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Tourism is one of the best drivers of worldwide business and affluence. Many countries nations are
siving much significance to tourism sector. The tourism industry has ascertained
major industries, one that offers important opportunities for employment creation,
mmtegration in to the international market. On the other hand poverty
challenges. Millions of poor people live in places that are also touris
~ panies claim that poverty reduction is not their business. This brief explains why

itself as one of the world’s
Jocal economic growth and
mitigation is one of the greatest global
m destinations. But many tourism com-
p6verty does miatter to tour-

* ssm businesses and describes what companies can do to contribute to the global effort on poverty reduction.

Poverty a Matter to Be Considered

_many nations, tourism acts as an engine for
ent through foreign exchange eamnings and the
: of direct and indirect employment. Tourism
59 of the world’s GDP. It accounts for 6%
I's exports in services being the fourth larg-
sector after fuels, chemicals and automotive
ourism is responsible for 235 million jobs or
12 jobs worldwide. In 2011, international

in 2010, in a year characterized by a stalled
‘economic recovery, major political changes in
Mddie East and North Africa and natural disasters

erew by over 4% reaching 982 million, up from |

Many tourism companies claim that povérty
reduction is not their business, but there are some rea-
sons why tourism companies should be concerned:

1 Problems:-In those places where the poor feel that
they are not benefiting sufficiently or fairly from
tourism, conflicts and violence can arise. It is easy
for the tour operators to move on o a new destina-
tion. But hoteliers and destination-based tour opera-
tors will be affected by this problem. ¢ All-inclusive’

- tourism resorts have been developed in part to en-
sure that tourists do not encounter poverty and ifs
consequences. However, beyond the enclave, tour-

Table :1. The statistics of tourist influxes during the past years are shown in the table

UNWTO Inre;:naﬁonal Inrer:narfonal Ime::narional Ir'zter-mfional
Country Regiona I rom.'tsr rour.':sr tou {'wt tou{'zst
Voot arrivals arrivals arrivals arrivals
(2009) (2008) (2007) (2006)
France Europe 74.2 million 79.2 million 80.9 million 77.9 million
United States | North Amer- 54.9 million 57.9 million 56.0 million 51.0 million
ica
Spain Europe 52.2 million 572 million | 58.7 million | 58.0 million
China Asia 50.9 million 53.0 million 54.7 million 49 .9 million
Ttaly Europe 432 million- | 42.7 million 43.7 million 41.1 million
United King- | Europe 28.0 million 30.1 million 30.9 million 30.7 million
dom
Turkey Europe 25.5 million | 25.0 million 22.2 million 18.9 million
Germany Europe 24.2 million 24.9 million 24 4 million 23.6 million
Malaysia Asia 23.6 million 22.1 million 21.0 million 17.5 million
Mexico & Latin America | 21.5 million 22.6 million 21.4 million 21.4 million
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ism is dependent upon the tolerance of local com-
mmunities. Furthermore, tourism is a service and
entertainment industry. Well-motivated local staff,
who feel their community is deriving benefits from
tourism, are likely to provide a better service for
clients, as are local guides who are able to provide
valuable insights into the area. Enlightened self-
interest requires that tourism companies consider
the dynamics of the relationships between the in-
dustry and the local community in the destinations.
IL. Opportunities: - Although poor countries currently
have only a minority share of the international tour-
ism market (approximately 30 per cent) their share is
growing. International tourism arrivals in developing
countries have grown by an average of 9.5 per cent
per year since 1990, compared to 4.6 per cent world-
wide. Of the top 40 tourism destinations in 1998 11
are poor countries. While destination, activity, avail-
ability and price are the major determinants of holi-
commercial market research suggests
that tourists are attaching increasing importance to

day choice,

Scen

ethics and the corporate soci
day companies. Furthermore,
are rejecting all-inclusive reso
encing local culture.
Advantages to the Poor an
Poor people ident
ism can boost; following are some ways in which tour-
* jsm can benefit to the peop
1. Employment: -
people is the important contribution by tourism. An
employment in the unskilled area also can lift 2 whole
house hold out O
to recruit the local people
them, a better_and sincere W

