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Abstract The COVID-19 pandemic has drastically changed the way in which peo-
ple think about and engage with the tourism and travel industry. Understanding how
people may respond to this new and changing landscape will be vital if tourism and
travel operators hope to recover from the pandemic fallout that has shattered this
once vibrant industry. This chapter brings together theory and research from the
fields of health psychology and positive psychology to provide insight into the
psyche of the individual tourist and explore ways in which the tourism industry can
adapt to, and manage, the ongoing presence of COVID-19. This chapter will discuss
topics including theories of tourist motivation, tourist resilience and wellbeing, and
the psychological processes underpinning the performance of COVID-safe
behaviours.
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Introduction

The pandemic caused by the novel coronavirus disease 2019 (COVID-19) has
undoubtedly had a significant impact, influencing people of all cultures, religions,
and socioeconomic statuses around the globe. For the tourism sector, much of the
impact from the pandemic can be seen in the significant reduction in travel behav-
iour that was brought about by the implementation of widespread travel restrictions.
Although such restrictions were introduced in an attempt to slow the spread of the
virus, they have likely contributed to unprecedented changes in the way in which
tourists choose their travel destinations, interact with other travellers, and respond
to an ever-changing travel landscape. Consequently, it is important for tourism
scholarship to explore the psychology of the individual tourist to better understand
what motivates people to travel and how peoples’ travel behaviour might change in
response to a global pandemic like COVID-19.

Drawing on theory and research from the fields of health psychology and posi-
tive psychology can help to understand the tourist psyche. In recent decades, there
has been a growing body of research employing psychological theories to better
understand topics such as tourist motivation (Ahn, 2020), tourist decision-making
(Pearce, 2014), tourist wellbeing (Filep, 2014), and travel-related health behaviours
(Sanchez-Caiizares et al., 2021). Such work is important as it can provide valuable
insights into ways in which the tourism sector can be modified to not only benefit
the tourism industry, but also the individual tourist.

The current chapter will begin by discussing theories of tourist motivation and
will highlight the utility of adopting a needs-based theoretical approach to tourist
motivation. This section will focus on identifying ways in which the tourism envi-
ronment can be modified to enhance people’s travel motivation while also promot-
ing their psychological wellbeing during travel. The chapter will then explore
themes from the positive psychology literature to better understand individual char-
acteristics of the tourist that may help them cope with the uncertainty and anxiety of
travelling during a global pandemic. Finally, the chapter will explore theory and
research from the field of health psychology and behaviour change to better under-
stand peoples’ engagement in COVID-safe behaviours, which can prevent and
reduce transmission of the virus, during travel. The chapter will conclude with some
final comments on how the tourism and travel industry can draw from the health and
positive psychology literature to successfully adapt to the on-going changes to tour-
ism brought about by the pandemic.
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Theories of Tourist Motivation: Understanding Why
People Travel

For the tourism industry to successfully recover from the COVID-19 pandemic,
both government and tourism operators will need to identify ways to encourage
people to travel in a safe, yet meaningful way. To do this, a greater understanding of
what motivates people to travel is needed. Unfortunately, however, the answer to the
question “Why do people travel?” is not one that is easily identified.

Despite numerous theoretical models having been proposed (e.g., Boorstin,
1962; Crompton, 1979; Dann, 1977), there has been little consensus in identifying
the primary motivators of peoples’ travel behaviour. For instance, Gray (1970) pro-
posed that people travel for either sunlust or wonderlust reasons. Those who are
considered “sunlust travellers” seek out destinations that provide amenities that
may not be available to a person where they would typically live (e.g., the beach or
tropical rainforests), whereas “wonderlust travellers” seek out destinations and
activities that are new or unfamiliar to the individual (e.g., exploring different cul-
tures). Plog (1974, 1987) suggested that tourists’ behaviour can be linked to indi-
vidual differences in the personality trait of anxiety. Specifically, those high in trait
anxiety, also known as “psychocentrics”, would be less likely to travel or would
travel to destinations that are familiar or close to home. By contrast, those low in
trait anxiety, known as “allocentrics”, tend to be more willing to travel to destina-
tions that are further away or where fewer tourist support services (e.g., hotels,
sight-seeing activities, restaurants) may exist.

Alternate approaches to tourist motivation emphasise the specific needs, wants,
and desires of the individual (e.g., Pearce & Lee, 2005; Pearce & Panchal, 2011).
Dann (1977) proposed that travel motivation can be considered the influence of
various push and pull factors. Push factors are individual motives of the individual
that drive their motivation to travel, such as the desire to escape, prestige, rest and
relaxation, and social interaction. Pull factors are features of the travel destination
that may attract the individual to that particular location such as cost, convenience,
and the availability of facilities and attractions. When deciding if and where to
travel, many individuals will therefore likely base their travel decisions on whether
or not their travel experiences are expected to satisfy their own individual wants
and needs.

