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Abstract Tourism as an extension of people’s daily life is becoming prevalent in 
today’s society. However, understanding tourists is still a demanding and change-
able task, and the preference structures and decision patterns of different tour-
ists are complex. Research on tourism behavior can help address these issues. In 
recent decades, research on tourism behavior has attracted considerable attention 
and has become a cornerstone of tourism market strategy and action. Tourism is 
not a transient behavior, but is repeated over time and is interrelated with daily 
life. To understand tourists’ lifestyle and decision-making processes, long-term 
observations of tourism behavior are needed. A life-oriented approach cannot 
ignore tourism behavior because it is an important part of life. This chapter ana-
lyzes recent research on tourism behavior, summarizes the pertinent concepts, 
characteristics, determinants, and shortcomings in existing studies on tourism 
behavior, and suggests directions for future research.

Keywords Tourism behavior · Spatial and temporal choices · Social influence ·  
Integrated behavior model · Generation theory · Medical tourism · Health ·  
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8.1  Introduction

Tourism behavior refers to a person’s decisions and actions during the tourism 
process. It is an activity from which people want to experience pleasure that can-
not be satisfactorily experienced in their daily lives. Decisions on tourism behavior 
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usually involve a number of separate but interdependent choices that are made 
over time and across space, such as destination, travel party, duration, travel route, 
and activity participation during travel. Some of the choices might result from 
long-term decisions (e.g., destination, season/duration, and travel party), which are 
further associated with other life choices, and others might be made during travel 
(e.g., travel route and shopping). The objects of research are often different types 
of people who take part in tourism, for example, mass tourists, business travelers, 
lifestyle travelers, and backpackers. The tourism industry has traditionally treated 
tourism behavior as consumer behavior.

Consumer behavior research deals not only with individuals, but also with 
groups or organizations. It is concerned with the decision-making processes con-
sumers use to select, use, and dispose of products/services and the impacts that 
consumer choices have on consumers themselves and society (Swarbrooke and 
Horner 2007). Consumer behavior models usually consist of three stages: pre-pur-
chase, consumption, and post-consumption (Engel et al. 1995). Consumer behav-
ior is central to tourism decisions and to academic research. In recent decades, 
many tourism studies have empirically examined consumer decisions and behav-
iors from various perspectives (Kozak and Decrop 2009). The topic of consumer 
behavior in the tourism context is the key to the foundation of all marketing activi-
ties that are implemented to establish, advertise, and sell tourism products.

Tourism behavior research is interdisciplinary, often requiring knowledge from 
fields such as sociology, cultural studies, and psychology. Tourism behavior topics 
vary according to different perspectives. Research on tourism behavior has mainly 
focused on tourist-based, market-based, and destination-based aspects. For tourist-
based research, the typology of tourists is a popular subject of debate. Swarbrooke 
and Horner (2007) suggested differences in the consumer behavior of tourists and 
travelers. Sharply (2014) noted that “tourists” often involved package tourism 
products and were an integral element of the tourism production process, while 
“travelers” were often on a limited budget. Cohen (1979) distinguished five types 
of tourists, i.e., recreational, diversionary, experiential, experimental, and existen-
tial tourists. Each acts differently in both tourism behavior and experience. Decrop 
and Snelders (2005) defined six types of vacations in the decision-making process. 
Developing typologies of tourists is an important means to explain tourism behav-
ior. Research on tourists’ satisfaction, motivation, and loyalty is also important for 
the study of tourism consumer behavior (Yoon and Uysal 2005; Del Bosque and 
San Martín 2008). To understand tourists better, individual influences, including 
consumers’ demographics, personality traits, lifestyles, emotions, and values are 
vital concerns for the study of tourism behavior (Frew and Shaw 1999; Alexandra 
2013). Market research divides tourists into groups of people who have similar 
needs, wants, or demands. Market segmentation is aimed at serving the needs of 
marketers. Johns and Gyimóthy (2002) discussed the factors that influenced tour-
ism behavior based on an “active” and an “inactive” market. Understanding the 
main characteristics of different groups of tourists would help marketers to pre-
dict consumer behavior. Most consumer research in tourism is destination based 
(Mehmetoglu and Altinay 2006) and has evolved toward an informed empirical 
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and theoretical basis and the widespread adoption of rigorous scientific research 
methods (Jafari 2005). Chen and Tsai (2007) proposed an integrated model and 
found that destination image had both direct and indirect effects on behavioral 
intentions. Questions such as why people choose a certain destination (Um and 
Crompton 1990; Mazzarol and Soutar 2002), how to get visitors to revisit that 
place (Jang and Feng 2007), and how to collect information on the destination all 
require the integrated analysis of tourism behavior (Gursoy and McCleary 2004). 
However, in the tourism industry, destination, tourists, and market are closely 
bound together, and any tourism behavior topic should comprehensively consider 
these three aspects.

8.2  Conceptual Issues

As a complex behavioral phenomenon, tourism behavior has been studied in a 
variety of disciplines such as geography, psychology, sociology, marketing sci-
ence, regional and urban planning, transportation, archaeology, cultural anthro-
pology, and agriculture. To draw a general picture about a tourism behavior, a 
comprehensive classification is helpful. Here, we roughly classify tourism behav-
ior into the following dimensions: (1) information search and use; (2) the social 
aspect; (3) resources; (4) the spatial aspect; (5) activity participation; and (6) the 
temporal aspect.

Information search and use: Better scheduling needs reliable and comprehen-
sive information, which includes pre-travel, during-travel, and post-travel informa-
tion. Pre-travel information is used to decide on a travel, during-travel information 
is used to modify the planned schedule and support smooth decisions during 
travel. Information might also be needed after travel (i.e., post-travel information), 
for example, to evaluate the realized and unrealized activities and to communicate 
travel experiences to other people (i.e., word-of-mouth information).

Social aspect: The social aspect refers to whether and how tourists decide to 
travel with other people and/or make use of travel agencies/guides. In the case of 
traveling with other people, tourists are influenced by coupling constraint, that is, 
a person has to stay together with another person(s) at a specific place and time. 
In addition, tourists’ decisions usually involve some group decisions, especially 
in the case of traveling with other people (e.g., family members, friends, and col-
leagues). Sometimes, tourists consult travel agencies as well as other experienced 
persons before making their decisions.

Resources: Time and money (e.g., income) are the main resources for per-
forming travel activities. Because of the availability and scarcity values of these 
resources, participation in various activities is constrained and, consequently, the 
resources might affect where to visit (destination choice), how long to stay, with 
whom to travel, as well as the way in which tourists allocate their available time 
and money to the various activities during travel.



208 L. Zhang et al.

Spatial aspect and activity participation: Choices of destination, accommo-
dation, travel mode, traveling route, stopping behavior, on-site activity participa-
tion (e.g., dining, shopping) are examples here. Performing on-site activities is the 
main purpose of travel and it is usually influenced by authority constraints such as 
programs of some on-site events, opening hours of attractions, shops, and stores. 
To realize and support the abovementioned behavioral dimensions, travel mode 
choice is indispensable. In this study, travel mode choice behavior is regarded as a 
part of spatial aspects and activity participation.

Temporal aspect: The temporal aspect refers to when and for how long spa-
tial choices are made. The notion that tourist behavior changes over time is also 
relevant. This means that the temporal aspect might be correlated with all of the 
preceding dimensions.

It is expected that decisions related to these behavioral dimensions are interre-
lated from context to context, requiring the development of integrated frameworks 
of tourist behavior.

8.3  Information Search and Use

Information may be in a spoken, written, or in pictorial format (Goossens 2000; 
Van Raaij and Crotts 1994), and may come from personal/impersonal and com-
mercial/noncommercial sources (Fondness and Murray 1997) and/or past experi-
ences. Information needs can be classified into functional, hedonic, innovation, 
aesthetic, and sign (Vogt and Fesenmaier 1998). Functional needs are defined as 
motivated efforts that are directed at or contribute to a purpose. Hedonic needs 
support the view that tourists are pleasure-seekers. Innovation needs are defined 
by novelty seeking, variety seeking, and creativity. Information related to aesthetic 
needs is viewed as a stimulus to visual thinking, imagery, and envisioning of a 
place that is real and obtainable. Finally, the sign need describes the interpersonal, 
social, symbolic, or more general aspects of information acquisition and knowl-
edge transfer.

People’s primary motives for undertaking search of pre-travel information are 
to enhance the quality of travel (Goossens 2000) and to reduce the risk of travel 
decisions (Money and Crotts 2003). Pre-travel information is first used to moti-
vate people to plan a trip. Such information can play the role of either push fac-
tors (e.g., feelings of pleasure, excitement, and relaxation) or pull factors (e.g., 
attractions like sunshine, friendly people, and culture). Pre-travel information is 
also used to make a detailed decision about primary choices such as destination 
(Snepenger et al. 1990) and travel party.

During-travel information is used to make on-site decisions such as choices of 
travel mode, attractions, locations, activities, and lodging (Snepenger et al. 1990) 
and choices of traveling route to, in, and/or around a destination. Especially now-
adays, Internet-based information systems provide increasingly more accessible, 
reliable, and comprehensive travel information (Rayman-Bacchus and Molina 
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2001). Tourists can also easily access the necessary travel information via mobile 
phone during the course of travel, and car navigation systems are used widely, as 
in Japan, and can provide not only dynamic information for route guidance, but 
also information about on-site attractions, restaurants, and so on.

