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Chapter 1

ToOURISM PRODUCT: CONCEPTUALISATION
AND CHARACTERISTICS

Flora Diaz; M° Bethencourt and Marysela C. Morillo

La Laguna University, Tenerife, Spain’

ABSTRACT

In recent decades the route followed by the conceptualisation of the
tourism product has led the literature to focus on the crucial role played by
the tourist as a consumer/user. In particular, consensus appears 10 exist as to
the definition of the tourism product as the interpretation which tourists make
of experiences they experience outside their habitual place of residence
(Jafari, 1994). This chapter attempts to classify the concept of tourism
product based on some of the ideas posited by consumer theory.

1. INTRODUCTION

Any definition of tourism must begin by referring 1o the WTO (World
Tourism Organisation), which conceptualises tourism in the following terms:
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"

‘Activities undestaken by poophe wravellisg 10 and sur)u in ploces oulddc
their usual environment for not more than ooe consecutive year for beisurs,

busiess and other purposes’,

i i mition that complements that given by the WTO.‘U-IQ
Tou:::umSocP":t.ymp:)ges that “fourism iy deemed o md-dc any acm:hl,:
concerned with the temporary movemient of pcof:.lc o detumm:u oumkw o
places where they live and work, ?:;d rheir activities during Ihe stay

' (Tourism Society, 1979, p- .
W!;ogdcﬁnhiuu are of help in viewing a fourist as someane who'ns T\n; f::n,
his natural envircament, & suggested by Jafari (1994) A:oordny.‘
arsalysis of the sector attention must be paid to a number of relevant issues:

ink of tourism_today we do not necessarily need to take

: mmbﬁ:. in destination” as owr point of reference. Tbe cun:nl
case of travel from oee location to another in a short space o'r mevllnadcs
mdayuipopossibk,adurscalsocounfuuni‘twsh‘:o cn‘:
however, need to distinguish between a *tourist’, the person spe o
the night i the destination, and & *day-tripper’ who arrives and Jeaves

. mr:y .impliw leisure and recreation activities, bwt should .m:l:;
confused with the Jeisure and activitles undertaken by someone in

of residence.

. ":::um should be viewed as comprising :!ot just m:;m&j
holiday travel but also all trips for education, tnmmr .&e
purpases, eto which involve travel from lhehnbit.ndphcco rsw

. I-MofmeMthmmomestmﬂy .
with travel. This association has been muw by the wdopm:‘tm
mmwﬁdnbmmnyoneoﬁhe mast important sub-5eci0rs
torarisen Industry.

conoept isan | is related directly 10 that of “tourisn
Th?pmdw i:‘v:uu:d":'u::;’hs:r:asvwm of the rec pient of the service. l
::c?ﬂw amu 'n;nge of experiences from the nmenl.lhe person leaves his
place of residence 10 the moment he 5 (Medhik and Mnum‘a, I')'lﬁ'.“'aims
Baﬁnghmhdthe:bovc.all&miblogoods.wdaspm ;
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tourists” needs, These neads can be prouped into five main sub.sectors (Sema
Cantallops, 2002):

= Transport: airlines, railways and shipping companies, as well as bus
companies and car rental firms.
Accommedation: hotels, apartments, holiday villas and timeshare
complexes.

- Travel organisers and distribusors: travel agents, tour operstors and
organisers of incentive travel, among others.

