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Abstract: 
The paper concerns various types of tourists according to 

different typologies and their influence on choosing destinations. The 

main aim of the article is to show the process of making decisions by 

different tourists as well as to present the most important factors 

influeincing the length and kind of holidays. The authors also 

showed tourists’ preferences and satisfaction levels of various types 

of travellers. 

 

INTRODUCTION 

There are many types of tourists who have different demands of a destination. Tourist 

typologies are descriptors of distinctive forms of tourist consumer behaviour. They reflect 

different motivations, interests and styles of travel on the part of tourists. Most of the 

typologies attempt to group tourists according to their preferences in terms of destinations, 

activities while on holiday, independent travel versus package holidays. The purpose of these 

typologies is to divide the tourists into the different groups in order to find out what the 

specific tourist want. 

The increase of number and specifity of typologies started by the end of the Second 

World War, as a result of the scientification of tourism progressed. First of all, Plog [1964] 

classified tourists according to destinations they prefer. He argued that there was a continuum 

between types of tourists from the allocentric to the psychocentric tourist. The allocentric 

tourists seek new destinations, and are prepared to take risks in searching for new cultures and 

places. On the other hand psychocentric tourists seek the familiar, and are happier in an 

environment where there are many likeminded tourists. They are not risk takers and adhere to 

the proven product, being conservative in choice. During the 1970s typologies based on age 

and economy dominated led by Cohen [1972] whose initial typology established two non-

intitutionalized roles as drifter and Explorer, and two intitutionalized types, organized mass 

tourists and individual mass tourists. 

1. Organized mass tourist: these are the least adventurous tourists. On buying their 

package holiday they remain encapsulated in an ‘environmental bubble’, divorced 

from the host community as they remain primarily in the hotel complex. They adhere 

to an itinenary fixed by the tour operators, and even their trips out of the complex are 

organised tours. They make few decisions about their holiday. 

2. Individual mass tourist: they are similar to organised mass tourists in that they utilise 

the facilities made available by touroperator, but they have some control over their 

own itinarary. They may use the hotel as a base and hire a car for thier own trips. 

However, many will tend to visit the same places as the mass organised tourist in that 

they will visit the ‘sights’. 

3. Explorer: the explorer arranges his or her trip alone, and attempts to get off the beaten 

track. Yet such tourists will still have recourse to comfortable tourist accomodation. 

However, much of their travel will be associated with a motivation to associate with 
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the local people, and they will often speak the language of the host community. 

Nonetheless, the explorer retains many of the basic routines of his or own lifestyle. 

4. Drifter: the drifter will shun contact with the tourist and tourist establishments, and 

identifiy with the host community. Drifters will live with the locals and adopt many of 

the practices of that community. Income is generated by working with the community, 

but often through low-skilled work, which creates a tendency to mix with the lower 

socioeconomic groups. 

Cohen [1979] also summarised five modes of touristic experience: recreational, 

diversionary, experiental, experimental and existential. 

Furthermore, Valene Smith [1977] described the demographic aspects of tourism, in 

several levels as: 

1. explorer: very limited numbers looking for discovery and involvement with local 

people, 

2. elite: special individually tailored visits to exotic places, 

3. off-beat: the desire to get away from the crowds, 

4. unusual: the visit with peculiar objectives such as physical danger or isolation, 

5. incipient mass: a steady flow travelling alone or in small organized groups using 

some shared services, 

6. mass: the general packaged tour market leading to tourist enclaves overseas, 

7. charter: mass travel to relaxion destinations which incorparate as many standardized 

western faclilities as possible. 

Further, the author mentioned defined five destination interests and motivations: ethnic, 

cultural, historical, environmental and recreational. 

During 1980s typologied extended and included historic types such as the Grand Tour, 

north-south tourism, and long-term youth and budget travel, some of which is selftesting 

[Riley 1988: 111]. Graburn [1983] differentiated two types of contemprory tourism, as the 

annual vacation or holiday break and the rites of passage tourism associated with major 

changes in status such as adulthood or career changes. 

In decade of 1990, the importance of the links between lifestyle and consumption 

patterns was increasingly recognized through the construction of broader sets of typologies. 

Because of this, Gratton [1990], Cooper et al. [1998], Shaw and Williams [2002] and Schott 

[2002] have all rewieved or applied value and lifestyle typologies to understanding of tourism 

trends. Environmental concerns generated numerous new tourist types related to ‘appropriate’ 

or alternative tourism, such as ecotourists or green tourists [Smith and Eadington 1992]. 

Postmodernism has dominated the 1990s with renewed interests in levels of reality [Urry, 

1990], concerns with levels of carrying capacity and sustainability, and types of tourist 

lifestyle and behaviour experiences [Mazanec et al. 1998].  

Despite their limitations, tourist typology models are useful because of the fact that they 

highlight the broad diversity of tourists, in addition they provide an insight into the 

motivations of tourists and their behaviour and it is a way to segment tourists into different 

groups. 

As a result of higher levels of disposable income, greater leisure time, improved 

opportunities for mobility, better education, having more sophisticated tastes and flow of 

information easily people’ attitudes about their holidays start to change. However potential 

tourists are lost in options due to the fact that there are variety of destinations in many 

countries, huge number of holiday types, flexibility of travel, accomodations and timing 

arrangements. Tourists most possibly favour those holidays which offers the fullest 

realisations of their expectations between these so many choice. Chon [1990] explains 

decision-making process as a complex process consisting of the following stages: 1-) the 

recognition of needs. The tourist believes that a holiday purchase will satisfy his or her needs. 



