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The Development of
Tourism and Small Scale Entrepreneurs:
The Search for Linkages and Strategy

By Frans Mardi Hartanto

Tourism is becoming a big business in the world,
especially in Eastern Asia, and its contribution to the
national economy has increased significantly for
many countries. The govermment of those countries
have recognized the significance of this sector to the
national economy by promoting its growth. Homever,
while promoting tourism, people tend to neglect the
real nature and context of this sector. People tend to
be more interested in the glamour, beauty, luxury and
good life that are usually related to tourism.

We cannot deny that tourism has to do with the better
part of fife, but good life needs to be understood in
light of its context. Increase mobility and affluence
have led to more extensive and extravagant travel.
Tastes have changed, certain areas and facilities
have become outmoded, and competition within the
industry has intensified.

These changes have to be understood in reiation
with their context, in order to be able to create a viable
lang-term tourist industry that can encourage local
initiative and participation, distributed local benefits,
and tourism products and services that are in har-
mony with the local physical, social and culture
environment, including with the local people. Mass
tourism is more than an increased volume of visitors;
it has come to mean a myriad of manufacturing and
services businesses wich combine to offer a travel
expetience through scale economies and mass-
merchandising. Rapid expansion tended to
overshadow growing problems, but as the
competition grew more intense, the problems of
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certain destinations and stress within the system due
to the inability to meet the needs of the tourists could
not be denied. .

Our inability to provide the tourists with services and
products that they really need is due to the fact that
we are flawed and only have fragmentary information
and distorted- amages of the real world. These
images are our perceptions (Gould & White, 1974).
Since we differ from each other, some regions are
considered to be very favorable while others are not;
the differentiation is also fairly consistent (Mayo,
1973). The dominants attributes people use to sort
these mental images are often related to cost, clima-
te, scenery, personal safety, and sanitation, and thus
can have important bearing on the choice of destina-
tion (Anderson & Colberg, 1973; Crompton, 1979;
Murphy, 1985). Therefore, it is very important that
tourist organizers know about the conditions and
opportunities that exist within their reach could moti-
vate tourists to make their regions as the destination
of choice.

in order that host communities can get the most
benefits from tourism, several issues of the tourism
business have to be identified and understood in
depth. Those issues are related to (1) the develop-
ment of the potentials of local entrepreneurs that can
be linked to support the growing tourist business in
the hostregion in a positive way, (2) the development
of a network among the local entrepreneurs and the
tourism organizers that can enhance maximum
participation, (3) the matching of tourists motives and
local potentials that can create satisfaction for both
parties, and (4) the creation of a tourist destination
that has inimitable competitive advantages based ob
the high culture of the host community. These issues
of the tourim business have to be considered
carefully, and the policy, cencept, approach, and
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action plans related to its solutions have o be
carefully prepared,

Present tourism business practices tend to bundle
the visit itinerary into neat packages, neglecting
some of the important issues that are just mentioned
kere. Consequently, the tourism business is not able
to develop a synergistic relationship with the local
and small scale entrepreneurs, resuiting in limited or,
even, counter-productive performance that will leave
the tourists is a dissatisfied state and will make the
tourism business become isolated from the host
community. This paper will attempt to clarify these
issues and present alternative ways that can be used
to overcome them.

The Potentials of Local Entrepreneursin
Serving the Tourism Business

People whop are in charge of tpurism business have
to have good understanding of the underlying factors
that motivate tourists to spend some of their leisure
time in a certain region, and see whether they can be
genuinely accomodated without sacrificing the iden-
tity, independen, and economic competitive advan-
tage of the host community. It is unfortunate that
sometimes a host community unknowingly subjugate
their services and rpoducts to the hedonistic desires
of the tourists, because they assume that those are
the real nheeds of the tourists, while, in fact, these
same tourists expect somethng that is unique and is
part of the heritage of the host community. Local
entrepreneurs usually do not know their own
potentials or underrate the value of those potentials.
Because of that, they tend to create some services
or products imitated from other tourist destinations,
to be offered to the tourists.

Tour organizers tend to assume that tourists like
things that are glamorous, expensive, or |luxurious,
because they frequently make the wrong assumption
that tourisis are rich people. We cannot neglect that
some tourists are indeed looking for those luxurious
services and products, but this is not the rule. For
example, sometimes tour organizers are offering
luxurious, while the facts show that most tourists are
ordinary workers who look for some affordabie
leisure time in a quiet place. Many tourist are
travelling with their families, requiring decent, clean,
and efficient accomodation, but, instead, host com-
munities frequently offer five star accomodations.
Host communities expect tourists to spend as much
as possble while they are staying with them. Howe-
ver, itwill be more beneficial for the host communities
as well as the tourists, if the tourists are willing to
spend more by buying a lot of different, decently
priced services and products in limited numbers that
are already included in the tour packages. it is also
important to maka the tourists become satisfied with

