
1 © D. Bowen 2022. Contemporary Tourist Behaviour: Yourself and Others as Tourists, 2nd Edition (D. Bowen) 
DOI: 10.1079/9781786391711.0001

 

 

 
 
 
 
 
 
 
 
 

 

 

 

  

 

1 Backdrop 

As a follow-on from the Prologue, this chapter will 
provide a backdrop to the remaining chapters. After an 
initial overview of contemporary challenges, particu-
larly natural disasters including pandemics, growth in 
tourism and tourists, and destination competitiveness, 
the chapter introduces some tourist fundamentals and 
also gives prominence to tourists and time. 

Contemporary Global Challenges 

Tourists operate within a political, social, economic and 
environmental system with a number of identifable, 
ongoing challenges. Tese are frequently ignored in 
studies of micro-level tourist behaviour (Wong et al., 
2018). A list of contemporary global challenges for 
tourism is presented in Fig. 1.1. Te list is drawn from 
a variety of sources such as academic articles, practi-
tioner reports and other publications, mainstream 
media commentary (newspapers, radio, TV) and tour-
ist social media. It is positioned here, even before a cus-
tomary starter section on defnitions, because the big 
picture is vital. It is important to place due emphasis on 
specifc elements of tourist behaviour (e.g. motivation, 
satisfaction). However, it is good to remember the 
wider challenges within which tourism operates. 

Te top three challenges within Fig. 1.1 are expanded 
below in this chapter. Te choice of global challenges is ar-
guable. Tourism forums debate such lists, sometimes with 
rather too much vigour. Te frst challenge, natural disasters 
including pandemics, was moved after January 2020 to frst 
position, as the extent of lockdown from Covid-19 became 
apparent, frst in China and then beyond. Tat is despite a 
view that in the medium term (1–5 years), as a vaccinated 
post-pandemic world moves forward from Covid-19, the 
consequences will shape rather than shift change. In due 
course the lead challenge will slip back down the list, just as 
challenges in previous lists have done so over time. 

Te second challenge, growth in tourism and 
tourists, and the third challenge, destination competi-
tiveness, have taken on some extra shades of meaning 
with the ramifcations of Covid-19. All of the other 
challenges are introduced elsewhere in this volume, 
sometimes in detail (see, for example, Chapter 5, 
‘Technological Change’, this volume) and sometimes as 
a shorter interlude (see, for example, political instabil-
ity, Chapter 8, ‘Fear’, this volume). Each challenge will, 
of course, have a more local twist. Te efect of climate 
change on tourists in the mountains of Chile is difer-
ent from the efect on the coasts of Sri Lanka. 

For balance it is worth scrutinizing other listings of 
global challenges. Consideration is drawn here to Von 
Bergner and Lohmann (2014). Trough use of a Delphi 
survey with 16 tourism experts they ranked 21 of the 
most prominent challenges through to 2020 as per-
ceived in the period November 2010 to April 2011. 
Additionally, they created an overview in the form of 
fve meta-challenges. Even taking into account the 
changes wrought by the subsequent decade, and par-
ticularly Covid-19, the list of fve meta-challenges 
deserves refection (Fig. 1.2). Tey infuse this volume at 
many points. 

Von Bergner and Lohmann (2014, p. 429) suggest 
that their challenges provide a strategic road map for 
businesses and organizations by asking ‘What does this 
mean for me/my organisation?’ In the context of this 
volume the challenges in Fig. 1.1 and Fig. 1.2 can be 
reframed as ‘What does this mean for me as a tourist?’ 
or ‘What does this mean for contemporary tourist 
behaviour?’ 

Natural disasters including pandemics 
Natural disasters have long had an infuence on tourism 
and tourist behaviour. As the full scale of Covid-19 
emerged there was much ongoing conversation about 
its infuence as countries and regions slipped in and out 
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of lockdown. Academics, providers and tourists all had 
their views. In the initial furry of academic publication 
two possibilities were prominent, which can be sum-
marized as shaping (modifcation) and shifting (radical 
transformation) (Hall et al., 2020; Gossling et al., 
2021). 

Te evidence for modifcation was based on the 
relatively fast recovery and eventual maintenance of the 
political, social, economic and environmental status 
quo from other natural disasters, e.g. from the Indian 

1. Natural disasters including pandemics. 
2. Growth in tourism and tourists. 
3. Destination competitiveness. 
4. Destination overtourism, sustainability and resilience. 
5. New technologies in the tourism industry. 
6. Political instability. 
7. Climate change. 
8. Corruption. 
9. Sexual exploitation. 
10. Culture clash and neo-colonialism. 
11. Other. 

Fig. 1.1. Contemporary global challenges for tourism. 

Ocean tsunami of 2004. Te tsunami afected many 
countries, with a heavy overall death toll, variously esti-
mated at around 225,000 people, and destruction of 
tourism and other infrastructure in a wide range of 
countries including Indonesia, Maldives, Sri Lanka and 
Tailand. Destination image was also damaged. 

Evidence for radical transformation was based on 
the perceived opportunity provided by the pandemic to 
fast-track a wishlist for change, principally derived from 
the sustainability movement, including reference to 
negative perceptions in the way that tourism and tour-
ists infuence economic, social and environmental 
structures within destinations. In response to those im-
patient for disruption and change, experienced academ-
ics and also organizations such as the United Nations 
World Tourism Organization (UNWTO), which trad-
itionally takes an advocacy role, called for refection. 
One such response from McKercher (2021) examines 
outbound tourism demand from 49 economies severely 
impacted by various crises, not just natural disasters, 
since 1995. He evidences much destination resilience 
and suggests that the rate of recovery may be rapid 
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Fig. 1.2. Meta-challenges for global tourism. (From: Von Bergner and Lohmann, 2014, p. 428.) 
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depending on government policy, rebounding con-
sumer confdence and technological change. However, 
he also adds a note of caution. Pent-up demand may be 
far delayed and Covid-19 may be diferent in its impact 
from what has gone before. 

Te role of health as a contemporary global chal-
lenge and health fears in tourist decision-making are 
placed in a wider context than just Covid-19 in Chap-
ter 8, ‘Fear’, this volume. Another potential natural dis-
aster that some argue is greater than Covid-19 is the 
declared worldwide climate emergency with related 
changes in biodiversity. Climate change is considered 
within the framework of a sustainable approach to tour-
ism in Chapter 6, ‘Ethical Consumption’, this volume. 

Growth in tourism and tourists 
Antonescu and Stock (2014) refect on the change in 
tourism’s spatial patterns since the beginning of the 
19th century and the emergence of a double-sided glo-
balization, with both a global system of interconnected 
tourist places and the touristifcation of those places 
through exposure to a tourist gaze (see Chapter 11, 
‘In-Visit Experience’, this volume). Te fundamental 
big picture of growth in tourism and tourists following 
the end of World War II was almost a constant until 
Covid-19. Te overall trend for the number of inter-
national arrivals since 1945 was one of year-on-year 
growth, except in 2001 following the 9/11 attack in 
New York, which led to a drop of 1%. One billion 
international arrivals were frst reported in 2010. Prior 
to Covid-19 there were some potential caveats to a pre-
diction that the future of tourism suggested more 
growth (see, for example, Chapter 6, ‘Ethical Con-
sumption’, this volume, or Chapter 8, ‘Fear’, this vol-
ume). Song et al. (2018) in a review of tourism and 
globalization identify disruptors to continued growth. 
Tey include pressure group movements for greater en-
vironmental sustainability, which by 2020 included 
multiple new groups formed to infuence perceptions of 
the worldwide climate emergency. Song et al. (2018) 
also warn of future economic shocks, such as those fol-
lowing the 2008 fnancial crash in the USA that created 
weak business and investor confdence, high levels of 
public debt and borrowing, and a decade of govern-
ment austerity programmes. However, the summary 
data from World Tourism Barometer in November 
2019 (UNWTO, 2019) was striking, less than 1 month 
before Covid-19 became global knowledge. Since the 

headline fgure of 1 billion international arrivals in 
2010, more or less unrelenting growth led to a global 
arrivals fgure of 1.32 billion in 2017 and 1.40 billion 
in 2018. Te fgures for international arrivals in 2019 
reached 1.46 billion (UNWTO, 2020a). Overall there 
was growth at 4% or above over 10 consecutive years. 
Tere was mixed growth performance reported by re-
gions and it was stated that global economic slowdown, 
trade tensions and rising geopolitical challenges, social 
unrest, prolonged uncertainty about Brexit and lower 
business confdence weighed on growth in international 
tourism. However, the USA led growth in the inter-
national market, helped by a strong dollar, and the 
world’s top international tourist market (China) saw 
growth of 14% outbound. Following the 2008 fnancial 
crash, which, for example, suppressed growth in 
Canada, the USA and Mexico (Brent Ritchie et al., 
2010) not far short of 500 million more people trav-
elled annually for international tourism as 2019 turned 
into 2020 (UNWTO, 2020a) (Fig. 1.3). Split by 
continent, the statistics for international tourist arrivals 
and departures demonstrated a pattern of European 
dominance with Asia-Pacifc in a strong second place 
(UNWTO 2020a). 

Yang et al. (2019) juxtaposed the spatial pattern of 
major international tourist fows in the middle 1990s 
and early 2010s. Te result was striking. Both the 
strengthening of existing routes and the development of 
new routes was very evident. Song et al. (2018) empha-
size the growing market share of emerging economies in 
terms of inbound tourist arrivals: up from 30% in 1980 
to 45% in 2015. Prior to Covid-19 such arrivals were 
set to reach closer to 60% by 2030. Song et al. (2018) 
also reported that the expenditure of outbound Chinese 
international tourists is greater than any other country 
since 2012. 

