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Stakeholders and public private partnerships role in tourism management

* S. Vijayanand

Abstract

Tourism is a multi dimensional activity and it has developed into one of the biggest and fastest growing
industries of the world. While the socio- economic benefits of tourism are well known, this paper evidence
indicates that the advantages of tourism are rarely equally spread among the key stakeholders. In this
concept, sustainable tourism development (STD) as a large approach development aims to equal social and
economic objectives with environmentally sound management. The sustainable development as a strategic
instrument requires a process of planning and management that unite together a network of interests and
stakeholders ‘concerns in the shape of planning and development. Therefore, the significance of
stakeholder cooperation for sustainable tourism development and the local community being the key
stakeholders, this paper examines the local community, ideas towards the effects of the Stakeholders and
public private partnerships role in tourism management. The result is sustainable development is essential
for responding the current issues made by tourism development and to deliver the needs of future
generations.
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claimants — employees, stockholders, customers
and the public, including government” (Key,
1999, p. 319). Merton (1957) and Evan (1966)
(in Key, 1999) have also suggested to what
became the stakeholder theory later; Merton

Introduction

The past two decades saw new idea’s in
management: the essence of the stakeholder.

Researchers in management field have been (1957)by publishing his ideas of role sets, Evan

searching the role of businesses and the workers (1966) by indicating a concept of management
in the organization since the 1960s, and from sets, both underpinning Freeman’s(1984) theory
that the stakeholder theory emerged in the of stakeholders. Rhenman (1968) in his
1980s.Some recent Researchers have argued management  theory conclude key workers
that fundamental’s of stakeholder theory can who worked for the management or on whom
be known back to much earlier approaches to the management  is  dependent(in
management. For example,Schilling(2000)argues Steadman&i_Greep,_l997).Preston . and
that Mary Parker Follett(1918)in her work The Post(1975)“implicitly and explicitly ~ find
New place follows the stakeholder theory by societal ~ workers to whom the firm is

hardly 60 years, even though Barnard(1938 in
Key,1999)suggested that the interests of the
workers had to be calculated carefully as
they played an vital role in the management
successes. Clark (1984) find it even further back
to the 19th Century when the ideas of the co-
operative management and mutuality were
popular. Key finds the future stakeholder theory
in 1950s, 1960s as well: She quotes Eells who
argued that management “was equal to many

different management in society” (Eells, 1960,
p. 55 in Key, 1999, p. 319). Key also refers to
Abrams (1951) who “identified four corporate

manageable” (Key, 1999, p. 319). Eberstadt
(1977)told that as early times, “God” was
known as stakeholder, that is a corporate partner
whose profits will be given to the poor at the
end of each year’(Key, 1999, p.
319).Clark(1998)argues that this is the time
when the changing economic situations required
close relation from all the workers related with
a business. The term ‘stakeholder’ was found
by the Stanford Research Institute in 1963,
where the objective meant to “those groups
without whose support the management would
cease to exist” (Freeman, 1984, p. 31). In
similar with this concept, shareowners,
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workers, customers, labours,daily wages and
society were considered as stakeholders. Most
management working in researching the
stakeholder theory (Carroll, 1996; Key, 1999;
Sautter &Leisen, 1999) regard Freeman (1984)
founder of the stakeholder theory. In his 1984
work Strategic Management: A Stakeholder
Approach Freeman attempts to describe “the
association of the company to its external
environment, and its activities within this
management ”(Key 1999, p. 319).Freeman
(1984, p. 46) describes a stakeholder as “any
company or individual who can shape or is
affected by the a success of
an,organization’sgoal”.His list of an
management stakeholders included
owners,customers,competitors,workers,labours,g
overnments,local community  management,
special interest groups, environmentalists,
consumer advocates, media, unions, trade links
, financial society and supporting groups.

The objectives are:

To find out the conception of stakeholder in
tourism and the parameters of the theory;

To classify the stakeholders in metropolitan
tourism and explore the power associations
among them;

To significantly evaluate the level and
restrictions of stakeholder connection in urban
tourism growth;

To list out the task of public private partnerships
job in tourism

Methodology

The information for this study were collected
from local people which engaged in public
private partnerships in tourism activities. Stake
holders and tourists were recognized as a key
part in emergent public private partnerships job
in tourism. This paper is generally based on
secondary data such as brochure, pamphlets,
books, news papers, internet, advertisement etc.

