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Oonmcﬁwn Behavior and Tourism:
Review and Extension
of Four Study Areas

Frédéric Dimanche

Mark E. Havitz

SUMMARY. Consumer behavior research constilutes a cornerstone
of markeling strategy and practice, and an increasing number of
tourist behavior studies have been published in the past few years.
This paper examines the current literature related (o four prevalent
topical areas associated with consumer behavior in recreational and -
touristic contexts: Ego involvement, loyalty and commitment, fami-
ly decision-making, and novelty seeking. The paper's primary focus
is on conceptual and measurement issues, but implications of each of
these areas lo markeling practice are also considered.

Sclomon (1992) defined consumer behavior as the study of the pro-
cesses involved when individuals or groups select, purchase, use, or dis--
pose of products, services, ideas, or experiences to satisfy needs and
desires. Van Raaij (1986, p. 2) posited that ““‘Consumer research on tour-
ism should be a cornerstone of marketing strategy.” Indeed, an under-
standing of consumer behavior is required in order to make adequate
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marketing decisions (Moutinho, 1987). Typically, consumer behavior has
attempted to explain the decision making processes of consumers facing
several altermnatives or choices. Consumer behavior research has attained
increasing prominence in the leisure literature in the past decade, but
relatively few tourist-based consumer behavior studies have been con-
ducted in the past years, with some exceptions such as satisfaction and
motivation research (e.g., Crompton, 1979; Dann, 1981; Mansfeld, 1992:
van Raaij & Francken, 1984). A large segment of academic research is
dedicated to tourism marketing, and it seems that more studies haye fo-
cused on describing or segmenting tourists rather than understanding and
explaining their consumption behavior. The tourism experience, although
unique because of its nature, can be related to consumplion behavior
(Dimanche & Samdahl, 1991; Urry, 1990), and specific studies examining
the interactions between the many elements and processes involved in
consumer behavior should be conducted in the context of tourism,

The purpose of this paper is to review and synthesize current literature
related to four topical areas associated with consumer behavior in recre-
ational and touristic contexts: Ego involvement, loyalty and commitment,
family decision-making, and novelty seeking. The implications of each of
these areas o marketing practice will also be considered although this
paper’s primary focus will be on conceptual and measurement issues.
These four topics do not represent the breadth of all consumer behavior
research, nor are they necessarily the highest priority area for future study.
However, they have been well covered in the consumer behavior and
marketing literature and have recently received growing attention in the
travel and leisure literature. Because of their intrinsic importance in the
tourist’s decision-making process, each shows promise for better under-
standing recreational and touristic behavior, With regards to involvement
theory, Stewart and Stynes have contributed to this edition with a paper
titled “Toward a dynamic model of complex tourism choices; The season-
al home location decision.” Also, Gitelson and Kerstetter added to this
edition’s treatment of family decision-making with their article on “The
influence of non-family members in travel decision making.” ;

EGO INVOLVEMENT

Among these four topics, the largest body of leisure and tourism re-
search is related to involvement. Consumer involvement with products has
been the object of a long line of research in the consumer behavior litera-
ture, and it is now widely recognized as a significant variable by market-
ing scholars and practitioners. The following will outline the state of
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involvement research in touristic and recreational contexts and indicate
recommendations [or future studies (a selection of major findings related
to involvement in tourism and leisure contexts appears in Table 1).
Involvement can be defined as an unobservable staté of motivation,
arousal, or interest, evoked by a particular stimulus or situation, and that has
drive propertics. Its consequences are types of searching, information-pro-
cessing, and decision making (Rothschild, 1984). Most of the involvement
research in leisure and tourism contexts has initially focused on conceptual
and measurement concerns (e.g., Dimanche, Havitz, & Howard, 1991; Ha-
vilz & Dimanche, 1990; McIntyre, 1989; Selin & Howard, 1988; Watkins,
1987). These conceplual and methodological studies paved the way for
considering involvement as a multidimensional construct. Most involve-
ment researchers (c.g., Dimanche et al.,, 1991; Laurent & Kapferer, 1985;
Mclntyre & Pigram, 1992; McQuarrie & Munson, 1987) agree that multi-

TABLE 1. Selected leisure and tourism-related researeh with involvement
{inv.).

Authors and dates Purpose or findings
Salin & Howard (1988) Conceplual presentation of inv, to explain attachment between
' individuals and leisure pursuits,

Bloch etal, {1989) Sport equipment inv. found to significantly influence sgending
levels and opinion leadership. - G

Fesenmaier & Johnsan (1989) Behavioral measure of inv. found uselul to ségment tourists. .

