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Tourism is travel for recreational or leisure purposes. The World Tourism Organisation defines tourists as:
 “people who travel to and stay in places outside their usual environment…for leisure, business and other purposes…”
Wealthy people have always travelled to experience new cultures and for leisure purposes – for example, in Roman times the rich went to coastal resorts in the Bay of Naples. 

In medieval times religious pilgrims were tourists. Pilgrimages were also holidays, and the term “holiday” was, of course derived from “holy day”. Pilgrims did many of the things we associate with modern tourism – bringing back souvenirs, obtaining credit from foreign banks, using different forms of transport, such as the English wine ships bound for Vigo used by pilgrims to Santiago de Compostella in Spain.
In the 17th and 18th centuries wealthy English gentlemen would undertake the Grand Tour around Europe’s cultural attractions, while health tourism to spas like Bath became fashionable in Europe a little later, and leisure tourism grew in England with the advent of the industrial revolution, initially among the wealthy, later among the industrial working class. The British leisured classes then pioneered winter sports tourism in Switzerland. 

The word “tourism” was in use by 1811, the word “tourist” by 1840.
Today tourism is a popular global leisure activity, and is the world’s biggest industry. In 2007 there were over 903 million international tourist arrivals, and tourist arrivals grew at around 5% during the first four months of 2008. In some countries, such as Egypt, Greece and Thailand, tourism is a vital part of the national economy.

The top ten most visited countries by international tourists in 2007 were:

France – 81.9m visits

Spain – 59.2m

USA – 56.0m

China – 54.7m

Italy – 43.7m

UK – 30.7m

Germany – 24.4m

Ukraine – 23.1m

Turkey – 22.2m

Mexico – 21.4m  

In terms of spending and income, in 2007 the USA was the highest earner with international tourism receipts of $96.7 billion. China earned $41.9 billion, Australia $22.2 billion. 
                      Spending by international tourists in 2007:
Germans - $82.9 billion 

Americans - $76.2bn

British - $72.3bn

French - $36.7bn

Chinese - $29.8bn

Italians - $27.3bn

Japanese - $26.5bn

Canadians - $24.8bn

Russians - $22.3bn

South Koreans - $20.9bn
According to Forbes Traveller the world’s top ten tourist attractions in 2007 were:
Times Square, New York – 35 million visitors
National Mall and Memorial Parks, Washington DC – 25m
Walt Disney World’s Magic Kingdom, Orlando – 16.6m
Trafalgar Square, London – 15m
Disneyland, Los Angeles – 14.7m
Niagara Falls, USA/Canada – 14m
Fisherman’s Wharf and Golden Gate, San Francisco – 13m
Disneyland and DisneySea, Tokyo – 12.9m
Notre Dame, Paris – 12m
Disneyland, Paris – 10.6m
There are dozens of niche forms of tourism, ranging from Aboriginal tourism to Winter tourism. In terms of recent trends, tourism has been growing over a period of decades, especially in Europe, where international short breaks are very common. 

Tourists have higher disposable incomes and greater leisure time, are better educated and have more sophisticated tastes, than ever before. Generally, there is a demand for better quality experiences and for greater specialisation.

Developments in technology and transport have made many types of tourism more affordable – jumbo jets, low cost airlines, more accessible airports, for example.
Retired tourists now sustain year round tourism. The demand from Asia for tourist experiences is growing. Globalisation continues.  There is a growing awareness of and interest in sustainability And all tourism is facilitated by internet sales.
Recent setbacks to the tourist industry include the 9/11 terrorist attacks on the World Trade Centre, the Bali, London and Madrid bombings and the 2004 Indian Ocean tsunami, while excessive development, such as on Spain’s Costa Brava, has been acknowledged as a severe risk to an area’s tourist industry.

40% of international tourism is cultural tourism, and it is believed this proportion will grow. So, the role of museums in tourism is vital, and the potential for museums is enormous. However, standards and expectations are rising constantly, and therefore so are costs.
And there are other issues. Recently, in connection with the preparation of the programme for this conference, a senior member of the museum profession stated that:
“Quite honestly, tourism is seen as evil here. Museums put up with it but are charting a course towards education and public engagement – their core values. Tourism is not seen as one of them.” (5 March 2008).

Many issues actually revolve around what museums are for:
· some say to collect, conserve and interpret 

· others say to change the world through providing educational opportunity 

· others say to contribute to the attractiveness of a place or area to visitors, often “tourists” because of the economic benefits.

We might argue that all of these are true, and only the emphasis changes depending upon location, collections, politics, economic issues, social need. Some might argue that museums have something of an identity crisis as a result of conflicting demands made of us, especially those which are in receipt of public subsidy.

We must remember, though, that no two museums are the same – there is no model to which we should all aspire, and the sheer diversity of the museum sector is, arguably, what makes museums so popular.
What is it about tourism that makes some museum professionals fearful?

21 years ago, in 1987, I gave a paper at a conference in Hull in the UK entitled: “Tourism – museum dream or nightmare”.  I disinterred this paper to see whether the issues I perceived then are still pertinent today.
My main observation concerned the pressure to sanitise, to provide a viable tourist offer rather than necessarily to explore the truth; to value the marketing impact rather than the educational value. At the time I said:
“Marry the prospect of financial gain to the museum function, and truth can be prejudiced as nostalgia and ‘heritage’ are manufactured so as to maximise profit.” 
The central issue here is authenticity and the risks to authenticity posed by tourism. I believe this is still an issue for museums.

In my career I have felt this kind of pressure several times with different projects. People who are charged with regenerating and promoting a city or a region will often be uncomfortable with a museum which wishes to portray a place in a less than favourable light. So, goes the argument, let’s ignore the poverty, the exploitation, the pollution, the human rights abuses, and concentrate instead on the great men, the architecture, the art. Never mind the grim realities of the industrial city, let’s have Merry Old England instead; we want buxom milkmaids, not wasted plague victims. 
Providing a high quality experience, as demanded by tourists, is expensive. So is the marketing. Another way of looking at this is to say that the growth of tourism has led to changes, improvements in the way museums are run, because they have had to raise their standards and compete for attention. They have to know more about their audiences. They have to be responsive, and outward-looking rather than introverted. 

But there are still those who fear that if museums become seduced by the lure of tourism, the numbers and income that can bring, then they put at risk their core functions and core values. Some, of course, believe that in becoming more popular and attracting more visitors, the actual museum collections themselves are put at greater risk.

Others think that if museums can win over tourists to what they have on offer, and to the role they play in the preservation of our cultural heritage, then these people are more likely to appreciate what museums do, and to support museums in their work. In other words, the tourist is an ally, not a threat, and tourism brings economic benefits to the museum sector.

My own fear is that in seeking to entrance tourists, for example by mounting expensive “blockbuster” exhibitions, museums may lose sight of the local audience. I believe this is a risk in some of our British national museums, which, while they have free entry to the museum itself, which therefore is an encouragement to broad usage and therefore enables a social role for the museum, they often have a significant admission charge which only wealthy people such as tourists can afford, thus creating two-tier access.
        Themes at this conference will include:

Museums as tourist destinations

· Cultural tourism

· Leisure trends and market research

· Dark tourism

· partnerships

Audience development and the visitor experience

· Capital projects

· Special exhibitions

· New technologies and techniques

· Audience research

· Representing cultures

Quality of the museum visit

· Customer service

· Access

· language

There will be plenty of international examples, with experienced speakers, varied expertise and perspectives, and the chance to see some of New Zealand’s finest tourist attractions, including some of the country’s finest museums. I trust you will all find this a valuable and uplifting conference.