All the above fgures relate to big picture growth in 
international tourism and tourists. As argued above, it 
is most likely afected by a short-/medium-term decline 
as a result of Covid-19 rather than medium-/long-term 
decline. However, future prediction is a risky activity as 
commented on in the signing-of point of this volume 
(Chapter 14, ‘Final Word’). 

Te statistics for international arrivals post pan-
demic certainly showed a stark drop and at the time of 
writing there is still severe overall global lockdown. In 
December 2020 the UNWTO reported that tourist ar-
rivals in the frst 10 months of 2020 were at 1990 levels 
so undoing 30 years of growth (UNWTO, 2020b) and 
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International tourist arrivals and tourism receipts (% change) 
Source: World Tourism Organization (UNWTO), July 2019. 
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Fig. 1.3. International tourist arrivals and tourist receipts (1995–2019). (From: UNWTO.) 

in a later summary 2020 was described by the UNW-
TO as the worst year in history, with one billion fewer 
international arrivals (UNWTO, 2021a). From a conf-
dent start to the year in January 2020 (UNWTO, 
2020c) a series of UNWTO news releases reported the 
decline in arrivals through the year with only occasional 
glimmers of optimism, very much contrary to the UN-
WTO’s usual upbeat messaging. Te pandemic has 
continued for a longer period than the tourism sector 
thought likely, contrary to scientifc knowledge and ad-
vice on epidemiology, vaccine development, production 
and roll-out. A frustrated call for stronger coordination 
in March 2021 to restart tourism (UNWTO, 2021b) 
was followed in June 2021 by one of the UNWTO’s 
glimmers of optimism (UNWTO, 2021c) more or less 
18 months after the start of the Covid-19 outbreak. 
Vaccination, coordination, communication, and easier 
and more afordable testing were listed as key strategies 
for recovery. 

Although the emphasis so far is on international 
tourists, domestic tourism rather than international 
tourism is the main generator of tourism in most coun-
tries. Overall, even in the time of pandemic, domestic 
tourism is less subject to the extra vagaries of global 
tourist movement. Te diference in the ratio between 
domestic and international tourists is explicable by ref-
erence to geographic position, connection and econ-
omy. For example, Great Britain is a relatively small 

island, of-shore from although well connected to 
Europe. Connections are also good worldwide and the 
population is comparatively wealthy. 

Aramberri (2010) draws a wider conceptualization 
from the above in relation to growth in tourism and 
tourists. As tourist movements through space are mainly 
domestic (e.g. in the USA, China, India) and as most 
tourism businesses operate locally rather than globally, 
he argues that tourism cannot be considered as a global 
driver on the scale of fnance, banking, movies, TV or 
the internet, even though the shut-down of tourism 
in the Covid-19 period demonstrates the importance 
of the sector. Additionally, North America, East Asia 
and the European Union (EU) dominate tourist fows and 
production and act as regional hubs (e.g. North America 
and the Caribbean; Northeast Asia and Southeast Asia; 
EU and other European states plus North African Medi-
terranean). Such thinking can help to explain why cul-
ture clash and neo-colonialism is placed relatively low 
among the list of global challenges (Fig. 1.1). Specifc-
ally, if contemporary tourists largely engage in domestic 
travel, or travel within the regional hub and in so doing 
use local/regional provision, the opportunity for both 
culture clash and neo-colonialism is reduced. 

Tere are numerous websites featuring tourist stat-
istics (Check Box 1.1). For the most part they are useful 
as a basis for discussion. However, Aramberri (2010) 
also has some specifc comments on the interpretation 
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Check Box 1.1. UNWTO tourism data dashboard. 

https://www.unwto.org/ 
The fgures quoted in this chapter relate to those available when the chapter was written. However, 

much UNWTO material is available on open access and updated data are available by following the web 
link https://www.unwto.org/ including a touchpoint to the recently developed UNWTO tourism data 
dashboard (https://www.unwto.org/unwto-tourism-dashboard). There are two links from the dashboard 
to a UNWTO/International Air Transport Association (IATA) Destination Tracker (https://www.unwto.org/ 
unwto-iata-destination-tracker), which offers the latest travel restrictions and health-related require-
ments, and a UNWTO Tourism Recovery Tracker (https://www.unwto.org/unwto-tourism-recovery-track-
er), which monitors indicators through what UNWTO expects will be a short-/medium-term recovery. 
Indicators include monthly data by region, top 10 destinations and top 10 source markets. Depending on 
the speed of recovery the UNWTO tourism data dashboard is likely to provide useful backdrop statistics 
and UNWTO-style commentary throughout the lifespan of this volume. UNWTO publications are useful 
as a start point for data on the size, dimensions and growth of tourism and tourist numbers even though 
the data have their limitations (see above). 

(All websites accessed 30 June 2021) 

of UNWTO fgures and lists a string of implications 
that arise from even partial acceptance of UNWTO 
data. For example, the international fows in and out of 
countries in Europe are infated relative to North Amer-
ica because there are so many boundaries to cross. If the 
EU became a single political entity, instead of a union 
of 27 states, the statistics for international arrivals 
would fall drastically. Also, even with international 
tourist arrivals reaching towards 1.5 billion in 2019, 
from a world population of 8 billion, a broad calcula-
tion of the percentage of people who travel internation-
ally is relatively low. From the 1.5 billion, too, there are 
many individuals who engage in multiple trips. Tat 
reduces the percentage considerably. A round-the-
world trip may be a seamless holiday of a lifetime to a 
tourist, but statistical activity is measured in accordance 
with the number of countries that the tourist enters. 
Balli and Tsui (2016) demonstrate a spill-over of Chin-
ese and Japanese tourists from New Zealand to Austra-
lia; a spill-over of Canadian, German and American 
tourists from Australia to New Zealand; and a spill-over 
of UK tourists both from New Zealand to Australia and 
Australia to New Zealand. Te upshot is that numbers 
of tourist arrivals do not necessarily equate to the num-
ber of people who travel. Moreover, Blastland and 
Dilnot (2007) demonstrate that even in a country like 
the UK, with sufcient resources and systems to collect 
statistics, the collection is only partially accurate. Tey 
also argue that it is important to take a critical view 
and cast an original and sceptical eye over statistics with 

specifc reference to the International Passenger Survey 
(IPS) prepared for the UK government and its various 
departments such as the Ofce for National Statistics, 
the Home Ofce, VisitBritain, and the national and 
regional tourist boards. 

Destination competitiveness 
Crouch and Brent Ritchie (1999) describe destination 
competitiveness as the ability of a country or region to 
deliver goods and services that perform better than 
other destinations on those aspects of the tourism ex-
perience considered as important by tourists (Crouch 
and Brent Ritchie, 1999). Destinations are a critical 
component of tourist behaviour, which explains the 
high priority of destination competitiveness on the list 
of contemporary global challenges. Whilst national 
tourism organizations (NTOs) and destination market-
ing organizations (DMOs) often place an emphasis on 
perceived unique selling points, those are frequently 
similar among disparate destinations, such that one 
destination may be substitutable for another, e.g. Span-
ish and Greek islands (Song et al., 2018). In a con-
nected domestic and international space with high 
levels of mobility, multiple sources of information and 
growing touristic experience, the need for destination 
competitiveness was vital before the Covid-19 lock-
downs. As individual regions within countries and 
countries as a whole emerge from lockdown, destination 
competitiveness is just as vital. 
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Destinations do work together as in the 26 Euro-
pean countries within the Schengen Area who share a 
common visa policy for travel. However, that is un-
usual. Dwyer et al. (2004) created an integrated 
model of destination competitiveness. Socio-economic 
prosperity that stems from destination competitive-
ness is predicated on the interlinkage of resources, 
destination management, situational conditions and 
demand. Te terms used in the integrated model of 
destination competitiveness (Dwyer et al., 2004) are 
largely self-explanatory. 

• Endowed resources: natural (e.g. landscape, seascape) 
and heritage (e.g. rural or industrial). 

• Supporting (or enabling) resources: infrastructure, 
accessibility, host community. 

• Created resources, e.g. museums and galleries, retail 
(shopping), leisure parks. 

• Destination management, e.g. policy, planning 
and development, marketing, human resource, 
environmental management and so on by govern-
ment, businesses and organizations. 

• Situational conditions, e.g. external economic, 
social, political environment. 

• Demand conditions, e.g. awareness, image percep-
tion and preferences. 

Te World Economic Forum (WEF) produces a well-
established Travel and Tourism Competitiveness Report 
(TTCR) by country destination on an annual basis (e.g. 
WEF, 2019) (Check Box 1.2). Te TTCR revolves 
around a travel and tourism competitiveness index 
(TTCI) that measures the factors and policies that 
make it attractive to develop the T&T sector in difer-
ent countries (Fig. 1.4). Te index comprises four 

sub-indexes plus 14 pillars and 90 indicators. Although 
there are slight changes in what is measured on a bien-
nial basis, it is possible to make a longitudinal analysis 
of change. Te four sub-indexes are travel and tourism 
enabling environment; policy and enabling conditions; 
infrastructure; and natural and cultural resource. It may 
well be that one or other sub-index and within that cer-
tain pillars and indicators will become more important 
in determining competitiveness post Covid-19. For 
example, the sub-index ‘enabling environment’ that 
contains the two pillars of ‘safety and security’ and 
‘health and hygiene’ may become more critical for 
tourists. 