Melntyre (1989) Empirical study showing the mulidimensional nature of inv,

Havitz & Dimanche (1990) Conceptual argument and propasitions for using

: multidimensional Inv. in leisure and tourism studies.

Dimanche et al. (1991) ) Translated lnv. Profiis scale and tested its validity and reliability
in recreational and touristic contexts. g

Norman (1991) . Inv. and pravious vacation experience better Ema_naﬁ, ol ravel )
intentions than other psychological variables, . &

Madrigal et al. (1992) Relatonships batween level of inv. with family vacations and
selected personal variables were found.

Melntyre & Pigram (1992) used inv. profiles to differentiate between campers.

Dimanche et al. (1993) Inv. profiles shown useful as tourism segmentation tool,

Reid & Crompton (1993) Conceptual argument and propesitions for studying

involvement's relaticnships to 5 dacision-making paradigms. -
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dimensional conceptualizations which consider antecedent dimensions of
the construct are more accurate and useful than simple high-low involve-
ment distinctions. For further review of the involvement construct in the
consumer behavior literature, the reader is referred to Laurent and Kapfer-
er (1985) and Zaichkowsky (1985). Most consumer behavior research has
been conducled in product contexts, whereas recreation and tourism re-
search has focused more on activj ty conlexls,
. Dimanche et al, (1991) translated from French, then tested for reliabil-
ity and validity the Involvement Profile (IP) scale (Laurent & Kapferer
.Em&. This scale, designed to measure four facets of involvement c.n..
Importance-pleasure, sign value,! rigk consequences, and risk ?.o_ugvm:g_
in recreational and touristic contexts, was subsequently used in studies of
aclivities where involvement was either a dependent or an independent
W_S:m_u_a. For example, Dimanche, Havilz, and Howard (1993) showed that
5<o_<m5m.2 could be used in touristic contexts as a basis for market
scgmentation, responding to Fesenmaier and Johnson's (1989), and Havitz
and Dimanche's (1990) recommendations. Their segmentation study dem-
onstrated that involvement profiles, revealing the facels of involvement
tﬁi.n_ma more information about a person’s relationship to a Sclm:n.
activity :.5: asingle involvement score. Dimanche et al. (1993) noted that
the practical application of involvement segmentation extends well be-
yond promotional implications 1o program development, ﬁ.:om:q and dis-
tribution strategies. - :

>. future challenge for involvement researchers will be (0 measure
tourists’ involvement with destinations. Measuring people’s involvement

nesses such as airlines, tour-
such as conventions and v;j
cies, elc. : _

At least two directions of tourism destination involvement research
have been suggested to date. Brown (1991) explored tourism place-identi-

ty from the perspective of guests (tourists), whereas Ap (1992) examined

destination involvement from the perspective of hosts (local residents).

Operators, travel agencies, or for organizations
sitors bureaux, state or natjonal tourism agen-

lest » and they also allow for tests of theory.
Brown's symbolic interaction-base
utilize any of the standardized instrumentation common to much of the
ammm_.o:. cited in this section, However, specific facets of involvement
mcna as mportance and sign (Havitz & Dimanche, 1990) were central to
tourists’ descriptions of Place. Also, Ap found that destination involve-

d inquiry was qualitative and did not
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ment was an imporlant component of the social exchange mode! devel-
oped o study host-guest relations. ) ’

Another potentially important area of research that has been neglected
by consumer behavior researchers and which could make a significant
conlribution Lo tourism marketing is the study of consumer involyement
with services. To date, involvement researchers’ focus has been on prod-
ucts and activities, despite the economic importance of the service sector,
and the distinction between products and services (Zeitham!, Parasura-
man, & Berry, 1985). Celuch and Longfellow (1992) used a multidimen-
sional conceptualization of involvement to initiate this line of research in
the context of services such as life insurance, medical services, or restau-
rants. Tourisin researchers certainly should further develop the study of
tourist involvement with touristic services,

