
  People move to and from many different 
places for many different reasons.          

  tOPIc 4 INTERCONNECTIONS

     17.1  Overview 
  17.1.1 Introduction 
  The World Tourism Organization estimates that by 2030, fi ve million 
people will move each day. Where will these people go and what will 
infl uence their choices? What impact will these choices have on the 
places they visit?  

    Starter question 
1    How will these travels connect people to their new and existing environments?        

Inquiry sequence
Syllabus 
outcomes 

17.1 Overview

17.2 Why do we travel? GE4-2, GE4-3, 
GE4-4

17.3 Travel patterns GE4-2, GE4-3, 
GE4-4

17.4 SkillBuilder: 
Constructing and describing a 
doughnut chart 

GE4-2, GE4-3, 
GE4-4

17.5 Sport, recreation and leisure GE4-2, GE4-3, 
GE4-4, GE4-5

17.6 Cultural tourism GE4-2, GE4-3, 
GE4-4, GE4-5

17.7 Impacts of travel GE4-2, GE4-3, 
GE4-4, GE4-5

17.8 SkillBuilder: 
Creating a survey 

GE4-2, GE4-3, 
GE4-4, GE4-5

17.9 SkillBuilder: 
Describing divergence graphs 

GE4-2, GE4-3 
GE4-4, GE4-5

17.10 Future trends and sustainability GE4-4, GE4-5

17.11 Sustainability and ecotourism GE4-4, GE4-5

17.12 Investigating topographic maps: How 
does nature drive tourism in Victoria Falls?

GE4-2, GE4-3, 
GE4-4, GE4-5

17.13 Review     

key terms 
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ONLINE ONLY

ONLINE ONLY

ONLINE ONLY

ONLINE ONLY

  cHAPtER 17

Personal connections
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334 Geoactive 1 NSW for the Australian Curriculum Stage 4

17.2 Why do we travel?
17.2.1 What is tourism and why is tourism important?
Travel is the movement between places, often a journey between distant geographical locations. 
Tourism is the temporary movement of people away from the places where they normally work and 
live. This movement can be for business, leisure or cultural purposes (see figure 1), and it involves 
a stay of more than 24 hours but less than one year.

Global tourism is expected to 
increase by 3.3 per cent a year 
between 2010 and 2030 to reach 
1.8 billion by 2030. This is despite 
global economic issues, political 

change in the Middle East and 
Africa, and a range of natural  disasters. 

In fact, some of the world’s most popular 
tourist destinations were those affected 

by global concerns. Figure 2 illustrates why 
 particular destinations are popular.
Worldwide, 308 million jobs exist because 

of tourism. Globally, around six per cent  gross 
 domestic product (GDP) is directly linked to the 

tourism industry, and for many developing  countries it is 
the primary source of income.

17.2.2 Why is tourism increasing?
Tourism has increased dramatically over the last 50 years and continues to grow. Advances in  transport 
technology have reduced not only travel times but also cost.
• Today, you can fly from Australia to Europe in around 20 hours, whereas 40 years ago the same 

journey took six weeks by boat.

gross domestic 
product (GDP) a 
measure of a country’s 
wealth; a GDP of 
$10 000 per capita 
means that the country 
produces $10 000 
worth of goods and 
services in a year 
for every citizen

VFR, health,
religion, other

27%

Business and
professional

14%

Leisure, recreation
and holidays 53%

Not specified 6%

FIGURE 1 Purpose of people’s travel, 2014
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FIGURE 2 Types of tourist destinations
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Chapter 17 Personal connections 335

•    Today, airline and tour companies off er a range 
of cut-price deals, and the increased number of 
competitors for the tourist dollar means that travel is 
more aff ordable.        

•    Increased awareness and knowledge of the world has 
sparked people’s desire to see new places and 
experience diff erent cultures. 

•    In general, the travelling public has more leisure time 
and more disposable income, making both domestic 
and international travel viable.   

 17.2.3 What are the latest trends in 
tourism? 
 Tourism is an important component in world economies. 
One in 12 jobs worldwide is linked either directly or 
indirectly to the tourism industry. In the fi rst part of the 
twenty-fi rst century, this industry grew by almost 45 per 
cent, from 674 million international arrivals in 2000 to 
1134 million in 2014. It is predicted that this fi gure will 
rise to 1.6 billion in the year 2020 (see fi gure 4). 

 Tourists added US$1245 billion to the global 
economy in 2014 — almost twice the expenditure of 
the year 2000. 

 17.2.4 Factors shaping the future of 
tourism 
 Tourism is no longer just for the elite. Improvements in 
transport and technology have increased our  awareness 
of the world around us. Improved living  standards, 
increased leisure and greater disposable incomes have 
all  created opportunities for people to travel and 
to  experience new places and cultures. Th ese factors 
are also shaping the tourist of the future (see fi gure 5).            
  Particular growth areas are the 18–35 market — young 
people travelling while studying, taking a break from 
study, or seeing the world before they settle down. 
Th e  other major area of growth is the over-60 age 
bracket. 

  FIGURE 3  Four kinds of tourist — are all tourists the same?   Organised mass tourist  
•    Least adventurous 
•    Purchases a package 

with a fi xed itinerary 
•    Does not venture from 

the hotel complex 
alone; is divorced from 
the local community 

•    Makes few decisions 
about the holiday   

  Individual mass tourist  
•    Similar to the organised 

mass tourist and 
generally purchases a 
package 

•    Maintains some control 
over their itinerary 

•    Uses accommodation 
as a base and may take 
side tours or hire a car   

  The explorer  
•    Arranges their own trip 
•    May go off the beaten 

track but still wants 
comfortable 
accommodation 

•    Is motivated to 
associate with local 
communities and may 
try to speak the local 
language   

  The drifter  
•    Identifi es with local 

community and may 
live and work within it 

•    Shuns contact with 
tourists and tourist 
hotspots 

•    Takes risks in seeking 
out new experiences, 
cultures and places     

  FIGURE 5  
Factors shaping 
the future of 
tourism         

Is more 
mature and 
experienced

Wants value 
for money

Adopts new 
technologies

Has 
concern for 
safety and 

security

Benefi ts 
from 

increased 
competition

Seeks 
experiences 
more than 
services

Seeks 
sustainable 
tourism and 
development

FIGURE 4 Contribution of tourism to the world economy
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336 Geoactive 1 NSW for the Australian Curriculum Stage 4

Predictions also suggest that Africa and the Asia–Pacific region will be particular growth areas, 
attracting more and more of the tourist dollar.