Roles of post-travel information have been mainly studied in the fields of tour-
ist satisfaction and service quality. As argued by Westbrook and Oliver (1991), 
satisfaction is a post-consumption evaluative judgment about both destination 
performance and tourists’ entire travel process including scheduling behavior. 
Satisfaction or dissatisfaction about the visited destination(s) is crucial because it 
may affect expectations for the next visit (Westbrook and Newman 1978; Kozak 
2001). Another outcome of the post-evaluation of travel is word-of-mouth infor-
mation. The influences of word-of-mouth information have been confirmed with 
respect to various aspects of consumer behavior (Boulding et al. 1993; Zeithaml 
et al. 1996). Word-of-mouth information usually plays two roles. First, tourists 
could enjoy post-travel pleasure by showing (talking about) their experiences to 
other people. Second, such information is also related to tourists’ willingness to 
recommend the visited destinations to other people (Kozak 2001).

Thus, various studies have analyzed the role of information search and use in 
travel decisions. However, little has been studied with respect to the influence of 
travel information on tourists’ scheduling behavior across space and over time.

8.4  Social Aspect

Using data on household decisions on travel involving airlines, collected in 1968, 
it was shown that husbands play the predominant role in initiating the idea to take 
a trip, suggesting a destination and selecting an airline; in contrast, the decision 
on where to go was a mutual decision (Davis 1976). In their vacation-sequence 
model, Van Raaij and Francken (1984) emphasized the importance of family mem-
bers’ influence on the decision-making process of tourism service purchases, and 
incorporated the interaction of household-related variables (e.g., lifestyle, power 
structure, role, and decision-making style) with individual-related factors. Cosenza 
and Davis (1981) showed that household members’ involvement appears to vary 
across stages in the household life cycle. For pre-travel decisions, wives are highly 
involved in selection of a destination and collection of information (Zalatan 
1998). Thornton et al. (1997) found that children influence the behavior of the 
travel party either through their physical needs or through their ability to negoti-
ate with parents. On the other hand, Moutinho (1987) argued that travel decisions 
are also affected by the behavior of reference groups. Friends and relatives some-
times provide information to the individual decision-making process (Gitelson and 
Kerstetter 1994). The coupling constraint (Hagerstrand 1970), in which a person 
has to be together with other people at a certain place and time, is also related to 
the social aspect.
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Concerning the role of travel agencies in tourists’ decisions, there is no doubt 
that information from travel agencies has traditionally been one of major sources 
for the selection of tourism destinations (e.g., Baloglu and Mangaloglu 2001; 
Gartner and Bachri 1994; Nolan 1976). Nowadays, however, because use of the 
Internet to search for travel information is becoming increasingly common, many 
functions of travel information provision by travel agencies are being replaced by 
online resources (e.g., Buhalis 1998). However, travel agencies can provide not 
only information, but also advice. Travel agencies can perform better than travel 
websites in terms of the human touch and personal service (Law et al. 2004).

8.5  Spatial Aspect

Research about destination includes analysis of destination choice behavior, image 
making, and evaluation of destination (satisfaction, expectation, attitude, and ser-
vice quality). Distance is one of the strongest influences on scheduling behavior. 
Distance can be regarded as a proxy variable for time in the scheduling deci-
sion. Indeed, it is quite difficult for tourists to measure accurately actual distance. 
Many studies have reported that cognitive distance, a mental representation of 
actual distance, is significantly different from actual distance (e.g., Bratfisch 1969; 
McNamara 1986a; Ankomah et al. 1996). It has also been noted that cognitive or 
subjective distance is a better indicator than actual distance when representing spa-
tial choice behavior (e.g., Ankomah et al. 1996). Seddighi and Theocharous (2002) 
argue that spatial choice needs a multistep decision-making process. A tourist is 
usually first faced with two alternatives when deciding to take a holiday, namely 
whether to take a domestic or foreign vacation, and then to choose the travel mode 
after determining a destination. Spatial choices with different scales usually gener-
ate differing levels of time pressure on decisions.

Various models have been proposed to represent spatial choice at different spa-
tial scales. At the international, national, or regional level, econometrics, including 
time series modeling, has been applied to analyze the influential factors of tour-
ism flows (Song and Witt 2000; Gallet and Braun 2001; De Mello et al. 2002). 
At less aggregate spatial levels, discrete choice models under the principle of ran-
dom utility maximization have been widely applied using either revealed prefer-
ence data or stated preference data (e.g., Haider and Ewing 1990; Morley 1994; 
Crouch and Louviere 2001; Huybers 2003a, b). In line with the research stream 
of discrete choice models, especially focusing on how to represent observed and 
unobserved similarities among alternatives in the choice set, Zhang et al. (2008) 
developed a new choice model by integrating their proposed nested paired com-
binatorial logit (NPCL) model and relative utility-based model, where the former 
is used to describe the unobserved similarity (e.g., liking, hobby, and character) 
and the latter to explain the observed similarities (e.g., overlapped routes, simi-
lar attributes of destinations, and spatial closeness). The relative utility choice 
model argues that tourist behavior is context (or reference)-dependent (Zhang 
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et al. 2004). Focusing on the choice interdependence between travel party and des-
tination, Wu et al. (2009) represented the heterogeneous nested choice structure 
involved in the choices of these two decision aspects by combining the latent class 
and nested logit modeling approaches.

Stopping behavior at a particular travel facility prior to the completion of a 
travel segment also affects scheduling behavior. As argued by Wansink and Van 
Ittersum (2004), travel itself is motivated or initiated by the traveler’s primary 
need; in contrast, stopping decisions during travel result from the secondary needs. 
There are likely two major types of stopping behavior; the first is to acquire infor-
mation to make the next decisions or confirm the decided schedule, and the second 
is to meet the needs for gasoline, food, or taking a break. In such cases, tourists 
have to make trade-offs between the time for stopping and the time eventually 
allocated to their intended destinations.

In tourism research, few studies have focused on travel mode and route 
choice, possibly because these are usually determined together with destination. 
Multidestination choice is another aspect of tourism behavior that has not been 
well covered to date.

8.6  Temporal Aspect

Zimmermann (1982) argued that there are three temporal dimensions: period 
effects, life cycle, and cohort effects. Period effects refer to annual changes in 
tourist arrivals, which are a common concern in all countries. Life cycle relates 
to variations of individuals’ behaviors due to family structure. Different cohorts 
might show a variety of behavior patterns. Clearly, all three dimensions closely 
relate to long-term decisions. Oppermann (1995) concluded that there were com-
paratively few studies on family life cycle applications in tourism and leisure, and 
research on generational or cohort differences in tourism patterns was rare; the sit-
uation has not changed notably since that time.

Furthermore, we believe that short-term decisions related to time allocation 
(use) decisions during travel should also be appropriately represented in the lit-
erature. However, there is also a dearth of work in this area. The existence of tem-
poral constraints (e.g., available holidays and available time in a day) may force 
tourists to decide how to make effective use of their available and limited time 
during travel. The more time tourists spend traveling, the less time they spend 
at their destination. Even though the importance of time use research in tourism 
has been recognized since the late 1980s (e.g., Pearce 1988), there are few rel-
evant studies. Fennel (1996) proposed a space-time model that describes tourists’ 
behavior by dividing a space into core, transition, and periphery, reflecting their 
perceptions about the space and the pressures caused by social, environmental, and 
economic (SEE) impacts of the space. However, the way that the space is classi-
fied and how perceptions and SEE are defined is arbitrary. Fujiwara and Zhang 
(2005) applied Becker’s (1965) time allocation theory to represent how a tourist 
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allocates his/her available time to various activities during a one-day car trip 
within an integrated modeling framework (this is explained below). Linked with 
resource aspects, Zhang et al. (2009) developed a context-sensitive tourist’s time 
use and expenditure behavior model by explicitly incorporating the influence of 
spatial closeness of destination and interdestination similarities, representing three 
types of interdestination interactions—time-to-time, expenditure-to-expenditure, 
and time-to-expenditure interactions—as well as the relative importance of desti-
nations in decision making.

Another important decision aspect is timing. Timing decisions include both 
long-term and short-term aspects. The long-term decision concerns when to go on 
a trip, (e.g., which season), for what special occasions or events (e.g., wedding 
anniversary, birthday, or in celebration of finding a new job), or as determined by 
available vacation period. The short-term decision mainly refers to decisions dur-
ing travel, such as when to depart from home/the hotel on the day of travel, when 
to visit a place, and when to go back home/to the hotel. An explicit representation 
of timing makes it possible to describe a meaningful value of time by focusing on 
momentary experience. In this context, Zhang et al. (2006) developed a multidi-
mensional timing decision model under the principle of random utility maximiza-
tion by representing the influence of timing constraints and censored timing. The 
derived model not only allows for the temporally varying utility of a timing deci-
sion, but also incorporates sequential correlation between the neighboring timings. 
The model can also endogenously specify the sequences of activities/trips as well 
as heterogeneous preferences about the timing.

