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ABSTRACT

This research investigates the nature of the UK association conference attendance
decision-making process and proposes a behavioural model representing this
concept. Attendance at association conferences is often discretionary and moreover,
association conferences are usually longer than other types of conference and are
frequently larger in scale. Such characteristics potentially give rise to a complex
decision-making model with regard to conference attendance. The research aims to
investigate the precise nature of this model. Additionally it appears that very little is
known about the characteristics of association conference delegates in the UK and
this study aims to widen understanding of these characteristics by examining
membership and attendance, socio-demographic, and demand and trip profile

characteristics.

Initially the consumer behaviour literature is reviewed and it is argued that existing
models of leisure tourism decision-making can be adapted to be representative of
decision-making in the UK association context. The evaluation of alternatives stage
of the decision-making process is the most complex and offers the best opportunity
for empirical testing. Six proposed components of the UK association conference

attendance decision-making process are identified.

Interviews with conference professionals and a questionnaire including two attribute-
based measurement scales are identified as the most appropriate research methods,
and the data obtained is subjected to confirmatory factor analysis. Six salient
components of the conference attendance decision-making process emerge: location,
cost, networking opportunities, personal/professional development, health and

wellbeing, time and place. These were incorporated into the five-stage behavioural

model of the UK association conference decision-making process proposed by this

study.

X1



CHAPTER ONE - INTRODUCTION AND BACKGROUND TO STUDY

1.0 Introduction

The aim of this research is to develop existing knowledge of business tourism and
particularly of the conference industry. Business tourism, where the trip 1s
undertaken for business purposes and not for leisure, is a major segment of the
tourism market and is vitally important to the economies of many counftries
worldwide. Paradoxically however, the business tourism sector is less well-
researched than other sectors of the tourism industry. This is particularly apparent in

the area of conference tourism.

This research will focus on the conference industry, which until now has arguably
been defined from a supply-side perspective, as will be documented in this thesis. In
order to address this gap, this study will examine demand-side issues from the
perspective of individual conference delegates and will particularly focus on why

association conference delegates choose to attend a conference.

The research will link the decision-making process of conference delegates with
established decision-making theory in consumer behaviour, and will propose a model
of the UK association conference decision-making process. In addition, the
extension of consumer behaviour theory to the conference context will demonstrate
the wider application of consumer behaviour theory and in a sense will contribute

towards further validation of the theories of leisure tourism decision-making.

1.1  Background

The business and conference tourism sector is often referred to as the MICE sector.
“MICE” includes meetings, incentives, conferences and exhibitions and each will be
discussed in detail in Chapter Two. The acronym MICE came into being in the mid-

1990s and has generally been adopted by the industry. There have been criticisms of



the term, with one Australian academic complaining that “a mouse is a rodent
making little contribution to anything” (McCabe et al 2000). However, the name has

continued to be used and is often interchangeable with other terms such as business

and conference tourism, or conventions and meetings.

According to McCabe et al (2000), the MICE sector is one of the fastest growing and
most lucrative areas of the tourism industry. The benefits of the MICE industry
include not just the obvious financial benefits (e.g. revenue generation, creation of
employment), but also benefits such as generating investment in the tourism
infrastructure and providing facilities that can be used for continuing education and
training. Additionally there can be less tangible benefits of a successful MICE

sector, such as improving the reputation and image of a destination.

Examination of the statistics for just one aspect of the MICE market, association
conferences, illustrates the enormous impact of this industry. According to the
American Society of Association Executives (ASAE), who claim to represent 207
million members of associations worldwide, associations throughout the world
annually spend $56 billion on conventions, expositions and seminars (ASAE 2005).
This figure may be inflated as it is clearly in the interests of ASAE to promote
association conferences, but nonetheless it serves to underline not just the economic
importance of this sector, but also the importance of further research into this multi-

billion dollar industry.

1.2  Statement of Rescarch Problem

As discussed, very little empirical work has been carried out on conferences, and in
particular into the decision-making process undertaken by a potential conference
delegate when deciding whether or not to attend an association conference. The
research that has been carried out in the business tourism and MICE sectors has also
focused predominantly on the supply side, in areas such as economic impacts and
convention destination competitiveness. It appears that the conference market is

being defined primarily from the supply-side and that there is a gap in the literature



concerning the individual conference delegates and their needs and wants, which
offers an opportunity to advance knowledge in the area of conference and business
tourism. Any research conducted by the industry itself generally investigates the

economic impacts of conferences and their size and scale, such as for example the
British Conference Venues Survey (BCVS 2004). The point of view of individual

delegates has rarely been taken into account.

Although some initial work has been carried out into the factors that have a bearing
on the attendance decision-making process, notably by Oppermann (1995b) and by
Oppermann and Chon (1995 and 1997), further research in this area is still required.
The underlying concepts and theories which underpin research into the conference
attendance decision-making process are still very much in development and the

research documented in this thesis aims to clarify the situation in this regard.

1.3  Research Questions

The literature review that formed part of this study identified several gaps in our
knowledge of the conference industry, and the primary aim of this study is to
contribute to filling these gaps through the investigation of why association delegates

choose to attend conferences.

Four main research questions were identified, along with research objectives
corresponding to each question which should provide the basis for the conceptual
framework and model to be proposed by this study. There are two different types of
objectives in this study - those that involve either desk-based research or literature
review and those that can be measured statistically. In order to differentiate these
two types of objectives, those that involve qualitative research will be labelled with
letters (e.g. A, B, C) and those that can be measured statistically will be labelled with

numbers (1, 2, 3 etc.). The hypotheses that are associated with the numbered

objectives will be discussed in detail in Chapter Four



Research Question 1: To what extent can existing models of leisure tourism

decision-making be adapted to represent the decision-making process in the UK

association conference attendance context?

A thorough review of the literature on consumer behaviour in general and leisure
tourism decision-making in particular was carried out in order to assess how and to
what extent these decision-making models can be adapted to be representative of

decision-making in an association conference context.

Research Question 2: How can the characteristics of UK association conference

delegates best be defined?

Investigation of the existing conference tourism literature has shown that very little is
currently known about UK association conference delegates. A deeper
understanding of some of the characteristics of delegates will be of practical value to
conference organisers and associations and will provide a foundation and point of

comparison for further research in the future.

Research Question 3: Can underlying dimensions be identified among the
attributes influencing the potential UK association conference delegate’s decision

whether or not to attend?

The literature review also highlighted the main attributes that seem important to
delegates as part of their decision-making process. Examination of these attributes

will contribute to identifying any underlying dimensions that may be present.

Research Question 4: To what extent can any such dimensions usefully be

incorporated into a potential model of conference attendance decision making?

The adaptation of the leisure tourism decision-making models to the conference
context and the integration of the underlying dimensions identified as forming part of

the conference attendance decision resulted in the proposal of a model of the



conference attendance decision-making process. This proposed model was subjected
to empirical testing and the results of this testing informed the content and structure

of the final model.

From these research questions, a series of research objectives was devised (again,
those research objectives that involved a literature review or qualitative research

have been labelled with letters, whilst those that can be measured statistically have

been labelled with numbers).

Research Objective A

To examine those delegate characteristics about which little is currently known and
that may be of interest to practitioners in the conference industry and to structure
these characteristics into meaningful groupings in order to create a classification

system that can be used as a basis for any future research.

Research Objective B

To analyse the available literature on consumer behaviour, decision strategies and
leisure tourism decision-making models and assess their applicability in the

conference context

Research Objective C

To give consideration to the decision strategies and rules that may be in operation in

the association conference attendance decision-making process.

Rescarch Objective D
To propose a model of the UK association conference attendance decision-making
process taking into account any changes occasioned by the results of the data

analysis.



Research Objective E
To re-visit the literature on conference attendance in the light of the results of the
data analysis in order to assess to what extent the conference factors identified are in

line with any previous findings

Research Objective 1

To assess where there are similarities and differences on the variables based on the
membership and attendance characteristics and test for these hypothesised

similarities and differences.

Research Objective 2

To assess where there are similarities and differences on the variables based on the
age characteristics of the delegates and test for these hypothesised similarities and

differences.

Research Objective 3

To assess where there are similarities and differences on the variables based on the
gender characteristics of the delegates and test for these hypothesised similarities and

differences.

Research Objective 4
To assess where there are similarities and differences on the variables based on the
demand and trip profile characteristics of the delegates and test for these

hypothesised similarities and differences.

Rescarch Objective 5

To identify the number and characteristics of the factors underpinning the attendance

decision process of a UK association conference delegate

In the light of these research questions and objectives, it is important to consider the
epistemological standpoint of this research. It has been argued that all observation is

fallible and has error, and that all theory is revisable (Trochim 2004) and this



argument is usually advanced by critical realists. Proponents of critical realism argue
that since measurement is fallible, multiple measures and observations are vital. This
research is grounded in the principles of critical realism, and was designed in such a
way as to attempt to minimise the fallibility of the measures used by introducing a
mixture of quantitative and qualitative methods as a form of triangulation. The
rescarcher also believes that the research process is cyclical in nature and as such this

research used a mixture of inductive and deductive reasoning.

Therefore, a combination of desk-based research and qualitative fieldwork was
employed in order to gather information on the different components and factors that
inform attendance decisions and these formed the theoretical framework to be
presented in this research. This theoretical framework was then be tested during the
fieldwork stage using quantitative methods and the final proposed model takes

account of any amendments required following the results of data analysis.

1.4  Justification for the Research

As has been previously mentioned there are notable gaps in the literature on
conference tourism, both in terms of areas where research has not yet been
undertaken at all, and also in terms of the current supply-side focus of existing
research. This research aims to contribute to knowledge in this area by examining

decision-making from a demand-side perspective.

Furthermore, the work that has been carried out has not reported on the situation in
the UK. It can be argued that there may be cultural and spatial reasons for
suggesting that decision-making in the UK domestic context is distinct from
decision-making domestically within other countries, or from decision-making at an
international level. Oppermann (1995b) and Oppermann and Chon (1995 and 1997)
examine the situation from a USA domestic context, and Witt, Sykes and Dartus
(1995) consider forecasting international conference attendance. However, there is

little in the way of research into decision-making in the UK domestic context. This



research will take the UK as its focus and it will contribute specifically to knowledge

on the UK association conference sector.

Additionally, the limited research that has already been undertaken into attendance
decisions has suggested a range of components or factors that play a part in the
decision-making process, but none (to the author’s knowledge) has gone on to
incorporate these factors into a behavioural model of decision-making. This research
aims to create a synthesis between the components identified from the existing
research as being important in the attendance decision and the models of the leisure
tourism decision-making process. The research therefore presents an original
contribution to knowledge in this area by proposing a behavioural model of the UK

association conference attendance decision-making process.

Finally, it appears there is currently no widely accepted typology of the UK
association delegate, and this research will help to establish the delegate
characteristics that can be taken forward and used in further research. This too

represents an original contribution to knowledge.

1.5  Definitions used within the Meetings, Incentives, Conferences and
Exhibitions (MICE) industry

Before moving on to the literature review it is important at this stage to define the

concepts and terms that will be central to this research.

Within the MICE industry there is a plethora of designations for what is essentially
the same thing. Conference, convention, congress, symposium, forum, seminar and

workshop — all can be said to be in essence a meeting. The difference is generally

one of size and scale.

Definitions also vary according to country. For example ‘convention’ could be
described as the American word for what is called a ‘conference’ in Britain. A

‘congress’ is perceived as being a larger event, and is also often used as the English

translation for European events.



In 1996, the Meetings Industry Association (MIA) defined a conference as “an event
involving 10 or more people for a minimum of 4 hours during one day or more,
frequently held outside the company’s premises” (cited in Shone 1998). However,
this is a very wide-ranging definition and would certainly include what most people

would deem to be a fairly short, small meeting.

Weirich illustrates the difference between what a UK audience would consider to be

a ‘conference’ — a large event involving many participants — and what the term is
taken to mean in the US: (a conference is) “a formal interchange of views, a meeting
of two or more persons for discussing matters of common concern” (Weirich 1992, p
27). In contrast, her definition of ‘convention’, as “an assembly of persons met for a
common purpose [...] consisting of a dual meeting encompassing both the business
for which the convention is called and a social interchange between attendees”
(Weirich 1992, p 27), seems to be a suitable description of what the word
‘conference’ means in the UK. All definitions from Weirich’s book come from
Webster's Dictionary, a reference book also used by Rutherford who goes on to add

a list of other factors present at a meeting that is to be termed a ‘convention’:

o It should occur at specific places called ‘facilities’

¢ It should involve a food and beverage service

o It should provide for specialised technical support and audiovisual equipment
o Delegates will require transportation

e Delegates will require housing

o It should involve exhibitions of products

o It will require delegate entertainment
(Adapted from Rutherford 1990)

This list implies that a convention will include overnight stays and in this he differs
from other authors who consider that a conference or convention can easily take

place in one day without any overnight stay.



It is clear already that the issue of definition is a thorny problem and the differences
in definitions between the US and the UK can only compound things. However, the
British definitions will ultimately be of greater relevance to this study since it will

take the situation here as its focus.

The British Conference Market Trends Survey (BCMTS) defines a conference as “an
event that involves 15 or more people and occupies the venue for six hours or more

during the course of one or more days” (quoted in Shallcross 1998, p B-39). This is

similar to the definition given by the MIA, but different enough to allow for huge

variations in what might be considered to be a conference.

A more recent definition is that used by the British Conference Venues Survey
(BCVS 2004): "an out-of-office meeting of at least four hours' duration involving a
minimum of eight people". This again is similar, but not identical to the definitions

used in other research.

Davidson (1998, p 175) adds a note of caution to anyone trying to define
‘conference’, saying, “it is important to recognise that a distinguishing characteristic
of this market is that the different categories often merge into one, blurring the

distinctions between them”.

For the purposes of this research and bearing in mind that differing definitions will
affect the statistics available, the word ‘conference’ will be taken to refer to: “A
meeting for consultation, exchange of information or discussion, especially one with
a formal agenda” (Collins English Dictionary 1991). This reasonably loose
definition will allow ‘conference’ to be considered as having the same meaning as

what is referred to in other parts of the world as a ‘convention’ or a ‘congress’.

This thesis is concemed in particular with association conferences and therefore a
definition of what is meant by this term now follows. Associations can be loose
atfiliations of people interested in a similar hobby, or can be much more organised,

as 18 the case with professional associations which can be involved in regulating their
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profession. For the purposes of this research “Association” is defined as “an
organised and structured group of people who have similar interests or businesses”
(McCabe et al 2000, p 43).

1.6  Thesis Outline

This thesis will be divided in broad terms into two major parts. Initially there will be
a literature review, and then research methodology, findings and discussions will
follow.

Breaking this down into more detail, Chapter One has provided an introduction to the
justification for and objectives of the research, and has defined the terms and
concepts that will be referred to throughout. Chapter Two, “The Conference
Market” delineates the context for this study and provides an introduction to the
economic importance of conferences and the Meetings, Incentives, Conferences and
Exhibitions (MICE) market generally, both internationally and from a UK domestic
standpoint, examining in particular the demand-side characteristics of the conference
sector. It will also discuss the current trends both domestically and internationally
that are impacting on this industry. The segments of the MICE market are examined,
and since this thesis takes the situation in the conference sector as its focus, this
sector is examined fully. There follows a discussion of the component parts of the
conference sector, and since this research will concentrate on the association

conference sector, this is discussed in detail.

Chapter Three moves on to examine consumer behaviour, both on a general level and
more specifically in tourism. The main thrust of this chapter is the creation of the
conceptual framework for the UK association conference attendance decision-
making process and the resulting hypothesised behavioural model. For clarity, this
chapter will be divided into two main sections. Section One will address the initial
research question (to what extent can existing models of leisure tourism decision-
making be adapted to represent the decision-making process in the UK association
conference attendance context?) and these existing models of the leisure tourism

decision-making process will be examined, with a view to identifying the different
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stages of the various models which can be utilised in the hypothesised model
proposed in this thesis. Section Two of the same chapter will then seek to examine
and create a foundation for two of the other research questions identified (can
underlying dimensions be identified among the attributes influencing the potential
UK association conference delegate’s decision whether or not to attend, and can any
such dimensions usefully be incorporated into a potential model of conference
attendance decision making?) by considering which factors are important in the
specific context of a conference attendance decision. These will be identified
initially by reviewing the literature on conferences, especially on convention site
selection and conference attendance. Six components will be identified as being
important in the conference attendance decision-making process and these

components will be incorporated into the decision-making model which is proposed

at the end of Chapter Three.