Self-determination Theory

This more recent view of travel motivation, which emphasises the needs of the indi-
vidual, is consistent with models of motivation typically discussed in the health and
positive psychology literature, such as self-determination theory (SDT) (Deci &
Ryan, 2000). SDT is an organismic theory of human motivation and is based on the
assumption that people are motivated by the satisfaction of three fundamental and
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universal psychological needs: autonomy, relatedness, and competence. The need
for autonomy reflects the need to feel a sense of agency and ownership over one’s
own actions. The need for relatedness reflects the need to develop a sense of close-
ness and attachment to other people. Lastly, the need for competence reflects the
need to feel as though one has a sense of mastery over their actions and has the
required ability to develop new skills. The satisfaction of each of these needs is
essential for optimal and healthy psychological development (Roark & Ellis, 2009).
Outside tourism, there is ample evidence demonstrating the satisfaction of these
basic psychological needs is predictive of greater life satisfaction, positive affect,
and general wellbeing (Ng et al., 2012; Ntoumanis et al., 2020).

Integrating SDT into tourism scholarship can be useful as the theory provides
insight into the origin of human motivation and attempts to identify the driving
forces of behaviour. If an individual believes that a travel destination will satisfy
their psychological needs, they will feel intrinsically motivated, in that their deci-
sion to travel to that destination will originate from within. Intrinsic motivation
reflects an individuals’ desire to perform an activity because they have a genuine
interest in that activity or because they believe that the activity will be enjoyable.
For example, an individual may choose to travel to a remote village in the Philippines
because they have a genuine interest in that village’s culture or local cuisine. In
contrast, if a destination is not expected to satisfy a person’s needs, their motivation
will likely emanate from external or controlled forces. For instance, another indi-
vidual might travel to that same village but may do so due to social pressure or
coercion from others, rather than genuine interest. Travel behaviour that stems from
intrinsic reasons rather than from controlled reasons can lead to more fulfilling,
authentic, and enjoyable travel experiences (Cini et al., 2013).

Tourist Motivation and COVID-19: A Needs-Based Approach

During the COVID-19 pandemic, many peoples’ ability to satisfy their needs for
autonomy, relatedness, and competence may have been temporarily hindered due to
the various restrictions implemented by local and national governments (see
Introduction: Issues in Tourist Health, Safety and Wellbeing). These restrictions
often included measures such as the temporary closure of non-essential businesses
and activities (e.g., amusement parks, gymnasiums, music concerts and festivals),
working from home orders, and social distancing requirements (Gostin & Wiley,
2020). The effect of these restrictions on the tourism industry was compounded by
the fact that a majority of countries also restricted international and inter-state travel,
ultimately reducing the number of much-needed visitors to tourist hot spots. As a
result of these restrictions, many were not able to experience freedom in their
actions (autonomy), had limited social contact (relatedness), and were not able to
perform activities that contributed to their self-development (competence). It is
therefore important to identify ways in which the tourism environment can be modi-
fied to support psychological need satisfaction.
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When individuals satisfy the need for autonomy, they feel a sense of agency and
control over their own actions. Travel destinations can create autonomy-supportive
environments by providing guests freedom in their ability to choose the destination
activities they wish to engage in, and even if activities might be limited due to pan-
demic restrictions, choice can still be given over those activities available. Allowing
choice during travel is important, as individuals seek out destinations which align
with their personally held values and interests (Chung et al., 2018; Han et al., 2017).
To facilitate autonomy, accommodation venues could provide guests with sugges-
tions and recommendations about various attractions and activities which may be of
interest to them, such as dining at a particular restaurant popular among locals or
visiting a nearby theme park, museum, or scenic spot. Autonomy can also be pro-
moted by allowing guests the opportunity to communicate and engage with a travel
brand through providing feedback or reviews (Roark & Ellis, 2009). Satisfying the
need for autonomy can help foster positive emotions toward a tourist environment
and positively influence a person’s experience with that brand. In turn, these posi-
tive emotions can have a positive influence on a tourist’s intention to re-visit that
destination and they will be more willing to spread positive word-of-mouth reviews
(Ahn, 2020; Ahn & Back, 2018; Deng et al., 2013; Jung et al., 2015).

The need for relatedness reflects the desire to develop and experience meaning-
ful connections with other people. During the pandemic, social (or physical) dis-
tancing became a primary preventative strategy (i.e., a COVID-safe behaviour) for
slowing the spread of the virus. This had an unprecedented impact on peoples’ abil-
ity to physically connect with others as physical movement was restricted, and
many forms of social interaction were moved online. When travelling, experiencing
social connections with others has important benefits on the tourism experience
(McCabe & Johnson, 2013; Morgan et al., 2015). In addition, positive social inter-
actions not only benefit the individual tourist (Wei et al., 2019), but are also impor-
tant for the working relationship between staff and customers (Ball & Johnson,
2000) and can positively impact local communities of the travel destination
(Tokarchuk et al., 2017; Volo, 2017).