Scientific Review of Physical Culture, volume 6, issue 1 

 

7 

 

The tourist has now tentatively decided to go on holiday. Now she/he must decide where to 

go. 2-) deciding where to go. This process involves: information searches, the evaluation of 

alternatives, the choice of a product and post-purchase evaluation 

The decision-making process has been conceived in a variety of ways. Buying a holiday 

is for many individuals and families high-risk decision, the planning stage assumes a major 

role [Gitelson, Crompton 1983: 222]. On the contrary of retail purchases, a holiday purchase 

is a highly risky because there is no chance for tourists to observe directly what is being 

bought nor try it. Also previous experience of holiday-maker does not gurantee the future 

satisfaction. The degree of planning varies between different types of tourists. The planning of 

holiday incuding decisions whether to go and where to go generally takes place over a long 

time as a result of systematic process. Systematic information search of external sources is 

used much more frequently in making holiday and travel-related decisions to purchase most 

of other types of product [Gitelson, Crompton 1983: 155]. 

It should be emphasized the factors that lead an individual to decide on a holiday, 

variables that may suppress or heighten such factors, and the roles that family members or 

others may play in the holiday decision process [Hall and Page, 1999]. Howard and Sheth 

[1969] also drew attention to the infuence of socio-environmental variables, on the other hand 

Crompton [1993] explored the importance of imagery and marketing. Ryan [1997] has 

attempted to conceptualize the whole decision- making process in terms of a model of ‘the 

tourist experience’. In addition, a linear model of tourism decision-making process which is 

adapted from Wahab, Crampton and Rothfield [1976] suggested that all decision making goes 

through the same process and goes through the same steps. 

 

 
Figure 1. A Linear Model of Tourism Decision-Making Process 

Source: Wahab S., Crampton L. J. and Rothfield L.M. (1976). Tourism marketing, London: Tourism 

International Press. 

 

The theory of perceived risk assumes that consumer perceive risk in their purchasing 

behaviour and generally they tend to utilize risk reduction strategies. Perceived risk is defined 

as ‘a consumer’s perception of the overall negativitiy of a course of action based upon an 

assessment of the possible negative outcomes and the likelihood that those outcomes will 

occur’ [Mowen, Minor 1998: 176]. As soon as consumers have experienced a certain level of 

risk, their behaviour changes, from delaying the purchase to using strategies designed to 

reduce the risk level to a ‘tolerable’ one [Mowen, Minor 1998, Roselius 1971]. 

Perceived risk also could be used in part as a variable in explaining decision-making 

processes of tourists [Maser, Weiermair 1998: 195]: the higher the perceived risk, the more 

information tourists seem to seek and the more rational the decision process becomes. 

Researchs supports correlation between the sensation-seeking personality trait and perceptions 

of risk. Some individuals, namely high sensation seekers, engage in risky experiences fort the 

stimulation involved in the experience [Zuckerman 1994: 98]. 

Tourism products are highly risky because of their intangible characteristics. 

Intangibility makes it difficult to evaluate the product before purchase since tourism products 
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are essentially produced and consumed simultaneously [Mitchell, Greatorex 1993: 147]. 

Tourism products are therefore assumed to be associated with a higher risk when purchasing 

than tangible products. In high risk situations, consumers’ need to search for external 

information is higher than in low-risk situations [Dowling, Staelin 1994, Beatty, Smith 1987]. 

Moutinho [1987] refers to five risk components for tourism services. They are: 

1) functional risk-the risk that the product will not perform as expected, 

2) physical risk-the risk that the product will be harmful,  

3) financial risk-the risk that the product will not be worth its cost, either in time or 

money, 

4) social risk-the risk that a poor product choice may result in embarressment before 

others, and  

5) psychological risk-the risk that a poor product choice will harm the consumers’ ego. 

In tourism context, Roehl and Fesenmaier [1992] also identified three basic dimensions 

of perceived risks: physical-equipment risk, vacation risk and destination risk. Tsaur, Tzeng, 

and Wang [1997] focused on two main types of risk: which refers to the possibility that an 

individual’s health is likely to be exposed to injury and sickness because of conditions such as 

law and order, weather and hygiene, as well as equipment risk, which refers to the dangers 

arising from the malfunctioning of equipment, such as insufficient telecommunication 

facilities, unsafe transportation and breakdown of vehicles. 

Furthermore, Sönmez and Graefe [1998] examined types of risks associated with 

international travel and the overall degree of safety felt by the tourists. They identify several 

types of risk such as equipment/functional risk, financial risk, health risk, physical risk, 

political instability risk, psychological risk, satisfaction risk, social risk, terrorism and time 

risk. The results revealed that perceived risks were found to be strong predictors of the 

likelihood of avoiding destinations. The higher the perceived risk of the foreign destinations, 

the higher the likelihood that consumers will decide to avoid visiting it [Sönmez, Graefe 

1998]. 

Tourist satisfaction is a critical issue for marketing. First of all, it should be identified 

the elements that influence the satisfaction experienced by the tourist. Satisfaction is the 

tourist’s sense that consumption provides outcomes against expectations and a standard of 

pleasure versus displeasure. Satisfaction has both cognitive nature and, on the other, affective 

nature. Oliver [1981] defines satisfaction from the cognitive perspective as a consumer’s 

comparison between performance and expectations. Oliver [1997, 1999] also made definition 

has an affective nature that ‘satisfaction is defined as pleasurable fulfilment”. In the case of 

tourism, satisfaction is a function of pre-travel expectations and post-travel experiences. 