Tere is no single set of competitiveness indica-
tors that apply to all destinations at all times. Te 
TTCI is just one index. It can be used in conjunction 
with others to help inform policy and maintain com-
petitive advantage. Te top 10 overall performers for 
2019 before Covid-19 showed very little change 
from those in 2017, just a switch in position of the 
USA and the UK (WEF, 2017a, 2019). Te top 15 
overall performers also showed little change. Hong 
Kong (SAR) dropped three positions although it still 
outperformed regional neighbours. Te TTCR in 
2017 listed countries that were making the fastest 
steps towards competitiveness (WEF, 2017a). India, 
with a global rank of 40 came 12th on the most im-
proved list with a 3.85% improvement since 2015. 
In 2019 India had a global rank of 34 and an im-
provement of 5.7% compared with 2017. Tat was 
the highest percentage increase of all the top 50 
countries. Te nearest challengers were Cyprus 
(4.8%) and Slovenia (3.9%). A comparison between 
India, China, Singapore and Tailand is informative 
(WEF, 2017b) (Table 1.1). 

Check Box 1.2. WEF Travel and Tourism Competitiveness Report (TTCR), e.g. 2019. 

The TTCR for 2019 can be found on the website listed below. Earlier and later editions are also free 
to view: https://www.weforum.org/reports/the-travel-tourism-competitiveness-report-2019 (accessed 
30 June 30 2021) 
The website states: 

For over a decade the World Economic Forum has engaged leaders in travel and tourism to carry out 
an in-depth analysis of travel and tourism (T&T) competitiveness. Published biennially, the Travel & 
Tourism Competitiveness Report benchmarks the T&T competitiveness of 140 economies and measures 
the set of factors and policies that enable the sustainable development of the T&T sector, which in turn 
contributes to the development and competitiveness of a country. 
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Fig. 1.4.  The T&T competitiveness index 2019 framework. (From: WEF, 2019, p. ix.) 

Table 1.1. Travel and tourism competitiveness rankings: Countries compared. (From: WEF, 2017b, Table 7, p. 15.) 

Pillar India China Singapore Thailand 

Global Ranking 40 15 13 34 

1. Business Environment 89 92 2 45 

2. Safety and Security 114 95 6 118 

3. Health and Hygiene 104 67 62 90 

4. Human Resources and Labour Market 87 25 5 40 

5. ICT Readiness 112 64 14 58 

6. Prioritization of Travel and Tourism 104 50 2 34 

7. International Openness 55 72 1 52 

8. Price Competitiveness 10 38 91 18 

9. Environmental Sustainability 134 132 51 122 

10. Air Transport Infrastructure 32 24 6 20 

11. Ground and Port Infrastructure 29 44 2 72 

12. Tourist Service Infrastructure 110 92 24 16 

13. Natural Resources 24 5 103 7 

14. Cultural Resources and Business Travel 9 1 28 37 

Source: World Economic forum Travel & Tourism Competitiveness Report 2017. 

Te conclusions for India were threefold: 

•  India has the opportunity to skip the trial- and-error  
phase many countries have had to undergo  
and  leapfrog to implement best practices and  
policies. 

•  India has neglected its travel and tourism indus-
try’s potential. With so many attributes, India’s 
challenge is to build experiences. 

•  Incredible India 2.0, the long-running marketing 
campaign, should not just be a marketing campaign, 
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but part of a holistic approach to Indian tourism 
with a strong unifed brand that represents the na-
tion (not just a destination) and delivers promises. 

A selection of the Incredible India flm clips display 
that the focus of the Indian Ministry of Tourism is on 
immersive tourist experiences. The first campaign 
included a focus on yoga and spirituality, an ongoing 
theme through time (Check Box 1.3). 

Te Incredible India campaign sought to change 
long-established stereotypes about the country for tour-
ists. Tere have been parallel Indian Ministry of Tour-
ism programmes to raise awareness among local people 
of the potential efect of tourism; to sensitize the local 
population regarding preservation of heritage, culture, 
cleanliness and hospitality; and to encourage a sense of 
responsibility towards tourists. Some percentage of the 
budget has also been directed towards domestic tour-
ism. At the same time there has been criticism of the 
positioning of the Incredible India strategy and its em-
phasis on the incredible, which it is unlikely for a tour-
ist to experience with any consistency in such an 
immense and diverse country. 

Tis chapter started with a list of contemporary 
tourism global challenges (Fig. 1.1). Natural disasters 
and pandemics, growth in tourism and tourists (despite 
the various Covid-19 caveats), and destination com-
petitiveness constantly impinge on tourist behaviour. 
Tere is a clear connection between natural disasters in-
cluding pandemics and what is discussed in Chapter 8, 
‘Fear’, this volume. Te debate in Chapter 6, ‘Ethical 
Consumption’, this volume, directly relates to growth 
in tourism and tourists, through connection with des-
tination sustainability, resilience and what is recently 
called overtourism. Chapter 9, ‘Information Search and 
Decision-Making’, this volume, and Chapter 10, 
‘Image and Decision-Making’, this volume, are likewise 
directly linked to growth and destination competitiveness. 

It is beyond the scope of this chapter to further intro-
duce at this stage all the other challenges listed in 
Fig. 1.1. However, the way that they infuence tourist 
behaviour will be infused through the rest of the book. 
Figure 1.5, a view of a tourist or resident on a beach in 
Coolangatta, Queensland, Australia, with the high-rise 
Gold Coast in the distance, in many ways encapsulates 
within one image a wide range of contemporary global 
challenges within tourism. To encourage thought the 
author leaves it to the reader to extrapolate their own 
interpretation of the image. 

Tourist Fundamentals 

Defnitions 
Tourism, visitors and tourists 
A range of authors have argued the need for tourism 
researchers to clarify multiple vague concepts. Lai and Li 
(2016) illustrate a process to achieve greater clarity 
through use of defnition theory, which they illustrate in 
relation to tourism destination image. It is beyond the 
scope of this book to redefne all concepts and so, except 
where there is a clear misconception, the terminology 
employed will largely follow what is in common use. 
Tat is a pragmatic approach. Lai and Li (2016, 
p. 1076) themselves recognize that their work on defn-
itions will not lead to wholesale change and refect 
that ‘A proper attitude to defnitions … must neither 
exaggerate nor underestimate the role of defnitions in 
tourism research’. 

It is likely that this is not the frst volume consulted 
by readers interested in a study of tourism. Terefore, 
readers will have some familiarity with defnitions of 
tourism and tourists, but may need a reminder. 
Conceptually, tourism was long conceived as ‘the 

Check Box 1.3. Incredible India. 

See below recent material from the Incredible India website and also some of the many Incredible India 
online flm clips produced by the Indian Ministry of Tourism in conjunction with the marketing company 
Ogilvy and Mather (India). 
https://www.youtube.com/watch?v=sPbdKPxjBGk 
Incredible India 2013 (classic) (accessed 25 November 2021). 
http://www.youtube.com/watch?v=8Sn_jFlcSYw 
Incredible India 2013 (motorbike) (accessed 25 November 2021). 
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 Fig. 1.5. Tourists/residents, contemporary global challenges within tourism: Coolangatta, Queensland, Australia. 

temporary, short-term movement of people to destin-
ations outside the places where they normally live and 
work and their activities during the stay at these destin-
ations’ (Burkart and Medlik, 1981, p. v). In the glossary 
of terms currently published by the UNWTO (Check 
Box 1.4) tourism is defned in broadly the same way: 

Tourism is a social, cultural and economic phenomenon 
which entails the movement of people to countries or 
places outside their usual environment for personal or 
business/professional purposes. Tese people are called 
visitors (which may be either tourists or excursionists; 
residents or non-residents) and tourism has to do with 
their activities, some of which involve tourism expenditure. 

(https://www.unwto.org/glossary-tourism-terms, 
accessed 25 November 2021) 

Further defnitional material is also available as 
collated by the UNWTO (Check Box 1.4). 

A graphical classifcation of inbound travellers 
helps to distinguish between travellers, visitors, tourists 
(overnight visitors) and excursionists (same-day visit-
ors) (Fig.1.6). Travellers include among others border 
workers, nomads and refugees, transit passengers, 
armed forces and diplomats. None such travellers are 
included in tourist statistics. Te word visitor is used to 
denote both tourists (who stay for one night or more) 
and excursionists (same-day visitors, who do not stay 
the night). Tere are permutations of same-day visitors 
as they can be domestic or they can be international. 
Indeed, international same-day visitors can be an 
important market for countries that encourage 
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Check Box 1.4.  UNWTO materials. 

UNWTO glossary of terms 
https://www.unwto.org/glossary-tourism-terms 
(accessed 25 November 2021) 
UNWTO (2010) International Recommendations for Tourism Statistics (IRTS) 2008 
https://unstats.un.org/unsd/publication/Seriesm/SeriesM_83rev1e.pdf 
(accessed 30 June 2021) 

The frst website above is a very useful glossary of terms published by the UNWTO. It is worth some 
attention. Most of the terms have remained unchanged for some time. 

The second website elaborates on a whole range of terms. Some key ones are highlighted below 
 together with the numbered location within the site. Although published in 2010 the terms remain current: 

Travel/traveller: Travel refers to the activity of travellers. A traveller is someone who moves between 
different geographic locations, for any purpose and any duration (IRTS, 2008, 2.4). The visitor is a 
 particular type of traveller and, consequently, tourism is a subset of travel. 

Visitor: A visitor is a traveller taking a trip to a main destination outside his/her usual environment, 
for less than a year, for any main purpose (business, leisure or other personal purpose) other than to be 
employed by a resident entity in the country or place visited (IRTS, 2008, 2.9). 

Tourist (or overnight visitor): A visitor (domestic, inbound or outbound) is classifed as a tourist (or 
overnight visitor), if his/her trip includes an overnight stay, or as a same-day visitor (or excursionist) 
otherwise (IRTS, 2008, 2.13). 