Supporting relatedness needs can be achieved through tourism service providers
providing opportunities for guests to interact with other fellow travellers as well as
with locals of the travel destination. For example, encouraging participation in
social events such as shows, attractions, concerts, and dining experiences provides
guests with the opportunity to develop meaningful connections with others and
facilitates interpersonal interactions (Buzinde, 2020; Sheldon et al., 2011).
Relatedness can also be supported by providing opportunities for guests to reflect on
their travel experiences with others. For instance, providing facilities such as Wi-Fi
and communal lounge areas so guests can share their travel experiences with other
people can encourage guests to savour their recent experiences and in doing so,
promote positive emotions and increase motivation for future travel (Yan &
Halpenny, 2020).

Modifying the tourism environment to be need-supportive can also help tourists
feel competent in their actions. Individuals experience competence when they par-
ticipate in activities that enhance their sense of self and promote self-development.
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For example, travellers to health and wellness destinations, like meditation or yoga
retreats, travel to these destinations to enhance their wellbeing or to find purpose
and meaning in their lives (Bowers & Cheer, 2017; Moufakkir & Selmi, 2018;
Norman, 2011). Similarly, travellers with concerns about the environment seek out
travel destinations that are likely to satisfy their desire to engage in pro-environmental
behaviours (Han et al., 2017). Tourists may also satisfy their need for competence
by participating in activities that provide them the opportunity to learn or develop
new skills (Ahn & Back, 2019). For example, creative experiences such as pottery,
crafts, and art exhibits might attract tourists who are actively seeking new knowl-
edge or experiences during their travel (Huang et al., 2020; Tan et al., 2013).
Providing guests with a variety of activities that cater to a range of interests will
therefore not only facilitate autonomy but will allow guests the opportunity to
engage in activities through which they can demonstrate competence and mastery in
their ability (Table 1).

Case Study 1: Motivating Tourism During the COVID-19 Pandemic in
Queensland, Australia

To help the tourism industry recover in Queensland, Australia, the Queensland
state government, in partnership with Tourism & Events Queensland (TEQ),
rolled out the domestic Good to Go campaign. This campaign was designed
to promote intrastate tourism by encouraging Queenslanders to see the sights
of their own backyard and to reconnect with their close family and friends.
The primary message of the campaign was to inform Queenslanders that
Queensland’s tourism industry was good to go and ready to welcome visitors
once again.

The campaign was run across multiple platforms including print, digital,
television, and social media (see Fig. 1). Importantly, the messages provided
in the campaign are congruent with the principles of SDT in fostering autono-
mous travel motivation:

e The campaign promoted autonomy by showing consumers a range of travel
destinations in Queensland to choose from that were “good to go”, such as
Lady Elliot Island in the Southern Great Barrier Reef and Manta Ray Bay
in the Whitsunday Islands.

* Relatedness was encouraged through the use of images depicting families
and groups of individuals participating in various activities. The video
component of the campaign also encourages viewers to reconnect with
their family and friends via “family road trips and getaways with the
whole crew”.

* To promote competence, the campaign displays images and video footage
of the various destination activities that could be engaged in while travel-
ling to the different travel destinations, such as kayaking along Brisbane
River or ocean rafting in the Whitsunday Islands. Consumers may view
these activities as opportunities to demonstrate their ability or to learn
new skills.
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Table 1 Supporting psychological need satisfaction during travel

Need

Supporting factor

Autonomy

Autonomy needs can be supported by providing guests with choice and freedom
in their travel-related decisions. Offering a variety of activities and suggestions
will allow guests the opportunity to freely seek out activities that align with their
values and will provide a sense of fulfilment and positive emotion

Relatedness

Relatedness needs can be supported by ensuring that guests feel a sense of
connection and belonging with others. Tourism operators should provide facilities
and opportunities for guests to interact and form strong social bonds with others
during their stay

Competence

Competence needs can be supported by providing guests with opportunities to
demonstrate their ability or develop new skills. Providing various travel activities
will not only give guests autonomy over their actions but will allow them to
choose activities that they can feel competent in performing or that will enhance
their sense of self

Fig. 1 The Good to Go
campaign that was
implemented in
Queensland, Australia to
encourage people to travel
and support the
Queensland tourism
industry. (Source: Image
courtesy of Tourism and
Events Queensland (2020),
used with permission)

AUSTRALIA

Positive Psychology and Tourism: Supportive Characteristics
of the Individual Tourist

The changes in lifestyle that have been brought about by the COVID-19 pandemic
have not only had a major impact on the global tourism sector but have also had a
significant impact on people’s psychological wellbeing (Dawel et al., 2020).
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However, various personal characteristics and principles commonly identified in the
positive psychology literature may be effective in promoting personal wellbeing
and enthusiasm for resuming one’s usual travel activities. These principles are based
on characteristics that travellers often already possess but which may have been
affected by the experience of living through the pandemic-imposed limitations.
Gaining personal insight into one’s level of each of these factors may assist the
individual in deciding whether it might be useful to engage in strategies that may
enhance these factors and ultimately benefit their personal wellbeing.