= Tourism destination organisations: from the political bodies respoasible
for tourism promolion %o tourist information offices and towrism
assoclations.
Attractions: comprising the bar-restaurant sector, along with museums,
theme parks, among others,

Thus, toarism activity presents a horizostal stracture, encompassing different
sectors (accammodation, catering, transport, commerce, crafls, construction,. ) on
which it exerts direct and immediate effects. However, there &5 not just an
cconomic side 1o tourism. 11 also harnesses destinations' natural and cultural
heritage. Hemce the view expressed by the OMT (2001) that tourism sctivity must
be viewed as operating as a system, which, according to the Organisation,

presents four basic components: demand, supply, geographical space and market
Qperators,

2, BACKGROUND

In recent decades, the tourlsm industry has grown 10 become an important
sector of the economies of several countries, inclading Spain. Indeed, it is mow
one of the most important sectors of the world economy, It is labour-intensive,
peoviding employment for many (OMT, 2001). Mareaver, it helps many countries
itain & cemain bevel of development, brings in foreign currency revenwe and helps
their egonainies grow mapidly.

These two aspects associated with wurlsm (employment and ecosomic
development) have probably attracted mast astention from researchers in stedies
of wurism as as industry.

However, in tandem with the above a mumber of perspectives have been
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range of public and private stakeholders play a part in del'fring ard hnp_lcmenll_in;
{he different COMPONEDTs of the tourism offering associded with Jeisure Lime
cm’:’zplm::mlrim consumgions - the 12X) taken en depaning fl'Dﬂ'l ch
hoee Yocality, road/rail/sea transport, sccommaodation. .. the use of a campsine n
destination, l‘smﬂin event held in suitable facilities, a concert in a thealre, ::
retuen joumey, elc - are all elements which are supplied ir. some Cases by(zn
firms (transport, accomemodation) and in others by the puslic authorities vens,
amenities, supplics, policing, #ic). .
Mareaver, 4s Smail notes (1993, utad_by Tm_m 2008), people are part :::‘
but also parly shaped by. theif surrounding cnvuon_m-m. Conseguently, P
tourists visit a focation, they interact with the places visited and, at the same LNE,
fluenced by said places and their populations. .

. ‘gi\u mewimponm of all these clements. for 15e configuration of the
betantial sectar of the literature refers to lounsm
Doughss, Doughss and Derel,

2001).

3. CONSUMPTION OF TOURISM SERVICES

Given the importance of service provision in the 'oo.nﬁgumhn °_‘ fourism
peoduction, in this section we will examine (he chamclessiics of the services. &

In this regard, the important aspect, according 10 Ko.ller (M), um
common denominator of {he services in that they generate manpbl:cp‘:::“;
which do not give rise 1o ownesship of any kind and n..ay or way not B
a physical product.’ The expression 'linked of not” to tangible goods e
oootopcntoﬂnwWofsmioa-cs nmmhuvemudh;nztw
parasuraman, 1991; Diaz pérez et al, 2006; bcveluu,. 1997, Kml:ti‘h dmmn;
2006) « being associsted to that of product of mtpblc.t good, <
rees, multi-dimensions oF combinations ranging from the prov

ke f a wngible good, thus further increasing, the
f

ofapuremloe'opcoﬁsiono

mm:(l:lx:ly.a;td Keélle (2006) give J classification of services, applied to the

wourism sector, based on their tangibility: 1) pure services, where the offering

Tourism Product: Conceptualisation and Chancieristics 7

msainly consists of an intangible product {service) with mo, or very few, tangible
goods neaded to provide the service: for example, the services of a tourist guide.
2) Services with accompanying minor goods, where the main offering is
(mangible but includes relatively large o numerous support goods; to borrow
from Berry and Parasuraman {1991), services involving intensive use of tangible
equipment (cable cars, airlines, taxis and hotels): the client does not acquire
ownership of asy of the objects but does participate in the consumptico of
accompaniment of minor tangible goods; furthermare, the service is provided
wsing goods that requise major investment. 3) Services with accompanying
major goods, which offer a tngihle good accompanied by services, such &5 the
purchase of computer equipment of d vehicle with maintenance or user
instructions; tangibles with a Jow service level, 1o use the definition of Berry and
Parasuraman (1991). 4) Pure goods, in this case the offering is simply 2 tangible
pood with no serviee provision of sny kind.