With a focus on temporal change of tourist behavior, Jang and Feng (2007) 
explored the effects of tourists’ novelty seeking and destination satisfaction 
on revisit intentions measured on short-term, mid-term, and long-term bases. 
However, no study has examined how to represent such temporal change.

8.7  Integrated Tourism Behavior Models

Tourism behavior involves a decision-making process with various interrelated 
choices. Early tourist behavior models were built in the 1950s mainly based on 
the so-called “grand models” of consumer behavior, which were used to explain 
decisions on tangible or manufactured products instead of services (Sirakaya and 
Woodside 2005). A tourist’s decision-making process usually follows the follow-
ing six steps: (1) search for information; (2) evaluation of alternatives; (3) pur-
chase; (4) delivery; (5) consumption; and (6) post-consumption feedback (Engel 
et al. 1995). Traditional tourist behavior models mainly focused on a certain part 
of tourist behaviors rather than on a set of tourist behaviors.

Over the last four decades, discrete choice models have proven to be very 
powerful tools for consumer behavior analyses in various fields including tour-
ism research. The multinomial logit (MNL) model has become the most widely 
used choice model, probably due to its simple mathematical structure and ease of 
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estimation. Such discrete choice models assume that a decision maker chooses 
the alternative with the highest utility from the alternatives in the choice set under 
the principle of random utility maximization. The MNL model has been widely 
used to represent tourists’ destination choice, travel mode choice, and route choice 
(Perdue 1986; Schroeder and Louviere 1999; Kemperman et al. 2009). However, 
because it is assumed that the error terms of the utility function are independently 
and identically distributed across alternatives, the MNL model is characterized by 
the independence of irrelevant alternatives (IIA) property, which states that the 
odds of choosing a particular alternative are independent of the existence and the 
attributes of any other choice alternative in one’s choice set. To date, various non-
IIA discrete choice models have been proposed to overcome the shortcomings of 
the MNL model. These non-IIA choice models can be classified into three catego-
ries (Zhang et al. 2004).

The first group of non-IIA models avoids the IIA property by relaxing the 
assumption of identically and independently distributed error terms, or allowing 
for different variances of error terms, or allowing for positive correlations between 
error terms. For example, Nicolau and Mas (2006) adopted the random coefficient 
logit model to analyze tourism destination choice. The model is used to deal with 
the unobserved heterogeneity of tourists, by assuming that the coefficients of the 
variables vary among tourists. Wu et al. (2013a) used a mixed logit model to rep-
resent the influence of social interactions on tourism participation behavior. The 
model assumed that members in the same social group share a common random 
parameter, which can create correlation patterns between error terms.

The second group of non-IIA models circumvents the IIA property by extend-
ing the utility specification to account explicitly for similarity between choice 
alternatives. To account for future dependency in tourism destination choice, Wu 
et al. (2012a) employed the universal logit model, which includes attributes of 
other alternatives in the utility function of the target alternative. Therefore, such 
cross effects can allow for correlations between alternatives and can avoid the IIA 
assumption.

The third group of non-IIA models assumes a hierarchical or sequential deci-
sion-making process. The best-known model that can be represented by a hierar-
chical decision structure is the nested logit (NL) model. In the tourism research 
field, the NL model has been used to represent sequential choices, such as tourism 
generation and destination-type choice (Nicolau and Mas 2008), destination and 
travel companion choice (Wu et al. 2011a), tourism participation, and destination 
and travel mode choice (Wu et al. 2012b).

In addition to discrete choice, another important aspect of tourist behavior is 
temporal choice, including tourist’s length of stay and time use decisions on differ-
ent activities. Most studies focus on the total time that tourists spend during a tour 
trip. These studies use a survival model to analyze a tourist’s length of stay at a 
certain destination (Gokovali et al. 2007; Martinez-Garcia and Raya 2008; Thrane 
2012).

Models have also been proposed to address some specific issues in tourist 
behavior. As noted above, the mixed logit model has been applied to capture the 
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unobserved heterogeneity of tourists, by assuming that the parameters of vari-
ables vary randomly across individuals (Correia et al. 2007; Grigolon et al. 2014; 
Nicolau and Mas 2006). Some studies have adopted the latent class model to 
accommodate tourists’ heterogeneous choice structures (Alegre et al. 2011; Wu 
et al. 2011a). To account for the mechanism of loss aversion, some models incor-
porate prospect theory, which argues that individuals’ decisions are more sensi-
tive to losses than to gains. Nicolau (2011, 2012) applied this theory to investigate 
tourists’ asymmetric reactions to travel cost and its effect on destination choice.

Sirakaya and Woodside (2005) noted that one of the first foundational inte-
grated models of travel decision making is that of Clawson and Knetsch (1966), 
who proposed an outdoor recreation experience model with a five-phase decision-
making process starting with the anticipation phase, followed by travel to actual 
site, on-site experiences and activities, travel back, and concluding with recollec-
tion of experiences. Woodside and MacDonald (1994) introduced the concept of 
trip frame that describes a set of interdependent travel choices (i.e., destination, 
route/mode, accommodation, activity performance, and visiting shops), which are 
made at different points in time.

Dellaert et al. (1998) proposed a conceptual framework to represent and under-
stand multifaceted tourist travel decisions that involve subsequent choices for dif-
ferent facets of a single trip as well as the constraints that may limit the number of 
feasible travel alternatives. They empirically identified some interdependencies in 
the following choice process after deciding to travel: (1) pre-travel choices (des-
tination, accommodation, travel party, travel mode, departure time, and duration 
of travel), and (2) during-travel choices (special attractions to visit, travel route 
to follow, day-to-day expenditure and rest and food stop locations, and timing). 
Dellaert et al. argued that to account for the above interdependencies, multidimen-
sional choice models like the NL or probit-type models can be applied. Because 
these choice models cannot directly incorporate timing decisions, they further sug-
gested applying hazard-based duration models. However, duration models are sta-
tistically oriented and cannot properly reflect the behavioral mechanisms in timing 
decisions.

To elucidate the relationship between traveling to one destination versus to 
several destinations during a trip, King and Woodside (2001) undertook a qualita-
tive comparative analysis of a travel and tourism purchase–consumption system, 
which is the sequence of mental and observable steps that a consumer undertakes 
to buy and use several products, for which some of the products purchased lead to 
a purchase sequence involving other products. King and Woodside also concep-
tualized a purchase–consumption framework for leisure travel, which begins with 
information search and use, followed by three sequential levels: level 1, choices 
of destination, activity, and attraction; level 2, choices of accommodation and 
mode/route to destination; and level 3, on-site shopping and dining behavior and 
choice of mode/route in and around the destination. Post-travel evaluation is also 
included in the proposed purchase–consumption system. Woodside and Dubelaar 
(2002) extended the King and Woodside model by defining a tourism consump-
tion system as the set of related travel thoughts, decisions, and behaviors by 
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a discretionary tourist prior to, during, and following a trip (Becken and Gnoth 
2004).

Focusing on car tourists’ one-day tours, Fujiwara and Zhang (2005) developed 
a new scheduling model by combining a destination/route choice model with 
a nested paired combinatorial logit (NPCL) structure and a time allocation (TA) 
model. The NPCL model represents choices of destination and route, where the 
lower level indicates choice of destination and the upper level refers to choice of 
route. In addition, utility of destination choice is influenced by the time spent at 
each site. Different route choices result in hourly variant level of service of the 
road network, which consequently gives rise to varying available time use in 
the TA model. These are reflected in the NPCL model. Moreover, the TA model 
endogenously incorporates the influence of hourly variant level of service at the 
site of interest, which is further affected by the allocated time. Consequently, an 
iteration estimation procedure is proposed to estimate consistently the parameters 
in the NPCL and TA models.

In terms of time allocation in tourism activities, some studies have attempted 
to analyze tourists’ time allocation decisions using a time budget method (Cooper 
1981; Fennel 1996), which is a method of measuring the duration and sequence of 
activities engaged in by an individual during a specific period of time. Activities 
that tourists participated in were recorded, including starting time and finishing 
time of each activity, from which tourists’ space-time patterns can be derived. 
More recently, Wu et al. (2011b) applied a multiple discrete-continuous extreme 
value (MDCEV) model to analyze tourists’ time-use behavior involving multiple 
activities. The model is used to represent simultaneously tourists’ decisions on 
what activities to participate in and how much time to allocate to each activity.

Because tourists face many aspects of choices and have to deal with spatial and 
temporal constraints, tourist choice behavior is a multidimensional process and its 
decision-making mechanisms are complex. It is expected that interdependencies 
exist between different behavior aspects, and some models attempt to represent 
such interdependency. To represent interrelations between two discrete choices 
(i.e., destination and travel mode choices), Fukuda and Morichi (2002) developed 
a framework for modeling recreational travel behavior using a bivariate dichoto-
mous probit model. However, their model can only be used to analyze binary 
choice behavior. Therefore, some studies used a NL model to incorporate more 
choice aspects and, at the same time, represent the relationship between them 
with the help of an inclusive value, which is, in fact, the maximal utility of the 
alternatives in the choice set of the lower level nest (Wu et al. 2012b). In addi-
tion, some models have been developed to represent interdependence between dis-
crete and continuous choice. For example, Alegre et al. (2013) used a Heckman 
model to analyze households’ tourism expenditure decisions, which was treated as 
an interrelated two-stage process: first, whether to make a trip and, second, how 
much to spend on it. Their model is a type of discrete-continuous choice model 
that uses a binary logit model to represent tourism participation behavior and ordi-
nary least squares (OLS) regression to analyze tourism expenditure. At the same 
time, the model assumes the error terms in two functions follow a bivariate normal 
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distribution. Wu et al. (2013b) employed a similar discrete-continuous choice 
model to represent these two choice aspects. In their study, tourism participation 
choice was analyzed with a Scobit model, which includes a skewness parameter to 
relax the assumption made in a binary logit model that the sensitivity of individu-
als to changes in explanatory variables is highest for those who have indifferent 
preferences over participation and nonparticipation.

