
NEW KNOWLEDGE JOURNAL OF SCIENCE ISSN 1314 -5703 

ANNIVERSARY INTERNATIONAL SCIENTIFIC AND APPLIED CONFERENCE – UARD, BULGARIA 379 

 

MARKETING SERVICES AND TOURISM AS ONE OF THE MOST 

REMARKABLE ECONOMIC AND SOCIAL PHENOMENA 

LJUPCO STOJCESKI, ALEKSANDAR ILIEVSKI, EMILIJA BASHESKA 

 
 
Abstract 
It has been suggested there is a strong correlation 
between tourism expenditure per capita and the 
degree to which countries play in the global 
context. Not only as a result of the important 
economic contribution of the tourism industry, but 
also as an indicator of the degree of confidence 
with which global citizens leverage the resources 
of the globe for the benefit of their local 
economies. This is why any projections of growth 
in tourism may serve as an indication of the 
relative influence that each country will exercise 
in the future. 
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A SMILE IS THE SHORTEST DISTANCE 
BETWEEN TWO PEOPLE 
 
As economies have become increasingly 
interdependent via trade, production and financial 
market linkages, globalization has received 
considerable attention over the last decade. With 
distinguishes the most recent phase of 
globalization is not just falling transport costs or 
tariffs- a process which has been ongoing for 
decades now- but rather new production 
paradigms enabled by both an expansion of global 
productive capacity and major technological 
changes facilitating access to and the transfer of 
trade, capital, people and knowledge across 
borders. Accordingly, distinguishing between the 
impact of technological change and that of trade 
openness is very difficult in practice. Figures 
commonly used to gauge economic openness, 
such as data on international trade and capital 
flows, have increased substantially over the last 
decade. 
In the age of increasing product commoditization, 
service quality is one of the most promising 
sources of differentiation and distinction. Giving 
good service is the essence of practicing a 
costumer orientation. Yet many companies view 
service as a pain, a cost, as something to 
minimize. Companies rarely make it easy for 

customers to make inquiries, submit suggestions, 
or lodge complaints. They see providing service 
as duty and an overhead, not as an opportunity 
and a marketing tool. 
Every business is a service business. You are not 
a chemical company. You are a chemical service 
business. There is no such things as service 
industries. There are only industries whose 
service components are greater or less than those 
of other industries. Everybody is in service. 
(Levitt, T. 1969). 
What service level should a company deliver? 
Good service is not enough. Nobody talks about 
good service. Sam Walton, founder of Wall-Mart, 
set a higher goal:,,Our goal as a company is to 
have costumer service that is now just the best, 
but legendary. ‘’ 
What is poor service? There are stories that tell of 
a hotel in Spain that advertises that it will accept 
service complaints at the front desk only from 9 to 
11 A.M each day. And there is a store in England 
whose sing reads,,,We offer quality, service and 
low price. Choose any two. ‘’ 
There are two ways to get a service reputation: 
‐ One is to be the best at service; 
‐ The other is to be the worst at service; 
Ellsworth Statler, who founded the Statler hotels, 
trained his people with the dictum: in all minor 
discussions between Statler, employess and 
Statler guests, the employee is dead wrong 
(Kotler, Ph, 2003, pp.167). 
The three Fs of service marketing are be fast, 
flexible and friendly. 
Chek the smile index of your employess. 
Remember: 
A smile is the shortest way between two people. 
 