Literature review

It has also been experimental by various authors that
religious studies in common has newly turn into an
significant theme of study in social and business areas
(Cimino & Lattin, 1999; Hill, 2002; Konz & Ryan,
1999; Pesut, 2003). The attention in religion has
affected a number of industry around the globe
(Mitroff & Denton, 1999), counting the tourism
industry. Spiritual tourism seem to be a new
perception but it is not a novel occurrence. Based on
the literature review and interviews conducted with
different stakeholders in a range of countries, this
study defines a religious tourist as “someone who
visits a place out of his/her usual background, with the
meaning of spiritual growth, without overt religious
obligation, which could be religious, non-religious,
blessed or practical in nature, but within the heavenly
context, in spite of of the main motive for travelling”.
A principal theory of promotion argues that every
market consists of groups or ‘segments’ of clientele
with diverse needs and difficulty (Bowen & Clarke,
2002; Bowen, 1998; Kotler, Bowen, & Makens, 2003;
Ladkin, 2000). It should be renowned here that
segment are not likely to be jointly restricted, and this
would also apply to religious tourism. To additional
classify the religious tourist and analyse his/her
purchasing behaviour, there is a require to build a
typology of the religious tourist. Typology comes
from the Greek work ‘typus’ and describe diverse
types of person based on his/her behaviour and
attitudes (McKercher & Cros, 2003).This typology
would assist to recognize the character and motives of
unusual typology of a religious
tourist.Gray(1989)defines stakeholders in a alike
way to Freeman.In her vision, (quoted in Carroll,
1996, p. 74) “Stakeholders are the actors with an
notice in a frequent problem or trouble and include
all persons, groups, or organisations directly
predisposed by the actions others take to solve the
trouble”. She elaborates the description in more detail
and one of her ways of identify a business’s
stakeholders resembles Freeman’s basic description.
Carroll(1989)develops Freeman’s ideas extra, in his
work industry and culture: Ethics and Stakeholder
administration with an effort to depict the dealings of
businesses to a variety of groups such as workers,
customers, competitors,etc. His obligation to
investigating the stakeholder theory led to two
amend editions of the volume. The newest one in
1996 contain references to three conferences that
were convened in 1993 and1994. Carroll provides
several definitions of stakeholders. One of them
suggests that a stakeholder is “an person or cluster that
has one or additional of the diverse kinds of stakes in
a industry” (1996, p. 74). an additional one of
Carroll’s definitions resembles Freeman’s simplified
definition: “a stakeholder may be consideration of
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as any person or group who can affect or is
precious by the actions, decisions, policies,
practices or goals of the association” (Carroll, 1996, p.
74). In his point of sight, the most clear stakeholders
of atrade are stockholders, workers, customers and
competitors, while he would also disagree for the
requirement of connecting other groups such as “the
the people, special-interest groups, and society or
public at large” in the stakeholder concept (Carroll,
1996, p. 74).Hill and Jones (1992)cbserve
stakeholders as those with a genuine claim on the
firm. Bryson and Crosby (1992, p. 65)suggest that
a stakeholder is “any one, group, or association
that is exaggerated by the causes or penalty of an
issue”. Donaldson and Preston (1995, p. 67)disagree
that stakeholders are “persons or groups with legal
interests in practical and/or substantive aspects of
company activity”. In Clarkson's (1995) view we can
observe a person or a crowd stakeholders if they
“have, or assert, rights, privileges or interests in a
business and its actions, past, present or future”(Getz
& Timur,2005, p. 235). Steadman and Green (1997)do
not suggests any definitions but they collect a list of
the distinctive stakeholders of a
firm:customers,employees, environmentalists,
suppliers, unions, government, stockholders and
bondholders are quoted. Argent (1997, p. 442)
identifies five major stakeholder groups:“investors,
employees, customers, suppliers and the relevant
community”. Schilling(2000, p. 225)summarizes the
various stakeholder definitions as a group
including customers, employees, management,
stockholders, creditors, suppliers, community, “and
sometimes even competitors”. However, Starik (1993)
challenges the authors of the frequent stakeholder
definitions by maxim that they all limit the
thought to human beings and consequently exclude
probable other, non-human stakeholders. He argues
for the natural surroundings being established as a
stakeholder, as this would permit the human-
natural situation connections to be recognized and
also considered for. Stark reminds us of ecological
audits and impact statements as mechanisms,
whereby human beings try to direct their relationship
to the accepted environment using stakeholder
administration processes. Therefore, if non-human
beings are occupied in the stakeholder theory, the
concept has to be redefined to include “any naturally
happening single person which affects or is
unnatural by managerial performance” (Starik, 1993,
p. 22).