A similar distinction between servioes that are accampanicd or not by other
goods is established by Buckner and Doer (1988) and Stanton, Etzel and Walker
(2004), for whoe services can be grouped as follows: 1) Services as a wility
or transaction cenire, where the bulk of the revenwe and the main purpose of
the transaction are related 1o an intangible, a8 occurs in transport or recreation 2)
Support services, which are used to help sell another product, in the shape of
client support and facalities.

In that respect, service |5 a broad and complex activity and s peesent in all
organisations. According % Albrecht and Zemke (1998), Vidal (2004) and Miguel
(2002), the difTerences between service and now-service or industrial products are
becoming increasingly smalles, given that no services organisation is capable of
offering intangible products alone without the support of tangible goods.

However, organisations exist that supply major or minos tangible components
and whose competences liz in the provision of services and quality. Lovelock
(1983) even argues that a tangible peoduct per s¢ is of no use: the accompanying
service is what makes its consumption, use and physical possession possible,
converting it It something uscful to meet concrele needs. Intangible elements
(services) are constastly being added to increase competitiveness and *product
finms are increasingly becoming services firms also' (Munch 1998, p. 178).

Consequently, all organisations must have the human and material infrastructure
10 support excellent service provision
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-_F‘_'_’f_'——ﬂ_'____l—d_‘—’—‘—
Onher schemes i ' ism firms can be
i classification in whu:l§ \oumm .
mmmdmmz:l pmw-ww useful W researchers and servize udmmm_mou‘ :;n“)r
ber Of ways given that they afford managers 3 bcfm um.lmw\dmg :m =
“u::hm and expectations and enable them 10 desipn dstrfoution, promel

i the characterisation of

gervices. We will Jook specifically ¥ : o

these SeIvices annspoaahudyaddmdbym‘ynpcﬂsmmw‘w)‘

e mukeig, s AN T il g i
we

Esteban (2005), Hoffman
e oo i a::« and Kélker (2006), Kotler. ¢t al, (2005), Lm“t
(1057, McCarthy and Pereault (1999), Pride snd Ferrell (1997} Zeithar,

Tm:wﬂmpmeﬂurﬁoﬁashavhgcwuﬂmwhidasdmm
from goods, One such characteristic is intangibility, i.c. there s mo phys e
omwnushlpt;fm;ood.whkhmﬂbcpmﬁwdbymm.wmw

Jothi cleanlipess <f the
customes can see and touch some chements lctnployee.c ng, o

vin the senses: the client werely
hases the experience and the satisfaction of a nesd o store 90 his menory.

This, together with all pvailable information, is wsed by the ient in futare

i i perceive the quality of the service, eVen
oo e ﬂ‘h;:s:’onc of the tasks of the service peovider

: and
89), Kotler and Kéller {2008)
way.anetnndBm(w . d K
ﬁfm (1997), 150 make the istangible tang ble, £+ the mvm mf:: ml:
fdm:mﬂww'bk-lnmﬁbﬂhypomnmofdiffd
= ision, such as the fact thwt the services cannot be mm} w;n mvodm ro;ﬂ“mi"
of patents, pricing difficulties, the difficulty In comman ing,

i Grande Esteban, 2005)- _ _
wv-:emwnh:’wl rigtic, according o Garcia (2001), # msqpam&h;y o‘:
simultaneous produclion and consumpiion, which for Bege u:;)g:s:sw
hfmmuwﬂmmmwsoldandm'mm.pm@wd S
multameously, which requires the presence of e lienl, interacting
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moments of tnah, face 1o face, critical incidents where, according to Carlzon
(1991), customer care/Tront-desk staff in contact with the client are respossible far
dealing with the sitwation and cusiomer

sentiments and emotions. For Bege.
chalkenpes are also pased when the aim is to offer services to lange nambers of

people: challenges in lerms of delegating authority and decentralising fomctions m
customer care 10 resolve problems and eventualities. For this reasca, Hoffman and
Bateston (2002) and Zeitham) and Bitner (2002) recommend managing client
segmentation snd the distribution of the physical spaces where services
provided, as well as 3 special effort when it comes o choosing, training,
motivating and directing front-line staff,