Rescarchers continue o explore the relationship between enduring and
situational involvement (Howard & Havitz, 1993; Richins, Bloch, &
McQuarrie, 1992), as well as the importance of involvement in pricing,
communication (adverlising and promotion), and product development
strategies. Richins et al. found that the relationship between situational and
enduring (ego) involvement was better described by an additive ‘model
rather than an interactive model. That is, situational involvement did not
increase or decrease exponentially based on individuals’ levels of endur-
ing involvement. Rather, situational and enduring components seemed (o
operate relalively independent of each other, both contributing to overall
involvement with purchase decisions. Howard and Havitz found general
support for Laurent and Kapferer's (1985) conceptual argument that im-
portance and pleasure represent enduring facets and that sign and risk
conscquences fluctuate based on situational considerations. In this case the
situational contexts were represented by in-season, off-season, and pre-
season measurements of involvement with golfing, skiing, and windsurf-
ing. Contrary to predictions, scores appeared to be stable (enduring) across
seasons for the risk probability facet. ;

Involvement is generally acknowledged in the consumer behavior liter-
ature as a major factor in the decision making process; therefore, exploring
the relationships between the involyement facets and specific behaviors
such as informalion search, receplivity to promotional stimuli, or brand
loyalty should be tourism researchers’ next priority. For example, re-
searchers could explore how to increase tourists’ levels of involvement
with destinalions or tourism services. An involved consumer is more Jike-
ly to understand and memorize promotional stimuli, and to purchase the
product or service that raised his/her level of involvement. Though none
have been conducted to date, numerous opportunities for controlled exper-
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imental studies exist in this area, The relationship between involvement and
perceptions of service quality should also be examined as has been done
with loyalty research (Veldkamp & Backman, 1992) and complaint behav-
ior research (Twynam, 1993). The study of service quality became more
sophisticated with the development of standardized measurement tools re-
sulting from the pioneering efforts of Parasuraman, Zeithaml, and Berry
(1985, 1988). The nature of the relationship between involvement and
perceptions of service quality appears to be an area needing exploration. For
example, high involvement services may have different service quality defi-
nitions than low involvement services. Specific relationships could be found
between the facels of involvement and the dimensions of service qualily.
Belter comprehension of these constructs could help marketers understand
their role in the formation of purchase intentions. Although service quality—
involvement linkages are yet Lo be explored, researchers have begun to link
involvement research with other social-psychological constructs.

Norman (1991) indicated that level of involvement and previous vaca- -

tion experience were better predictors of summer travel than were other
social psychological variables. Also, the effect of involvement can be
related to consumer loyally towards services. Pritchard (1992) found that
invelvement levels were positively correlated to psychological comunit-
ment with hotels and airlines. Siegenthaler and Lam (1992) found similar
results in the context of recreational tennis. These resulls were consistent
with Backman and Crompton’s (1990a, 1990b) findings that level of in-
volvement and attitude toward recreational activities such as tennis and
golf were the best predictors of whether people would drop-out or contin-
ue participation. Madrigal, Havitz, and Howard’s (1992) study of married
couples” family vacation decision processes reveal relationships between
involvement and gender role ideology. Specifically, more modem couples
found the process to be more important and pleasurable than did more
traditional couples. . S
The measurement tools to study involvement have been developed. Re-
searchers now need (o focus on understanding the relationships between
involvemnent and other constructs in order to provide tourism marketers with
practical recommendations that will enhance the tourist's experience.

LOYALTY AND COMMITMENT

Loyalty represents another construct central to the study of tourist be-
havior. Service providers (e.g., airlines or hotels) rival with strategies such
as frequent user programs in order to creale customer loyalty. It is a
well-known fact to marketers that keeping customers is less expensive

1
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than creating new ones. The challenge is to understand and appropriately
use the factors that will determine customer loyalty (a selection of signifi-
cant loyally research in tourism and leisure contexts appears in Table 2).
Similarly to involvement, measurement and conceptual issues have
dominated research related to loyally and commitment (Buchanan, 1985).
Day (1969, p. 35) argued that loyalty was based on an evaluative decision
and affective arientation which could be considered a “comumitment to the
brand.” This close association characlerized most early research which
generally did not distinguish between loyalty and commitment. Pritchard,
Howard, and Havitz (1992) noted that loyally and commitment represent
but two of the numerous terms in this line of research. An additional

TABLE 2. Selected leisure and tourism-relaled research with loyalty and
commitment.

o
&

i

£

153

ikt

Authars and dales Purpose or findings~
Jarvis & Mayo (1956) Developad a two-dimensional {attitudes and frequency of stay)
* paradigm of hotel loyalty. Seven loyalty types are described
Gyle & Phelps (1988) Invesligated the pattern of repeat visitation to a vacation =
deslination.
Backman & Crompton (1990a) Developed a two-dimensional (psychological attachment and

behavioral consistency) garadigm of activity loyalty. Four
P types are described {i.e., low, spuriaus, “.m"m:._ and high).