THE SUM OF THE PHENOMENA AND 
RELATIONSHIP 
 
The History of European tourism can perhaps be 
said to originate with the medieval pilgrimage. 
Although undertaken primarily for religious 
reasons, the pilgrims in the Canterbury Tales quite 
clearly saw the experience as a kind of holiday 
(the term itself being derived from the,,holy day,, 
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an its associated leisure activities). Pilgrimages 
created a variety of tourist aspects that still exist- 
bringing back souvenirs, obtaining credit with 
foreign banks (in medieval times utilizing 
international networks established by Jews and 
Lombards), and making use of space available on 
existing forms of transport (such as the use of 
medieval English wine ships bound from Vigo by 
pilgrims to Santiago de Compostela). Pilgrimages 
are still important in modern tourism- such as to 
Lourdes or Knock in Ireland. But there are secular 
equivalents–Graceland and the grave of Jim 
Morrison in Pere Lachaise Cemetery 
(http://en.wikipedia.org/wiki/Tourist, 2008) 
The pioneer of modern mass tourism was Thomas 
Cook who, on 5 July 1841, organized the first 
package tour in history. He arranged for the rail 
company to charge one shilling per person for a 
group of 570 temperance campaigners from 
Leicester to rally in Loughborough, eleven miles 
(18 km) away. Cook was paid a share of fares 
actually charged to the passengers, as the railway 
tickets, being legal contracts between company 
and passenger, could not have been issued at his 
own price. There had been railway excursions 
before, but this one included entrance to an 
entertainment held in private grounds, rail tickets, 
and food for the train journey. Cook immediately 
saw the potential of a convenient ‘off the peg’ 
holiday product in which everything was included 
in one cost. He organized package holidays in 
both Britain (particularly in Scotland) and on the 
European continent (where Paris and the Alps 
were the most popular destinations) 
(http://en.wikipedia.org/wiki/Tourist, 2008) 
Hunziker and Krapf defined tourism as….,,the 
sum of the phenomena and the relationship arising 
from the travel and stay of non-residents, insofar 
as they do not lead to permanent resistance and 
are not connected with any earning activity,, 
(Hunziker, 1941). In 1981 International 
Association of Scientific Experts in Tourism 
defined Tourism in terms of particular activities 
selected by choice and undertaken outside the 
home environment. In general, tourism is travel 
for predominantly recreational or leisure purposes 
or the provision of services to support this leisure 
travel. 
Today, the World Tourism Organization defines 
tourists as people who,,travel to stay in places 
outside their usual environment for not more than 
one consecutive year for leisure, business and 
other purposes not related to the exercise of an 
activity remunerated from within the place visited 
(UNWTO Tourism Highlights, Edition, 2007, 
2008). ‘’ 

The World Tourism Organization is a specialized 
agency of the United Nations and the leading 
international organization in the field of tourism. 
It serves as a global forum for tourism policy 
issues and a practical source of tourism knowhow. 
Its membership includes 157 countries and 
territories and more than 300 Affiliate Members 
representing local governments, tourism 
associations and private sector companies 
including airlines, hotel groups and tour operators.  
 
THREE FORMS OF TOURISAM 
 
The United Nations classified three forms of 
tourism in 1994 in its Recommendations on 
Tourism Statistics> Domestic tourism, which 
involves residents of the given country traveling 
only within this country; and Outbound tourism, 
involving residents traveling in another country. 
The UN also derived different categories of 
tourism by combining the 3 basic forms of 
tourism: 
1. International tourism, which comprises 
domestic tourism and inbound tourism; 
2. National tourism, which comprises domestic 
tourism and outbound tourism; 
3. International tourism, which consists of 
inbound tourism and outbound tourism. 
Intrabound tourism is a term coined by the Korea 
Tourism Organization and widely accepted in 
Korea. Intrabound tourism differs from domestic 
tourism in that the former encompasses 
policymaking and implementation of national 
tourism polices. 
Recently, the tourism industry has shifted from 
the promotion of inbound tourism to the 
promotion of intrabound tourism because many 
countries are experiencing tough competition for 
inbound tourists. Some national policymakers 
have shifted their priority to the promotion of 
intrabound tourism to contribute to the local 
economy. Examples of such campaigns 
include,,See America’’ in the United 
States,,,Malaysia Truly Asia’’ in Malaysia,,,Get 
Going Canada’’ in Canada,,,Wow Philippines,, in 
the Philippines,,,Uniquely Singapore’’ in 
Singapore,,,100% Pure New Zealand’’ in New 
Zealand and,,Incredible India’’ in India 
(http://en.wikipwdia.org/wiki/Tourist, 2008)  
 
