encephalopathy), and the West Nile virus (Government of Canada, 2006).
But perhaps one of the most debilitating crises that has severely impacted tourism is the more recent
COVID-19 pandemic.
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Figure 1.4 Cautious travel in the time
of a pandemic.

At the turn of the twentieth century, the industry experienced a significant technological shift as
increased internet use revolutionized the promotions and distributions of travel products and services.
Through the 2000s, online travel bookings grew exponentially, and by 2018 global leader Expedia
had expanded to include brands such as Hotels.com, Travelocity, Trivago, VRBO, Cheaptickets, and
Expedia CruiseShip Centers, earning revenues of over $11.2 billion (Expedia Inc., 2013).
A more in-depth exploration of the impact of the online marketplace, and other trends in global tourism,
is provided in Chapter 14.
Media Attributions

• Kaaba praying ground photo by Izuddin Helmi Adnan is used under an Unsplash License.
• Getting Home by Camila Perez is used under an Unsplash License.
Media Attributions

• camila-perez-dcmPJP8V8jU-unsplash-scaled-1

1.3 Canada Overview

Origins of Tourism in Canada
Tourism has long been a source of economic development for our country. Some argue that as early
as 1534 the explorers of the day, such as Jacques Cartier, were Canada’s first tourists (Dawson, 2004),
but most agree the major developments in Canada’s tourism industry followed milestones in the
transportation sector: by rail, by car, and eventually, in the skies.

An interactive or media element has been excluded from this version of the text. You can view it online here:
https://opentextbc.ca/introtourism2e/?p=1483

An accessible version of this activity is provided in the back matter of the book: Origins of Tourism in
Canada Timeline
Railway Travel: The Ties That Bind

Figure 1.5 Canadian Pacific 4-4-0 A-2-m, No. 136.

The dawn of the railway age in Canada came midway through the 19th century. The first railway was
11
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launched in 1836 (Library and Archives Canada, n.d.), and by the onset of World War I in 1914, four
railways dominated the Canadian landscape: Canadian Pacific Railway (CPR), Canadian Northern
Railway (CNOR), the Grand Trunk Railway (GTR), and the Grand Trunk Pacific (GTP). Unfortunately,
their rapid expansion soon brought the last three into near bankruptcy (Library and Archives Canada,
n.d.).
In 1923, these three rail companies were amalgamated into the Canadian National Railway (CNR), and
together with the CPR, these trans-continentals dominated the Canadian travel landscape until other
forms of transportation became more popular. In 1978, with declining interest in rail travel, the CPR and
CNR were forced to combine their passenger services to form VIA Rail (Library and Archives Canada,
n.d.).
The Rise of the Automobile
The rising popularity of car travel was partially to blame for the decline in rail travel, although it
took time to develop. When the first cross-country road trip took place in 1912, there were only 16
kilometres of paved road across Canada (MacEachern, 2012). Cars were initially considered a nuisance,
and the National Parks Branch banned entry of automobiles, but later slowly began to embrace them.
By the 1930s, some parks, such as Cape Breton Highlands National Park, were actually created to
provide visitors with scenic drives (MacEachern, 2012).
It would take decades before a coast-to-coast highway was created, with the Trans-Canada Highway
officially opening in Revelstoke in 1962. When it was fully completed in 1970, it was the longest
national highway in the world, spanning one-fifth of the globe (MacEachern, 2012).
Early Tourism Promotion
As early as 1892, enterprising Canadians like the Brewsters became the country’s first tour operators,
leading guests through areas such as Banff National Park (Brewster Travel Canada, 2014). Communities
across Canada developed their own marketing strategies as transportation development took hold.
For instance, the town of Maisonneuve in Quebec launched a campaign from 1907 to 1915 calling
itself “Le Pittsburg du Canada.” By 1935, Quebec was spending $250,000 promoting tourism. Other
provinces such as Ontario, New Brunswick, and Nova Scotia followed suit, also enjoying the benefits of
establishing provincial tourism bureaus (Dawson, 2004).
National Airlines
Our national airline, Air Canada, was formed in 1937 as Trans-Canada Air Lines. In many ways, Air
Canada was a world leader in passenger aviation, introducing the world’s first computerized reservations
system in 1963 (Globe and Mail, 2014). Through the 1950s and 1960s, reduced airfares saw increased
mass travel. Competitors including Canadian Pacific (which became Canadian Airlines in 1987) began
to launch international flights during this time to Australia, Japan, and South America (Canadian
Geographic, 2000). By 2000, Air Canada was facing financial peril and forced to restructure. A
numbered company, owned in part by Air Canada, purchased 82% of Canadian Airline’s shares, with the
result of Air Canada becoming the country’s only national airline (Canadian Geographic, 2000). The
2000s saw Air Canada experiencing a roller-coaster performance from verging near bankruptcy in 2002,
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to reorganizations and fleet modernizations up to 2007, and another downturn due to the global recession
in 2008 (ACE Aviation, 2011; Air Canada, 2007; CBC News, 2009). Air Canada experienced a number
of transformations from interior and interior aircraft redesigns and further fleet upgrades from 2013
to 2017 (Air Canada, 2016). Once a rival airline, Air Transat was subsequently taken over by Air
Canada in 2019 (CBC News, 2019). The near halt of the global tourism industry during the pandemic
of COVID-19 in 2020 severely affected Air Canada, which posted a whopping $1 billion loss in its first
quarter, cutting thousands of jobs, slashing 90% of its flight schedule, and foreseeing a tough and later
rebound (Reynolds, 2020).
Parks and Protected Areas
A look at the evolution of tourism in Canada would be incomplete without a quick study of our national
parks and protected areas. The official conservation of our natural spaces began around the same time
as the railway boom, and in 1885 Banff was established as Canada’s first national park. By 1911, the
Dominion Forest Reserves and Parks Act created the Dominion Parks Branch, the first of its kind in the
world (Shoalts, 2011).

