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1- Define tourism demand. Explain the difference between actual, suppressed, and latent demand, providing one real-world example for each type.
Answer: 1) Tourism demand, actual, suppressed, and latent demand
Tourism demand, kind of means the total count of people who are willing and able to travel to use tourism services at some given time and price. It’s not just about the folks who are already travelling right now, it’s also about those who would like to travel but under other circumstances, you know, maybe different seasons or different rules. 
Actual demand is the demand that is shown by people who are currently travelling and using tourism services. This kind of demand matters a lot for businesses, because it shows current sales, occupancy levels, and how much visitors are spending. 
Suppressed demand is demand that is there already, but people cannot travel, due to barriers like not having enough money, not having enough time, poor health, visa difficulties, or just limited transport options. For example, a household might want to do a holiday interstate, but sort of delay it because transport expenses feel too high, and it’s just messy on timing. Managers should keep an eye on suppressed demand because it sort of points to where the future market is hiding, if only barriers are reduced later. 
Latent demand is the demand that has not really been said out loud in the market yet, usually because people aren’t motivated enough, or they’re not properly informed, or they haven’t been gently encouraged to travel. Like in real life, residents might be genuinely interested in eco-tourism experiences, but they still don’t think about it because they don’t know what’s available. 




2- Economic factors are considered the most influential determinants of tourism demand. Discuss the role of income, time, and price in shaping tourism demand.
Answer:  Income, time, and price
Income: Income is one of the strongest shapers of tourism demand, mainly because travel is a bit discretionary by nature. When disposable income climbs, travellers typically get more leeway to pay for transport, lodging, meals, and those little experiences, so tourism demand in general tends to rise. This pattern is particularly clear for international trips and long-haul travel, since those journeys often come with a bigger budget requirement, so it’s kind of harder to shift. 
Time: Time really matters in tourism, because it needs money as well as spare hours. If someone has enough disposable income but they don’t really have the leave from work or study, then they might just push the trip back, or make it smaller than planned. In general, longer holidays and more pliable schedules tend to boost the desire to travel, but school breaks together with public holidays often bring those high-demand peak seasons. So, companies must sort out staffing, special packages and service capacity around those exact dates, and try not to get surprised. 
Price: Price, like, directly impacts if tourists can still manage to pay for a place or service. When airfares, hotel rates, or ticket costs climb up, the demand tends to drop because visitors look at other options and might switch to less expensive destinations or choose smaller travel windows. This how-much-it-costs sensitivity is especially crucial in markets where many providers compete. Tourism managers therefore lean on promotions, moving or “dynamic” pricing, early-bird deals, and package deals that bundle stays and activities so they can pull in travellers who watch their budget and keep occupancy up.
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