Countries such as Kenya and Tanzania offer a different type of tourist experience. Kenya, for 
instance, offers:
• safety
• beaches and a tropical climate
• safari parks and encounters with lions and elephants
• a unique tribal cultural experience with the Masai people.

The resulting influx of tourists to Kenya has led to the establishment of national parks to pro-
tect endangered wildlife and promote this aspect of the tourism experience. Money flowing into the 
region helps improve water quality and infrastructure such as water pipes, roads and airports.

The true challenge for the future, however, is to ensure that:
• money remains in the local economy rather than in the hands of developers, and is used to 

improve local services, not just tourist services
• the need of indigenous tribes to farm the land is balanced with tourist development
• tourist numbers are controlled, to ensure that the environment is not damaged.

17.2.5 Medical tourism
Medical tourism involves people travelling to overseas destinations for medical care and procedures. 
The low cost of travel, advances in technology and lengthy waiting lists caused by increased demand 
for elective surgery are turning medical tourism into a multi-billion dollar industry.

Medical tourism only used to be for cosmetic procedures, such as face-lifts and tummy tucks, 
but the range of services offered has expanded dramatically over recent years. It now includes:
• knee replacements
• hip replacements
• fertility treatments (IVF)
• surrogacy services, and
• complex heart surgery.

Countries all over the world are attracting 
patients for a variety of reasons, which include:
• the high standard of medical care or the
• outstanding reputation of particular 

facilities
• savings on the cost
• reduced or no waiting time
• the opportunity to include a holiday and 

luxury accommodation as part of the 
package.
Asia is the market leader in the medical 

tourism industry, with Thailand and India 

Masai an ethnic 
group of semi-nomadic 
people living in Kenya 
and Tanzania

national parks a 
park or reserve set 
aside for conservation 
purposes
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FIGURE 6 Cost savings that can be made by having 
medical treatment in Asia versus Australia
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FIGURE 7 Cost savings that can be made by having medical procedures carried out in Malaysia versus the 
United States, Thailand or Singapore
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Chapter 17 Personal connections 337

vying for the number one spot. Th ailand is slightly more expensive, but off ers a better tourist 
 experience and has greater services available. India is less expensive and boasts state-of-the-art facili-
ties staff ed by Western medical staff , predominantly from the United States. Figures 6 and 7 show the 
savings made between developed and developing countries. Medical tourism is expected to add more 
than $8.5 billion dollars US to Asian economies this year.        

GEOskills tOOlBOX  

 Linear scale 
 Many graphs such as the column graphs in fi gures 6 and 7 will use a linear (or line) scale. This means 
the values (for example percentages, dollars or years) change in equal increments. This makes it easy 
to see the differences between different categories. 

ActIvItIES

  UnDERStAnD 
1    What is a tourist? 
2    Why do you think tourism is one of the fastest 

growing industries?   

 EXPlAIn 
3    Using your atlas as a primary source of 

information, select three  places  from different 
categories shown in fi gure 2 that you might like 
to visit. 
a    Calculate the distance between them. 
b    Explain how you would travel to each. 
c    Explain what you might expect to see and do 

in each  place . 
d    Work out how long it might take to visit each 

 place . 
e    Describe each location using geographical 

concepts such as latitude and longitude, 
direction and  scale . 

f    Explain why you have chosen each  place .     

 InvEStIGAtE 
4    What type of tourist are you? Make a sketch of 

yourself, similar to the one shown below. 

       Annotate your cartoon to describe yourself as a 
tourist, using information in this section to help 
you. Include information about your ideal 
holiday and explain why you appear as you do 
in your cartoon.   

 APPlY 
5    In 2014, 1133 million tourist movements were 

recorded globally. How many movements is 
this per day?     

  6 a      Using information in this section, predict 
how many tourists there will be in 2020. 
What percentage increase does this 
represent? 

 b    Which  places  do you think will be the most 
popular? 

 c    What impact do you think these increases 
will have on the  environment?  

 d    Will this result in small- scale  or large- scale 
change?  

 e    Do you think these numbers are 
 sustainable?  Explain.   

 7    Tourism expenditure increased by 93 per cent 
between the year 2000 and the year 2014, 
from $475 billion to $1245 billion. Using 
these fi gures as a guide, predict how 
much income might be generated through 
tourism by 2030. 

 8    Look back over your responses to the last 
three questions. What does this tell you about 
the importance of tourism? Explain.   

 tHInk     
  9 a      Explain what you understand by the term 

 sustainable tourism . 
 b    Describe an example of tourism that would 

be considered  sustainable . 
 c    Describe an example of tourism that would 

not be considered  sustainable . Suggest 
what  changes  might be needed to make it 
 sustainable .     

 Deepen your understanding of this topic 
with related case studies and questions. 

 world tourism
 victoria Falls
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338 Geoactive 1 NSW for the Australian Curriculum Stage 4

17.3 Travel patterns
17.3.1 Why is global tourism on the rise?
Tourism is one of the world’s largest industries. Even when global economies are experiencing a 
downturn, people still travel. After natural disasters, countries rely on the return of the tourist dollar 
to help stimulate their economies. However, the spread of tourism is not uniform across the globe.

Over time, travel has become faster, easier, cheaper 
and safer. Economic growth has meant that many 
now have more money to spend and can afford 
to travel. Increases in annual leave have provided 
people with more time to travel. For example, 
Australians and New  Zealanders can  take long-
service leave, which is often spent on an extended 
overseas trip. It has also become more fashionable 
for young people to spend time seeing the world 
during their ‘gap year’ and to travel before com-
mencing  tertiary study, establishing a career and 
raising a family (see figure 1).

Many young travellers see backpacking as the 
optimum way to travel. Generally this group:

•  is on a tight budget
• wants to mix with other young travellers and local communities
• has a flexible itinerary
• seeks adventure
• is prepared to work while on holiday to extend their stay.