2 Business Opportunity: - It
economically backward peo
tourist destination because
But they can approach for
selling drinks, food an

akresponsibility of holi-
rts in favour of experi-

d underprivileged People
ify many ways in which tour-

le or disrupt their livelihoods
Employment Opportunity to local

f poverty. If the operators are ready
for various posts and train

is not possible for poor or
ple to start 2 business in a

d crafts, supplying inputs to the

more and more tourists

ork atmosphere can be

of the financial burden.
small scale business like

accommodation units such as Jocally produced food,
Table :2. Some popular destinations in poor nations =
Country® Population below s ;
USS1/USS2 per day** Key Destination Marketed Market Segmentation
India 36/44 . Mass market: winter sun
Goa, Kerala, Rajasthan Niche: wildlife, culture, adventure
The Gambia 84/54 The Gambia Mass market: winter sun
Nepal 83/38 Kathmandu, Himalayas Niche: u;kidng, climbing, culture
62127 Mombassa/Malindi, Masai | Mass market: winter sun and wildlife
Kenya Mara and other national Niche: wildlife :
parks
A 55/8 Borneo, Bali Mass market: winter sun, culture
Niche: wildlife, culture
o Cairo, Luxor, Hurghada, Mass market: winter sun, culture, div-
52.7/3.1 ; :
Egypt Sharm ing, cruises
el Sheik, Nile
Sti Lanka 4517 St Larlke (c;f;zr combined Niche: winter sun, diving
Maldives)
South Africa 36/12 Cape Town, Durban, Kruger M-ass x.nar_ket} city ‘tounsm, s
: Niche: wildlife, wine tours
National Park
Mexico 35/12 Cancun, Mexico City, Co- Mass market: summer/winter sun
zumel Niche: culture, diving
Jamaica 2513 Jamaica/Caribbean Mass market: summer/winter sun
Brazil 25/9 Rio and Bahia Mass market: beach tourism and cul-
ture
Costa Rica 2317 Costa Rica Niche: ecotourism
Dominican 16/3 Dominican Republic/ Mass market: summer/winter sun
Republic Caribbean




. thatch and so. :
Infrastructure: - Tourism brings infrastructure facili-
to destination, the benefits can share by the local
pople also. Road, water or sewage systemi, health
facilities, communication systems, that are developed
for tourist can be substantial and shared by many peo-
ple.

: ~ Chart 1: Relationship between tourism local people

curity: - Measure to boost sectirity can make an
2 safer for all. Troubles from crime and insecurity
=re also faced by the local people. This can be mar-
reduced by the secufity steps taken in the des-
‘Enation.

eandard of Living: - Availability of modern facili-
s and technological advancements can bring im-
standard of living in the destination area.
Preservation: - A market for unpopular
1 activities of surrounding poor groups is some-
e great. The traditional food, dancing forms, tradi-
onal villages etc., otherwise may become a sweet’

Chart :2

Relationship between Tourism and Companies

| Tourkm
i ond

: ¥
- Better Work
Atmasphere

Benefits to the Companies

1. Create a Competitive Advantage: - If the company
is able to provide a distinctive product, they can earn
a competitive advantage. This distinctive product can
be created with the help of local raw material. This
can be a mutual benefit for company and local people.
Companies that give something back to the local com-
munity and invest in the local economy stand out
from the others.

5. Greater Local Support: - The support of the local
community can be very important to tourism busi-
nesses in ensuring their license to operate; the degree
of acceptance and support for 2 hotel or resort can
have tangible benefits for the safety and welfare of
guests. Company also benefit from a more diverse
and vibrant businéss environment.

3. Better Work Atmosphere: - Support from local peo-
ple can improve work satisfaction for staff Staffs take
pride in the way a company delivers benefits for the
local community, and happy staffs generally deliver
improved customer service and achieve higher levels
of guest satisfaction.

4. Satisfied Tourist: - The important aspect of the suc-
cess of a business is customer satisfaction. Benefits to
local community create satisfaction to the tourist also.
The happy approach by the local people towards tour-
ist will make them happy.

5.Great Publicity: - Satisfies customer is the best pub-
licity for any business. Word-of-mouth marketing and
media coverage will be there for the companies.

Suggestions

Poverty mitigation through tourism is not easy
to establish. A detailed study is needed to recommend
any steps to follow. Depends up on the nation, its politi-
cal situation, degree of poverty, availability of attrac-
tion, it can be decided. Many African countries are now
implementing this idea in their country. Countries like
India can also follow this method of poverty mitigation.
A similar concept name Pro-Poor Tourism is becoming
popular in the world.

Any Government plan to implement this
method should be able to influence the private industry.
They should be able to create awareness about the need
of poverty mitigation among the private sector in tour-
ism industry, so that they can work according to that.
The risks and opportunities of eradication of poverty
should be clearly explained. The following are some
steps which a company can take in the destination o
help the poor people.