Chapter Four covers the issues raised by the research methods used in the empirical
testing of the hypothesised model. Questions of where this research is placed on the
research paradigm as well as what qualitative and quantitative methods are
appropriate to this research problem are addressed. The creation of the final research
instrument is discussed at length, along with salient points such as the reliability and
validity of the research instrument and the sample obtained. The design of the

attribute scales in particular is considered in depth.

Chapter Five reports on the research findings, beginning with a discussion on the
data obtained, with particular reference to its suitability for parametric testing. The
need for inferential statistics in order to test various hypotheses will be addressed and
tests such as the Mann-Whitney U Test, Spearman’s rho and the Kruskal-Wallis H
Test are discussed. The data from the attribute scales will be subjected to factor
analysis in order to assess and confirm the proposed model and the results are
presented in this chapter, along with a discussion on how the results of the empirical

testing can be used to improve the hypothesised model.
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The final chapter, Chapter Six, forms the conclusion to this thesis, and discusses not
only the research findings, and how they contribute to knowledge in this area, but
also gives thought to any limitations that can be identified in this research and any

areas where further research would be beneficial.

13



CHAPTER TWO - THE CONFERENCE MARKET

2.0 Introduction

This chapter will introduce the context for this study and will examine the issues
surrounding research in the conference market, both in the UK and internationally. In
order to explain the rationale behind researching the MICE industry it will underline
the economic importance of the MICE (Meetings, Incentives, Conventions and

Exhibitions) industry worldwide and in the UK and will also draw attention to areas

where research is currently lacking.

This chapter will then consider the current trends in the MICE industry including the
increase in competition in the industry, the boom in Asia-Pacific MICE tourism and
the international ramifications of events such as the September 11" attacks and

international epidemics such as SARS on the MICE industry.

The constituent parts of the MICE industry will then be examined, with a short
discussion on the individual characteristics of each segment of this sector. Following
this wide-ranging discussion, the chapter will then focus more on the conference
industry itself, including analysing the different types of conferences. These are
identified as corporate, government and association conferences. This chapter will
conclude by defining the parameters for this research as the decision-making process
undertaken by UK association conference delegates. Specifying the context in this
chapter will then allow the literature review to move forward and draw parallels
between consumer behaviour in tourism generally and consumer behaviour in the

specific context of UK association conferences.
2.1  Reasons for undertaking MICE Rescarch
Research into MICE tourism, as in other areas of tourism, is of great practical value,

particularly in terms of planning, development and marketing. To demonstrate this

usefulness it is helpful to examine the existing research into the MICE industry,
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much of which has focussed on its economic importance. However, as a corollary to
this, it is also important to point out that the MICE sector has not yet been the subject
of a great deal of research and this too will be discussed. The justification for
carrying out this research into MICE events will rest on two main foundations — the
economic importance of the sector, and identification of a significant gap in the

literature with regard to the demand side of conference tourism.

2.1.1 Economic Importance of MICE

Business tourism, where the trip is not undertaken for leisure purposes, is a major
segment of the tourism market and is vitally important to the economies of many
countries worldwide. At present, Europe is the number one destination for business
travellers, with 62% of all business trips being taken in a European destination. The
Asia-Pacific region has also seen steady growth, especially in the past ten years
(ICCA 2005).

International business travel to the USA has declined slightly in the past few years,
but in 2004, nearly one in five (18%) U.S. adults (38.3 million) travelled for business

on a trip that was at least 50 miles or more, one-way, away from home (ICCA 2005).
The Travel Industry Association of America estimates that U.S. households
generated 210.5 million person-trips for business purposes in 2003 (ICCA 2005).
These figures show the importance of the business travel market to the US economy.
In Australia, business travel is equally significant. Business events generate annual
expenditure of A$17.36 billion, and create 214,000 Australian jobs. More than
316,000 business events were held across Australia in 2003, involving 22.8 million
participants (NBES 2005). These figures are all the more remarkable when placed
alongside the statistics for the whole Asia-Pacific region. Australia accounts for
around 22% of all the meetings and conventions held in the Asia-Pacific region
(McCabe et al 2000) and therefore the number of business events that take place

annually in Asia Pacific can be calculated as being in the region of 1.5 million.

Closer to home, the business travel sector is of vital importance to the UK economy.

Over the last ten years business visits to Britain have grown by 53% and now
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represent 30% of total inbound tourism and the conference and incentive travel
segments 1n particular are predicted to grow at a faster rate than any other tourism
sector (MIA 2005). Research into business tourism has shown that conferences were
worth an estimated £7.7 billion to venues in the UK in 2003 (BACD 2004). This
figure represents only direct expenditure at the venues and does not take into account
the indirect expenditure generated by each conference. Once this indirect
expenditure is added the true scale of the business travel sector, and the conference

segment in particular, becomes clear.

It is estimated that 1.46 million conferences and meetings took place at UK venues
during 2002 (BCVS 2004). The sheer number of events is enough to draw attention
to this sector of the tourism industry and research has shown that 71% of all venues
in the UK expect a further increase in their conference business. This seems to

suggest that the business travel market will be important for some time to come.

Most authors writing on the business tourism sector and for that matter, most
businesses and government bodies, are in agreement that conferences and exhibitions
can bring a lot of extra business to a town or city and that business visitors in general
are high spending and are therefore to be desired. Kim ez al (2003) suggest several

reasons why MICE events impact on the local area:

e the number of delegates for one convention is large;

o the number of days stayed in a city or country can be longer than pleasure
travellers with other purposes;

¢ international convention delegates are high spenders;

e delegates who participate in conventions and exhibitions also tend to join in
pre- or post-tours (for pleasure); and

e industries affected by conventions and exhibitions are various and
interrelated. Thus, since international conventions have great economic

impact on the hosting city or country, many countries or cities make great

efforts in promoting the convention industry.
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It can therefore be argued that MICE events are important to local, regional and

national economies and it follows that it is important to be able to measure the extent

of these economic impacts. This is an area which has been researched in some depth.

Input-output models to measure the economic impact of conferences and conventions
have been developed by authors such as inter alia Grado et al (1998) and Kim et al
(2003). The former claimed that “for every dollar spent on this activity, there are
three dollars of economic impact within the region” (Grado et al 1998, p 27).
Clearly these results cannot be generalised to every setting, but such results seem to
indicate that those attending from outside the region contribute greatly to the local
economy, which serves to confirm what is accepted as a given — that conference
travel creates additional wealth and is a lucrative market, much sought after and
competed for by rival conference destinations throughout the world. Being able to
put a figure on how much money a conference brings in is important on several
levels, including attracting funding from local and national government, and
obtaining permission to build or expand conference facilities and also underlines the

practical value of research in this area.

Further research has been carried out into how the economic benefits of MICE
tourism in gateway tourist destinations are distributed to other regions (Mistilis and
Dwyer 1999). This highlighted a problem faced by many countries ~ MICE visitors
are more concentrated in certain, usually urban, areas and the economic benefits
gleaned from these high spending visitors are not trickling down to all areas of the
country. The uneven distribution of income generated by MICE events is one area

where further research would be very useful.

The trend towards families travelling with convention participants was the subject of
an economic impact study by Rutherford & Kreck (1994). They outline the social
side of conferences as being well suited to family holidays and also point out that
delegates use the tax deductibility of the business travel section of their convention
trip as a way to cut costs and allow the whole family to travel. The main thrust of

their argument is the linkage between tourism activities and convention attendance.
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Of all those attending conventions who were asked during their research, “over 80%
participated in tourism activities simultaneously with the convention” (Rutherford &
Kreck 1994, p 57). Many also enjoyed pre- and post-convention tours. This shows
the enormous impact that convention visitors can have on the tourism industry and
raises an important issue — people attending MICE events are still tourists, even
though the purpose of trip is not leisure, but rather business. This tends to suggest
that in certain circumstances, conference attendees (and their families) may exhibit
similar consumer behaviour to leisure tourists. This point will receive further

emphasis in the next chapter.

Although the economic benefits of the MICE sector seem to be clear, there can be a
downside to the development of large-scale convention centres, as highlighted by
Judd (2003) who points out that convention centres are not always perceived by
locals to be “public infrastructure”, in that the target audience of these centres comes
predominantly from out of town. This can cause resentment as often these centres
are built using public money which comes of course from the tax payer.
Additionally, there is a tendency for cities to view large convention centres as “must-
have” accessories, which can lead cities to develop convention centres to attract
conventions, rather than developing them to service their existing convention
industry (Judd 2003).

Nonetheless, research has shown that the MICE sector is a high value-added
industry. As well as the above-mentioned economic benefits, there are many other
social and cultural benefits such as enhancing the image of the venue, country or city
and residents’ quality of life. Additionally, the MICE industry does not create much
pollution compared to electrical, chemical or other manufacturing industries. It can
be argued that studies such as those referred to, and others, are vital in demonstrating
that the outcome of money spent on conference and exhibition facilities and
promotion can be quantified and it is possible to see in economic terms the positive
effects of conferences and conventions. The clear economic importance of the MICE
market is ample justification for the research that has been carried out so far, and

serves to emphasise the need for further research into conference tourism.
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2.1.2 Research Gaps

Aside from its economic impacts, the MICE industry has not been researched in
much depth in recent years. “Despite the widespread recognition of its ability to
bring important economic and social benefits to communities, the business tourism
market is poorly documented and under-researched” (Davidson 1998, p.174). Almost
every text in this subject will make mention of what is variously known as “limited
research” (Abbey & Link 1994 p 275), “virtually non-existent” research (Witt et al
1995, p 559) “a dearth of reliable intelligence” (Davidson 1994, p 377) and “a

largely neglected area of tourism research” (Oppermann 1996a, p 11).

The reasons for this lack of current research are of course many and varied, but the
most often quoted factors (inter alia Smith 1990, Davidson 1994, Carlsen 1996,
Seekings 1996, Mugbil 1997, Rogers 1998 and Dwyer & Mistilis 1999) are the
difficulties of constructing and reconciling definitions within the conference industry
and the lack of statistical data available. The latter may be a result of the former, but
may also be attributable to competitive business practices, whereby private
enterprises are unwilling to divulge information on turnover and profit and on the
scale of their business. Additionally, as pointed out by Kim et al (2003), specific
statistics on the conference industry are limited as it is difficult to disaggregate
industries affected by the conference industry because it is linked with a variety of
other industries. It is also reasonable to comment that much of the work that has
been done to date has primarily aimed to describe the phenomenon of MICE events,
rather than to debate and link MICE tourism to established theory.

One final point with reference to the lack of research in this area is that the majority
of the research that has been carried out has not focussed on the individual delegate,
but has rather been directed at the level of the meeting planners, and conference
organisers, or even at a national or international level. The research that has been
carricd out in the business tourism and MICE sectors has also focused predominantly
on the supply side, in areas such as economic impacts and convention destination

competitiveness. It appears that the conference market is being defined primarily
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from the supply-side and that there is a real gap in the literature concerning the
individual conference delegates and their needs and wants, which offers an

opportunity to advance knowledge in the area of conference and business tourism.

It can be supposed that the success of marketing any given product or service
depends to a greater to lesser extent on full knowledge and understanding of the
needs and wants of the purchaser. This is certainly part of the rationale behind the
copious amounts of market research that are carried out on a daily basis by industry
and as Middleton (2001, p. 19) states: “In terms of customers, marketing 1S
concerned with understanding the needs and desires of existing and prospective
customers, i.e. why they buy”. In the specific case of conference and business
tourism however, this market research is at a much less developed stage than other
sectors of the tourist industry. As has been explained, there has been some research
into the supply side of the business tourism industry — feasibility of developing new
facilities, and economic impacts of conferences amongst others. Additionally, a
certain amount of research has been carried out into meeting planners and their site
selection criteria, and this area will be discussed further in the next chapter.
However, research has not as yet focussed to any great extent on the individual
conference delegate, who after all creates the demand for the MICE product. A
deeper understanding of the characteristics of delegates attending conferences would
be of practical value, particularly to conference organisers and convention
destination marketing bodies, as analysis of these characteristics would provide
much-needed information on the delegates who have chosen to attend and more
specifically why they chose to attend. This information could include details on the
socio-demographic profile of delegates, conference trip profiles and the association
membership and conference attendance profiles of delegates. Studying this will
provide useful information for conference organisers and also address Research
Objective A which aimed to examine those delegate characteristics about which little
Is currently known and that may be of interest to practitioners in the conference
industry and to structure these characteristics into meaningful groupings in order to

create a classification system that can be used as a basis for any future research.
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It is feasible that examination of the socio-demographic characteristics of conference
delegates may reveal interesting demand-side issues. In particular, the gender of
delegates attending conferences may reflect what may be termed *“gender
professions”, such as nursing, which is predominantly female and this may have
implications for the marketing, administration and organisation of certain
conferences. There may be links between socio-demographic traits such as age and
gender, and financial constraints to attending conferences, occasioned by questions
of relative salaries, and level of responsibilities in the home and the workplace. This

is an area where knowledge is currently sparse and therefore this research will

investigate this further.

The characteristics of the trip profile may also be of interest, in that propensity to add
on a short holiday to a conference may be related to other trip or membership
characteristics. It might be the case that delegates who are travelling alone are less
likely to want to spend extra time away from home and therefore would be less likely
to add on any holidays to a conference. Equally, it is feasible that the majority of
delegates are travelling with their partners or families and would therefore be more
likely to want to add on a holiday to the conference. Again, these are issues about

which very little is currently known, and this research will investigate them in depth.

Finally, the membership and attendance characteristics of delegates may throw up
further interesting revelations. It may be that there are relationships between length
of membership and attendance patterns, or perhaps there are differences between
members and non-members of associations in terms of their priorities for attending a
conference. It may be the case that members are more likely to want to attend
association conferences for example in order to meet up with old friends, or perhaps
to maintain their involvement in the association. These points would be of interest to
conference organisers and associations, and again these issues have not been covered

in depth in the existing research, and will therefore be dealt with by this study.

The above discussion relates primarily to Research Objectives 1, 2, 3 and 4,

regarding examining the differences between different groupings on these types of
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variables and hypotheses designed to test for significant between-groups differences

on these variables will be detailed in Chapter Four - Research Methodology.

It has been demonstrated in the preceding discussion that there are two main
justifications for researching MICE tourism. The clear economic importance of the
MICE sector provides a rationale in itself for further research into conferences and
business tourism. Additionally, a specific gap in the literature pertaining to the
demand-side characteristics of the MICE market has been identified, and therefore

results of research designed to fill that gap will be interesting both on an academic

and a practical level.

2.2 International Trends in the MICE Industry

Before focussing on the specific nature of this research, it is interesting and useful to
consider some of the recent trends in the industry, both internationally and

domestically, in order to understand the global nature of this sector.

2.2.1 Increased Competition

One of the most important current issues in the MICE sector is the growing
competition between destinations. The situation is most acute in the Asia-Pacific
region, where much of the research that has been completed has been based, but the
basic tenets of competition hold true for most destinations worldwide including the

United Kingdom.

MICE industry research is somewhat thin on the ground as discussed above, and this
does make it difficult to measure the true scale of the MICE industry, but most
experts agree that it is of vital importance to the economies in many parts of the
world (inter alia Carlsen 1996, Mugbil 1997, McCabe & Weeks 1999). The sheer
proliferation of venues bears witness to this fact and naturally as more destinations
and venues make themselves known, competition will increase. Several studies have
been carried out to research the relative competitiveness of various Asia-Pacific

destinations, where the situation is most acute. For example, Qu et al (2000)
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compared the comparative competitiveness of Hong Kong with that of Singapore
with regard to attracting conferences. The conclusion that emerges from this paper 1s
that Hong Kong is perceived as less competitive than Singapore and must “overcome
its weaknesses and develop competitive advantages to maintain itself as an ideal
international conference destination in Southeast Asia” (Qu et al 2000 p 643). This
advice is not just pertinent to Hong Kong, but is also valuable for every destination —
competitive advantage over one’s rivals is vital in an industry where very little

differentiates the destinations involved.