Backman & Crompton (1930b) Behavioral, attitudinal, and composite measures of activity
‘ loyalty caplure three different dimensions of the phenomenon.
Pritchard etal. (1992) Review of commitment and loyally literature. -
Prilchard (1992 Developed and lested an instrument to measure lourist loyalty.
; Carrelalion between inv.and commitment to hotels and airlines
were found. . .
Twynam (1992) . Sugpert found for Singh's model of consumer complaint !

behavior in travel contexls. Various dimensions of inv. were- !
carrelated wilh propensity to complain about poor service, and
with alternative courses of action. - ‘ .
Pritchard & Howard (1993) Argued thal tradilional unidimensional measurement of the
' attitudinal component of loyalty is incomplete. Developed the *
PCl which measures symbolic consistancy, volition, and
complexity,

T
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problem was early researchers’ inconsistent and ‘interchangeable use of
attitudinal and behavioral measures of loyalty. This confusion was partial-
ly clarified when Backman and Crompton (19904, 1990b) and Jarvis and
Mayo (1986) proposed (wo-dimensional lypologies for considering attitu-
dinal and behavioral components of loyalty in recreational activities and
travel contexts, respectively. These two-dimensional conceplualizations
greatly enhanced our understanding of consumer loyalty. They are not
wilhout shortcomings however, For example, Pritchard et al, (1992) pro-
vided evidence that both the behavioral and attitudinal components are
very complex (i.c., multidimensional) and that numerous measurement
oplions are available, Four types of behavioral loyally measurement have
been commonly used in consumer research: Sequence of brand purchase,
proportion of brand purchase, probability of purchase, and combinations
of the first three measures (Jacoby & Chestnut, 1978). Pritchard’s (1992)
research suggested that the latter form of measurement is most appropriate
in tourism contexts because behavioral loyalty patterns varied widely
based on industry types (i.c., lodging, transportation, and allractions). As
such, results of even relalively simple behavioral loyalty research are often
difficult to compare directly. <
The allitudinal component is even more complex and as a result is often
ignored in loyalty research or more subject to ad hoc measurement, Prit-
chard et al. (1992) argued that loyalty and commitment are not interchange-
able lerms and that commitment should be reserved only for the attitudinal
component of loyalty. Prilchard and Howard's (1993) Psychological Com-
mitment Instrument (PCI) provided the first rigorous measure of tourist
commitment. The PCI was Subjected to 2 rigorous battery of reliability
and validity tests yielding a three-dimensional instrurnent which measures:
(a) symbolic consistency, respondents’ overail reluctance to change impor-
lant associations; (b) respondents’ perceplions of complexity, the number of
ideas or reasons impacting the decision; and (c) their perceptions of voli-
tion, or the component of free choice and control over their preferences.
Pritchard tested the PCI in the context of transportation services, hospitality
services, and atlraction oriented services, in order to ensure that the instru-
ment would be applicable to the broadest possible range of travel services.
The conceptual and measurernent advances made by Backman and
Crompton (1990a; 1990b), Buchanan (1985), Jarvis and Mayo (1986), and
Pritchard (1992) should pay dividends in the near future, These advances
should be especially helpful in clarifying the relationship between loyalty
and other social-psychological constructs such as involvement and percep-
tion of service quality. Numerous exploratory efforts have been undertak-
enin the past few years. For example, Twynam (1993) studied the relation-
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ship between complaint behavior and loyalty, and found that dissatisfied
travelers used a complex mix of voice (seek redress from Eo.mm:oc,
private (negative word of mouth), and —Ea parly ﬁw.m.. legal action) re-
sponses. Hotel patrons were much more :_SQ.S swilch brands than were
airline patrons. Bloch, Black, and Lichtenstein (1989) m:.a Siegenthaler
and Lam (1992) examined the relationship between commitment and ego
involvement. Bloch et al. found no significant relationship between equip-
ment involvement and behavioral commitment QSSE\V,. E#m.ammm.m_mmos-
thaler and Lam found a positive relationship between activity E<o_<wama
and altitudinal commitment. Backiman (1991) found no relationship be-
tween social, individual, and price constraints in leisure loyalty. However,
transporlation- and promotion-related constraints were perceived differ-
ently by people in various loyalty-based segments. <m_a§:.:n and Back-
man (1992) recorded that participants’ perceptions of the importance of
the tangible dimensions of service quality was related to loyally types.
However, other dimensions of service quality were notrelated to them. In
summary, leisure researchers have established tentative relationships be-
tween loyally and other social-psychological constructs. 2m<o:.:£2”m, few
ol these studies were conducted in tourism contexts and multiple instru-
ments were used o measure each construct. For example, involvement
was measured in three of those studies, each time with a different scale.

