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Tourist Motivation and Behavior 

In Search of the Tourist 

The  previous chapter introduced a broad discussion concerning the 
patterns of tourism and leisure consumption, along with various con- 
straining influences. By contrast, this chapter will focus in much greater 
depth on some of the more specific factors involved in tourist motiva- 
tion and behavior and the relationships tourist engender with the socio- 
cultural environments of destination areas. 

It is significant that some of the earliest sustained attempts to iden- 
tify the tourist came not from academics but from official organizations 
interested in monitoring the growth of international tourism. In this 
context, the League of Nations in 1937 recommended that a tourist be 
defined as someone "who travels for a period of 24 hours or more in a 
country other than that in which he usually resides." Of course such 
simple definitions tell us little about tourist behavior and completely 
ignore the importance of domestic tourism. Broader, and at an inter- 
national level, more meaningful definitions put forward by the World 
Tourism Organization (previously the International Union of Official 
Travel Organizations) have, through the UN Conference on Interna- 
tional Travel and Tourism (1963), agreed the term "visitors." This 
covers two main categories: tourists - temporary visitors staying at least 
24 hours, whose purpose could be defined as either leisure or business; 
and excursionists - temporary visitors staying less than 24 hours, 
including cruise ship travelers, but excluding travelers in transit. Such 
ideas have been greatly extended into the construction of more com- 
prehensive and elaborate classifications that relate types of travelers 
with scale and purpose of journey (figure 4.1). Within this perspective 
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Figure 4.1 A classification of travelers 

Source: Chadwick ( 1  987) 
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trips are multipurpose, involving a range of primary and mass tourists being termed "institutionalised" and the more individu- 
ondary activities. , .listic tourists being regarded as non-institutionalised. 

Such definitions are important when attempting comparative studies ~~h~~~~ tourist typology, and the more detailed variant developed by 
of international tourism. Their purpose is to provide an international 
standard, but not to explain or examine tourist behavior. Moreover 
even as official definitions, such adopted standards still ignore the wid; 
range of domestic tourists and, as a consequence, many countries have 
also developed their own official definitions for internal use. As a con- 

Smith (smith, V. L. 1977) which identifies seven categories of tourist 
(table 4.1), focus on the between tourists and their desti- 
nations; as such they have been termed "interactional t ~ ~ o l o g i ~ s "  
( ~ ~ ~ ~ h ~  1985: 5-6) In contrast, other studies have stressed the 
motivations that lie behind tourist travel, and have been described as 

sequence, the definitions of a tourist and a visitor still vary between I ~~cognitivenorma~ive models." In some cases, these approaches 
countries, despite the efforts of the World Tourism Organization and identifying and classifying tourists have their roots in the commercial 
the United Nations (Theobald 1994). Moreover, even in highly devel- needs of the tourism industry, with typologies often being established 

economies problems persist, for as Theobold (1 994: 11) explains, for a specific client. We find, for example, that Plog's (1972) t ~ ~ o l ~ g y ,  
"in the United States there is no standard definition valid ~hroughout recognizes three main groups of tourists - the allocentric, mid- 
the country. " centric and psychocentric was initially constructed to enable airline and 

Set against these official approaches are numerous attempts by aca- travel companies to broaden their market. As shown in table 4.1, the 
demics to define the tourist and to conceptualize the process of tourist , basis of this typology is the idea of a norm or center around which more 

of the early attempts to produce broader definitions I diverse patterns of tourist motivation can be recognized. 
were to the official ones. Ogilvie (1933), for example, saw Typologies, such as the one devised by Plog, are based on asking 
tourists as being someone On a temporary trip away from home who tourists about their general ''lifestylesV or value Systems, often using 

spent money derived from their home area and not from the place perceptual information derived from interviews (Holman 19g4; 
being visited. Put simply, tourists were travelers and, equally impor. ~~~~~k et al. 1990). This psychographic research (Plog 1987) can be 
tant, consumers but not labor migrants (see chapter 1). Examinations used to examine tourist as well as attitudes to particular 

the tourist and tourist behavior did not, however, figure in early work 
by geographers and, instead, come primarily from sociological studies. 
The results of this research are a fairly close-knit set of typologies of 

based on their travel characteristics and motivations. 
we see, such classifications also have important implications 
for the study of the impact of tourism on destination regions, a feature 

destinations and modes of travel. In terms of the latter, a tourist typol- 
ogy developed for American Express (1989) has categorized 
into five distinct groups - adventurers, worriers, dreamers, economis- 
ers and indulgers - all of whom viewed their travel experiences in 
different ways (table 4.1). 

*hese tourist typologies, only a few of which have been presented 
re-emphasized by geographers (Mathieson and Wall 1982; Murphy , here, are not without their problems, chief among which is that they 
1985). are relatively static models based on fairly limited information (Lowyck 

of the typologies are based around identifying the significant et 1990). ~t is certainly the case that such perspectives assume that 
traits of tourists and, in particular, their demands as consumers. Cohen tourists belong to one type or another, and that there are no mecha- 

in his early studies, draws attention to the fact that all tourists nisms for individuals to move between categories. Set against 
are seeking some element of novelty and strangeness while, at the same I socio~ogists such as MacCannell (1976) have called for more detailed 
time, most also need to retain something familiar. How tourists , studies of how people tourist settings, so as to provide a 

the demands for novelty with familiarity can in turn be used better of tourists. Perhaps of even greater importance 
to derive a t ~ ~ o l o g ~ .  In this way Cohen recognized a range of possible 
demand combinations, from those where familiarity was given priority, 
through to those where novelty of experience was the most important 
factor, Such demands can be matched by a classification of tourists. 

(1972) initial study recognized four main types, ranging from 
the organized mass tourist to the individual mass tourist, the explorer 
and the drifter (table 4.1). In addition, these groups were also differ- 
entiated along the lines of contact with the tourism industry, with 

in identifying different types of tourists is the need to learn more about 
how individuals change as tourists over time. This can be achieved 
taking a biographical approach, as introduced in the concept of a 
tourist's travel career (Pearce 1982). This would involve longitudinal 
studies of changing patterns of tourist behavior which, at the Present 
time, do not exist in sufficient detail or scale. Therefore, a number of 
critical issues remain to be researched, and we are left with nothing 
more than the generalities of the tourist typologies. 



Table 4.1 The main typologies of tourists 

Experience Demands Destination impacts 

lnteradional models 
Cohen (1 972): a theoretically derived approach not based on any empirical survey: 
Non-institutionalized traveler Drifter Search for exotic and strange 

environment 

Explorer Arrange own trip and try to get 
off the beaten track 

Institutionalized traveler Individual Arrangements made through 
mass tourist tourist agency to popular 

destinations 

Organized Search for familiar, travel in the 
mass tourist security of own "environmental 

bubble" and guided tour 

V. L. Smith (1977): a theoretical approach limited to empirical information: 
Explorer Quest for discovery and desire to 

interact with hosts 

Elite Tour of unusual places, using 
pre-arranged native facilities 

Off-beat Get away from the crowds 

Unusual Occasional side trips to explore 
more isolated area or undertake 
more risky activity 

Incipient mass Travel as individuals or  small 
groups, seeking combination of 
amenities and authenticity 

Mass Middle-class income and values 
leads to development of a 
"tourist bubble" 

Charter Search for relaxation and good 
times in a new but familiar 
environment 

Cognitive-normative models 
Plog (1 972): based on original work for 16 airline and travel companies: 

Allocentric Adventuresome and individual 
exploration 

Mid-centric Individual travel to areas with 
facilities and growing reputation 

Little because of small numbers 

Local facilities sufficient and 
contact with residents high 

Growing commercialization and 
specialization as demand grows 

Development of "artificial" 
facilities, growth of foreign 
investment, reduced local 
control 

Easy to accommodate in terms 
of numbers, acceptance of local 
norms 
Small in number and easily 
adapted into surrounding 
a-lronments 

Minor, because willing to  put up 
with simple accommodation and 
service 

Temporary destinations can be 
simple, but support base needs 
to  have full range of services 