Managing Uncertainty: Self-efficacy, Resilience, Hope,
Optimism, and Gratitude

One factor that can influence how a person evaluates and responds to unexpected
changes during times of travel is their level of self-efficacy. Self-efficacy refers to a
person’s belief in their capability to perform an action that they set out to accom-
plish (Bandura, 1986). Individuals high in self-efficacy feel more capable in their
ability to overcome challenging or difficult situations and are therefore more moti-
vated to take positive change actions (Bandura, 2011). For instance, an individual
with high self-efficacy may have plans to visit a local tourist destination (e.g., a park
or museum) and feel confident in their ability to enact these plans even in the face
of potential setbacks or challenges (e.g., changes to the physical venue layout due
to social distancing requirements).

Despite the setbacks that may have been experienced by travellers due to various
COVID-safe precautions, there are a range of questions and strategies which travel-
lers can reflect on which may assist them to feel more confident about their future
travel prospects and increase their travel-related self-efficacy beliefs (see Table 2).

Resilience

Resilience is defined as the ability of an individual to emotionally and physically
overcome the impacts of a challenging situation (American Psychological
Association, 2014). It does not imply that an individual should not experience the
impacts of a challenging event or circumstance, but rather that they experience a
relatively brief reaction to a setback before recovering to their base level of wellbe-
ing. Resilience is often recognised as the phenomenon of “bouncing back” from a
challenging event, even when one has experienced something as personally disrup-
tive as a trauma (Masten & Narayan, 2012; Orcutt et al., 2014; Ryff & Singer,
2003). During the COVID-19 pandemic, resilience was demonstrated by many trav-
ellers, including those who were faced with significant delays to their return home
from visits abroad and had to remain in hotel quarantine, those who had travel plans
abruptly cancelled, and people working in the travel industry who lost jobs. Whilst
some travellers became depressed, anxious, and/or resentful and the situation ended
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Table 2 Reflective questions to enhance travel self-efficacy

Issue Strategy

Low confidence in ability to cope | Consider past successes you have had in your travels:
with future unexpected adjustments What did those look like?
to travel plans What steps were taken that led to this success?
Consider past failures that occurred in terms of your travel
plans:
How did you overcome these?
What was the end result?
‘What can you take from that experience to apply to
future scenarios?
Low self-efficacy in making travel | Consider your plans for travel in the near future:
plans ‘What would be some of the pros of going ahead with
making plans?
‘What would be some challenges involved in making
plans, and how could you overcome these?
Consider how confident you feel in making plans for travel
at the moment:
What is your rating of confidence from 0 (not at all
confident) to 10 (totally confident)?
If your confidence is less than a 7/10, is there anything
you can do to make it at least a 7?
If not, consider changing your plans to be simpler (e.g.,
try a shorter trip first).
Expectation that travel plans will Consider why you think that your plans may not work out:
not work out ‘What is the evidence that they will not work out (e.g., if
travel is planned for after restrictions have eased, who is
to say your plans cannot go ahead?)
Is there anything you can do to increase the likelihood
of your plans working out?

up grossly impacting their mental and physical wellbeing, the epitome of resilience
was shown in the way that many travellers, after feeling disheartened and despaired,
recovered from the setback and were proactive in moving forward with their lives.
Importantly, while the direct sources of resilience remain largely unknown and is
believed to be associated with personal characteristics involving genetics as well as
environmental influences (Bowes & Jaffee, 2013), it is possible for individuals to
increase their resilience.

One of the ways in which resilience can be enhanced is with the support of others
(Matthews et al., 2020). Building one’s social support network, which may involve
connecting via digital platforms, including social media, email, and video confer-
encing, could be a useful strategy for connecting at a time when in-person contact is
not possible, such as during the COVID-19 pandemic, or when travel restrictions
are in place. Taking part in social media groups with peers has been shown to pro-
vide buffering effects against depression and can assist with promoting psychologi-
cal wellbeing among individuals (Shensa et al., 2020). Peer group support can also
provide a sense of connectedness that replaces the effects of isolation, loneliness,
and despondency that is commonly felt when individuals are prevented from under-
taking their planned activities (Tull et al., 2020). Therefore, attempting to connect
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with those who have similar experiences can be highly beneficial to one’s sense of
relatedness and provide personal strength to facilitate resilience.