At the other end of the scale, there has also been a dramatic growth in mature-aged tourist 
 movements. The number of older people in developed countries is growing. In many instances, they 
have older children who are no longer dependent on their parents for support. Some of these travel-
lers have savings, access to superannuation funds, and the opportunity to retire early; thus, they have 
both the time and the money to travel.

17.3.2 What countries are top 10 destinations?
As each tourist enters or leaves a country, he or she is counted by that country’s customs and immi-
gration officials. This data is collected by the World Tourism Organization, and the results can be 
shown spatially (see figure 2).

tertiary study is 
the educational 
level following the 
completion of high 
school, e.g. University.

mature-aged  
describes individuals 
aged over 55

developed describes 
countries with a highly 
developed industrial 
sector, a high standard 
of living, and a large 
proportion of people 
living in urban areas
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Country International visitors
   2013 - 2014
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28.4 29.8
31.1 32.6
31.5 33.0 
 37.8 39.8
47.7 48.6

60.7 65.0 
70.0 74.8 

55.7 55.6

FIGURE 2 World’s top 10 tourist destinations

FIGURE 1 Backpackers spend more, travel further 
and stay longer than other tourists.
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Chapter 17 Personal connections 339

 17.3.3 Who spends the most? 
 Figure 2 shows the countries that attract the most tourists, but which  countries do these tourists 
come from, and what do they spend? Figure 3 shows the top 10 countries in terms of the money 
they spend on  international tourism.            Figure 4 shows the per capita expenditure of the world’s top 
10 tourist spenders.

 17.3.4 Where do people stay? 
 Th e growth of home sharing sites, such as Airbnb, 
have enabled people to have a more authentic experi-
ence of another culture by allowing tourists to stay in local homes rather than in hotels. Many people 
use these sites to let out their own homes, whilst they are on holidays, to other tourists, therefore 
doing a form of house swapping.      

TABLE 1 World’s top 5 hotel owners 2014

Company Headquarters (country) Total hotels Total rooms

Intercontinental Hotels Group UK 4967 686  876

Hilton Worldwide USA 4115 678  630

Marriott International USA 3783 653  719

Wyndham Worldwide USA 7485 645  423

Choice Hotels USA 6303 602  663
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  FIGURE 3  World’s top 10 tourist spenders by expenditure  
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  FIGURE 4  Worlds top 10 tourist spenders per capita  

Th e growth of Airbnb has been huge. In 2010, there were roughly 50 000 stays in the Northern 
Hemisphere summer. By 2015, this had increased to 17 million. While this growth is signifi cant it 
has not meant that people no longer stay in hotels. Many hotels are now repositioning themselves 
with new boutique hotels to take advantage of ‘ageless millennials’. Th ese are people who are between 
40 and 70 and have adopted ‘millennials’ love for the use of technology, trends and social media to 
communicate.
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ActIvItIES

  EXPlAIn 
1     Carefully study fi gures 2 and 3 and answer the 

following. 
a    On which continents are the top 10 

destinations located? 
b    Which continents are generating the most in 

tourism spending? 
c    Describe the  interconnection  between 

destinations and tourism spending.   
2    What is the difference between a mature-

age tourist and a backpacker? With 
the aid of a Venn diagram, show the 
differences in the needs of these two groups 
of tourists.   

 InvEStIGAtE 
3    The three main types of tourist attraction are 

natural, cultural and event attractions. Use a 
dictionary to help you write your own defi nition 
of each term. For each of the countries shown 
in fi gure 2, try to fi nd an example of each type of 
attraction. Use the map in fi gure 2, section 17.2 1 
to help you.   

 PREDIct     
4 a     On a blank outline map of the world, locate 

and label the capital cities of each of the 
top 10 tourist destinations. 

b    Plot a trip from your nearest capital city 
to all 10 of these  places , covering the 
shortest possible distance, and returning 
to your capital city. Use the  scale  on the 
map to estimate the distance travelled. 

c    Calculate the time it might take to complete 
this journey.       

5 a     Find out the average cost of a one-week stay 
in one of these hotel chains. 

b    How much income would this room 
generate if it was occupied for each night of 
the year?       

6 a     What are the advantages/disadvantages 
of using a room or house sharing site like 
Airbnb? 

b    What would be the advantages/
disadvantages of using this service 
to the local community in which this 
accommodation is situated?     

 17.4 SkillBuilder:  Constructing 
and describing a
doughnut chart
  What is a doughnut chart? 
A doughnut chart is a circular chart with a hole in the middle. Each 
part of the doughnut is divided as if it were a pie chart with a cut-
out. Presenting the parts in order from largest to smallest makes it 
easy to interpret.

ONLINE ONLY

elesson
Watch this video to learn how 
to construct and describe a 
doughnut chart.

Searchlight ID: eles-1738

Interactivity
Try this interactivity to learn 
how to construct and describe 
a doughnut chart.

Searchlight ID: int-3356

Australia’s food export markets by value, 2010–2011
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17.5 Sport, recreation and leisure
17.5.1 How are tourism and sport connected?
Sport tourism involves people travelling to view or participate in a sporting event. It is an 
  expand ing sector of the tourism industry, currently adding $700 billion to global economies each 
year. It is estimated that, on average, 12 million international trips are made to view sporting 
events. But what impact does this have on people and places?

Governments spend millions of dollars to attract people to 
sporting events such as the Olympics, the cricket, soccer and 
rugby world cups, and motor racing events, to name just a 
few. These events also trigger:
• construction of new stadiums
• expansion and upgrades of transport networks
• improvements to airport facilities
• clean-ups of cities in readiness for the arrival of 

tourists.
Sports tourists fall into two broad categories: those 

who like to watch and those who want to participate. The 
latter view sport as a part of their leisure and recreational 
 activities (see figure 1). A common trait in all sports tour-
ists is their passion and willingness to spend money to 
induge this  passion.

17.5.2 Are the Olympics a tourist 
bonanza?
Major sporting events such as the Olympics  trans late 
into improved infrastructure, and provide the host city 
with  considerable international exposure. Does this 
bring  in more tourists and justify the capital outlay? (See 
figure 2.)