Figure 1.6 Moraine Lake in the Canadian Rockies.

The systemic conservation and celebration of Canada’s parks over the next century would help shape
Canada’s identity, both at home and abroad. Through the 1930s, conservation officers and interpreters
were hired to enhance visitor experiences. By 1970, the National Park System Plan divided Canada into
39 regions, with the goal of preserving each distinct ecosystem for future generations. In 1987, the
country’s first national marine park was established in Ontario, and in the 20 years that followed, 10 new
national parks and marine conservation areas were created (Shoalts, 2011).
The role of parks and protected areas in tourism is explored in greater detail in Chapter 5 (Recreation)
and Chapter 10 (Environmental Stewardship).
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Global Shock and Industry Decline
As with the global industry, Canada’s tourism industry was impacted by world events such as the Great
Depression, the World Wars, socio-political turmoil, and global outbreak of disease.
Global events such as 9/11, the SARS outbreak, the wars in Afghanistan and Iraq, and the economic
recession of 2008 took their toll on tourism receipts but have successfully seen short-term rebounds.
However, nothing has been more impactful to the tourism industry as the corona virus of 2019
(COVID-19), which was first found in China in late 2019 and eventually declared as a pandemic
by March 2020 as it spread globally. Tourism was placed in a standstill as global travel restrictions
were imposed to prevent the spread of infection. Aggravated with a nose dive of consumer confidence
in travel, many tourism businesses and operators big and small were forced to close. The UNWTO
predicted a 60% to 70% drop in tourist numbers, as well as a loss of a staggering USD 910 billion to
USD 1.2 trillion in export revenues, and up to 120 million jobs put at risk (UNWTO, 2020b). According
to the UNWTO (2020b), COVID-19 created the worst crisis in the history of global tourism since
records began in 1950.

Figure 1.7 Travellers wearing face masks in Marina Bay, Singapore.

Tourism in Canada Prior to COVID-19
In 2018, tourism created $102 billion in total economic activity and 1.8 million jobs according to the
Tourism Industry Association of Canada (2018a). Up to 2019, Canadian tourism reached its 3rd
consecutive year of breaking records by welcoming 22.1 million inbound visitors (TIAC, 2020). Tourism
is a major player in the workforce, where 1 in 11 jobs in the country is directly involved with travellers,
as stated by TIAC (2018a).
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Spotlight On: The Tourism Industry Association of Canada (TIAC)
Founded in 1930 and based in Ottawa, the Tourism Industry Association of Canada (TIAC) is the
national private-sector advocate for the industry. Its goal is to support policies and programs that help
the industry grow, while representing over 400 members including airports, concert halls, festivals and
events, travel services providers, and businesses of all sizes. For more information, visit the Tourism
Industry Association of Canada’s website.