A third characteristic s variability or heterogeneily. Given the
inseparable nature of service, the oulcome depends on the intervening individuals
(employees and clients) and their personality, mood, Circumstances and other
aspects, which change mmmpcummmomuandenntmmmduym
another. Hence, client perception of the service may vary at differest limes and In
different circumstances. Moreover, the provision of the service may be affected
by uncontrollable and usanticipated factors and, as a resull, what has beeo
planned and wotified to the client may not tally with the actaal service rendered. It
also makes it difficult to standardise the service and establish quality controls. For
these reasans, some strategies advocate standardisation by replacing husan labour
with machinery of perscnalisation of services 3s & way of harnessing changes andd
heterogeneity. In both cases, the Costs, the thme associaied with the provision of

the service and client preferences for sandardisation or personalisation determmne
hse inflection point, which will need 10 be identifvod via complaint sed seggestion
mechanisms and cuslomer surveys.

A final charscteristic is perishability, the non-lasting and expirable
natare of the services. As Garcia (2001) motes, services cannot be predeced and
kepl, returned, stored of inventoried. In other words, the capadity of service
offered 31 & given moment in time may be lost irreversibly I there are no cliests
(demand) and it cannct be resold if the guest fails to turn wp. In some CISES, the
minor goods gocompanying the service (food, cosmetics, medicines) Wy be
stored, but nod the actual service sxperience.

4. THE CONFIGURATION OF THE Tourism PRODUCT
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i 1 ntify and measiee
‘ from this perspective, the ued_!o quantify
'M"‘a o V:o:“:m led 10 it being considered, in econamic terms, A% @
e Pm:'h““ is conswmed by 1owrists and inevitably .ius a markel pm:‘
p:odmufu:: M:uom due 10 the characieristics of the tourism ?hm?;“::ms
ndewm‘ mne numbet‘ of sconoemic sectors play a gart in the ‘:ffm‘:ﬂ ;; p——
i ly foem part of the offering if theif products ¢ consam b’eomepmlisaioa.
s rcomcnms exists among the dilferent disciplioes 45 W“" s SHSATBI
. aspect we can stme with certainty 18 tlul.the \.rumus -
o measurement have taken the expenditure side into acoou Loeless
peoduction (‘;JT 0). This Is the appecach followed in the preparation of Towrs
: % : . |
sadllmfm nmmls. w :y.::lp: angle, the tourisn ;{mduct is dcfmodbby ‘ms:n
ex Mmm,f.' from the psychological perspective it is Wn o :fo g
s prIOHS specifically In the stories they L. Hence,
mcmnﬁuhmmﬂsmmﬁ e o
In this section we will examine mare closely the role © wwu s
configuration of the tourism peoduct, taking = 08 reference
new tourism. ’ . ‘ i,
Tow:::::lhm (Poan, 1993} is based on dmcpnncl;les {.p':m ‘2:1 ity
pr o dﬂgﬁ::_h "t::rdlm pt(d\:alon and marketing are related
new concept, sirategies gUIding
::‘:lcmum such as the following (Dluz Pérez etal., 2006):

a) Gearing of the produd o the comsumer'user
b) Respanse to muarket segmentatian

¢) Application of the toul quality concept

d) Transfer of decisio-making to employecs
¢) Zeso defect

) Production managesrent

g) Disgonal integration

) Strategic alliasces

i) Associations for informatian

Tourism Product: Coaceptualisation and Chamcteristics

comcrete activily or activities, or on specific destinations or places. In accordance
with Schiffman and Kaouk (1997), “decision-making” is taken 10 mean the process
influenced by imternal variables (perception, leaming, memocy, personality,
emotions, motivation and attitedes) as well as all other, external variables.