The general consensus is that the costs associated with 
hosting a one-off major event, such as the soccer World 
Cup or the Olympic Games, do not meet the anticipated 
outcomes. Statistics show that three million tourists  visited 
the United Kingdom in August 2012 (their Olympic 
year) — five per cent less than in the previous year. Tourism 
spending, however, went up by nine per cent, in part 
because of spending on Olympic tickets. In addition, many 
UK residents chose to holiday overseas rather than remain 
at home during the Olympic Games. Organisers were also 
frustrated  by the number of empty seats in many of the 
venues. On the plus side, however, building the Olympic 
village provided a ₤6 billion boost to the building and 
 construction industry.

But what happens to the people who originally lived on 
the site of the proposed new venues and athletes’ village? 
Quite simply, they are moved on. While they may receive 
some compensation, land values go up in the shadow of renewed development. Residents simply 
cannot afford to live in the new developments, nor can they afford to renovate their existing dwelling. 
In the lead-up to the Beijing  Olympics, 1.5 million Chinese people were forced out of their homes 
to make way for Olympics venues.

Once the event is over, many of the stadiums are under-used, and it can take years to recover 
from the cost of staging the event. The city of Montreal, for instance, took 30 years to pay back the 
 equivalent of US$6 billion (in today’s money) in Olympic spending.

FIGURE 1 On the course — recreational tourism
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17.5.3 What is the status of other sports events?
It has generally been accepted that regular sporting events can have financial benefits. In 2014, 
eight per cent of international tourists visiting the United Kingdom included a sporting event on 
their itinerary. Most popular was soccer, because of the opportunity to see some of the world’s most 
talented athletes playing in some of the UK’s top teams. Official figures show that these fans spent 
an average of ₤850 — far more than the average ₤570 spent by the rest of the tourist  population.

Overall, sports tourists stay longer and are not deterred by the weather. Sports and recreation 
tourism is growing by 14 per cent annually compared with 5 per cent for the rest of the tourism 
sector.

FIGURE 3 The opening ceremony of the 
London Olympic Games

FIGURE 4 The Barmy Army comprises thousands of fans 
who come to Australia to cheer on the English cricket team.

Interactivity
Are the Olympics  
worth gold?
Use this interactivity 
to further your 
understanding of the 
economic impacts of 
the Olympic Games.
Searchlight ID:  
int-3337

But it is not just football that attracts the crowds. The English cricket team is followed around the 
world by its unofficial cheer squad, nicknamed the Barmy Army. Other ‘fanatics’ based in Australia 
organise 58 tours to 57 destinations each year, taking in some of the biggest sporting events both at 
home and abroad.

Personal connections
Primary data collection — destination survey
Primary data is vital to a geographer when they 
are trying to collect and analyse information. 
Interviews, questionnaires and surveys provide 
an excellent source of primary data that is 
straightforward to collect and tailor-made for the 
task being carried out. Conduct some primary 

research by comparing popular potential tourist 
destinations along with the reasons for travel. You 
could survey your classmates or use your online 
connections. When your information has been 
collected, create a table to show the most popular 
destinations as well as the most common reasons 
for travel. What other ways do you think you could 
display your findings?

FOcUS On FIElDwORk

ActIvItIES

UnDERStAnD
1 a  Is someone who goes to a local football 

match a tourist? Explain.
b What if that person travels interstate? Explain.

EXPlAIn
2 Brainstorm a list of sports that might spend 

money to attract tourists. Categorise these as 
hard and soft sport tourism events.

3 Compile a table that highlights the positives 
and negatives of sport tourism. Choose two 
positives and two negatives. For each, explain 
the impact it has on people and places.

APPlY
4 The Phillip Island Grand Prix racing circuit is 

located 100 kilometres south of Melbourne, 

Victoria. The island is linked to the mainland 
by a bridge. The area is popular for its 
beaches and wildlife, but it is also home to 
a racing circuit. More than $110 million is 
generated annually from the circuit’s car and 
bike activities with major events bringing more 
than 65 000 people to the island.
a What facilities would be needed to cater for 

such a large influx of people?
b Figure 3 in section 17.7 shows how the 

tourist dollar can flow from one job to the 
next. Complete a diagram like this for the 
Phillip Island Grand Prix circuit.

c Do you think this is an example of sustainable 
tourism? Justify your point of view.

hard sport 
tourism tourism 
in which someone 
travels to either actively 
participate in or watch 
a competitive sport 
as the main reason 
for their travel

soft sport 
tourism tourism 
in which someone 
participates in 
recreational and leisure 
activities, such as 
skiing, fishing and 
hiking, as an incidental 
part of their travel
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 Deepen your understanding of this topic 
with related case studies and questions. 

 Sport
 the FIFA world cup

   17.6  Cultural tourism? 
 17.6.1 What is the impact of Thanksgiving? 
  Cultural tourism is concerned with the way of life of people in a geographical region. It is usually 
connected to elements that have shaped their values or culture, such as a shared history, 
traditions or religion. It may be linked to unique events, such as the celebration of Chinese New 
Year or Thanksgiving in the United States. Whatever the reason, the mass movement of people 
associated with these events has a signifi cant impact on both people and places.  

 Th anksgiving is held in the United States on the fourth Th ursday in November. It dates back to the 
seventeenth-century celebration of the harvest. Today it is a time for families to get together and give 
thanks for what they have. 

 Th e holiday period runs from Wednesday to Sunday. In 2014, around 46.3 million people 
 travelled an average of 883.5 kilometres to celebrate with family and friends (see fi gure 1). As millions 
of people travel across the country, transport systems are stretched to the limits, creating delays and 
traffi  c congestion. Because the holiday season is so close 
to the start of winter, the weather can  further compli-
cate people’s travel plans, especially those who live in 
the northern states. Early winter storms can bring ice 
and snow, resulting in airport closures and impassable 
roads. 

 Surprisingly, in 2012, the cost of travel decreased 
around the time of Th anksgiving. Travellers paid less for 
fuel, car hire, accommodation and airfares.  However, 
economic conditions in the United States have meant 
that the average American spent less. 