The United States is Canada’s biggest tourism market, which we welcome more than all international
travellers combined. Thanks to our immediate proximity, open borders, and ease of travel, we are
actually both each other’s top market. As 68% of all inbound visitors to Canada in 2018, American
travellers are also big spenders at $663 per trip and typically seek natural attractions, historical sites, and
food and drink when they enter the country (TIAC, 2018b).
Aside from the United States, Canada continues to see strong visitation from the United Kingdom,
France, Mexico, Brazil, and China. In 2018, we welcomed 6.9 million travellers (excluding the US),
more that doubling since 2011 (Statistics Canada, 2019). Canadians travelling domestically accounted
for 78% of tourism revenues in the country, though spend less at $244 per trip (TIAC, 2018c).

Spotlight On: Destination Canada
Housed in Vancouver, Destination Canada, previously the Canadian Tourism Commission (CTC), is
responsible for promoting Canada as a tourist destination both within Canada itself and to and to
several foreign markets. Currently focused on ten international core markets for international
marketing: Australia, China, France, Germany, India, Japan, Mexico, South Korea, the United
Kingdom, and the United States. Destination Canada also is responsible for proving intelligence, tools
and resources to support Canada’s tourism industry from coast to coast. Lastly, Destination Canada
works with private companies, travel services providers, meeting professionals, and government
organizations to help leverage Canada’s tourism brand, For Glowing Hearts. For more information,
visit the Destination Canada corporate website and Destination Canada’s traveler website.

As organizations like TIAC work to confront barriers to travel, Destination Canada is active abroad,
encouraging more visitors to explore our country. In Chapter 8, we’ll delve more into the challenges and
triumphs of selling tourism at home and abroad.
An interactive or media element has been excluded from this version of the text. You can view it online here:
https://opentextbc.ca/introtourism2e/?p=1483

The great news for British Columbia is that once in Canada, most international visitors tend to remain
in the province they landed in, and BC is one of three provinces that receives the bulk of this traffic
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(Destination Canada, 2019). In fact, BC’s tourism industry is one of the healthiest in Canada today. Let’s
have a look at how our provincial industry was established and where it stands now.
Media Attributions

• Canadian Pacific 4-4-0 A-2-m No 136 by Peter Broster is licensed under a CC BY 2.0
Licence.
• Moraine Lake, Canada by Matthew Fournier is licenced under the Unspash Licence.
• Marina Bay, Singapore by Victor He is licenced under the Unspash Licence.
Media Attributions

• Canadian-Pacific-train
• matthew-fournier-ycv7guIlR9c-unsplash-scaled-1
• victor-he-px9z5Zijwo8-unsplash-scaled-1

1.4 British Columbia Overview

Origins of Tourism in BC
As with the history of tourism in Canada, it is often stated that the first tourists to BC were explorers.
In 1778, Captain James Cook touched down on Vancouver Island, followed by James Douglas in 1842,
a British agent who had been sent to find new headquarters for the Hudson’s Bay Company, ultimately
choosing Victoria. Through the 1860s, BC’s gold rush attracted prospectors from around the world, with
towns and economies springing up along the trail (PricewaterhouseCoopers, 2009).
Railway Travel: Full Steam Ahead!
The development of BC’s tourism industry began in earnest in the late 1800s when the CPR built
accommodation properties along its newly completed trans-Canada route, capturing revenues from
overnight stays to help alleviate their increasing corporate debt. Following the 1886 construction
of small lodges at stops in Field, Rogers Pass, and Fraser Canyon, the CPR opened the Hotel Vancouver
in May 1887 (Dawson, 2004).

17
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Figure 1.8 A CP freight train passing through the
Canadian Rockies.