Go & Govers (1999) carried out a wider study and drew conclusions as to the relative
competitiveness of eleven Asian conference destinations. The strengths and
weaknesses of each destination and the practical implications of this information are
noted, which must have proven very useful for the destinations reviewed. This study
shows that Singapore, Hong Kong and Tokyo emerge as market leaders. This finding
ties in with other studies (inter alia Lew & Chang 1999, Qu et al 2000) which show
both Singapore and Hong Kong as key players in the Asian MICE market, and also
with available statistics on the size of the Asia-Pacific market which confirm the
economic importance of these cities. The main weakness brought to light 1s price.
Price is defined in this study as “the perceived ability of a city to price conferences
and meetings competitively with regard to delegates out of pocket expenses, hotel
accommodation expenses, food & beverage costs [...] and sight seeing expenses”
(Go & Govers 1999, p 42). This 1ssue of conference cost can be one of great
importance to those attending a conference and this issue of cost will be covered in

greater detail in the next chapter.

In short, the increase in competition between MICE destinations is most acute in the
Asia-Pacific region, where the focus is on intra-regional events, and this will be
discussed in more detail in the next section. However, the main issues that arise due
to competition are relevant to all destinations. The keys to success in this competitive

and very price sensitive market seem to be getting the price right and maintaining a

competitive advantage.
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2.2.2 Asia-Pacific Boom

One of the most obvious trends is the current boom in the Asia-Pacific region. This
does not just apply to tourism, but also to most sectors of the economy. It is fair to
say that despite an economic crisis in the region in the late 1990’s, this is still the
fastest growing part of the global economy. The Asia-Pacific region includes some
of the heavyweights in world tourism, such as Hong Kong, Singapore, Thailand and
Australia, as well as relative newcomers like the Philippines, Malaysia and China.
South Korea too is becoming a more important conference destination (Kim et al
2003). The convention market in the Asia-Pacific region has increased by 124%
during the period of 1980-1996 (Kim et al 2003). According to Mugbil (1997),
between ten and twenty thousand MICE events took place annually in the Asia-
Pacific region in the mid 1990’s, involving up to 14 million participants and the
number has been growing since. The latest figures show that Australia alone held
316,000 business events in 2003 (NBES 2005). These figures are testament to the
prowess of these Asia-Pacific countries in attracting conference, trade show and
exhibition attendance. This is clearly where the particular strength of the Far East
countries lies. Huge exhibition centres such as the Hong Kong Convention and
Exhibition Centre, Singapore International Convention and Exhibition Centre and the
Bangkok International Trade and Exhibition Centre make this region one of the best
equipped in the world and ensure their place as world leaders. It is important to
clarify at this point that the majority of the business in the Asia-Pacific region is
intra-regional business ~ large numbers of events are held in this area by companies
and associations located in this geographical area that attract delegates also located in
this area. There are far fewer international events than regional events, which
highlights the fact that although certain destinations appear to be market leaders,
when taken in a global context, they are far smaller players than might at first be
thought. However, the amount of investment that has been made in this market is
definitely persuasive evidence for the health and strength of the international MICE
market, as it is certain that funding for such large-scale projects is unlikely to be
made available without buoyant levels of market confidence, both in this region and
globally. Recent events may have dented confidence, but this issue will be discussed

in more depth in the next section.
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In fact, the sheer availability of space in the Asia-Pacific region is leading to what
Mugqbil (1997, p54) described as “a glut of C & E space”. This in his opinion will
cause increased competition, both for domestic and intra-regional events and for
international events. Further issues for this region highlighted by Muqbil (1997)
include a lack of training, inadequate industry co-operation and government support
and major infrastructure shortcomings, particularly with respect 10

telecommunications and power supplies.

The latter point is of course of less relevance to Australia, which has a more
established infrastructure.  Australia has developed its conference capacity
significantly, including dedicated convention centres in Adelaide, Sydney, Canberra,
Melbourne and Brisbane and according to Carlsen (1996 p 52) “there has been a
proliferation of convention and meeting venues in the five star hotel properties,
extending to four and three star resorts in Australia”. As a measure of how seriously
this industry is taken, the Commonwealth Department of Tourism released a
“National Strategy for Meetings, Incentives, Conventions and Exhibitions” in 1995,
which sought to capitalise on the increased international attention generated by the
Sydney 2000 Olympic Games. In addition, 2001 was declared as the year of
meetings in Australia (Carlsen 1990).

Dwyer and Mistilis (1999) present an analysis of the opportunities and challenges

facing the MICE industry in Australia. Five key challenges are addressed:

e Developing further co-operation among MICE industry stakeholders
¢ (Gaining more government support

e Developing appropriate public and private infrastructure

e Improving service standards and training

e Boosting MICE numbers through effective marketing efforts
They point out that these challenges face not just Australia but also other competitor

destinations too and interestingly these points are similar to those raised by Mugbil

(1997) mentioned above (particularly lack of training, industry co-operation and
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government support). They conclude that the future growth of the MICE industry in
Australia “will depend in large measure on its ability to meet these challenges better

than its competitors” (Dwyer and Mistilis 1999, p 97).

Lew & Chang feel that “despite the 1997-1998 economic problems in Asia, tourism
and travel will continue to increase globally and especially within the Asia-Pacific
region. This means more meetings for everyone” Lew & Chang (1999, p 34). This
positive take on the situation is slightly tempered by the report’s conclusion that
“regional competition will make Singapore less dominant in the Asia-Pacific region
while its enhanced convention and exhibition facilities will make Singapore more
competitive with European and North American destinations” (Lew & Chang 1999,
p 34). However, not all authors are so positive - Go & Govers (1999) highlight the
fact that, in their opinion, there is stagnating growth in the total numbers of
international meetings held worldwide and so competition is increasing. This is in
marked contrast to Lew & Chang’s more upbeat assessment that there will be “more

meetings for everyone” (Lew & Chang 1999, p 34).

In summary, the Asia-Pacific economies are still expanding, and the MICE market 1s
expanding too. Several authors have discussed issues affecting destinations in this
area, particularly issues of infrastructure and training, and the importance of the
MICE industry has been underlined in Australia in particular by government efforts
to raise the profile of this industry. However, recent events have been dominating

both the headlines and the global economy.
2.2.3 Global Security Threats and Other International Issues

The events of September 11" 2001 are too well known to require repetition here, as
are some of the other acts of terrorism carried out on an international scale, such as
the bomb in Bali in 2002 and the Madrid railway bombing in 2004. These events

had major ramifications throughout the world, and may have changed the way

international travel is viewed for ever.
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It 1s estimated that the US airline industry lost between $1 billion and $2 billion
during the first week after the September 11" tragedy. During the first three months
or so after the attacks, hotel bookings in the USA declined by some 20-50% as
individuals and groups cancelled vacation plans, and firms cancelled or postponed
conventions, corporate meetings, seminars, and trade shows. This resulted in a loss
of at least two billion dollars across the USA within the first month after the tragedy
(Goodrich 2002).

America is currently in the process of introducing new regulations for those entering
the country - different visa regulations and the introduction of biometric
passports/identity cards. These are all designed to protect the American public, but
are having a detrimental effect on the number of visitors travelling to the States.
Corporate America is particularly sensitive to the risks involved in international
travel, with companies such as Merck, Boeing and Merrill Lynch introducing

restrictions on their top executives flying on the same flights (Goodrich 2002)

Events in Bali were no less shocking for inhabitants of the island and the wider Asia-
Pacific area, and had equally devastating economic impacts as tourists, especially
from Australia, simply stayed away. This was particularly shocking for the tourism
industry as tourists were the prime targets of this attack, unlike the September 11"
attacks which clearly targeted corporate America. The bombing in Madrid, which
targeted the railway system, exacerbated fears of travelling amongst commuters and

tourists alike.

One 1mportant positive development has been the anecdotal increase in domestic
tourism, not just in the United States, but more broadly, as tourists see the merits of
staying near to home, and not taking any risks by flying, This will be beneficial to

the tourism industry which has suffered greatly from these events
Other issues which can have a devastating effect on the MICE and tourism industries

Include epidemics of contagious diseases. The prime example of this is the SARS

(Severe Acute Respiratory Syndrome) epidemic in South East Asia . Nearer to home
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however, the foot and mouth epidemic in Britain in 2001 also impacted severely on
tourism, both internationally and domestically. It is estimated that as a result of the
SARS epidemic up to three million people in the tourism industry lost their jobs 1n
the most severely affected jurisdictions of China, Hong Kong, Singapore, and
Vietnam and that the outbreak cost these four economies over $20 billion in lost
GDP. Tourism arrivals also fell by 70% or more across the rest of Asia, even In
countries that were largely or totally disease-free. (McKercher & Chon 2004). In
their analysis, McKercher and Chon contest that over-reaction to the actual threat
posed by this disease led to these devastating impacts on the economies of this region
and suggest that research should be carried out as a matter of urgency into national
recovery strategies. The SARS epidemic was of particular relevance to the MICE
industry as the area that it struck relies heavily on the convention and exhibition
market. However, the signs are that since the epidemic was limited in scale and

location and is now comprehensively over, the tourism market is recovering
(McKercher & Chon 2004).

It is still very early to state with confidence the impacts that these events are having,
It takes time to research these issues and work in this area is still ongoing in tourism
and other disciplines. With regard to the MICE industry, it does seem likely that the
downturn in international travel will impact most severely on the corporate market,
which may already be relying more and more on videoconferencing techniques. A
similar picture may be developing in the international association conference market,
but the domestic or intra-regional association market is less affected by security
threats and terrorism worries as the distances involved in travelling to these events
are much less. No market sector is immune to the impacts of these global events, but
the domestic conference and exhibition market seems to be the least likely to be

affected by international terrorism.

In conclusion, it seems that international terrorism and global security will always
impact heavily on this industry, as will any epidemics, but it seems likely that the

domestic tourism and conference markets will suffer less than the international

markets.
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2.3 Current Trends in the UK MICE industry

This research will focus on the domestic market in the United Kingdom and will
consider the demographic and other characteristics of UK association conference
delegates, and how potential association conference delegates decide whether or not
to attend an association conference. In order to better understand the association
conference market and its delegates it is interesting and useful to examine the volume

and value of this sector in the UK.

It has been argued above that the international problems of terrorism and security are
having a much greater impact on the international scene than on the domestic scene,
and the figures for conferences and conventions in the UK seem to bear this out,
although the UK remains a popular destination for international conferences. The
following facts and figures compiled by VisitScotland in 2003, but relating to the
United Kingdom as a whole, illustrate the importance of the MICE market to the UK.

e The UK is amongst the top conference destinations in the world. ICCA
statistics place the UK 3rd for international association meetings — hosting
151 or 5% of those held around the world.

e According to ICCA statistics, the UK is the top European destination for
international corporate meetings, followed by France, Germany, Italy and the
Netherlands.

e MIA’s UK Conference Market Study found that Scotland was the fifth top
region in the UK for holding corporate meetings — hosting 35% of those held
in the UK in 2002. Edinburgh and Glasgow were the 4th and 5th top hosting

cities for UK corporate meetings.

¢ There is a continuing trend to shorter lead times, while important factors in

choosing a destination include location, price, previous experience and

ACCCSS,

» There is no evidence yet that new technologies such as videoconferencing

will reduce the number of meetings and conferences.
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e Security has become an increasingly important issue for meetings organisers

and destinations, given recent world events.
(Source: VisitScotland 2003).

Further research has also been carried out by the MICE research unit at Bournemouth
University which uncovered several interesting findings. The research related to
trends in five different environments that affect the UK conference market — these
were the business environment, the social environment, the technological
environment, and the political and legal environment - and also identified issues and
difficulties that face the UK conference industry. Reference to this research helps to
form a greater understanding of the conference and meetings industry in the UK,

which 1s the basis of this thesis.

With regard to the business environment, the research found that:

“the key trends in the business environment that are likely to impact upon the
UK conference market are improving facilities in conference venues, more
competition due to an increase in the number of venues, and competitive
prices from other destinations. The success and growth of the UK, the
European, and the wider global economy is fuelling increased business in the
conference industry, and as a consequence is stimulating the development of

more venues and new locations.” (Ladkin 2002).

It 1s estimated that there are approximately 5,640 conference venues in the UK
(BCMTS 2000), and if there are more to be developed, then the UK will be even

more able to compete against other destinations.

Social trends that were identified as impacting on the conference and meetings
industry included the fact that the continued growth in international travel will
facilitate conference attendance and also the fact that increased working from home

means that as employees are isolated there is a need to meet and network (Ladkin
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2002). This theme of networking is one that will be explored in much greater depth

as this thesis progresses.

Changes and trends in the technological environment that are forecast to affect the
conference industry include the increased use of IT and the increased availability of
IT facilities at conference venues, the use of webcasts, teleconferencing and video
conferencing and the widespread use of e-commerce distribution channels. Clearly
some of these trends are being observed in the leisure industry too, but they are of

particular relevance where business tourism is concerned.

The political and legal changes identified by the MICE Tourism Research Unit as
those which would impact on the conference and meetings industry include changes
in VAT on accommodation ~ this currently contributes towards making the UK
relatively more expensive for international conferences - along with the strong pound
and the fact that the UK is not in the Euro-zone. Other issues that are stressed
include the fact that delegate safety is also of increasing concern for conference
organisers and venues (Ladkin 2002). This point will be reiterated in the next

chapter, as it may impact upon attendance decisions.

This research also identified areas where the UK conference and meetings industry
may encounter problems in the future, including in the area of human resources (low
rates of pay and lack of specific training in the conference industry), in terms of
quality (both of facilities and service), in terms of cost (value for money for delegates
and organisers and also assistance with investment in facilities) and with relation to
the marketing and selling of conferences in the UK, both domestically and

internationally.

The research concluded that the future of the UK conference and meetings industry is
clearly dependent on a range of external influences. These influences are not unique
to the conference and meetings industry, but affect many tourism businesses and
services. In an increasingly competitive global marketplace, the conference and

meetings industry will have to adapt to change and respond to external influences for
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survival (Ladkin 2002). This is not dissimilar to the conclusions reached by those

authors writing on the international situation, as mentioned in the previous section.

Despite the setbacks occasioned by the foot and mouth epidemic and the ever present
threat of international terrorism, and despite the obstacles that the industry faces in a
competitive market place, the UK MICE industry remains buoyant, It seems that the
UK is well-placed to continue to be an important conference destination, particularly
for association conferences and meetings. This underlines the importance and

relevance of this study, as it will contribute to knowledge in the area of the UK
MICE industry.

2.4 The MICE Sector

As has already been mentioned, the MICE market is wider than just conferences. It
includes meetings, incentives, conferences and exhibitions. Each one of these will be
examined and additionally there will be a short discussion on videoconferences

which arguably form a new market segment within the MICE industry.

2.4.1 Mecetings

The number of international meetings and conventions has risen dramatically during
the past decades as has been highlighted already in previous sections, Meetings can
be international or domestic and can be large-scale or small-scale. The term
“meeting” is probably the least specific of all the terms understood by the acronym
MICE (meetings, incentives, conferences and exhibitions) as it can refer to almost

any gathering of people for the purposes of discussing some matter of interest to the

participants.

In some cases, conventions or conferences can be considered to be meetings, whilst
In other cases, a meeting can be a very small scale event involving only a few people
within a company. According to Abbey and Link (1994, p 273) “75% of all

corporate meetings has fewer than 100 people in attendance”. This indicates that
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most meetings are smaller events, whilst many conferences, especially international
ones, can have more than 1000 delegates. Davidson (1998) points out that the
different categories of the MICE market often merge into one another, with a
conference taking place which has an exhibition running alongside it, or a meeting in
an exotic location, attendance at which may be considered to be a reward, making 1t

incentive travel.

Since the definitions of “meeting” are at best diverse and at worst vague, this study

will now move on to the more clearly defined sectors of the MICE market.

2.4.2 The Incentive Travel Market

Incentive travel has been defined as “a type of pleasure travel that has been financed
for business reasons” (Mill & Morrison 1985, p115) and also as “offering the reward
of a visit to a highly desirable destination in return for meeting clearly defined and
attainable objectives within a fixed programme period” (Witt & Gammon 1994 p
19). A more conceptual definition is that offered by the Society of Travel Executives:
“a concept whereby company employees, distributors and sales teams are motivated
to achieve uncommon business goals by the prospect of an extraordinary travel
experience as a reward for attaining the goals™ (quoted in O’Brien 1997, p B-18). It
can be considered as an important element of the conference market, since although
the travel is not always primarily for business purposes, a great deal of incentive

travel includes a conference or business meeting,

The incentive market has not been studied in great depth as an individual market
segment. This may be in part attributable to the fact that it is hard to differentiate
between those travelling on business trips and those travelling on incentive trips,
since both are paid for by businesses and a proportion of incentive trips include an

element of business, such as a meeting or tour of company offices. In additton, for

research into some aspects of the conference industry, for example destination image,

it is arguably less important to differentiate incentive travellers from any other

conference travellers.
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O’Brien (1997) wrote in detail on the characteristics of the incentive market.
Although the study is based around the UK, it gives an excellent insight into the
incentive travel market in general. It may be slightly out of date, but he does

highlight certain important points as shown in Figure 2.1.