Jurnal PWK - 24

the sights, actions, and hospitality offered by the host
country, since we may not neglect that satisfied
tourists can kecome the best promoters.

norder to be effective, tour organizers have to take
the necessary actions that can give them a better
understanding of the needs and motivations of the
potential tourists, arouse travel awareness among
them so that they can full enjoy the tour, and under-
stand their attitudes toward certain tourists products
and services so that an appropiate tour itinerary and
be prepared. There are indeed some common needs
that are expected by anyone going on a tour, such
as a clean and save environment, no hazzles with
the bureaucracy, and easy access to the place of
destination. Unfortunately, most of the other needs
are not universal in nature. These needs are usually
determined by the cultural background, sex, age,
education, and economic status of the tourists. It is
also determined by the way the tourists travels,
whether ke/she travels alone or with his/her family.
The length af ime a tourist is willing to spend at the
tourist destination will also influence the tourist
expectations,

international tourists, especially those coming from
the more advanced industrial countries frequently
like to see something unique if the countries that they
visit, but they also want to see them in the original
settings. However, they usually lack the time and the
resources to see the original hammpenings. Tourist
organizers in the host couniry usually organize
traditional ceremonies artificially so that they can be
shown to these tourists. Wiie this is a good practical
solution, they tend to forget to pro-actively promote
traditional ceremonies as something worthwhile to
see when those ceremonies are genuinely perfor-
med at a particular time and place that conform with
the implementation of a particular cultural fradition.
Tourist organizers are too pre-occufied wih organi-
zing tourist atiractions and products in simple, but
frequently expensive packages, butfalls to recognize
that this way of doing business may dillute their own
heritage and identity, and on the long run, reduce the
competitive advaniage of the region as a unique and
cost effective tourist destination. But more impor-
tantly, from a business perspective, this way of
managing turism tends to limit the participation of
local entrepreneurs in the tourist business, because
onlu selected groups of artists, merchants, and
producers are taking part in the deal. The host
community does not have asignificant role in the
tourist business activities either, and, in some instan-
ces, is even isolated from the tourists.For certain
tourists, especially those comming from counfries
that have a collective culture, such as Japan, Korea,
Taiwan, or Indonesia, the most preferred way of
travelling is in groups that have a clear, definite travel
itinerary; complete tour packages are usually
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considered to be appropriate to be offered to them.
However, tourists coming from western countries
tend to prefer travelling based on individually arra-
nged travel itinerary wich usually includes a kanck
for adventure and more contact with the host com-
munity. They usually are more willing to make the
necessary sacrifices in time and resources to see
culture performances carried out in their traditional
settings, wich sometimes involve a rigorous travel to
remote areas that do not have adequate infrastruc-
ture and accomodation facilities. Wall (1978) stated
that not all tourists are distance minimizers, wich
frequently is the rule in ordinary economic transac-
tions. Tourists are frequently willing to go extra mile
to see something new and exotic. They also tend to
have a better affinity with the host community, Tour
organizers should be able to distinguish these diffe-
- rences and adjust their way to organizing the tours
accordingly.

These examples show that managing tourism re-
quires a lot of vision and sensitivity that can detect
the subtle differences among tourists coming from
different parts of the world. Domestic tourists also
have thir own preferences that have to be catered
for. Besides that, the buying decisions of tourists are
different in may ways. Mathieson and Wall {1982)
identified these following pecutiarities:

1. The tourist product is an expetience rather than
a good - Tourists purchase souvenirs and gifts
on their trips, but these usually represent only a
small proportion of total expenses;

2. Expenditure is often substantial - The purchase
of a tourism package involves much larger mote-
tary outlays than most other consumer pur-
chases;

3. Purchases are not usually spontaneous - Trips
are normally carefully planned, particularly in
terms of expenditure;

4. Unlike many other products, is the case of
tourism, consumers visit the site of production,
rather than the good being transported to the
user - For the tourists, the trip by itself is part of
the intangible things that they want to purchase;

5. Most tourist products are highly perishable -
Unlike many products, wich can be stored and
sold a later, the tourist supplier has a product
wich usually cannot be stored; if a hotel room is
not accupied on a particular night, that rental
oppriunityis lost and cannot be replaced. In other
words, tourist products frequently includes "time"
as an integral part of the commadity.

These peculiarities have to be observed by the tourist
suppliers, and their priducts and services have to be
carefully adapted to them. This is not an easy job, it
requires competence, hard work, and visions about
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the tourists as well as about the local potentials,
including their identities.