Hope

Hope is another characteristic from positive psychology that lends itself to coping
through stressful experiences and may assist travellers with navigating their way
through personal and global crises. Hope can be operationalised as a positive cogni-
tive state based on a sense of successful goal-directed determination and planning to
meet these goals (Snyder et al., 1991), and it can vary between individuals as a
characteristic and at different stages of life according to their circumstances. There
are different types of hope that can influence our lives in various ways. For instance,
aim- or goal-directed hope involves the hope that one will achieve a specific goal
that they have set for themselves (Snyder, 2002). If one aims to fulfil the goal of
becoming fit to undertake an adventure tour of South America, that can result in a
feeling of aim- or goal-directed hope that they are able to fulfil this adventure. When
we set goals to pursue desired courses of action, we inevitably start with a degree of
aim- or goal-directed hope. This can provide the individual with extra willpower
and motivation to reach their goal as well as increase people’s motivation to travel
even when challenges or setbacks may be present.

Optimism

Another positive psychology-related concept that can be useful in times of chal-
lenge or stress is optimism. Optimism can be defined as the expectation that the
future will bring more positive events than negative (Scheier et al., 1994). It is a
broader concept than hope in that it concerns one’s overall perspective, rather than
necessarily being tied to specific goals, achievements, or events. People who are
high in optimism have been shown to have better physical and mental health out-
comes, including less likelihood of experiencing depression, and faster recovery
from cancer, than people who are lower in optimism (Conversano et al., 2010;
Hodges & Winstandly, 2012). An example of optimism in the travel context includes
engaging in the belief that future travel plans will work out despite the restrictions
imposed due to COVID-19 in 2020. Another example is considering the advance in
digital technology use and education that resulted from needing to interact with
family and friends online, which was a first-time experience for many individuals.

Gratitude

Finally, gratitude refers to acknowledging good things that happen and recognising
that the sources of goodness are external to oneself; they see life as a gift (Watkins
et al., 2003). Practising gratitude consciously every day, even for a brief period,
such as taking 10 min to write a gratitude journal, has been shown to increase one’s
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levels of happiness and wellbeing (Seligman et al., 2005). In the context of the
COVID-19 pandemic, gratitude for being able to spend more time at home for vari-
ous reasons, such as the opportunity to see family more, or to have a more flexible
daily life schedule, could have contributed to positive wellbeing. Gratitude can
make us more mindful by encouraging us to notice the benefits in our lives, and as
such, this can encourage us to adopt a more positive mindset in general. For exam-
ple, if we do not pay attention to positive aspects of our life, we can become disil-
lusioned, or engaged in a more negative thinking pattern.

Moving Beyond Tourist Wellbeing: Encouraging COVID-Safe
Travel Behaviours

In addition to understanding tourist motivation and characteristics to support well-
being, the travel industry will need to examine closely iow people behave while
they are travelling to prevent further outbreaks of COVID-19. Indeed, a large body
of research in health psychology focuses on identifying the factors that influence
peoples’ performance of various health and risk behaviours (Hagger et al., 2020a).
These unprecedented times call for attention to be given to the capability of indi-
viduals being able to effectively navigate this time of change and uncertainty, and
when global travel is possible, individuals can do so while also being diligent about
maintaining health, safety, and wellbeing through continued practice of COVID-
safe behaviours. This is particularly relevant given research indicates that behav-
ioural interventions such as contact tracing, hand washing, social distancing, and
self-isolation are more likely to be effective than travel restrictions at mitigating the
pandemic (Chinazzi et al., 2020). This means that until COVID-19 vaccination is
rolled out on a global scale, the onus falls on individuals to comply with behaviours
known to be effective in curbing the spread of infections (e.g., social distancing,
hand hygiene practices). This is important even in the roll-out of pharmacological
measures as vaccination should not be viewed as a panacea for resolving the pan-
demic crisis, especially in the short-to-medium term, and until sufficient widespread
immunity against the virus resulting from mass inoculation is achieved, continued
promotion of COVID-safe behaviours will continue to be the mainstay of virus
containment in the current and future pandemic contexts.