Factors influencing the choice of destination for incentive travel are thought to
include budget and cost, uniqueness of the destination, availability of suitable
facilities, climate and sightseeing and cultural attractions. These are similar to some
of the factors that will be considered in relation to the association conference

attendance decision, to be discussed in depth in Chapter Three.

Figure 2.1 — Characteristics of the incentive trip

Characteristics of the incentive trip

Over 50% of all incentive (rips involve a conference or meeting, and over 40% of all incentive
trips involve a site, factory or business visit.

Most incentive travel programmes are planned up to 12 months in advance and most are jointly
organised by the company itself and an external agency

In most cases, the winner’s spouse or partner is permitted to travel with him/her, usually at the
company’s expense

The attraction of the incentive travel market to destinations is the relatively high spend of
incentive visitors from the US and other long haul destinations

Europe, and particularly the UK is an important reward destination for company achievers

American incentive travel to Europe is heavily biased towards the large international tourist
destinations — London, Edinburgh, Paris, Amsterdam etc

Short haul incentive travel within Europe is a relatively new development and is greatly shaped
by economic circumstances

FEuropean incentives are more often based around leisure, sport and group activities than around
visiting tourist destinations

European companies use incentive travel as a reward for performance, but attempt to extract
greater value from each trip, by keeping costs down and by including an element of business such
as a meeting in each trip

European incentive groups tend to be smaller (40 or 50 as opposed to 100 to 120 for US groups)

(Source: adapted from O’Brien 1997)
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O’Brien (1997) considers that the trends and developments shaping the market
include the economic environment, which will determine the success of companies
and in turn their ability to afford incentive travel. He also suggests that the Channel
Tunnel has stimulated new forms of intra-European incentive travel and has already
created the one-day incentive between the UK, Belgium and France. Finally, he
considers that cruising is now offering economic benefits as well as the opportunity
to co-ordinate easily the incentive event. However as it becomes more available to
the mass market, its kudos as an incentive reward will begin to ebb away. The study
concludes that although the market is becoming more price-sensitive and there 1s
increasing competition from other countries, the future for the incentive travel

market to the UK and Ireland is looks to be assured.

2.4.3 Exhibitions

Exhibitions, which include trade fairs or trade shows, can be defined as
“presentations of products or services to an invited audience with the object of
inducing a sale or informing the visitor” (Davidson 1998, p 194). They often take
place during conferences or conventions especially where the conference has a large
number of delegates or where a professional association is organising the conference
(for example, many medical and scientific conferences have exhibitions organised by
pharmaceutical companies as part of the programme). Exhibitions are important in
the tourism sector as they stimulate travellers with two different purposes. In the
first place, the exhibitors themselves require transport and accommodation and spend
money whilst in the destination, and additionally the visitors coming to the exhibition
or trade show are a second source of revenue, as they too require transport and
sometimes accommodation. Considering that some larger exhibitions have hundreds

of exhibitors and thousands of visitors, it is easy to see the economic importance of

these events.
An exhibition, or trade fair, allows the seller to come face to face with the buyer,

often in surroundings where business is expected to be done. The product or service

itself may be tested or sampled. It may be an annual event where sellers and buyers
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come together specifically to discuss new contracts and business, or it may be part of
a conference where sellers are looking for new contacts. According to Poorani
(1996) the primary objectives of hospitality-related trade shows exhibitors are sales-
related, and there is no reason to suppose that this is not the case in other sectors of

the economy too.

Exhibitions often take place in vast exhibition centres. The largest in the UK include
the National Exhibition Centre in Birmingham and ExCel in London, but these are
dwarfed by the size of the facilities available elsewhere in the world. Hanover in
Germany boasts the largest exhibition centre in Europe, but the exhibition centres
recently constructed in the Asia-Pacific region are the giants in this respect. Hong
Kong and Singapore both lead the way in huge exhibition and conference centres,
and developments in Japan and China mean that this part of the world reigns
supreme in its ability to play host to mega-events. Given the fact that as discussed
earlier, both exhibitors and visitors contribute to the local economy, it is clear that
these huge-scale venues and the mega-events that they are capable of holding are

massive players in the economies of these countries

As has been discussed, the divisions between the different segments of the MICE
industry are rather blurred, and often one event can incorporate a large meeting
which could be defined as a conference, an exhibition running in tandem with the
meeting, and several delegates attending through an incentive programme at their
place of work. Therefore, before going any further in this research it is important to
stress that this study will focus on conferences and so the conference sector will now

be examined in more detail.

2.5  Types of Conference

Historically, the conference market has been divided into either two or three sections
(association, corporate and government), but recent technological innovations have
allowed the consideration of a fourth sector, videoconferencing. However, it is clear

that there is discord amongst those authors who have written on the subject with
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regard to how to classify the market segments of the conference industry. Several
authors divide the market into three segments - association, corporate and
government - (for example McCabe et al 2000, Shallcross 1998). Others prefer to
split the market evenly between two segments, defined by Abbey and Link (1994) as
“association-type and corporate-type” (inter alia Smith 1990, Clark et al 1996,
Weirich 1992). Shone (1998) also concurs with a division of the market into two
segments — association and corporate — but “with the proviso that not all
organisations or all conference activities will necessarily conveniently fit these
respective categories”. Rutherford (1990) segments the entire MICE market into only
two sections - association conventions and trade shows and expositions, a rather
isolated position in comparison with the other authors who prefer to consider

incentives and exhibitions separately.

In his work on the British Conference Market Trends Survey, Shallcross (1998)
illustrates clearly his interpretation of the differences between association, corporate
and government conferences — see Figure 2.2. In this he highlights clear differences
between the three market segments and identifies the salient points about each type

of conference.

None of these authors have included videoconferencing as a separate part of the
conference market, as they have referred to it as part of the corporate market.
However, as will be discussed, it has enough distinguishing characteristics to allow it

to be considered as a separate component of the conference market.
2.5.1 Corporate

McCabe et al (2000) consider business communication to be the primary reason for a
convention or meeting within the corporate sector. However, meetings can be held
to communicate a number of different things. It is generally accepted that within the
corporate sector, meetings are identified as board meetings, training meetings, sales
meetings and conferences and new product launches (inter alia Smith 1990, Cotterell
1994, Seekings 1996, Shone 1998 and McCabe et al 2000).
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Most definitions of corporate business, as opposed to association meetings, stress the
importance of the profit element. For example, Weirich (1992) defines corporate
business as coming from a corporation that is a profit oriented business. This means
that the company holding the meeting or conference is usually paying for everything,
including attendance by delegates, which is frequently compulsory. This highlights
one main issue, which is that the company must make a profit. McCabe et al (2000,
p. 56) state that “a company secks the maximum return on its investment and the
delegates who attend the meeting seek relevant practical information which 1s
effectively presented”. This return on investment need not be direct financial gain,
but rather may refer to increased motivation amongst those staff attending, resulting

in higher productivity and yield.

Corporate meetings and conferences are generally smaller than association
conferences, although as Abbey and Link (1994) point out, they hold meetings of all
sizes. They identify that an estimated 75% of all corporate meetings are smaller than
100 delegates. McCabe et al (2000) also consider that corporate meetings have a
tendency to be small. They hold that the majority of corporate meetings have an

average of 15-50 delegates.

There is little consensus as to whether association or corporate meetings are more
profitable to the conference industry. Smith (1990) suggests that 90% of all
meetings held are corporate meetings, which tend to be smaller but are less price
sensitive than the larger association meetings. Since little research has been done in
this area it is impossible to draw conclusions as to the relative profitability of each

segment. However, it is clear that both are vital to the conference industry.

2.5.2 Government

Governmental and inter-governmental bodies meet frequently and can be a major
source of revenue and prestige for conference destinations. These meetings can be

high profile international summits or training meetings for civil service departments,

or anything in between.
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Figure 2.2 = Main Types of Conference Users

MAIN TYPES OF CONFERENCE USERS (BCMT))

and Wednesday.

Corporate Government
Association
Duration: LONG: Association | SHORT: Corporate SHORT: ~ Non-
conferences tend to | conferences tend to | residential
be longer  than | be shorter than the | government
average for  both | average duration for | conferences were the
| residential and non- | both residential and | shortest, on average,
residential | no-residential of the three sectors in
conferences. conferences. 1997, Residential
conferences have, on
average, been getting
slightly longer.
Size LARGE: Association | SMALL: 78% of | SMALL: The |
(delegate conferences have resk}cnliul majority of reported
bers) traditionally conferences al?d 63f%= government
o generated high | of non-residential | conferences have
delegate volumes. conferences reported | been for 50 delegates
in 1997  (up to | or less.
A significantly higher | September) were for |
proportion of | 50 delegates or less. Average delegate
association numbers do not vary
conlerences have | Year on year | greatly between
more than 200 | comparisons suggest | residential and non-
delegates than in any | that average delegate | residential
other sector. numbers at corporate | conferences as much
conferences are | as other sectors.
| Association increasing gradually.
conferences are
| generally responsible
for the very largesl
conferences reported
to the BCMTS.
Starting Residential Residential Residential
Day conllt:remes have | conferences | conferences
consistently favoured | concentrate  heavily | marginally favour
Monday and Friday | on  Monday and | Monday starts. The
as the starting day. | Tuesday starts, while | proportion of
Non-residential non-residential residential
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spread evenly | distributed fairly | on Friday (1.e. work
throughout the week, | evenly through the | through weekend) has
with a slight drop on | week, slightly | been increasing
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Source: Shallcross (1998)



One major distinction of the government segment is the question of accountability -

where the public purse is being opened, there will always be the question of public

scrutiny. This means that this market is highly price sensitive (McCabe et al 2000).

Additionally, meetings are often destination-led, meaning for example, that various
departments in the Scotland Office will meet in a convenient central location. Some
authors include the government section under “associations” (Shone 1998 and Abbey
and Link 1994), whilst others make no mention of it at all (Seekings 1996, Weirich
1992, Rutherford 1990). However, as shown Figure 2.2, this segment has enough
defining characteristics to allow it to be considered as an independent market

segment.

2.5.3 YVideoconferencing

Although it is not treated as a separate issue by most authors, technology is moving
at such a speed that it is now viable to consider videoconferencing as a new type of
conference. New technologies, especially in the communications market, have had
and continue to have profound effects on the conference and meetings industry and
as such, it is important not to leave this vital market segment out. However, it is also
important to point out that videoconferences are closely tied with the preceding

conference types and often form part of a more traditional conference.

Many authors have written on the benefits of videoconferencing (inter alia O’ Connor
1994, Seekings 1996, Finn et al 1997, Briggs 1998, Shone 1998, and Shallcross

1998) and the general consensus seems to be as follows (Seekings 1996):

o There are savings in time and money (once the system has been bought or
hired)

o Itallows speedier responses — decisions can be made at once

e Meetings are easier to arrange — it takes little time to set up a teleconference,

there is no need to find a venue and no travel is necessary

e Itallows for more effective use of people (no time wasted travelling etc.)
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e It increases personal productivity

e It helps avoid the stress and fatigue of travelling

While it is clearly open to all market segments to use video conferencing facilities, it
is generally recognised that the corporate market is currently the leader in the use of
this technology particularly thanks to its convenience and relatively low costs, once
the system is in place. Nevertheless, the above advantages, although considerable, do
lack a certain something, variously described as “clinching power” (Briggs 1998, p
D-20), and “the cut and thrust of heated argument” (O’Connor 1994, p 27). This
basically refers to a face-to-face meeting, making contacts and “chatting informally
over drinks at the bar” (Seekings 1996, p16). These issues will form an important

part of this study and will be discussed in more detail in the next chapter.

Videoconferencing was originally developed in the 1960’s (Shallcross 1998) but at
that time it was not all that well received — costs were high and the technology
available was limited. Videoconferencing had been hailed as sounding the death
knell for the conference industry, but for the reasons given above, it soon became
clear that in its 1960’s form it was really no threat to the conference industry. Even
relatively recently, Smith (1990 p 74) considered it “no replacement for the old
fashioned idea of getting together with colleagues”. This thesis will go on in
subsequent sections to investigate such perceived benefits as part of the research into
the conference attendance decision-making process which form the basis of this

thesis.

It is however important to consider the pace of technological change over the past
decade or so. Much has been written on the importance of this subject to the
conference market (inter alia Seekings 1996, Shallcross 1998, O’Connor 1994 and
Shone 1998) with discussions on whether new technology is actually only a means of
doing what is already being done better and faster or whether technology is now
allowing things not previously thought possible to be introduced. This impacts on
videoconferencing in that the previous systems were slower, less reliable and

prohibitively expensive, whereas now some companies have sleek efficient systems
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on every desktop. The general conclusion amongst those authors writing on the
subject is that technology in the case of videoconferencing appears to fit both models
~ it has improved videoconferencing equipment from its original state and it has also
allowed us to use satellites, broadband, mobile phones and the Internet, things not

previously thought possible.

Videoconferencing is only one part of a wider technical process known as
teleconferencing. The definitions in this area are many, but cover three main areas as
illustrated by Seekings (1996) — audio conferencing (conference telephone calls
where communication is possible between several different locations),
videoconferencing (where people at two or more different locations can
communicate via telephone and video link) and business television (where live or
pre-recorded material can be broadcast to audiences at any number of locations using
satellite links). The possibilities for conferences are obvious — conference calls
between a corporate group in one location and a contributor in another,
videoconferencing where delegates can get involved in discussions and seminars
with participants in another location and business television where a key note
speaker who is not able to attend the conference can broadcast his presentation and

still be available for questions afterwards via satellite link.

It seems that most of the literature on the subject concludes that teleconferencing is a
useful adjunct to the meetings and conference business but is still no substitute for
what might be termed the real thing, especially in the case of association

conferences.
2.5.4 Associations
This research will focus on association conferences and therefore, this segment will

now be considered in detail, from definitions to identifying the distinguishing

characteristics of association conferences which make them a suitable subject for this
study.
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Various definitions of “association” appear in the literature on the subject.
Rutherford (1990, p 9) uses Webster’s Dictionary, stating that an association is “an
organisation of persons with a common interest”. Most people are familiar with the
term association, and many even belong to one or more. Examples would be the
Institute of Directors, Rotary International, the Royal College of Surgeons and the
Trades Unions Congress (TUC). According to Astroff and Abbey (1995) writing on
the situation in the US: “many hoteliers use the acronym SMERF - social, mutual,
educational, religious and fraternal” to define this sector. McCabe et al (2000, p. 55)
describe association meetings as being of a practical or technical nature and as being
related to individual trade associations, professional societies or academic
institutions and they further define an association as “an organised and structured
group of people who have similar interests or businesses™ (McCabe et al 2000, p 43)

- the definition used in this research.

Associations, especially international associations, tend to hold large-scale
conferences. In addition, they are usually held annually or biannually (McCabe et al
2000). For this reason, association conferences often last more than one day, and
because of their size and scale are highly sought after amongst conference venues

and destinations.

Associations are an increasingly important market for business tourism destinations.
In the UK, the number, value and budget of association meetings has overtaken
corporate meetings. A greater number of associations are predicted to host member
events, but budget and accessibility will be increasingly important factors in decision
making (VisitScotland 2003). Both these factors will be examined in detail in the

next chapter.

The VisitScotland research also showed that the medical, scientific, technology and
industrial sectors account for the highest share of association meetings. Association
meetings tend to last between 2 to 3 days. The “shoulder” months of May, June and
September and October are the most popular time for meetings. Conference centres

and hotels are the most popular venues. Exhibitions are increasingly a part of
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meetings, showing that all segments of the MICE industry play a role in the UK
economy. Research by the Meetings Industry Association found that there was an
increase of around 5% in the number of association events held in the UK in 2002, as
well as a slight growth in the number of corporate meetings. Organisers expected to

hold a similar level of meetings in 2003 (all from VisitScotland 2003).