8.8  Relationship Between Tourism Behavior and Other 
Life Choices

Tourism experience not only increases individuals’ satisfaction with the leisure-
life domain, but has also been found to influence other life domains. Trenberth 
et al. (1999) explored the role of tourism experience in the domain of work and 
showed that tourism could be useful in coping with work-related stress because of 
its active-challenge and passive-recuperative natures. Strauss-Blasche et al. (2002) 
conducted a survey of 53 company employees and found that a restful vacation 
may buffer occupational stress with respect to physical complaints and life sat-
isfaction. Their survey results also suggested that leisure travel moderates stress 
primarily when stress levels are relatively high. Sirgy et al. (2011) described how 
specific tourism experiences contribute to positive and negative effects in various 
life domains, such as social engagement, love, culture, family, and physical well-
being, which spill over to overall life satisfaction.

The relationship between tourism and other life domains also results from the 
fact that different life domains impose mutually exclusive demands on individu-
als’ limited resources of time. The more time an individual expends on tourism 
activities, the less time they have for fulfilling their roles in other life domains. 
Such conflict causes a cross-domain spillover effect, which may have an impact on 
overall life satisfaction (Rice et al. 1992). Thompson and Bunderson (2001) indi-
cated that conflicts between different life domains increase when individuals fail 
to allocate the appropriate time to work, family, community, religion, and tour-
ism activities. High job stress, caused by work not being done during the vacation, 
for example, is associated with poorer well-being (Strauss-Blasche et al. 2002). 
On the other hand, tourism satisfaction is observed to exert a moderating effect 
between work/leisure conflict and quality of life (Lin et al. 2013).

8.8.1  Tourism and Generation Theory

Tourism behavior is a part of life choices and it changes over time. To compare 
the difference through life time, one of the most common and useful way is to 
classify people by their ages. However, people distinct not only in ages, but by 
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the common events that help shape their lives (Travel Industry Association 2006, 
p. 8). Thus, tourism researchers try to gain insights through the lens of generation 
theory instead of simple classification of age. The idea of generation theory was 
derived from Manheim’s arguments about “the problem of generations”, and was 
expanded to apply in the social and cultural processes to classify generations for 
the purpose of sociological study (Pilcher 1994). Generation theory explains that 
the era in which a person was born affects the development of their view of the 
world (Codrington 2008). Lehto et al. (2008) stated that the growth of one genera-
tion is influenced by historical, political, economic and social events of the time, 
as well as educational opportunities and lifestyle changes. The most prevalent 
classification of generation is the division of American society: Silent Generation, 
Baby Boomers, Generation X, and Generation Y have become fairly well known 
and well used in recent years to describe groups of people of different ages in aca-
demic research. In generation theory, people of the same age are likely to have 
similar underlying value systems, which are the drivers of behavior and attitudes, 
and are good predictors of behavior and expectations (Codrington 2008).

In tourism research, generation theory was firstly introduced to identify 
homogeneous travel patterns and market segmentations, when marketers recog-
nized the need to target different groups of tourists, rather than the whole market 
(Pennington-Gray et al. 2003). It is expected that better understanding of tourism 
behaviors of different generations could forecast the changes over time in a more 
accurate way. The existing studies are mainly focus on two aspects: tourism con-
sumer behavior and tourism attitude/experience during travel. Most studies are 
about consumer behavior. For example, Furr et al. (2001) used data from 13,000 
individuals to analyze generational consumption and behavioral patterns (includ-
ing information-seeking behavior, purchase behavior and booking travel behavior) 
of Internet use to compare the differences in different generations and found that 
Generation X’ers and Baby Boomers groups were more actively online than the 
senior group. Beldona (2005) distinguished changes in online travel information 
search behavior and found that although younger people tended to be more eager 
for new things and quickly adapted to online behavior, elders also adopted new 
things earlier than traditionally assumed. Pennington-Gray et al. (2003) made an 
analysis of cohort and examined the changes in preferences for travel over time. 
Li et al. (2013a) examined the attitudes and behaviors of American international 
travelers using a generational analysis, and found that characteristics of genera-
tion affected travel characteristics in terms of information usage, previous destina-
tion experience and future choice. As for studies on tourism attitude/experience 
based on generation theory, Lehto et al. (2008) analyzed the tourism experiences 
sought and actual vacation activities of Silent Generation and Baby Boomer gen-
eration and found that the differences in cohort-induced lifestyles and values per-
meated into vacation experience and activity. Compared to the number of research 
on consumer behavior and generation theory, research on the perception of tourists 
is limited. However, the understanding of tourism attitude and experience based on 
generation theory appears to be a more useful basis for addressing different prefer-
ences and behaviors of tourists.
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Pennington-Gray and Blair (2009) suggested that more theory-based research 
is needed to document different generations’ travel attitudes and behavior, espe-
cially related to the four major generations in American. While we are happy to 
witness the increase in generational analysis in tourism literature of American 
tourism market, we also notice that few research in developing countries has con-
sidered the influence of generation theory on tourism. Given that different coun-
tries experienced different nationally significant events at different times, it seems 
impossible to develop a single generational theory that applies around the world 
(Codrington 2011). Codrington (2011) raised up the application of generation 
theory in Asian regions, unlike American society, generations in different coun-
tries have their own classifications for its social development. As more and more 
international tourists from developing countries have participated in tourism activ-
ities, applying the generation theory would gain more insightful understandings 
of their tourism attitudes and behaviors. On the other hand, existing studies about 
generation theory and tourism behavior are mainly focus on tourists’ revealed pref-
erence, like consuming preference and information searching preference. Few of 
them have focused on the future choice or the decision-making process of different 
generations. However, research on tourists’ intention or attitude of different gen-
erations may help to predict the future decision on tourism behavior, which could 
help destination managers gain a lead in the market in terms of strategic planning 
and marketing.

Above all, the current studies on tourism and generation theory are still not 
enough to explain the complex process of tourism behavior, more research is 
needed under the exploration of generation difference among different region, 
especially in the Eastern hemisphere.

8.8.2  Senior’s Tourism Behavior

Tourists present different tourism attitudes and behaviors in different genera-
tion, among which, older generation is one of the main components. With the 
changing landscape of tourism industry, many academic articles have studied the 
market of those aged 55 or older, which includes pre-seniors (those 50–64) and 
seniors (65 and older), to better understand their tourism preferences and behav-
iors (Shoemaker 2000). The importance of seniors as a market segment in tourism 
has been recognized for years (Nichols and Snepenger 1988; Lehto et al. 2008). 
Unlike other generations, seniors have more discretionary time and disposable 
time, which makes them become main consumers in tourism industry.

Current studies on senior tourism behavior varies from many aspects and differ-
ent regions. You and O’leary (2000) conducted a cohort analysis of older Japanese 
travelers and showed that older travelers demonstrated a more active participation 
pattern than a decade ago. Focusing on tourists in Taiwan, Huang and Tsai (2003) 
examined the senior travelers in Taiwan through their travel motivations, selec-
tion modes and travel satisfactions and adopted Ridit (Relative to an Identified 
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Distributed) analysis of destination selection attributes and factor analysis to per-
ceive the gap between travel agents and senior travelers and predict seniors’ future 
behavior. Chen and Shoemaker (2014) used generation theory to analyze the psy-
chological characteristics and travel behavior of American senior leisure tourists 
and confirmed that changes in travel preferences, attitudes, and behaviors among 
seniors might be minimal, but the difference between two generations, like older 
senior over 65 and younger seniors under 65, is large because of physiological 
deterioration, which will make a more specific direction for senior tourism seg-
mentation. Kim et al. (2015) investigated the relationship between seniors’ tourism 
behavior and their overall quality of life and found that when they were satisfied 
with their trip experience, their overall quality of life would be improved.

To date, the number of senior tourism research is still increasing. Existing stud-
ies have revealed that younger and older seniors may have different attitudes and 
behaviors. On the other hand, such differences may change over time. It is there-
fore necessary to use longitudinal study to trace seniors’ changes in their tourism 
attitudes and behaviors for better understanding the needs of senior travelers and 
providing better tourism services for them and improving their overall quality of 
life.

8.8.3  Young People’s Tourism Behavior

According to the WTO, “youth travel includes all independent trips for periods of 
less than one year by people aged 16–29 which are motivated, in part or in full, 
by a desire to experience other cultures, build life experience and/or benefit from 
formal and informal learning opportunities outside one’s usual environment” 
(Richards 2008).