As opposed to Atlantic Canada, where tourism promotion centred around attracting hunters and
fishermen for a temporary infusion of cash, tourism in British Columbia was seen as a way to lure
farmers and settlers to stay in the new province. Industry associations began to form quickly: the Tourist
Association of Victoria (TAV) in February 1902, and the Vancouver Tourist Association in June of the
same year (Dawson, 2004).
Many of the campaigns struck by these and other organizations between 1890 and 1930 centred on the
province’s natural assets, as people sought to escape modern convenience and enjoy the environment.
A collaborative group called the Pacific Northwest Travel Association (BC, Washington, and Oregon)
promoted “The Pacific Northwest: The World’s Greatest Out of Doors,” calling BC “The Switzerland
of North America.” Promotions like these seemed to have had an effect: in 1928, over 370,000 tourists
visited Victoria, spending over $3.5 million (Dawson, 2004).
The Great Depression and World War II
As the world’s economy was sent into peril during the Great Depression in the 1930s, tourism was seen
as an economic solution. A newly renamed Greater Victoria Publicity Bureau developed strategies to
promote tourism spending, with visitor revenues accounting for around 13.5% of BC’s income in 1930.
By 1935, an organization known as the TTDA (Tourist Trade Development Association of Victoria and
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Vancouver Island) looked to create a more stable industry through strategies to increase visitors’ length
of stay (Dawson, 2004).
In 1937, the provincial Bureau of Industrial and Tourist Development (BITD) was formed through
special legislation with a goal of increasing tourist traffic. By 1938, the organization changed its name
to the British Columbia Government Travel Bureau (BCGTB) and was granted a budget increase to
$105,000. In 1939, Vancouver welcomed the King and Queen of England and celebrated the opening of
the Lions Gate Bridge, activities that reportedly bolstered tourism numbers (Dawson, 2004).
The December 1941 Japanese attack on Pearl Harbor in Hawaii had negative repercussions for tourism
in the Pacific Rim and was responsible for an era of decreased visitation to British Columbia, despite
attempts by some to market the region as exciting. From 1939 to 1943, US visits to Vancouver dropped
from over 307,000 to approximately 183,600. Just two years later, however, that number jumped to
369,250, as a result of campaigns like the 1943 initiative aimed at Americans that marketed BC as
“comrades in war” (Dawson, 2004).
Post-War Rebound
We, with all due modesty, cannot help but claim that we are entering British Columbia’s half-century, and
cannot help but observe that B.C. also stands for BOOM COUNTRY. —Phil Gagliardi, BC Minister of
Highways, 1955 (Dawson, 2004, p.190)

A burst of post-war spending began in 1946, and although short-lived, was supported by steady
government investment in marketing throughout the 1950s. As tourism grew in BC, however, so did
competition for US dollars from Mexico, the Caribbean, and Europe. The decade that followed saw an
emphasis on promoting BC’s history, its “Britishness,” and the commodification of Indigenous culture.
The BCGTB began marketing efforts to extend the travel season, encouraging travel in September
during prime fishing season. The bureau also promoted visitors to explore specific areas, including the
Lower Fraser Valley, the Okanagan-Fraser Canyon Loop, and the Kamloops-Cariboo region (Dawson,
2004).
In 1954, Vancouver hosted the British Empire Games, investing in the construction of Empire Stadium.
A few years later, an increased emphasis on events and convention business saw the Greater Vancouver
Tourist Association change its name in 1962 to the Greater Vancouver Visitors and Convention Bureau
(PricewaterhouseCoopers, 2009).
The ski industry was also on the rise: in 1961, the lodge and chairlift on Tod Mountain (now Sun
Peaks) opened, and Whistler followed suit five years later (PricewaterhouseCoopers, 2009). Ski partners
became pioneers of collaborative marketing in the province with the foundation of the Ski Marketing
Advisory Committee (SMAC) supported by Tod Mountain and Big White, evolving into today’s
Canada’s West Ski Area Association (Magnes, 2010). This pioneer spirit was evident across the ski
sector: the entire sport of heliskiing was invented by Hans Gosmer of BC’s Canadian Mountain
Holidays. The province also held the title of having 90% of the world’s heliskiing market share back in
2016 (McLeish, 2014).
The concept of collaboration extended throughout the province as innovative funding structures saw
the cost of marketing programs shared between government and industry in BC. These programs were
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distributed through regional Destination Marketing Organizations (DMOs) and considered “the most
constructive and forward looking plan of its kind in Canada” (Dawson 2004, p.194).
Tourism in BC continued to grow through the 1970s. In 1971, the Hotel Room Tax Act was introduced,
allowing for a 5% tax to be collected on room nights with the funds collected to be put toward marketing
and development. By 1978, construction had begun on Whistler Village, with Blackcomb Mountain
opening two years later (PricewaterhouseCoopers, 2009). Funding programs in the late 1970s and
early 1980s such as the Canada BC Tourism Agreement (CBCTA) and Travel Industry Development
Subsidiary Agreement (TIDSA) allowed communities to invest in projects that would make them more
attractive tourism destinations. In the mountain community of Kimberley, for instance, the following
improvements were implemented through a $3.1 million forgivable loan: a new road to the ski resort, a
covered tennis court, a mountain lodge, an alpine slide, and nine more holes for the golf course (e-Know,
2011).