Another key factor in the association market is the fact that by and large, association
members have to pay to be members and have to pay to attend events organised by
the association. This means that associations really have to lure their members to
attend events such as the annual conference. The location has to be attractive, the
cost within reason and the social programme and accompanying persons programmes
must be worth paying for. In other words, the association market is much more price
sensitive than other markets (Shone 1998). According to Shone (1998), this means
that the association market has a greater propensity to choose venues such as
educational establishments and municipal centres, and that its price sensitivity may

determine location more significantly that is the case with the business market.

In the context of this research, perhaps the most important aspect of the association
market is the fact that, for the most part, attendance is discretionary on the part of the
attendee. This contrasts markedly with the corporate sector, where attendance is
often compulsory. It is this discretionary element, described by Oppermann and
Chon (1997, p 179) as “freedom of choice” on the part of the association conference
attendee which makes it possible to consider the decision-making process undertaken

by conference delegates when they choose to attend an association conference.

Given the issues of discretionary attendance and freedom of choice, it is suggested in
this thesis that the consumer behaviour displayed by delegates attending an
association conference will show significant similarities to the consumer behaviour
displayed by leisure tourists when deciding to take a holiday. As a result models of
leisure tourist decision-making might feasibly be adapted in order to represent
accurately the decision to attend an association conference. Therefore, this thesis

will concentrate on the association conference sector of the conference market and a
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study of association conference delegates in the UK and their attendance decision-

making process will form the basis of this research.

2.6 Conclusions

This chapter has considered the economic impact of conferences and meetings
internationally and domestically in the United Kingdom in order to understand more
fully the MICE sector and to provide some rationale as to why it is important to
study this area. Current trends have also been analysed, particularly the rise in global
competition and the boom in the Asia-Pacific market. More worryingly, the

ramifications of international terrorism and epidemics have also been covered.

It has been shown that the MICE industry is composed of four sections which are
meetings, incentives, conferences and exhibitions and the basis for this research 1s
the conference market. Meetings have proved difficult to define as the term is used
to cover a vast array of events, small, medium and large. Incentive travel is more
straightforward to define, as it usually involves some aspect of reward from
companies for work undertaken by their employees. Exhibitions can be held by
themselves, or in tandem with a meeting or conference and although they range in
size and scope, are usually concerned with the business of selling products or
services to visitors to the show. This leaves only conferences, and in order to clarify
the foundation for this research further, this chapter has identified the different types
of conferences that take place such as association and corporate conferences. Their
distinguishing characteristics were also examined. New technologies were equally
considered — videoconferencing has been identified as a real option to conventional
conferences, but one perhaps more suited to corporate conferences rather than

association conferences.

This research will focus on association conferences in the UK., There are many
reasons for believing that the association conference market is a discrete entity and
that association conferences should represent a distinct segment of the conference

market. The corporate segment in total will not form part of this research. The main
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reason for this is that the aim of this research is to consider reasons for deciding to
attend a conference, and in the case of corporate conferences, attendance can often be
mandatory and the decision-making process is bypassed by a direct order to attend.
As discussed earlier, certain types of conference and business travel are undertaken
for very good and obvious reasons, usually to attend an important meeting or
exhibition. This would strip any decision-making process down to its bare essentials
— questions such as is the trip necessary for business reasons, and can we afford it?

If the answers are yes, then the trip will most likely take place.

However, there are areas of the conference industry where the above abridged
decision process does not apply, and one particular area is in the association
conference sector. Association conferences, where the attendees are travelling for
their own purposes, and often paying for them with their own money, or having to
justify an expenses claim, constitute a distinct segment of the overall conference
industry and as such will be treated individually. Since it can be argued that
delegates attending association conferences are much more likely to be doing so by
choice, there is much more scope for examining the process that they undertook
when they chose to attend and therefore the association section of the conference

industry in the UK will be the focus of this research.

This research will now go on to examine whether and how this distinct section of the
tourism market fits with the existing models of tourism decision making as
elaborated upon in the leisure tourism and tourism consumer behaviour literature.
Where there are differences specific to conferences, it will review the literature in
order to establish a conceptual framework for the attendance decision and propose a
hypothetical model of the UK association conference attendance decision-making

process. This process will form the basis of Chapter Three.
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CHAPTER THREE - CONSUMER BEHAVIOUR IN TOURISM

3.0 Introduction

The previous chapter began with a broad perspective of the situation in the
conference market, both in the UK and internationally. It concluded by focussing on
the context for this research, namely that the research would concentrate on the
decision-making process of delegates considering attending an association
conference in the UK. The intention of this research is to address the four main
research questions outlined in the introduction to this thesis - namely to what extent
can existing models of leisure tourism decision-making be adapted to represent the
decision-making process in the UK association conference attendance context, how
can the characteristics of association conference attendance best be defined, can
underlying dimensions be identified among the attributes influencing the potential
UK association conference delegate’s decision whether or not to attend and finally,
can any such dimensions usefully be incorporated into a potential model of
conference attendance decision making. As a result, it is intended to put forward a
conceptual framework for the association conference attendance decision in a model

of decision-making adapted to the association conference context.

Initially, this chapter will consider the various aspects of the decision-making
process, both in a general consumer context and then more specifically in the leisure
tourism context. This will provide the foundation for the model of the conference
attendance decision to be proposed. Once the basis for the leisure tourism decision
has been identified, this chapter will then identify which aspects of this process are
applicable to conference tourism. Following this, the chapter will address the issue
of whether and how existing models of leisure tourism decision-making can be

adapted to represent the decision-making process in the UK association conference

attendance context.
Once the decision has been made regarding the use of decision-making models in the

conference context, the conceptual framework for the conference attendance decision

will be established and the factors that a delegate considers when deciding whether
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or not to attend an association conference will be identified. This will begin to
address Research Objective 5, by identifying underlying dimensions among the
attributes influencing the potential UK association conference delegate’s decision

whether or not to attend to attend.

A synthesis of these results will allow the proposal of a hypothesised model of the
UK association conference attendance decision-making process, which will be

empirically tested during the fieldwork stage of this study.

SECTION ONE

3.1 General Models of Consumer Decision-Making

“A decision is an outcome of a mental process whereby one action is chosen from a
set of available alternatives” (Moutinho 1987, p 27). This description of a decision
as a mental process rather than the result of a snap, instinctive judgement is what lies
behind the plethora of decision-making models that exist and which aim to make the

mental machinery involved in deciding what to buy more readily understandable.

Swarbrooke and Horner (1999) define the purpose behind consumer behaviour
models as an attempt to give a simplified version of the relationships of the various
factors that influence consumer behaviour. They go on to say that the intention
behind the development of such models was to try to control behaviour patterns
(Swarbrooke and Horner 1999). This rather optimistic notion does not appear to
have been successful, but the models themselves are a popular way of understanding

why people buy and by extension trying to predict what people will buy.

According to Gilbert (1991, p 93), models of behaviour have proved useful as “a
means of organising disparate knowledge of social action into a somewhat arbitrary

yet plausible process of intervening psychological, social, economic and behavioural

variables".
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The main approach to the study of consumer behaviour is known as the information
processing approach (Horton 1984), which suggests the notion of an involved and
complex process taken by a consumer in pursuit of his final aim ~ a purchase.
However, not all purchase decisions are complex and as Schiffman and Kanuk
(2000) point out, not all consumer decision-making needs that same degree of

information searching and processing. This will be discussed in a later section.

The major theories of consumer behaviour (known as the “grand models™) were put
forward by Nicosia in 1966, Engel, Kollat and Blackwell in 1968 and by Howard and
Sheth in 1969. Each theory will be considered on its own merits shortly, along with
an assessment of its strengths and weaknesses, but taken as a group, these theories do

share some important characteristics, neatly summed up by Gilbert (1991, p 93):

1 They all exhibit consumer behaviour as a decision process — this is integral
to the models
2 They all provide a comprehensive model focussing mainly on the

behaviour of the individual consumer

3 They share the belief that behaviour is rational and hence can, in principle,
be explained
4 They view buying behaviour as purposive with the consumer as an active

information seeker, both of information stored internally and of
information available in the external environment - thus the search and
evaluation of information is a key component of decision making

5 They believe that consumers limit the amount of information taken in, and
move over time from general notions to more specific criteria and
preferences for alternatives

6 All the grand models include a notion of feedback, that is to say that

outcomes from purchases will affect future purchases.
The major theories of consumer buying behaviour have prevailed for over thirty

years now, and although their limitations are well known and will be addressed

shortly, they remain the starting point for any investigation into consumer decision-
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making, both generally and in the tourism field. Indeed, most models in leisure

tourism owe their origins to these “grand models”.

Figure 3.1 illustrates the similarities (and differences where these exist) between the
three grand models. There is a clear pattern repeated through the three models of a
process involving some kind of motivation or stimulus to act, a search for
information, an evaluation of alternatives, a decision to purchase (or not) and some
discussion of post-purchase behaviour. The individual details of each model will be

discussed in the next section.

3.1.1 The Nicosia Model

One of the earliest models of the decision-making process undertaken by the
consumer was proposed by Nicosia in 1966. This model is concerned with buying a
new product. As well as putting forward a review of the state of play within
consumer behaviour research at the time, Nicosia formulated one of the first models

to concentrate actively on the process involved in making a decision rather than on

the actual act of purchase (Nicosia 19606).

The nature of his model was also a new development. He used as the basis for his
model a computer flow chart techmque. The model depicts a message (e.g. an
advert) flowing from its source in the direction of the eventual decision outcome of
the consumer (Baker 1991). This highlights two important aspects - firstly, the
Nicosia model was the first to include what he refers to as the firm and its message,
and secondly, the form of the model emphasises the circularity of the relationships
involved (Horton 1984). This sets the Nicosia model apart from any that had gone
before because rather than flowing in only one direction, the model takes into
account the processes that happens before and after the purchase decision is made.

The choice of where to start studying the process is quite arbitrary (Horton 1984).
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The four fields that Nicosia introduced in his model are very complex, but a
simplified explanation will follow. Field One represents the firm’s attempts to
communicate with the consumer and the predisposition of the consumer to act in a
certain way. Field Two involves the consumer in a search evaluation process
influenced by his or her attitudes. Field Three reflects the actual purchase, and post-
purchase feedback is Field Four (adapted from Nicosia 1966 and Swarbrooke and
Horner 1999). In these fields can be seen the five-stage process already mentioned
that dominates the grand models: motivation— information search — evaluation of
alternatives — purchase decision — post purchase behaviour. Although the
information search stage is not identified specifically, it can be considered to take

place in tandem with the search evaluation process.

The model put forward by Nicosia (1966) is not immediately applicable to either the
leisure tourism or association conference context, as it specifically deals with the
purchase of a new product. However, the stages identified by Nicosia do chime with
the other models to be discussed and it will be demonstrated that his model and those

that come after are indeed relevant to tourism purchases.

There are criticisms of the approach adopted by Nicosia and these centre on three
main areas. In the first place, it has been argued that this model has received little
empirical testing (inter alia Horton 1984, Foxall 1990 and Swarbrooke and Horner
1999). Secondly, some of the variables have not been satisfactorily defined. Horton
(1984) highlights issues with Nicosia’s definition of attitude and motivation. Finally,
and this is a criticism levelled at many of the models of consumer behaviour, the
Nicosia model assumes that all buying behaviour is highly rational. However, the
question as to whether buyers are rational or not in their decision-making is a moot
point. This issue will be further discussed in a later section. In conclusion, the
Nicosia model has its problems, but it was ground-breaking in its time and remains

one of the milestones in the study of consumer behaviour.
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3.1.2 The EKB Model

Engel, Kollat and Blackwell devised another early model of consumer decision
making which has come to be considered one of the aforementioned “grand models”
(Engel, Kollat and Blackwell 1968). Their model, usually referred to as the EKB
model, has been revised in several editions by the original authors with other
collaborators, notably Miniard in 1986, but still remains generally true to its original

form.

For Engel, Kollat and Blackwell, the study of consumer behaviour rests on three vital

premises:
1 The consumer is sovereign
2 Consumer motivation and behaviour can be understood through research
3 Consumer motivation and behaviour can be influenced (but not

manipulated) through persuasive activity that takes the consumer

seriously (Engel et al 1986)

This serves to highlight their justification for creating a model of consumer decisions
— although the consumer makes the final decision, “persuasive activity” or marketing
and advertising can sway that decision, and so understanding exactly where to direct

that persuasive activity is vital to marketing.

Engel et al were the first to introduce the idea that not only is a consumer decision
the result of a process as advocated by Nicosia (1966), but that this process can take
several forms, characterised by Engel et al as Extensive Problem Solving (EPS),
Limited Problem Solving (LPS) and Routine Problem Solving (RPS). These are
further explained as follows: EPS is the most demanding in terms of expenditure of
time and energy and is therefore confined to major purchases. LPS on the other hand
refers to a process where some use is made of information, and active reasoning
about the choice is undertaken, but the degree of searching for information and

evaluating alternative options is less than for extensive problem solving, Most
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consumer decisions fall into the category of RPS, whereby little effort is put into
what is generally a repurchase of a tried and tested product or brand. With regard to
tourism, occasionally a tourist purchase can be routinized, for example where
someone books the same two weeks at the same hotel every year, but generally
decisions made about holidays and travel take more time and effort and can be
described as either LPS, or more usually EPS. Conference attendance could fit in
with any of these three possibilities. If an employee is informed that he has to attend
a corporate conference, then he will expend little energy considering whether to
attend or not. This could then be described almost as a routine purchase, especially if
the employee attends many such events. LPS could be descriptive of the process
undertaken by a potential conference delegate who attends an association conference
every year, whilst EPS is more likely to be representative of the decision-making
process undertaken by most potential delegates when weighing up the pros and cons

of attending an association conference.

The EKB model of extensive problem solving clearly fits in with the observed
pattern as already discussed: motivation — information search — evaluation of

alternatives — purchase decision — post purchase behaviour.

A little more detail on each section will help to clarify how the model works.
Problem recognition begins when the individual senses a difference between his
perceived ideal state of affairs and his current situation (Engel et al 1986). It may be
that the individual feels a need within himself, or it may be that some other sources
make him aware of a need (perhaps an advertisement or discussions with friends and
family). In a conference context, this stage may be represented by receiving an
association mail-out advising of a forthcoming conference, or perhaps seeing a call
for papers. In any case, the recognition of a need and the desire to fulfil this is stage

one — motivation.
Following on from this the individual then begins to search, within his own memory

initially, for information on how to fulfil this need. If the information is not yet

known to the individual, then the search for information will proceed to the external
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environment - adverts, brochures and advice from others all form part of this
process. Of course, Engel et al wrote before the age of the Internet, but electronic
forms of communication and information certainly form part of the external
environment now, and this is certainly a common information resource for both

leisure and business tourists as well as other consumers.

Once the search for information has borne fruit in the shape of a selection of viable
alternatives, the consumer will undertake an evaluation of the main options. In
practice, as pointed out by Engel et al (1986), the search for information and the
evaluation of alternatives generally takes place simultaneously. “Usually when
alternatives are presented, there is a formation or change of beliefs about the product,
followed by a shift in attirude towards the act of purchasing that alternative. All
other things being equal, this leads to an intention to act consistently with attitude

and finally to purchase” (Engel et al 1986, p 31).

Under the section considering information search and the evaluation of alternatives,
the EKB model also investigates the idea of information processing — gauging how
people actually process the information around them and how the consumer moves
from “exposure” to information sources to actually paying “attention” and retaining
the information provided. It seems clear that the consumer will pay more attention to
those marketing messages where the product is relevant to them. This underlines the
importance of targeting market segments very specifically, as is the case in the
association conference context as this is usually a very specifically targeted market -

perhaps association members only, or members of certain institutes only.

The penultimate stage in the EKB model refers to the decision to purchase (or not),
but the model does not stop there. Post-purchase behaviour is the final area to be
examined. If the buyer is happy with the purchase and feels that he has made the
right decision, the outcome will be “satisfaction” (Engel et al 1968). The most likely
result of this outcome will be a repurchase. However, if the buyer feels afterwards
that the purchase was not suitable and experiences what Horton (1984) refers to as

“dissonance” (an uncomfortable feeling that a wrong decision was made), then the
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outcome will be dissatisfaction (Engel et al 1968). This can raise doubts as to the
possibility of re-purchase, and may result in customer complaints and returns and
refunds. Naturally the manufacturer or producer will wish to avoid dissatisfaction
and will take steps to reassure the buyer that his decision was the correct one. In the
association conference context, it is possible that a satisfactory outcome will lead to a
repurchase, but since a conference is multi-faceted, there are likely to be many
different levels of satisfaction or otherwise. This model does not deal in any depth
with decisions as complex as buying a holiday or attending a conference, and this

may be regarded as a weakness of this model.