Understanding Motivation to Perform COVID-Safe Behaviours

The global action plan aimed at reducing the spread of COVID-19 infections pro-
duced by the World Health Organization (WHO, 2020) highlights the importance of
adopting a range of COVID-safe behaviours including, for example, washing hands
frequently, maintaining social distancing, practising respiratory hygiene, and self-
isolating if feeling unwell. Despite documented reports of these key behaviours in
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the prevention of virus transmission (e.g., Kim et al., 2020) little is known about
how to strengthen individuals’ capacity to practice and continue to practice these
COVID-safe behaviours, particularly during travel. Recently, knowledge to inform
practice guidelines has been gleaned from research applying theories of social cog-
nition and understanding the determinants and mechanisms that underpin them in
relation to COVID-safe behaviours (Hamilton et al., 2020a; Hagger et al., 2020b;
Hagger et al., 2021; Lin et al., 2020). This research identifies potentially modifiable
factors that have been shown to be reliably related to COVID-safe behaviours
which, in turn, provides guidance to inform the development of behavioural inter-
ventions and broader public health messages aimed at promoting increased adher-
ence to these key behaviours in the pandemic and beyond (Hagger et al., 2020a; Kok
et al., 2016).

There has been a long tradition of applying social cognition theories to the pre-
diction of behaviour (Hagger et al., 2020a). Such theories assume behavioural deci-
sion making is a conscious, deliberative process determined by beliefs such as
attitude, social norms, and perceptions of control or self-efficacy. A prominent
theory that encompasses these beliefs is the theory of planned behaviour (Ajzen,
1991). The theory posits an individual’s intention to perform the target behaviour as
the most proximal determinant of future performance of the target behaviour.
Intention is proposed to be a function of three belief-based constructs regarding the
future behaviour: attitude (beliefs about the positive and negative consequences of
the behaviour), subjective norm (beliefs that significant others approve of perform-
ing the behaviour), and perceived behavioural control (beliefs in capacity to carry
out the behaviour and to overcome barriers to behavioural performance, and also
shown to directly predict behaviour when it closely approximates actual control).
Research applying the theory of planned behaviour has found support for its predic-
tions across multiple behaviours, contexts, and populations (e.g., Hamilton et al.,
2020b; Hannan et al., 2015; McEachan et al., 2011), including travellers’ post-
pandemic tourism decision making processes for safer destinations (Han et al.,
2020) and individuals’ COVID-safe behaviours (; Hagger et al., 2020b; Lin
et al., 2020).

While the theory of planned behaviour has been praised for its parsimony, it is
not without limitations. For example, meta-analytic research has demonstrated that
substantive variance in behaviour remains unexplained by the theory (Hamilton
et al., 2020b; McEachan et al., 2011) and that the intention-behaviour relationship
is imperfect (Rhodes & de Bruijn, 2013). To resolve these limitations, modifications
to the theory have been proposed, such as introducing additional constructs (e.g.,
risk perceptions, anticipated regret; McEachan et al., 2011) or integrating constructs
and related predictions from other theories (e.g., autonomous and controlled moti-
vation from self-determination theory; Hagger & Hamilton, 2020a; Ntoumanis
et al., 2020) within the theory (see Hagger & Hamilton, 2020b). For example,
Hagger et al. (2020b) applied an integrated social cognition model to identify the
determinants of social distancing behaviour, and the processes involved, in the con-
text of the COVID-19 pandemic in samples of Australian (N = 365) and US
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(N =440) residents. Findings showed that for both samples, subjective norm, moral
norm, and perceived behavioural control were consistent predictors of intention,
and intention, action planning, and habit, at follow-up were consistent predictors of
social distancing behaviour.

Other researchers have applied dual-phase models, such as the health action pro-
cess approach (Schwarzer, 2008; Schwarzer & Hamilton, 2020) or integrated ver-
sions of the theory of planned behaviour with constructs from the health action
process approach (de Vries, 2017), as means to resolve the limitation of the
intention-behaviour “gap”. A key feature of the health action process approach is
the distinction the model makes between motivational (being in a deliberative mind-
set while setting a goal—forming an intention) and volitional (being in an imple-
mentation mindset while pursuing the goal) phases involved in behavioural
performance. In the motivational phase, similar to the theory of planned behaviour,
intention is posited as the most important determinant of behaviour and operates as
a “bridge” between the motivational and volitional phases. Intention is proposed to
be a function of three sets of belief-based constructs: outcome expectancies (beliefs
that the target behaviour will lead to outcomes that have utility for the individual,
conceptually akin to attitudes in the theory of planned behaviour), self-efficacy
(beliefs in personal capacity to successfully perform the target behaviour and over-
come challenges and barriers to its performance, conceptually akin to perceived
behavioural control in the theory of planned behaviour), and risk perceptions
(beliefs in the severity of a health condition that may arise from not performing the
target behaviour and personal vulnerability toward it). In the volitional phase, plan-
ning (making plans to perform the behaviour and to cope with barriers to perfor-
mance) and action control (monitoring and evaluation of a behaviour against a
desired behavioural standard) strategies are important self-regulatory strategies that
determine subsequent enactment of the target behaviour (Schwarzer &
Hamilton, 2020).