Excursionist (or same-day visitor): A visitor (domestic, inbound or outbound) is classifed as a tourist  
(or overnight visitor), if his/her trip includes an overnight stay, or as a same-day visitor (or excursionist) 
otherwise (IRTS, 2008, 2.13). 

Residents/non-residents: The residents of a country are individuals whose centre of predominant 
economic interest is located in its economic territory. For a country, the non-residents are individuals 
whose centre of predominant economic interest is located outside its economic territory. 

Place of usual residence: The place of usual residence is the geographical place where the enumer-
ated person usually resides, and is defned by the location of his/her principal dwelling (Principles and 
recommendations for population and housing censuses of the United Nations, 2.20–2.24). 

Trip: A trip refers to the travel by a person from the time of departure from his/her usual residence 
until he/she returns: it thus refers to a round trip. Trips taken by visitors are tourism trips. 

Visit: A trip is made up of visits to different places. The term tourism visit refers to a stay in a place 
visited during a tourism trip (IRTS, 2008, 2.7 and 2.33). 

Forms and types of tourism: 
Forms of tourism: There are three basic forms of tourism: domestic tourism, inbound tourism and 

outbound tourism. These can be combined in various ways to derive the following additional forms of 
tourism: internal tourism, national tourism and international tourism. 

Domestic tourism: Domestic tourism comprises the activities of a resident visitor within the  
country of reference, either as part of a domestic tourism trip or part of an outbound tourism trip  
(IRTS, 2008, 2.39). 

Inbound tourism: Inbound tourism comprises the activities of a non-resident visitor within the 
country of reference on an inbound tourism trip (IRTS, 2008, 2.39). 

Outbound tourism:  Outbound tourism comprises the activities of a resident visitor outside the 
 country of reference, either as part of an outbound tourism trip or as part of a domestic tourism trip 
(IRTS, 2008, 2.39(c)). 

Continued 
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Check Box 1.4. Continued. 

Internal tourism: Internal tourism comprises domestic tourism and inbound tourism, that is to say, 
the activities of resident and non-resident visitors within the country of reference as part of domestic or 
international tourism trips (IRTS, 2008, 2.40(a)). 

National tourism: National tourism comprises domestic tourism and outbound tourism, that is to 
say, the activities of resident visitors within and outside the country of reference, either as part of 
domestic or outbound tourism trips (IRTS, 2008, 2.40(b)). 

International tourism: International tourism comprises inbound tourism and outbound 
tourism, that is to say, the activities of resident visitors outside the country of reference … and 
the activities of non-resident visitors within the country of reference on inbound tourism trips 
(IRTS 2008, 2.40(c)). 
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Fig. 1.6.  Classifcation of inbound travellers. (From: UNWTO, 2010, p. 17.) 
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duty-free shopping or for neighbouring countries 
with easy access. 

Te specifc distance outside the usual environment 
or normal place of residence and work that is required 
for classifcation as a tourist is stipulated by some coun-
tries and in some studies. Te duration involved (typic-
ally referred to as length of stay) is from one night to a 
maximum of 1 year. Tere are particular categories for 
purpose of visit, e.g. business and professional; holiday, 
leisure and recreation; visiting friends and relatives 
(VFR); and education and training. For the holiday 
tourist, the trip is a voluntary activity undertaken by 
choice (Cohen, 2004), a discretionary act (Beirman, 
2003). Domestic tourists travel for one night or more 
for acceptable purposes within their country of resi-
dency but outside their usual environment of home 
and work, e.g. Argentinians in Argentina. International 
tourists travel for one night or more for acceptable 
purposes outside of their country of residency, e.g. Ar-
gentinians to Canada or Canadians to Argentina. Inter-
national tourists are divided into two types. Inbound 
tourists are non-residents of a country visiting a coun-
try other than their own, e.g. Canadians visiting Argen-
tina as tourists. Outbound tourists are residents of a 
country visiting a country other than their own, e.g. 
Argentinians visiting Canada as tourists. Of course, 
governments are also interested in the fows of money 

that accompany such tourist movements. In the ex-
ample of Argentina, inbound tourists from Canada 
bring new money into the country, e.g. as they spend 
on accommodation, transport and activities. Accord-
ingly, inbound tourism is a type of export for Argen-
tina. Conversely, outbound tourists from Argentina 
travelling to Canada take money out of the country and 
so outbound tourism is a type of import for Argentina. 
To complete the trio, domestic tourists as they redirect 
money within the one country, such as the diferent 
regions of Argentina, can be conceived as a form of 
import substitution, like home-grown food products. 

Internal tourists comprise inbound and domestic 
tourists as they move around a single country, e.g. between 
Buenos Aires and Tierra del Fuego province in Argen-
tina. National tourists comprise domestic and outbound 
tourists as residents of a single country as they move 
around their own country and other countries. Figure 1.7 
provides a basic way of thinking about tourists that is 
useful for academics and providers concerned with tourist 
fows. Border crossings are often remembered as critical 
moments for tourists as markers in the travel process. 

Te UNWTO has invested much over the decades 
in standardizing tourism and tourist defnitions and in 
fostering consistency across diferent countries for stat-
istical reasons. It is apparent that the defnitions may be 
open to some question. However, it is worth making 

Domestic 

OutboundInbound 

Argentinians 
˜ Argentina 

Argentinians 
˜ Canada 

Canadians ˜ 
Argentina 

Internal 
(domestic and inbound) 

National 
(domestic and outbound) 

International 
(inbound and outbound) 
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Fig. 1.7. Basic framework for categorizing tourists. (Adapted from World Tourism Organization, 1991.) 
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note of Smith (1995), who states that operational def-
initions should be judged on their ability to deal with 
the vast majority of cases and not the highly unusual 
circumstance. 

Common perceptions often diverge from accepted 
conceptual and practical defnitions of tourism and 
tourists. Te term traveller is often spoken of in English 
as a superior form of tourist, e.g. a solo backpacker fol-
lowing a self-made itinerary rather than a tourist in a 
group organized by a third party. Te false dictum ‘I am 
a traveller, you are a tourist’ remains in common par-
lance. Te proper response in most cases should be ‘No 
you are not. You are a tourist just like me.’ As another 
case of divergence, excursionists or same-day visitors are 
not distinguished from tourists by many providers, resi-
dents or fellow tourists. So a resident will talk dispara-
gingly (or encouragingly) about tourists and not draw a 
distinction between those who stay overnight and those 
who go home. After all, same-day visitors and tourists 
engage in many of the same activities. So much of tour-
ism involves same-day visitors that visitor-ism might be 
a more accurate term than tourism. 

Tourism, leisure and recreation 
Te terms tourism, leisure and recreation are all related 
to one another. Leisure is discretionary time that is free 
after the basics of life (e.g. eating, sleeping or washing) 
and other commitments (e.g. work, commuting or 
shopping for food). Recreation consists of the activities 
carried out during leisure time. Not all leisure is tour-
ism-driven. Leisure time can also be spent at home (e.g. 
playing computer games, engaging in social media, 
reading), in the local environs (e.g. going to the cinema, 
the swimming pool, the bar or cofee shop) or at a dis-
tance in the form of a day trip (e.g. beach walk, sport 
event, museum visit). Holiday tourism requires enough 
blocks of leisure to allow an overnight stay. 

At a conceptual level the fusion (or not) between 
tourism, leisure time and recreation was considered by 
Mannell and Iso-Ahola (1987). Tey conclude that the 
relationship between leisure experience and tourist ex-
perience was inconclusive. For Mannell and Iso-Ahola 
(1987) there was some intuitively obvious similarity be-
tween tourism and leisure. However, it was not possible 
to conclude when and under what conditions tourist 
experience became leisure experience. Later, Carr (2002) 
identifed a range of research suggesting an overlap between 
tourists and leisure-seekers in relation to defnitions of 
the two felds, the facilities created, the motivations and 

psychological requirements of individuals, and geography. 
Whilst recognizing temporal, spatial and experience 
diferences, Carr (2002) also noted much commonality. 
He produced a framework of the tourism–leisure con-
tinuum or spectrum and so more than hinted towards a 
relationship between the two concepts. Tourists take 
the norms and values of their own culture, their residual 
culture, with them on vacation. 

As Carr states: 

At one end of this continuum there is the leisure 
behaviour exhibited by people within their home 
environments that is infuenced by the residual culture. 
At the opposite end of the continuum is tourist 
behaviour, infuenced by the tourist culture. In between 
these two extremes the tourist and residual cultures both 
infuence behaviours to varying degrees. 

(Carr, 2002, p. 976) 

Some further thoughts on the fusion of tourism, leisure 
and recreation are contained in Chapter 13, ‘Life 
Change: Tourist Experience and Beyond’, this volume. 

Volume, value, tourist profles, travel 
propensities and frequency 
Tere are three key measurements that are often used as 
the most basic descriptors of tourists: volume, value and 
tourist profle (Fletcher et al., 2013). Volume statistics 
measure things like the number of trips, number of nights 
and length of stay. Value statistics measure things like 
spend per trip, spend per person, spend per day and the 
breakdown of spend between diferent sub-sectors (e.g. ac-
commodation, transport and attractions). Diferent tour-
ism organizations are interested in diferent statistics. For 
example, a national tourism organization will measure 
length of stay by counting the number of tourist nights. 
An attraction will measure how many hours a visitor 
spends at the attraction. A city tourism department will be 
interested in length of stay within a city as measured in 
tourist nights, hours of stay in the city by same-day visitors 
and the split of time between diferent activities. 