Linking smafl-scale, local entrepreneurs to the tourist
business, requares a decentralized approach that
provides the entrepreneurs with direct and open
access to the tourists. This will also mean that the
tourists ought to have more freedom to make their
own choice of what to buy or see, while at the same
time, encourage local isitiative and participation.
Decentralization also means that more tourist activi-
ties have to be performed at the production sites of
those services and products. if this the case, careful
planning of the travel itinerary, transportation, and
telecommunication system from the place where the
tourists stay to the production sites is of utmost
importance, in order to prevent overcrowding, mis-
communications, and conditions that will disturb the
social and work-fife at the production sites. Local
communities living around the production sites have
to be made aware of the happenings and should be
motivated to participate in the tourism means that
tour organizers have to adapt their tour itinerary to
the agenda of activities of the host community.

As the host community can preserve its autonomy to
determine its own agenda of activities, the commu-
nity will also have to opportunity to work and life
according to their aspirations and preserve their
identity. On the other hand, tourists will also go
through a truly unique experience that could become
something to remember. Participation of the host
community will not be fimited to those businesses
related to product and services that are directly linked
to the tourism, but can inciude other products and
services, such as operating restaurants, souvenir
shops, car or bicycle rentals, and photographic
sefvices, that area easily accessible ang provided in
adequate numbers, can support and strengthen te
tourism industry. However, such services and pro-
ducts have to be of the highest quality and modestly
priced. This can be achieved by encouraging fair
compelition among the merchants ang producers.
Host communities that can provide good supporting
business activities could also make the destination
area preserve its attractiveness.

It host community can preserve its identity and
determine its own agenda of activities, wich will pro-
bably include special evets, ceremonies, or festivals,
that would be of interest to tourists, it can also make
tourism more profitable for the industry and
community by creating out-of-season visits. Such
attractions, especially if they have traditional roots,
can lure alot of visitors, because they are usually uni-
gue and cannot be easily imitated. Saome of those
attractions have developed into national or even
international events, wich are capable of generating
mini-seasons of their own. Gartner and Hoiecek
(1983) also found out that annual expositions can
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bring substantial economic benefit to the community.
However, the host community can only get the most
benefit, if it can arrange that such expositions will
also promote the community’s tourism products.

Creating Synergy Among Local Entrepreneurs
In the Tourist Industry

We cannot deny that local entrepreneurs have a lot
potentials that can be developed into an economic
force in the tourism business. However, thase poten-
tials cannot be realized, if they are not well-matched
with the need of the tourists. The problem is the fact
that local entrepreneurs do not have good access to
potentials tourists. Consequently, they do not have
accurate, up-to-date information about the tourist
market. Tour organizers should fif§ this gap. Howe-
ver, they shouid not do this by forcing the local
entrepreneurs to abide to their plans and norms or
by aranging tours thet will limit the freedom of the
tourists to make choice of what to buy or see.

Tour organizers are expected io bidge the gap
between the needs of the lourists and the potentials
of the local entrepreneurs. Tour organizers have to
be marked oriented, meaning that they have to
present their products in such a way that they could
meet the expectations of the tourists. Howevwer,
tourism organizers must have roots in its community
teo, meaning that they must act in ways that reflect
their concern for the long-term viability of the local
entrepreneurs. in other words, tourism organizers
are expected to play the vital role of marketer of the
community’'s tourism products.

Murphy (1985) proposed the use of a community
approach to tourism management to produce the
community tourism products, wich like the traditional
tourist product will be an amalgam of the desti-
nation's resources and facilities, but in this case itis
one wich the community, as awhole, wishes to pre-
sent to the tourism market. The prime consideraton
in any planning or management scheme using this
approach is what components to consider, In this
case, environtmental and accessibility conside-
rations are assumed to be the most vital, because of
the industry’'s dependence on this resource base and
connectivity with tourist-generating areas. The
presence of resources and a potential market, howe-
ver, do not necessarily make a viable industry, so
business and economic considerations need to be
considered next. In addition, the fact that tourism is
so dependent on local hospitality makes it mandatory
that development proceeds in accord with the desi-
res and customs of local people, thus social and
cultural considerations need to be included. Finally,
management of a community product provide a
range of options. By placing tourism in a community
perpectives, it becomes only one of several functions
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and opportunities for an area, and must be planned
in accordance with is relative importance and contri-
bution. Murphy's community approach offers a more
comprehensive and balanced examination of
tourism development, a new perpective for its eva-
luation, and a suggested strategy for its continued
development and evolution. This approach will also
inspire the way | foresee the creation of synergy
among the local entrepreneurs that are linked to the
tourist industry.

As a marketer of the community’s tourism products,
tourism organizers has the reponsibility to create an
atmosphere among the iocal entrepreneurs that
encourage participation and cooperation, preserva-
tion of the local identity, traditions, and environtment,
continuous improvement of the quality of products
and services, maintain consistent high quality perfor-
mance, encourage initiative for innovative product
and service diversification, fair competition, and
equal business opportunities, and establishing
tourist itineraries that fitthe agenda of activities of the
hostcommunity. By doing so, the tourism organizers
are laying the groundwork for synergy among the
local entrepreneurs that are linked to the tourist
industry.