Numbers increasing as 
destination becomes popular, 
growing demand for services 
and facilities 

Tourism now a major industry, 
little interaction with local 
people beyond commercial links 

Massive arrivals; t o  avoid 
complaints, hotels and facilities 
standardized to Western tastes 

Small in number, board with 
local residents 

Increased commercialization of 
visitor-host relationship 



Table 4.1 continued 

Experience Demands Destination impaas 

Psychocentric Organized package holiday to Large-scale business, with 
"popular" destinations facilities similar to visitors' 

home area 

Cohen (1979a): a theoretically based approach: 
Modern pilgrimage Existential Leave world of everyday Few participants who are 

life and practicality to escape to  absorbed into community: little 
"elective center" for spiritual impact on local life 
sustenance 

Experimental Quest for alternative lifestyle Assimilated into destination areas 
and to engage in authentic life of due to nature of demand and 
others relatively small numbers 

Experiential Look for meaning in life of Some impact as destination 
others, enjoyment of authenticity provides accommodation and 

facilities to "show" local culture 

Search for pleasure Diversionary Escape from boredom and Mass tourism with large demand 
routine of everyday existence, for recreation and leisure 
therapy which makes alienation facilities, large impact because 
endurable of numbers and 

commercialization 

Recreational Trip as entertainment, relaxation Artificial pleasure environment 
to restore physical and mental created; major impact on local 

powers lifestyles 

American Express (1 989): based on results from a classification of 6,500 respondents in the USA. UK,West German and Japan: 
Adventurers New experiences of different Independent travelers affluent 

cultures and activities and better educated; limited 
impact 

Worriers Mainly domestic-based trips, Older; less educated; limited 
limited travel impact 

Dreamers Attach great importance to Modest income group rely on 
meaning of travel and guidebook and stick to main 

experiences; orientated towards tourist areas 
relaxation 

Economists Travel a routine outlet for Average income: mainly go to 

relaxation rather than experience established tourist areas 

Indulgers High demand for travel, making Generally stay in large hotel and 

above average trips resort complexes; willing to pay 
for better services 
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Despite their limitations, the tourist typology models remain useful 
for three main reasons. First, they highlight the broad diversity of 
tourists, their demands, and consumption. Second, they provide 
insight into the motivations of tourists and their behavior. Finally, a 
most importantly, such perspectives provide a platform from which 
explore the relationships between tourist consumption and the socio, 
cultural fabric of destination areas. The  remainder of this chapter will 
focus on these latter two themes, after considering the nature of tourist 
image-making. 

Tourists and Tourist Images 

Tourists may vary in type as we have shown, but they are all influenced 
by images of destinations and activities. Furthermore, all tourists 
appear to be driven by a process of image-making which relates to a 
series of influences. Many commentators have argued that tourism is 
about creating a myth or, as Dubinsky (1994: 65) points out, "all 
tourism is about illusion." Taylor (1994: 2) goes further and argues that 
tourist image-making "is like dreaming. . . a period [of time] which is 
magical." The  importance of image within tourism is such that the 
World Tourism Organization (1 979, quoted in Cooper et al. 1993: 25) 
have established their own definitions. They suggest that the term 
embraces "the artificial imitation of the apparent form of an object; the 
ideas, conceptions held individually or collectively of a destination." 
T h e  phrase "tourist destination image" has taken a wider currency 
within the tourism literature, although according to Jenkins (1999) its 
exact meaning and measurement is problematic. The  significance of 
tourist images is also reflected in the literature concerned with the cre- 
ation and marketing of place, as discussed in chapters 8 and 10. 

Tourists possess different images relating to holiday-taking and 
destinations which, in part, are formed by past experiences of travel or 
induced by the promotion of particular destination areas through a 
variety of media. In this. context, Murphy (1985: 25) concluded that 
image was "the sum of beliefs, ideas and impressions that a person has 
regarding a tourist destination." Of course, such image-making goes 
beyond destinations and, for many individuals, also concerns types of 
holiday. Such ideas strongly relate to attitudes and are also influenced 
by a range of self-images that the tourist holds (Shaw et al. 2000). For 
the tourist, such images are constructed around the notions of the 
"tourist gaze." Boorstin (1964: 7) was one of the earliest to recognize 
this, arguing that, "over time, via advertising and the media, the 
images generated of different gazes come to constitute a closed self- 
perpetuating system of illusion" (quoted in Morgan and Pritchard 
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(1998: 18)). T h e  notion of the tourist gaze, which has been explored by 
urrY (1990: 2), "presupposes a system of social activities and signs 
which locate the particular tourist practices." In terms of image, the 

gaze is constructed through signs and signifiers in the landscape, 
and tourists are collectors of such signs (see also chapter 8). Tourists 
,,y, therefore, be regarded as semioticians (Culler 1988; Dann 1996a; 
~ ~ ~ C a n n e l l  1976) and, increasingly, they are constructing the "gaze" 
around well-defined signs or markers. These are used to identify 
people, things, and places. According to Taylor (1994: 5) "becoming a 
tourist is to risk the failure of not feeling or perceiving whatever is 
expected." In  order to lessen this risk of failure, tourists desire to view 
destinations in a "prescribed manner and so overcome anxiety" (Taylor 
1994: 5). Urry (1992: 172) has clarified these ideas, noting that "the 
tourist gaze is a mix of different scopic drives by which things of sig- 
.ificance in history/culture/nature/experience are identified, signified 
and totalised" (see also Hollinshead 1999). 

The construction and focus of the tourist gaze is becoming more 
catholic, although a number of themes emerge from the literature. 
First, in terms of tourist image-making and the construction of the 
gaze, tourists are being increasingly drawn to destinations that have 
been popularized by literature, television, and film (Morgan and 
Pritchard 1998; Riley and Van Dorn 1992; Schofield 1996; see also 
Chapter 8). Second, research has explored the relationship between the 
tourist gaze, and the search for nostalgia and the heritage industry 
(Urry, 1990). This has been seen by most commentators as an impor- 
tant segment of postmodern tourism consumption, but in terms of 
tourist image it can also act as a form of social distinction (Munt 1994; 
Richards 1996). Such ideas. embrace the general holiday process for as 
Gabriel and Lang (1995: 52) point out, "holiday destinations are not 
innocent or risk free; they are part of a process whereby meanings of 
social worth are established and elaborate hierarchies of social stand- 
ing are sustained." Here we can clearly see the links between tourist 
image-making and motivation as discussed in the next section. 

Tourist Motivation and Decision-making 

The understanding of tourist motivation and decision-making 
processes is important for a number of reasons, but not least because 
it links to the impact on destination areas (Crompton 1979). In addi- 
tion, there are strong economic considerations related to the promotion 
of tourism and tourism planning that are highly reliant on an under- 
standing of tourist decision-making. For example, in terms of tourism 
marketing and promotion, it enables the identification of market 
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Figure 4.2 Possible responses to personal disequilibrium 
Source: Crompton ( 1  979) 

segmentation and target marketing. The  tourist travel market is 
extremely competitive, especially within the area of mass tourism, and 
the market is highly segmented. Similarly, the potential to control or 
strongly influence tourist decisions is important in tourism planning as, 
for example, in diverting tourists from sensitive areas. 

Set against these practical reasons for understanding tourist 
decision-making, we should recognize at the outset that the question of 
measuring motivation is extremely problematic (Dann 1977), and little 
in the way of a common understanding has emerged (Jafari 1987). As 
Pearce (1993: 113) explains "tourist motivation is a hybrid concept,'' a 
view also expressed by Dann (1 983). Pearce (1 993: 11 4) goes on to argue 
that, "some of the novel features pertaining to tourist motivation are 
that tourists select a time and place for their behaviour often well in 
advance of the event." In this context researchers have stressed 
different combinations of factors; Thomas (1964) for example, listed 
18 reasons, Gray (1 970) discussed just two distinct motivations, "wan- 
derlust" and  sunl lust,^' Lundberg (1972) identified 20 factors, while 
Crompton (1 979) recognized nine different motives. 