1. Local Sourcing: Purchase goods directly from
local suppliers

Identify the local sources are VEry important for a
property to reduce their purchase cost. The company can
easily find out some important products from the local
area itself, such as food products, building materials etc.
Often such products may cost more and take more time
for the companies. If it is bringing from outside it may
not be fresh like a local product.
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Benefits to the company;
< Unique identity
= More satisfied customer
=-More local support
= Freshness in products
= Better image created
< Reduce transportation and maintenance cost
< Direct view of manufacturing
Benefits to Local Community;
= Direct income
*-] ess competition
< Better market
= Improvement in language
2. Empioyment

Employment is the simplest way in which tour-
ism can address poverty. It is a mechanism that can be
used in large and small enterprises and in all areas. The
barriers to entry faced by the poor in accessing employ-
ment are often low levels of education and lack of skills
(general and tourism specific).

At the time of construction, the properties can
provide more opportunities for the unskilled local peo-
ple. Since it is not a permanent solution, other jobs in
the entry level is possible for such people, But there
should be an initiative from the part of entities. The
companies should take this as a support to the local peo-
ple. It may not be possible for them to recruit local peo-
ple for some highly skilled areas. But they can identify
some entry level area where the local people can also
perform. Provide them training and give them an oppor-
tunity to excel. -

The main cash injection into the local economy
from tourism is from the wages of local staff, therefore
the opportunity for local employment is important for
the poor. Tourism enterprises that show a commitment
to genuine job creation within poor communities can
make a real difference and bring a range of benefits.

< Easy availability of candidates

= Low recruitment cost

«Opportunity for entry level staff

= Higher staff morale

< Better quality service

= More authentic experience for guests

< Positive company public image

« Increase training opportunities for local people.

The major barriers to the locally economic poor peo-
ple accessing labour are lack of skills and training. Lack
of skill and training can be overcome by good training
to the locally employed people. It is a costly activity for
the companies, so they have to consider it as a support
to the local people. Such trained employees will be an
asset for the company. The changes of property by such

employees are negligible. The dompany can improve
their public image.
3. Local Products Development

The property should know about the local specialities,
so that they can identify the best product or products
which can attract the tourist and give them a unique

. identity. Such products will give economic benefits to

the locally poor people. This is a challenging are where
the identification should be mutually beneficial. The
companies should give more importance {0 the benefits
of local people. Support the development of local arts,
crafts, cultural products & tourism services will help the
local people to survive.

A marKet of such local products will be a great
step to protect the local culture. Such market may create
more guest satisfaction and an extended stay for the '
properties. The word of mouth marketing is another
benefit for the property. Even the companies can eam
some revenue from commissions.

4. Local sight seeing

Local sightseeing by tourist spared currency
directly to the local economy. The money spent by tour-
ist in the local economy makes a direct contribution to
the house hold income. The industry has to play an im-
portant role in this area. A rapport with local people will
create more safety for the exploring tourist. The main
obstacle in this section is uncertainty on safety of travel,
unknown local language; lack of information and lack of
transportation. This can be reduced by the combined
effort of the tourism industry and local people.

Since the visitors are increasingly looking for variety
experience, this is an opportunity to the tourism industry
to create an identity. Every local area has different ex-
perience to offer, which can contribute to the local pros-
perity. :

5. Encourage tourist to buy local crafts

A traditional uniqueness in a product can en-
courage purchasing of tourist. The aboriginal products
which lost the importance because of globalisation can
be re created by promoting local purchase. Shopping is
an important component of any holiday and almost all
tourists want to buy goods that are particular to the des-
tination. So the organisations can promote the purchas-
ing of local unique products which may directly help the
Jocal people to earn something. Along with the earning
the protection of such culturally important product is
another benefit of this step. Such products have no com-
petition and hold a unique culture of that particular des-
tination.

The main challenges faced by such products
are high price and lack of similarity. Since row materi-
als are collected locally and created manually, it cost
more than any other product with cheap row materials.
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will be less similarity between the products
js manually produced. Commission by the
may also reduce the profit level.

The mitigation of poverty is a dream 10 which
can contribute a lot. Tourism is not only the
business, a social support and a means of es-
&om poor living standards. Companies not yet
the power of tourism to bring prosperity to the
m; they believe in business, it is the time to
aware about the mutual benefits of tourism.
ies should have 2 social obligation, so that they
sbute to the society which will support the sus-
of tourism destination. The Government and
tourism organizations should take necessary
0 make awareness among the business groups in
axism about mutual benefits of tourism. Simply think-
¥ profit is the problem of every business, they
realize the importance of society and what they
, to the society, such thinking may solve all the
- of unhealthy development. This explanation
Sfically pointed out the steps which a company can
in the tourism industry which contribute to the re-
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