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Abstract: Tourism has the same characteristics as any classic mass media. Its start up was connected with the Cold War during 60’s, when the Communists and the Western Democracies have set tourism as a component of the life standards.  Mass tourism was known as the 3S concept (Sand, Sun Sea) and its management was the classic one, including using it as a propaganda tool. During 90’s, tourism has to cope with: the need to keep fresh the customers’ interest;  the administration of the even larger leisure time of the mass. A new concept was settled: the 3E (Entertainment, Environment, Education) that has involved a new way to manage a larger life’s area. Tourism has stepped from “services” to “experiences”. Nowadays tourism is using all classic mass media and also its specific tools in order to sell a new product: the “life style”.
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1. INTRODUCTION
Tourism is a part of the normal life in the developed countries. It seams that it is no need to question the subject. Its start up, as a social phenomenon, as known today, was connected with the Cold War during 60’s, when the Communists and the Western Democracies have set tourism as a component of the life standards. The development of a new economy has changed tourism too. This is why I consider necessary to expand the notion of tourism as we will use it further on, to the broad meaning of the term, because the basic characteristic of tourism is movement, direct contact with a new space, a different "reality". Classical theory use to add an explanatory adjective: hospitality, leisure etc

2. TOURISM AS MASS MEDIA
Everyone knows what mass media is: newspapers, radio, television etc. Robert Escarpit counted the followed basic characteristics. Let see if tourism fulfils these requirements

 - omnipresent and public: YES

- rhythmical and periodical issue: the same for tourism: by season, on holidays or business travel: YES

- widespread, universal, the massage is complex and vast. It suits for tourism too: YES

- penetrative, addressing anyone to the masses of people... just the mass tourism. YES

- instant and up -to date communication: the view seems to be the faster of the senses and the main one used in by tourists: YES

- accessibility: same in tourism: YES

Mass media facilitates 

-access to information - access to culture, education and training 

-typical social communication- "satisfaction" by means of entertainment and fun. We are talking the same about tourism

 And more, tourism offer additionally:

- heterogeneity: a lot of thinks - touchable or not, mixed together.

- intangibility - you can not touch the tourist product before buying it, and you know what you bought only via information

- perishability - the life of a tourist product is short enough to give headaches to tour operators and not only to them

Taken this “tel quell” tourism suppliers and clients and information might be more present as the newspapers, or people listening to radio. And the whole tourist activity is public; any one can make a trip as they can buy a magazine. First allow me to pint out: mass media and tourism are made not for all countries, but only for those with a certain economical level. We find mass media and tourism also in poor countries but not as a mass activity, or goods, or tool.
During the sixties, tourism has turned into a mass movement. By comparison with the mass media, we can identify all basic characteristics of the latter: a location where the message (information) is elaborated to be then spread through specific channels of distribution bearing in mind the same goals. Moreover, tourism as mass media allows the "target" to check the information on location during the trip, a kind of feed back that makes the information the more trustworthy. The phenomenon is similar in all the three main fields of tourism activity: incoming, outgoing and domestic. We may therefore consider tourism as a means of mass communication. This allows me to state: "Since a very young age, the child has been getting accustomed to holidays. Then, out of desire, alluring brochures to the holiday itself, we create the image, the illusion of happiness. We sell them their remembrances. We are endowed with the most effective means of persuasion. This is the result of our being continuously in the immediate contact with life and reality, but the reality as we present it". 

Tourism is a means of mass communication. Of all mass media it is the most powerful one due to its range and especially its force: it is governed by the "principle of Apostle Thomas”: touching is believing! This force is being ignored because it doesn't bring a quick return on investments; the future is sacrificed for the sake of the present. The power to awaken the sense of history and values is lacking.

Tourism is a means of communication as it facilitates: 

- transmission of information in view of a predetermined scope. 

- contact of the "target" with a certain culture / society with a great potential to influence, shaping the targets view on the subject. 

- proves and supports a certain standard of living as a result of a long-term social contract 

Summing up, we may conclude that tourism, both in the "classical" and "broad" meaning of the world is a very powerful means of information’s transfer about "communities, people, their history, present and future by direct contact and therefore very effective. Involving a great number of people and having a mass character, this channel of information distribution has come to be considered a very powerful and persuasive means of communication. 