Recent research applying an integrated health action process approach and the-
ory of planned behaviour to COVID-safe behaviours found support for the pattern
of effects among model constructs to be consistent with theory and identified salient
determinants of COVID-safe behaviours; specifically perceived behavioural con-
trol, intentions, forms of planning, and maintenance self-efficacy (Lin et al., 2020).
Another study examined the social cognition determinants of social distancing
behaviour during the COVID-19 pandemic in samples from Australia and US,
guided by the health action process approach (Hamilton et al., 2020a). The authors
found intention and action control were significant predictors of social distancing
behaviour in both samples, and intention predicted action and coping planning in
the US sample. Self-efficacy and action control were significant predictors of inten-
tion in both samples, with attitudes predicting intention in the Australia sample and
risk perceptions predicting intention in the US sample. In summary, the results indi-
cate that COVID-safe behaviours are a function of motivational and volitional pro-
cesses. This knowledge can help to inform public health campaigns and specific
messaging regarding practising COVID-safe behaviours to keep individuals safe
while travelling in times of the current pandemic and beyond.
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Campaign Strategies to Increase Covid-Safe Behaviours

A key question is what strategies can be used to promote continued practice of
COVID-safe behaviours while travelling so that tourists can travel safely, while also
finding satisfaction in their travels? In the early stages of the pandemic, organisa-
tions and government departments around the world launched different campaigns
designed to promote engagement in COVID-safe behaviours, as shown in Table 3.
These campaigns used a diverse range of interventions to encourage people to
practice COVID-safe behaviours, using strategies such as information provision
and communication persuasion, incentivisation, coercion, environmental restructur-
ing (see Fig. 2), and restriction. Given the rapid spread of the virus, these interven-
tions were developed fast and were therefore often not informed directly by
empirical evidence on these behaviours. However, around mid-2020, a small body
of behavioural science research emerged (e.g., Hagger et al., 2020b; Hamilton et al.,

Table 3 Case Study 2: Examples of Government campaign strategies to promote COVID-19 safe
behaviours

Campaign ‘ Campaign message Mode of message delivery
United States of America (Centers for Disease Control and Prevention, 2020)

How to protect “You can help prevent the spread of Posters with key messages
yourself and others | respiratory illnesses with these actions; Audio-recorded public
(Centers for avoid close contact with people who are | service announcements
Disease Control sick; avoid touching your eyes, nose, and

and Prevention, mouth; practice social distancing by

2020) putting space between yourself and others;

and wash hands often with soap and water
for at least 20 s”

United Kingdom (Public Health England, 2020)

Hands. Face. “We must keep on protecting each other; | Posters with campaign

Space. campaign | hands; face; space.” and “wash hands; messages and infographics
(Department of cover face; make space.” depicting: (1) hands with
Health and Social bubbles; (2) a mask; (3) two
Care, 2020) silhouettes with an unspecified

distance between them

Australia (Australian Government Department of Health)

Simple steps to “Help stop the spread and stay healthy” Posters with infographics that

stop the spread and “together we can help stop the spread | encouraged people to “cough

campaign and stay healthy” or sneeze into your arm”, “use

Stay COVID free | “Stay COVID safe by: a tissue”, “bin the tissue”, and

and do the 3 1. Washing your hands as often as “wash your hands”

campaign possible; 2. Keeping your distance where | Short video advertisements
you can; and 3. Downloading the screened nationally as
COVIDSafe app” television commercials

“If you’re feeling sick, you need to stay at | (Department of Health)
home and get tested”

The infographics contained within the
posters and videos also indicate that 20 s
is required for hand washing, and 1.5 m is
required for physical distance
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Fig.2 Anexample of how environments (e.g., airports, movie theatres, restaurants) were modified
to encourage people to engage in COVID-safe behaviours, such as social distancing. (Source:
Image by Pixabay, used with permission)

2020a; Lin et al., 2020) that can help direct the design of current and future inter-
vention strategies and promote adherence and maintenance to key COVID-safe
behaviours. For example, as indicated in the section above, intervention strategies
that map onto social cognition constructs, such as self-efficacy, social and moral
norms, planning, action control, and habit, can inform future messaging around
COVID-safe behaviours and help keep travellers safe.

Such strategies could include providing opportunities for mastery experience
(i.e., practising a behaviour) and vicarious experience (i.e., observing a model per-
forming the behaviour) and providing feedback on past or others’ performance to
promote self-efficacy (Warner & French, 2020). Tailoring of these strategies could
target both the uptake of the behaviour (e.g., modelling appropriate social distance
when in line to purchase a plane ticket, demonstrating ways to ensure effective hand
hygiene techniques when touring and prompting practice) or the maintenance of the
behaviour (e.g., having a rule of thumb on keeping an appropriate social distance
when at airports, providing positive feedback on individuals’ use of face masks
when in public). Strategies could also focus on promoting moral obligation and
control to promote greater intention to perform COVID-safe behaviours. For exam-
ple, messages highlighting people’s approval toward performing COVID-safe
behaviours and messages making salient the risks and consequences of virus trans-
mission for vulnerable others due to failure to perform COVID-safe behaviours may
be useful.