Figure 1.9 Snowboarders on a chairlift in Whistler.

Around the same time, the “Super, Natural British Columbia” brand was introduced, and a formal bid
was approved for Vancouver to host a fair then known as Transpo 86 (later Expo 86). Tourism in the
province was about to truly take off.
Expo 86 and Beyond
By the time the world fair Expo 86 came to a close in October 1986, it had played host to 20
million guests. Infrastructure developments, including rapid rail (SkyTrain), airport improvements, a
new trade and convention centre at Canada Place (with a cruise ship terminal), and hotel construction,
had positioned the city and the province for further growth (PricewaterhouseCooopers, 2009). The
construction and opening of the Coquihalla Highway through to 1990 enhanced the travel experience
and reduced travel times to vast sections of the province (Magnes, 2010).
By 2000, Vancouver International Airport (YVR) was named number one in the world by
the International Air Transport Association’s survey of international passengers. Five years later, the
airport welcomed a record 16.4 million passengers (PricewaterhouseCoopers, 2009).
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Going for Gold

Figure 1.10 The crowd at the Canada vs. Switzerland men’s hockey
game during the Vancouver 2010 Winter Olympics.

In 2003, the International Olympic Committee named Vancouver/Whistler as the host city for the 2010
Olympic and Paralympic Winter Games. Infrastructure development followed, including the expansion
of the Sea-to-Sky Highway, the creation of Vancouver Convention Centre West, and the construction of
the Canada Line, a rapid transport line connecting the airport with the city’s downtown.
As BC prepared to host the Games, its international reputation continued to grow. Vancouver was
voted “Best City in the Americas” by Condé Nast Traveller magazine three years in a row. Kelowna
was named “Best Canadian Golf City” by Canada’s largest golf magazine, and BC was named the
“Best Golf Destination in North America” by the International Association of Golf Tour Operators.
Kamloops, known as Canada’s Tournament City, hosted over 100 sports tournaments that same year, and
nearby Sun Peaks Resort was named the “Best Family Resort in North America” by the Great Skiing
and Snowboarding Guide in 2008 (PricewaterhouseCoopers, 2009).
By the time the Vancouver 2010 Olympic and Paralympic Games took place, over 80 participating
countries, 6,000 athletes, and 3 billion viewers put British Columbia on centre stage.

Spotlight On: Destination British Columbia
Destination BC is a Crown corporation founded in November 2012 by the Government of British
Columbia works in collaboration with Destination Canada. Its mandate includes marketing the
province as a tourist destination (at home and around the world), promoting the development and
growth of the industry, providing advice and recommendations to the tourism minister on related
matters, and enhancing public awareness of tourism and its economic value to British Columbia
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(Province of British Columbia, 2013b). Destination BC’s corporate site and their traveller website,
called HelloBC, are both valuable sources of tourism information.

Tourism in BC Today
Building on the momentum generated by hosting the 2010 Winter Olympic Games, tourism in BC
remains big business. In 2018, the industry generated $20.5 billion in revenue.
The provincial industry is made up of over 19,329 businesses, the majority of which are SMEs (small to
medium enterprises), and together they employ approximately 161,500 people (Destination BC, 2018).
It may surprise you to learn that in British Columbia, tourism provides the highest Gross Domestic
Product, or the total revenues produced in a period of time, in 2018—more than mining, oil and gas,
agriculture, and forestry (Destination BC, 2018).

Spotlight On: The Tourism Industry Association of BC
Founded in 1993 as the Council of Tourism Associations, today the Tourism Industry Association
of BC (TIABC) is a not-for-profit trade association comprising members from private sector tourism
businesses, industry associations, and destination marketing organizations (DMOs). Its goal is to
ensure the best working environment for a competitive tourism industry. It hosts industry networking
events and engages in advocacy efforts as “the voice of the BC tourism industry.” Students are
encouraged to join TIABC to take advantage of their connections and receive a discount at numerous
industry events. For more information, visit the Tourism Industry Association of BC’s website.

