Discussion (Why do people travel?)
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Classification of travellers.
Source: World Tourism Organization and the Travel and Tourism Research Organization.




NEEDS WANTS AND
DESIRES: The need for

self-
actualisation
MASLOW’S HIERARCHY OF P
NEEDS: 1954 "all innar potentials.”

Esteem MNeed
The need to be a unigue individual with
self-respect and to enjoy general
esteem from others.

Love and belonging needs
The need for belonging, to receive and give love,
appreciation; friendship.

Security Need
The basic need for social security in a family and a society
that protects against hunger and violence.

The physiological needs
The need for food, water, shelter and clothing

It is argued that due to its simplicity, ‘Maslow’s Hierarchy of Needs’ is the
best known theory of motivation. Many theories based on tourism demand
have been built upon Maslow’s ideology.



Maslow's ideology Is centred
on "Push” and “Pull” Factors

Needs disturb the balance
Drives restore the balance.



QUESTIONS.

 Would Tourism best be considered a
NEED (essential) OR WANT (desire)?

« CAN IT BE BOTH?7?7?7?

* In relation to Maslow’s Hierarchy discuss
how the tourism and leisure industry can

address all stages. List 3 tourism products /
services that may appeal to an individual at each level.



EVOLVING NEEDS AND
WANTS.

 Needs and Wants - - - - Often people confuse
what are needs and wants.

* A Diverse Tourism Market has led to much of
society being : MATERIALISTIC / STATUS
CONSCIOUS / MARKET LED / CONSUMER
ORIENTATED ...

 Our NEEDS / WANTS can be influenced by

many factors - - Individually shaped and Industry
Manipulated!



Consider what factors
Influenced you / your family to
book your last holiday ??



Factors Shaping Individual Tourism
Needs / Wants:

* Pressures from Soclety

* Fashion and Trends

 Lifestyle and Status (Prestige)

* Demographics

* Personal Improvement/ Development
* Personality Traits

Q) Consider whether any of these influenced
your holiday booking decisions?
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Figure 2.3 The range of motivators for overseas travel from the UK

Source: Gilbert, 1992




consiaer:
Were you expecting this ‘break down’ in the
percentages?
Do you think these have changed recently?

For social
reasons
16%

Improved 13%
weather
16%

Figure 2.3 The range of motivators for overseas travel from the UK
Source: Gilbert, 1992




Stanley Plog (1974)
Psvchographic Theorv (Personality Based)

« Theory classified individuals into a series of “TYPES’ which he
claimed strongly influenced holiday choice.

2 EXTREMES:

« Psychocentric Type - Very Anxious / Wary disposition - - - -
conservative holiday types ,choice of ‘'SAFE’ destinations.
(Repeaters)

« Allocentric Type - Very Outgoing / Motivated attitude - -
adventurous holiday types, choice of ‘UNIQUE’ destinations.
(Wanderers)

NB: Consider also Midcentrics — Most of the population would fall within this category
(Middle Range) - - - - - lower S.C tend to be more psychocentric whereas higher S.C
tend to be more allocentric.



Consider / Debate - --WHY?

* Why do you think that Allocentrics tend to
be from higher social class backgrounds
and Psychocentrics tend to be from lower
social classes?



* Cohen’s Classification of Tourists:

Boniface and Cooper (1987) Adapted from Cooper 1972

he Organised Mass

Familiarity

ourist

The Individual Mass Tourist

The Explorer

The Drifter

Novelty



The organised mass tourist

Low on adventurousness he/she is anxious to maintain
his/her ‘environmental bubble’ on the trip. Typically
purchasing a ready-made package tour off-the-shelf,
he/she is guided through the destination having little

contact with local culture or people, Institutionalised tourism

- _ Dealt with routinely by the tourism industry — tour
The individual mass tourist operators, travel agents, hoteliers and transport
Similar to the above but more flexibility and scope operators.

for personal choice is built in, However, the tour is still
organised by the tourism industry and the environmental
bubble shields him/her from the real experience of the
destination,

The explorer

The trip is organised independently and is looking to
get off the beaten track, However, comfortable
accommodation and reliable transport are sought and,
while the environmental bubble is abandoned on

R L Non-institutionalised tourism
occasion, it is there to step into if things get tough.