Replication and exlension of these exploratory efforls are needed belore :

definitive conclusions can be established.

NOVELTY

The concept of noveltly seeking is not new or should we say, not :9..@_
to tourism researchers. Not surprisingly, of the four consumer behavior
topics discussed in this paper, novelly is the one area that is more prevalent
in tourism research than in leisure research, Three decades ago, nmworn_o-
gists such as Berlyne (1960) and Hunt Qom:. studied ﬁmm%_m.m search for
incongruity, uncertainty, novelty and complexity. Theoretically, :96:& or
the discontinuation of routine leads to higher levels of arousal, and tourists
may seek experiences that provide new sources om. m::,_c_.m:o.z. Zoé.:w
seeking is often reported as a key molive in tourist motivation studies
(e.g., Crompton, 1979; Dann, 1981). The literature also seems to indicate
that *‘vacationers taking novel trips differ in mo<m_.m._ fundamental ways
from vacationers taking familiar or comunon Emmm trips™ (Bello mn.mﬁm__
1985). For example, vacalioners taking novel trips mwnx :._oa.maSnm on
the destination and spend more time and money during the trip than do

i
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Ezﬂma.mwm:mSEEo:EmooEmimmm_mo:oaopq =o<m_Q-R§&RmmEos
in tourism contexts appears in Table 3). : ,

Two decades ago, Cohen (1972) and Plog (1974) presented novelty-ori-
ented tourism typologies based on sociological and psychological models
respectively. Initially accepted with ljttle challenge, these two widely cited
typologies have formed the concepiual basis for much of the recently
conducted tourism novelty research. Cohen (1972) tried to differentiate
between intermational tourists based on the degree to which they seek
novelty or familiarity in their travel experience, originally proposing four
tourist roles: “‘drifter,” “‘explorer,” “individual mass tourist,” and “orga-
nized mass tourist.” He then recommended (1974) that further method-
ological refinement be used to measure these differences in quantitative
terms. Pearce (1935) noted that unfortunately, researchers were slow to
follow Cohen's suggestion.

Snepenger (1987) conducted the first empirical test of Cohen’s typolo-
gy using Cohen’s roles to segment travelers (o Alaska and found partial
support for the typology. Three of Cohen’s four original tourist roles were
evident in the sample: organized mass lourist (54% of the sample), indi-
vidual mass tourist (20%), and explorer (26%), However, three limitations
of Snepenger’s work have been pointed out. First, the study only consid-

TABLE 3. Selected leisure and tourism-related research with novelty.

Authors and dates Purpose or findings

Cahen {1972) Conceplual classification of inlernational lourist roles based on

novelty seeking,
Bello & Etzal (1985)

Novelty seekers’ behavior differ from tamiliarity seekers,
Snepenger (1987)

Found some support for Cohen's typology, using a behavioral
measure of loyalty,

Developad and tested a Travel Role Preference Questionnaire,

Developed and tested a four-dimensional scale measuring -
novelty seeking. ) ’

Yiannakis & Gibson (1892)
Lee & Crompton (1992)

Crotis (1993) Investigated correlations berween novelty seeking ﬁammwcﬂ.ma

with behavior) and personality., e
Tested a ane-dimensional innovativeness scale in the context
of travel services,

Reinecke, Flynn & Goldsmith {1993)

Mo etal. (1693) " Developed and tested a thres-dimensional _:asmqoam&

Tourist Role scale, o 2
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ered the behavioral component of novelly, admittedly also an attitudinal
construct. Second, a single item was used Lo operalionalize behavior, and
third the sample frame included primarily domestic rather than interna-
tional tourists, .