From empirical studies of tourists, Crompton (1 979) also conceptu- 
alized states of disequilibrium or homeostasis which could be rectified 
by taking a break away from the routine. As shown in figure 4.2, there 
are four main components of this process, starting with an initial state 
of disequilibrium, followed by the recognition of the need to break 
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from routine behavior. T h e  third component involves three behavioral 
alternatives, which range from leisure activities in the local area, to 
taking a holiday or travel to see friends and relatives, to traveling for 
business purposes. Finally, there is the recognition that particular 
motives obviously determine the nature and destination of the leisure 
trip. Such motives can either be classified as socio-psychological (push 
factors) or cultural (pull factors), as shown in more detail in box 4.1. 
These broad ideas have, to some extent, been confirmed through larger 
empirical studies; for example, by Schmidhauser (1989) in Switzerland 
who has shown that a single leisure trip cannot satisfy all the tourism 
motives of an individual. 

The recognition of push and pull factors within tourist motivation 
forms a critical issue in much of the literature, although little attention 
has been directed at any cross-cultural comparisons. Dann (1977) has 
stressed the initial importance of push factors which determine the 
need for travel, while the pull factors tend to affect the choice of des- 
tination. The  need for leisure travel is, according to Dann (1977), the 
consequence of anonymity and ego-enhancement. The  first cause is 
somewhat similar to Crompton's disequilibrium in the sense that it 
identifies a socio-psychological need to move away from the home-work 
environment. In contrast, ego-enhancement relates to motives of rela- 
tive status deprivation or prestige, including the need for people to 
impress their friends, which in itself can also lead to to disequilibrium 
or homeostasis (Mill and Morrison 1985). 

The  ideas of escaping from particular environments, as well as 
seeking personal rewards, have been explored in greater depth by 
Iso-Ahola (1984) and Mannell and Iso-Ahola (1987) who defined 
leisure travel in terms of "escaping" and "seeking" dimensions 
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Figure 4.3 The escaping and seeking dimensions of tourist travel 
Source: after Iso-Ahola (1 984) 

(figure 4.3). At one extreme they identify those individuals who have a 
high level of stimulation in their working lives and therefore seek to 
"escape" stimulation on holiday. In contrast, those with low levels of 
stimulation at work have a tendency to seek greater novelty and stim- 
ulation on holiday. But, of course, leisure preferences also depend to a 
great extent on personality traits, as well as lifestyle experiences. Fur- 
thermore, many of the authors writing on tourism motivation highlight 
the complexity of an individual's real motives, in that many have a 
hidden agenda (Krippendorf 1987a). The  difficulties in uncovering 
such hidden agendas are formidable and involve both conceptual and 
measurement problems. Ryan (1 997) has sought to advance progress by 
stressing the importance of "self" in motivation which relates to the 
notions of ego-enhancement as discussed by Iso Ahola (1984). 
However, Ryan also opens up a different dimension to this debate by 
arguing that the concept of "self" for a tourist may relate to the sum 
of places visited. In this context, "social interaction occurs within a 
place and the attributes of place subscribe connotations to the sense of 
self" (Ryan 1997: 30). 

lable 4.2 Holiday intentions: the reservations of commercial accommodation made by 
flrifish holidaymakers - 

Percentage of holidaymakers 

Reservations made - 
Before September 1987 
september and October 1987 
~ovember and December 1987 
January 1988 
February 1988 
March 1988 
Total reservations before Easter 1988 

Holidays in Britain Holidays overseas 

6 5 
3 7 

10 9 
24 22 
12 9 
6 8 

59 64 

Source: English Tourist Board ( 1  990) 

The decision-making process has been conceived in a variety of 
ways. Howard and Sheth (1 969) drew attention to the influence of envi- 
ronmental variables, while the importance of imagery and marketing 
are explored by Crompton (1 993). More significantly, Ryan (1997) has 
attempted to conceptualize the whole decision-making process in terms 
of a model of "the tourist experience." Leaving aside the variables that 
interact in this process model, it is possible to identify three key stages; 
the pre-trip planning stage, the actual holiday experience, and the recall 
and assessment of the experience. 

As with other forms of consumption, there are particular stages in 
which tourists participate, such as the buying process. However, unlike 
other consumer purchases, the holiday has some very distinctive fea- 
tures. The  tourist product is an experience rather than a good, and there 
is therefore no tangible return on the investment. It also involves, for 
many people, a relatively large expenditure and a high degree of plan- 
ning. Finally, many tourists are not distance minimizers; for most, the 
travel element is an important part of the holiday product. 

Buying a holiday is, for many families, a high-risk decision, and for 
this reason pre-purchase planning assumes a greater role (Gitelson and 
Crompton 1983). T h e  degree of planning obviously varies between dif- 
ferent types of tourists but, in the Northern Hemisphere, it is often in 
full-swing by January. T h e  timing of this process can be illustrated by 
surveys of holidaying intentions (table 4.2) which show, for example, 
that 59 percent of British holidaymakers had already booked their hol- 
idays in Britain before Easter, while for holidays abroad the figure was 
64 percent. In terms of tourists' search and pre-purchasing decision- 
making, we can therefore recognize three main types of buyer 
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Table 4.3 Sources of information used by holidaymakers 
visiting Cornwall, England 

Source Percentage of samplea 

Previous visit 57.8 
Personal recommendation 29.7 
Tour operator's brochure 20.6 
Tourist board guide 12.2 
Local resort guide 11.8 
Newspaper advertisement 6.3 
Magazine advertisement 6.9 
TV holiday program 6.7 

Percentages do not sum to 100 as many respondents used 
more than one source 
a Based on a sample of 902 holidaymakers 
Source: Greenwood et al. ( 1  989) 

behavior. The  first are "impulse buyers" who may be attracted by a 
"cut-price" holiday offered by travel agents - these individuals have 
very short planning horizons (Goodall 1988). A second group are 
"repeat buyers" who generally go back to the same resort ever year. The 
final group are the so-called "meticulous planners" who obtain specific 
and up-to-date information, and make detailed comparisons; as a con- 
sequence they tend to have fairly long planning horizons. 

These search processes are obviously strongly influenced by the 
media and the images projected of various destination areas. Most 
individuals have a preferential image of their ideal holiday, clearly 
influenced by their motives. This, according to Goodall (1 988: 3) "con- 
ditions their expectations setting an aspiration level or evaluative image, 
against which actual holiday opportunities are compared." The  infor- 
mation and images of destination areas are provided by the media 
industry (formal sources), and informal recommendations from friends 
(Nolan 1976). In some destination areas, informal sources figure highly 
(table 4.3). It  should be recognized, however, that most people use a 
combination of formal and informal sources to construct an image of 
each destination area. Clearly, the matching of preferential, evaluative 
and factual images will determine what type of holidaymaker goes to 
which type of destination, and how they travel there in terms of the 
type of holiday selected (that is, package or non-package tour). 

Ryan's (1 997; 1998) empirical studies of UK tourists have helped to 
pinpoint some dimensions of the "tourist experience." He has also 
drawn attention to the role of experience in the context of the travel 

career ladder, and found that for many tourists the "past experience 
is important in making decisions about holiday purchases" (Ryan 
1998: 949). Similarly, more detailed, repeated studies of holiday- 
fnakers visiting Cornwall have confirmed such a view (table 4.3). 

Tourist decision making has also been increasingly explored in terms 
of age and gender influences within the family structure. Particular 
attention has been focused on the role of children in the holidaymak- 
jng process (Thornton 1995; Thornton et al. 1997), in part reflecting 
plated studies in consumer behavior. This work was based on Corn- 
wall, using diary-based space-time budgets, and found that children 
influenced tourist parties either through their direct physical needs or 
their ability to negotiate with parents. Similarly, earlier work by Ryan 
(1992) had argued that children were an important catalyst in a family 
deciding to visit an attraction. T h e  influence of children on decision- 
making has also been confirmed by Seaton and Tagg (1 995) in a survey 
of UK families, using self-complete questionnaires. However, as 
Thornton et al. (1997) indicate, strong differences in methodologies 
have made it difficult to compare across these different surveys. 