I have begun to study tourism as a mean of mass communication. The area is gigantic and there is no such thing as a scientific research in this field. But the history of tourism after the 2 nd WW proves that there was a certain line in the politics of many countries to support this movement. The past years have proven the necessity of setting up a theory and practice for the use of this tool   (tourism as mass media): for building or destroying social movements through persuasion, self suggestion and animation through tourism, for the conscious use of tourism as a means of communication. A means of communication can also be manipulated or can sell (induce) a certain image, as per consequences a certain reaction: see the images created to the tourists visiting Israel or Mecca; very strong and targeted.

But once again only for the rich countries; for the poor ones just a dream or a chimera!  

3. THE POST MODERN ECONOMY
How it comes that the nowadays world has changed so much?

First: the real history of the two blocks: the “communists” and the “capitalists”. We knew that the soviets were different from the communists, mainly from the socialists. We also knew that the West counts many people “of the left”. We also knew that worse than the Soviets will be the red bourgeoisie that “will accede to the power through free elections” (I.V. Stalin). By the end of the 60 s the mass production was generalised in the two blocks and the life level was comparable. I have learnt it from my tourists as I was a guide. As for example: with half of a monthly wage Romanians could spend 2 weeks at the Black See Side as the Germans. Only after ’89 I was sure that this was based on the war booty (materials, plants, workers, scientists) taken by the Soviets from the conquered countries. Their empire was a closed one. Romania was the most isolated country. 
The two “worlds” were disconnected by the micro technologies and the biotechnologies. This was and still is crucial. Let me explain it by an example: Holland has obtained near half of its territory from the sea. They cultivate about a quarter of the potential land. 3.5% of the population is feeding the whole population and make also exports. About 12 % of the population is manufacturing the goods. They were near 45% working in the agriculture: what happened with them? If we subtract the children, pupils, students and pensioners it remain some 60% that work in the new economy, the services of nowadays generation,  the post-modern invisible sector, unknown in Romania. Moreover, it might be a menace for the society if it does not manage fruitfully its resulted “free time”. To “keep peace under the olives” the new post-industrial societies have had to develop the “management of the disposal time” that has turn on the course of the tourism from 3S (sand, sun, sea for crowds of people) to 3E (Excitement, Entertainment, Education for crowds of people too!), and further more to the life style concept that was extended over the hole individual and social life, not only its economic side.  
The new economy and life in this day and age! Today we are in a better position, capable to compete. The mankind had passed in a new stage of its development: may be a strange one. “The soul…of populations with an historical background and well settled spiritual institutions… contains supra biological realities which must be explained on a plan of a spiritual finality…This is the case of the populations we called cultivate populations or nations creating spiritual originality… The populations that rise up to a national culture have the particularity, the power to crystallise their historical experience into institutions of a spiritual nature, institutions that once naturalised and well settled take over the leading of their spiritual life. Those populations arrive to convey, according to rules dictated by their will, the actions that are under the hereditary influence but also the actions under the geographic factor influence. Those population mainly, known as “developed” peoples are that ones that have created the “new economy” and so the nowadays society.  

The new economy is in Hans van der Loo of Samhoud Service Management – Holland’s view the result of passage from PRODUCT => SERVICES=> EXPERIENCES. He distinguishes an American way versus a European way of interpretation of the “experiences”. According to the American way, illustrated by Thamas H. Devenport and John C. Beck in “The Attention Economy”, the experiences are the new modern religion, “the cathedral of consume”, the new hard currency of the businesses. As these concepts are known in informed media we shell just insert a visual schema of commoditisation of the economy, that illustrate the evolution of the real economy (not the economic theory and mainly the economics). 