Satisfaction has a one-dimensional construct, which varies along a continuum from 

dissatisfaction to satisfaction. When experiences compared to expactations results in feelings 

of gratification, the tourist is satisfied; when they result in feelings of displeasure, the tourist 

is dissatisfied [Pizam et al. 1978: 125]. Similarly, Hughes [1991] suggested that the tourists 

whose expectations are fulfilled by their experiences report satisfaction, on the other hand 

those whose expactations are not fulfilled report dissatisfaction.  

The tourist satisfaction can also be affected by a positive or negative image. Previous 

experience must be taken into consideration because it causes tourist to have a different 

perception from those who have never visited it [Baloglu 2001: 45]. Since the image of the 

tourism destination influences the satisfaction experienced by the tourist. It has been found 

that the image is associated positively with consumer satisfaction in luxury hotels [Mazanec 

1995: 65]. It is therefore necessary to generate studies of image and its relation to the 

satisfaction obtained in order to know the visitors’ intentions to return and to recommend the 

destination [Bigne´ et al. 2001: 145]. If the tourists are satisfied with the destination, it is 

difficult to affect the attraction felt for a place for holiday-making [Vogt, Andereck 2003: 
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126]. An aspect related to satisfaction is when an attempt is made to establish an emotional 

bond with tourists through the image of the destination, projecting ‘emotional satisfaction’ 

[Ekinci 2003: 96] and not only through the basic needs, such as food, rest or enjoyment 

[Chaudhary 2000, Kandampully and Suartanto 2000: 75]. 

Satisfaction and Revisit Intention: there is a general consensus that satisfaction brings 

positive behavioral outcomes and the understanding of satisfaction provides managerial 

guidance in the tourism industry. Oliver [1997]  defined satisfaction as customer judgment 

about product or servicefulfillment. Similarly, Engel, Blackwell, and Miniard [1990] 

proposed a definition that satisfaction is the outcome of the subjective evaluation about 

whether or not the chosenalternative meets or exceeds the expectation. 

Many theories are developed to explain satisfaction. The expectation-disconfirmation 

paradigm and the equity theories are two of these theories. Engel, et al. [1990] defined 

satisfaction as the most frequently cited one in accounting for satisfaction is expectation-

disconfirmation paradigm (EDP) that suggests a comparison between expectation and 

performance. According to Oliver [1980], EDP suggests confirmation, positive 

disconfirmation, and negative disconfirmation. If service or product perceptions exactly meet 

expectations customers’ expectations are confirmed. When performance exceeds expectations 

positive disconfirmation occurs, on the other hand, if expectations exceed performance 

negative disconfirmation occurs. Thus, confirmation and positive disconfirmation result in 

satisfaction, while negative disconfirmation leads to dissatisfaction. Another theory on 

customer satisfaction is based on the equity theory [Oliver and Swan 1989: 100]. Satisfaction 

occurs when customers receive more value than what they spent in terms of price, time, and 

effort. According to Grewal, Monroe, and Krishnan [1998], perceived value is ‘‘the 

perception of psychological satisfaction obtained from taking advantage of the financial terms 

of the price deal.’’ The equity theory suggests that value is an appropriate measure to evaluate 

satisfaction [Heskett, et al. 1994, Kumar 2002, Oliver and Swan 1989, Su 2004]. 

In addition to satisfaction theories, the relationship between satisfaction and repurchase 

intention has been explored in various product and service markets. By proposing the 

existence of manifest satisfaction and latent satisfaction, Bloemer and Kasper [1995] argued 

that the relationship between consumer satisfaction and repurchase intention is not monotonic 

because of the disparity of customers’ motivation and capability to evaluate the purchased 

product/service brand relative to the reference point. Manifest satisfaction occurs when an 

explicit comparison is made between expectation and performance and when the customers 

can be conscious of the outcome of their own evaluation and satisfaction. When there is no 

explicit comparison made because of a lack of motivation and/or capability of the customers 

to evaluate their own choice, customers cannot be fully aware of their own satisfaction, which 

is called latent satisfaction. An empirical test by Bloemer and Kasper [1995] indicated that the 

positive influence of manifest satisfaction on repurchase intention is greater than that of latent 

satisfaction, so the general idea that satisfaction has a positive relationship with repurchase 

intention is still valid. Similarly, many researches show that the positive relationship between 

satisfaction and revisit intention has been found in tourism destination choice settings. 

Loyalty is also critical issue for tourism as many sectors. Rundle-Thiele and Lockshin 

[2000] defines loyalty as the future behaviour commitment to purchase a product or service, 

or the link with a provider on all occasions when other alternatives are possible. 

Equivalencely, customer loyalty is defined by Backman and Compton [1991] thus involves a 

positive attitude towards the firm’s product or service, followed by favourable behavior that 

leads to purchasing it and reccomending to others. Gaining the loyalty of customers today 

takes place in both product and services markets and is identified frequently with the retention 

of customers because both concepts refer to the repetition of the purchase of products or 

services from a single firm by customers over a prolonged period of time [Petrick 2004, Tsaur 



Scientific Review of Physical Culture, volume 6, issue 1 

 

10 

 

et al. 2002: 233]. Reid and Reid [1993] also pointed out the importance of customer loyalty 

because it is also a stable source of revenue for firms, serving at the same time as an 

information channel that acts informally by recommending the product or service to family 

and friends. 