One of the challenges for BC’s tourism industry, as long been argued, is fragmentation. Back in
September 1933, an article in the Victoria Daily Times argued for more coordination across organizations
in order to capitalize on what they saw as Canada’s “largest dividend payer” (Dawson, 2004). Today,
more than 80 years later, you will often hear BC tourism professionals say the same thing.
On the other hand, some experts believe that the industry is simply a model of diversity, acknowledging
that tourism is a compilation of a multitude of businesses, services, organizations, and communities.
They see the ways in which these components are working together toward success, rather than focusing
on friction between the groups.
Many communities are placing a renewed focus on educating the general public and other businesses
about the value of tourism and the ways in which stakeholders work together. The following case study
highlights this in more detail:
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Take a Closer Look: Tourism Pays in Richmond, BC
The community of Richmond, BC, brings to life the far-reaching positive economic effects of tourism
in action. Watch the short video called Tourism Pays to see what we mean!

A Vimeo element has been excluded from this version of the text. You can view it online here: https://opentextbc.ca/
introtourism2e/?p=1489

Transcript for Tourism Pays in Richmond
[Upbeat Music]
Narrator (Dave): Hi, I’m Dave! Proud owner of a working blueberry farm and big-time supporter of
promoting tourism. So why does a blueberry farmer care about tourism? Well, let me tell you a little
story about John and Jane.
John and Jane: Hi!
Dave: They thought it would be nice to take a vacation. John had ideas, and Jane had ideas. But as
they talked, they couldn’t decide where to go. They knew their perfect place was out there. They just
had to find it. Jane flipped through magazines. John started noticing the vacation ads on TV. On his
way to work, John saw billboards and heard radio ads.
[Muffled radio in the background.]
Dave: And once he got there, he talked to his friends about where they spent their vacations. Jane did
some research on the internet, visiting different websites, to see which places had what they were
looking for. After seeing all their options, John and Jane came to the same conclusion.
John and Jane: We found the Perfect Place!
Dave: They were so excited, they started to plan their trip right away. After booking their flights, John
was eager to line up some things to do in the Perfect Place. So he visited the Perfect Place’s website,
watched a video, checked out the hotels, bought tickets to a ball game, and signed up for the Perfect
Place’s e-newsletter especially for visitors. John also downloaded the Perfect Place’s smartphone app
so he could get information on the go. Jane liked the Perfect Place’s Facebook page and followed the
Perfect Place on Twitter so she could get updates, ideas, and special deals.
[Beeping from Jane dialing the phone]
Dave: Jane also called the toll-free number and spoke to a nice lady who told her everything she
needed to know about the Perfect Place. Jane also got the visitor’s guide, which helped her learn what
theatre productions were in town, where to eat, and other things to do in the Perfect Place. So John
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and Jane had explored their options, booked their travel, and planned their vacation. They packed their
bags and off they went. End of story, right?
Actually, this is where the real story begins. Because what do you think John and Jane do when they
get to the Perfect Place? Guess what? They spend their money [ca-ching]. They spend their money on
their rental car, in their hotel, seeing the attractions, enjoying outdoor activities, shopping, and dining
out [glasses clink]. They’re happy they came to the Perfect Place.
John and Jane: Woohoo!
Dave: You know who else is happy? The hotel they stayed in, of course, and the bellman at the hotel,
the workers at the local company that supplies his uniform, the stores they shop at, and the banks they
use. And then there’s the restaurant where John and Jane ate dinner. And the waitress who served
them their wine? She’s happy, too. So is the local vineyard who grew the grapes that made the wine,
the people who bottled it, and the drivers who brought it into town. And the blueberry farmer who
supplied the blueberries for the cobbler that the waitress served John and Jane for dessert.
That’s why someone like me cares about tourism in somewhere like the Perfect Place. Yes, I am a
farmer, but I am also a business man, and I can draw a lot of conclusions form that story. I bet you can
too. Tourism creates jobs. It brings in spending. And tourists pay taxes, which means locals pay less.
But tourism in competitive, and without the marketing engine that drives it, John and Jane will take
their money to some other destination, where it will benefit some other local economy. Let’s make
sure our local economy grows. Let’s feed it, let’s nurture it, help it along, so it becomes strong,
healthy, and delicious.
[Upbeat music]
Words on the screen: Thanks for visiting the Perfect Place. Thanks for visiting Richmond, British
Columbia. Tourism in Richmond:
• Is the largest industry (retail, accommodations, attractions, transportation).
• Results in $650 million in economic output.
• Directly employs more than 7,400 people earning $220 million in wages.
• Contributes $250 million in non-accommodations spending.
• Brings in excess of 4 million person nights.
• Generates $135 million in taxes: $76 million federal, $44 million provincial, and $15
million municipal.
• Supported an 123% increase in the number of hotel rooms over the last 15 years.
Dave: Tourism is vital to us. Like beef to Alberta, like potash to Saskatchewan, or manufacturing to
Ontario. Without marketing funding, many visitors will find the perfect place somewhere else.
Tourism pays for everyone.
Words on the screen: Brought to you by Tourism Richmond.
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Figure 1.11 The doorway to a boardroom in the Canadian Tourism
College.