Poon (1993) described a shift within tourism and tourism behavior, the change 
being from “old tourism,” the mass tourism of the 1970s and 1980s, to “new tour-
ism”, a flexible, segmented, customized, and diagonally integrated market. Young 
people are different from older generations because they are more adventurous and 
seek more autonomy during their travels (Sparks and Pan 2009). Young travelers 
are not a homogeneous group, their travel style and motivation reflects a changing 
trend (Cohen 2004). Unlike the older generation, the primary motivation for young 
travelers is the quest for personal growth instead of leisure, which is achieved 
through autonomy in decision making, stimulation in daily life, learning through 
exposure, and detachment and transient yet intense interpersonal relationships 
(Vogt 1976).

Current research on young people’s tourism behavior is limited. How highly 
developed Internet and mobile technology has changed young people’s tourism 
decisions is one of many areas of debate (Xiang and Gretzel 2010; Bizirgianni and 
Dionysopoulou 2013). Bui et al. (2013) examined how young Asians construct the 
concept of an “imagined West” from their travel. They analyzed young independ-
ent travelers in Asia and found that novelty seeking, unique experience, cultural 
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capital accumulation, and education were goals when traveling in Western coun-
tries. Thus, traditional tourism behavior research could not explain some choices 
or decisions of young people, because of the more complex demands they made 
of the process. Traditional areas of segmentation studies in tourism behavior (such 
as demographic, geographical, and socioeconomic segmentation) did not apply to 
all kinds of young individuals. New factors should have been studied, for exam-
ple, psychological characteristics. Pizam et al. (2004) investigated 1429 students 
and found that high risk taking and sensation seeking had significant effects on 
travel behavior. Lepp and Gibson (2008) also investigated the relationship between 
sensation seeking and tourism behavior. Ting et al. (2015) explored young 
Malaysians’ travel lifestyles and outbound tourism intentions based on tourists’ 
holiday decisions.

With the development of technology and high-level exchanges of social value, 
young people today have distinct characteristics compared with their elders. 
Normative theory cannot fully explain their behavior change in tourism, and there 
remains significant room for the study of young people’s tourism behavior from 
a variety of perspectives. In an effort to understand young people’s behavior bet-
ter, some comparisons of different generations have been traced in tourism behav-
ior research. Beldona (2005) distinguished changes in travel information search 
behavior in the US market and explained strong cohort effects for the period 
1995–2000. Chung et al. (2015) utilized generational cohort theory to enhance 
understanding of tourism motivation and experience of cross-strait (mainland 
China–Taiwan) tourism and found that generational differences played an impor-
tant role. Research based on generation theory not only provides a new perspective 
on young people’s tourism behavior, but also benefits knowledge about the senior 
tourism market (Chen and Shoemaker 2014).

In sum, the youth tourism market and young people’s tourism behavior still 
lack relevant research. As the youth segment is an emerging market, scholars 
should consider the differences between mature tourism markets and youth tour-
ism markets. The differences caused by social development, value, and lifestyle 
cannot simply be explained by normative criteria. Advanced models and theories 
should be established for young people’s tourism behavior, which is a significant 
part of tourism behavior and will have many implications for practical market 
strategies. On the one hand, youth tourism is a rapidly growing segment of the 
tourism market. On the other hand, the preferences, personality, attitude, and life-
style of young people toward tourism are different from traditional mass tourists. 
This gap between young and older tourists should be investigated through behav-
ior study. Furthermore, because young people are often changeable and demand-
ing, their tourism behavior is difficult to describe with a single choice model or 
theory. The data on young people’s attitudes, emotions, cognition, and experience 
in tourism are difficult to collect from normative questionnaires. Thus, research 
on young people’s behavior calls for advanced models and improved research 
methods.
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8.8.4  Tourism and Health

In a report submitted to the OECD, Lunt et al. (2011) defined medical tourism as 
“when consumers elect to travel across international borders with the intention of 
receiving some form of medical treatment.” Medical tourism has become an 
important part of the tourism industry. Although the treatment in medical tourism 
may span the full range of medical services, the most common treatments include 
dental care, cosmetic surgery, elective surgery, and fertility treatment (Lunt et al. 
2011). According to the World Travel & Tourism Council (WTTC), in 2011 medi-
cal tourism contributed 9 % of global GDP (more than US$6 trillion) and 
accounted for 255 million jobs.1 Even though individuals have travelled abroad for 
health benefits since ancient times (Lunt et al. 2011), no academic studies of medi-
cal tourism are found in the literature before Goodrich and Goodrich (1987). Some 
research regards medical tourism as a special case of patient mobility (see Glinos 
et al. 2010).

In an extensive study of various countries, Connell (2006) found that afford-
ability of international flights, foreign currency exchange rates, aging of wealthy 
postwar baby boomers, diffusion of the Internet, existence of brokers connecting 
patients to hospital networks, progress of health care systems based on advanced 
technologies in major countries (India, Thailand, Malaysia, and Singapore) are 
major factors pushing the growth of medical tourism. Costly medical treatments 
in developed countries are further identified as an important factor for the growth 
of medical tourism in developing countries. Focusing on medical tourism in 
Pattaya, Thailand, Mechinda et al. (2010) revealed that loyalty to medical tour-
ism is influenced by satisfaction, trust, perceived values, and familiarity with, and 
image of, the destination. According to Moghimehfar and Nasr-Esfahani (2011), 
factors affecting medical tourism destination choices include pull-and-push fac-
tors. Pull factors include tourism attractiveness of destination, advantages of 
cost, access to destination (distance and cost), while push factors include service 
quality and lack of advanced medical technologies and services at the residence 
location. Furthermore, it was noted that religious affinity was the most important 
factor when Muslim couples with infertility chose the destination for reproductive 
medical treatments. Hallem and Barth (2011) showed that functional dimensions 
largely affect value perception of the experience of medical tourism, while Internet 
usage involves social values, knowledge, and functional values. As a compara-
tive study across countries, Yu and Ko (2012) found that Korean tourists attached 
the highest importance to medical activities and tourism activities, Japanese tour-
ists mainly emphasized convenience of medical treatment and care services, stay 
and cost, information, and insurance, while Chinese tourists were most sensi-
tive to stay and cost. In addition, while Chinese tourists showed higher interest 
in minor surgery, beauty and health care, Japanese tourists were more interested 

1http://travel.cnn.com/cheapest-facelifts-world-786941/ (accessed March 9, 2016).

http://travel.cnn.com/cheapest-facelifts-world-786941/
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in major surgery and rehabilitation. Connell (2013) reported that culture, availa-
bility of health care, and service quality are influential in medical tourism behav-
ior. Focusing on an oriental medicine festival in South Korea, Song et al. (2014) 
noted that the image of the host city and perceptions of oriental medicine affected 
visitors’ attitude, which together with subjective norms and positive expectations 
influenced visitors’ desires, in turn influencing behavioral intention. Pan and Chen 
(2014) identified eight motivations that tourists from mainland China had for visit-
ing Taiwan for medical tourism: media advertising and marketing by travel agen-
cies, recommendations by friends and relatives, desire of tourists to understand 
the condition of their own physical body, low quality of medical service at their 
place of residence, ease of communication based on Mandarin, lifting of the ban to 
visit Taiwan by the mainland government, shorter flight time by direct flight, and 
low cost of medical tourism. They further showed that itinerary, quality of accom-
modation facilities, and transportation arrangements are crucial to the demand for 
medical tourism. As a special case of medical tourism, dental tourism has increas-
ingly attracted attention. Leggat and Kedjarune (2009) observed that demand for 
dental tourism was mainly determined by the cost of dental treatment and long 
waiting times as well as lack of dentists at their place of residence, availability 
of dental treatment services in other countries, existence of cheaper international 
flights, and the availability of access to the Internet, while difficulties of post-treat-
ment follow-up and latent costly hospital visits due to retreatment were major bar-
riers to participation in dental tourism.

Influenced by Western lifestyles, spa and wellness tourism targeting body care 
has shown high growth and diversity (Gustavo 2010). Spas include club spas, 
cruising spas, medical spas, hot spring spas, and spas at resort hotels. Targeting 
Portuguese tourists, Gustavo (2010) found that although spa was still a new lei-
sure, among all of the spa-goers, 20 % regularly visited spas, while the main spa 
users were female clients, aged 30–39 years, highly educated persons, managers 
and professionals, people without dependents, urban dwellers, and people with an 
average monthly income of EUR 3000. The most important information source 
about spa usage comes from family members and friends, followed by Internet 
usage. Spa usage treats obesity, during which balanced intake of nutrition, physi-
cal exercise, use of traditional therapies, and intake of vitamins are usually prac-
ticed. On the other hand, the concept of wellness emphasizes not only physical 
and mental elements but also social elements, where enjoying leisure time (e.g., 
spending time with family members and friends) plays a central role. Smith and 
Kelly (2006) noted six dimensions of wellness tourism: medical and beauty, 
physical, relaxation, hedonic and experiential, existential and psychological, 
and spiritual and community-oriented dimensions. Each dimension has different 
requirements for physical space.