In addition, Yim and Kannan [1999] argued that the definition of loyalty should include 

both exclusive and reinforcing loyalties. Exclusive loyalty was further termed as hardcore 

loyalty, for those consumers who have been won over by a particular alternative over time. 

Reinforcing loyalties are potential switchers that tend to purchase more than one alternative, 

exhibit divided loyalties among a few alternatives, and have an increased tendency to 

repurchase the alternative after their initial purchase. Yim and Kannan’s study [1999] pointed 

out that the reinforcing loyalty was associated with variety seeking, which is similarly based 

on the optimum levels of stimulation [Zuckerman 1971: 66]. 

Enlightened by the findings of Gyte and Phelps [1989] and the reinforcing loyalty of 

Yim and Kannan [1999], Feng and Jang [2004] argued a trichotomous TDRI tourist 

segmentation with a 5-year time frame: continuous repeater (travelers with consistently high 

revisit intentions over time), deferred repeater (travelers with low revisit intentions in the 

short-term but high revisit intentions in the long- term), and continuous switcher (travelers 

with consistently low revisit intentions over time). Among the three segments, deferred 

repeaters tend to reinforce visit intentions. Thus, they are also potential switchers who tend to 

visit more than one destination, showing divided loyalties and displaying an increased 

tendency to revisit the destination after their initial visit. Therefore, focusing on the deferred 

repeaters, this study is based on the idea that tourists’ visit intentions vary depending on time 

and that the intention could be split from a temporal perspective into short-term, mid-term, 

and long-term revisit intentions. 

According to Oppermann [2000] there are various alternatives for measuring a tourist’s 

loyalty. First, loyalty can be measured through behaviour, by considering repeat purchasing. 

Secondly, it can be measured through attitude, analysing the tourist’s predisposition towards 

the tourism destination. Finally a composite measure is proposed, which integrates behaviour 

and attitude, considering that the tourist must have positive attitude and behaviour towards a 

destination for it to be considered true loyalty.  

Loyalty is a concept related closely to customer satisfaction, and there is even a 

consensus that a high degree of satisfaction results in loyal customers. This makes loyalty the 

central concept of marketing and any discussion of it must take into account the elements 

involved in the process of its formation, such as customer satisfaction [Petrick and Backman 

2002, Baker and Crompton 2000: 178] and brand image [Bigne’ et al. 2001: 68]. 

For marketing implications, the model of Fishbein and Ajzen [1975] suggests that 

attitudinal loyalty towards the tourism destination is directly and positively affected by the the 

image of the tourism destination. According to this model, a particular behaviour is 

determined by a single attitude. An attitude towards an object may determine different 

behaviours, such as the repetition of the visit, word of mouth or complaints. The attitude, in 

turn, is determined by beliefs, are image and satisfaction. Image and satisfaction indirectly 

influence behavioural loyalty through attitudinal loyalty. 

The Effect of Service Quality on Customer Satisfaction and Loyalty: in tourism context 

there is a strong relationship between the customer satisfaction, loyalty and service quality. 

According to Dimanche and Havitz [1994] , quality of service is generally assumed to affect 

business performance and loyalty in a positive way. Hurley and Hooman [1998] point out that 

perception of service quality affect feelings of satisfaction, which will then affect loyalty and 

future buying decisions.  

Service quality is linked to six performance indicators according to PIMS (Profit Impact 

of Marketing Strategies) database which contains information about strategy and performance 
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on 2600 business worldwide: (1) customer loyalty, (2) repeat purchases, (3) reduced 

vulnerability to price wars, (4) ability to command high relative price without affecting 

market share, (5) lower marketing costs, and (6) market share improvements.  

Some people prefer repeat visitation to the same destination, whereas others prefer to try 

some new place every time however, repeat purchase is crucial component for contemprary 

marketing in order to be successful. According to Markin [1969] prior satisfaction with a 

vacation destination may lead to repeat purchases. Also Cronin and Taylor [1992] suggested 

that customer satisfaction affected repurchase intent significantly. Reichheld and Sasser 

[1990] and Shoemaker and Lewis [1999] arrange the benefits of repeat purchase as (1) 

attracting previous customers is more cost-effective than gaining new ones; (2) 5% increase in 

customer retention could increase profit by 25–85%; and (3) customer retention tends to yield 

positive word-of-mouth referral. 

Also, Jones and Sasser [1995] used the customers’ stated intent to repurchase a product 

as a measure of the behavioural component of loyalty. They argued that intent to repurchase is 

a very strong indicator of future behaviour. Assael [1995] reported on a range of studies that 

were conducted which supported the view that intentions could be used to predict overt 

behaviour. In addition, Gitelson and Crompton [1984] pointed out that although satisfaction 

with a particular destination appears to be a necessary condition for explaining much repeat 

visitation, it is not sufficient to explain the phenomenon since many respondents reported 

satisfactory experiences and yet did not return to the same destination.They also suggested 

that there were five factors that can motivate repeat visitation: 

1. it reduces the risk of an unsatisfactory experience; 

2. there is an assurance that they would find their ‘kind of people’; 

3. an emotional childhood attachment; 

4. to experience some aspects of the destination which had been omitted on a previous 

occasion; 

5. to expose others to the satisfactory experiences that tourists had previously. 