To make my view much clear: merchandise is a good I have trade for its utility. When this merchandise is more sophisticated, like a wash machine it becomes a product. A car is even more: I need gas pomp, a service to repair, insurances etc. that means I need services, values that I can not touch but worse money. In time, services become distinct domains, independent of the matter. One special merchandise has risen immensely and in a special way: money, as we have already shown. When the raw materials fail to lack, the new economy reduce their quantity and upraised their quality. Simultaneously, as we shall explain further on about new tourism, in order to give occupation to the grown population gifted with free time it was compulsory to put value (in order to create the source of the profit) on the consummation, of the time of consuming and the feeling the user experiences. Water will be sold no more for its utility; still water will be sold for the please of drinking still water and sparkling water for the pleasure of drinking sparking water (it is obvious that having thirsty is compulsory, but as water is abundant, easy and all over available the merchandise water seams to be mean - and - value - less without the “experience”, that is the final result of a long, hard and costly process of “education” of the population, that is the consumers. Next stage: I am interested to see which way the consumption of still water will transform my buyer and mainly what will be the differences between those drinking and experiencing still water and those trying sparking water. The purpose: we might suppose, that in order to add value, thus profits, the businessmen can predict the reaction and the evolution of the consumers. This information will help them to cut the costs and might allow them to sell to the buyers a “controllable future appearance or way of life, finally of happiness” that is an efficient entropy. Future will tell us soon.

I shall put the main stages of the process like this:

	Work and recover
	Fulfil the needs, basic ones on home economy.

	…
	Merchandises, good production

	… + weekly free time
	Goods, later products exchange

	… + yearly holidays
	… services

	… + holidays
	… tourism (mass, 3S)

	… + “disposal free time”
	… organisation of tourism destination 

	… + disposal free time turned into work”
	… 3E

	…
	Life style

	… transformation
	?! (experiencing leisure by a slide of the humankind?)

	Continuum peace-war time
	New economy = symbiosis of noesic and silicon complexes?


Such a theory is valid, naturally only in the developed countries enjoying large accumulations, that ones that are the generators of the globalization too. Some of the rest of the world can be attached using the utilities that become available and fit to their possibilities. 

There are theories that state that in the new economy the nations arrived to be so interdependent that the desire to fight one the other slow down. “Commerce, not the military force is the way to power” – said Bill Clinton. (Bush has changed the opinion because”?” of the terrorism). The major conflict, in a uni-pole world is replaced by niche wars (local wars) that have led to changing the type of economy. Since recently the civil and military activity (production, or selling etc.) were separately. Now, the global giants like to have on the same line and in the same order both of them: military AND commercial products. In fact, the military and civil teaching system has already approached their curricula but mainly their syllabus. (even if not admitted and checked) 


Once the productive system developed enough to afford a critical mass of people to enjoy free time, the race for profit had to move towards the new open space: disposal time, all over where the free amount of money was available. This has solved two main problems of emerging classical capitalist societies: the limits of the markets and the unemployment. The capitalists had to focus from production towards the rising of buy power, of the consumption. Mass tourism was created. In tourism the classic products were replaced by “experiences”, which is feeling the holyday, best perceiving of the free time and less material costs for the producer, with at least the same profit as of old packages. The place to spend the holyday turned into tourist destination.
The tourist destination is still a new idea for most of the countries and tourism players. It has grown in developed countries and it still is a desideratum for poor countries but it is being learnt by the emerging economies. There are at least two different approaches: one from the point of view of the local natives and an other one from the point of view of the clients. Our study fleshed out that the both of them hide qui prodest: to keep the social peace or to boost the profits of the main translational actors by tourism business.     


Tourism, tourism of experiences is only a forgone of the whole economy, in fact of the social life, of living inside the present world. In US, the huge malls and hypermarkets are the main public places for social life, to meet people, to feel being a part, to avoid alienation. The European have turned their whole towns and villages into huge public places, in fact tourist destinations not only for tourists but mainly for the local people. Moreover, the processes of working in the advance ventures use intensively the emotive implication. Practically, in the developed countries we have a continuum “work – leisure space and time”.


The way from 3S to 3E went further towards lifestyle, which is an approach of “transformation” of a predictable human being. And it is not limited to individuals or groups that join together for a journey. It is a life style of a large slide of nowadays mankind of the developed countries. This new “religion”, philosophy, belief… is a result of the social engineerings largely exercised during the last century. And tourism is the appropriated mass media to advocate it. 
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