Effects beirarchy Tezerval Variables

Parcephon
Leaming
Meamory
Peesonality
Emotions
Maotvaton
Avdudes

>

Expenence
Schiffman and Kanuk (1997)

Figure 1. Decisiom-miking process.

Along the same lines, authors such as Opaschowski (2001) hive expressed
the opinion thal ‘loerists seck cmotional stimulus, they want 10 bay emotions,
perceptions, not products’, Consequently, according 10 the same author, holiduys

have ceased being for 2 tourist an escape from daily life but rather have becoine
the quest for

1) Enrichmest of peesonal life
2) Happiness
3). Paradise

In short, 2 search for stimuli or emotions associated with the ides of quality of
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2)  The towrise demand system
3) The tourism supply system
4) The meda

The concept of SIT thus captres the complexity of "'f" lo:l’;: p{:x;:::n;
while at the same time reflecting the mds of new fouris | b
relevant role is accorded 1o the perceplions of |_h¢. taurist 8'|od st
Moreaver, as an idea it is in keeping with the nlsqu.rem:nls tm:mmc s
management of destinations as unit. The comlribution md:shy)

SIT can be summarised as follows (Diaz Pérez ctal, 2006, p. 132

It reflects the functicaing of the sector s a sysiem _ '
:]) IIII: an adequate definition for approaching policy desagn for a tourism
destination
¢} Itincledes the main characteristics of new tourism

i and and supply)
S s the exisience of three systems (global, d{n
W ph;rimunmm which interact 10 produce the toussm ph:;o‘m
The nothon of & system means that all the oom?ouul parts are needul. bt
{he intended goal, in this case the peodaction and consumption OF I
services. Regarding this system approach, Poon (1993) defined a mtumw =
model for tourism bn which the different levels are supaknpesu: sy
{he one hand, the competitive strategies of the tourism bunes_s o
:lm those of the destination. According 10 l!tc author, these strategies
 ombined fo cater for the motivations and desires of the tourists.

Tue COMPONENTS OF TOURISM PRODUCTION

[ isi { new tourism and
ine bn mind the idess arising from the concepl @ :
dcﬁz:i‘an:.ﬁt SIT, in this section we will examine the compements of tourisn

clion

: ; pave alresdy hightighted the

the Introdwctory explu ] t\um
oom:l:xh:;s:( the tourism phenomenca, Wwe will uy.nnd becak down t:):d l:::;
st referred to in SIT and its inherest synetgiefs. in onder to vnderst e
anise the function comesponding 1 exch of the differest stakeholders involved.
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The trip itself, namely, the journey by the tovrist from the paled of origin
10 the destimation and the return journey. Here, transport plays a
fundamental role.

The destination itself and afl it offers: the various tangible and intangible
edements influencing the perception of the sourist,

The tourist and his expectations, perceptions and interpretations of the
expenionce, i.e., his motivation, emotions..., plus The availability of the
required means and equwipment.

The media and its role in informing and shapiag the image which the
tourist forms of the destination prioe to travel.

The above components are not waterlight compartments that operate in
isolation in ourism production and consumption. Rather thelr role in fourism
production s justified because they are parts of & system resulting in the tourist
experience that is consumed. ’

Let us Jook at each component in tum. Firstly, the trip. This encompasses the
travel agents; the firms that sell the different travelrefased services; transpost,
namely, the companies that move passengers from one bocation 1o another; and

the different infrastructures that make the joumney possible. The table below sets
out the components of the trip:

Trip components

¢ Wholesale: tour operators o Alrports
¢ Rewil o Podks
Transport ek
Airlines
Railways
Shipping companies
Car Hire firms
Taxi firms

Secondly, we have to consider the destination and all the elements it offers to

the Wurisl. As the table below shows, a classification ¢an be made of the overal]
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the other elements relating 10 mms by the
case a5 part of economic transaction channels).