Stakeholder theory:

Understanding Stakeholder theory has now turn into
well recognized in the management prose. However,
there is still substantial debate nearby the use of
the premise in management. In 1984 ,Freeman’s
Strategic Management: A Stakeholder Approach
brought stakeholder theory into the conventional of
management prose. The assumption has been
residential both to explain, and to direct, the
arrangement and process of the recognized company
(Donaldson & Preston, 1995). The theory emerged in
the 1980s throughout a era of quick modify in the
outside surroundings. Freeman (1984) recommended
that a new assumption was wanted to decrease doubt
in times of fast change. As such, it was felt that main
planned shifts in the industry background essential
theoretical shifts in the minds of managers. One
probable advance to the difficulty of industry with
the exterior surroundings was to reorganize the
conventional input-output point of view of the
association where notice was located on clients and
investors. This led to a new complementary
conceptualization of the firm as an association
having relations with outside groups who have a
stake in the firm and can concern the firm.
Freeman (1984) presents the stakeholder model as
a map in which the firm is the center of a turn
and stakeholders are at the split ends of spokes around
the controls. This sight has turn into the gathering
from which stakeholder theory has residential. In light
of this, stakeholder theory views the firm as an
managerial entity through which frequent and diverse
participants achieve numerous, and not always
completely matching, purposes. As culture and the
outside surroundings of commerce have become more
composite, organizations have been required to
widen their center to consist of a wide collection of
stakeholders (Steadman, et al, 1995).Thus, the
proposal by Freeman (1984), was that only
through deepened dealings with and among these
stakeholders will companies expect, innovate and
adapt fast sufficient to changes in the exterior
surroundings. With this growing importance on
stakeholder participation, Clarke (1998, p. 188) notes
that companies be supposed to struggle to recognize
and converse with applicable stakeholder groups,
decide the nature of everyday jobs to each, and
should be eager to be judged by a wider range of
presentation indicators that relate to stakeholder
concerns. Freeman (1984, p. 46) Defined a
stakeholder as “any group or person who can affect or
is precious by the attainment of the organization’s
objectives”. Thus, a group qualifies as a stakeholder if
it has a lawful attention in aspects of the
organization’s behavior (Donaldson and Preston,
1995) and therefore, according to Freeman, has also
the authority to influence the firm’s presentation
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and/or has a bet in the firm’s appearance. This
meaning implies two types of stakeholders planned
and ethical. The planned stakeholder the ones who
can influence a solid and their welfare must be
“dealt with” (Freeman, 1984, p.126) so that the firm
may unmoving achieve its objectives. For the ethical
stakeholder the one who is precious by the firm
stakeholder theorists seek some lodging or position
of welfare. Freeman’s center is on how executives
can use the theory,structure,attitude and processes
of the stakeholder move towards to manage their
organizations more efficiently.

To apply stakeholder theory, the first of Freeman’s
(1984) key concepts requires the organization to
contain a full approval of all the people or groups who
have benefit in development, processes, delivery
and/or outcomes of the manufactured goods or
service. This process of identifying and classifying
stakeholders has led to the growth of stakeholder
mapping. According to Freeman, the reason of the
stakeholder map is to recognize all the ‘general
stakeholders’, that is, those categories of groups who
can influence the association as well as their apparent
stakes. According to Donaldson and Preston (1995) and
Sautter and Leisen (1999), no single basis or level of
stake should take main concern in terms of the
wellbeing of these dissimilar groups. Not withstanding
this, there is a variety of basis upon which
stakeholders exert their power or seek to raise their
welfare, for example inexpensively, politically and
communally. This highlights an essential part of
stakeholder mapping which is  assessing the
power/interest  association among the different
stakeholder groups. This involves making judgments on
two issues: how concerned each stakeholder group is to
amaze its outlook on the organization’s choice of
strategies, and whether they have the means to do so.
The power of the stakeholder is connected to the degree
to which it can compel its will during coercion, through
access to textile or financial capital, or through
normative pressure(Johnson & Scholes, 1999;
Medeiros de Araujo & Bramwell, 1999). In other
words, stakeholders can own voting power, financial
power, supporting power and positional power. In this
sense, it is likely for some stakeholders to have no
influence. For most organizations, control is unevenly
dispersed among the various stakeholders and there
is a universal bent for organizations to tackle the
needs and welfare of those groups with the the majority
power (Johnson & Scholes, 1999)

Stakeholders in the tourism literature:

In the tourism text it was the foreword of the idea
of sustainable tourism growth in the 1980s that
gave rise to research investigate the idea of the
stakeholder. though, alertness of alike issues began a
decade previous with the studies about the impacts of
tourism growth on the destinations, the importance
slowly variable from the surroundings to the host
group of people. In the early sustainable tourism
books the word ‘stakeholder’ itself does not emerge,
the importance is more on the limited communities,
who turn into one, if not the most central stakeholder
groups acknowledged in the extra superior sustainable
tourism writings. While Murphy (1985) predates the
thoughts, which became popular as sustainable actions
in the commencement of the 1990s, in his service
Tourism: A society come near he explores the field of
the social portion of sustainability. He demonstrates
how the local society is precious by tourism and
tourism growth, whether the property are positive
or negative, and he emphasizes the need for local
the public association as a means of calculating
these effects.“By introduction tourism in a society
viewpoint it becomes only of several function and
opportunities for an area, and must be designed in

agreement with  its  relative  consequence and
payment”(Murphy 1985, p. 37).Therefore
“opportunities should be provided to obtain

international society contribution in tourist actions
and behavior. It should not be beyond that it is the
residents’ home which is life form put on show”
(Murphy 1985, p. 138). even though Murphy is
focusing on society association in tourism and
tourism growth, he mention governments, businesses
and banks as key players in tourism planning: “More
sense of balance in the executive process is necessary
between those with the money (governments, big
business, banks) and those who have to live with
the result and are probable to give the kindness”
(Murphy 1985, p. 153). Keogh (1990) takes a like
come near to Murphy. He investigates the role of the
limited society and the a range of welfare groups
within the the public as key players in tourism
development, without the term stakeholder being
mentioned in his investigate. Although Murphy
recognizes the a variety of interests that may divide
the society into various groups, he still treats group
of people as homogenous. However,
Keogh(1990)identifies the need to decide the issues at
stake within the group of people. In the 1990s, the
tourism text looks more and more at like issues to
the ones raised by academics in organization
studies. However, a definition of stakeholders, adapted
to the specificities of tourism has not yet been urban
and this is a gap in the text that this thesis will lecture
to. Researchers like Jamal and Getz (1995) and
Bramwell and Sharman (1999) focus on partnership
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as a essential tool in society tourism preparation and
their research gives examples of the significance of
community taking part in  sustainable tourism
preparation. The stress is on the host group of
people, as the most significant stakeholder, and on
the forms of partnership between the local group of
people and the public and private sectors. Jamal and
Getz (1995) draw on the definitions of the organization
literature (primarily Gray, 1989).Bramwell and
Sharman(1999)use the idea of stakeholder without
defining it, however, they map out what they see as the
key stakeholders on whom the partnership in tourism
growth will depend: “local management plus other
public organizations having a direct behavior on
resource portion; tourism  business relatives and
sectors such as board room of business, meeting and
Visitor Bureau, and local tourist right; resident
organizations (community groups); social agencies
(e.g., school boards, hospitals); and special interest
groups” (Bramwell and Sharman 1999, p. 198). Sautter
and Leisen (1999) use Freeman’s (1984) and
Donaldson and Preston’s (1995) definitions, however,
they try to adapt Freeman’s stakeholder map to a
tourism background. In this tourism stakeholder map,
Sautter and Leisen list the following categories as key
players:  tourism  planners, local  businesses,
residents, activist groups, tourists, national trade
chains, competitors, government and workers (1999, p.
315). Robson and Robson (1996) inspect the
implications of the stakeholder theory for tourism
marketers and, using Freeman’s definition, they
identify two specific sets of stakeholders: those of
tour operators and of local administration tourism
marketers. The tour operators’ stakeholders include
workers, pressure groups, regional visitor board,
hoteliers, end users, travel agents, national tourist
organizations, central government bodies, local
government tourism marketer, media organizations,
transport providers, local and national attractions.
The  local  government  tourism  marketers’
stakeholders range from specialized bodies to local
influence art services, chief executive, chief officer,
‘field workers’, the committee, councilors, county
council, physical environment, non-resident visitors,
residents (electorate, council tax payers), local
businesses, employees, tourist information service,
media, regional tourist boards, national tourist boards
and central government (audit commission, regulatory
bodies).

Stakeholder groups in tourism:

As we have seen, Brenner and Cochran (1991) claim
the a range of stakeholder groups may have some
ordinary fundamentals. In tourism, one may also find