As parallel with these explanations Witt and Witt [1995] suggested why people paid 

repeat visit to a destination: once people have been on holiday to a particular country and 

liked it, they tend to return to that destination. Similarly, Oppermann [1998] argued, ‘if 

tourists were happy with the previous (or even the immediate past) destination choice, they 

may not even look for information on other destinations for their next destination selections’. 

These arguments suggest that previous experience with a destination may affect the intention 

and the actual decision to revisit it. 

At the level of the economy as a whole and for the individual attraction, repeat visits in 

tourism have also been accepted as an important phenomenon [Darnell and Johnson 2001: 

122]. In addition, many travel destinations rely heavily on repeat visitors [Darnell and 

Johnson 2001, Gitelson and Crompton 1984: 158]. Many studies in recent years have focused 

on the antecedents of destination revisit intention to understand why travelers make repeat 

visits. As a result of these studies, major antecedents of revisit intention are satisfaction, 

quality related constructs, perceived value, past vacation experience, safety, image, 

attachment, and cultural difference. 

According to Oppermann [1999], time is significant in tourist retention and loyalty 

because “time firstly plays a role in identifying appropriate time intervals during which a 

purchase may or may not take place’’. Darnell and Johnson [2001] also noted the significance 

of temporal viewpoint to destination management, indicating, ‘‘the time profile of repeat 

visiting has important implications for visit flows.’’ The study of Baloğlu and Erickson 

[1998] also showed that most international travelers to one destination are more likely to 

switch to another destination for their next trip, but many of them hope to revisit the same 

destinations in the future. However, their explanation on revisit intentions reflects the two 
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implicit assumptions of former rerearches [Highes 1995, Schmidhauser 1976, Woodside and 

MacDonald 1994: 96]: (1) revisit intention lapses over time; and (2) the strength of revisit 

intention tends to be constant once it is created. The first assumption which argues revisit 

intention lapses over time is implied by the recency-frequency-monetary value (RFM) 

paradigm. It is one of the essential operational principles for many loyalty building programs 

[Hughes 1995: 75]. According to RFM paradigm individuals who buy one’s product more 

recently, more frequently, and spend more money are more likely to repurchase or respond to 

an incentive to repurchase. Furthermore, the notion of recency indicates that recent customers 

tend to repurchase and that the strength of their repurchasing intention will decrease over 

time. 

The second assumption is closely related with tourist typologies. There are two distinct 

tourist segments according to Woodside and MacDonald [1994]: first one is visitors returning 

to a destination due to familiarity and the other one is visitors not returning due to familiarity. 

Schmidhauser [1976] argued that there are, at least, two different types of tourists: continuous 

repeaters who choose the same destination over and over again and continuous switchers who 

do not come back even though they are satisfied with the destination in their current visit. On 

the other hand, Gitelson and Crompton [1984] categorized repeat visitors into three 

subgroups: infrequent, frequent, and very frequent, however they did not specify the 

frequency of visits for each group. Oppermann [1999] discussed a conceptual typology as a 

function of multiple visits, based on a New Zealand resident data: somewhat loyal 

(infrequent), loyal (regular), and very loyal (annual and biannual); and further extended this 

typology to cover the entire population by introducing four other traveler types: non-

purchasers, disillusioned, unstable, and disloyal. 

According to Jones and Sasser [1995], in non-competitive markets, satisfaction has little 

impact on loyalty as the customers are captive customers without having choice. On the other 

and, in competitive markets, there is great difference between the loyalty of “satisfied” and 

“completely satisfied” customers. Totally satisfied customers are more likely to repurchase 

products than merely satisfied customers [Jones and Sasser 1995: 129]. 

The Effect of Word-of Mouth Communication on Repurchase Intention: Word-of-

communication is a powerful force on consumer behaviour in tourism. In tourism research, 

loyalty has been measured using two main indicators: willingness to recommend or word-of-

mouth, and likelihood of return [Bigne’ et al. 2001, Chen and Gursoy 2001, Baloglu et al. 

2003, Petrick 2004: 157]. Word-of-communication is defined by Anderson [1998] as informal 

communication between private parties concerning evalutions of goods and services. It is 

likely that satisfied visitors will come back and will tell others about their favourable or 

unfavourable experiences [Kozak 2001: 169]. Ashworth and Goodall [1988] observed that if a 

tourist is dissatisfied they will not recommend the destination to o thers. Word-of-mouth has 

more significant impact on tourist perceptions than other forms of mass communication since, 

it is the most effective communication for the tourism industry. When making purchase 

decision for services, consumers generally rely more heavely on verbal messages [Davis, 

Guiltman and Jones, 1979: 147]. According to Bateson [1995], consumers believe that 

personal sources provide the most adequate and up-to-date information. Moreover, word-of-

mouth techniques are perceived as more credible and less biased [Lovelock 1991: 152]. Payne 

[1993] also suggested that dissatisfied customers tell more than two times as many people 

about their poor experiences than those who are satisfied. 