Gender differences have also been explored, with Ryan (1997: 35) 
raising the issue as to whether "females have different expectations of 
holidays when compared to males." In a study of lifecycle effects on 
holiday motivations he found mixed evidence. However, while there 
was little difference between the motivations of young males and 
females, latter stages in the lifecycle have highlighted greater variations. 
In this context, the influence of age has also been identified by Zalatan 
(1998) when exploring the involvement of wives in family holiday deci- 
sions. Ryan (1 997) also draws attention to the complexity of the gender 
issue in tourist motivation and decision-taking, raising the question of 
whether there are specific male and female tourist experiences. T h e  
notions of sexual differences are being further explored in terms of the 
tourist motivations of gay tourists, with work focusing on the emer- 
gence of the gay consumer, including the development of related 
tourism products and destinations (Pritchard et al. 1998). Thus, Cliff 
and Forest (1999) have conducted empirical research on a sample of 
gay men and examined travel patterns outside the UK,  showing that in 
many cases sexual behavior was an important holiday motivation - as 
also in the case of some heterosexual men. 

Tourist Behavior: At the Scene of their Dreams 

Patterns of tourist behavior have an important impact both on the 
structure of facilities within particular resorts and the relationships that 
tourists have with the host population. T h e  tourist typologies explored 
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at the start of this chapter obviously go some way to suggesting possi- 
ble ranges of behavior, although they say little about the detailed leisure 
activities and patterns of consumption indulged in by holidaymakers. 

According to Krippendorf (1987a: 32), having "arrived at the scene 
of their dreams," many tourists behave in much the same way as thep 
do at home. For them the break with routine is a functional and spatial 
one, in that they do not have to work and are away from home. The 
holiday resort is an "exotic backdrop" (Krippendorf 1987: 32), against 
which they can play out the usual patterns of behavior. Such traits are 
common, however, only to the point of enjoying home comforts as, for 
many tourists, aggressive - almost colonialist - behavior becomes a 
norm while on holiday. Holidaymakers become totally self-oriented, 
having little regard for others, especially the host population. Such anti- 
social behavior, in its most extreme form, has become an increasing 
feature of many of the mass tourism resorts in the Mediterranean. 

Approaches to the study of tourist behavior have focused on two 
main themes, namely, general tourist activities and more detailed analy- 
sis based on tourist time-budgets (Cooper 1981). Much of the pub- 
lished material falls into the former category and presents generalized 
lists of tourist pursuits derived from basic questionnaire surveys, 
usually of people on holiday (table 4.4). In the example taken from 
research in Cornwall, the emphasis for many visitors is on "sightsee- 
ing," with 85.5 percent rating it as very or fairly important; also sig- 
nificant were "strolling in the countryside" (84.8 percent) and "going 
to the beach" (82.9 percent). On the surface, such activities look passive 
and harmless, but closer inspection reveals the potential for problems. 
Thus, according to MacCannell (1976: 13), the focus of sightseeing is 
part of a systematic global scavenge for new experiences to be woven 
into a collective, touristic version of other peoples and other places. 
However, this touristic integration is nothing more than a catalogue of 
displaced forms as both modernization and tourism separate out objects 
from the societies and places that produced them. At a broader level, 
Krippendorf (1 987a) draws attention to the contradiction between 
tourist motives (involving the desire for peace and something different) 
and actual tourist behavior, which for many holidaymakers tends to be 
focused in congested resorts. 

One of the difficulties in interpreting tourist behavior from the dz 
contained in table 4.4 is that activities are space and time contingel 
Tourist time-budgets allow an insight into such variations, and the ff 
studies undertaken using such techniques have revealed some si 
nificant variations. Thus, Pearce (1982) showed an increase in se 
initiated activities (walking, reading, and admiring views) 1 
holidaymakers after four or five days of being on holiday in Australii 
resorts that provided structured activities. Similarly, a diary-bast 
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lable 4.4 The importance of activities to holidaymaken in Cornwall. England 
/ 

Taken part Very Fairly Not very 
in only - no important important important 

Activity rating ('%,I ('%) (%) ('%) ,-  - -- 
Going to the beach 
walking around town 
strolling in the countryside 
~limbinglhikinglrambling 
Sightseeing coach 
Shopping 
Visiting pubsfbars 
Visiting restaurants 
Cinemaltheater 
Festivalsloutdoor show 
Historic buildingslcountry 5.6 

houses 
Fun fairlamusement arcades 3.6 
Dancingldisco 2.3 
Museumlart galleries 3.4 
Theme parks 4.2 
Scenic railways 4.3 
Miniature golflputting 4.0 
Other 6.1 

Source: Greenwood et al. (1989) 

study of a sample of visitors to the South Pacific island of Vanuatu 
found variations in activities even over a four-day period, although 
strong regular diurnal rhythms were also evident (Pearce 198813). Also 
significant in the Vanuatu study was the strong spatial concentration of 
tourist activity in and around their hotels (figure 4.4). 

Unfortunately, despite its importance, the consideration of spatial 
patterns of tourist behavior has received little attention. Indeed, one of 
the significant behavioral issues on which geographers are particularly 
qualified to comment has seen them remain largely silent. One of the 
few major contributions has been by Cooper (1981) who examined the 
space-time budgets of tourists on Jersey over a five-day period. This 
revealed that most tourists determined a hierarchy of sites on the basis 
of the facilities provided at each one, while over time there was a pro- 
gressive filtering down this hierarchy of sites. T h e  decision to visit the 
largest, most important sites first and then move down the hierarchy 
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Figure 4.4 The percentage of time spent by visitors in hotels and visiting resorts on 
Vanuata (South Pacific) 

Source: Pearce ( 1  988b: 1 10) 

suggests, first, that tourists reduce uncertainty at the expense of effort 
(Cooper 1981) and, second, that their time is discretionary. 

It is worth stressing that such time budgets will obviously vary 
between different types of tourists (however we may define such dif- 
ferences). Thus, Cooper (1981) found variations between different 
tourists, as defined by social class, with the lower social groups tending 
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to limit their visits to only the major sites. Work by Thornton (1995) 
has reactivated these debates by drawing attention to "activity 

"activity spaces," and "group relationships," as three key 
interrelated elements which help explain tourist behavior. In this 
context, "activity sequences" relate to the characteristics and timing of 
tourist activities, while "activity spaces" are the spatial coordinates of 
these activities, and the use of these spaces are determined by "group 

This research, based on the application of space-time 
budgets, has highlighted the importance of the measurement of tourist 
behavior, revealing a significant gap between tourists' preferences 
for, and perceptions of, how they utilize their time (Thornton 1995; 
Thornton et a]. 1996). 

Hosts and Guests: Perspectives o n  Tourist Cultures 

Leaving aside economic considerations, in many societies tourists tend 
to be viewed in a negative way. Many studies have commented on the 
disdain in which tourists are held, and as MacCannell (1976: 9) 
explains, it "is intellectually chic nowadays to deride tourists." Even 
tourists dislike tourists, who are "reproached for being satisfied with 
superficial experiences of other peoples and other places" (MacCannell 
1976: 10). Similarly, Krippendorf (1 987a: 41) explains that whatever 
"the tourist does he does it wrong" by being the "rich tourist," the 
"uncultured tourist," the "exploiting tourist," the "polluting tourist" 
and so on. This critique of tourists is related to larger issues associated 
with the culture of tourism, and with the fact that many tourists want 
to have a deeper involvement with the society and culture they are vis- 
iting, but very often on their terms. Krippendorf (1987a) feels that the 
blame is too narrowly focused on the tourist, and that the negative 
effects of global tourism are its massiveness, which has much to do with 
the international institutions that control tourism. Whatever the rights 
and wrongs of the argument, the fact remains that tourists are mainly 
perceived in a negative fashion. 