that some of the groups overlap.Sautter and Leisen
(1999)find it essential therefore, to make a
difference  between a stakeholder’s role and a
stakeholder cluster. “Any person or unit classified as a
member of a exacting group often shares other
perspectives or serves in manifold roles within the
better microenvironment” (1999, p. 316). A challenging
person who works in a tourism business may also be a
local occupier at the same time, import that he or she
has to be confidential as part of the tourism industry (or
personal sector group) as well as that of the local
society. Tribe (1997),equally to Freeman, makes a
difference between external and internal
stakeholders, depending on the power and authority
they have on the association. He suggests that a
hierarchy of stakeholders is recognized:
“stakeholders with high power/interest will be the key
players to whom stakeholder approval study needs to be
mainly addressed” (Tribe 1997:153).Jamal and Getz
(1995) do not propose to recognize a hierarchy of the
a variety of stakeholder groups though; they refer to
rightful and applicable stakeholders, which suggests
that there are key workers that are not rightful. The
important disagreement on the basis of which an actor
is regarded genuine is the capacity to participate in
mutual tourism planning: “a rightful stakeholder is one
who has the right and capability to contribute in the
process; a stakeholder who is impacted by the actions
of other stakeholders has the right to become
concerned in order to reasonable those impacts, but
must also have the income and skills (capacity) in
order to contribute” (Gray (1985) in Jamal and Getz
1995, p. 194). These influence leave room for some
questions about where claims to authority can be
stranded and necessary, not to talk about who has the
power to implement such definitions on the processes.
Markwick (2000, p. 520)experiential that in the
context of her study of golfing developments in
Malta “A key aspect of this contestation was the
legitimating of the farmers’ state to the land.
considerably, such claims were contained in the
language of ‘belonging’” as opposed to that of
‘belongings’ and, drawing on concepts of ‘way of life’
and ‘moral’ as opposed to ‘legal’ rights”.

Public Private Partnership:

Long-term competitiveness in tourism calls for
significant and suitable administration approaches
where an development of non-renewable possessions to
be barred. But, in all-purpose where mass tourism is
preferential, income tends to be over inspired and
nature can be injured. Hence, a major goal of
sustainable tourism is to find a balance between reserve
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use and consumer preferences or wants. A tourism
country won’t achieve global spirited compensation by
strict supply use prohibitions but rather by
conservation-conscious ~ expenses.  Tourism s
powerfully resolute by governmental directive on the
one side and personal often also temporary welfare on
the other surface. The next chapter attempts to examine
the core payback and harms of private public
partnerships in the tourism business. The reason is to
derive values and management imperatives for the
arrangement of Private-Public Partnerships (PPP’s) in
tourism. Tourism projects and study have brought
mutually environmentalists, geographers, economists
and promotion experts to conceptualize new ‘soft’,
smart or ‘intelligent” way of tourism. Sustainable
growth in tourism in this context typically refers to any
form of tourism attempt, which passes on to the next
age group, natural resources (soil, wildlife, vegetation,
water and landscapes), ecological quality (e.g., high
quality air, water, ecosystems, livable communities)
and socio-cultural resources, which are undiminished or
improved so that they can be maintained and passed on
to future generations (Williams, 1996). Sustainable
expansion in tourism destinations is therefore based on
the following three main ideology:

» The long-standing health of tourism economies can
only be maintained through careful organization of
all machinery of the tourism-ecosystem that are
important to the imitation of renewable income.

The pledge and ability of culture to protect these
renewable resources is strengthened when based on
efficiency the market is strong.

» Both financial prosperity and ecological well-being
donate to the quality of life of communities and the
humanity as a whole (Manning &
Dougherty,1995).

A number of determinants influence a nation’s tourism
competitiveness and the amount and excellence of
sustainability. Preliminary in the eighties a number of
dramatic environmental changes occurred that
stimulated the “tourism manufacturing” much closer to
the distinctiveness and actions of the new wealth. On
the command side an undifferentiated traditional and
thrifty mass purchaser (tourist) have given way to a
much more traveled, knowledgeable and quality
mindful nonconformist as tourist; “mass visiting the
attractions” seemed to have been replaced by the *
individualized mass” (Peters & Weiermair, 2000; Poon,
1993; Weiermair, 1996). aggressive recompense within
a changed aggressive situation are only sustainable in a
proper industry and/or consumer weather and situation

providing vision, control and proper organizational
structures and processes which eventually can supply
preferred customer-oriented trouble solutions and/or
adapted tourism experiences. These in turn require,
however, new commerce concepts, and new forms of
association and corporate domination.

Public-private partnerships: basics and key
success factors:

Before discussing exacting aspects of public-private
partnerships in tourism a few definitions are in order:
Companies that consists of personal and communal
(government owned) property usually are labeled
diverse companies. PPP’s are precise forms of co-
ownership and/of collaboration between public
institutions and personal enterprises that are shaped due
to some synergetic compensation, and which share risks
and income. typically, the groundwork is a contractual
conformity between the public subdivision and profit
oriented organizations. The mass of public private
partnerships are to be found in the expansion, financing
and execution and management of communications
(Muhm, 1998).Hence, many examples of private public
partnerships can be set up in the building industries
(e.g., highway construction, train stations), in energy
industries where towering cost/risk power undergrowth
have to be constructed or in the area of waste
administration. Other, infrastructure projects in the field
of leisure and tourism are mega sports events such as
Olympic Games or world championships, national
parks, a countrywide CRS or the creation of a new
museum or art gallery. PPP’s cannot be interpreted as
just another form of privatizations; for government in
these projects usually still assert a high power and
control over properties and organization processes.
Forms of PPP’s can vary manifold: e.g. service or
organization contracts where public property can be
managed by private institutions, or BOTs (Build,
Operate, Transfer) which are lasting contracts to build
and run public and privately owned communications..
PPPs often represent policy solutions to market failures,
a concept which efficiently underpins and is relevant to
a large set of resource questions in ecological financial
side. Here, the incapacity of markets (where demand
and supply are determined by price) to provide specific
ecological goods either at the level society considers
optimal or at all, arises basically from the communal
good nature of air, land and water capital. In all-
purpose, three forms of market stoppage are discussed
in the economic manuscript (Sinclair & Stabler, 1997, p.
178). Nowadays, without public private partnerships
grave unhelpful outside social and environmental
property will occur. Private savings often is only short-
term leaning and does not believe the utilization of
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income. On the other side governments are not able to
offer up-to-date and customer leaning tourism products
or services. Other motives for private public
partnerships in the fields of tourism are:

