An investigation into the motivations affecting destination choice within primary annual holidays
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Introduction

The research takes a marketing perspective and intends to identify whether different motivations exist between different age groups when deciding upon the destination of their primary annual holiday. 

Various definitions of marketing exist; Kotler (1980) defined marketing as: “the human activity directed as satisfying needs and wants through an exchange process.” He went on to develop his definition in 1991 with the description of marketing as: “a social and managerial process by which individuals and groups obtain what they want and need through creating, offering and exchanging products of value with others.” Perhaps a most appropriate definition comes from the British Chartered Institute of Marketing (CIM), which takes a wider organisational view describing marketing as: “the management process responsible for identifying, anticipating and satisfying customers’ requirements profitably.”

The study focuses upon motivations, which is a sub-topic of Consumer Behaviour. A large and expanding field of research has evolved focussing on consumer behaviour in recent times. Through review of literature the following definition was discovered and deemed appropriate: “those activities directly involved in obtaining, consuming, and disposing of products and services, including the decision making process that precede and follow these actions.” (Engel et al 1995)

Motivation was selected as the subject due to its topical nature and the fact that it is an obvious variable between groups in the field of consumer behaviour. Foxall (1980) defined motivation broadly as “activity that is directed towards the attainment of a goal or objective.” While Foxall makes no reference to the psychological state necessary to attain motivation, Hoyer and MacInness (1997) defined motivation as “an inner force that reflects goal directed arousal.”

A number of theories regarding motivation were identified during preliminary review of literature. Chisnall (1985) categorises motivations into biogenic and psychogenic where biogenic needs need to be satisfied in order for motivation to be activated for psychogenic needs while Engel at al classify motivations on a more psychological level as: primary and selective, rational and emotional, patronage and conscious and dormant.

The study will involve an investigation into the area of motivation for concepts, models and theories that can be used as a tool of analysis in determining what differences occur between the different age categories.

Further literature review identified work more closely related to the intended research area. Crompton’s theoretical study on ‘Motivations for Pleasure Travel’ and Dann’s appraisal of tourist motivations were considered relevant theoretical models to aid the study.

During the course of the study, an investigation and analysis of motivational theories will be undertaken in order to identify suitability.

Holidays were chosen as a research topic due to the author’s interest in the area and the fact that there is an array of theoretical and empirical research available. It is also an industry where a wide variety of motivations are obviously apparent. For clarity, the research will focus upon the factors affecting destination choice of primary annual holiday taken by the research sample. The term ‘primary holiday’ will measured by the highest value of expenditure members of the sample choose to spend on a particular annual holiday. 

Age was then chosen to be the final element within the project proposal. 

The major justification for this was that; with society evolving at such a rapid rate, it was considered fascinating to develop knowledge in determining whether young and old had different motivations for taking a holiday and understanding the potential reasons as to why. The sample range will take the form: 16-24; 25-32; 33-39; 40-55 and 55+.

This work will therefore determine, using theoretical frameworks, whether motivations for holiday choice are different between varying age ranges, and discovering the reasons as to why this could be the case.
Aims and Objectives

Holidays are taken by almost every individual in the UK. Indeed, as time has elapsed and economic prosperity increased, more holidays are being taken. “Strong and stable economic growth over five years has led to an increase on spending on travel and tourism by the consumer” (Market Research Great Britain 2000). 

Due to the increased spend and emphasis upon holidays allied to changes in the structure of society and demographics, the aims of the proposed study are:

· Identify the primary motivations that influence the consumer behaviour demonstrated by persons when deciding upon the destination of their primary annual holiday

· Identify whether there are any discernable trends within the motivations affecting a persons destination choice

· Identify whether there is any significant evidence to suggest whether such motivations differ between different age categories

· Make industry recommendations upon basis of analysis of comparative trends

· Suggest areas of future research
To achieve these aims a number of objectives must be met. This will include an evaluation of industry data and academic literature that will facilitate an appropriate methodology that will investigate what consumer behaviour trends exist within the subject area. Data analysis and subsequent recommendations will then be carried out.

Methods

There are many ways of collecting and extrapolating research data and it is crucial to select the most effectual combination of methods in order to attain the best quality information possible and for the successful completion of the proposed study’s aims and objectives.

Potential methods of data collection fall into different categories – primary research and secondary research; qualitative and quantitative research. 

For the purposes of the study, both primary and secondary research will be collected in both qualitative and quantitative forms. Quantitative research will enable trends to be identified statistically, while qualitative research will enable the reasons for those trends to become apparent. As this is a research piece involving a study of behavioural patterns, both quantitative and qualitative perspectives are considered especially relevant.

On evaluation of the advantages and disadvantages of the different methods of obtaining relevant and usable information it was decided that the proposed study would include: a session of focus groups, a questionnaire and analysis of published data from industry sources (i.e.Mintel and Market Research agencies). It is also intended that interviews and/or postal questionnaires be sent to key figures within the travel industry to gauge their views and hence attain a balanced analysis.

Focus groups provide excellent and thorough feedback to the topics discussed. Hussey and Hussey (1997) state: “The interaction of focus group participants should ensure that all the chosen topics are covered.” Another advantage of focus groups is that they combine the effectiveness of interview and observation. The focus groups will contain a cross section of individuals that will provide varied feedback and enable the researcher to elicit specific information from the participants. This is crucial to the study in terms of understanding the reasons for behavioural patterns as opposed to purely identifying trends.

Another advantage is that interviews and focus groups are adaptable in that they allow the interviewer to probe for extra, deeper responses – which is not possible using other research tools. Paulson (2001) states: “the moderator can control the focus groups, clarify misunderstandings, probe for more information and pick up on non-verbal clues.”