 

CONCLUSIONS 

Word-of-mouth communication behavior of customers is positively affected by high 

service quality [Bone 1992, Helm 2000, Harrison-Walker 2001: 136]. Positive word-of-mouth 

communication will attract new customers and, hence, lead to higher revenues. Therefore 
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customer satisfaction is central for realizing profits. Moreover, extremely dissatisfied 

customers are even more likely to engage in word-of-mouth than satisfied customers 

[Anderson 1998, Harrison-Walker 2001: 114]. Negative word-of-mouth will probably lead to 

lower customer loyalty and negative consequences for the attraction of new customers. Past 

research further revealed that customer loyalty is positively related to word-of-mouth 

communication [Zeithaml et al. 1996, Harrison-Walker 2001: 133]. Not only loyal customers 

are satisfied with the service but also they feel attached to the service provider. 

 

BIBLIOGRAPHY: 
1. Alba, J., Lynch, J., Weitz, B., Janiszewski, C., Lutz, R., & Sawyer, A. (1997). “Interactivehome 

shopping: Consumer, retailer, and manufacturer incentives to participate in electronic 

marketplaces.” Journal of Marketing, 61 (3): 38. 

2. Anderson, Eugene W. (1998). "Customer Satisfaction and Word of Mouth," Journal of Service 

Research, 1 (August), pp. 5-17.  

3. Anderson, R. E., & Srinivasan, S. S. (2003). “E-satisfaction and E-loyalty: Acontingency 

Framework.” Psychology and Marketing, 20(2), pp. 123–138.  

4. Ansari, A., Bawa, K., & Ghosh, A. (1995). “A nested logit model of brand choiceincorporating 

variety-seeking and marketing-mix variables.” Marketing Letters, 6(3), pp. 199-210.  

5. Ariely, D., & Levav, J. (2000). “Sequential choice in group settings: Taking the road less traveled 

and less enjoyed.” Journal of Consumer Research, 27, pp. 279 –290.  

6. Ashworth, G. J. (1988). The historic cities of Groningen: Which is sold to whom? In Marketing 

Tourism Places, edited by G. J Ashworth and B. Goodall. London and New York: Routledge.5 

7. Assael, Henry (1995), Consumer Behaviour and Marketing Action. 5th edn. Cincinnati:South 

Western College.100 

8. Backman, S. J. & Compton, J. L.(1991) “The usefulness of selected for predicting activity loyalty” 

Leisure Science, 3, pp. 205-220. 

9. Baker, D. A., & Crompton, J. L. (2000). “Quality, satisfaction, and behaviorintentions.” Annals of 

Tourism Research, 27(3), pp. 785–804. 

10. Baloglu, S., & Erickson, R. E. (1998). “Destination loyalty and switching behavior of travelers: A 

Markov analysis.” Tourism Analysis, 2, pp. 119–127. 

11. Baloglu, S., (2001). “Image Variations of Turkey by Familiarity Index:Informational and 

Experiential Dimensions”, Tourism Management, 22(2), pp. 127-133.  

12. Baloglu, S. & Mangaloglu, M. (2001). “Tourism destination images of Turkey, Egypt,Greece, and 

Italy seize perceived by US-based tour operator and travel agents” Tourism Management, 22, pp. 

1–9. 

13. Baumgartner, H. & Steenkamp, J. (1996). “Exploratory consumer buying 

behavioConceptualization and measurement.” International Journal of Research in Marketing, 13 

(2),  pp. 21–137.  

14. Bass, F. M., Pessemier, E. A., & Lehmann, D. R. (1972). “An experimental study ofrelationships 

between attitudes, brand preference, and choice.” Behavioral Science, 17(1), pp. 532-541. 

15. Bawa, K. (1990). “Modeling inertia and variety seeking tendencies in brand choicebehavior.” 

Marketing Science, 9(3), pp. 263-278. 

16. Bearden W.O. & Calcich S.E. & Netemeyer R. & Tell F.E. (1986). “An exploratoryinvestigation 

of consumer innovativeness and interpersonal influences. “ Advances in consumer research, vol. 

13. Provo, UT: Association for Consumer, pp. 77 – 82. 

17. Beatty, S.E. and Smith, S.M. (1987). “External search efforts: an investigation acrossseveral 

product categories.” Journal of Consumer Research, 14, 83-95.  

18. Beerli, P. A., Mart´ın, J. D. & Moreno, G. S. (2002) Los Agentes que Conforman laImagen de los 

Destinos Tur´ısticos. I Coloquio Predoctoral Europeo deTurismo y Ocio ESADE-IMHI (Cornell-

ESSEC). 9 

19. Belk, R.W. (1988). "Possessions and the extended self" Journal of Consumer Research,Vol. 15 pp. 

139-53. 

20. Bellinger, D. N. & Korgoankar, P. K. (1980). “Profiling the recreational shopper.” Journal of 

Retailing, 56 (3), pp. 77–92. 



Scientific Review of Physical Culture, volume 6, issue 1 

 

14 

 

21. Bello, D. C., & Etzel, M. J. (1985). “The role of novelty in the pleasure travelexperience.” Journal 

of Travel Research, 24, pp. 20–26. 

22. Berlyne, D. E. (1960). Conflict, Arousal, and Curiosity. McGraw-Hill: New York, NY. 52 

23. Bigne´, E. & Andreu, L. (2000). “The chain of the marketing of the tourist product” in J. E.35 

24. Bigne´ & D.Lo´pez (Eds)Territorial Planning and Tourist marketing, pp. 113–132. 

25. Bigne´, E., Sanchez, M. I. & Sanchez, J. (2001). “Tourism image, evaluation variables andafter 

purchase behaviour: Inter-relationship” Tourism Management, 22, pp. 607– 616. 