To get better the spirited situation and gain competitive
compensation: These are fundamentals for the
expansion of tourism destinations that are often
provided by the administration. growing costs of quality
manage (e.g. in the case of beaches or forests) force
pubic institutions to helper with confidential enterprises
that can on the one hand be particular in scheming
sustainability values in growing tourism destinations or
on the other hand are capitalist stakeholders in tourism
such as hotel enterprises who already internalized
public good excellence control mechanisms. However,
social and environmental sustainability can be seen as
the basic for the making and preservation of global
spirited advantages.

To conquer finance evils: Both private enterprises and
public institutions may face severe capital shortages.
The compensation of cooperation are obvious as private
enterprises can profit from government supported
strategies to raise capital and public institutions can
profit from professional organization in term of
business plan development of business strategy.

To remove know-how: Public institutions need to know
more about microeconomic motives of the marketplace
place and industrial actions. Without information about
internal processes in tourism enterprises governments
can barely develop efficient and effectual strategies to
support modernism and project growth. But PPPs can
also work as mediators as they are able to transfer
know-how which may have been developed by
universities or other public research institutions.
Especially entrepreneurs in small enterprises seek easy
accessible, tailor-made and understandable know-how.
For instance,PPPs which focus on know-how transfer
between private public partners are private public
marketing and market research institutions.

To increase professionalism and output: Co operations
in general can lead to an increase of professionalism
and output because results and development can be
proscribed by the two parties involved.PPPs in the
energy sector such as gas, electrical energy or waste
organization have better their services and product
excellence and have become more client oriented
organizations.

To reduce management: Pubic institutions can use PPPs
as an tool to outsource managerial behavior that can be
carried out cheaper and more professionally by private
enterprises (e.g. the whole postal system including the

collection and analysis of arithmetical data or the
organization of tourism events are typical areas of
public institutional outsourcing).

The choice of the form or contract depends upon the
goals, amount of investment, economic framework
conditions and time frame of the project. Six critical
success factors of PPPs (see e.g., NCPPP, 2004) can be
distinguished:

The Nature of the PPP: A winning company can result
only if there is promise from “the top”. The most senior
public officials must be vigorously involved in behind
the concept of PPPs and taking a management role in
the growth of each given company. A well-informed
following leader can play a critical role in minimizing
misperceptions about the value to the public of an
efficiently urbanized company. Equally significant,
there should be a constitutional foundation for the
completion of each company. In addition, the nature of
PPP will critically influence its achievement. A PPP is
successful when it can overcome market externalities
(e.g., information asymmetries) and thus create as many
incentives for private investors as possible so that they
become possible and stable long-term market players.
In several industries, public involvements have become
a steady part of the industry formations (e.g., energy of
transport), but in these cases we cannot judge these
initiatives to be successful PPPs.

Participation of the public sector: Once a company has
been recognized, the public-sector must remain
vigorously concerned in the project or agenda. Ongoing
monitoring of the presentation of the company is
significant in assuring its achievement. This
monitoring should be done on a daily, weekly, monthly
or quarterly basis for different aspects of each company
(the frequency is often defined in the business plan
and/or contract).

Dimension and timing:PPP contract are long term
contracts. Though, they should clearly involve product
or project changes according to the life cycle. Thus,
compassion study with varying cycle development can
help to see when public involvements could be
augmented or should be decreased. In general, at the
commencement of the life cycle due to high risk public
partners should be stronger than in the subsequent
phases of the product life cycle. The older PPPs are the
more private appointment should replace management
and thus, public partners will have to withdraw their
participation to recreate incentives for entrepreneurs in
the market place.
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Business plan: The associates must know what they can
expect of the collaboration before project starts. A
carefully urbanized plan (often done with the support of
an outside expert in the field) will considerably increase
the probability of success of the company. This plan
most often will take the form of an wide, thorough
contract, clearly describing the household tasks of both
the public and private partners. In addition to
attempting to predict area of individual household tasks,
a good plan or contract will include a clearly defined
method of argument declaration (because not all
contingencies can be foreseen).