Throughout the rest of this textbook, you will have a chance to learn more about the history and current
outlook for tourism in BC, with in-depth coverage of some of the triumphs and challenges we face
as an industry. You will also learn about the Canadian and global contexts of the tourism industry’s
development.
Media Attributions

• Red and White Train on Rail by Andy Holmes is licensed under the Unsplash Licence.
• Chairlift by Pamela Saunders is licensed under the Unsplash Licence.
• Switzerland vs. Canada by s.yume is licensed under a CC BY 2.0 Licence.
• CTC’s Boardroom by LinkBC is licensed under a CC BY 2.0 Licence.
Video Attributions

• “Tourism Pays” video and transcript by Tourism Richmond. All rights reserved.
Media Attributions

• andy-holmes-oEIFOoC3gi0-unsplash-scaled-1
• pamela-saunders-yV8hguKKMq0-unsplash-scaled-1
• Canada-vs.-Switzerland
• Canadian-Tourism-College-Boardroom-scaled-1

1.5 Impacts of Tourism

As you can already see, the impacts of the global tourism industry today are impressive and far reaching.
Let’s have a closer look at some of these outcomes.

Tourism Impacts
Tourism can generate positive or negative impacts under three main categories: economic, social,
and environmental. These impacts are analyzed using data gathered by businesses, governments, and
industry organizations.
Economic Impacts
According to the 2019 edition of the UNWTO International Tourism Highlights report, international
tourist arrivals reached 1.4 billion, a 5% increase in 2018. UNWTO Secretary-General Zurab
Pololikashvili stated that the sheer growth of the industry was driven by a strong global economy, surge
of the travel-ready middle class from emerging economies, technological advances, and more affordable
travel costs among others (UNWTO, 2019). At the same time, the UNWTO (2019) reported export
earnings from tourism, or the sum of international tourism receipts and passenger transport, reached a
staggering USD 1.7 trillion. This demonstrates that the industry is a major economic engine of growth
and development.
Europe has traditionally been the region with the highest tourism dollar spending with USD 570 billion,
followed by Asia and the Pacific (USD 435 billion), the Americas (USD 334 billion), Middle East (USD
73 billion), and Africa (USD 38 billion). Asia has shown to have the strongest growths in both arrivals
(+7%) and spending (+7%). Africa equally shared a +7% growth in arrivals, suggesting a new interest
in travelling to the continent.
What are the trends that are motivating people to travel? The six consumer travel trends, according to
the UNWTO (2019) include:
• Travel “to change” or focusing on more authentic travel, transformation, and living like a
local.
• Travel “to show” or capturing “instagramable” moments, experiences, and visiting selfieworthy destinations.
• Pursuit of a healthy life or engaging into active travel that involves walking, wellness, and
sports tourism.
• Rise of the “access” economy.
• Solo travel and multigenerational travel as a result of single households and an aging
population.
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• Rising awareness on travel with sustainable advocacies, thoughtful consideration about
climate change impacts, and plastic-free travel.
Social Impacts
Because tourism experiences also involve human interaction, certain impacts may occur. Generally,
social impacts in tourism are related to guest-to-host or host-to-guest influences and changes. Studies
of these encounters often relate to the Social Exchange Theory, which describe how tourists and hosts’
behaviours change as a result of the perceived benefits and threats they create during interaction
(Nunkoo, 2015).
Positive social impacts in tourism include learning about different cultures, increasing tolerance and
inclusion through LGBTQ+ travel, increasing amenities (e.g., parks, recreation facilities), investment
in arts and culture, celebration of Indigenous peoples, and community pride. When developed
conscientiously, tourism can, and does, contribute to a positive quality of life for residents and a deeper
learning and appreciation for tourists.