Other strategies to consider are planning and monitoring, both of which are sug-
gested to be effective in building habits. For example, it may be useful to explore the
development of simple action plans in promoting performance of COVID-safe
behaviours. Research has shown that effective plans are those that specify when,
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where, and how to act on intended goals by using an IF-THEN format, also known
as an implementation intention (Gollwitzer, 1999). The IF part of the plan identifies
the critical situation that usually triggers the behaviour (e.g., IF it is after breakfast
and I am about to leave the hotel to get on the bus tour); the THEN part specifies the
action (e.g., THEN I will put on my facemask). It could also be useful to include
mental imagery strategies with planning strategies—implementation imagery
(Hamilton et al., 2019; Hamilton et al., 2021)—which prompts individuals to imag-
ine the steps required to engage in a future motivated behaviour and form a concrete
plan to implement the steps (for an example, see Hamilton et al., 2019; also see
Case Study 3 in Table 4).

In addition, as action control has been shown to be a key determinant of COVID-
safe behaviours, it might be important to consider strategies that enable the indi-
vidual to consistently monitor if they follow through on their intentions for the
target behaviour (Schwarzer & Hamilton, 2020). Monitoring helps identify discrep-
ancies in behaviour (e.g., not being at an appropriate social distance when in line at
airports), and noting a discrepancy can trigger taking additional action to ensure
goals are achieved (e.g., adjusting the distance) (Webb & de Bruin, 2020). In order

Table 4 Case Study 3: Mental imagery guide to promote performance of COVID-safe behaviours

Behaviour change

Part method Implementation strategy

Provide information about the risks of not
performing COVID-safe behaviours

1. Education Information provision

2. Formation of | Personalise risk and Providing information about the personal risk

a goal intention

provide scenario-based
risk information

Provide opportunities for
social comparison

Goal setting

Providing reasons people should perform COVID-
safe behaviours

Providing a strategy for overcoming barriers to
performing COVID-safe behaviours

3. Practice Guided practice Tangy lemon guided imagery task
imagery (imagery skill)
exercise
4. Process Implementation Provide examples of things to do to perform
mental intentions COVID-safe behaviours
simulation Goal setting Imagining the steps to use to perform COVID-safe
Planning coping behaviours
responses Process mental simulation exercise
Guided practice
Using imagery
5. Outcome Personalise risk Encouragement to think about the things that can
mental Provide information happen when not performing COVID-safe
simulation about others’ approval behaviours and when performing COVID-safe

Provide contingent
rewards using imagery

behaviours, including the risk and the benefits
Information about what important others will think
Outcome mental simulation exercise

6. Conclusion

Cue altering

Instructing that if ever in the situation to remember
goal

Source: Adapted from Hamilton et al., 2019
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to promote better action control, interventions may prompt self-monitoring (e.g.,
through self-observation of social distancing behaviour) or be monitored by others
(e.g., flight attendant prompts an individual to increase their social distance when
entering the plane).

Conclusion

There is little doubt that peoples’ beliefs, attitudes, and behaviours regarding tour-
ism have changed since the beginning of the COVID-19 pandemic. Moving for-
ward, however, it is important that the tourism industry continue to adjust and pivot
to this ever-changing landscape. To do this, tourism scholars, industry partners, and
tourism operators will need to reflect on these recent changes and consider WHAT’S
PAR for the course? That is, what needs to change in the tourism sector moving
forward to ensure that travellers can continue to travel and experience meaningful
adventures, while also maintaining their health, safety, and wellbeing?

As covered in this chapter, there are various ways in which the tourism industry
can draw from the health and positive psychology literature to successfully adapt to
this new normal. Through examining tourist motivation, tourism scholars can iden-
tify theory-based ways of modifying the tourism environment to enhance people’s
motivation to travel, while also contributing to their psychological wellbeing. In
addition, it is likely that personal characteristics and resources of an individual, such
as self-efficacy and resilience, will influence how tourists will respond to the vari-
ous changes and uncertainty that they may experience during their future travel.
These individual characteristics along with social cognition beliefs that guide
behaviour may not only impact their wellbeing during travel but would also be
likely to influence their intentions to adapt to and perform various COVID-safe
behaviours. Because of these challenges, it is important for the tourism industry to
continue modifying their practices and think of new and creative ways to keep tour-
ist safe, while also ensuring that they can continue to have meaningful and memo-
rable travel experiences.
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