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Abstract—Tourism is travel for recreational, leisure or business 
purposes. Tourism is not only a pleasure trip to the visitors but also 
the largest and the fastest developing industry in the world today. 
Educational tourism is one of the fastest growing areas of the travel 
and tourism. Educational tourism then comes in a great variety of 
formats; places seeking to enhance their educational tourism product 
however have to first consider who their market is and what they 
have to teach others that are special or unique. Educational tourism 
is a way to use better our facilities. One of the best ways to promote 
educational tourism is to be involved in it yourself. Pick a topic for 
the year and help hotels and other tourism establishments know that 
visitors are welcome to come for one or more sessions. The very high 
flow-through effect supports jobs across the economy. Tourism 
Education also creates a high proportion of export-related jobs. 
Jobs-built skills are easily transferable to other service sectors. It 
gives wings & Opportunities to women and youth and those in urban, 
rural and peripheral areas. It generally offers good training and 
career prospects. Jobs are concentrated in small businesses and 
spread across local communities. 
The developments in technology and transport infrastructure, such as 
jumbo jets, low-cost airlines and more accessible airports have made 
many types of tourism more affordable. Educational tourism 
developed, because of the growing popularity of teaching and 
learning of knowledge and the enhancing of technical competency 
outside of the classroom environment. In educational tourism, the 
main focus of the tour or leisure activity includes visiting another 
country to learn about the culture. 
 
Keywords: classroom environment, more affordable, export-related 
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1. INTRODUCTION  

New Educational Technologies have paved the way to a new 
learning techniques unconstrained by time and space. E-
Learning, mobile technologies, communication and 
information access, and personal learning environments are 
becoming path and, as a result of the learning process are 
shifting away from teacher centered to the learner centered. It 
is the general duty of Tourism Education institute to determine 
standards in institutions with guidelines issued by the UGC 
from time to time. There are a variety of job opportunities for 
resort or hotel professionals ranging from entry level as a 

management trainee to an assistant manager or manager in 
various departments such as a front desk manager, rooms 
division manager, sales/marketing manager, guest services 
manager, catering/banquet manager, and convention sales 
manager. Quality Instructional design is more accessible to the 
learners by offering a lot of flexibility in place and pace of 
learning and selection of courses. Environmental and socio-
cultural aspects of the attraction should also be considered in 
order to gain an idea of how sensitive the attraction might be 
to touristic disturbances. Intangible attractions should also be 
considered. Basic management functions involve planning; 
organizing; leading; controlling. In some areas of the country 
a single entity is created to coordinate the management of the 
destination. Tourism is one of the world's largest employers 
and yet many communities are unsure of the benefits of 
tourism. The economic benefits are often the easiest to 
measure and the most effective; however the social and 
environmental benefits of tourism including protection of 
natural and cultural assets, supporting local events and cultural 
practices and provision of services and public facilities should 
not be overlooked. For this reason effective destination 
managers should regularly engage in education and advocacy 
of the benefits of tourism with local influencers and key 
community stakeholders. This includes elected 
representatives, leaders of business and industry, community 
and environment groups, and residents. These entities come in 
a variety of names, shapes and sizes. The most common term 
is Destination Organization and they carry out a range of 
functions from management to marketing and are responsible 
for co-coordinating the wide range of local stakeholders 
including the tourism business community, Local Authorities, 
Business Improvement Districts, transport operators, visitor 
information providers, major landowners, cultural bodies, 
retail associations and local community groups. Local food 
and beverages often identify a place, along with arts, and 
social ambiance. Core resources and attractors such as culture 
and history can be the fundamental criteria for why visitors 
choose one destination over another. Supporting factors and 
resources such as infrastructure provide a firm foundation 
upon which a destination’s tourism industry can be 
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established. Whereas the preceding two components lay 
largely beyond the reach of tourism professionals, destination 
management does fall within the power of tourism managers 
to influence. The last component, qualifying determinants, 
refers to situational conditions such as location and safety, 
which determine the scale, limit, or potential of the 
destination. Tourism visions, in particular, involve the 
elaboration of the style of tourism the destination would like 
to host (ecotourism, culinary, cruise port, allowable ship size, 
volunteerism, etc.), and who the target market is for the 
destination. Educate local residents and visitors about natural 
resource management to foster respect for natural beauty to 
attract tourists who are respectful, tolerant, and interested in 
the local environment and quality of life The vision may also 
include elements of a shared strategy although the how rather 
than the often falls to the mission, objectives, and strategies 
elements of a process. Education is very important in every 
aspect of human life. It uplift’s a society and make them a 
vital tool in the development of any country or state. Tourism 
is one of the world's largest employers and yet many 
communities are unsure of the benefits of tourism. A 
destination vision shapes the purpose and paints a future of 
tourism development that should mobilize resources. A vision 
that fails to mobilize resources does not fulfill the function of 
a vision. Goals break down a vision into more operational 
units by defining what the project aims to create. Through the 
required internship component of the degree program, students 
will gain practical experiences for professional positions in 
various travel, tourism, and related fields. Exposure to the 
businesses of heritage tourism, sustainable tourism, resort 
management, and meeting and convention planning will 
prepare you for a successful career in the fast-growing travel 
and tourism industry. The economic benefits are often the 
easiest to measure and the most effective; however the social 
and environmental benefits of tourism including protection of 
natural and cultural assets, supporting local events and cultural 
practices and provision of services and public facilities should 
not be overlooked. Unplanned and uncontrolled tourism 
growth can result in such a deterioration of the environment 
that tourist growth can be compromised. The environment, 
being the major source of tourist product, should therefore be 
protected in order to have further growth of tourism and 
economic development in the future. This is especially true 
with regard to tourism based on the natural environment as 
well as on historical-cultural heritage. Hospitality and tourism 
cannot be separated since hospitality is the key success to the 
tourism industry. The following paragraph will discuss about 
the importance of hospitality toward tourism industry. The 
importance of hospitality is to encourage the repetition guest 
or customer. In the tourism industry, people are not just 
looking at the facilities or price offered but also looking at the 
services provided. If they felt satisfied with their previous 
experience using the service they might come again besides 
promote the services to others. This situation will generate the 
revenue for the company. Company did not need to work hard 
to promote their services. They just have to concern with the 