Figure 1.12 LGBTQ+ travel is gaining momentum.

Unfortunately, tourism also has its shortcomings and is culpable for some detrimental impacts. However,
as identified by the United Nations Environment Programme (UNEP, 2003a), negative social impacts of
tourism can include:
• Change or loss of indigenous identity and values
• Culture clashes
• Physical causes of social stress (increased demand for resources)
• Ethical issues (such as an increase in sex tourism or the exploitation of child workers)
Some of these issues are explored in further detail in Chapter 12, which examines the development of
Indigenous tourism in British Columbia.
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Environmental Impacts
Tourism relies on, and greatly impacts, the natural environment in which it operates. In many cases,
the environment is an essential resource that outdoor recreation and ecotourism cannot exist without.
Even though many areas of the world are conserved in the form of parks and protected areas, tourism
development can still have severe negative impacts from misuse, overuse, and neglect. According to
UNEP (2003b), these can include:
• Depletion of natural resources (water, forests, etc.)
• Pollution (air pollution, noise, sewage, waste and littering)
• Physical impacts (construction activities, marina development, trampling, loss of
biodiversity)
The environmental impacts of tourism knows no boundaries and can reach outside local areas and have
detrimental effects on the global ecosystem. One example is increased emissions from necessary tourism
elements such as transportation. Air travel for instance, is a major contributor to climate change. Chapter
10 looks at the environmental impacts of tourism in more detail.
A overview of the negative and positive impacts:
An interactive or media element has been excluded from this version of the text. You can view it online here:
https://opentextbc.ca/introtourism2e/?p=1492

Whether positive or negative, tourism is a force for change around the world that is capable of
transforming the environment from micro- to macro-scales at a staggering rate.
An interactive or media element has been excluded from this version of the text. You can view it online here:
https://opentextbc.ca/introtourism2e/?p=1492
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• Pride by Mercedes Mehling is licensed under an Unsplash Licence.
Media Attributions

• mercedes-mehling-2KSc1toxle8-unsplash-scaled-1

1.5 Conclusion

As we have seen in this chapter, tourism is a complex system that is built up of industry sectors
including accommodation, recreation and entertainment, food and beverage services, transportation, and
travel services. It encompasses domestic, inbound, and outbound travel for business, leisure, or other
purposes. And because of this large scope, tourism development requires participation from all walks
of life, including private business, governmental agencies, educational institutions, communities, and
citizens.
Recognizing the diverse nature of the industry and the significant contributions tourism makes toward
economic and social value for British Columbians is important. There remains a great deal of work to
better educate members of the tourism industry, other sectors, and the public about the ways tourism
contributes to our province.
Given this opportunity for greater awareness, it is hoped that students like you will help share this
information as you learn more about the sector. So let’s begin our exploration in Chapter 2 with a closer
look at a critical sector: transportation. Before you get started on Chapter 2 test some of your knowledge
to-date by taking this short summary quiz.
An interactive or media element has been excluded from this version of the text. You can view it online here:
https://opentextbc.ca/introtourism2e/?p=1494

Key Terms

• British Columbia Government Travel Bureau (BCGTB): the first recognized provincial
government organization responsible for the tourism marketing of British Columbia
• Canadian Pacific Railway (CPR): a national railway company widely regarded as establishing
tourism in Canada and BC in the late 1800s and early 1900s
• Destination BC: the provincial destination marketing organization (DMO) responsible for
tourism marketing and development in BC, formerly known as Tourism BC
• Destination Canada: the national government Crown corporation responsible for marketing
Canada abroad, formerly known as the Canadian Tourism Commission (CTC)
• Destination marketing organization (DMO): also known as a destination management
organization; includes national tourism boards, state/provincial tourism offices, and community
convention and visitor bureaus
• Diversity: a term used by some in the industry to describe the makeup of the industry in a
positive way; acknowledging that tourism is a diverse compilation of a multitude of businesses,
services, organizations, and communities
• Excursionist: same-day visitors in a destination. Their trip typically ends on the same day when
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