Stakeholder Communication: More people will be
affected by a company than just the public officials and
the private-sector partner. Affected workers, the part of
the public getting the service, the press, appropriate
labour unions and relevant interest groups will all have
opinions, and frequently significant misconceptions
about a partnership and its value to all the public. It is
important to converse openly and candidly with these
stakeholders to reduce potential resistance to
establishing a partnership.

Composition of individuals in charge and partner
selections: The “lowest bid” is not always the best
choice for selecting a partner. The “best value” in a
partner is critical in a long-term relationship that is
central to a successful partnership. A candidate’s
experience in the specific area of partnership being
considered is an important factor in identifying the right
partner. Decisions in PPPs are often made within
committees or they are supported by optional boards.
Here lobbying and / or personal individuality and
networks play an significant role for the success and
market / customer direction of the PPPs.

Ppps in tourism:

Public speculation has been subject to a substantial
debate during the build up phase of mass tourism.
Reasons to doubt public reserves are (Tribe, 1999, p.
264): Public sectors are not always able to interpret
customer’s wants and thus fail to invest in future high
possible markets.

In future new tourism destinations tourism developers
already face hurdles of growth, particularly in the
growth phase of the purpose life cycle (Agarwal, 1994;
Butler, 1980) savings in the tourism destination
communications are however needed to secure a certain
quality standard of tourism both for tourists and
inhabitants alike. The varying phases of participation
and development are characterized by increasing
stakeholders and potential profit seeking investors.
Especially in these phases a number of islands and

tourism destinations (e.g., Pattaya, Thailand) in the area
of mass tourism have missed the chance to implement
PPPs. Private Investors have paying attention local
governments by offering jobs and increases in financial
welfare and in many cases did not follow basic main
beliefs of sustainable tourism development practices. At
the other end of the purpose product life cycle, in the
later phases of consolidation or stagnation PPPs can
also play a vital role in maintaining already eroding
facilities and to establish new products and services in
the purpose. A transformation of the tourism destination
can be confident / be forced through strong public-
private partnerships because only long-term and thus
future leaning projects can affect the overall
competitiveness of destinations. Typical asset areas in
these phases of the purpose life cycle are increasing
communications and enterprise zones, building and
design of knowledge zones, such as museums, activity
areas and tourist activity centers (e.g. sports and
adventure parks).However, again the success of these
partnership depends upon the above formulated
principles of size, nature, timing and work of persons in
committees or boards where main decisions will be
made. After taking the huge risk of tourism
communications savings at the start of the tourism
purpose life cycle, PPPs should evolve as more and
more private initiatives, which push manufacturing
growth. In a later phase of the life cycle capitalist
market mechanisms can cover risk and can initiate
market dynamics. Thus, the nature and the timing of
PPPs determine the achievement of PPPs as they should
only be installed where markets fail. Finally, decisions
in PPPs are made in committees, advisory boards or
other bodies where individual individuality and/or
group compositions have a strong impact upon the
quality of PPPs. In the tourism industry we find various
forms of PPPs.Well known co operations between
private and public enterprises are tourism marketing
relations. Especially in small and medium sized
structured tourism destinations they try to overcome
lacking economies of scope and scale of small hotels
(Weiermair, 1999).Due to their size they won’t be able
to raise scale effects and thus, the information
asymmetries occur depending upon the size of tourism
enterprises. Marketing and market research have to be
co ordinate in advertising relationship which on one
hand can globally converse common advertising
strategies of small structure tourism destinations and on
the other hand process statistical market research data
and to transfer it to tourism boards or tourism purpose
interest groups. A second area of PPPs in tourism are
the above mentioned traditional communications
projects for leisure and culture products and services
such as museums, cable way, public spas and/or baths.
Mega-leisure amenities became more and more
significant since the 70s, but theme parks, musical hall
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or sports event communications can be seen as a part of
today’s core tourism product (Smith, 1994).Finally, due
to increasing qualification supplies we find more and
more PPP initiatives in the area of tourism know-how
development or education and training (e.g., regional
training initiatives in low-season periods).Government
activities in the field of e-tourism are also a part of the
group of ‘software’ developing PPPs. A last group of
PPPs is the whole area of event and hallmark
organization where we certainly find overlaps with the
above mentioned areas of PPPs.But the focus of PPPs
here can be seen in relatively short-term planned
alliances where-in many cases the private enterprise
shares a bigger part of risk (sports and music events,
folk festivals or new year eve business district parties
fall into this category of PPPs) (Taurer, 2003).