Much of the established literature holds that tourists bring with 
them positive and negative impacts, but the latter dominate host-guest 
relations. Such views are most extreme when tourists come into contact 
with marginal or peripheral economies and sensitive cultures. These 
perspectives stress the exploitative view of tourism which, in extremes, 
is perceived as a form of imperialism or the "prostitution" of develop- 
ing economies. This is grounded in the idea that developing nations 
have few alternatives to tourism with which to earn foreign exchange. 
As host nations they have to sell their "beauty" which is then often des- 
ecrated by mass tourism. T h e  analogies with prostitution come, it is 
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rable 4.5 The advocacy and cautionary perspectives of the impacts of tourism 
/ 

&conomic Sociocultural 
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Advocacy perspectives 
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Generates foreign earnings Promotes international peace 
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barriers 
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products and resources and traditions 
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claimed, at a psychological level as developing nations are forced into 
a servile role in order to secure foreign exchange (Nash 1977). Another 
equally exploitative view is provided by the so-called "self-destruct" 
theory of tourism that postulates the rise and decline of resorts in a 
cyclical fashion (box 4.2). More recent reviews have recognized both 
the critical or cautionary perspectives on the impact of tourists, as well 
as the so-called advocacy perspective as shown in table 4.5 (Jafari 1989). 

Perhaps more constructively, we can examine the sociocultural 
impact of tourists at three different levels, not all of which are neces- 
sarily negative. First, we can explore the nature of host-guest encoun- 
ters. Second, we can follow through a functional view of those elements 
of the host society experiencing change due to tourism. Third, we can 
examine aspects of cultural change that are due to the influence of 
tourists (Lea 1988; Mathieson and Wall 1982; Sharpley 1994). 

A generally held view is that the impact of tourism on a host com- 
munity will vary according to the differences between the tourists and 
their hosts. Such differences may be measured in terms of race, culture, 
and social outlook, while the number of tourists is also significant. At 
this juncture we can turn back to the tourist typologies examined earlier 
in this chapter, especially those developed by Cohen and Smith, both 
of whom directed their identification of tourists toward an under- 
standing of their potential impact on host communities (table 4.1). As 
can be seen from these typologies, the impact of tourism on host-guest 
relations becomes most prominent and critical under the influx of 
mass tourists to underdeveloped countries. Under such conditions, 
as Unesco (1976) indicates, relations between tourists and the host 

community tend to be characterized by four main features: the transi- 
tory nature of encounters between hosts and guests; temporal and 
spatial constraints on encounters; a lack of spontaneity in most encoun- 
ters; and, finally, unequal or unbalanced relationships (box 4.3). The  
dimensions and complexities of these encounters have also been high- 
lighted within specific case studies, such as the work of Karch and 
Dann (1 996) in Barbados. This examined tourist-beachboy interactions 
and argued that such encounters typified much of the Third World's 
dependency on tourism. 

At the root of these differences and their related problems is the fact 
that hosts and guests not only have diverse socio-cultural backgrounds 
but also very different perceptions. The  tourist is living in what Jafari 
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Source: modified from UNESCO ( I S  contrast, residual culture stresses the differences between tourists, since 
it denotes the "cultural-baggage" that tourists bring from their home 
cultures. Such residual culture shapes the behavior of tourists and can 
play an important role in the host community. T h e  notion of cultural 
distance is also central to such interactions but, of course, as we have 
argued, this is complex and not merely based on a dictotomy between 
the culture of the host and the tourist. Such complexities arise because 
tourists come from a range of cultural backgrounds (even from within 
the same country) and tourist culture differs from the background 
culture of the tourist. We have in effect three potential different 
cultures, host, tourist, and background tourist culture as shown in 
figure 4.5. This illustrates in a somewhat basic way the impact of 
cultural distance, showing that in principle the greater the degree 
of cultural overlap the lower the impact of tourism on host cultures. 
Of course, there are other factors at work, in particular the effect of 
tourists, as discussed in the following section. T h e  nature of host-guest 
relations is therefore conditioned by the complex interactions between 
these different elements of culture, together with the level and nature 
of tourism development (see also chapter 6 and figure 6.3). 

(1989: 32) terms "non-ordinary time and place," while to the host it is 
ordinary life and home. Furthermore, these non-ordinary worlds are 
structured and conditioned by their respective cultures. T h e  degree of 
contrasting values and conflict will obviously depend on levels of dif- 
ferences, together with the inherent flexibility of "each world" to adapt. 
As we have seen, the least flexible tourists are those involved via some 
form of mass tourism. While such contrasts have received considerable 
attention, far less interest has been directed at the receiving system, 
which is comprised of the host community and the host culture (Jafari 
1989). Of particular importance in examining host-guest encounters is 
the structure of the community - its openness to other cultures and its 
traditions of hospitality. T h e  main operating force within the commu- 
nity is the host culture, which structures community life and defines 
the degree of outside influence. As Jafari points out, some host com- 
munities are multicultural, which produces a far more complex 
response to tourists. 

T h e  non-ordinary world of the tourist is, in turn, structured by both 
the tourist culture and their residual culture. Despite the fact that 
tourists come from diverse social, ethnic, and cultural backgrounds, the 
"observable rituals, behaviours and pursuits. . . bind them into one 
collectivity" (Gottlieb 1982; Jafari 1989: 37; Krippendorf 1987a). In 

The Sociocultural Impact of Tourists 

The changes brought about by host-guest encounters are transmitted 
through both social and cultural impacts, the dimensions of which are 
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Figure 4.6 The dimensions of tourist-host encounters 

indicated in figure 4.6. In reality, as Mathieson and Wall (1982) explain, 
it is extremely difficult to disentangle such sociocultural impacts, 
although for the sake of clarity we can examine some of the specific 
areas of change. 

One of the simplest but most widely used frameworks for describ- 
ing the effects of tourists on a host society is Doxey's (1976) so-called 
index of irritation. This represents the changing attitudes of the host 
population to tourism in terms of a linear sequence of increasing irri- 
tation as the number of tourists grows (figure 4.7). In this perspective 
host societies in tourist destinations pass through stages of euphoria, 
apathy, irritation, antagonism and loss in the face of tourism develop- 
ment. T h e  progression through this sequence is determined both by 
the compatability of each group - which is related to culture, economic 
status, race, and nationality - as well as by the sheer numbers of tourists 
(Turner and Ash 1975). While Doxey's index is useful in exploring the 
reaction of residents to increasing tourism pressures, the approach does 
have some limitations. It is, for example, unidirectional and fails to 
address the situation where visitor management schemes may help to 
reduce tourist pressures or where the local community may become 
more involved in directing tourism growth. Alternative models, which 
offer greater degrees of flexibility, have been proposed by Bjorkland 
and Philbrick (1975) and Ap and Crompton (1993). Both are more 
dynamic in that they allow for varying sections of the local community 
to simultaneously hold different views. The  work of Bjorklund and 
Philbrick perhaps holds the greatest potential in that their model 
encompasses both "active" and "passive" behavior as well as "negative" 
and "positive" attitudes all within a dynamic framework (figure 4.8). In 
this way it can place members of host communities with differing atti- 
tudes towards tourism. 
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Figure 4.7 Doxey's index of irritation 
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Indeed, one of the most important factors in the growth of hostil- 
ity to tourism relates to the physical presence of large numbers of 
tourists. This numerical impact is clearly relative to the size and spatial 
distribution of the host population, as is evidenced by some of the 
smaller island economies: the ratio of tourists to host population 
ranges from 15.4 per 100 in Samoa to almost 33 per 100 in the Mal- 
dives (Crandall 1987). Harrison (1992), among others, has stressed the 
impact of such numerical effects and measured them within the context 
of "tourist intensity rates" (TIR). This relates annual tourist arrivals 
with population size as a percentage and highlights the very high 
"TIRs" experienced by islands such as the Bahamas and Barbados. 
Dann (1996b) in his study of St. Lucia has linked numerical effects 
with tourist types, recognizing low-impact, long-staying tourists com- 
pared with the high-impact mass market. 

A further underlying factor is the so-called "demonstration effect," 
which is the adoption by local residents, especially young people, of 
tourist behavior and consumption patterns (Rivers 1973; Sharpley 
1994). Such a process can have some benefits if local people are encour- 
aged to get a better education in order to improve their living standards. 
Much evidence, however, points to the social disbenefits as locals adopt 
the marks of affluence paraded by tourists, and live beyond their means 
(McElory and De Albuquerque 1986). As part of this adoption process, 
the host population often starts to demand more luxury items which 
tend to be imported goods, thereby generating an economic drain on 
the local economy (Clevedon 1979). 