DEVELOPMENT WAS PARTICULARY 
STRONG 
 
The substantial growth of the tourism activity 
clearly marks tourism as one of the most 
remarkable economic and social phenomena of 
the past century. The number of international 
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arrivals shows an evolution from a mere 25 
million international arrivals in 1950 to an 
estimated 806 million in 2005, corresponding to 
an average animal growth rate of 6.5% (UNWTO, 
2008). 
During this period, development was particularly 
strong in Asia and the Pacific (13% on average a 
year) and in the Middle east (10%) while the 
Americans (5%) and Europe (6%), grew at a 
slower pace and slightly below the world’s 
average growth. New destinations are steadily 
increasing their market share while more mature 
regions such as Europe and the Americas tend to 
have less dynamic growth. Europe’s world share 
declined by over 10 percentage points since 1950 
whereas the Americas lost 13 percentage points. 
Though the Americas performance has been most 
affected by the declines suffered in the past years, 
the fact is that its annual average growth rate for 
the period 1950-2000 was 5.8%, also bellow the 
average 6,8% for the world (UNWTO), 2008). 
Europe and the Americas were the main tourist-
receiving regions between 1950 and 2000. Both 
regions represent a joint market share of over 95 
per cent in 1950, 82% forty years later and 76% in 
2000. 
Tourism is becoming incresingly imortant to teh 
biggest world economy- U.S economy. Data from 
the Travel Indystry Association of America 
indicate that 1 out of every 18 people in the U.S 
has a job directly resulting from travel 
expenditures. The importance of tourism to local 
economies varies across rhe U.S. some places 
have an enormous investment in the touris 
industry, while others lag far behind. In, Nevada 
for example, neairly 28 per cent of jobs are 
relatetd to this industry, but in Alabama travel and 
tourists employment is less than 2 percent. 
Nevertheless, the future of tourism is full of 
potential for small business owners. With the 
increases in security concerns for international 
travel and travel to large metro areas, many rural 
touris companies are moving in with their own 
offerings, many of these low-risk rural areas mey 
be able to rely on tourism as an important part of 
their economy. Maine-where more than 40 
percent of small and home-based businesses are 
involved in some kind of tourist entreprise – is a 
good example of this (CSREES, 2008). 
A wide variety of tourist opportunities exist 
throughout rural America and contiue to grow as 
increasing numbers of local entrepeneurs identify 
new ways to market previously untapped local 
resources and attractions, and bring tourists into 
their area. Moreover, the nature of tourism is 
especially well-suited to small-scale rural 
enterprises. Many remote areas are ideal locations 

for nature-based activities like hunting and 
fishing, or encotourism activities such as hiking 
and rafting. Travelers interested in local cultures 
ad the heretiage of places they visit find an added 
benefit in having the town’s local history buff 
lead a tour through the battlefield, or in personal 
touches of a small bed and breakfast. 
Agriotourism (farm-based tourism) invites tourists 
to experience working ranches, hay rides, corn 
mazes, pumpkin patches, and much more 
(CSREES, 2008). 
 
TOURISM 2020 VISION 
 
Tourism 2020 Vision is the World Tourism 
Organization’s long-term forecast and assesment 
of the developement of tourism up to the first 20 
years of the new millenioum. An essential 
outcome of the Tourism 2020 Vision are 
quantitativ forecasts covering a 25 years period, 
with 1995 as a base year and forecasts for 2010 
and 2020 (UNWTO, 2008). 
Althought the evolution of tourism in the last few 
years has been irregular, UNWTO maintains is 
long-term forecast for the moment. The 
underlying structural trends of the forecast are 
believed not to have significantly changed. 
Experience shows that in the short term, periods 
of faster growth (1995, 1996, 2000) alternative 
with periods of slow growth (2001 to 2003). 
While the pace of growth till 2000 actually 
exceeded the Tourism 2020 Vision forecast, it is 
generally expected that the current slowdown will 
be compensated in the medium to long term 
(UNWTO, 2008).  
UNWTO’s Tourism 2020 Vision forecasts that 
international arrivals are expected to reach neairly 
1.6 billion by the year 2020. Of these worlwide 
arrivals in 2020, 1.2 billion will be intraregional 
will be long-haul travellers. 
Long-haul worldide will grow faster at 5.4 per 
cent per year over the period 1995-2020, than 
intraregional travel, at 3.8 per cent. Consequently 
the ratio between intraregional and lon-haul travel 
will shift from around 82:18 in 1995 to close to 
76:24 in 2020. 
 