Engel et al (1986) felt that there were three main advantages to using models in the
study of consumer behaviour. Firstly, explanations for consumer behaviour are
provided in the models, secondly a frame of reference is provided for research and
thirdly a model discloses the kinds of information needed to understand the

consumer’s decision-making process and provides a basis for marketing action.

Criticisms of their model include the perennial question of how to predict the
behaviour of a consumer who is not acting rationally by using models based on the
consumer as a rational decision-maker, as is the case with the EKB model, and the
fact that the model has not been subjected to vigorous empirical testing. Engel et al
(1968 and 1986) can certainly counter this latter criticism, stating as they do that the
primary purpose behind the creation of their model was pedagogical (Engel and
Blackwell 1982). They stress the importance of teaching consumer behaviour in
what are after all a set of textbooks in the field of marketing. Whether it is
reasonable to expect a model designed to aid students in understanding some of the
thought processes of a consumer to stand up to thorough testing in an academic or
commercial context is up for debate. What is certain though is that the EKB model
has been largely successful in terms of staying power —~ it appears in many general

textbooks on consumer behaviour and is almost always referred to in any work on
the subject.
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3.1.3 The Howard -Sheth Model

The final so-called “grand model” to be considered in this section is the theory of
buyer behaviour postulated in 1969 by Howard and Sheth. Like the EKB model, this
theory has been slightly modified over time, but still appears in more or less its

original form in many textbooks and articles on consumer behaviour.

Foxall (1990, p 10) described it as “a sophisticated integration of the various social,
psychological and marketing influences on consumer choice into a coherent
sequence of information processing”. The Howard-Sheth theory of buyer behaviour
is considered a seminal work by Horton who wrote in 1984 that not only was the
model historically important as one of the first, but it was also developed with
empirical research and testing in mind, unlike others of its time. Horton (1984)
further describes it as the best comprehensive description of buyer behaviour when

the buyer’s full decision-making processes are aroused.

The Howard-Sheth theory of buyer behaviour rests on five main components: inputs,
perceptual constructs, learning constructs, outputs and exogenous variables (Howard
and Sheth 1969). These do not a first glance seem to bear any similarities to the 3-
stage process described by the other two models (the Nicosia and EKB models
already discussed). However, a closer inspection shows that the logic behind their

five components and their contents are indeed similar to the other two models.

“Inputs” are described in terms of a stimulus display which has three sections -
significative stimuli, which refers to the qualities of the product itself such as price
and availability; symbolic stimuli, which represent the information available on the
product, such as adverts and brochures; and social stimuli — the opinions of family
and friends and other reference groups which are taken into consideration by the
buyer. For the most part, consumer decisions are based on symbolic and social
stimuli (Horton 1984), and nowhere is this more evident than in the field of tourism
where most of the qualities of the product, i.e. a holiday, cannot be tested before

purchase and thus greater reliance must be place upon marketing and advertising and
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on the views and experiences of friends and family. These inputs refer to a stimulus
to act, or in other words the motivation behind the potential purchase. In the
association conference context, the significative stimuli may refer to the cost of the
conference, and perhaps the location and dates, whilst the symbolic stimuli would
probably refer to information disseminated by the association, such as conference
programmes or perhaps the association website (agatn, Howard and Sheth wrote
before the Internet revolution). If the consumer decisions are indeed based on the
symbolic and social stimuli, then in the conference context, decisions would be based
on factors such as cost and location, as well as the views, opinions and other

commitments of family. These are points that will recur throughout this literature

review.

The next component in the Howard-Sheth model is termed “perceptual constructs”
and explains the way in which the buyer considers all the information at his disposal
and from this selects the information upon which the choice process will be based
(Howard and Sheth 1969). Two main precepts are put forward — “attention” and
“overt search”. Attention is a passive state and refers to the way in which a buyer
becomes more receptive to information on a product when a need for this product has
been recognised by the buyer. The overt search is an active process and is the
counterpoint to simply paying attention to information that comes one’s way. The
buyer will actually go out of his way to seek information and canvass opinions on a
product. There are two further constructs within this section. Stimulus ambiguity s
straightforward and refers to a stimulus that the buyer does not understand correctly
in full or in part. Perceptual bias is a more hazy area, and covers the way in which a
buyer will distort information received in order to make it fit in with his existing
beliefs. In 1977, Howard himself accepted that perceptual bias was a very general
concept, and replaced it with a more specific set of constructs, but did not alter the
general working of the model (Howard 1977). Although it is not called “information
search”, this component clearly refers to the same element in the decision-making
process that the other authors call information search. There is nothing in the
existing literature to suggest that potential association conference delegates would

behave significantly differently to other purchasers in this respect.
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The third component of the Howard-Sheth theory of buyer behaviour is *“learning
constructs”. In the process of learning, the consumer’s motives, attitudes and
comprehension of the brand determine the degree of confidence he is willing to place
in a product, his purchase intentions and the actual purchase behaviour (if it occurs)
(Foxall 1990). With regard to motives, Howard and Sheth argued that motives
themselves provide no explicit guides to how the buyer may satisfy these motives
(Howard and Sheth 1969). However, motives do influence behaviour and so are
worthy of inclusion in the model. Before a buyer is able to satisfy his motives, a two
stage process is required. Brand comprehension, where the buyer is able to identify a
brand, must take place and choice criteria must also be set down — this refers to the
specific criteria needed to evaluate whether or not one specific brand will satisfy the
buyer’s motives. Once these two steps have been taken, the next step is formation of
attitude. Attitude is defined as “the extent to which the buyer expects the brand to
yield satisfaction of his particular need” (Howard 1989, p. 43), which is a noticeably
narrower definition than in other areas of consumer behaviour. Howard and Sheth
(1969) further suggest that attitude gives rise to intention rather than to actual
purchase. This intention to buy is also influenced by confidence, which recognises
that two buyers can have exactly the same attitude towards a brand and yet not be
equally confident or certain that the satisfaction expected from the purchase will
actually occur (Horton 1984). The final learning construct is satisfaction which
occurs after purchase and is the result of each buyer’s experience of the brand
purchase. With the exception of the final learning construct, satisfaction, all of these
issues refer to the same kind of thought process that is referred to in the other models
as an evaluation of alternmatives. Much of the discussion under the heading of
learning constructs is noticeably less relevant in the association conference context,
since brand choice and brand comprehension are not in themselves factors in a
conference attendance decision. The 1ssue of satisfaction is however more relevant,
but since a conference is the sum of a number of separate parts, all of which may
result in satisfaction or dissatisfaction, satisfaction in an association conference

context can be said to be a more detailed concept than has been recognised here.
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Component number four is outputs. As expected this does include the actual
purchase. However, it goes much further than the simple act of purchase in that it
tries in part to understand those aspects of their theory which are hypothetical before
a purchase is made, but which are observable after a purchase, by simply questioning
buyers. Understanding attitudes and intentions before a purchase is made will help
advertisers and marketing professionals to comprehend what makes the consumer
buy the product. Other aspects include brand comprehension and attention. This

component is much more detailed than its equivalents in the other models, but does

basically refer to the act of purchase.

Post-purchase behaviour is not represented by a component in itself, but it is referred
to under learning constructs, where satisfaction (or otherwise) with the purchase 1S

considered to inform future decision-making.

Finally, the Howard-Sheth theory of buyer behaviour considers not only those
variables which are endogenous to the buyer, but also the exogenous ones. However,
given that these factors such as race, religion, sex, class and income amongst others
are highly individual to each buyer, they do not require specific mention in a
comprehensive theory, even though they do markedly affect buyer behaviour. These
factors do have a bearing on an association conference attendance decision, but here

too they are very specific to the individual.

It can be concluded therefore that although at first glance it seems unlikely, the
Howard-Sheth model does fit in conceptually with the five-stage model already
identified as being representative of the purchase decision-making process -
motivation — information search — evaluation of alternatives — purchase decision

— post purchase behaviour,

The Howard-Sheth model has, unlike the other grand models, been the subject of
extensive empirical testing. According to Horton (1984), four main criticisms
appear: most studies only addressed a limited portion of the theory, support for

theory has been largely based on two-variable relationships even though the theory

60



generally requires more complex tests, no specific aspects of the theory received
consistent support and the proportion of the total variance of the data explained by

the theory is generally low.

Further criticisms levelled specifically at the Howard-Sheth model rest on the fact
that much of the model is based on learning theory, but that the relationship between
learning theory and the constructs in the model are not explicit. Additionally, much
of the knowledge in the field of learning theory has been acquired through tests on

animal behaviour and it would seem questionable to transfer animal behaviour results

to human buying behaviour.

In summary though, the Howard-Sheth theory of buyer behaviour does not explain
all buyer behaviour, but is a comprehensive theory which has been subject to
empirical testing and is recognised as a major contribution to the consumer

behaviour literature (Swarbrooke and Horner 1999).
3.1.4 Limitations of General Models of Consumer Decision-Making

Although much has been made of the fact that models which intend to be
comprehensive depicters of consumer behaviour are prone to criticisms and
limitations, it is still true to say that they have contributed greatly to our
understanding on why people buy and what processes are undertaken by consumers
when a decision is being made. When it comes to considering the models that are
used within tourism to try to understand the travel decision-making process, a
knowledge and understanding of the grand models of consumer behaviour is

indispensable, and for that reason alone the study of these models is justified.

Nevertheless, the problems associated with the aforementioned models are
significant and require analysis. The major strands of criticism levelled at all the
major models rest upon three main premises — they assume that consumers behave
rationally, they don’t take into account collective decision-making at a family or

organisational level and they lack independent corroboration. With regard to the
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latter, only the Howard-Sheth model has been the subject of empirical research and
as discussed, the results were not a resounding acclamation of the model. However it
is only fair to re-emphasise the point made by Engel et al that their model was
intended for teaching purposes and was not intended to stand up to rigorous testing.
It could be argued though that if the model did not stand up to external testing

perhaps it is not the best teaching method.

The question of collective decision-making was considered by Engel et al to be an
important one and partly in response to this criticism, they included a section on
organisational behaviour in their 1986 version (Engel er al 1986). Neither the
Nicosia model nor the Howard-Sheth model actively considers this aspect. This 1s
perhaps surprising, although the relevance of collective decision-making, especially
by a family group, may appear more and more relevant as this study moves on to

look at tourism decision-making.

The main criticism though is certainly the belief in the consumer as a rational
individual. This point has been raised by numerous authors (inter alia Foxall 1990,
Horton 1984, Swarbrooke and Horner 1999, O’Shaughnessy 1987 and Moutinho
1987) and is certainly worthy of consideration. In the words of Foxall (1990, p 8)
“the major comprehensive theories of consumer behaviour invest consumers with
extensive capacities to receive and handle considerable quantities of information and
to engage in means-end processing involving comparison and evaluation of
alternative brands in relation to the consumer’s purposes and aims”. This certainly
suggests that the major theorists assume a great deal of rationality on the part of the
consumer. O’Shaughnessy (1987) looks to economic theory to assess rationality,
pointing out that on the grounds that chosen behaviour is voluntary behaviour and all
voluntary behaviour is assumed to be carried out to maximise satisfaction, many
economists hold the view that all chosen behaviour is rational. That may be true, but
what is less certain is whether all aspects of a decision-making process involve the
same degree of rationality - take the case of a routine repurchase of a tin of beans
versus the occasional purchase of an expensive car. How much rational thought is

involved in picking up the same supermarket items week after week? Horton (1984)
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even suggests that the mere fact of writing discussions on human behaviour down
can give the impression that human behaviour is more organised that it actually is.
The act of observing behaviour can change the way we view the behaviour - this is

almost into the realms of the Heisenberg Uncertainty Principle.

It is certainly true that these grand models of consumer buying behaviour have had a
marked influence on some of the models of tourism decision-making and as this will
be studied in the next section, the merits and demerits of models will remain under

scrutiny.

3.2 Consumer Behaviour in Tourism

Although the grand models provided a benchmark for the study of consumer
behaviour, much more research has been carried out in the area and models of the
consumer purchasing decision have been significantly refined since those early days.
However, it would not be fruitful to delve any more deeply into the decision-making
process involved in purchasing specific goods, since much of what is purchased in
the tourism field are in fact services. Back in the early 1970’s, the consumer
decision-making tree branched out considerably and it is now time to follow the

branch that has led to the modern purchase decision models used in tourism today.

It is reasonable to question why tourism needs its own set of decision-making
models, but the answer is clear — the crucial difference that has led to the vast gamut
of research carried out in tourism consumer behaviour is the fact that marketing
services is entirely different from marketing products. Middleton (2001, p 41)
defined goods and services as follows: “Goods are products purchased through an
exchange transaction conferring ownership of a physical item that may be used or
consumed at the owner’s choice of time and place. Services are products purchased
through an exchange transaction that does not confer ownership, but permits access
to, and use of a service, usually at a specified time and in a specified place”. This
definition makes it clear that a different approach is required to market services

generally, and tourist services particularly, in the most effective way possible, and in
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order to do this it is vital to understand those characteristics which are representative

of services.

Kotler (1984) and Middleton (2001) amongst others consider the issues surrounding
marketing services as opposed to goods, and Middleton does go on to consider some
further characteristics unique to travel and tourism services which wiil be discussed
shortly. Other authors, for example Mill and Morrison (1998) and Swarbrooke and
Horner (1999), consider the matter from a purely tourism point of view. In either
case, there are several main characteristics of service marketing that distinguish it
from product marketing, namely intangibility, inseparability, heterogeneity and lack
of ownership, to which can be added in a tourism context seasonality, perishability

and interdependence.

“Intangibility” refers to the fact that a service cannot be seen, touched or tried out
before consumption. Swarbrooke and Horner (1999) point to the advent of virtual
reality as a possible means of tackling this particular issue, but this is an option for

the future, and does not yet have much of a role to play in service marketing.

Additionally, the production and consumption of the service is simultaneous
(Middleton 2001). This is what is meant by “inseparability”. This impacts
particularly on staff delivering a service as they are viewed by the consumer as

inseparable from the service itself.

“Heterogeneity” basically means variability and rests on the principle that humans
are individuals and so the service that they produce will not be the same each time.
Additionally, consumers (being human too) will not receive the service in the same
frame of mind each time. This is a problem for service marketers because it means

that they cannot guarantee that a service will always be up to the same standard and a

problem for consumers because they do not know until consumption of the service
what standard it will come up to. Middleton (2001) highlights the fact that for some
service industries (e.g. the fast food industry) the levels of training and quality

controls mean that the service should almost always be of the same standard, and that
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heterogeneity is merely an academic point. However, in the case of a highly

involved purchase like a holiday, heterogeneity may be a much more thorny issue.

The “lack of ownership” factor, which is a result of the intangibility of services,
means that at the end of the transaction, the consumer leaves with no visible
ownership of anything - in fact as Mill and Morrison (1998) point out, the visitor's
travel experiences exist only in memory after the trip is over. Some products come

with warranties or guarantees. Tourism products and services do not.

The three final items under review are specific to tourism, and imply that tourism is a
unique type of service - “seasonality” means that demand for tourist services
fluctuates according to the seasons of the year. “Perishability” refers to the fact that
an airline seat or hotel bedroom is fixed in time and space - if the seat or room is not
sold on any given day then the potential revenue from the seat or room is gone for
ever and cannot be replaced. Finally “interdependence” illustrates the fact that
although one organisation may be responsible for marketing a destination, the
success of tourism in the destination relies on not just this organisation but on the
myriad of other services available — “the tourism service chain is dependent on the
efforts of all the other organisations providing components of the trip” (Mill and
Morrison 1998, p 306).

One further issue of importance in tourism marketing is a point that applies not only
to service marketing, but also to marketing goods. The difference between
“convenience” goods and “shopping” goods is often quoted when looking at
consumer behaviour (inter alia Swarbrooke and Horner 1999) - a convenience good
is generally low priced, bought frequently and is usually a manufactured good, such
as a tin of baked beans. A shopping good is more expensive, and bought less
frequently and involves the consumer in a greater degree of decision-making -
examples would be a new car or new furniture. However, the notion of convenience
versus shopping applies equally in the service area. Convenience services would be
those provided by post offices and banks amongst others, Shopping services would

include holidays. Consumers are generally more involved in purchasing shopping
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goods and services, which as pointed out by Swarbrooke and Horner (1999),
generally satisfy higher order needs in Maslow’s hierarchy and also involve the

consumer in what Engel et al (1986) refer to as extensive problem solving.