Role of public and private sector in tourism:

The economic reimbursement of tourism is reflected in
balance of payment, higher service, rising income and
from new capitalist activities in a country. The most
obvious economic quarrel in favor of tourism is its
multiplier effect. All industries have multiplier effect
but in tourism it is much higher. Indian States too have
similar compensation. It is estimated that 15 paise out
of every rupee sent by tourists go to the administration
coffers. Among the disadvantage of developing tourism
are leakages form the economies of developing
countries through imports, high price rises, land
speculation, low savings return due to cyclic nature of
tourism, etc. An significant difficulty of small countries
with rich tourist assets is that they tend to depend too
much on tourism which is susceptible to local and
regional conflicts as well a national catastrophes. India
has marvelous potential for domestic tourism. The
economic payment of domestic tourism is estimated at
Rs. 33,000 crores compared to Rs. 3300 crores of the
global tourism.So, from an financial point of view
domestic tourism is more important than global
tourism, especially for a country like India and for that
the role of public and private sector in the growth of
economy should be balancing.

Private sector participation:

The Tourism Policy of the Government should lay
special stress on maximum contribution of the private
sector in making investments in tourism projects.Multi-
stakeholder partnership is an significant element of
promoting tourism. It provides tangible livelihood
options to local people such as hotel workers, guides,
porters, watchmen, preservation workers and other
service providers. The local community members are

also involved in managing small business enterprises
like cafeteria, souvenir shops, travel and transport
services, craft shops etc.PPPs in tourism play an
important role in countries where tourism development
is in the early stages. Thus, infrastructure projects are
accompanied by high risk and a long time frame. To
ensure against these risks governments have formulated
a number of basic principals to be fulfilled before PPPs
can be taken into consideration. After stressing the
advantages and problems of PPPs in tourism we can
conclude with a number of implementations for PPPs
and / or with policy prescriptions.

Frame work circumstances must be suitable: The
economic and social framework to invest in PPPs has to
be stable. The industry in question has to have
experience with the organization of private enterprises
(‘corporatization’) and the market has to be opened for
new innovative market entrants. The private partner
also has to have sufficient freedom to work on a
common project in an capitalist manner while certain
rules and incentives have to be formulated in the PPPs
agreement to secure the completion of the PPPs social
goals.

Competition in the market: Only a spirited environment
which is open for many suppliers will lead to market
oriented prices. In the case of communications (e.g.
road construction) we are often left with a control
situation: here calls for global tenders help to create a
spirited situation (competition for the market) or
otherwise benchmarking practices will allows public
associates to simulate a market rivalry.

Balanced agreement of presentation: As mentioned
above, risk share, performance criteria, control
mechanisms, network every day jobs and services or
problem scenarios have to be contractually formulated
and impartial among the partners (stakeholders).

contribution and social goals:PPPs should always be
transparent for other interest groups and stakeholders
and PPPs should always attempt to focus the
development of socially deprived population groups
(Gruber, 2003).When using public-private cooperation
as a tool in the organization of change for tourism
destinations much attention has to be drawn to the
timing of the company and the changing needs and
problems of tourism products or enterprises along the
product life cycle. Chiefly in smaller sized structured
tourism markets such as the markets public institutions
must support the private sector to allow them to
develop dynamic spirited advantages through
knowledge leading to novelty/capitalist products and
services. Most ideally such knowledge should take
place as shared learning in networks orchestrated or
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facilitated by the destination and supported by local
governments (Weiermair, 1999). But public-private
partnerships are evolving and shouldn’t be too much
government based once tourism enterprises are put in
the position to develop unique core competencies and
innovative capabilities to distinguish themselves in the
market place.

Conclusion

The stakeholder representation provides a methodical
move toward to bring out the views of a wider
collection of persons. Also, it requires that educators
discuss with the local society travel agency, tour
operators, ground operators, government, destination
management organization, NGO and tourists. stake
holders aims to bring better tourism services as well as
donate to the formation of a better tourism society and
it responds to the key issues with tourism growth.
Stakeholder’s  participation in  public  private
partnerships has wider implications for the growth of
tourism. To conclude we can say that tourism growth or
rather sustainable growth of tourism is due to growing
supportive approach of private and public sector. Gone
are the days when private sector was uncertain in
initiating efforts towards growth of tourism. Authorities
responsible for preparation and endorsement of tourism
at local, regional and national level have started
connecting private sector in decision making process.
The overall objective of both the sectors is to create a
positive image of our country as a destination of this
millennium. The outcome of the study elucidates
“sustainable development is the heart and soul” for
addressing the current tourism growth and future
generations’ wants.
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