In contrast to the relatively ad hoc nature of most previous quantitalive
novelty-based instrumentation, Yiannakis and Gibson (1992) developed
their Travel Role Preference Questionnaire (TRPQ) with an extensive
battery of reliability and validity tests. Their research has advanced con-
siderably researchers’ abililies to operationalize the various forms of tour-
istic behavior described in Cohen’s (1979) and Pearce’s (1982, 1985)
work. Yiannakis and Gibson tested the TRPQ with several probability and
purposively selected samples and reported 13 distinct tourist roles, a more
discriminating set of rolss than was reported in either Cohen’s early

(1972) or latter (1974) efforts. Respondents are asked to consider TRPQ

ilems based on “ihe degree lo which a variety of roles best described their
actual behaviors while on vacation" (p. 292). ’
Another recent advance, Mo, Howard, and Havitz’ (1993) 20-item
Intemational Tourist Role (ITR) scale was designed to caplure the novelty
related nuances of international pleasure travel as proposed by Cohen

(1972). Like the TRPQ, it was subjected to a rigorous battery of reliability

and validity tests. The items comprising the ITR scale represent three
dimensions. The “Destination-Oriented Dimension” (DOD) represents an
individual’s preferences for noveity and familiarity especially when
choosing among intemational travel destinations. The “Travel Services
Dimension™ (TSD) measures the extent to which an individual prefers to
travel with or without institutionalized travel services when traveling in a
foreign country. The “Social Contact Dimension™ (SCD) measures the
individual’s preferences regarding the extent and variely of social contacts
with local people when traveling in a foreign country. Practical application

of the ITR scale suggested that it is effective in generating distinct target

markets based on novelly seeking attitudes and that the target markets are
also socio-demographically and behaviorally distinct (Mo et al., 1993). .
The travel preference groups identified by Mo et al, (1993) and Yianna-
kis and Gibson (1992) share characteristics with, but are not identical to
the original four groups proposed by Cohen. For example, Mo et al.
reported a universally novelty seeking group (similar 1o Cohen’s drifters)
and a universally familiarity seeking group (similar to Cohen’s organized
mass tourist). But, they also reported several groups with complex novelty
secking preferences that were not analogous to Cohen’s middle range
(individual mass tourist and explorer) groups. Therefore, the tourist roles

described in the two recent studies may be different from Colien’s original

o et
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roles because of the more complex multidimensional interpretation of

novelty. Cohen’s Lypology is not wrong, but it may oversimplify the Rm:q
of tourist roles. Extensions on the original model were also expressed in
Cohen's most recent work, .

Anaother rigorously tested novelly seeking scale was developed by Lee
and Crompton (1992). Purporling to measure the psychological construct
of novelty, this scale comprised four dimensions: thrill, change from rou-
tine, boredom alleviation, and surprise. Lee and Cromplon confirmed that
tourists could be differentiated on the basis of novelly seeking ‘attitudes.
Their review of the novelty seeking phenomenon was more comprehen-
sive in scope than was the work of Yiannakis and Gibson (1992) and Mo et
al. (1993) who focused primarily on the theoretical works of Cohen (1972)
and Pearce (1985). In this sense, Lee and Crompton’s scale may have the
broadest application potential of the three scales wlereas the TRPQ and
ITR scales may provide more in-depth information in specific circum-
stances. Rather than compelting with each other, these three scales may be
complementary because they were not designed Lo serve the same purpose.
For example, The ITR and TRPQ scales, which were developed in thie
context of international tourism may find some applicalions with market-
ers concerned with attracting international tourists, whereas Lee and
Crompton’s scale may be used with either intemational or domestic travel-
ers, and perhaps even in non-touristic leisure contexts. The ITR can be
used to study atlitudes of experienced international Lravelers and people
who have nol traveled internationally whercas the TRPQ assumes some
past travel experience.

All three scales were developed in English using American mmﬂﬁ_mm
Therefore, their use with markets from other countries and culiures may be
limited at this point. Dimanche (in press) and Plog (1991) highlighted the
%an_m_ challenges associated with conducting multicultural research in
tourism situations. Nonetheless, the novelty topic and the growth of in-
ternational travel combine to provide a fertile area for future research.
Expanded research agendas using all three of these scales with a variely of
internalional samples represent a logical next step.

Pragmalically, knowledge of the novelty construct can be used by des-
tination marketers who may want to use in their communication strategies
some cues that would altract novelty seekers or, in the opposite, familiarity
seekers. Less apparent, but equally if not more important, novelly research
can help tourism planners a@&ow appropriate facilities and programs,
distribution, and pricing strategies that are oSmEmE with the benefits
sought by specific markels.