public or private sedor (in the Tamer

The destination
i the dertinatian's
jo-culturol heriluge Public sector in
sw:HOf the  local o Regulation of the sector
populatica . -Touismdevdopuuupmmgm '
fophyri l Destination) Infrzstroctuse:
. Lmdwfc‘:p:"ag‘ ¢ Eouds. sports  facilities, cultural
. -
o  Climae aM1}ns.,.. . -
o Floraand fsuna o Supplies, mainkmance >
K
Business secior

o Accommodation businesses ‘

o Catering businesses ‘cafetering,
bags, restaurants, ¢4c.)

« Firms providing cntertalmment,
Jeisure and varicus actvities

o Transport firms (in destination)

Thirdly, we have 1o consider the mdst.
to the extent that in travelling %o satisfy his

addition to motivation, he must have the financial capa
trip andlor of certaln equipment, Think,
by road using his own <ar.

The tourist :
[mterests, desires and mui}ﬁmns 10 traved
Expectalions . )

Perceptions, ematons
f-‘m-?:-lm and financial means %o pay for the traveld

who coafigures (ourism consumnption
individual motivadions, interests and

Eares, ndergoes i of percepions aad emolNS
g hmum‘mﬁmofmmnwdbhnn

on a fourise adventure, In
certain means and equipment ut his disposal mcmkdwp e ke

for examgple, of a tourist wishing 1o traved

Tourism Product: Conceptualisation and Characteristics is

Liastly, the mass media play & crucial role in the confipuration of the tourissn
product in that they help create the desines, expectations and motivations that lead
A tourist 10 consume a given tourism product,

CONCLUSION

Acconding to the approach followed in this chapuer (thas is, focusing on the
consumer’s needs and anticipated benefits), the tourism produsct can be viewesd s
the interpretation made by the tourist of the experience undergone. Taking the
defimition even further, it is the synthesis of the perceptions experienced, the
mterpretation of experiences undergone thronghout the trip, specifically in the
place(s) visited. This concept of tourism production is reflected in the model
suggested by Smith who states thit )

“The model is 4 potentially important contribution in the debadie about tourism
as an industry; it also formalizes the intuitive mation of masy authoes that tougism
products are fundamentally experiences’ (Smith, 1994:1).

We know that production and consumption are simulaneous is Wurism, They
occur at the same time: the product i what is consumed and consumption s wha
& produced, However, since every interpeetation is personal and individual,
consumplion varies according to the feelings or perceptions of each individual
tourist, Taking this logic a step fusther, there are as many ourism products &
there are consumers (founists). Other suthors endorse this view in stating that ‘the
rogion-destination ... can be understood a8 being an art museam in which each
work exhibited is a unit of the global laadscape, an individual, physical and
substantive landscape, but also a metaphysical one and the representation,
objective and starting point for as many interpretations as there are readers and‘or
communities of readers” (Vers Galvan, 199§, p. 63).

The tourism product is mot just the destingtion, givem that a lourism
experience may be the actual travel to various destinations, geographically close
of mol, aver & period of days. Neither is it just the travel, in the strict sense of
maoving people from one Jocation to amother, since this is merely the means to
attaan the desired objective, Travel s but one component of the overall
experience. In sum, a tourist tunss 8o the sourism market deiven by a desire 10
experience, for example, certain emotions derived from the personal occurrences
that he asswmes will be generatad by the tourism adventure.

The reflections set out in the oresent chaoler easble us to draw sonmw
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, A oy
Iti wo;esln‘hlchhlamoce appmpnﬂctowukcfmn_mm"mdm .
ounmmpi‘ % aicms. ralber than tourism peoducts alone, given the decisive 10€ P :b .
groce it
by the tourist in she defisition of the product. The u.w-nsl uu:!:mvt;‘ s
peotagoaist of the fourism  experence: through his imzrpee
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