T h e  adoption of foreign values also leads to what Jafari (1973) has 
described as a premature departure to modernization, producing rapid 
and disruptive changes in the host society. Under these circumstances 
social tension develops as the hosts become sub-divided between those 
adopting new values (usually young people and those deeply involved 
in the local tourism economy), as opposed to those retaining a tradi- 
tional way of life. Such social dualism has been recorded by V. L. Smith 
(1977) in her study of Eskimo communities, and by Greenwood (1976) 
in rural Spain; while Lundberg's (1 972) studies of Hawaii and Cowan's 
(1977) work on the Cook Islands detected societal disruptions in the 
form of increases in divorce rates and split families. These changes in 
family life are often brought about through increases in rural-urban 
(resort) migration, as individuals search for employment, and an 
increasing number of women enter the paid workforce. 

The  societal changes brought about by tourists are not always easy 
to isolate from other "modernizing" influences, but they appear to 
impact on a range of social elements (figure 4.6 and Pizam and Milman 
1986; King et al. 1993). I t  is not the intention of this chapter to review 
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all of these, but rather to identify certain key features. Indeed, in certain 

such as language, only limited research on the impact of tourists 
has been undertaken (Mathieson and Wall 1982; White 1974). In con- 
trast, considerable and growing attention has been directed toward the 
moral changes attributed to tourism, particularly the rise in crime 
(~hesney-Lind and Lind 1985; Nicholls 1976; Pizam 1982), gambling 
(pizarn and Pokela 1988), prostitution (Fish 1984; Graburn 1983) and 
most recently the spread of AIDS through sex tourism (Cohen 1988b; 
Ford and Eirowan 2000). For example, Sindiga (1999: 11 3) argues that 
a number of social problems including: "a high drop out rate from 
schools by male children, drug peddling, petty crimes, family disputes 
and prostitution have been blamed on tourism," along the coastal area 
of Kenya. 

Given the difficulties in establishing tourism's role in changing the 
moral standards of host societies, it is not surprising that many of the 
early studies were empirically based and, at the same time, cautious 
over their findings. However, despite some methodological problems, 
Jud (1975) was able to present strong evidence of a positive relation- 
ship between tourism and crime in Mexico, while studies by McPeters 
and Stronge (1974) in Miami focused on the seasonality of crime. 
Within host societies in developing countries large differences between 
the incomes of hosts and guests, often highlighted in the demonstra- 
tion effect, lead to increased frustration in the local community, which 
sometimes spills over as crimes against tourists (Chesney-Lind and 
Lind 1985). In turn, this frustration and friction is influenced by the 
volume of tourists, which obviously varies over the season. Thus, 
Rothman's (1978) study of resorts in Delaware showed massive sea- 
sonal changes in crime, which increased fivefold over a 12-month 
period. 

Surveys among British tourists by the Consumer Association have 
revealed that the Caribbean tops the theft league, with tourists having 
a 1 in 14 chance of having their property stolen. Similarly high figures 
are recorded in the Gambia, while in Spain the risk falls to 1 in 30. As 
more tourists venture to an increasing number of destinations, crime 
does appear to be increasing, so some travel companies, such as Hogg 
Robinson and Tradewinds (a specialist long-haul company) even issue 
warnings of world trouble-spots (see also Pizam 1999). As the 
Tradewinds brochure puts it, "beauty seldom comes without a price," 
although of course the price is paid by both tourists and the local com- 
munity. Not all crime is directed at the tourists; indeed, many research 
projects have found that increasingly local people are the victims 
(Rothman 1978). In some circumstances the tourists themselves behave 
in extremely anti-social and criminal ways: as witnessed in many 
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Spanish coastal resorts throughout the late 1980s and early 1990s, and 
as recorded earlier within the provincial nature parks of Canada (White 
et al. 1978). 

In their early review of tourism and prostitution, Mathieson and 
Wall (1982: 149) suggested four main hypotheses that may be related. 
One was locational, in that tourism development often creates envi- 
ronments which attract prostitutes. T h e  second was societal and related 
to the breaking of normal bonds of behavior by tourists when away 
from home - circumstances conducive to the expansion of prostitu- 
tion. A third hypothesis is related to the employment offered by pros- 
titution to women, and the opportunity to upgrade their economic 
status. Finally, they suggested that tourism may be a mere scapegoat 
for a general change in moral standards. They went on to conclude their 
review with the idea that there was a lack of firm evidence concerning 
connections between tourism and prostitution. More recent studies 
have confirmed such links and highlighted the articulation between the 
commercial sex industry and travel. Herold and van Kerkwijk (1992) 
have identified specific factors that have helped forge such links, includ- 
ing the travel media, which portrays tourist settings in exciting and 
romantic ways, where perhaps very different patterns of behavior may 
apply. 

The  dimensions of sex tourism are wide, incorporating both devel- 
oped and developing economies, urban and coastal tourism, as well as 
organized and independent travel (Carter 2000; Ryan 2000). Much has 
been written on the sex tourism industry focused on parts of South- 
East Asia, especially in Thailand, the Philippines, and South Korea 
(primary areas), together with secondary areas throughout Indonesia 
(Seager and Olsen 1986; Truong 1990). T h e  clients are normally men 
and the prostitutes are usually women in this particular division of 
labor. Tourists participating in this trade - either as individuals, small 
groups of friends or as employees offered a company bonus (often 
Japanese, as Blasing (1 982) points out) - are sold holidays through sex- 
tour brochures. These thinly disguise the actual prostitution market by 
such images as "Thailand is a world full of extremes, and the possibil- 
ities are limitless. Anything goes in this exotic country - especially 
when it comes to girls" (Heyzer 1986: 53). 

Attempts to quantify the scale of prostitution in places such as 
Thailand or the Philippines are difficult, considering the nature of the 
activity and its supposed illegality. The  numbers of masseuses and 
prostitutes in Bangkok are estimated to be between 100,000 and 
200,000 (Hall 1996), while other studies have recorded at least 977 
establishments in the same city which are associated with prostitution 
(Heyzer 1986). T h e  driving force behind such developments appears 
to be economic, since young female prostitutes can earn at least twice 
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as much in the so-called hospitality industry as in other forms of 
employment. As Heyzer (1986) explains, although tourism increases 
the dividends of the prostitution trade it is not solely responsible for 
it. Certainly in Thailand the trade in female sexuality is supported by 
a complex network of ideological, economic, and political systems. Both 
Graburn (1983) and Heyzer (1 986) have explored these systems, iden- 
tifying three main reasons why Thai society sanctions this high level of 
prostitution. These revolve around employment discrimination against 
females in most formal sectors of employment, the economic crises 
facing many rural areas from where most prostitutes are drawn, and the 
breakdown of many marriages, which leaves women cut off from tra- 
ditional society. In Thailand, however, there are noticeable changes in 
the tourist industry, with a decrease since 1987 in single male tourists 
(usually associated with the sex tourism industry) and an increase in 
family tourism. This, as Cohen (1988b) argues, is entirely due to the 
fear of contracting AIDS, and to the authorities placing greater stress 
on the cultural and natural attractions of the country. 

Most cultures hold a fascination for tourists, who tend to be attracted 
by a number of overlapping cultural elements (box 4.4). Of particular 
importance to tourists are those forms of culture that are based around 
physical objects, the purchasing of local crafts, visiting cultural sites, 
and folk-culture as reflected in daily life or special festivals (Mathieson 
and Wall 1982: 159). There have been numerous anthropological 
studies on tourism and culture (see Jafari 1989), although two main 
areas of interest can be identified. The  first follows the ideas already 
discussed on societal change, and concerns the processes of accultura- 
tion, which refers to the degree of cultural borrowing between two 
contact cultures (Nunez 1977). An alternative conceptual approach to 
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this theme is through the concept of "cultural drift," as discussed by 
Collins (1 978). Under the seasonal and intermittent contacts that char, 
acterize host-tourist relations, cultural drift assumes that changes in the 
host culture are at first temporary and then exploitive. Obviously, the 
degree to which acculturation or cultural drift occurs is strongly related 
to the patterns of host-tourist encounters, as discussed in the previous 
section. 