According to Lunt et al. (2011), medical tourism is related to the broader 
notion of health tourism, but is distinguished from health tourism by virtue of the 
differences in the types of intervention, setting, and inputs. Little is known about 
health tourism in the literature, with the exception of Runnel and Carrera (2012) 
who proposed a conceptual framework for health tourism. The framework includes 
a process that starts with identification of needs (basic health care: vaccinations, 
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prevention, and screening; medical treatment: emergency treatment of illness and 
injury; health promotion: including cosmetic surgery; and optimal health: well-
ness and overall health), followed by information search related to needs and treat-
ment options, weighting of various treatment options in order. After the above 
steps, people specify whether their preferred treatment options (combinations of 
type and place) belong to medical tourism. If medical tourism is preferred, people 
may directly contact medical brokers or medical concierges overseas, or medical 
providers via those medical brokers in order to consult them. If the consultation 
suggests medical treatment abroad, medical tourism takes place. Furthermore, 
inbound travel is undertaken if post-treatment care is required. If medical tour-
ism is not preferred, people may consult with local doctors to decide whether to 
receive medical treatment at their own locality. If this decision cannot be made, 
people may proceed to the above process, in which case medical tourism is pre-
ferred. Regardless whether medical tourism is performed or not, travelers will 
eventually receive recuperation and follow-up services.

8.9  Tourism and Quality of Life

The contribution of tourism to Quality of Life (QOL) has recently attracted substan-
tial research interest. Current tourism studies have begun to support the view that 
tourism activities can be a means of pursuing a higher level of QOL. It is argued that 
tourism plays a triple role in contributing to QOL by providing: (1) physical and men-
tal rest and relaxation; (2) personal development space and the pursuit of personal and 
social interests; and (3) symbolic consumption to enhance status (Richards 1999).

8.9.1  Direct Effects of Tourism on QOL

Studies generally support a direct enhancement effect of tourism activities on indi-
viduals’ QOL, indicating that tourism activities have positive effects on individ-
ual satisfaction, psychological well-being and health, and helping individuals to 
cope with their stress (Strauss-Blasche et al. 2002). Gilbert and Abdullah (2004) 
examined whether the tourism experience has any impact on the life satisfaction 
or subjective well-being of those taking vacations. They found that people who 
went on holiday experienced higher life satisfaction than those who did not, both 
before and after their trips. Similarly, Boelhouwer and Stoop (1999) found that 
people who had recently taken a holiday trip scored higher on overall happiness 
than those who had not. Some studies emphasize the effect of tourism activities 
on a certain group of individuals. For example, tourism trips have been shown 
to improve the lives of people with a disability (Card et al. 2006); increase the 
intellectual functioning of women over 65 (Sands 1981); generate positive atti-
tudes and greater QOL in patients with mental illness (Pols and Kroon 2007); and 
improve the QOL of seniors (Lee and Tideswell 2005).
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While a tourism trip may contribute to tourists’ psychological well-being and 
QOL, its impact would vary depending on different factors, such as length of stay 
(Neal et al. 2007) and different phases of the trip (Neal et al. 1999). For example, 
Neal et al. (2007) examined the moderating effect of length of stay and showed 
that tourism experience has a positive influence on QOL. Moreover, this positive 
influence is more evident for tourists with extended stays compared with tourists 
with shorter stays. Tourism activities potentially contribute to QOL in different 
stages. It is noteworthy that individuals’ sense of well-being significantly increases 
before traveling through planning and anticipating the trip. However, the posi-
tive post-trip effects on QOL do not last very long, with some studies suggesting 
that tourism activities may have short-term effects on QOL. Findings indicate that 
the positive effects of a vacation fade within a short time (Eden 1990; Westman 
and Eden 1997). Strauss-Blasche et al. (2002) reported that improvement in QOL 
lasted no longer than five weeks.

Dolnicar et al. (2012) argued that tourism experience is not important to eve-
ryone. People assign different levels of importance to each of the life domains 
that determine their QOL (Scalon 1993). Some people regard family as the most 
important contributor to QOL, while others view their work as playing a key role. 
The impact of tourism experience on QOL may depend on different stages in 
life and other background variables that may influence the degree of importance 
of travel. When identifying domains that contribute to QOL constructs, Dolnicar 
et al. (2013) suggest that it is necessary to take into account that the hierarchy 
of needs varies across and within individuals over time. Models ranking domain 
importance should weight domain satisfaction by the importance a person attrib-
utes to that specific domain. They proposed a dynamic, individual, hierarchical 
model to demonstrate the role that tourism activities play in people’s lives at any 
given point in time.

8.9.2  Indirect Effects of Tourism on QOL

Some studies have found that although tourism activity by itself may not be a 
strong influence on QOL, there might be some intervening variables. Neal et al. 
(1999) demonstrated that the influence of tourism experience on QOL occurs 
through the mediation effect of satisfaction with tourism services. They investi-
gated the significance of tourism on leisure life and overall QOL, and showed that 
satisfaction with tourism services contributed to satisfaction in leisure life, which 
in turn affected overall QOL. Similarly, Chen et al. (2016) examined the relation-
ships between tourism experiences and life satisfaction through the mediation 
effect of tourism satisfaction. It was found that individuals who felt relaxed and 
satisfied with their tourism experience were more likely to be satisfied with their 
life in general.

In addition to the mediation effect of tourism satisfaction, other intervening 
variables have also been explored. Sirgy (2010) proposed a conceptual framework 
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that incorporates goal theory to analyze the relationship between tourism and 
QOL. Sirgy argued that the choice of leisure travel goals (e.g., intrinsic vs. 
extrinsic, abstract vs. concrete) is important, because those with more attractive 
and attainable travel goals and those who take actions to implement their goals 
are more likely to experience higher levels of subjective well-being as a conse-
quence of their leisure travel. Nawijn (2011) found that although people were 
generally happier when they took a tourism trip, factors such as attitude and holi-
day stress can influence their levels of happiness, and overall they found no sig-
nificant improvement in their life satisfaction. Woo et al. (2016) examined the link 
between tourism motivations and QOL among the elderly, and found that motiva-
tions were related to growth needs (knowledge seeking, rest and relaxation, social 
interaction, and self-fulfillment) rather than basic needs, and that these motivations 
positively affected their overall life satisfaction.

Although studies have generally supported the view that tourism activity con-
tributes to overall life satisfaction, the complex relationship between tourism and 
QOL requires further investigation.

8.10  Determinants of Tourism Behavior

Tourism behavior is multi-faceted, including participation in tourism, choices of 
destination and travel party, choices of travel modes accessing destinations, time 
use and expenditure at destinations, etc. Generally speaking, even though various 
factors may affect human choice behaviors, they can be grouped into three catego-
ries: factors specific to choice alternatives, factors specific to individual decision-
makers, and factors common to all decision-makers (Zhang et al. 2004). Here, 
determinants of tourist behavior are reviewed following this categorization.

8.10.1  Alternative-Related Determinants

People make a travel for visiting tourism resources (e.g., natural resource, his-
torical and cultural resources, health tourism). A variety of infrastructures are 
expected to play diverse roles of supporting tourism visits. Accordingly, tourism 
resources and their supporting infrastructures are two major determinants from the 
perspective of tourism choice alternatives.

8.10.1.1  Tourism Resources

Natural resources
Natural resources are traditional attractions and important components of the tour-
ism resources and of increasing significance to world tourism industry (Priskin 
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2001). The term nature-based tourism is generally applied to tourism activities 
depending on the use of natural resources which remain in a relatively undevel-
oped state, including scenery, topography, waterways, vegetation and wildlife 
(Deng et al. 2002). As people become more and more environmentally sensitive, 
nature-based tourism has received increasing attention from tourists. Millions of 
people travel to see and experience natural environment. Tourists’ satisfaction 
with and expectation about natural resources are associated with their decisions 
on choosing nature-based tourism. The tourism managers often search new natural 
resources for satisfy tourists’ diverse demand; however, natural resources are lim-
ited and cannot meet all the demand of tourists. Such dilemma calls for creating 
a sustainable form for balancing nature protection and tourist demand. It is also 
necessary to enhance tourist’ awareness about negative impacts of their visiting 
behaviors, consequently resulting in their voluntary behavioral changes in con-
suming natural resources.

Historical and cultural resources
Historical and cultural resources are often linked to cultural heritages, which 
include both physical assets (e.g., architecture, paintings and sculptures), intan-
gible culture (e.g., folklore), and interpretative arts (e.g., storytelling and drama). 
These resources can be displayed in museums, heritage sites, exhibitions, and 
theatres. Cultural resources can be a key sector of some local regions and helps 
to build unique images. Unlike natural tourism resources, the core of historical 
and cultural resources needs people’s “feel” rather than “gaze” (Poria et al. 2003). 
Therefore, the links between cultural resources and tourists are more complex. 
Destinations with historical and cultural resources need to be better managed in a 
way of being understood and accepted by tourists. This is because different pres-
entations of the resources may bring different perceptions to people, which may 
arouse or suppress tourists’ interest in historical and cultural resources.