services provided to customer and must fulfill the customers’ 
expectation. This is more valuable rather than we just provide 
the best facilities but with the worst services. Tourism related 
company must emphasize on hospitality in order to success. 
Sustainable tourism has three interconnected aspects: 
environmental, socio-cultural, and economic. Sustainability 
implies permanence, so sustainable tourism includes optimum 
use of resources, including biological diversity; minimization 
of ecological, cultural and social impacts; and maximization of 
benefits for conservation and local communities. Tourism & 
Hospitality includes entertainment, recreation, 
accommodations, culinary and meeting facilities & venues, 
cultural & heritage locales, retail, transportation, marketing 
and public relations. Tourism development in India has passed 
through many phases. India is a country known for its lavish 
treatment to all visitors, no matter where they come from. Its 
visitor-friendly traditions, varied life styles and cultural 
heritage and colorful fairs and festivals held abiding 
attractions for the tourists. The other attractions include 
beautiful beaches, forests and wild life and landscapes for eco-
tourism, snow, river and mountain peaks for adventure 
tourism, technological parks and science museums for science 
tourism; centers of pilgrimage for spiritual tourism; heritage 
trains and hotels for heritage tourism. Yoga, Ayurveda and 
natural health resorts also attract tourists. The terms tourism 
and hospitality are co-related and grouped together as a single 
industry. However these both hospitality and tourism 
industries are viewed as two individual sectors. There exist 
overlapping between these two. Tourism is defined as the 
persons travel and goes for the places outside of their usual 
environment for less than one year to accomplish their 
business purpose and for leisure; they are not employed there 
on visiting places. Hospitality is the provision of the 
accommodations, venues, meals and drinks to those people 
who are out of their homes. People of UK enjoy these services 
and also other non-resident residents. Both of these industries 
cover the restaurants, accommodations, hotels and other 
exhibition activities. Tourism is not the subsector of the 
Hospitality merely a source of the tourist services. In this way 
we have made a clear difference between two overlapping 
industries. We carry on our subject further to complete the 
task of hospitality and its subsectors. Large numbers of hotels 
have developed the single brands and products in a very 
uniform fashion in global market. It is also observed that 
tourists and travelers are in demand of unique local products 
from the hospitality industry. In response the global 
companies have tried in a way to reflect in a local design. 
Hospitality industry keeps the hotel business with different 
products, methods, and technology and less easy to analyze it. 
Hotel industry produces many products in varying sale 
markets of the world. It keeps close contacts with its 
customers who consume the products at the sale points. 
“Tourism provides a complex mix of variables, such as the 
differing size and scale of enterprises, even within the 
categories of small and micro-businesses”. Therefore, tourism 
is very amazing; it is bigger and larger than people think. And 
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actually, we can say that the tourism industry and hospitality 
industry are the same. They can be defined as one. Obviously, 
tourism means a lot and has extreme importance to the 
hospitality industry. 