T h e  second group of studies relates to the marketing and commod, 
ification of culture as traditional ways of life become commerciaiized 
for tourist consumption (Cohen 1 9 8 8 ~ ;  de Kadt 1979). In some of 
the initial studies of the commoditization of culture by tourism, 
Greenwood (1 977) observed, in the Spanish Basque town of Fuenterra, 
bia, that local rituals lost all meaning when repeatedly staged for money, 
His more general conclusions were that local culture could easily be 
commodified, often without the consent of local people who would, in 
most cases, be exploited. T h e  destruction of local cultural products, 
whether rituals or craftwork, leads to what MacCannell (1973) termed 
"staged authencity." In its most basic form it is associated with "airport 
art," cheap imitation products sold to tourists as local craftwork 
(Graburn 1967) or fake rituals that stress exotic local customs (Boorstin 
1964). Furthermore, Cohen (1988~) suggests that in some instances a 
contrived cultural product may, over time, become recognized as 
authentic both by tourists and, more importantly, by local people. This 
emergent authenticity has been recorded by Cornet (1975) in the case 
of a supposed revival of an ancient Inca festival in Cuzco. This process 
is also frequently to be found at the heart of many revitalized local craft 
industries. 

There are examples of the positive impacts of tourism on local cul- 
tures mainly through the revival of craft activities, and in many cir- 
cumstances these can be strongly related to the concept of emergent 
authenticity. Within this context Graburn's (1 976) study of the emer- 
gence of Eskimo soapstone carvings provides a ready example, as does 
Deitch's (1977) work on the art forms of Indians in south-west 
America. Similarly, Horner (1 993) and Sindiga (1 999) claim that there 
has been a revival of Kenyan art associated with the growth of tourism. 
But, of course, for each example of a more positive inter-play between 
tourism and culture, even though such impacts derive from the process 
of emergent authenticity, the literature contains many more cases of 
negative impacts (Mathieson and Wall 1982). Cohen (1 988c) has argued 
that many of these studies and, indeed, Greenwood's early categorical 
assertion that commoditization removed all meaning from cultural 
products, are over-generalizations. He believes that even though events 
become tourist-orientated, they may still retain meanings for local 
people, and he argues that such impacts need to be submitted to more 
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detailed empirical examinations, especially of a comparative nature. 
such studies would make it possible to identify the conditions under 

cultural meanings are preserved or emergent, as opposed to those 
environments under which tourism destroys culture. This debate takes 
us back to an assessment of tourism consumption and behavior, which 
in turn calls for a reworking of tourist typologies. 
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are characterized by higher than average incomes and levels of educa- 
tion. Similarly, work in North America (www.ecotourism.org.200~) 
has identified ecotourists as being slightly older and that most 
(82 percent) were college graduates. Research by Dinan (1999) in 
England has investigated the market for sustainable tourism and tenta. 
tively identified different forms of what she terms sustainable tourism 
behavior. She was able to discern two main types of tourist based 0, 

an index measure of sustainable behavior, namely: "unconcerned 
tourists" (48 percent of the sample) and "concerned tourists" 
(52 percent). T h e  latter group were slightly older, better educated and 
generally supportive of the local environment and economy. They were 
more likely to be concerned with recycling and environmental issues in 
their home environments. The  fact remains, however, that in this 
small-scale survey Dinan was unable to identify strong, clear socio- 
demographic differences between the two main tourist groups. This 
led her to contend that defining such behaviors is difficult, since they 
are dependent on time- and place-specific factors. 

In recognizing these new forms of tourism, attention has focused on 
the nature of tourism consumption as well as to the notions of place 
commodification and the reproduction of place through new forms of 
cultural capital (Zukin 1990, 1991). This opens the way for a critical 
examination of the geographies of tourist consumption as well as to the 
notions of place commodification and the reproduction of place (Zukin 
1990, 1991). At the heart of this debate is the recognition that cultural 
capital is both a means of personal distinction for the new middle 
classes (Mowforth and Munt 1998) as well as an attribute of place 
(Featherstone 1991; Richards 1996). T h e  latter ideas are discussed 
further in chapter 8, while the remainder of this chapter explores varia- 
tions in access to tourism and leisure. 

Inequalities in Tourism and Leisure Access 

Structural features and individual circumstances obviously condition 
people's ability to participate in tourism and leisure: these include the 
stage in the family life cycle, gender, cultural conditions, the amount of 
leisure time available, levels of disability, access to tourist areas, and 
disposable income. 

Such structural features not only condition access but also represent 
considerable differences in the quality of experience. There is a world 
of difference between taking your holiday in Puerto Banus rather than 
in Torremolinos. From a sociological perspective Newman (1 983: 102) 
comments that, "To rank the working classes as equal members of 
'leisure society' is clearly absurd. Even their sole brief interlude from 
routinisation - the annual holiday - is subject to the grossest 
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rable 3.3 Reasons given by EU citizens for not taking a holiday during 1997 
/ 

Work Family and 
related personal Health Not 

Country Financial difficulties reasons problems Others specified - 
Belgium 42.4 8.1 26.1 16.8 22.2 3.3 

Denmark 38.9 17.5 23.9 21 .O 13.2 1.7 

Germany 49.0 12.6 26.8 24.0 5.0 1.5 
Greece 58.2 33.4 2 1.8 12.6 7.5 0.2 

Spain 5 1.8 27.2 23.2 12.0 9.5 0.9 
France 53.3 19.2 20.2 14.1 1 1.3 0.0 

Ireland 48.9 12.7 19.0 12.1 17.1 2.5 

Italy 33.9 19.0 33.0 13.7 12.8 1 . 1  

Luxembourg 29.1 12.5 27.8 19.1 19.2 4.6 

Netherlands 47.6 10.2 15.1 15.5 18.6 0.8 

Austria 42.3 20.5 27.6 16.6 6.0 2.3 

Portugal 65.7 15.5 20.0 11.5 8.6 1.1 
Finland 44.9 20.8 12.3 16.1 15.3 5.1 

Sweden 35.8 15.5 17.7 17.4 23.8 2.2 

UK 60.2 10.1 14.3 8.9 12.1 2.6 

Average 49.3 17.0 23.5 15.5 10.5 1.4 

Source: European Commission Directorate General XXll l  (1 998) 

commercialisation. . . . In common with other facets of social existence, 
their leisure experience is stratified and no less alienated than that of 
family, life chances, or avenues for social participation." Such a per- 
spective is particularly true of the underclass in many capitalist soci- 
eties, especially the increasing numbers of long-term unemployed who 
may be regarded as "leisure or tourism poor." As we shall see later in 
this chapter, some governments have recognized the access problems 
faced by this group and intervened to reduce these. 

Socio-economic influences on access to tourism and leisure have 
attracted most attention. For example, surveys by the European Com- 
mission Directorate General XXIII  (1998) have shown strong correla- 
tions between G D P  per capita and the proportion of people taking 
holidays. Furthermore, tourism is characterized by a positive income 
elasticity of demand. In other words, the demand for holidays rises 
proportionately more than increases in personal income. Such rela- 
tionships were highlighted within the economies of the EU, where an 
estimated 5 3  percent of the population took at least one holiday, of four 
or more days, away from home (European Commission 1998). 