26. Bigne, J. E., Andreu, L., & Gnoth, J. (2005). “The theme park experience: An analysis of pleasure, 

arousal and satisfaction.” Tourism Management, 26, pp. 833–844. 

27. Bloemer, J. M. M., & Kasper, H. D. P. (1995). “The complex relationship betweenconsumer 

satisfaction and brand loyalty”. Journal of Economic Psychology, 16, 311–329. 

28. Bone, Paula F. (1992), "Determinants of Word-of-Mouth Communication During Product 

Consumption," Advances in Consumer Research, 19, pp. 575-583.  

29. Bourdieu (1984). "Distinction: A Social Critique of the Judgement of Taste", Harvard University 

Press, Cambridge, U.K. 125 

30. Burkart, A. and Medlik, S. (1974). Tourism: Past, Present and Future. London: Heinemann. 250 

31. Burns, David J. & Krampf, Robert F. (1991). “A semiotic perspective on innovative behavior. 

Developments in marketing science.” 15th Annual Conference, Academy of Marketing Science, 

vol. 14.;32 – 5. 

32. Burns, David J. & Krampf, Robert F. (1992). “Explaining innovative behavior. Uniqueness-

seeking and sensation-seeking” International Journal of Advertising,11(3), pp. 227-238. 

33. Calantone, R. J. & Mazanec, J. (1991). “Marketing management and tourism'” Annals of Tourism 

Research, Vol. 18, No. 1, pp. 101-119 . 

34. Calantone, R.J., A. di Benedetto & D. Bojanic (1987), "A Comprehensive Review of the tourism” 

Annals of Tourism Research 15 (3) 

35. Carlson L. & Grossbart S. L. (1984). “Toward a better understanding of inherentinnovativeness.” 

In:Russel WB, Robert AP, editors. Proceeding of the A.M.A. educator’s conference Chicago: 

American Marketing Association, pp. 88 –91. 

36. Cattell, R. B. (1975). Personality and motivation: Structure and measurement. NewYork: 

Harcourt, Brace & World.55 

37. Chaudhary, M. (2000). “India’s Image seize Tourist Destination – to perspective of foreign 

tourists” Tourism Management, 21, pp. 293–297. 

38. Chen, J. S. (2001). “To marry study of Korean outbound traveller’s destination images byusing 

correspondence analysis” Tourism Management, 22, pp. 345–350. 

39. Chen, J. S., & Gursoy, D. (2001). “An investigation of tourists’ destination loyalty and 

preferences.” International Journal of Contemporary Hospitality Management,13(2), pp. 79–85. 

40. Chintagunta, P. K. (1998). “Inertia and variety seeking in a model of brand-purchase timing.” 

Marketing Science, 17(3), pp. 253-270. 

41. Chon, K. S. (1990). “Toward a global perspective of hospitality education.” HospitalityTourism 

Educator 3(4), 

42. Cohen, E. (1979). “A phenomenology of tourist experiences”. Sociology, 13, 179-201.  

43. Cooper, C.P. (1981). “Spatial and temporal patterns of tourist behaviour.” RegionalStudies 15, pp. 

359–71. 

44. Cooper, C., Fletcher, J., Gilbert, D., Shepher, R. and Wanhill, S. (1993).Tourism: principles and 

practice. Harlow: Longmans. 

45. Crompton, J. (1979). “Motivation for pleasure vacation.” Journal of Leisure Research, 6, pp. 408– 

424. 

46. Crompton, J. L. (1993). “Choice set propositions in destination decisions.” Annals of Tourism 

Research 20(3), pp. 461–77. 

47. Cronin, J. J. and Taylor, S.A. (1992). "Measuring Service Quality: A Reexaminationand 

Extension." Journal of Marketing, 56, pp. 55-68. 

48. Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). “Assessing the effects of quality,value, and 

customer satisfaction on consumer behavioral intentions in service environments.” Journal of 

Retailing, 76(2), pp. 193–218. 



Scientific Review of Physical Culture, volume 6, issue 1 

 

15 

 

49. Crouch, G., R. Perdue, H. Timmermans, and M. Uysal (2004). Consumer Psychology of Tourism, 

Hospitality and Leisure. London: CABI Publishing. 20 

50. Danaher, P. J. & Haddrell, V. (1996). “A comparison of question scales for measuring customer 

satisfaction.” International Journal of Service Industry Management, 7(4), 4–26. 

51. Dann, Graham M. S. (1981). “Tourist Motivation - An Appraisal,” Annals of Tourism Research, 8 

(2), 187-219. 

52. Darnell, A. C., & Johnson, P. S. (2001). “Repeat visits to attractions: A preliminary economic 

anaysis.” Tourism Management, 22, pp. 119–126. 

53. Day, George S. (1969). “A Two Dimensional Concept of Brand Loyalty,” Journal of Advertising 

Research, 9 (3), pp. 29-35.  

54. Dawar, N. & Parker, P. (1994). “Marketing universals: Consumers’ use of brand name, price, 

physical appearance, and retailer reputation as signals of product quality.” Journal of Marketing, 

58 (2), p. 81.  

55. Dittmar, H., Long, K., & Bond, R. (2007). “When a better self is only a button click away: 

Associations between materialistic values, emotional and identity-related buying motives, and 

compulsive buying tendency online.” Journal of Social and Clinical Psychology, 26 (3), p. 334. 