Tourist profle statistics describe both person char-
acteristics and trip characteristics. Tere are numerous 
elements that can be included (see Table 1.2 and Table 1.3). 
Taken together they create a tourist profle that distin-
guishes one tourist from another. Table 1.2 relates to an 
individual and is unconnected to a trip decision. It is 
relevant for the purchases of non-tourism products and 
services, too. Table 1.3 relates to an individual within 
the context of a trip decision. It is not relevant to 
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Table 1.2. Tourist profles: illustrations of person characteristics. (Adapted from Godfrey and Clarke, 2000.) 

Age Gender 

Occupation Income level 

Household size Household composition 

Social class Nationality 

Religion Ethnic origin 

Media habits Car ownership 

Attitudes Opinions 

Life stage Personality 

Education level Marital status 

Paid leave entitlement Country of residence 

Rural/urban resident Lifestyle 

Interests/hobbies Beliefs/values 

Table 1.3. Tourist profles: illustrations of trip characteristics. (Adapted from Godfrey and Clarke, 2000.) 

Purpose of trip, e.g. leisure, business, VFR Benefts sought by tourist 

Motivation for trip Trip duration 

Distance travelled Party size by adults/children 

Party composition Timing of trip, e.g. month, peak, trough 

Price sensitivity Sensitivity to other marketing factors 

Information sources used Method of booking, e.g. online, direct 

Timing of booking e.g. advance, last minute Method of payment 

Timing of payment Usage rate, e.g. heavy, light 

Usage status, e.g. frst time user, regular Decision-making roles 

Purchase occasion, e.g. honeymoon Frequency of use 

Use of travel organizers, e.g. travel agents Mode of transport 

Social/environmental sensitivity Satisfaction levels 

Loyalty status (to brand) Decision load/decision environment 

Patterns of tourism components used, e.g. accommodation, 
activities 

Trip patterns, e.g. touring, single destination, multi-destination 

Do not forget that volume statistics (such as length of stay) and value statistics (such as spend per trip/day/head) also play a part. 

non-tourism purchases because it describes an interface 
between a person and a trip. 

Many such profle statistics are captured by difer-
ent tourism businesses and organizations through their 
market research and market intelligence. Tey are often 
used to identify and subsequently target specifc groups 
or segments of tourists that share profle characteristics. 

In the early part of this chapter the emphasis was on 
tourism destinations. However, countries act not just as 

destinations but also as sources or generators of tourists. 
Countries are apt to calculate the travel propensities of 
their resident population. Tere are two types of travel 
propensity, one being the net travel propensity and the 
other being the gross travel propensity. Te net travel 
propensity is the percentage of the population that 
takes at least one tourist trip in a stated period of time, 
typically a year. It measures what proportion of the 
population participates in tourism. In the 1990s,  
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Medlik (1993) recorded Sweden and Switzerland as 
having the highest net travel propensities in Europe. 
Figures for Switzerland in 2007 suggested a net travel 
propensity of 88%, which was a signifcant increase 
from the mid-1990s (Laesser and Bieger, 2008). 
Fletcher et al. (2013) suggest that a net travel propen-
sity between 70% and 80% is a likely maximum. After 
all, not everyone is able or willing to participate in tour-
ism. However, Eurostat (2019) shows that by 2017 the 
Swiss fgure grew by a further percentage and that Nor-
way exceeded 90%. Within the (then) 28 EU countries, 
Czechia, Luxembourg, the Netherlands and Sweden all 
had net travel propensities above 80% and Finland 
emerged top at 91.3%. At the opposite end of the scale, 
Romania (26.8%), Bulgaria (34.7%) and Greece 
(39.4%) had the lowest EU travel propensities. 

According to Eurostat (2019), 62.0% of the EU 
population (aged 15 or over) made one or more tour-
ism trips for personal purposes in 2017. Among that 
subpopulation, the total number of trips divided by the 
number of those who made tourism trips (the average 
number of trips) was 4.1. By contrast, Finland had the 
highest average number of trips (>8) among the EU 28 
and Greece the lowest (<2). Shocks such as Covid-19 
have an efect on such fgures. However, it is open to 
question, as commented on above, as to how long the 
Covid-19 efect will continue. 

Behind the fgures for travel propensity and average 
number of trips are the broad determinants of demand 
that operate at the macro or societal level. Travel pro-
pensity for any country’s population is likely to increase 
with rise in income levels, greater urbanization, higher 
educational attainment, smaller family size, greater paid 
leave entitlement and other elements such as spread of 
car ownership. Every 3  years Eurostat surveys the 
reasons for not participating in tourism among the 
population of EU countries. Data for 2016 split by age 
category are informative, showing that fnancial reasons 
for non-participation are dominant among all groups, 
except those 65+ in age (Eurostat, 2019). Health 
reasons grow steadily through to 65+. No motivation 
to travel also grows steadily through to 65+. Work, 
study and family commitments also infuence non-
participation. 

Financial constraints 
Each of the above brakes on tourist participation will be 
expanded in the upcoming chapters. However, special 

consideration is given here to fnancial constraints as 
viewed through the lens of economics. Much economic 
theory suggests that consumers (tourists) are rational 
decision-makers. Two key economic infuences on the 
tourist are income and price. Te way in which there 
are changes in demand depending on income is called 
income elasticity of demand and is expressed in a sim-
ple formula: 

percentage of  change in quantity demanded 
percentage of  channge in income 

Some tourist activity is deemed to be more income-
elastic than others: in other words, it responds more 
strongly to a change in income (Tribe, 2020). For 
example, a short weekend break might be one of multiple 
tourist trips in any given year for a young, professional 
person. If that person’s income drops because, for 
example, of a change in job grading or a rise in income 
tax, she/he might decide not to go on the weekend 
break. If the aggregate of all such decisions is worked 
out, it might be found that with a 10% drop in income 
there is a 20% drop in quantity demanded. Te income 
elasticity is measured, therefore, as 20/10 = 2. Any elas-
ticity equal to or greater than 1 (such as in a scenario 
with a 10% change in demand and a 10% change in 
income) is considered to be elastic. Terefore, in the 
scenario above a weekend break is income-elastic. VFR 
tourism might be less subject to change as a result of the 
alteration in income (e.g. there might be a 5% drop in 
demand with a 10% drop in income 5/10 = 0.5). In 
such a case, VFR is considered to be income-inelastic: 
the elasticity is <1. 

A similar formula works, too, for price elasticity, the 
way in which demand changes depending on price: 
so-called price elasticity of demand. Again it is expressed 
in a simple formula: 

percentage of  change in quantity demanded 
percentage of  channge in price 

A price rise can send tourists falling out of the market 
or bring them rushing back when the price falls. Te 
economic principle is simple although it is rather more 
complicated in practice as so many factors may inter-
vene to interfere with any given demand pattern. Tour-
ist elasticity has been studied, among other destinations, 
in the Spanish Mediterranean islands of Mallorca, 
Menorca and Ibiza. In response to a sustainability 
agenda and an attempt to diversify a sun and sand tour-
ism model, the Balearic Regional Parliament (the 
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regional parliament that governs over the islands of 
Mallorca, Menorca and Ibiza) introduced a controver-
sial eco-tax on tourist hotel accommodation (imple-
mented May 2002, abolished October 2003 after a 
change in government). Te eco-tax was set at a max-
imum of €2/day in a fve-star hotel, €1/day in a three-star 
hotel and €0.25/day in rural tourism accommodation. 
It was not levied on children and it was not applied in 
non-hotel accommodation. Te purpose was to raise 
revenue for improvements to the physical environment 
(e.g. construction of bike paths, demolition of some 
seafront buildings) and it was one of the frst eco-taxes 
introduced in Europe. Palmer and Riera (2003) report 
a resultant fall of 125,000 international tourists. Tey 
attribute the fall to price elasticity of demand. In a sep-
arate study, Aguilo et al. (2005) note a yearly decline in 
tourists (0.3% in 2000, 2.22% in 2001) with a sharp 
fall that coincided with the implementation of the tax 
(7.9% in 2002). However, for Aguilo et al. (2005) the 
fall was caused by the stagnant German economy and 
so the efect of income elasticity rather than price elas-
ticity. Tey conclude that ‘the number of tourists lost 
due to the introduction of this (eco) tax was very likely 
minimal’ (Aguilo et al., 2005, p. 230). Tere have been 
some changes in attitude by tourists as regards environ-
mental matters since the early 2000s, even though action 
lags behind attitude (Chapter 6, ‘Ethical Consump-
tion’, this volume). Accordingly, Palmer and Riera (2003) 
may fnd that the introduction of a well-explained eco-
tax in the 2020s might not cause the price sensitivity 
that they attributed in the early 2000s. However, the 
example above is to demonstrate an economic principle 
(elasticity) as applied to tourists and the principle 
applies beyond the particular context. 

Bronner and de Hoog (2016) in a Dutch context 
demonstrate that some tourists see some tourism (spe-
cifcally the main summer holiday) as an inelastic neces-
sity (like energy and daily transport) rather than an 
elastic luxury (like theatre, magazines and furniture). 
Te main summer holiday is classifed as more essential 
and high visibility compared with day trips away from 
home, which are less essential and low visibility. 
Trough quantitative analysis of consumer panel data 
(2009–2013) Bronner and de Hoog (2016) identify 
fve drivers that together contribute to so-called essenti-
ality during a period of economic crisis: loss aversion, 
well-being, physical health, family cohesion and sacri-
fce of savings. Loss aversion refers to an observation 
from Smeral (2012) that consumers (vacationers) do 
not reduce consumption during a period of economic 

difculty. Moreover, according to Smeral (2012), they 
sacrifce savings in order to take a vacation. Together 
the fve drivers form one single factor or variable: the 
quality of life (QOL). Furthermore, according to Bron-
ner and de Hoog (2016), whilst income and personal 
economic situation determine the amount of money 
spent on holidays they do not determine the priority of 
the main summer holiday among diferent consumer 
goods. Tat is because of the contribution to QOL that 
the main summer holiday provides. QOL is further dis-
cussed in Chapter 13, ‘Life Change: Tourist Experience 
and Beyond’, this volume. 