Like Cohen's work, Plog’s :3& typology has also been widely cited.
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However, academicians have been slow to apply it and test it. Plog posited
that the members of the US population could be classified on a psycho-
graphic continuum. At one extreme are psychocentrics, whose concerns
are self-centered and relatively narrow. At Uie other end are allocentrics,
whose concerns and inlerests are varied in nature. Plog (1991) argued that
this typology may be helplul in determining an individual's propensity to
travel, the type of travel services used, and Lhe type of destinations they
would select. His 1974 work suggested that the typology was most accu-
rate in classifying individuals near the poles and less accurate for classify-
ing individuals in between (midcentrics).

Smith (1990a) authored the first independent test of the allocentric-psy-
chocentric typology using international travel markets. He found very
limited support for the typology as a predictor of travel destination choice.
Following that, Plog (1991) and Smith (1990b) published a series of
exchanges in which they clarified their positions regarding the legitimacy
of Smith’s independent test. More recently, Madrigal’s (1993) research
also showed limiled support for the typology. Using the five-item instru-
ment developed by Plog, Madrigal found some relationship between per-
sonality measures (allocentrism and psychocentrism) and personal values
as measured wilh Kahle and Timmer’s (1983) List of Values (LOV) scale.
However, the personality measures did not differentiale between package
group and indcpendent travelers whereas the higher order personal values
scores did dilferentiate between traveler types. Madrigal's dependent vari-
able (lravel type) was distinct from Smith's dependent variable (travel

destination) although bolh represent questions addressed in Plog’s (1974)
research.

Based on Smilh’s and Zma:wm_ s work, Plog’s nmaozazw measure has

not received the level of empirical support found for the sociological
model proposed by Cohen. However, it is apparent that many avenues of
novelty research remain untapped and it would be premature to pass final
judgement based on so few data sets.

FAMILY DECISION MAKING

The issue of family decision making shiould also be of interest to mar-

keters. In fact, most consumer behavior texts devote an entire chapter (o
the topic. Neverlheless, family decision making has received relatively
little attention by leisure and tourism researchers. Much of the family
research published in the leisure literature has focused on the impact of
leisure aclivity on family interaction and cohesion (Orthner & Mancini,
1990), gender roles, and on perceptions of fun and work (Shaw, 1992).
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Leisure serves as an independent variable in this type of research. In
contrast, a primary contribution of consumer researchers is to conduct
research in which leisure (including leisure travel) is the dependent vari-
able and variables such as gender role and involvement become indepen-
dent variables. This type of research is vitally important. For example,
knowing who makes the decision about travel destinations in a household,
and which family members influence this decision could contribute great-
ly to the effectiveness of comumnunicalion stralegies and other marketing
decisions (a selection of family decision-making research appears in Table 4),
Jenkins' (1978) early work provided evidence of dominance by some
spouses in travel decision-making. Changing lifestyles and increasing par-
ticipation of women in the work force may alter family decision-making
processes, and therefore, these processes should be monitored and belter
understood (Nichols & Snepenger, 1988). Family life cycle stages are also
thought to be influential in the decision process. For example, Cosenza
and Davis (1981) indicated that to each step in the life cycle corresponded
a specific dominance type in the couple’s decision making process. Also
related to family life cycle stages is the importance of the children. Jenking
noled their influence on sub-decisions in traveling contexts. Industry re-
searchers are now paying more altention to children and teenagers than
ever before. Not only are children and teens future paying customers, but
many already possess some discretionary income, and their role as a
markelt of influencers is now recognized (Neal, 1992). In tourism contexls,
an increasing number of communication strategies are now targeting chil-
dren direclly, or parents with children. The need for betler understanding
children’s influence in travel decisions should justify further research in
that area.

Early travel related family research tended to focus on husband and
wile’s (and to a lesser extent, children’s) decision making roles (Filiatrault &
Rilchie, 1580; Myers & Moncrief, 1978; Nichols & Snepenger, 1988). The
consensus of these sludies suggested that joint decisions were more com-
mon than husband dominant or wife dominant decisions. The target mar-
keting and marketing mix implications of such research are generally quite
straightforward although they can be complicated by issues such as chang-
ing gender norms and family roles over time, To date, no longitudinal data
have ever been collected on this topic. More recenltly, Madrigal (1990)
found that although most decisions were shared, issue salience, gender
role ideology, and personal resources of various actors also affected deci-
sions. Building on that research, Madrigal et al. (1992) found relalionships

between several facets of involvement, gender role ideology, and socio-
demographic characteristics.
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TABLE 4. Selacted leisure and tourism-related research with EB__« deci-
sion-making (DM). -

Authors and dates Purposa or findings

Jenkins (1978) Found evidence of same spousa dominanca dependant on sub-

decisions. Influence of children recognized.