 17.6.2 What is the impact of Chinese 
New Year? 
 Chinese New Year is the longest and most  important of
traditional Chinese holidays. Dating back centuries, 
it is steeped in ancient myths and traditions. Th e 
 festiv ities begin on the fi rst day of the fi rst month in the 
 traditional Chinese calendar, and last for 15 days. Th ey 
conclude with the lantern festival on Chinese New 
Year’s Eve, a day when families gather for their annual 
reunion dinner. It is considered a major holiday, and 
it infl uences not only China’s  geographical neighbours 
but also the nations with whom China has economic 
ties. 

 Of special signifi cance is the fact that the date on 
which Chinese New Year occurs varies from year to 
year. Th is date coincides with the second   new moon   
after the Chinese   winter solstice  , which can occur any 
time between 21 January and 20 February.    

  Chinese New Year, or Lunar New Year, is celebrated 
as a public holiday in many countries with large
 Chinese populations or with calendars based on the 
Chinese lunar calendar (see fi gure 2). Th e changing 
nature of this holiday has meant that many  governments 
have to shift working days to accommodate this event. 

new moon  the phase 
of the moon when it is 
closest to the sun and 
is not normally visible

winter solstice  the 
shortest day of the 
year, when the sun 
reaches its lowest 
point in relation 
to the equator

  FIGURE 2  To ensure prosperity and good fortune in the year ahead, 
parades, dragons and lion dances feature in Chinese New Year 
celebrations.  

3.1 million
air travellers

1.3 million 
other travellers

39.1 million
automobile
travellers

  FIGURE 1  Thanksgiving and modes of transport  
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In China itself, many manufacturing centres close 
down for the 15-day period, allowing tens of  millions 
of people to travel from the industrial cities where they 
work to their hometowns and rural communities. This 
means that retailers and manufacturers in overseas 
 countries such as the United  States and Australia have 
to adjust their production and shipping schedules to 
ensure they have enough stock on hand to deal with the 
closure of factories in China. For those shopping online, 
goods simply will not be available and will be placed on 
back order.

The logistics of movement in China
Chinese New Year has been described as the world’s 
 biggest annual movement of people. In China, over a 
five-day period in 2014, 92 500 buses moved 82 million 
people per day; 14 700 extra flights and 800 additional 
train services were scheduled. The Ministry of Transport 
has introduced online ticketing, but the website crashed 

and now there are problems with scalpers. Some would-be commuters tried for hours to log on, 
while others queued for up to six days only to find there were no more tickets. One airline traveller 
flew from Beijing to Kunming in southern China via Bangkok because he could not get a direct 
flight (see figure 3). Road networks were monitored from the air as tens of thousands made the 
journey on motorcycles.

CHINA

THAILAND

Beijing

Bangkok

Kunming

Flight path
Key

0 500 1000 km

FIGURE 3 The long way home for Chinese New Year

ACTIVITIES

EXPLAIN
1 In your own words, explain what is meant by 

the term cultural tourism.
2 Why are Thanksgiving and Chinese New Year 

regarded as cultural events?

INVESTIGATE
3 As a class, brainstorm a list of cultural or 

celebratory events that occur in Australia.
4 Use the internet to find out more about 

either Chinese New Year or Thanksgiving. 
Investigate the history, myths and traditions 
associated with your chosen event. Prepare 
an annotated visual display comparing your 
finding with a cultural or celebratory event in 
Australia. Make sure you include references to 
the scale of your chosen event and the place in 
which it occurs.

APPLY
5 Copy the table below into your workbook and 

fill it in. Use the Thanksgiving weblink in your 

eBookPLUS to find out more and help you 
complete your table.
a What is the preferred mode of transport 

for Thanksgiving and for Chinese New 
Year? Suggest reasons for differences in travel 
arrangements. In your response, include 
reference to the scale of movement.

b Make a list of problems associated with 
the mass movement of people.

c Select one of the problems you have 
identified and explain the impact it 
might have on people, places and the 
environment. Suggest a strategy for the 
sustainable management of this problem in 
order to reduce its impact.

6 Write a paragraph explaining how cultural 
events can change people, places and the 
environment.

Thanksgiving Chinese New Year

Number of trips

Most common form of transport

Length of holiday period

Purpose of trip/activities

Weblink
Thanksgiving
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        17.7  Impacts of travel 
 17.7.1 Do the benefits outweigh the costs?      
  Travelling, and more specifi cally tourism, seems like the perfect industry. It can encourage 
greater understanding between people and bring prosperity to communities (see fi gure 2). 
However, tourism development can also destroy people’s culture and the places in which 
they live (see fi gure 1). There is sometimes a fi ne line between exploitation and sustainable 
tourism.     

           Many travellers don’t consider or are unaware of the consequences their choices have on both
the environment and people of the destination they are visiting. Conversely, many tourists leave 
their holiday destinations feeling uplifted by their positive experiences and seek to return the favour. 
Th e following mind maps outline just some of the impacts that that tourism has on people and
places.

infrastructure  the 
features that are 
built by humans 
to allow other 
activities to occur; 
for example, roads, 
electricity networks 
and water supply

Negative impacts
of tourism

Tourism damages
culture and community,

and exploits locals.

Child prostitution aimed at
foreign tourists is an increasing
problem in many countries such

as Thailand and Cambodia.

In Hawaii, sacred burial sites are
being excavated to make way for

new tourist resorts.

In Nepal, one of the most heavily
deforested countries in the world,

four to �ve kilograms of wood
are burned daily for heating

and cooking for tourists.

In some countries, such as
Indonesia and Jamaica, local

people employed in tourism earn
about 1 per cent of the income

of their guests. Resort workers in
Fiji earn the equivalent of

$2 an hour.

On the Inca trail in Peru,
tourists have damaged

ancient ruins by
lighting �res in them.

There is growth in
crime rates as rich

tourists interact
with poor locals.

Tourism damages
the environment

and depletes resources.

Environment

Social

Golf tourism severely reduces water resources.
An average golf course in Thailand uses as

much water as 60 000 villagers use.
In one desert location, a golf course

uses 3.79 million litres a day — what an
average family of four uses in four years.

Over-commercialisation creates arti�cial culture.
Traditional dances are shortened to

accommodate tourists; sacred objects and artefacts
are mass produced for the tourism industry.

Coral reefs in the Maldives
have been dynamited
and mined for building

materials for new resorts.

Cruise ships in the Caribbean
produce over 70 000 tonnes
of rubbish annually, much

of which washes onto beaches.

