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In no more than 500 words, each explain and 2-4 references:



1- Define tourism demand. Explain the difference between actual, suppressed, and latent demand, providing one real-world example for each type.

2- Economic factors are considered the most influential determinants of tourism demand. Discuss the role of income, time, and price in shaping tourism demand.























1. Tourism Demand: Actual, Suppressed and Latent Demand
Tourism demand refers to the willingness and ability of individuals to purchase tourism products and services within a particular period and under particular conditions. It may be reflected through the number of tourist visits, overnight stays, expenditure, or consumption of tourism services. Tourism demand is influenced by economic and non-economic conditions, including income, prices, transport costs, personal preferences and destination attractiveness. Research on tourism economics therefore treats demand as a complex form of consumer behaviour rather than simply the number of people travelling (Song et al., 2023).
Actual demand consists of people who currently participate in tourism. These individuals have the desire, financial resources, available time and opportunity required to travel. Their demand is directly observable through tourism statistics such as arrivals, hotel bookings and visitor expenditure. For example, an Indian family that has sufficient disposable income and takes a one-week holiday in Dubai represents actual tourism demand because its intention to travel has been converted into real consumption.
Suppressed demand describes people who would like to travel but are prevented from doing so by particular constraints. Their desire for tourism exists, but circumstances such as insufficient income, lack of leisure time, family responsibilities, high travel costs, visa restrictions or health and mobility difficulties prevent actual participation. Economic constraints are particularly important because tourism expenditure often competes with essential household spending. Income and price have consistently been recognised as major variables affecting whether consumers participate in tourism (Crouch, 1996). For example, a university student may wish to visit Switzerland but postpone the trip because airfares and accommodation exceed the available budget. The student therefore represents suppressed rather than actual demand.
Latent demand refers to potential demand that has not yet become effective because a suitable tourism opportunity or product is unavailable or because individuals are not sufficiently aware of available opportunities. Unlike suppressed demand, where a person already wants to travel but faces a constraint, latent demand can emerge when changes in products, infrastructure, information or accessibility create a new reason or opportunity to travel. For example, residents of a smaller Indian city might become interested in visiting an international destination after a new direct flight is introduced. Improved accessibility can therefore transform latent demand into actual demand.
Understanding these categories is important for tourism organisations because not all potential customers are visible in current visitor statistics. Actual demand represents the existing market, while suppressed and latent demand reveal opportunities for future market development. Reducing prices, improving transport connections, offering flexible packages and providing better destination information can help convert potential travellers into actual visitors.












2. Role of Income, Time and Price in Shaping Tourism Demand
Economic factors are among the strongest determinants of tourism demand because travelling requires consumers to allocate both money and time. Tourism decisions therefore depend not only on the attractiveness of a destination but also on whether consumers possess sufficient disposable income, available leisure time and the ability to afford the overall cost of travelling. Tourism-demand research has consequently placed particular emphasis on income and relative prices when explaining changes in tourist behaviour (Lim, 1997).
Income strongly influences the ability to travel. After meeting essential expenses such as housing, food and utilities, households with greater disposable income have more resources available for holidays and recreational activities. As incomes increase, consumers may travel more frequently, stay longer or select higher-quality accommodation and long-haul destinations. Conversely, economic downturns, unemployment or declining real incomes can cause households to postpone holidays or choose cheaper alternatives. Evidence also indicates that the responsiveness of tourism demand to changes in income can vary across different stages of the economic cycle (Smeral, 2012).
Time is another important economic resource. Even consumers with sufficient money cannot travel if they lack annual leave, school holidays or other periods of free time. Longer holidays encourage long-distance trips because travellers can justify greater travel time, whereas limited leave may encourage short domestic trips or weekend breaks. Time also has an opportunity cost: hours or days devoted to travelling cannot simultaneously be used for employment, study, family commitments or alternative leisure activities. Consequently, flexible working arrangements, paid annual leave and convenient transportation can increase opportunities to participate in tourism.
Finally, price affects both destination choice and the overall volume of tourism demand. Tourists consider not only airfare but also accommodation, food, local transport, attractions, taxes and exchange rates. When the total cost of one destination rises substantially, price-sensitive tourists may shorten their stay, travel less frequently or switch to a cheaper competing destination. Discounts, low-cost airlines and off-season packages can have the opposite effect by making travel affordable to a wider market. Overall, income determines consumers' purchasing capacity, time determines their practical opportunity to travel, and price determines how much tourism that purchasing capacity can obtain.
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