Health tourism
With the high cost of medical treatment in the original destination and fewer bar-
riers to travel, the idea of availing healthcare in another city or country is gain-
ing greater appeal to many travelers. (Carrera and Bridges 2006). The decisions 
to engage in health tourism is complex and are driven by patients’ unmet need. 
Runnels and Carrera (2012) adopted a sequential decision-making process in opt-
ing for or against medical care abroad in terms of the required treatments, loca-
tions and quality and safety issues attendant to seeking care. Health tourism 
enhances individual’s wellbeing in mind and body though medical interventions 
and the combination of daily healthy activities with tourism activities may also 
arouse people’s intellectual curiosity and desire for new discoveries (Sung et al. 
2012). As health tourism is becoming a new trend in tourism market, especially 
in senior tourism market, the traditional behavior of tourists would be changed. 
The aging phenomenon in many countries may contribute to the progress of health 
tourism, as older people have more discretionary time and are more concerned 
about their health than other generations.
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Urban tourism
Cities, as destinations, receive the greatest volume of tourists (Ashworth and Page 
2011) and are determinant attractions to some tourists. Urban tourism provides a 
set of tourist recourses or activities located in towns and cities, to show tourists the 
history, culture and modernism of the destination. The development of urban tour-
ism can also have influence on tourists’ behavior. For instance, sustainable urban 
tourism will encourage tourists engage in pro-environmental behaviors (recy-
cling, green transports and green energy), changing people’s behavior in city con-
text (Miller et al. 2015). On the other hand, conflicts between urban residents and 
tourists should be paid enough attention in the design and management of urban 
tourism.

Event tourism
Events are animators of destination attractiveness and keys to marketing proposi-
tions in promotion of places to attract more tourists. Stimulated by event tourism, 
the destination provides a substitutable form of demand between residents and vis-
itors. Event tourism expands the tourism potential and capacity beyond traditional 
leisure-based tourism (Getz and Page 2016). The types of event tourism often con-
tain business (conventions, exhibition and marketplaces); entertainment (concerts, 
shows and award ceremonies); festival and culture (festivals, religious sites and 
art exhibitions); sports (professional leagues, participator and annual games). For 
some tourists the event in the destination is the only reason for travel and some 
destinations become famous all over the world for holding special events.

8.10.1.2  Supporting Infrastructure

Transportation network
When people decide to travel, the first thing to solve is how to get to the destina-
tion. The accessibility of tourism destination would determine whether this travel 
will happen or not in the first place. The essential role of transportation network in 
tourism development is recognized by many scholars (Prideaux 2000; Khadaroo 
and Seetanah 2007). It is influential to both tourism development and tourists’ 
choices.
A good and attractive transportation system rests to a large extent on quality and 
availability of transportation infrastructure comprising air services and airports, 
land transport systems and routes and water transport infrastructures as well 
(Khadaroo and Seetanah 2008). It has crucial influences on the tourism attractive-
ness of destinations.

Because of time available to travel, most tourists prefer a destination with good 
transportation access. For tourists who want to visit multiple destinations during 
one trip, the transportation network is even crucial for their choices. Improved 
transport infrastructure and services (e.g., cheaper airlines, high-speed railway, 
road capacity improvements, reduced fuel consumption, and discounted transit 
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fare) reduce time and cost spending on moving between places, and consequently 
accelerate the tourism development.

Accommodation
Accommodation is another important issue for tourists, most people prioritize 
accommodation when planning a trip and spend most of their planning time and 
effort on selecting the right option (Li et al. 2015). Many studies have been con-
ducted to study the selection criteria that affect consumers’ choice intentions. For 
example, Lockyer (2005) intensified factors such as location, price, facilities and 
cleanliness as strong factors on tourists’ hotel selection. Sohrabi et al. (2012) con-
ducted an exploratory study of Tehran hotels and found that hotel comfort factors 
(hotel services, room comfort, car parking and pleasure, etc.) and hotel compen-
satory factors (including expenditure, news information, security and protection) 
were often the determinant factors for accommodation choices. For the considera-
tion of multiple criteria in hotel selection, Li et al. (2013b) introduced a new fuzzy 
decision support technique based on an aggregation function named the Choquet 
Integral to discover the preferences among travelers that affect their hotel selec-
tion. Hotel selection is a complex process as the wide range of selection criteria. 
Li et al. (2015) adopted Emerging Pattern Mining concept to discover changes and 
trends in travelers’ intentions, which help the hotel managers to identify features 
of interest to specific groups and meet their guests’ expectations.

While nowadays the most common accommodation for travelers is the stand-
ardized hotel chains, new types of accommodation have emerged when tour-
ists seek more than just sleeping, for example, the flourish of family inn, which 
is also called B&B or homestay. The properties of family inn are small and per-
sonal in nature and the benefits of such new type of accommodation include 
quiet, private atmosphere, lower cost and closer interactions between guests and 
hosts (Nuntsu et al. 2004), which are the main factors affecting people’s choices, 
especially young travelers who seek for novelty. Unlike other business modes of 
accommodation, there is also a free hospitality exchange network online called 
Couchsurfing. Travelers who choose Couchsurfing have totally different tourism 
behaviors compared to the mass tourists. In the study of Couchsurfing, not only 
traditional studies of accommodation, like selection criteria and operation mode, 
should be noted, more ethical and moral aspects should be considered to explain 
how putting trust in strangers and managing relationships by various social net-
working mechanisms (Molz 2013).

Restaurants, souvenirs, and other hospitality facilities/services
Eating local foods has been considered a key attraction for tourists. Many desti-
nations attempt to provide tourists with culinary experiences (Cohen and Avieli 
2004). In the decision-making process, food is becoming a key element in tourists’ 
consumer behavior and to increase tourism satisfaction (Tsai and Wang 2016). In 
addition, delicate artifacts, convenient information centers and other convenient 
tourism facilities would also give tourists good impression about the destination 
and affect their choices during travel. Furthermore, with the rapid development of 
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social media, facility managers should pay more attention to the online evaluations 
for creating more positive images of the destination by electronic word-of-mouth.

8.10.2  Decision Maker Related Determinants

Sociodemographic
Tourists can be categorized into different groups and types based on their soci-
odemographic characteristics. Segmentation studies are heavily utilized in tourism 
behavior research. Commonsense segmentation involves division by gender, age, 
origins, income, etc. (Nichols and Snepenger 1988; Frew and Shaw 1999). While 
segmentation studies explain some differences in tourism behavior, the criterion 
for categorization is sometimes viewed as unsophisticated. Expanded variables 
should be introduced for categorization and more discriminating criteria selected 
(Frochot and Morrison 2000). Park and Yoon (2009) studied Korean rural tour-
ism empirically, segmenting the tourists by motivation. Prayag et al. (2015a, b) 
used bagged clustering on the push-and-pull factors of Western Europe to segment 
potential young Chinese travelers and offered implications for the young Chinese 
outbound tourism market. Segmentation criteria need to be specified to explain 
this new tourism market and tourist behavior.

Emotions and affective states
Tourism is mainly about recreation, feeling better both mentally and physically. 
Some people even treat it as a means of self-analysis. As an expenditure behav-
ior, tourism decisions are highly emotional as well as influenced by other people 
(Swarbrooke and Horner 2007: 73). However, the importance of emotion seems to 
be ignored while tourism behavior research focuses on market segmentation and 
destination competition.

The main realm of emotion in tourism behavior research is satisfaction and loy-
alty research. The core question concerns the relevant emotional responses dur-
ing the consumption or experience of different services. Studies cover tourists 
in general or at a particular destination (Baloglu 2001; Yoon and Uysal 2005). 
Emotion and destination image are another realm, and the impact of destination 
image influences decision making (Chi and Qu 2008). The relationship between 
emotion and tourism experience seems to be a rather new field. Tourists gain emo-
tional experience through tourism activities and this may change their travel deci-
sion process and their choice of the next destination or whether to revisit the place 
(Prayag et al. 2015a, b).

8.10.3  Environmental Determinants

Social interaction
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Studies have noted that social interaction has an important influence on behavior 
(Powell et al. 2005; Moretti 2011). An individual’s behavior is influenced by their 
reference groups in social interaction, normally for two main reasons: word-of-
mouth (WOM) information and social norms. Bansal and Voyer (2000) suggested 
the important role of WOM information in various types of tourism behavior. 
WOM information and consumers’ feedback review are closely related to hospital-
ity management and consumer satisfaction (Litvin et al. 2008; Ye et al. 2011). Lam 
and Hsu (2006) found social norms to be an important factor in influencing tour-
ists’ intentions to visit a certain destination. Lopez-Mosquera and Sanchez (2012) 
analyzed how normative beliefs determine the visitors’ willingness to purchase. 
Han (2015) merged value–belief–norm theory with the theory of planned behav-
ior to understand travelers’ proenvironmental intentions in a green lodging context. 
By collecting information from reference groups, an individual’s behavior can 
change during the process of travel or visit. Research on tourism behavior should 
fully consider such social interaction.