Tourists often ignore cultural
dress codes. This can lead to
social tension in places such

as Bali and many
Polynesian countries.

Tourism generates
excessive waste.

Revenue generated does not
stay in the local economy

but goes to overseas companies
that own the hotels and resorts

(see table 1 in section 9.3).
Seventy per cent of Thailand’s 

tourist earnings goes to
foreign investors.

An average of 8000 vehicles a day means
that Yosemite Valley is often blanketed 
in smog. Tourists want trees removed 

to improve their view of
waterfalls and cliffs.

In Kenya, safari tours disturb wildlife 
so that animals neglect their young
and predators are disturbed in their

hunt for food.

In Spain, each tourist consumes
440 litres of water a day —

twice that used by residents.
In the Seychelles, water

consumption by tourists is
as high as 1000 litres per day.

Negative impacts

  FIGURE 1  The negative impacts of tourism  

Interactivity
Tourism trauma
 Use this interactivity 
to further your 
understanding of the 
effects of tourism.      
  Searchlight ID:   
int-3335  
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Positive impacts
of tourism 

Provides employment and reduces
poverty. For example, tourism directly and

indirectly supports jobs in Aruba (76%),
Belize (31%) and Namibia (27%).

Adds more than US$ 7.5 trillion to
the global economy and is the
primary source of income for

many developing nations.
Australia’s share in 2014 was

$33.5 billion or $94 million each day.

To cope with tourist numbers, 
improvements are made to infrastructure: 

roads, rail, and sewerage
and water supply networks.

Encourages restoration of
historic sites, such as
Pompeii in Italy and

Port Arthur in Tasmania.

Promotes cultural awareness and
understanding. Strengthens

cultures, as tourists are
interested in the traditions

of places they visit, creating
a demand for their survival.

Increases awareness
of the impacts of

actions on the environment

Preserves indigenous
cultures and heritage,
because tourist dollars

encourage conservation
of sites and

self-management.

Increases interest in the
natural environment, so 

wilderness areas and
endangered species are

protected. National parks
in Kenya promote shooting

with cameras, not guns.

Generates additional spending — the
Chinese government spent US$40 billion on

Olympic events, sports facilities, infrastructure,
energy, transportation and water supply, all

of which bene�t the community long
after the event.

Increases employment
opportunities

(particularly for women)

Improves health care
in poorer communities

Positive impacts

  FIGURE 2  The positive impacts of tourism  

GEOskills tOOlBOX  

 Flow diagrams 
 This can illustrate how an idea or thing can link to another and then another. It is a good way of 
showing how certain examples can be connected back to an original concept. 

ActIvItIES

  UnDERStAnD 
1    Using fi gures 1 and 2, explain how tourism 

can have both positive and negative effects.     
2 a      Figure 3 shows how the tourist dollar can 

fl ow from one job to the next. Those jobs in 
the centre of the diagram interact directly 
with the tourist, while those on the outside do 
not. Copy the diagram into your workbook 
at an enlarged size. Complete it by adding 
other jobs. Add to it if you can. Study your 
completed diagram and write a paragraph 
explaining the  interconnection  between 
tourism and the economy. 

b    Repeat this exercise looking at either the 
social or  environmental  impacts.   

3    The type of  interconnection  shown between 
industries in fi gure 3 is sometimes called the 
multiplier effect. Explain what you think this 
means.  

4     The impact of tourism can be classifi ed as  environmental , cultural and economic. Study fi gure 1, showing the negative 
impacts of tourism. Working in groups of three, select an impact from each group. Explain the  scale  of each impact and 
devise a strategy for  sustainable  tourism. 

5    Which of the following would be the best to develop as a tourist resource in your region: art gallery, museum, 
cinema complex or sports stadium? Justify your answer.   

Rental car
company

Service
station

Baggage
handler

Printer

Butcher

Restaurant

Baker

Airline
Hotel

The tourist
dollar

Ship
operator

  FIGURE 3  One view on tourism  
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 17.8 SkillBuilder: Creating 
a survey 
What is a survey?
Surveys collect primary data. A survey involves asking questions, 
recording and collecting responses, and collating and interpreting 
the number of responses. Surveys are useful because they provide 
statistics for a specifi c topic that might not be available by any other 
means. 

ONLINE ONLY

eLesson
Watch this video to learn how 
to create a survey.

Searchlight ID: eles-1764

Interactivity
Try this interactivity to learn 
how to create a survey.

Searchlight ID: int-3382

QUESTIONNAIRE FOR SHOPPERS

1.   What suburb do you live in?

2.   How did you get to the centre?
      Taxi                Bus                          Bicycle
      Train               Car or motorcycle   Walk

3.   Did you use the car park provided by the centre?

      Yes               No

4.   How often do you shop at the centre?
      This is the �rst time         Once a fortnight
      Several times a week      Once a month
      Once a week                   Only very occasionally

5.   What types of goods and services will you buy today?
      Clothes                            Groceries
      Household/electrical goods    Fresh fruit and vegetables
      Financial/banking services      Light meal/refreshments

6.   Do you often shop at any other major shopping centre?
      Yes           No          If yes, which one?

7.   What attracts you to this centre?

8.   Apart from shopping, are there any other reasons for
      you coming to the centre?
      Work               Post of�ce          Bank
      Hairdresser     Doctor                 Dentist
      Solicitor          Restaurants         Entertainment
      Other

A survey of shoppers

 17.9 SkillBuilder: Describing 
divergence graphs 
What is a divergence graph?
A divergence graph is a graph that is drawn above and below a zero 
line. Those numbers above the line are positive, showing the amount 
above zero. Negative numbers that are shown indicate that the data 
has fallen below zero. A divergence graph allows you to identify 
changes away from the normal in a trend. 

ONLINE ONLY

eLesson
Watch this video to learn how 
to describe a divergence graph.

Searchlight ID: eles-1739

Interactivity
Try this interactivity to learn how 
to describe a divergence graph

Searchlight ID: int-3357
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17.10 Future trends and 
sustainability

17.10.1 Space tourism
One hundred years ago most travel was 
undertaken for the purposes of work, 
migration or war. Only the very wealthy were 
able to travel for leisure. Since the 1950s 
we have seen an increase to global tourism 
of 4400 per cent. Today tourism and travel 
is a mass market product. The growth of 
package holiday and ‘bucket and spade’ 
culture during the past half century along 
with the growth of low-cost airlines has seen 
tourism shift from being just about two weeks 
of sun and fun to ticking items off people’s 
bucket list.