Other economic factors such as interest rates, ex-
change rates, the availability of credit and the comparative 
cost of living have an efect on tourism. On the demand 
side, it is up to the tourist to respond: for example, 
through use of technology, especially online searching, 
which can allow easier price comparison and help to re-
duce cost. Te use of social media can also help tourists to 
go local and cut costs (Chapter 5, ‘Technological Change’, 
this volume). On the supply side, it is up to the producer 
to respond with relevant marketing strategies. 

Tere are non-tourism competitors for tourist 
money and time. Tourism is by no means immune to 
the wider consumption system. Potential tourists can 
substitute a tourist purchase for a non-tourist purchase. 
Dolnicar et al. (2008, p. 44) emphasize that tourist ex-
penditure does not exist in a vacuum. In their Australian 
study, they point out that past studies ‘fail to take into 
account that tourism expenditures are affected by 
the plethora of expenditures that households make’. 
Aramberri (2010) makes a similar point. However, 
Dolnicar et al. (2008, p. 51) isolate a sizeable segment 
(comprising 16% of the Australian population), mainly 
singles without children, who demonstrate ‘a very dis-
tinct preference for diverting additional discretionary 
expenditure towards vacations’. Financial investment 
and DIY does not mean so much for them as tourist 
expenditure. Tourist expenditure is the crucial sine qua 
non expense. Chapter 2, ‘Frameworks, Models and 
Teories’, this volume, discusses the contribution of 
various disciplines to the study of tourists. Elasticity is 
one of numerous contributions from within economics. 

Tourist consumers and consumerism 
For the most part, tourists are often prized as consumers 
within destinations. Te economic contribution and 
impact of tourism is often the main rationale underpin-
ning support by government for destination tourism 
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development and management, from the global to the 
local level (Dwyer et al., 2010) even though there is also 
some evidence of wider detrimental efects on local 
economies (Song et al., 2018). Support is demonstrated 
by pronouncements of governmental organizations 
such as the UNWTO, EU and NTOs, cities, towns and 
rural areas. Individual tourism providers in turn are 
often keen to show, for public relations and other 
reasons, how they contribute to and impact the econ-
omy by creation of jobs based on tourist spending by 
paying visitors. 

Te consumer and the corresponding notion of 
consumption are dominating forces in many societies 
today. As stated by Gabriel and Lang (2006): 

(We have) learned to talk and think of each other and of 
ourselves less as workers, citizens, parents or teachers, 
and more as consumers. Our rights and our powers 
derive from our standing as consumers; our political 
choices are votes for those promising us the best deal as 
consumers; our enjoyment of life is almost synonymous 
with the quantities (and to a lesser extent qualities) of 
what we consume. Our success is measured in terms of 
how well we are doing as consumers. Consumption is 
not just a means of fulflling needs but permeates our 
social relations, identities, perceptions and images. 

(Gabriel and Lang, 2006, p. 1) 

Te rise of consumerism may yet prove a late-20th-
century phenomenon that is slowed or terminated by 
economic events that place pressure on financial 
structures, e.g. a series of Covid-19-style pandemic 
episodes; or by societal demands for environmental 
constraints to consumption (see Chapter 6, ‘Ethical 
Consumption’, this volume). For the purposes of this 
volume, the idea of the tourist as a consumer ofers 
useful insights into understanding contemporary 
tourist behaviour. However, such an approach needs 
to be tempered. A tourist may buy no (or very few) 
commercial services from a destination. As stated 
above when defning terms, tourism has to do with 
activities, some but not all of which involve tourism 
expenditure. For example, a tourist might stay with 
friends or camp in common areas, and enjoy walking 
or swimming in places with open access. In such cases, 
whilst the tourist is consuming what is ofered by the 
host and also consuming what economists call public 
goods where he/she walks and swims, the consump-
tion is very diferent from a tourist who is primarily 
engaged with shopping as a main tourism activity, e.g. 
in Hong Kong or Singapore. 

Tourists may also deliberately seek to contribute to 
the social or even political life of a given destination 
(e.g. through membership of environmental preserva-
tionist/activist organizations). In such an instance 
(Check Box 1.5) tourists as consumers are rather more 
multi-sided than consumers of other products or ser-
vices. 

Misconceptions and realities 
In the frst edition of this book some misconceptions 
and realities regarding tourists and tourism were listed 
at the start of the opening chapter. Te misconceptions 
largely related to the use of terminology. Comparatively 
recently, McKercher and Prideaux (2014) surveyed aca-
demics from the tourism feld and identifed six cat-
egories of academic myth in tourism (Table 1.4) Te 
myths are open to discussion but some are worth high-
lighting here because they often form the unspoken 
subtext in the study of tourism and tourists. For ex-
ample, tourism is not an industry in the accepted sense 
of the term. Rather, it comprises a series of sectors and 
sub-sectors that may or may not form a coherent whole 
for the playing out of tourist behaviour. Although inter-
national and domestic tourist numbers are large com-
pared to times past and although tourism contributes to 
economic growth, whilst also squeezing out growth in 
some other sectors (e.g. agriculture), tourism is not the 
world’s largest contributor to trade. Te economic com-
ponent of the sustainable tourism model is not compatible 
with the other social and environmental components. 
Niche tourist experiences are not dominant: the major-
ity of tourists are transported and accommodated in 
tourism forms developed as part of mass tourism. Te 
assumption that some types of tourists, e.g. eco-tourists 
and backpackers, are inherently better for resident 
well-being in tourist destinations is wrong. Finally, not 
everyone wants to be a tourist. Tese and other aca-
demic myths will be variously expanded through the 
chapters of this volume. 

Tourists and Time 

A notion of time is important as it frames the parameters 
of possible travel behaviour within any particular society 
and for any cohort or individual. It sets a context for a life 
journey in tourism. Time can be conceived of as histor-
ical, generational and biographical (Neale, 2008). 
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Check Box 1.5. Multi-sided tourists/consumers: Gower, Wales. 

https://www.thegowersociety.org.uk/ 
(accessed 30 June 2021) 

The Gower Peninsula is an area of South Wales that in 1956 became the frst offcially designated 
Area of Natural Beauty (AONB) in the UK. It is within 1 h driving distance of over one million people and 
has faced multiple threats to its physical and social heritage. The Gower Society (see website link) was 
set up in 1947 and the current aims of the society are listed below. As stated on the front banner of its 
website it has over 1000 members from all over the world. Those members who support the activities of 
the Gower Society through physical means (e.g. clearing footpaths) or fnancial donations have a height-
ened relationship to Gower, beyond consumers of services and products. 

Extract from website: 
Gower Society 
Our Aims 
Encourage an appreciation of the unique qualities of Gower in the Area of Outstanding Natural 

Beauty and in the whole of the lordship of Gower 
Protect the heritage of Gower, its landscape, its historical and its built environment 
Protect and enhance its diverse wildlife habitats, encouraging its rich animal and plant life 
Safeguard its rights of way and open spaces 
Ensure that its common land is kept free of encroachments 
Work with young people, adults, local communities and organisations in Gower 
Lobby for support for Areas of Outstanding Natural Beauty, including Gower 
How we do this 
Arrange about 150 events a year: including walks, talks, and folk dancing. 
Give grants to Gower causes – approximately £300,000 over the last ten years 
Run Gower Society Youth Action, our young people group 
Discuss policy with local and national governments 
Respond to consultation documents 
Gives annual Design Awards for good, sympathetic design 
Clears footpaths, including establishing the mid-distance footpath, The Gower Way 
Examine all planning applications for the Area of Outstanding Natural Beauty 
Publish the annual Journal, Gower, and other books about Gower 

As is evident in the YouTube clip below that describes research conducted in Gower by the author 
and Dr Jackie Clarke, a multi-sided relationship extends to other tourists, too, apart from members of the 
Gower Society. For a further discussion of the familiar tourists mentioned in the YouTube clip, see Chapter 11, 
‘In-Visit Experience’, this volume. 
https://www.youtube.com/watch?v=9s-udUuSzZ8 
(accessed 30 June 2021) 

Historical time 
Historical time relates to an individual located within a 
particular epoch with its characteristic economic, social 
and political conditions. Kock et al. (2018) use the lens 
of evolutionary psychology to explore the origins of 
tourist behaviour. Tey match modern tourist behaviours 

to fve fundamental motives: evading harm, explor-
ation, afliation, status and mating (see also Chapter 7, 
‘Motivation’, this volume). Antonescu and Stock 
(2014) describe three phases of tourism growth in more 
recent times: the emergence of modern tourism around 
1830, industrial tourism from the 1870s and mass 
tourism from the 1950s. Each of the above phases is set 
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 Table 1.4. Typology of tourism myths. (From: McKercher and Prideaux 2014, p. 25.)Table 1.4. Typology of tourism myths. (From: McKercher and Prideaux 2014, p. 25.) 

