The Consumption of Tourism

The Consumption of a Product or a Lifestyle

-17 000 mcdonalds worldwide

Role of Tourists
-Final output of the tourism production process- the personal tourist experience is dependent upon the involvement of tourists themselves

-The manner in which tourists consume tourism experiences is as influential as the activities of the tourism industry in determining the character of tourism development

-With the advent of mass international toruism increasing concern has been raised over the nature of the consumption of tourism

-What are the criticisms aimed at tourist behaviour? What can be done about this?

-Calls for more appropriate and ethical behaviour of tourists

-Codes of Conduct

-Sustainable tourism

-Eco-tourism

WWF Code of conduct for Arctic tourists

-It is largely taken for granted that tourists are positively disposed to seeing out appropriate forms of tourism or that they will respond to advice on how to behave as tourists

-It is assumed, quite simply that tourists will willingly adapt their behaviour as consumers

-the notion that tourists are becoming increasingly aware of and responsive to the consequences of tourism development (and the implications of their own actions as tourists) in destinations is overly naïve

-Consumer behaviour is “discreationary, episodic, future oriented, dynamic, socially influenced and evolving” (pearce 1992, 114)

-motivation has link to behaviour

-increasing importance of consumption in society (consumer society)

Dann (1977) tourism as “anomic” (sense of meangingless to escape from ) and ‘ego enhancement” (address status deprivation)

-tourism is ‘social therapy, a safety valve keeping the everday world in good working order’

-MacCannell (1989) search for the authentic

-“Tourists pay significant sums of money in search of relaxation, fun enterainment.  They are therefore most likely to give priority to satisfying their personal needs rather than demonstrating and responding to a posivitive concern for the consequences of their actions

-Consuming is the organizaing principle of North American life, our leading past time and the primary means of self-expression (Durning, 1992) –before we even get on the plane

Tourism and Consumer Culture
-Tourism is no longer a differentiated set of social practices with its own and distinct rules, times and spaces

-Tourism has merged into other places (urban) and social activities (shopping, TV)

-People are tourists most of the time and tourism has become cultural

Tourism and Postmodern Culture
-In postmodern societies consumptions has a dominant and complex role rather than utility

-It is easier to be a consumer

-Commodities have meaning beyond use value

-Tourism consumption is a social action devoted to manipulation of cultural meaning for collective and individual communication

Consuming tourism as experience
-Focus on subjective or emotional reactions of consumers to objects and how consumers make sense of the objects

-Tourism represents the consumption of dreams, an escape to the non-ordinary, the sacred or novel ‘other’

Consuming as play
-People utilise objects as a resource for interaction with other consumers rather than for the objects experiential characteristics

-tourism may be a means of sharing unusual or extraordinary experiences

-focus in on communal, social nature of consumption experience rather than object of consumption

Consuming as integration
-Integrate self and object thereby allowing acces to the objects symbolic properties

-tourists adapt to local culture, use local resources-assimilation

Consuming as classification
-Role of Consumption in identity is not new but it has never been used as widely as it is in the present

-travel industry developing specialized niche products with the aura of status or luxury

-eco (ego) tourism, all-inclusive, cruise

Tourism Consumption and Development
-most (not all) tourists motivated by ego-centric needs of escape and self-indulgence

-only consumption as integration contributes to development

-purchasing eco-tourism trip does not imply appropriate behaviour

-too easy to blame tourists or mass tourism for the problems facing destinations

-once nature of tourism consumption is understood, destinations can plan

-