Travel to space is an emerging industry. In 
2004 the first non-government organisation 
launched a manned craft into space twice in 
two weeks. Since then we have had individual 
tourists stay on the international space station 
whilst people are already booking to stay in 
hotels on the moon.

Zero Gravity Corporation celebrates 10 years of weightless flights
A company that makes some of the thrills of spaceflight more accessible to regular folks has hit a 
major milestone — 10 years of weightless flights.
 The Virginia-based Zero Gravity Corp. (Zero G) has now been flying customers on a specially 
modified Boeing 727 jet for a decade. The plane, known as G-Force One, flies in parabolic arcs that 
generate brief periods of weightlessness.
 Customers usually pay $4 950 for this experience, which can be exhilarating and nauseating at the 
same time. (G-Force One is sometimes referred to as a “vomit comet.”) But the company is knocking 
20 percent off the price for all future flights this year.
 “We’ve flown over 500 weightless flights with more than 12,000 clients, including notables like 
Stephen Hawking, James Cameron, Kate Upton, Halle Berry, Martha Stewart, Sharon & Ozzy 
Osbourne and Rob Dyrdek. It’s been amazing!” Terese Brewster, ZERO-G president and chief 
operating officer, said in a statement. “In celebration of our 10-year anniversary, we want to say ‘thank 
you’ by discounting all remaining 2015 seats.”

Source: Mike Davis 25/09/2015 Space.com

17.10.2 The sustainability dilemma
People recognise the benefits that responsible and sustainable tourism can bring to destinations, in 
terms of employment and the preservation of cultural and natural heritage. However, we are also 
aware of the growing contribution that flying makes to global warming. Currently aviation accounts 
for 2 per cent of all CO2 emissions and 12 per cent of CO2 from the transport industry. How can 
we align a desire to visit other cultures in a thoughtful way alongside a conscience that calls for the 
reduction in our everyday carbon emissions?

17.10.3 What’s next?
As the cost of flying increases, the ‘local’ approach to travelling will become more appealing. A new term 
has emerged in the travel industry of ‘geo-local’. In other words, holidaymakers will travel less far from 
home. We’ll begin to travel more often within our own countries and continents, and less frequently 

FIGURE 1 The Stern family of Colorado spent their Fourth of July holiday 
in weightlessness during a Zero Gravity Corporation flight on 4 July 
2010. Eminent British scientist Stephen Hawking (foreground) has also 
been a passenger.

mass market the 
market for goods 
that are produced 
in large quantities

bucket list a list of 
things a person wants 
to do before they die 
or ‘kick the bucket’
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beyond them. Australians may begin to travel more to bush homesteads in rural  settings, sleeping 
‘under the stars’ and eat bush tucker. Holidaymakers will increasingly discover that the  exoticness of 
the unknown doesn’t have to take the form of a safari through the Africa Savanna.

Tourism will no longer be dominated by Westerners either. We’ll see residents of India and China 
becoming more mobile than ever before, from a leisure perspective. Already, hotels in India and 
China, that once hosted Western visitors almost exclusively, are beginning to see the proportion of 
domestic guests rise, in some cases overtaking the number of foreign guests.

By 2020, we’ll also see the majority of hotels getting their produce, employees, materials, services 
and the like from sources within their immediate vicinity. We may see a new type of ‘10-kilometre 
hotel’ — for which all food and materials will have been sourced from within a 10-kilometre radius. 
In addition, these hotels can provide energy and water for guests on a metered system, and separate 
charges for each will appear on their bill. Discounts will be offered for those visitors who keep their 
energy and water use below average.
FIGURE 2 Trends and forecasts in tourist arrivals
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ACTIVITIES

UNDERSTAND
1 What are the reasons for the increase in tourism since the 

1950s?
2 Read the article entitled ‘Zero Gravity Corporation 

Celebrates 10 Years of Weightless Flights’.
a Why would families like the Stern family choose to go on 

a Zero G holiday?
b What modifications do you think would need to be done 

to the aircraft and why?

INVESTIGATE
3 Find a company that offers space flight holidays. What 

are the costs and physical requirements for potential 
passengers?

4 Design a centre for space tourists. What would be the major 
obstacles to overcome in the construction of the centre?

APPLY
5 a  Using figure 2, which region is projected to have the 

greatest increase in tourist arrivals between 2010 and 
2030?

b What is the total and relative increase in tourism numbers 
between 2010 and 2030?

c List the advantages of a geo-local holiday.
d Plan your own geo-local holiday — where would you like 

to go and why?
e What are the implications for the tourism industry for the 

changing nature of where tourists are coming from?
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     17.11  Sustainability and 
ecotourism 
17.11.1 Ecotourism and the environment  
Tourism has the capacity to benefi t environments and cultures or destroy them.   Ecotourism   
has developed in response to this issue. The aim is to manage tourism in a sustainable way. This 
might be through educational programs related to the environment or cultural heritage, or through 
controlling the type and location of tourist activities or the number of tourists visiting an area.   

ecotourism  tourism 
that interprets the 
natural and cultural 
environment for 
visitors, and manages 
the environment in a 
way that is ecologically 
sustainable

A

B

D

E F

G

J

J L

L

C

H

I

K

K

   A   The natural bush is retained and native plants are used to revegetate or landscape the area. 

  B    Composting toilets treat human waste, and worm farms consume food waste. Water is treated with ultraviolet 
light rather than chlorine. Recycling is practised; for example, grey water is used in irrigation and toilet systems. 

  C   Visitors are encouraged to improve and maintain the environment by using paths or planting trees. 

  D    Buildings blend in with the natural landscape, and local materials are used. Buildings are often raised to prevent 
damage to plant roots. During construction, builders prevent contamination of the local environment by having 
workers change shoes and by washing down equipment to keep out foreign organisms. 

  E    Local organically grown produce is used, and craft markets and stalls might also be established and run by 
indigenous communities, supporting the local economy, creating jobs and reducing poverty. 