Synergy can be achieved in internal integration of
local entrepreneurs within a host community can be
matched with adequate external adaptation, mean-
ing that the potentials of those local entrepreneurs
can be matched with the motives, needs, desires,
and attitudes of tourists by enhancing their travel
awareness. |tis important thatthe tourism organizers
do not enforce their will on the tourist or on the focal
entrepreneurs but, instead, facilitate mutual adjust-
ment between the entrepreneurs and tourists. For
example, tourism organizers .can facilitate better
access to the local entrepreneurs, so that tourists will
have more altemnatives of things they would want to
buy. Tourist organizers can also prepare tour itine-
raries yhat coincide with certain festivals organized
by the host community. Good tourism organizers will
only promote locally manufactured products and
services that can meet certain quality requirement.
This kind of policy will protect the entrepreneurs as
well as the tourist and, in the fong run, will enable the
region to develop an unimitable competitive advan-
tage. This kind of synergy could (1) produce econo-
mic benefits to the entrepreneurs, (2) satisfy the
tourists, {3) anable the host community to preserve
its environtment, traditon, anf culture, (4} provide
tourists with sweet recollection about their trip to the
tourist destination, and {5) the tourist destination and
its host community will be better known for its
hospitality and high culture. These advantages can
only be realized gradually, because the mutual
adjustment witl also happen over time.
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Does the government has a role in creating synergy
among the local entrepreneurs that are linked to
tourist indystry? Of course, governments has a role
in creating the synergy depends on availability of
good infrastructure, telecommunication network,
transportation, and utilities. In many developing
countries, including Indonesia, the government is
responsible to provide these basic needs. Environt-
mental preservation is frequently considered as a
public responsibility. The government is expected to
be able to provide these public services adequately
with a quality that should at least be able to meet the
tourists requirements. To a certain extent, the
government may have to regulate the tourist industry
in order to prevent it from going out of hand.
However, itis also important that the government do
not extend the arm of its bureaucracy to the tourist
industry by over-regulating it, because this could
prevent the creation of the synergy. So as long as
the government limits itself in providing good public
services and prevent itself from over- reguiating the
tourist industry, it can contribute to the creation of
synergy among the local entrepreneurs that are
linked to the tourist industry.

Conclusion

Local entrpereneurs has an abudance of potentials
that lay dormant, because these entrepreneurs do
not know the value of their own potentials. The key
to the successful transformation of the dormant
potentials into real productive work is the better
access to the market. By linking th local entrepre-
neurs become linked to the life of the local community
that host the fourist visiting the area.

Host communities are interested in combining eco-
nomic benefits and the preservation of tradition,
culture, and a way of fife with the provision of the best
products and services to satisfied tourists. This is to
be achieved through a continuous mutual adjustment
process between the focal entrepreneurs and the
tourists. The premise underlying the mutuai adjust-
ment leading to grater synergy. Tourism organizers

Nornor 7/Triwuian {/Maret 1993

will play a pivotal role in the mutual adjustment
process, while the government should provide the
infrastructure and necessary public services that
would support the mutual adjustment process. if
synergy can develop, the host community will have
an animitable competitive advantage that will make
the region an attractive tourist destination for years
to come. | do not want to say that the approach
presented here will provide the best results, but |
believe that this approach is worth considering when
we plan tourist development for a particular region in
the future.

References

Anderson, P. and Colberg, R.T. {(1973), "Multivariate
Analysis in Travel Research: A Tool for Travel
Package Design and Market Segmentation",
Proceedings of the Travel Research Assosiation
Fourth Annual Cenference, Sun Valley, Idaho

Crompton, J.L. (1879), "As Assessment of the Image of
Mexico as a Vacation Destination and the Influence
of Geographical Location Upon That Image, Journal
of Travel Hesearch, 17 (4)

Gartner, W.C. and Holecek D.F. {1983}, "Economic Impact
of an Annual Tourism Industry Exposition”, Annals of
Tourism Research, 10

Gould, P. and White, R. (1874}, "Mental Maps",
Harmondsworth, Penguin

Mathieson, A. and Wall, G. (1982}, "Tourism - Economic,
Physical, and Social Impacts®, New York, Longman
Scientific & Technical

Mayo, E.J. {1873), "Regional images and Regional Travel
Behavior”, Proceedings of the Travel Research
Assosiation Fourth Annual Cenference, Sun Valley,
Idaho

Murphy, P.E. (1985), "Tourism - A Community Approach”,
New York, Methuen

Wahab, S.E. (1975), “Tourism Management”, London, UK:
Tourism international Press

Wali, G. {1978), "Competition and Complementary: A
Study in PArk Visitation", International Journal of
Environtmental Studies, 13

Jurnal PWK - 27