Hospitality industry may include the following sectors. 
Hospitality brings the different cultures together in global 
community. Countries suffering from trade balances look the 
hospitality and tourism to close the gap. Therefore the 
hospitality is a not concept but it is a driving force in the 
global market. 

The Indian handicrafts particularly, jewelers, carpets, leather 
goods, ivory and brass work are the main shopping items of 
foreign tourists. The estimates available through surveys 
indicate that nearly forty per cent of the tourist expenditure on 
shopping is spent on such items. he organizations involved in 
the development of tourism in India are the Ministry of 
Tourism with its 21 field offices within the country and 18 
abroad, Indian Institute of Tourism and Travel Management, 
National Council for Hotel Management and Catering 
Technology, India Tourism Development Corporation, Indian 
Institute of Skiing and Mountaineering and the National 
Institute of Water Sports. Similarly, in developing countries 
like India tourism has become one of the major sectors of the 
economy, contributing to a large proportion of the National 
Income and generating huge employment opportunities. It has 
become the fastest growing service industry in the country 
with great potentials for its further expansion and 
diversification. However, there are pros and cons involved 
with the development of tourism industry in the country. Let 
us discuss the development as well as the negative and 
positive impacts of tourism industry in India. The aim of this 
study was to ascertain the current knowledge on health 
impacts of tourism in developing countries, to provide 
information on gaps in this knowledge as a baseline for future 
research, to identify research topics which could be 
investigated by researchers from health, tourism and other 
disciplines, and to propose elements of a framework for the 
assessment of health impacts of tourism. The travel and 
tourism industry is the largest employer in the world and the 
second largest in Arizona. The metropolitan Phoenix area is a 
major hub of tourism in the southwestern U.S. and has seen 
rapid growth in the air transportation sector, sports tourism, 
resorts and hotels, meetings and conventions, state and 
national parks, business and corporate travel, and the gaming 
and casino sectors. Understanding visitor profiles helps to 
identify target markets, craft meaningful messages, and 
develop products and resources in such a way that they meet 
particular demands. Surveys also reach travelers and can be 
given while visitors wait in line for an attraction, during a 
transfer from one location to another, or left at the 
accommodation to be filled out. Tourism is a service industry 
that depends heavily on communication. All destinations can 
use statistics to understand the size, scope, and impacts of the 
tourism sector. People travel for a variety of reasons: to 
escape, explore, understand, and participate. But at the core of 

the experience lies the destination — the place that hands 
something to the traveler to keep forever and share with 
others. This toolkit helps destinations put in place strategies 
and programs that will best tell their unique story and become 
an inviting host for visitors no matter the purpose of their 
journey. Traditionally, people divide up attractions between 
cultural and natural. Cultural should, but does not always, 
include historical attractions as well. A lot depends on the 
situation in which a destination finds itself. With a number of 
challenges, from a difficult transportation infrastructure to 
growing negative environmental impacts, the government 
understood the importance of long-term planning to ensure a 
strong and sustainable growth in their tourism industry. How 
wealthy or poor is the region? How well do locals understand 
and support the characteristics that make their place attractive 
to tourists? How vulnerable are those assets? Which type of 
potential tourist is most appropriate? How many tourists come, 
what do they do, and who gets their money? When an 
attraction such as a popular national park or renowned cultural 
monument is involved, impacts depend a lot on tourist 
interaction with neighboring towns, called gateway 
communities.  

A simple policy for ensuring a sustainable form of tourism 
development can be followed by few steps: Promote 
sustainable development, Create products for specific visitor 
market segments, Gain and maintain competitiveness, 
Enhance visitor experience, Preserve local resources, Improve 
residents’ quality of life. 