Influence of IT and media
When Thomas Cook established the first travel agency in 1845, he could never 
imagine how information technologies (IT) would dramatically change the tour-
ism sector and the practices of professionals. Today, with IT connecting individu-
als and cultures, the shape of the tourism industry has changed and impacts the 
way people access and use travel-related information. Tools such as search engines 
have become a predominant force that influences travelers’ access to tourism prod-
ucts (Xiang et al. 2008). The adoption of smartphones and their apps provides fur-
ther sources of information for travelers in making travel decisions (Wang et al. 
2016).
With the prevalence of computers and mobile technology, the tremendous growth 
of social media has changed the dynamics of online communications (Sigala 
et al. 2012). As a creation of online communication, electronic word of mouth 
(E-WOM) is directed at consumers through Internet-based technology related 
to the use or characteristics of particular goods and services, or their sellers 
(Westbrook 1987). Litvin et al. (2008) investigated the influence of both positive 
and negative WOM in tourism products and studied the significant role that WOM 
has traditionally played as an information source in travel and tourism. Yoo and 
Gretzel (2011) reported some aspects of consumer-generated media and defined 
them as “a new form of word-of-mouth that serve informational needs by offering 
non-commercial, detailed, experiential, and up-to-date information with an access 
beyond the boundaries of one’s immediate social circle.” Social media has signifi-
cantly impacted tourism system.

Cross-cultural differences
In the last two decades, the tourism and travel industry has experienced an extraor-
dinary increase in international tourism, not only in mature destinations such as 
Europe and the USA, but rapid growth has also emerged in the Asia-Pacific region, 
the Middle East, and Africa. When travelers from different backgrounds gather in 
the same place, it is necessary to appreciate how cultural differences may lead to 
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different tourism behavior and how to translate this understanding into effective 
communication, thereby leading to better destination management and strategies.

Pizam and Sussmann (1995) and Pizam and Jeong (1996) suggested that 
nationality influences tourism behavior; that is, different behavioral characteristics 
are found in different countries. Hudson and Ritchie (2001) investigated different 
tourist attitudes toward the environment, demonstrating different cross-cultural 
tourism behaviors. Kozak (2002) found that nationality caused motivational dif-
ferences in the decision-making process. Lee and Sparks (2007) compared the dif-
ferences in travel lifestyles of Koreans in Australia and Korea. Hall and Mitchell 
(2000) pointed to a dearth of research on the cultural differences and similari-
ties of tourists. However, some scholars have criticized the lack of an integrating 
theory of cross-cultural study in tourism behavior (Clark 1990) and noted that the 
assessment of national characteristics is often biased by ethnocentrism (Dimanche 
1994). Despite these criticisms, the influence of cross-cultural research in tourism 
behavior is attracting increasing attention. Given rapid globalization, the investiga-
tion of cross-cultural determinants in behavioral research is an obvious research 
innovation.

8.11  Conclusions

Tourism research is an interdisciplinary field. It is often linked with research on 
social development, personal development, and values, which are further associ-
ated with various life choices. In this chapter, we reviewed the many tourist behav-
ior research programs. We now summarize the issues facing integrated tourist 
behavior models, emphasizing the importance of qualitative research, and discuss 
how life-oriented tourism research can better inform the design of tourism services 
and policies.

8.11.1  Issues of Integrated Tourist Behavior Models

Tourist behavior usually involves a complex decision-making process with many 
dimensions. Interdependencies between behavioral dimensions across space and 
over time not only lead to competition between destinations, but also require col-
laboration between destinations, with consideration of tourists’ variety seeking and 
revisit behavior. Exploring tourist behavior may provide useful insights into both 
public policy decisions and marketing strategies in the private sector. In this chap-
ter, although it is difficult to say that we have given a complete review of all the 
major studies of tourist scheduling behavior models, our review has nevertheless 
revealed a number of important unresolved issues.

Although many studies deal with a single facet of tourism behavior, research 
that includes multifaceted modeling frameworks is very limited. With a focus on 
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spatial choices, multidestination choice behavior has not been well described from 
the perspectives of both sequential decisions and interdependencies. Regarding 
the temporal aspect, we find that the timing decision has been ill specified; fur-
ther research is required to explore time use and expenditure behavior, while 
temporal changes of scheduling behavior have been ignored. Travel information 
is becoming increasingly important in supporting and influencing tourists’ deci-
sions; however, the influence of travel information on scheduling decisions has not 
been clarified. Furthermore, although a number of descriptive integrated schedul-
ing models have been proposed, the interdependencies involved in travel decisions 
have been incorporated only to a limited extent. Because tourism policy decisions 
are required to take into account various aspects of tourists’ behavior at the same 
time, the integrated models should be further improved to incorporate more behav-
ioral aspects in a systematic way from both long-term and short-term perspectives. 
Because tourists usually regard satisfaction as a crucial indicator to evaluate their 
travel, the quality of scheduling decision and behavior should be given appropriate 
evaluation, which to date is lacking.

8.11.2  Importance of Qualitative Research

The first characteristic of tourism behavior research is that most of it is quantita-
tive and consumer or destination based (Mehmetoglu and Altinay 2006). Reliance 
on consumer-based and destination-based studies ensures that researchers gener-
ate normative knowledge (Hunt 1976) and contribute to practitioners’ knowledge. 
Large-scale surveys and questionnaires often help to offer suggestions as to how 
destinations may attract more visitors or improve customer satisfaction. For exam-
ple, Wu et al. (2012c) collected data from 1253 respondents in Japan to study the 
choice-making process of Japanese tourists. Phithakkitnukoon et al. (2015) exam-
ined the relationship over one year between personal mobility and tourism behav-
ior in Japan by adopting a large-scale (country-level) opportunistic mobile sensing 
approach, in which mobile phones are used as tracking devices. Although a survey 
is a practical way of gathering data from a large number of people, it is not very 
effective at discovering the meanings and motives of different kinds of people.

With these shortcomings in mind, tourism behavior research should shift its 
focus from how individuals do their travel to how individuals choose their travel. 
Research should aim at gaining insight into tourists’ line of reasoning that makes 
them behave in the way they do. With the development of self-concepts and exter-
nal environment, tourists are looking for optimum decisions instead of standard 
satisfactions. Thus, a qualitative research method calls for understanding the 
nature of tourism behavior (Mehmetoglu and Altinay 2006). For example, Uriely 
et al. (2002) used in-depth interviews to analyze the tourism behavior and experi-
ence gained by backpackers, revealing the heterogeneous nature of backpackers 
and distinguishing characteristics from other typologies. Martin and Woodside 
(2008) used grounded theory to construct tourism behavior; grounded theory 
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is explicitly emergent and enables useful mapping and description of flows of 
thoughts and decisions in the research situation.

Although quantitative research methods still dominate behavior research, the 
need to develop qualitative research methods is becoming recognized. In-depth 
interviews, long-term observation, and other qualitative research methods are 
called for to describe the nature and new developing trends in the choice process.

8.11.3  Life-Oriented Tourism Research and Service Design

Research on tourism from the QOL perspective can provide useful insights into 
tourism service design. Coghlan (2015) conceptually discussed how to apply pos-
itive psychology to inform the design of travel experiences for a specific health 
outcome, namely enhanced participant well-being or mental health. The suggested 
design is based on the charity challenge model, in which participatory, group 
travel events are combined with extended physical activity, awareness raising, and 
fund-raising for charity. By taking part, the participants demonstrate the pathways 
to well-being, e.g., being active, doing something meaningful, giving, and con-
necting with others. Voigt and Laing (2010) showed that the concept of life cycle 
stages associated with reproduction can be used to develop and market new tour-
ism products and experiences, and argued that parents-to-be and new parents form 
a new tourism niche market. As for tourism marketing and policy, segmentation 
is essential. In this regard, the concept of stage-of-life cohorts has been widely 
adopted (Pennington-Gray et al. 2003). Related to this segmentation associated 
with QOL, Dolnicar et al. (2013) showed that not everybody enjoys tourism and 
argued that effective tourism marketing should be based on better segmentation 
using QOL. They measured the QOL based on eight life domains—family, job, 
other persons, leisure, money, health, vacation, and spiritual life—and found that 
vacation was not valued at all by ~30 % of respondents. As for lifestyle, promot-
ing cultural tourism is especially relevant because the consequences of cultural 
tourism are the improvement of lifestyle, values, family relationships, attitudes, 
customs, traditions, behavioral patterns, and many other economic and social com-
ponents (Alinejad and Razaghi 2012). Alinejad and Razaghi further argued that 
cultural tourism is also the most appropriate way to recognize the cultural interde-
pendence of nations, and tourism’s human-oriented nature has made the remark-
able role of human beings very noticeable in its development. Lee (2015) showed 
that the public and private sectors in Gangwon, South Korea should consider 
health-concerned lifestyles in promoting green health tourism.

The tourism industry faces a number of uncertainties, one of which comes 
from seasonal variation in tourist arrivals; mobile workers play an important role 
in accommodating these uncertainties. Tuulentie and Heimtun (2014) analyzed 
the characteristics of these workers’ mobility, their relationships to seasonal work-
places, and their potential to become permanent residents in sparsely populated 
Arctic tourism destinations such as Finnish Lapland and Nordkapp (North Cape) 



234 L. Zhang et al.

in Norway. They found that mobility varies from lifestyle mobility to more eco-
nomic and necessity-based mobility; furthermore, they noted that without year-
round jobs, it was difficult to persuade these mobile workers to reside permanently 
in the region.

Tourism can also contribute to resolving social exclusion issues by removing 
not only physical barriers, but also internal, cultural, and social barriers that hin-
der persons with disabilities from participating in tourism (Kastenholz et al. 2015). 
Engaging in tourism activities can contribute to slowing the progress of dementia 
in elderly people (Page et al. 2015).
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