Individual travel, shunning contact with the tourism

The drifter industry except where absolutely necessary,

All connections with the tourism industry are spurned
and the trip attempts to get as far from home and
familiarity as possible, With no fixed itinerary, the drifter
lives with the local people, paying his/her way and
immersing him/herself in their culture,

Cohen’s classification of tourists

Familiarity

A

Novelty



Whatever your personality type which
Influences the type of holiday indulged in,
the consumer processes / stages to select
the holiday Is largely static.

NEED - (Arousal)

Purchase (Action)

NB: Involvement stages in-between Need and
Purchase can vary. There are many theorists
who examine these stages.
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TOURIST PROFILE
Socio-economic and
behavioural
characteristics

TRIP FEATURES

Trip distance

Trip pressure

Trip cost/value

Trip duration

Party size

Domestic pressures

Confidence in travel
intermediaries

Perceived risk and
uncertainty of travel

Travel - TRAVEL AWAREMESS et
desire =
— Info rrr1a1}i'| on -
SEarc
Image of
- destination -
(+ or =)
_ DESTINATION RESOURCES
Information AND CHARACTERISTICS
T search -
continuad )
Primary resources
Assessment of
- travel > Tourist facilities
alternatives and services
= Travel decisions | Political and economic
and social structure
— Travel Gieography and environment
arrangements € graphy
Infrastructures
Travel
experience —

and evaluation

The Mathieson and Wall model

Source: from Tourism: Economic, Physical and Social Impacts, Longman,
Limited (Mathieson, A, and Wall, G, 1982)

Internal accessibility

London, with permission of Fearson Education



TRAVELER VARIABLES
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Figure 2.10 The Woodside and Lysonski model

Source: from Woodside, A, and Lysonski, S (1982) ‘A genearal model of traveler destination
choice', Journal of Travel Research 27, 8-14




B Traveller/socio=-psychological variable
Motives (3 - Experience

» Life cycle
* Income
= Availlable time

v

A Marketing variables/ C Images of destinations
external inputs = Activities as attributes
= Information about

destinations # L 4

D Destination choice

Based on a maich between
perceived activities offered and
preferred activities

!

E Destinations
(offer and promote activities)

Box A: Contextual or social influence process providing information on the activities available at destinations.

Box B: Travel motives are connected to other socio-demographic variables including life cycle and travel experience.
Box C: How the travel motive groups perceived destinations,

Box D: How the travel motive groups related activity-based images to destination choice.

Box E: Activities available at destinations,

An activities-based model of destination choice
Source: Moscado ef af, 1996




MODELS OF CONSUMER
TOURISM BEHAVIOUR -
DISCUSS!

« Consider in which ways these modules are
similar / dissimilar ???

 Consider whether one model Is better than
another in defining tourist behaviour(s).

 CONSIDER the advantages and
disadvantages of these models.



CAVEAT OF MODELS:

« As noted there are many theories
associated with tourism behaviour and
choice, however most authors fail to
provide a scientific basis for such theories.

[Cooper et al (2005)]



Such models offer only a limited insight
Into the mind of the consumer.

Criticised as being:
Too theoretical and isolated (ideal world!)

Outdated - (no new recent models have
been introduced).

Falls to consider individual behaviour /
demographics / personality traits.

Falls to consider market instabilities /
fluctuations (eg: Recession / Terrorism /
Emerging MKkts.....)



Positives of Consumer Models.

 Models act as a guide to modern
thinking as to how tourism demand
works and functions.

 Assist In understanding how the many
variables of the tourism Industry
Interact and relate.
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International Tourist Arrivals, 1950-2020
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Inbound tourism by subregion
International Tourist Arrivals -Average Annual Growth Rate, 1995-2020

L7 j
Average annual growth rate

L N (number of countries/territories between brackets)

B G4-75% (43)
[]47-6.3% (53)
[ 3.7 - 4.6% (66)
W 1.0-3.6% (53)

World Tourism Organization
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