By keeping these steps in mind, a destination is on the right 
track to a better future of sustainable tourism that will last 
through many future generations. Either establishing a 
destination certification program or enrolling in an existing 
program will help ensure the planning and implementation 
stays on the correct path of sustainability. So good 
management means thinking about the destination as a whole 
— not just the protected site, but also its human, natural, and 
cultural settings. Without planning and public education, the 
incentive to protect can easily degenerate into mere 
exploitation. We have to look beyond the site borders for ideas 
like payback schemes,” whereby local businesses support site 
conservation 

2. CONCLUSION 

 Development cannot be completed without education. 
Education is a vital tool in the sustainable development of any 
country. For our tourism industry to compete favorably with 
its counterparts across the world, good education policy 
should be endorsed for the promotion of our tourism industry. 
In impoverished and underdeveloped areas, though, sufficient 
local businesses may not exist. Such regions need to build 
capacity, to develop enough financial and human resources to 
address problems and responsibly seize opportunities. We 
cannot continue loosing what we have because of illiteracy 
among our people, but let us all join hands together to make 
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our beloved country tourist heaven. Social media are rapidly 
changing and growing. Tourism industry are not just providing 
facilities to customer, services or hospitality is the main key 
that will determine the successful of the entity of tourism 
company. As a services provider we should provide the best 
services ever and must exceed the customers’ expectation. 
Only the excellent services provided will make customer 
satisfied using any tourism services. When well-managed, 
they are useful, low-cost mechanisms for the destination to 
distribute important messages to targeted audiences as well as 
engage and raise awareness of the destination among larger 
audiences. However, a lack of strategic thinking about social 
media can drain resources discourage ongoing participation 
with future members and audiences. Social media can no 
longer be seen as a separate marketing initiative, but must be 
fully integrated into a larger communications strategy. “Social 
media experts” have become irrelevant. Nowadays, there are 
number of universities providing Tourism education in India 
with advancements in technologies and improved method and 
procedure. Online tutorials are available for every one and one 
can easily learn via internet. Tourism Education Institution 
enables learners to specialize in a particular area of their 
interest. It is one such platform where the imagination of the 
organization meets the learner’s expectations.  

REFERENCES 

[1] References Aguilar, V., Hinojasa, L., & Milla, C. (1992). 
Turismo y Desarollo. Posibilidades en la Region Inka [Tourism 
and Development. Possibilities in the Inka Region]. Cusco: 
Centro de Estudios Regionales Andinos ‘Bartomolé de las 
Casas’.  

[2] Alexander, J. (1895). The Islands of the Pacific. From the old to 
the new. New York: American Tract Society.  

[3] Archer, B. (1986). The secondary economic effects of tourism in 
developing countries. In Planning for Tourism and Tourism in 
Developing Countries - Proceedings of Seminars at PTRC 14th 
Summer Annual Meeting (pp. 53-63). London: PTRC Education 
and Research Services.  

[4] Beaglehole, J. (1934). The exploration of the Pacific. London: A 
& C Black Ltd.  

[5] Brown, V. (1985). Towards an epidemiology of health: A basis 
for planning community health programs. Health Policy, 4, 331- 
340.  

[6] Budowski, G. (1976). Tourism and environmental conservation: 
Conflict, coexistence, or symbiosis? E n v i r o n m e n t a l 
Conservation, 3(1), 27-31.  

[7] Bushell, R., & Lea, J. (1996). Exploring a new framework for 
health and tourism development. Paper presented at the Asia 
Pacific Tourism Association (APTA) ‘96 Conference, 14-18 
September 1996, Townsville, Australia.  

[8] Carruthers, J. (1930). Captain James Cook, R.N. One Hundred 
and Fifty Years after. London: Murray. 

[9]  Cater, E. (1987). Tourism in the least developed countries. 
Annals of Tourism Research, 14(2), 202-226.  

[10] Cohen, E. (1988). Tourism and Tourism Research, 15(4), 467-
486.  

[11] Cossar, J. (1994). Influence of travel and disease: An historical 
perspective. Journal of Travel Medicine, 1(1), 36-39.  

[12] Cossar, J. (1996). Travellers’ health: A medical perspective. In S. 
Clift & S. Page (Eds.), Health and the International Tourist (pp. 
23-43). London: Routledge.  

[13] Doxey, G. (1975). A causation theory of visitor-resident irritants, 
methodology, and research inferences. The Impact of Tourism. 
Sixth Annual Conference Proceedings of the Travel Research A 
s s o c i a t i o n. San Diego: Tourism and Travel Research 
Association. 

[14]  D’Sousa, J. (1985). Does tourism mean development? 
Contours, 2(4) 22-23. 