Type of Myth Examples 

Self Interest • Tourism is the world’s largest industry 
• Tourism is an industry 
• Tourism is a discipline 

Negative Foundation • Tourism destroys tourism 
• Tourism perpetuates colonialism/tourism is neo-colonialism 
• Tourism generates some positive economic benefts, but they are offset by massive social, 

cultural and environmental impacts 
• Tourism leads to confict 
• Tourism commodifes culture 

Reactive Positive Stakeholder • Tourism is a path to economic independence 
• Tourism revitalizes culture 
• Tourism protects the environment 
• Tourism provides a range of positive social benefts 
• People damage the environment, not tourism 

Convergent • Size, importance and differences of ecotourism/ecotourists and other forms of alternative 
tourism/tourists 

• Employment 
• Small is preferable 
• A traveler is better than a tourist 

Too Good Not To Be True • Special interest tourism as the new mainstream 
• Tourism and peace 
• Economic and employment benefts of tourism 
• Tourists seek authentic experiences 
• Ecotourism and ecotourism operators are more ethical than others 
• Tourism is a clean sector 
• Sustainability and the triple bottom line can be operationalized 
• Quality of tourism jobs 
• Multipler effect of tourism 

Inherited • Relationship between satisfaction, loyalty, intent to return and actual repeat visitation rates 
• Carrying capacity works in tourism 
• Willingness to pay 
• Tourism lacks theory 

within specifc national tourism narratives, which vary 
from country to country. Non-Western perspectives are 
largely excluded. However, a recent exception draws on 
interviews with Russians born between 1955 and 1975 
and living in Samara (Kirillova et al., 2018). It evaluates 
their view of tourism practice and meanings set against 
structural changes in sociocultural, economic and polit-
ical dimensions (Fig. 1.8). Tree periods are identifed 
by participants, each with specifc practices and mean-
ings: Soviet Russia (1955–1992), transitional period 
(1993–1999) and modern Russia (2000–2016). In the 
Soviet Russia period, leisure travel provided childhood 
exposure to diferences, e.g. opportunities to learn 

about foreignness from trips to the Baltic Republics and 
similar areas; occasions to acquire locally unobtainable 
goods; and chances to develop the characteristics of a 
good Soviet citizen. In the transitional period travel was 
an unafordable luxury. By contrast, in the modern 
Russia period, travel provided rest and relaxation with-
out restrictions, other than fear and anxiety around 
travel (see also Chapter 8, ‘Fear’, this volume), and the 
means to connect with relatives either separated during 
World War II or the period of repression under Stalin. 

In their formative textbook, Burkart and Medlik 
(1981) detailed three principal epochs of tourism and 
devoted a chapter of their book to each. Te authors 
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Turkey downs a 
Financial crisis, Russian military Cult of Stalin’s Moscow Constitutional 1998 plane, 2015 personality is Olympics, 1980 Conflict in 
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Khrushchev 
Thaw 

denounced, 
1956 

Stalin died 
1953 

Prague Spring, 
1968 
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Vladimir Putin Nitika 
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War in Afghanistan, 
1979–1989 
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1991 

crisis, 1993 

1st Chechen 
War, 1994–96 
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South Ossetia, 
2008 

Accession of Crimea, 
Sochi Olympics, 

2014 
Domodedovo 
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Khrushchev Brezhnev Gorbachev Medvedev 

Fig. 1.8. Timeline of natural events. (From: Kirillova et al., 2018, p. 55.) 

highlighted the role of technology with a strong focus on 
the role played by transport. Te frst of the principal 
epochs, the beginnings of tourism to 1840, outlined de-
tails on pilgrimages, the Grand Tours of the elite, and the 
rise of spa and seaside resorts. Te second epoch, labelled 
the age of coal and steam to 1914, was bounded on either 
side by the emergence of the railway and the onset of 
World War I. It also witnessed the arrival of the tour op-
erator: Tomas Cook’s frst excursion train from Leices-
ter to Loughborough in England, in 1841. Te third 
epoch in the (then) modern world 1919–1979, was char-
acterized by the growth of the private car and also air 
travel and chartered package holidays, which made inter-
national tourism available for a wider cross-section of so-
ciety, notably in Europe and North America post 1945. 

Beyond Burkart and Medlik (1981) a fourth epoch, 
post 1979 until 2001, includes the reduction of tan-
gible political barriers as a result of détente between 
China and the USA (initiated in the early 1970s), and 
later between the Soviet bloc and the USA (late 1980s); 
the rapid development of China and Southeast Asia; 
the special targeting of tourists and tourism for violent 
acts (e.g. 9/11 Twin Towers attack); the provision of evi-
dence on the infuence of travel and tourism in global 
warming (United Nations Framework Convention on 
Climate Change, Rio Earth Summit, 1992); and the 
initial development of the internet. A ffth epoch post 
2001 includes the growing ubiquity of the internet, 
device use (e.g. smartphones) and related activities 
(e.g. social media, shared economy); localized hot war (e.g. 
Afghanistan, Iraq, and Syria) and related global terror; 
early 20th-century global health epidemics (e.g. SARS, 
2003, Ebola 2014–2016); the fnancial crisis (2008) 
and its resultant consequences; further touristic devel-
opment of China, Southeast Asia, and India; and envir-
onmental threat (e.g. climate change and biodiversity 
allied alongside population growth). 

When this chapter was frst drafted in mid–late 
2019 it seemed that a sixth epoch was already upon us 
with increased nationalism and protectionism, as dem-
onstrated by physical and trade barriers; the growth of 
climate change denial among those in a position of pol-
itical infuence; and information overload within the 
digital world. Further it was considered that we might 
be on the cusp of an epoch driven more by cyber-attack 
and threat at various levels (individual, local, regional, 
international), and/or a revolution of transport tech-
nology such as electric vehicles, driverless cars and 
solar-powered planes. Te year 2016 marked the largely 
unheralded frst global circumnavigation, after 505 
days, of a solar-powered plane (Check Box 1.6) and it 
was thought that with the passage of time that might 
come to be viewed as particularly signifcant. For the 
moment the arguments for and against the epoch-mak-
ing efect of Covid-19 and the potential for other pan-
demics dominates thinking, even though Covid-19 
could be more epoch shaping than epoch shifting. 

Generational time 
Generational time places the individual as part of a co-
hort that proceeds collectively through time, relating to 
the generation above (e.g. parents, grandparents, other 
older relatives and friends) and to the generation below 
(e.g. children, grandchildren, other younger relatives 
and friends). Generational efects, sometimes known as 
cohort efects, relate to behaviour patterns that are infu-
enced by the supposedly unique characteristics of a 
given cohort. Such characteristics often relate to the eco-
nomic, social and political background of that cohort. 
Various generations are commonly identifed, such as 
so-called Generations X, Y, Z and Alpha. Gen X are 
otherwise characterized as the generation born 1965–1989, 
following on from the post-World War II baby-boomers. 
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Check Box 1.6. Solar circumnavigation by air. 

https://www.nationalgeographic.com/news/2016/07/solar-impulse-completes-trip-around-world-abu-
dhabi-solar-power-airplane/ 
1916 Automobile Blue Book 
https://www.nationalgeographic.com/science/phenomena/2016/05/20/this-1916-guide-shows-what-
the-frst-road-trips-were-like/ 
First car crossing of USA, e.g. from Smithsonian below 
https://americanhistory.si.edu/america-on-the-move/crossing-country 
(all accessed 30 June 2021) 

Two of the above web sources provide an insight into the growth of the private car and so fexible, 
individual transport for solo tourists or tourists in a small group that marked the third tourism epoch iden-
tifed by Burkhart and Medlik (1981). The events surrounding the fight of Solar Impulse 2 as described 
by Nunez in the National Geographic may come to be viewed, with historic perspective, as the start of a 
new tourism epoch. 

Gen Y are often characterized as Millennials, most often 
born to baby-boomers in the period from the early 1980s 
through to the mid-1990s and early 2000s. For the most 
part they are currently rising to economic maturity, 
which makes them particularly valuable to tourism pro-
viders. Tey are also considered as digital natives, famil-
iar with the internet, devices and social media (Chapter 5, 
‘Technological Change’, this volume), which is also a very 
relevant characteristic for tourism providers. Gen Z, post 
Millennials, grew up in a world wrought with change, 
like other identifed generation groups, and are entering 
adulthood now in the early 2020s. Gen Alpha refers to 
those born from 2010. Tey are relevant to the discus-
sion on family in this volume (Chapter 3, ‘Family, 
Friends and Groups’). As with other classifcations it is as 
well to remember that there are many intra-group (gen-
eration) variations and that it is risky to uniformly trans-
pose the characteristics of Generations X, Y, Z and Alpha 
between diferent parts of the world. 

Biographical time 
Biographical time captures the idea of an individual’s 
life as she/he moves from birth to death, and is shaped 
by a multitude of personal, relational and historical 
events and circumstances: in short, the biography or 
story of a person. An examination of a tourist’s bio-
graphical time covers a number of ideas embedded in 
most overviews of tourist behaviour. Tese include no-
tions of the life cycle from a tourism perspective, transi-
tion events and rites of passage, the travel career ladder 
(TCL) and the travel career pattern (TCP). 

Te life cycle is a well-known and established con-
cept that helps to better understand consumer behav-
iour at both an individual and collective level. Its roots 
date back to the 1930s (Murphy and Staples, 1979) and 
it relates to the biographical notion of time. In essence, 
the life cycle concept is all about how an individual’s 
needs and resources change as she/he moves through 
diferent stages of life. It traces the human lifespan. Pri-
orities change as key events (such as completion of edu-
cation, birth of a child, divorce or retirement) trigger a 
transfer to a new life stage with fresh challenges. Tis 
longitudinal development results in a search for difer-
ent types of activities with progression through the life 
stages. Neale (2008) describes the life cycle as consisting 
of structured, predefned stages, which are typically 
seen as benchmarks against which to compare develop-
ment and behaviour. 