}

All of the characteristics of leisure tourism which give rise to differences in
consumer behaviour between consumers of a product and consumers of a service are
to a greater or lesser extent relevant to a purchase in a conference context. A
conference is intangible, and cannot be tested beforehand. A conference reflects
inseparability, in that the production of the service and consumption of the service
take place at the same time. Heterogeneity 1s applicable in a conference context,
because the service provided by the venue, the caterers, the conference organisers
and the transport providers amongst others will vary over time, and will be received
by each delegate differently according to their frame of mind at the time.
Conferences are also subject to perishability in that revenue from a conference place
not sold can never be recovered. Finally, seasonality can be an issue in a conference
context as the timing of conferences can be restricted by the availability of delegates.
However, seasonality is much less of a problem in the conference industry than it is

generally in the tourist industry.

From this brief outline of the differences between the characteristics of products and
services, and the knock-on effect that this has on the marketing of services, it is clear
that travel and tourism marketing is unique and that when considering the purchase
of tourism products and services, models unique to travel and tourism are as a result
also necessary. The next section will consider in detail the work that has been

carried out so far in this well-researched area.

3.3  Decision-Making Models in Tourism

There are several models which have been developed in tourism in order to try to
explain how travellers make their destination choices. The earliest models were
those put forward by Wahab, Crampon and Rothfield in 1976 and by Schmoll in

1977. Following on from this early work were authors who are still widely quoted
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today — Mathieson and Wall (1982), Van Raaij and Francken (1984) and Moutinho
(1987). Much has been written on these models, both by their authors and by later
writers, and there is a general consensus that each model adds something to the
previous one. Although each has its limitations, the existence of these conceptual
frameworks has helped to elucidate the tourist’s decision making process. An
analysis of these models will help to provide an answer to one of the research
questions of this study - can existing models of leisure tourism decision-making be
adapted to represent the decision-making process in the UK association conference

attendance context’.

Each model will be considered in more detail in the following pages along with some
points regarding their various merits and demerits. However, one point 1s
immediately clear - each of these models is depicting the purchase of a tourism
product or service, but in each can be identified the main elements of the decision-
making process represented by the grand models of motivation — information

search — evaluation of alternatives — purchase decision — post purchase

behaviour.

3.3.1 Wahab et al (1976)

This model, or linear process, was proposed in 1976 by Wahab, Crampon and
Rothfield in their book entitled “Tourism Marketing”. It represented one of the first
attempts to transfer the ideas and theories of consumer behaviourists such as Howard
and Sheth to the field of tourism. Looking back from today’s perspective, it is easy
to criticise this model for its rigidity and for the fact that trends in tourism have
changed to such as extent that this model no longer accurately reflects the decision-
making process involved in all holiday decisions. However, some of the principles
of this model do still hold true today, and have clearly influenced the work of
tourism researchers. In addition, the basic five-stage process visible in the grand
models is clearly visible here too. Wahab et al saw the tourist buying decision as a

linear process travelling from beginning to end and their vision lacks the complexity
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of some models that are to be discussed in this section. Their process runs through

the stages illustrated in Figure 3.2.

Figure 3.2: The Wahab ef al Model of Consumer Bchaviour in Tourism

Initial anr;gptugl Fact Galhenng Def mxhnn of
Frame work Allematives Assumptions
Design of | Porcastof Costs & Bﬂ}"m’ of
Stimulus Consequences Altermatives
(Source: Wahab et al 1976)

The initial stimulus refers to the needs and wants of a tourist with regard to going on

holiday, coupled with the marketing messages received by the tourist from
destination advertising. This can be seen as similar to the motivational aspects of

both the grand models and the other tourist decision-making models.

This prompts the tourist to consider what they might want from a holiday and what
their priorities are. This is represented by the conceptual framework, Once a holiday
is a realistic proposition, various factors have to be taken into account, under the
heading of fact gathering. This includes the costs involved in the holiday, rejection
factors (reasons to rule out certain destinations entirely, such as war or health risks)
and satisfaction and dissatisfaction elements — basically the pros and cons of various

destination options (Wahab et al 1970).

Once the tourist has these facts at his disposal, Wahab et al suggest that the next
stage is definition of assumptions. This slightly hazy terminology actually refers to
the tourist trying to check out whether the facts that he has amassed are actually
accurate, This may take the form of canvassing the opinions of friends and family,
or possibly taking advice from travel intermediaries or may reflect the fact that the

tourist has to make certain deductions about a destination based on the facts he has.
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The conceptual framework, fact gathering and definition of assumptions are
mentioned separately in this model, but they are all conceptually linked with the idea
of information seeking and as such can be taken together to be illustrative of the

information search aspect of the models.

Next comes the design of alternatives (similar to the stage known in other models as
the evaluation of alternatives). This refers to making a shortlist of those destinations
under consideration by the tourist. As this point the seller of the destination or
package must take into account the social, ecological, financial and image impact of
the decision (Wahab et al 1976). This involvement of the seller is the stage called
forecast of consequence. The tourist himself will next contemplate those
destinations in his shortlist and undertake a form of cost-benefit analysis in order to
ascertain which option will provide best value. This cost-benefit analysis according
to Wahab et al (1976) may be almost unconscious and almost instantaneous or
studied and thought over but they argue that it will take place in all tourist buying
decisions. The result will be a ranking of alternatives, with the best choice at the top
of the list. This choice will almost certainly be the final decision, which is the

penultimate stage in the process.

The final stage in the buying process is termed the outcome, with a choice of two
possibilities - satisfaction or dissatisfaction. No further comments are made with
regard to what happens given the final outcome -~ will satisfaction lead to
repurchase? Will dissatisfaction mean that the destination will be rejected in future,
or are there levels of dissatisfaction? Although Wahab et al do not cover this issue
further in their 1976 work many other authors have addressed these issues since then,
as will be seen. In this sense, the decision-making process is linear and does not
have any feedback loops, meaning that aspects of the decision-making process

according to this model will not inform future decision-making.
One aspect of this model which seems to be unique is the emphasis placed on the

role of the seller of the tourism product. For every stage of the tourist buying

decision process, Wahab et al highlight issues of importance for the seller. An
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example is the stage entitled “fact-gathering”. While the tourist is rejecting
destinations and getting their priorities straight the seller, according to Wahab et al,
should be gathering facts too, on their client profile, on their strengths and
weaknesses and on market research. Wahab et al (1976) believe that the seller must
accompany the buyer through the buying process and adapt their marketing efforts to
that end.

This idea has not been carried forward into other models of tourist decision-making
where the role of the seller is more implicit. As many models claim to have been
created in order to help professionals in a practical way, this change of tack by later
authors from the explicit to the implicit may be considered to be slightly less helpful

by practitioners.,

Wahab et al do stress that the decision-making process may be more spontaneous
than their model reflects (Gilbert 1991), and so there is scope for this model to be
expanded to account for more spontaneous decisions. However, it is fair to say that
changes in the tourist industry mean that the Wahab et al model of 1976 is not the
best way to reflect today’s tourist decision-making process. These changes include
the trend towards last-minute bookings and holidays where the destination is
irrelevant and only price is the dominant factor (as highlighted by Swarbrooke and
Horner 1999). Additionally, the lack of any study into how satisfaction or
dissatisfaction with the outcome affects future decision-making makes this model
conceptually incomplete. However, the importance of this model was in the
development of knowledge and understanding in the field of consumer behaviour in

tourism.

3.3.2 Schmoll 1977

Along with Wahab et al (1976), one of the earliest authors to attempt to transfer the
theories of the grand models to the tourism arena was Schmoll. Writing in 1977, he
proposed a model of the travel decision process. He was at pains to point out that the

creation of a model was of real practical value and he justified his model as follows:
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“The purpose of all marketing action is to influence customer behaviour is a
specific desired way. To do so, a knowledge of the factors that influence
behaviour is essential. A model helps to obtain a better, more systematic

understanding of these factors” (Schmoll 1977, p 74).

An additional point that he made was that a model increases the probability that all

relevant variables are actually considered and — if needed - are included in the

decision process (Schmoll 1977)

He intended his model to be put to use in four distinct ways — to find out where
marketing can be used to influence the decision process, to find out which factors
have a bearing on the decision process, to identify areas in the process where
research is still needed and finally to assist in the development of relevant market
segments. He does stress that his model is neither predictive nor analytical - it
cannot predict tourist behaviour, neither can it analyse specific details such as which

factors weigh more heavily than others in the decision process. This caveat may be

applied to all the decision-making models under review in this section.

The Schmoll model is composed of four fields as illustrated in Figure 3.3 ~ travel
stimuli, personal and social determinants of travel behaviour, external variables and
characteristics and features of the service/destination. These all affect the decision

process.

“Travel stimuli” includes advertising, travel publications, suggestions from friends
and relatives and recommendations made by travel intermediaries after the traveller

has initiated enquiries.

“Personal and social determinants of travel behaviour” refers to personality, socio-
economic factors, attitudes and values which together determine customer goals.

These factors contribute to motivation to travel, travel needs and desires and

expectations of travel.
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Travel stimuli, and personal and social determinant of behaviour combine to cover

the motivational aspect of the decision-making process both in terms of the stimuli

(or marketing messages) received by the tourist and in terms of the awakening of a

need within the tourist.

Figure 3.3  Schmoll’s Model of the Travel Decision Process
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Field three is “external variables” such as confidence in travel intermediaries, images
of the destination, previous travel experience, assessment of risk and constraints of
time and money. Schmoll (1977) takes some time to consider the question of
destination image and concludes that the decisions made by tourists are very strongly

influenced by personal experience, by reports from friends and family and
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information gained from advertising. These three influences form together to create
the destination image held by the traveller.

The final field is “characteristics of the destination/service”, such as the costs of
travelling there, what attractions are on offer, the quantity and quality of information

available and the type of travel arrangements that are offered.

Both the external variables and the characteristics of the destination or service can be
taken together to represent information seeking and evaluation of alternatives. The
decision is the final stage in this process as can be seen, and there is no scope in this

model to consider what happens after the decision has been taken.

Schmoll (1977) saw these four fields as jointly influencing the travel decision
process which he describes in his model as travel desires, information search,
assessment/comparison of travel alternatives and decision. This is broadly in line
with the established five stage process, but without reference to post-purchase
behaviour. Therefore, he concludes that the decision reached by the traveller is on
the basis of individual personal characteristics which are influenced by travel stimuli,

and external variables, and is subject to the external constraints mentioned.

Probably the most valid criticism of the model is the fact that it is not as clearly
expressed as some of those that were to follow on from his work, such as Mathieson
and Wall (1982) and Van Raaij and Francken (1984) amongst others. However, this
is almost certainly a function of the fact that it was proposed a relatively long time
ago and marketing and consumer behaviour theory has moved on considerably since
then.

In its basic form, the model outlines a decision process based on four principles -
travel desires, information search, assessment/comparison of travel alternatives and
decision. However, Schmoll (1977) also describes the decision process as being
composed of felt need, information gathering and deliberation, decision and travel
preparations. It is unclear which of these two slightly different decision processes he

favoured, but certainly his model is still widely cited in the literature pertaining to
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consumer behaviour in tourism and so the process highlighted in his model has come
to be more widely recognised as his contribution to the tourism decision-making

literature.

Gilbert (1991, p 95) criticises aspects of the model, pointing out that “there is no
feedback loop and no input for attitude and values - it is difficult to regard the model
as dynamic”, but in his defence, Schmoll does in fact include attitudes and values
under the heading of personal and social determinants of travel and behaviour, and
thus Gilbert’s criticism seems unfounded. However, it certainly can be argued,
especially taking into consideration the models that have been developed since
Schmoll, that this model does ignore some of the most important aspects of the travel
decision process, including the questions of post-purchase dissonance and
dis/satisfaction. In fact, Schmoll (1977) does not even consider the matter of what
happens during the holiday and thereafter. This is certainly a weakness in this

model.

However, the model, although heavily based on the grand models of consumer
behaviour (especially the Howard-Sheth Model) makes the transition to tourism
clearly. Gilbert (1991) states that Schmoll highlights many of the attributes of
tourism decision-making which do influence tourism demand, and also that Schmoll
was instrumental in introducing the importance of destination image and the role that
it plays in the demand process. Furthermore, Hudson (1999) concludes that
Schmoll’s is the only model that pays attention to constraints and their impact on the
decision-making process although they are mentioned in passing in the work of

several of the authors under discussion here.

In conclusion, the Schmoll model was an important step in developing the subject of

consumer behaviour in tourism, but it has now been superseded by more up-to-date

alternatives.
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3.3.3 Mathieson and Wall (1982)

Mathieson and Wall writing in 1982 were primarily concerned with the tourism
planning process, and they felt that a better understanding of the issues involved in
planning for tourism could be gained by achieving a deeper understanding of the
factors which govern the traveller's decision-making process. Put simply, if it 1s
known what causes tourists to select a specific destination, planning decisions can be
made based on this. This can be done in four ways ~ through marketing, (by directing
tourist decisions towards or away from specific destinations), through identifying
which factors impact most heavily on tourist decisions, through identifying areas in
need of research in order to inform planning decisions and through determining

criteria by which target markets and market segments can be identified (Mathieson
and Wall 1982).

Mathieson and Wall identified the main reasons for creating a model of tourist
decision-making as firstly an aid for tourism planners and secondly because tourism
has enough distinguishing characteristics to make general models of consumer
choice unsuitable for use in travel and tourism. These characteristics, already
discussed in a previous section, include perishability, intangibility and heterogeneity
amongst others. They felt that the existing models relied on the “economic man”
approach - this assumes rational decisions based on perfect knowledge. A
behavioural approach was in their opinion what was needed, since tourists act on

limited information and generally seek a satisfactory, rather than optimal experience
(Mathieson and Wall 1982).

The Mathieson and Wall behavioural decision-making framework for travel and

tourism has five phases neatly echoing the predominantly five-stage models already

discussed:
| Felt need or travel desire
2 Information collection and evaluation
3 Travel decisions
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4 Travel preparations and experiences

5 Travel satisfaction evaluation

In the first phase, a desire to travel asserts itself, and the reasons for and against
travelling are assessed. At this point, the decision may be not to travel at all. Once
the decision to undertake travel has been taken, the next issue is destination choice.
This corresponds to phase two of the framework, where information is gathered from
all available sources, including travel agents, brochures and advertisements as well as
from friends and family. This information is then evaluated, giving thought to the
time and money available, alternative destinations, domestic pressures and so on.
Finally, a destination is selected, along with other issues such as mode of transport,
type of accommodation and activities to be undertaken, and the travel decision is
taken. Under the fourth heading of travel preparations and travel experiences, the
authors include both pre-holiday tasks such as making bookings and buying clothing
and equipment and the holiday itself — the travel experience. Last, but not least, the
model considers travel satisfaction evaluation, which takes place during and after the
trip, where the travel experience is rated and the result of this will inform subsequent

travel decisions.

Although their stages do not correspond exactly with the grand models, they do seem
to be heavily influenced by them. The concept particularly of travel preparations and
experiences as part of the model shows that consideration has been given to how the
tourist plans for a holiday, not just before taking the decision to travel, but also
before the trip takes place - shopping for the holiday and planning how to spend the
time at the destination for example. This is comparable with the attitude and learning

aspects of the Howard-Sheth model in particular.

Within the framework of the decision-making process are included four major
elements, which have a bearing on all aspects of the decision-making process. These

are tourist profile, travel awareness, trip features and destination resources and

characteristics.
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The tourist profile is split into socio-economic and behavioural characteristics, the

former referring to mostly demographic issues such as age and income and the latter

referring to motivations, attitudes, needs and wants (Mathieson and Wall 1982).

Travel awareness concerns the fact that even once a potential tourist has decided to
travel, their travel decision will be limited by the amount of information they have or
can attain on any given destination, gleaned from adverts and brochures and from the
experiences of friends and family. This information all adds up to image that the
potential tourist has of each destination. This image is further moulded by the tourist
profile as explained above. The image that a potential tourist has of a destination is
vitally important in the decision whether or not to travel there — where quality and
service are similar, destination image may be the decisive factor in choice between

travel opportunities (Mathieson and Wall 1982).