[15]  Farrell, B. (1982). Hawaii, the Legend that Sells. Honolulu: 
University Press of Hawaii. 

[16]  Freire, P. (1972). The pedagogy of the pppressed. New York: 
Herder. 

[17]  Gunn, C. (1994). Tourism planning. Basics, concepts, cases. 
Washington: Taylor & Francis. Harrington,  

[18] AAKER, D. (1991), Managing Brand Equity. Capitalizing on 
the Value of a brand names, The Free Press, New York. AAKER, 
D. (1996), “Measuring brand equity across products and 
markets”, California Management Review, n°3, spring, pp. 102-
120. AAKER, D. JOACHIMSTHALER, E. (2000) Brand 
Leadership: The Next Level of Brand Revolution, Handcover, 
New York. AAKER, J. (1997), “Dimensions of Brand 
Personality”, Journal of Marketing Research, Vol. 34 (August), 
pp. 347- 

[19] 357. AMBLER, T. (1995), “Brand equity as a relational 
concept”, The Journal of Brand Management, vol. 2, n° 6. 
ANDERSON,J. (1983), The Equity of Cognition, Harvard 
University Press, Cambridge MA. ASHWORTH, G.J. VOOGT, 
H. (1990), “Can places be sold for tourism?”, in ASHWORTH, 
G.J. AND GOODALL,B. (EDS), Marketing Tourism Places, 
Routledge, London. BALOGLU, S., MCCLEARY, K.W (1999), 
“A Model of Destination Image Formation”, Annals of Tourism 
Research, vol. 26, n°4, pp.868-897. BARKE, M. , HARROP, K. 
(1994), “Selling the industrial town: Identity, image and 
illusion”, in GOLD, J. R. AND WARD, S. (EDS) ‘Place 
Promotion: The Use of Publicity and Marketing to Sell Towns 
and Regions’, John Wiley, Chichester. BARNEY, J. (1991), 
“Firm resources and sustained competitive advantage”, Journal 
of Management, Vol. 17 (1), pp.99-120 BLICHFELDT,B.S. 
(2003), “Unmanageable Tourism destination Brands?”, Working 
Paper Universityof Southern Denmark – Department of 
Enviromental and Business Economics, November. BUHALIS, 
D. (2000), “Marketing the competitive destination of the future”, 
Tourism Management, Vol. 21, pp. 97-116. BUSACCA,B. 
(2000), Il valore della marca tra postfordismo ed economia 
digitale , Milano, Egea. CAI LIPING A. (2002), “Cooperative 
branding for rural destination”, Annals of Tourism Research, 
Vol. 29, No. 3, pp. 720-742. CANTONE L. (2005), (ED.), 
Strategie di sviluppo integrato dei territori. Il sistema locale dei 
Campi Flegrei, Il Mulino Editore, Bologna. CANTONE, L. 
CALVOSA, P. RISITANO, M. (2003), “La misurazione delle 
leve generatrici di va lore di marca in prospettiva customer-
based. I risultati di un’indagine empirica e le implicazioni 
manageriali”, Presentation at "Le tendenze del Marketing in 
Europa" – Venezia, 28-29 novembre. CANTONE,L. RISITANO, 
M. (2005), “Le relazioni tra il comportamento di acquisto del 
consumatore le basi cognitive del valore di marca”, Presentation 
at "IV Congresso - Le tendenze del Marketing" – ESCP EAP, 



Tourism Education and its Role in Managing Tourism Development 247 
 

 

Advances in Economics and Business Management (AEBM) 
p-ISSN: 2394-1545; e-ISSN: 2394-1553; Volume 3, Issue 2; April-June, 2016 

Parigi, 21-22 gennaio. CANTONE L.,RISITANO M.,TESTA P. 
(2005) – “Heterogeneity of contextual resources and destination 
branding management. The Campi Flegrei Case”, paper 
presented at Conference Sinergie -Cueim "Heterogeneity, 
Diversification and Performance”– Cosenza, 7-8 July. CHON, 
K-S (1990), “The Role of Destination Image in Tourism: A 
Review and Discussion”, Revue du Tourism , Vol.2, pp. 2-9. 
CLARKE, J. (2000) “Tourism brands: An exploratory study of 
the brands box model”, Journal of Vacation Marketing, Vol. 6, 
No. 4, pp. 329–345. CODELUPPI V., (2000), “Verso la marca 
relazionale”. 