The biggest risk for the future? 
,,A shortage of talent and human resources 
generally..’’ said HE Mubarak Hamad Al 
Muhairi, Director General, Abu Dhabi Tourism 
Authority on the The Global Travel & Tourism 
Summit, hold on 20-22 April 2008 in Dubai. 
There is a new generation of travelers out there 
who are conscious of the environment- they have 
been educated by their children in many cases- so 
we as an industry need to do more to respond to 



NEW KNOWLEDGE JOURNAL OF SCIENCE ISSN 1314 -5703 

ANNIVERSARY INTERNATIONAL SCIENTIFIC AND APPLIED CONFERENCE – UARD, BULGARIA 382 

their needs, but we also need to be able to tell 
those consumers what impact they will have on 
local community. We can choose whether or not 
to go into the market depending on the 
environmental jurisdiction. And we are putting in 
standards for our franchisees to follow. 
With the advent of e-commerce, tourism products 
have become one of the most traded items on the 
internet. Tourism products and services have been 
made available through intermediaries, although 
tourism providers (hotels, airlines, etc.) can sell 
their services directly. This has put pressure on 
intermediaries from both on-line and traditional 
shops. 
Some futurists expect that movable hotel,,pods’’ 
will be created that could be temporarily erected 
anywhere on the planet, where building a 
permanent resort would be unacceptable 
politically, economically or environmentally. 
Technological improvement is likely to make 
possible air-ship hotels, based either on solar-
powered airplanes or large dirigibles. Underwater 
hotels, such as Hydropolis, expected to open in 
Dubai in 2009, will be build. On the ocean 
tourists will be welcome by ever large cruise ships 
and perhaps floating cities. 
Space tourism is expected to,,take of’’ in the firs 
quarter of the 21 st century, although compared 
with traditional destinations the number of tourists 
in orbit will remain low until technologies such as 
a space elevator make space travel cheap ( 
http://en.wikipwdia.org/wiki/Tourist,2008). 
 
Заклучок 
Туризмот е нераскинлив дел од светот во кој 
живееме, не само давајќи животворно учество 
во светската економија, туку и подигнувајќи 
го на нивото на живеење. Оваа индустија 
учествува со повеќе од 10% во глобачниот 
ГДП и со 8% во вкупниот број вработени 
ширум земјината топка. 
Истражувањата на World Travel & Tourism 
Centre сугерираат дека во наредните десет 
години обемот на глобалниот туризам ќе 
продолжи да расте со просечна годишна 
стапка од 4,3%. Наспроти ваквата 

оптимистичка претпоставка, секторот 
патување 7 туризам континуирано се соочува 
со нови предизвици. Дел од нив се 
благопријатни и подразбираат изнаоѓање на 
адекватни организациони и сместувачки 
капацитети согласно со нараснататите 
квантитативни и квалитативни потреби. 
Наспроти нив, во никој случај не смее да се 
занемарат предизвиците што со себе ги носи 
мозаикот на разликите во културните, 
општествените и барањата за заштита на 
животната средина, па се до бесмислените 
бариери ппоставени со тероризам. 
Лидерите на оваа иднустрија знаат дека 21 век 
носи нови предизвици и можности- не само за 
бизнисот, туку и за нашето секојдневно 
живеење и работење во кое патувањата и 
туризмот стануваат составен дел. 
Клучни зборови: Глобализација, Маркетинг, 
Услуги, Туризам, Космички туризам. 
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