Tourism is dependent on both discretionary time 
and discretionary income and those two resources fuc-
tuate according to life stage. All other things being 
equal, those with children have less discretionary in-
come and discretionary time and there are other prior-
ities for them that take precedence over holidays. Tey 
have a lesser propensity to travel than those of exactly 
the same age but without young children to care for. 
When they do take a holiday break, what they require 
is likely to be quite diferent to a couple with no chil-
dren, or a single person comparatively free from re-
sponsibility. Tourism providers often specifcally target 
a particular stage in a person’s life. On the surface, such 
targeting might appear to focus exclusively on the 
chronological age of the tourists. However, that is not 
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necessarily the case even though soft adventure group 
tours like the one depicted in Alaska, USA (Fig. 1.9), 
will have activities geared to the supposed capability of 
their particular age cohort. Age is one of many factors 
that contribute to life stage. Te life cycle concept is 
best known in its guise as the family life cycle and it 
will be expanded on in Chapter 3, ‘Family, Friends and 
Groups’, this volume. 

As the concern in this section is to understand an 
individual’s tourism choices across their lifespan, pos-
sibly across decades of travel, it is also useful to think 
about the transition between the diferent life stages, 
rather than accepting a sole focus on the life stage itself. 
Transition events mark a change from one life stage to 
another: when someone becomes an adult, forms a 
partnership, has a frst child, experiences divorce or re-
tirement. Such events are associated with social rituals 
that serve to mark the person’s change in status, often 
including tourism experiences. 

Anthropologists refer to this phenomenon as a rite 
of passage, the Anglicization of rite de passage after the 
work of Van Gennep at the beginning of the 20th cen-
tury (Graburn, 1983). Rite of passage tourism is 

generally self-imposed and personally meaningful to 
the individual. It often involves a more prolonged 
period of absence than a standard vacation, and may 
be characterized by its challenging nature (Graburn, 
1983). It can be thought of as a type of self-test, allow-
ing individuals to prove that they are capable of mak-
ing the required life changes (Graburn, 1983). Under 
such a guise, backpacking is a classic form of rite of 
passage tourism whether marking the gap between 
school and university, university study and the work-
place, one job and another in the form of a planned 
career break, or in response to a relationship event or 
retirement. When backpackers return home, they 
enter a new and diferent phase of their life. Of course, 
not all backpacking can be classifed as rite of passage 
or life change tourism. Mohsin and Ryan (2003) in a 
study of backpackers in the Northern Territory of 
Australia found that only one-third ftted that descrip-
tion. None the less, it is a useful illustrative example. 
Some further discussion of backpacking is found else-
where in this volume, e.g. Chapter 11, ‘In-Visit ex-
perience’. Tere are other transition events, some 
relatively unusual (Check Box 1.7). 
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Check Box 1.7. Transition event: procreation vacation. 

https://expattravelchat.wordpress.com/2015/02/18/10-top-spots-for-the-perfect-procreation-vacation/ 
(accessed 30 June 2021) 

The gap year and backpacking are well-recognized examples of transition events. For a more unusual 
example, as shown in the website link above, some specifcally designed vacations set up conditions for a 
couple to conceive a child. Such procreation vacations include elements like romantic dinners, food and 
drinks traditionally associated with fertility or rich in vitamins to help conception, aromatherapy sessions 
and massages. Procreation packages are typically targeted at couples who have the fnancial means to 
afford an upmarket break and who have delayed child birth in order to establish their careers and a frm 
fnancial future. 

Te original TCL was developed during the 1980s 
and early 1990s (e.g. Pearce, 1988). It brought together 
two strands of thought: Maslow’s needs hierarchy theory 
of motivation and the concept of a career in tourism. 
Te TCL uses fve levels of motivation: relaxation needs, 
stimulation needs, relationship needs, self-esteem/ 
development needs and self-actualization/fulflment 
needs (see Chapter 7, ‘Motivation’, this volume). Tese 
fve needs form a hierarchy or ladder with relaxation 
and stimulation on the two lowest rungs and fulflment 
and self-esteem/development on the highest (see Fig. 
1.10). A tourist may have a mix of motivations, but one 
set of motivations or rung of the ladder is likely to dom-
inate at any one time. If a tourist is holidaying abroad 
for the frst time the security of a package tour with a 
trusted operator may be very important. In such a case 
the tourist has needs that oscillate between relaxation 
and managed stimulus. But some years later, with accu-
mulated experience, the tourist may opt for a special-in-
terest trip and make the arrangements independently. 
In such an instance, their needs may be more closely 
related to self-esteem/development. Accordingly, it may 
be said that the tourist has a tourist career with motives 
that change according to lifespan and personal build-up 
of vacation experiences. Broadly speaking, the TCL 
suggests that people climb up the ladder through the 
diferent rungs of motivation as they gather tourism ex-
periences. Just as in a work career, they can start their 
career at diferent levels. However, some people may re-
main on a given rung or retire from it, perhaps due to 
fnancial limitations or health limitations (Pearce, 1993). 

In an appraisal Ryan (1998) states that the crux of 
the TCL is that motivations change over time as a travel 
career develops. He indicates some use of the concept 
by tourism providers in Australia. For Ryan (1998) the 
TCL framework is dynamic, developmental, intuitively 

attractive and also rather simplistic. He refers back to 
Crompton (1979) and his advice that expecting motiv-
ation to account for over-much variance in tourist be-
haviour is unrealistic, because there are so many other 
interrelated elements at play. Essentially, says Ryan 
(1998) its premise is positive and optimistic in consid-
ering that holidaymakers can mature psychologically. In 
self-appraisal of the TCL, Pearce contends that the use 
of the term ladder has drawn too much attention to the 
analogy of a physical ladder with its emphasis on as-
cending the rungs and being on only one rung at a 
time. Accordingly, the TCL was modifed to a TCP em-
phasizing the relationship between patterns of travel 
motivations and experience, dynamic and multi-level, 
rather than steps on a ladder or hierarchy (Pearce and 
Lee, 2005). With use of interviews and self-administered 
questionnaires in an empirical study based in Cairns 
and Townsville, Australia, Pearce and Lee (2005) fnd 
that travel motivation can be identifed as patterns and 
combinations of multiple motives infuenced by previ-
ous travel experience and age. Four motivations are core 
to all tourists regardless of experience: escape, relax-
ation, relationship enhancement and self-development. 
Taken together, Pearce and Lee (2005) consider them as 
the foundation pattern of travel experience. Tat ap-
pears to contradict the TCL in which relaxation is on 
the lowest rung of the ladder and a motivation of those 
in the early stage of the travel career, and self-esteem/ 
self-development are on a higher rung (Fig. 1.10). 
However, as explained by Pearce and Lee (2005), the 
self-development motivation of those with greater 
travel experience is more related within TCP to host site 
involvement: specifcally, experiencing diferent cul-
tures and meeting the locals. Nature-related motivation 
(e.g. being close to nature) is also important to those 
with greater travel experience. 
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Understand self,  fulfil a dream, inner peace, 
harmony, absorbed in setting 

Self-esteem and development 

Competence, mastery, develop skills, special 
interests, prestige, glamour, respect of others 

Relationship 

Affection, love, maintaining/starting 
relationship, to be in group, membership 

Stimulation 

Own/others safety; management 
of arousal levels; positive – increase 
stimulation, negative – avoid danger 

Relaxation 

Restoration of body,  relaxation, 
personal maintenance, repair 

Fulfilment 

Fig. 1.10. The travel career ladder. (Adapted from Pearce, 1988, 1993; Ryan, 1998.) 

Pearce and Lee (2005) acknowledge the need for 
future studies. In deciding the usefulness or otherwise 
of TCL and TCP readers may be interested in tracing 
their own tourism biography. Of course, retroftting 
motivations to a particular tourism experience may not 
be the best approach (Beritelli et al., 2019). However, it 
is usually possible to get an anecdotal feeling for the 
frameworks and their applicability from one’s own ex-
perience and perspective. More recently Pearce (2020) 
has reviewed the cognitive psychology of perceiving 
time. He highlights, for example, how time passes more 
quickly when a subject is engaged in a complex task, 
how reaction times can increase and decrease, how at-
tention time varies and how emotional states distort 

time. Each is relevant to tourism and tourists. Pearce 
(2020) also focuses attention on tourists and social epi-
sodes, periods of time which have a clear beginning and 
end marked by symbolic, social and physical boundar-
ies. Consciousness, too, states Pearce (2020), consists of 
a set of discrete moments. Such tourist episodes or mo-
ments are what we remember and they have the power 
to be transformative. However, Pearce (2020) is careful 
to state that transformation can come from everyday 
places, activities and behaviours as much as extraordin-
ary ones. Chapter 11 (‘In-Visit Experience’, this vol-
ume) returns to aspects related to time within the 
tourist experience including social episodes. Pearce 
(2020) extends his review of tourists and perception of 

24 



Backdrop 

 

 

 

 

 

 

 
 

  

 

 

 

 

 
 

 
 

 
  

time by drawing out key principles that can help design 
contemporary tourism experiences: specifying dur-
ation, managing and flling down time, preparing for 
emergencies, tailoring tourist sequences, encouraging 
engagement and facilitating/encoding memory by recall 
of time. 

Endpiece 

According to Wong et al. (2016) tourist behaviour is 
infuenced by a range of micro-level demographic dif-
ferences such as gender, age, education and income 
alongside economic, social and political macro-level 
infuences. Tey maintain that it is suboptimal to con-
sider the micro level and macro level separately. Tis 
chapter has introduced a backdrop to tourist behaviour 
with a range of macro-level infuences (contemporary 
global challenges), micro-level infuences (tourist 
fundamentals), and a section on tourists and time that 
includes elements of both. In the next chapter, we extend 
the backdrop through a consideration of both general 
and specifc, tourist-centric models of behaviour. 
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