Cosenza & Davis (1981) Influence and decision structures varied across stages of the

family lifs cycle,

Nichels & Snepenger (1988) Joint DM couples had different DM processes than did one-
spouse dominant couples.

Neal (1992) The impertance of children as an "influence” market is stressed

Madrigal (1992) Issus selience was a significant predictor of vacation DM among
married couples. Couples with traditional gender roles ideolc-
gies exhibited different DM Eonmwmmm. [rom couples with
medern gender role ideology.

" Shaw (1892) Time-bucgat and interview-based mathods revealed difference

in perceptions of work and leisurs companents of family based
leisure. Women wera more likely to perceive family tme as
work when compared with the perceptions of men,

b e 54 e R

An interesting challenge faced by family researchers relales to the
collection and interpretation of data from multiple individuals (e.g, dyads,
triads) rather than from individual subjects. Howard and Madrigal (1990}
acknowledged these difficulties in an exploratory study in which respon-
dents (primarily mothers) were asked to judge the perceptions of other
family members regarding purchase decisions for recreation services.
Madrigal’s (1991) exploration of married couples’ family <mnm:o= aao_-
sions used a more sophisticated dyadic approach.

METHODOLOGICAL RECOMMENDATIONS

Research discussed in this paper is dominated by survey methodology
and at least two alternative methodologies have potential to contribute to
future consumer behavior investigations. Some of the questions that re-,
main to be asked demand different methodological approaches. For exam-
ple, Shaw (1992) provided convincing evidence of the utility of qualitative
techniques when researching family decisions. Indeed, qualitative meth-
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odologies should not be ignored for studying any of the four topics dis-
cussed in this paper. Much of the conceptual work supporting theory
development in these areas has been conducted using qualitative method-
ologies. The Experience Sampiing Method (ESM) which has gained
prominence among leisure behaviorists (e.g., Samdahl, 1988) may also
provide a promising tool for studying family decision making. This tech-
nique consists of providing respondents with an electronic pager and a
block of self report forms with open-ended and scaled items. Respondents
are then paged at random times throughout the day, and information on
moods, feelings, and activities are collected at those times. Open-ended
qucstioning and in-depth interviews could contribute to understanding the
various meanings of risk and the directionalily of sign value (positive or
negative) in involvement. For example, data collected using the IP scale
may indicale that taking a cruise says something about the respondents.
We need to further investigate with interviews whether those perceptions
of sign value are positive or negative. Another benefit of some qualitative
research methods such as in-depth interviews is that they provide opportu-
nities for reciprocal benefits Lo participants. Participants immediately gain
-insight into their own behaviors, attitudes, or molivations. In contrast, in
most studies, individual results are rarely communicated (o respondents.
Similarly, survey data are inadequate for understanding the relationship
between mediating variables such as involvement and commitment, and
outcomes such as decision-making, purchase behavior, or participation
patterns. Controlled laboratory experiments and field experiments provide
beller opportunities for responding to such research questions. Finally, all
four constructs discussed in this paper must be understood in relation to
time. However, most studies conducted (o dale have measured the construct
at one point in time. Therefore, [uture research agendas should include
longitudinal methods such as time series, or panel survey methods sﬁm_‘m
multiple data sets are collected aver time.

CONCLUSION .

This paper presented four topics related to the study of tourist behavior
which are showing great promise for better understanding the consump-
tion of tourism, as well as for contributing to the practice of tourism
marketing, As the industry matures and becomes increasingly competitive,
successful marketing practices must be based on a solid knowledge of
consumer behavior. Our growing comprehension of tourist behavior will
likely shed some light on the consumplion of tourism and travel services,
and the mechanisms that underlie the economics of destinations., Research
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on involvement, loyalty-commitment, novelty, and family decision-mak-
ing has been more exploratory than confirmatory. As a group, consumer
researchers have largely avoided the temptation to answer practical ques-
tions without adequate conceplualization and without the benefit of reli-
able and valid instrumentation. This is especially characteristic of much of
the research published in the last five years, Consequently, many of the
recent studies are long on internal validity and short on external validity.

Fulure academic and applied studies should benefit from this solid theoret-
ical foundation.

NOTE

1. The symbolic meaning of an aclivity or product.
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