While it can be seen that focus groups provide a valuable information and knowledge-gathering source – it must also be noted that there are drawbacks of attaining information using this method. 

Krueger (1994) questions the ability to elicit desired information when in group format – “the researcher has less control in the group interview than in an individual interview to get the best feedback.” Paulson (2001) also states “a highly skilled moderator is required” and “the respondents lack anonymity and some may be intimidated.”

Effective preparation will be important in extracting the best feedback from focus groups. Also, recognition of the research limitations will be acknowledged during the course of the overall research.

Initial focus groups are intended for use in terms of providing information to aid an appropriate questionnaire design. Later focus groups are planned to determine reasons for the trends and data collected via the questionnaire.

Personal interviews are intended with key industry figures to provide further qualitative research and understanding into the subject areas. It is envisaged that the information elicited from the industry figures will be helpful in determining the design of the primary research. 

Interviews can take the form of: structured, semi-structured or unstructured.

Since the objective of the interview is to develop an understanding that will assist the design of the quantitative research – it is intended that a semi-structured interview be carried out. Easterby-Smith et al (1991) confirm this - suggesting that a semi-structured interview is appropriate when “one of the aims of the interviewer is to develop an understanding of the respondent’s ‘world’”.

As with focus groups, one of the main advantages of interviews is flexibility and adaptability. Bell (1999) states: “an interviewer can follow up ideas, probe responses and investigate motives and feelings, which a questionnaire can never do.”

Another advantage of interviews are that new items of information can be pursued as they become known. Hussey (1997) states; “One aspect is that the issues discussed, the questions raised and the matters explored change from one interview to the next as different topics are revealed.” This is especially useful for the proposed research as the interviews are intended to be a method used to develop an understanding – and hence the more information and topics that can be revealed – the better the quality of the questionnaire should be.

There are drawbacks to the inteview method of collecting information. Bell (1999) comments on the time-consuming nature of interviews – both in terms of the actual interview and the preparation. She also states: “analyzing responses can present problems, and wording the questions is almost as demanding for interviews as it is for questionnaires.”

Similarly to focus group feedback, the author is aware of the limitations and this will be acknowledged and prepared for as such.

Published data from sources such as Mintel and Market Research GB will provide a guideline as to current industry trends and will be useful in devising and designing a primary research campaign. The data can also be used to lend additional support or doubt to findings. Hussey (1997) comments that the limitations of secondary data as age and irrelevance to new research. 

In collaboration with focus groups, the primary research that will form the basis of the findings will involve questionnaire design, distribution and subsequent analysis. Questionnaires will provide the research with the identification of trends proven by statistical analysis. 

Edwards and Talbot (1996) comment that the main advantage of questionnaires is that they include large population samples while occasioning low financial cost.

They also provide statistical consensuses as opposed to conjecture resulting from qualitative forms of research such as observation studies.

It is worth noting the disadvantages of questionnaire-based research. The main drawback revolves around the level of response. Hussey (1997) surmises: “The major problems associated with questionnaires, particularly those distributed by post, is what to do about non-response bias. There are two main types. Questionnaire non-response occurs if all the questionnaires are not returned; item non-response occurs if all the questions have not been answered. Non-response is often crucial in a questionnaire survey because your research design will be based on the fact that you are going to generalize from the sample to the population. If you have not collected responses from all the members of your sample, the data may be biased and thus not representative of the population.”

Since this research is focused upon the individual consumer as opposed to organizations, it is envisaged that questionnaires will be distributed personally rather than through post or email. The advantages of this distribution method are surmised by Bell (1999) who states: “there are distinct advantages in being able to give questionnaires to subjects personally. You can explain the purpose of the study, and in some cased questionnaires can be completed on the spot. You are likely to get better co-operation if you can establish personal contact.”

The design of the questionnaire is imperative – questions will be worded and responses categorized to enable a systematic statistical analysis of the responses. To ensure questionnaire suitability it is intended to pilot the final design to a small sample to discover whether any issues are apparent. 

Analysis of Response Data

As intimated, the design of the primary research must consider the method of analysis intended. For qualitative research, statistical analysis is not practical or appropriate. Since the use of focus groups and personal interview is for the purpose of aiding questionnaire design and understanding reasons for trends – a systematic method of analysis is not as necessary – this is illustrated by Bell (1999) who comments that similarities and differences must be identified (during qualitative research) as they may assist other methods of research undertaken by the researcher.

Leading focus groups also requires complete objectivity and necessary interruption when certain members of the group can be seen to be influencing the opinion of others.

For quantitative research a more systematic statistical method of analysis is required to facilitate cross tabulations and other detailed analysis procedures to be undertaken. It is intended that Microsoft SPSS software will be used to develop chi-square analysis and other statistical trends.

Summary 

The research intends to identify whether there is any significant differences between the motivations of different age categories during holiday choice. The main aims are to discover what primary motivations are apparent in the context of the overriding question, to determine what trends exist and to identify what trends are apparent when contrasting age categories.

Initially a qualitative research campaign will be carried out for the researcher to develop a broad understanding of the industry and the general trends and behaviour. 

The qualitative research will take the form of focus groups, personal interviews and analysis of secondary data. Qualitative research is proven to aid ‘understanding’ more than quantitative research, hence the researchers choice of method.

On gaining an understanding of the current climate and on the basis of appropriate analysis of preliminary research, a questionnaire will be designed, piloted and distributed to public cross section. Subsequent statistical analysis of the quantitative research will provide general findings – and the basis for further qualitative research, which will attempt to provide an understanding of the statistical trends to the reader.

Due to the topical nature of the subject, areas of further research will be identified and recommended upon during the analysis and conclusion section of the final report.
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