A closer inspection of table 3.3 reveals that the EU average 
hides considerable variations, ranging from 35 percent of Portugal's 



~ ~ b l ~  3.4 Socia/ class, age, and regional influences on holidaymaking in the UK 1 9 9 ~  

Adults 
. 

taking no 
Adult 4+ nights Holidays HolidayS 
populationa holiday in Britainb abroa* 
CY F) @) )- 

Socio-economic group - 
AB (professionallmanagerial) 17 9 22 24 
C I (clericallsupervisory) 29 22 29 3 7 
C2 (skilled manual) 22 2 1 22 2 1 
DE (unskilledlpensioners etc.) 33 49 27 18 
Region of residence 
North 5 
Yorkshire and Humberside 9 
North West I I 
East Midlands 7 
West Midlands 9 
East Anglia 4 
South East London 12 
Rest of South East 19 
South West 9 
Wales 5 
Scotland 9 

Age 
1 6-24 13 16 8 14 
25-34 20 20 17 22 
3544  18 14 20 
45-54 20 

16 13 17 20 
55-64 12 I I 14 
65, 

13 
20 26 23 10 

Regions of residence are the Registrar General's regions 
"ased on the characteristics of the British resident adults who formed the basis of the 
sample survey 

~ i l i d a ~ s  o i  four+ nights 
Holidays of one+ nights 

Source: British National Travel Survey 
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who take a holiday, to around 75 percent of Danish people. 

These differences serve to highlight the whole issue of access to tourism 
and leisure, especially since some 46 percent of EU citizens did not 
take a holiday in 1997, this compares with only 40 percent in 1985 
(commission of the European Communities 1987). As the table shows, 
a variety of reasons appear to condition this access, although for the 

of countries economic constraints were particularly dominant. 
More specifically, we can recognize a group of countries within which 
economic constraints appear to have a major influence on holiday- 
taking, these are; Portugal, the UK,  and Greece. 

Within the EU survey, some 49 percent of manual workers stayed at 
home, compared with only 18 percent of those in professional occupa- 
tions. The  survey also showed that older people, those with large 
families, and those living in rural areas were less likely to take holidays 
away from home. For example, 66 percent of Europeans living in large 
towns went on holiday, compared with 45 percent living in villages, but 
this may simply be the restrictions imposed by agricultural work. Fur- 
thermore, such differences appear to be far greater in the less-devel- 
oped economies, such as Italy, Spain, Greece, and Portugal, than in the 
more developed ones. Travis (1982) has shown that in Italy there is 
generally a low level of holiday-taking, but that there is also consider- 
able divergence between different socio-economic groups. 

In a developed economy such as the UK,  there are variations in 
access to tourism and, more particularly, to certain forms of holiday 
tourism. The  social class and geographical dimensions of such varia- 
tions are partly shown in table 3.4. From these data, based on large- 
scale surveys at a national level, it can be seen that socio-economic 
factors do relate to the consumption of holidays. While those from 
social class groups D and E (including unskilled workers) account for 
33 percent of the population, they make up 49 percent of adults not 
taking any holidays. Conversely, those in professional and managerial 
occupations (groups A and B) comprise 17 percent of the population, 
but only 9 percent of those not taking holidays. In addition, there are 
some regional variations, although these are slight, with the South East 
of England standing out as a region with a higher than average con- 
sumption of holidays. Such patterns obviously relate to levels of house- 
hold income rather than distinctive cultural differences. More general 
discussions seem to suggest that these class influences are also respon- 
sible for quite "different attitudes and values towards tourism" (Seaton 
1992: 108) that result in much higher priority being given to holiday- 
taking by the middle classes. 

Table 3.4 suggests that inequalities in holiday-taking among socio- 
economic groups are as much to do with the type of holiday taken as 
with participation rates. For example, socio-economic groups A and B 
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(professional and managerial employment) are much more likely to 
holiday abroad than are groups D and E (unskilled workers and pen- 
sioners); the latter only accounted for 18 percent of overseas holidays 

with 24 percent for the former group. This is despite the 
impact of cheaper overseas packages which, according to Thurot and 
Thurot (1 983), have allowed holidaymakers from lower income groups 
to emulate those with higher incomes, thereby "democratising" foreign 
travel. The  use of such packages is, in fact, linked to socio-economic 
factors, with higher-status consumers being associated with greater I 

levels of independent travel, compared with the stronger use of orga- 
nized packages by lower socio-economic groups (Seaton 1992). Such 
differences are becoming most readily identifiable with the growth of 
short-break holidays (trips of between one and three nights) which 
are very much the domain of socio-economic groups A and B. Short 
break holidays tend to be taken more evenly throughout the year than 
long holidays, especially in the Easter-May and September-October 
periods. Furthermore, they tend to be related to special events, exhibi- 
tions or interest holidays. It would seem, therefore, that financial con- 
straints, timing, and the types of activities that are offered, limit access 
for certain socio-economic groups. Gratton (1990) goes further and I suggests that the growth of short-break holidays is indicative of the 
demands from an increasing inner-directed group of consumers, since 
they involve more skilled consumption than conventional holidays. 

Variations in holiday-taking are also strongly related to age and stage 
in the family life-cycle, which is clearly recognized by the way that 
many holiday companies strongly segment their product by age of 
tourist. Holidays tailored to meet the demands of young people, family 
groups and retired people figure prominently in the marketing of tour 
companies. As well as being offered and seeking different holiday prod- 
ucts, inequalities also exist between different age groups, as shown in 
table 3.4. For example, in terms of the ages of people taking no holi- 
days, the highest proportions are to be found in the 25-34 group and 
those over 65 years old. Similarly, the retired age group generates a 
large proportion of domestic holidays rather than foreign trips, 
23 percent compared with 10 percent (table 3.4). The  importance of 
stage in the family life-cycle is suggested in the middle-age groups, 
which have relatively high family incomes and high demand expecta- 
tions. T h e  35-44 and 45-54 age groups each represent 18 and 16 percent 
of the population respectively, but account in total for 40 percent of the 
overseas holidays taken by UK residents. 

While retired people are less likely to take a holiday than other adults, 
when they do have access to the holiday market they are equally likely 
to take two or more holidays. This select group of retired people take 
holidays more frequently than the rest of the adult population. 

Socio-economic differences do, of course, play a part in accounting for 
variations. This is indicated by the fact that almost two out of 

three retired people, formerly in professional or managerial jobs, take 
,t least one long holiday per year, while only one in three of formerly 
unskilled workers do so. Of course, many retired people have moved to 
live in seaside areas and, in a sense, are trying to recreate a holiday-type 
experience all year round (Karn 1977; King et al. 2000). In a way these 
individuals have gained total access to a particular leisure environment, 

the reality of the experience often fails to match expectations. 

Leisure Patterns and Constraints on Leisure Participation 

Some commentators have argued that because of institutional changes 
in tourism (including cheaper air travel, package tours, and holiday 
camps) access has been improved for large sectors of society (Pimlott 
1976; Thurot and Thurot 1983). This view is, however, contested with 
Smith and Hughes (1999: 124) pointing out that "holiday experiences 
are diverse and non-travellers are not insubstantial." Similarly, Hauke- 
land (1 990: 177) argues that for many people "no real choice exists," as 
holidays were beyond any practical considerations. In contrast to these 
views on holiday taking, much of the literature suggests that there are 
far greater inequalities in access to certain types of leisure activities. 
Such ideas are discussed in this section, followed by the notion of the 
disadvantaged tourist. 

T h e  interest and concern over such issues has become sufficiently 
focused to spawn a new subfield of investigations on leisure constraints 
research (Jackson 1988; 1991 provide wide-ranging reviews). This work 
includes diverse studies, with attention being given to specific forms of 
leisure, levels of constraint, and variations in access by different sub- 
groups in society. Thus, McGuire (1984) has focused on the elderly, 
Willits and Willits (1 986) on adolescents, and Henderson (1990) on con- 
straints to women's leisure. T h e  picture that emerges is one of variable 
access, with constraints being related to socio-economic, gender, life- 
cycle, racial, and cultural features. 

Initial work in both North America and the U K  (Rapoport and 
Rapoport 1975; Kelly 1978) indicated that leisure behavior is strongly 
influenced by class, together with individual orientation and family- 
home-local relationships (Smith 1987). More specifically, early empha- 
sis was given to the importance of family life-cycle, especially through 
the research of Young and Willmott (1 973) who focused on the concept 
of the symmetrical family. From their studies of leisure in the London 
region, they argued that social class was far less of an influence on 
leisure behavior than were age, marriage, and gender. Their views were 


