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Analysis of the Case Study: Balancing Economy and Education
According to the advocacy article titled “Balancing Economy and Education” by Destination Marketing Association International, education and tourism correlate to each other economically. The author recognizes that after the reforms before the Labor days in 2013 and 2014, the local tourism industry within Pennsylvania gained massive profits since staffing within the parks relied significantly on local youths. In its argument, the article states that starting schools early in the region could affect the economy of the tourism industry on both demand and supply sides because the vast majority of workers within the parks are school students and teachers. Besides, the article depicts that when the holiday is over and schools are reopened, tourism demand suffers since less families are willing to travel or tour sites. As much as it is crucial to consider these arguments, the article fails to provide a fair and lasting solution to end the economic tie-offs in both the tourism and education sector within Pennsylvania. 
First, education and tourism are two different sectors of the economy driven by distinct guidelines, schedules, and policies. This means policies implemented in the tourism industry cannot conflict with those in the education sector or negatively affect any other institutions. Every stakeholder needs to understand the value and significance of the tourism sector, but delaying school opening dates will only serve justice to the tourism industry and could hurt the education system. Besides, it is not easy to convince the school management and heads that delaying opening dates will have a positive impact on tourism and locals since the education system is independent and has its objectives. As much as statistics captured by the DMO are convincing that opening schools before the Labor Day would impact negatively on tourism, it is significant to consider that time lost within the education curriculum can be costly too. 
Instead of advocating for rescheduling term dates within the education system, experts within the tourism sector should consider looking for permanent strategies that will benefit the industry throughout the year. For instance, the tourism stakeholders within Pennsylvania should advance their marketing strategies to reach more people from within the USA or worldwide (Paddison, & Biggins, 2017). At the same time, the recruitment process within the tourism industry should be advanced to reach more people willing to work in tourist sites instead of depending on students and teachers. This will create stability within the region since tourists will flock the parks throughout the year with no or less off-peak seasons. 
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