  F   There is no golf course, because of the high water use and need for pesticides it would require. 

  G   Low-impact, non-polluting transport such as bicycles are provided for guests. 

  H   Walking trails include educational information boards. 

  I    An information centre helps visitors understand the environment. Local indigenous people are employed to 
educate visitors about their culture. 

   J     Electricity is generated through solar panels on the roofs of eco-cabins. 

   K     Boardwalks are built over sensitive areas such as sand dunes to protect them from damage. Boardwalks might 
also be constructed in the tree canopies. 

L      Trained guides educate tourists about coral reefs and native vegetation, and show visitors how to minimise their 
impact.   

 FIGURE 1  Anatomy of an ideal 
ecotourism resort
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 Ecotourism diff ers from  traditional tourism in two main ways. 
•    It recognises that many tourists wish to learn about the natural environment (such as reefs, 

rainforests and deserts) and the cultural environment (such as indigenous communities). 
•    It aims to limit the impact of tourist facilities and visitors on the environment.   
 Ecotourism is the fastest growing sector in the tourism industry, increasing at around 10 to 15 
per cent per year.        

50 metres

150 metres

Unlicensed tour boats
(including jet skis) must 
not approach within
150 metres.

Swimmers must hold onto
ropes attached to the boat.
Limit of 10 swimmers, for a

total of 20 minutes.

Licensed boats may 
approach to within 

50 metres.

No boats may
approach head-on.

Licensed boats must
stay 200 metres apart.

  FIGURE 2  Regulations for contact with dolphins  

ACTIVITIES

  UNDERSTAND 
1    How does an ecotourism resort differ from a 

traditional tourist resort?   

 EXPLAIN 
2    Use a mind map to explore further  changes  

that could be made to the resort shown in 
fi gure 1 to make it even more  environmentally  
friendly. Would you describe your  changes  as 
small- scale  or large- scale ? Justify how these 
 changes  might be more  environmentally 
sustainable .   

 INVESTIGATE 
3    Visitors to ecotourism resorts are often 

attracted by brochures that emphasise the 
resort’s  environmental  policies. These 
brochures also set out guidelines to follow in 
order to minimise visitor impact. 
a    Design and produce a brochure for the 

ecotourism resort illustrated in fi gure 1. 

Use ICT tools and techniques to maximise 
the brochure’s impact. 

b    Add another eco-activity to the island and 
devise strategies to educate tourists and 
minimise their impact on the  environment .     

 APPLY 
4    One of the most famous examples of wildlife-

based ecotourism in Australia is Monkey Mia in 
Western Australia. Here the wild dolphins come 
into shore and tourists are able to feed, swim 
with and touch them. 
a    What rules and other techniques are used to 

control the interaction between dolphins and 
tourists? 

b    Predict potential problems that might occur 
between dolphins and tourists. 

c    Do you think this is an example of  sustainable  
ecotourism? Give reasons for your answer.     

    Ecotourism Australia (EA) is an organisation that aims to promote ecotourism throughout  Australia 
and the region. It was established in 1991 and has been a world leader and winner of many awards 
for its work in the fi eld. Th e organisation aims to establish best practice in the tourism industry 
and  provide information and certifi cation for businesses that share the values of sustainability. In 
2014, the value of tour operators certifi ed by EA exceeded $1 billion. Th is proves the importance of 
 ecotourism and that it is not just a niche segment of the industry.

  Interactivity
Sustainable 
sightseeing  
 Use this interactivity 
to further your 
understanding of 
how ecotourism 
differs from 
traditional tourism.      
  Searchlight ID:   
int-3336  

Deepen your understanding of this topic 
with related case studies and questions. 

 Kadadu National Park
 Wilsons Promontory
  Ningaloo Reef and ecotourism
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17.12  How does nature drive 
tourism at Victoria Falls? 
 17.12 .1 Tourist mecca 
  Victoria Falls, or Mosi-oa-Tunya, has been recognised as a World Heritage site due to its 
spectacular waterfalls. The Falls attract several hundred thousand visitors from around the 

world each year, which has led to 
the development of numerous tourist 
businesses to cater to them.  

 UNESCO has deemed the Falls as being 
a site of exceptional natural beauty and 
of geological importance. Th e main Falls, 
located on the Zimbabwe side of the border 
with Zambia, drop in excess of 100 metres. 
Due to the outstanding universal value 
posed by this collection of waterfalls, a sig-
nifi cant tourism industry has sprung up 
on both sides of the border. Victoria Falls 
cover an area of 6860  hectares. Th e region 
is used for a variety of tourist activities 
including rafting, helicopter fl ights, walking 
with lions, abseiling and bungee jumping, 
bush walks, mountain biking, jet boats, 
 horseback and elephant back safaris, as well 
as fl y fi shing.         

  FIGURE 1  Oblique aerial photo of Victoria Falls  

ACTIVITIES

1     Describe the main vegetation types on the 
map. 

2    What physical feature forms a natural 
boundary between Zambia and Zimbabwe? 
a    gorge 
b    a perennial lake 
c    a dam   

3    What physical feature can be found at area 
reference AR7415? 

4    Give the area reference for Canary island. 
5    What is the contour interval of the map? 
6    What direction is it from Lwando Island to the 

Main Falls? 
7    What is found at GR757183? 
8    Calculate the distance by road from the boat 

club to Big Tree. 
9    How do people staying in Livingstone, 

Zambia, get to Victoria Falls? 

10    Refer to fi gure 1. 
a    What direction would the photographer have 

been facing when they took the photo? 
b    What natural features would attract visitors 

to Victoria Falls?   
11    List as many human features on the map as 

you can that have been built because Victoria 
Falls is a tourist destination. 

12    What would be some of the main impacts of 
the tourist facilities, established in and around 
Victoria Falls, on the environment and on 
people who live in this region? 

13    Evaluate the impacts (positive and negative) of 
tourism to this area. 

14    How might Victoria Falls allow for the 
interconnection of people from different 
cultures?   

    17.13  Review 
To access this  sub-topic, go to your eBookPLUS at www.jacplus.com.au.

ONLINE ONLY
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FIGURE 2 Topographic map extract of Victoria Falls, Zambia and Zimbabwe
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