56. Demir, Cengiz. (2004). “A profile of Turkish tourism.” International Journal of Contemprory 

Hospitality Management 16(5), pp. 325-328.  

57. Dimanche, F., & Havitz, M. E. (1994). Involvement and residents’ perceptions of tourism impacts. 

Paper presented at the 1994 NRPASymposium on Leisure Research, Minneapolis, MN. 

58. Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). “Effects of price, brand, and store 

information on buyers’ product evaluations.” Journal of Marketing Research, 28 (3), 307. 

59. Dowling, G. and Staelin, R. (1994),“A model of perceived-risk and risk handling activity” Journal 

of Consumer Research, 21, pp. 119-34. 

60. Driver, M. J. & Streufert, S. (1965). The “General Incongruity Adaptation Level”(GIAL) 

hypothesis: An analysis and integration of cognitive approaches to motivation,Paper No. 114, 

Institute for Research in the Behavioral, Economic, and Management Sciences, Krannert Graduate 

School of Management, Purdue University, West Lafayette, IN. 

61. Eastlick, M. A. & Feinberg, R. A. (1999). “Shopping motives for mail catalog shopping.” Journal 

of Business Research, 45 (3), pp. 281–290. 

62. Echtner, C., Ritchie, M. & Brent, J. R. (1991). “The Meaning and Measurement of Destination 

Image.” The Journal of Tourism Studies, 2(2), pp. 2–12. 

63. Ekinci, Y. (2003). “From destination image to destination branding: An emerging area of 

research” Review of Tourism Research, 1(2), pp. 1–4. 

64. Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1990). Consumer behavior(6th ed.). Chicago, IL: 

The Dryden Press. 

65. Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995). Consumer Behaviour 8th edn (Forth 

Worth, TX: Dryden Press 1995) 

66. Etzel MJ, Wahlers RG. (1984). “Optimal stimulation level and consumer travel preferences.” In: 

Russel WB, Robert AP, editors. Proceeding of the A.M.A. educator’s conference. Chicago: 

American Marketing Association, pp. 92 – 5. 

67. Faison, E. (1977). “The neglected variety drive: A useful concept for consumer behavior.” Journal 

of Consumer Research, 4, 172–175. 

68. Feng, R., & Jang, S. (2004). “Temporal destination loyalty: A structural initiation.” Advances in 

Hospitality and Tourism Research, 9, 207–221. 

69. Fakeye, P. C. & Crompton, J. L. (1991) “Image Differences Between Prospective, First-Time, and 

RepeatVisitors to the Lower Rio Grande Valley” Journal of Travel Research, 30(2), pp. 10–16. 

70. Featherstone, M. (1991). Consumer Culture and Postmodernism. London: Sage.  

71. Fishbein, M. & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An introduction to 

theory and research. (Reading, MA: Addison-Wesley). 

72. Fromkin H. L. (1968). Affective and valuational consequences of self-perceived uniqueness 

deprivation. Unpublished doctoral dissertation. The Ohio State University. 

73. Fromkin, H. L., & Snyder, C. R. (1980). “The search for uniqueness and valuation of scarcity.” In 

K. J. Gergen, M. S. Greenberg, & R. H. Willis (Eds.), Social exchange:Advances in theory and 

research (pp. 57–75). New York: Plenum Press. 



Scientific Review of Physical Culture, volume 6, issue 1 

 

16 

 

74. Gartner, W.C. (1993). “Image Formation Process.” Journal of Travel and Tourism Marketing 

(2/3): 191-215. 

75. Gatignon H, Robertson TS.(1985). “A propositional inventory for new diffusion research.” Journal 

of Consumer Research 1985;11:849 – 67 (March). 

76. Gallarza, M.G., Gil, I. & Caldero´ n, H. (2002). “Image of the Destiny, Towards a Conceptual 

Frame.” Annals of Tourism Research in Spanish, 4(1), pp. 37–62. 

77. Gitelson R., Crompton J. (1983) Insights into the repeat vacation phenomenon Annals of Tourism 

Research. Vol. II. pp. 199.217.  

78. Graburn, N. 1983 The anthropology of tourism. Annals of Tourism Research 10(2):9-34.  

79. Kozak M., 2001. Repeaters' behavior at two distinct destinations. Annals of tourism research. 

80. Lea, J. 1988 Tourism and development in the Third World. Methuen Introductions to 

Development. London: Routledge.  

81. Leiper, N. 1995 Tourism management. Melbourne: RMIT Press.  

82. Mathieson, A. and Wall, G. 1982 Tourism: Economic, physical and social impacts. Honolulu: 

University of Hawaii Press.  

83. Mazanec J. (1998) Market segmentation [in:] Jafari J., Encyclopedia of Tourism. Routledge. 

London. 

84. Mitchell, C.J.A., Nolan R., Hohol F. (1993) Tourism and community economic development: a 

case study of St. Jacobs. Ontario  

85. Plog (1964) Residents' perceptions on tourism impacts. Annals of Tourism Research 

Volume 19, Issue 4, 1992, pp. 665–690. 

86. Smith, V. L. (ed.) 1977. Hosts and guests: The anthropology of tourism. Philadelphia: University 

of Pennsylvania Press.  

87. Wahab S., Crampton L. J. and Rothfield L.M. (1976). Tourism marketing, London: Tourism 

International Press. 

88. Zuckerman M., (1994) Behavioural Expressions and Biosocial Basis of Sensation Seeking. 

Cambridge Univesity Press.  

  