Under the heading of trip features, two separate, but linked, areas are covered.
Firstly, there are what the authors refer to as “generation point” characteristics,
meaning domestic and work-related issues such as choosing a holiday for the whole
family, or taking a holiday on certain dates due to work commitments. These are
variously described in other models to be discussed later as situational constraints or
intervening issues (¢f Um and Crompton 1990, Woodside and Lysonski 1989,
Oppermann 1995b). Also included are the features of the holiday itself ~ destination,
duration, perceived risk or uncertainty at the destination and confidence in the

arrangements that have been made.

Finally, destination resources and characteristics refers mainly to those things that
make a certain destination stand out as the best choice for any individual tourist such
as types of attractions available, the quality of service on offer, the accessibility of
the destination and any barriers or constraints to travel to that destination such as

visas or other paperwork. It can clearly be seen that the factors under each heading
are inter-related and have a bearing on the decision taken by each individual as to

which destination will best suit their particular array of needs and wants.
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Thus Mathieson and Wall (1982) present their take on the decision-making process
behind traveller destination choice. It certainly highlights many of the issues that are
involved in making a travel decision, such as information gathering and evaluating
alternatives, and making a decision within the constraints specific to each individual,
and the fact that each travel experience will inform the next travel décision. This

model is also conceptually clear and comprehensible.

However, many criticisms have been levelled at the Mathieson and Wall model,
mostly revolving around the linear nature of the model and the fact that no
distinctions are made about which factors weigh heavier than others when decisions
are being made (Swarbrooke and Horner 1999). Additionally, as pointed out by
Swarbrooke and Horner (1999), the model too is quite out of date since it takes no
account of modern tourist behaviour such as last minute deals, all inclusive holidays
and Internet purchases. Swarbrooke and Horner (1999) also criticise the Mathieson
and Wall model (along with the other major models of tourism decision-making) on
the grounds that the models view tourists as rational and homogenous. Certainly the
issue of whether tourists (and other consumers) are acting rationally when they make
decisions is a perennial one, but to criticise the Mathieson and Wall model for
viewing tourists as homogenous seems a little unfair as Mathieson and Wall go to
some length to illustrate those characteristics which make every tourist decision

individual.

This does, though, lead on to a further problem with the concept of modelling -
stressing at length that every tourist decision is individual seems to hint, albeit
obliquely, that it is impossible to predict how any given tourist will make his
destination choice. This is not what marketers want to hear, and following on from
the stated aim of Mathieson and Wall (1982) of helping the planning process, is
probably not what tourism planners want to hear either! The model is descriptive,

but it is not clear whether it can be used in predicting how tourists will make their

decisions.
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Further criticism from Gilbert (1991) refers to the fact that the Mathieson and Wall
model is based on the “grand models” of consumer behaviour. This in itself is not a
problem, but as Gilbert points out: “the Mathieson and Wall model does not reflect
the depth of insight of these models” (Gilbert 1991, p 99). He further highlights that
“it omits important aspects of perception, memory, personality and information
processing which are the basis of the traditional models” (Gilbert 1991, p 99). He
concludes that the Mathieson and Wall model “is based on a geographer’s product-
based perspective rather than that of a consumer behaviourist” (Gilbert 1991, p 99).
This is in stark contrast to the assertion of Mathieson and Wall (1982) that they

intended to use “a behavioural approach”.

In summary, the Mathieson and Wall model of 1982 has been widely used to
describe the tourist’s decision-making process and seems to do this clearly and
simply. However, when considered from a more in-depth point of view, it can be
argued that there are some omissions such as perception and memory, and also
suffers from the inevitable problem of being out of date. Clearly, this is not just an

issue for this model, but for all the models in this section.

3.3.4 Van Raaij and Francken (1984)

These two authors proposed in 1984 what they called their “Vacation Sequence”,
which was a five stage process of holiday decision-making with a particular
emphasis on family or joint decision-making. This is the first model to consider joint
decision-making explicitly. They began with the generic decision of whether or not
to travel. This immediately differentiates this model from those others under review
as it does not go into any detail at all about problem recognition or what might
prompt a potential tourist to take this decision in the first place. However, once the
decision to go on holiday has been taken, the next four steps are broadly in line with

other models mentioned (¢f Schmoll 1977 and Mathieson and Wall 1982 for

example).
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The second stage of the vacation sequence is information acquisition. Van Raaij and
Francken place great importance on this stage, explaining that information may
sensitize people favourably to the idea of having a vacation, it may persuade a
household or reluctant partner to take a particular vacation, it may assist choices and
heighten appreciation of the vacation destination, or it may be used to rationalise,
justify or legitimize the vacation decision (Van Raaij and Francken 1984). They also
point out that after purchase or after the actual holiday, the information acquired may
be of use in reducing cognitive dissonance.

Figure 3.5 Factors Determining the Vacation Sequence (Van Raaij &

Francken 1984)
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Stage three is termed joint decision-making. They argue that vacation decisions are
often syncratic (joint) and therefore the issue of decision-making should include joint
activities, perhaps between husband and wife, or perhaps involving the whole family.
The decision reached will depend upon both the individual and household factors
identified in the model, and on the interaction process between family members. In
fact, the question of family decision-making constitutes a field of research in its own
right, which although interesting is too detailed to be studied in this short review.
This aspect has not been covered by the preceding models, but can arguably be
considered to be part of the general evaluation of alternatives section since it
probably involves families or households comparing differing destinations and
attempting to address each member’s own needs. It may also be applicable to the
conference context as a decision to attend a conference may impact on the rest of the
family, perhaps in terms of the delegate using up holiday time to attend, or spending

time attending a conference that could be spent with the family.

The actual holiday is stage four of this model or sequence, and stage five therefore
takes place after the holiday. It looks at the issue of satisfaction and dissatisfaction
with the holiday, and any complaints that are made during or after the holiday. The
holiday may be better or worse that expected, and Van Raaij and Francken introduce
the concept of equity cognition, which is recognising that the purchase may be seen
to be fair, where all elements are satisfactory, or unfair, where there is not value for
money, or where serious complaints have arisen. Since satisfaction or dissatisfaction
have a profound effect on future decision-making behaviour, this element is very

important in a decision-making model.
Although it is a very simple model, it is clear and easy to understand. It may miss

out important elements of motivation and behavioural issues, but it is certainly of

practical use to marketers who want to understand the decision process a little better.
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3.3.5 Moutinho (1987)

Moutinho’s work is one of the more recent attempts to model the decision-making
process of tourists. However, it is still over fifteen years old, and as such is no
longer at the cutting edge in its field. Nevertheless, it remains widely cited in

tourism literature, and merits closer examination.,

The first and most obvious characteristic of the 1987 Moutinho model (see Figure
3.6) is that instead of following the by now traditional form of five sections
(motivation, information search, evaluation of alternatives, decision and post-
decision process ~ c¢.f. Mathieson and Wall (1982) or Wahab et al (19706)), he
chooses to divide his model into three parts. These are classified as the pre-decision

and decision process, the post-purchase evaluation and future decision-making.

At a glance it is clear that Moutinho is taking a different tack from most of the

previous authors. The most obvious example of this is the fact that the first four of

the traditional sections mentioned above are subsumed into the first part of the
Moutinho model. This includes not only everything that takes place before the
decision itself, but also presumably the holiday experience too, although this is not

actually mentioned in the model.

However, a closer examination of the model does show that the concepts behind the

traditional five stages are present here too.

Part One of the Moutinho model 1s entitled “pre-decision and decision process” and

is by far the most complex part of the model. It includes three fields and three
subfields.

Field One is the “preference structure” - the tourist’s preference for a particular
destination is based on a set of factors including internalised environmental

influences such as cultural norms and values, family and reference groups, financial
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status and social class, as well as personality, lifestyle, perceived role set, learning

and motives (Moutinho 1987).

This section places much more emphasis on the complexity of each individual and
the role that this complexity plays in any decision than the other models that are
being reviewed here, although Schmoll (1977) does include a category for personal

and social determinants of behaviour, and van Raaij and Francken (1984) do stress

the part played by the rest of the family in any decision.

The preference structure also deals with the fact that intention to purchase is based
on confidence in the product and may be affected by inhibiting factors such as
anxiety and uncertainty. Finally, the attitudes of the potential tourist will have a

bearing on his decision and therefore this is included within the preference structure.

Moutinho includes the travel stimulus in Part One of his model. This can be
identified as being similar to the motivational element of the other models currently
under review. He notes that information received is not used by the consumer in its

raw form, but rather is processed into usable material, thus Subfield A is stimulus

filtration.

Following on from this, Subficld B is attention and learning — attention indicating
sensitivity to the information provided and therefore a learned change in behaviour

towards a possible purchase.

This leads on to comprehension of the stimulus and further information search, and
finally to Subfield C, choice criteria. Each tourist has individual choice criteria -
“the criteria that tourists employ in evaluating destinations or tourist services that
constitute their evoked sets are usually expressed in terms of attributes that they feel
are important to them” (Moutinho 1987, p 41). This represents the same process as

that described by other authors as information search and evaluation of alternatives
(cf Schmoll 1977 or Mathieson and Wall 1982).
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ff 1 -

Although it has a complex structure, Moutinho’s model does address the issues of
motivation, information search and evaluation of alternatives. However, each of
these issues is dealt with in much more detail in this model, and aspects of the
decision-making process which are absent from the other models such as attention
and learning can be seen here. In summary, the motivation, information search and

evaluation of alternatives stages are all included in Part One of the Moutinho model.

Field Two in Part One is the decision. Moutinho (1987) describes the decision
process as a series of conflicts, meaning that the decision may be based on any
number of issues including perceived image, information from the destination, prior
experience, information from travel intermediaries or social interaction and will be
the result of a merging of these issues. The decision process is based on the tourist’s
beliefs and images. This stage is clearly the same as that described by all other

authors of leisure tourism decision-making models.

Field Three in Part One is the act of purchase and no further comment is made on

this field by the author. As mentioned earlier it is not clear whether the actual

holiday experience is to be imagined as part of this field or part of the next.
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Figure 3.6 Moutinho’s Vacation Tourist Behaviour Model (1987)
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The model moves straight on to the post-purchase evaluation, but whether this 1s
assumed to take place before or during the holiday experience, or indeed following
on from it, is not elaborated upon. Therefore, Part One of this model includes all the

activities and thought processes that are covered in the first four stages of the other
models (¢f Wahab et al (1976), Schmoll (1977) etc.). These stages are motivation,

information search, evaluation of alternatives and purchase.,

The final stage identified by the previously described models is post-purchase
behaviour. Moutinho includes this too, but discusses this stage in much greater detail
than any of the other authors. He divides his post-purchase behaviour into two main

parts ~ Part Two is post-purchase evaluation and Part Three is Future Decision-
Making.

According to Hudson (1999, p 24) who paraphrases Moutinho, Part Two has three
major purposes: to add to the tourist’s store of experiences, to provide a check on the

market-related decisions and to provide feedback to serve as a basis for adjusting

future purchase behaviour.

Subfield D in Part Two is adequacy evaluation. Moutinho considers that each
attribute of the tourist product has an ideal point and that when evaluating adequacy,
the tourist uses a kind of cost-benefit analysis in order to find a mental equilibrium
between the price paid and the product experienced. This equilibrium is termed

product consistency (Moutinho 1987).

Field Four in Part Two covers satisfaction and dissatisfaction arising from a tourism
purchase, with the attendant dimensions of expectations and reality and how these
match up. This field also includes cognitive dissonance. Moutinho (1987) felt that
this satisfaction/dissatisfaction element was important in determining whether the
tourist would make a similar purchase, and he expressed this in terms of zones or
“latitudes” of acceptance of, rejection of and non-committal to the product

purchased. Naturally, the results emerging from Part Two are vital in shaping future
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travel behaviour of the tourist, and this leads on as a matter of course to Part Three of

the model, which looks at future decision-making,

Part Three considers repeat buying probability, and the subsequent purchase
behaviours to be expected. Examples would be high probability of a straight rebuy
in the short to medium term, or perhaps at the other extreme, hesitation of whether to

rebuy, leading to a modified rebuy or even a refusal to rebuy, and defection to the

competition ( Moutinho 1987).

This concludes this brief general description of the Moutinho model and its
complexity is clear. As with all models, there are pros and cons to this one.
Swarbrooke and Horner (1999) feel that the model is remarkable in two respects.
Firstly, it recognises that there are three distinctively different stages in the decision
process and that the last of these stages would feed back to the first through a loop In
the system. Secondly, they point out that it explicitly notes that purchase decisions
are the result of three behaviour concepts - motivation, cognition and learning
(Swarbrooke and Horner 1999). This last suggestion may be slightly unfair to
Moutinho, as his model clearly includes personality, attitude and lifestyle too, but the
point is well made, and reinforced by Gilbert (1991, p 101): “The model is more

comprehensive in its coverage than many of the other options offered”.

However, Gilbert (1991) does suggest that certain arguments could be levelled at
Moutinho’s concept, particularly the fact that the subsequent behaviour section of
Part Three is already incorporated in Part Two of the model, within the attitude
outcome field of satisfaction or dissatisfaction, where reinforcement to rebuy may
have already taken place (Gilbert 1991). This would in fact render Part Three

obsolete.

Another criticism of the Moutinho model arises from the very complexity of the
model. Although it is clearly of benefit to be able to isolate almost every possible
issue that impacts upon buying behaviour, there is a danger that the level of

complexity reached will mean that no definitive outcome can be achieved by using
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the model. If it is purely for academic purposes, following the desire to understand
and include all the issues and finding one final answer to all questions, then the
model works well towards reaching this goal. However, the purpose of a model in
the real world is surely to allow marketers and planners to gain a better
understanding of how tourists actually reach their decisions, and layers of relatively
impenetrable academic language can only hinder this aim. Given that every tourist
decision is unique to each tourist and is based on a combination of motivation,
attitude, lifestyle, personality etc. then it may be simply confusing the issue to try to
include every possible characteristic and dimension of a purchase decision into one
model. There is certainly an argument from a purely practical point of view that
simplifying decision models to make them more accessible to practitioners of
marketing and planning would be helpful. “A model is a replica of the phenomenon
that it is intended to designate [...] and is also a framework for analysis, predicting
the way that a system would work under specified conditions" (Moutinho 1987 p 39).
This clearly argues that a model should be of practical use. Moutinho also states the
aims as “‘an attempt to contribute to a global analysis of tourist behaviour and, as a
practical outcome, to marketing decisions”. However, the practical value of his work

remains in question.

3.3.6 Decision-Making Strategics

The general models of the consumer decision-making process attempt to clarify the
different stages involved in the purchase of a consumer good, and the tourism models
have extended these principles to the purchase of tourism goods and services, but
there is a further aspect to decision-making that is worthy of discussion and that is
the strategy used by the consumer to make their decision - “how"” a decision is made,
rather than “what” the consumer finally decides. Information processing research
has 1dentified a number of decision-making strategies, or heuristics. A heuristic in
this context is a basic rule of thumb for making a decision. An important distinction
between different decision strategies is the extent to which they are compensatory
(Bettman et al 1998). Compensatory strategies require consumers to make a trade-

off between differing values on the multiple attributes of the product or good under
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consideration (Stevenson and Naylor 1990). As such, compensatory decision
strategies require extensive information processing, as substantial detail is gathered
in order to analyse these trade-offs. For example, where the cost of a product is high,
other positive attributes may outweigh the high cost. Non-compensatory strategies on
the other hand do not involve trading attributes off against each other - rather, they
focus on whether an attribute of a product meets a pre-determined cut off point
(Stevenson and Naylor 1990). Continuing the example of a high cost product ~ if the
cost is too high, then the product will be rejected in a non-compensatory framework.
Non-compensatory strategies may be further subdivided, into conjunctive rules,

disjunctive rules, lexicographic rules, satisficing rules and affect referral rules
(Schiffman and Kanuk 2000). These will be discussed in more detail below.

According to Laroche et al (2003), when the number of alternative brands is large,
consumers tend to use non-compensatory heuristics to eliminate unacceptable
brands, followed by a compensatory heuristic to evaluate a smaller set of brands.
This suggests that decision strategies vary from consumer to consumer and also that
the heuristics used by an individual will vary from decision to decision. Lye et al
(2005) concur, stating that the consumer decision process may involve multiple
decisions within a single decision process. Consumers may conduct one or more
screening decisions, which Lye et al (2003, p. 221) term “decision waves”, to
eliminate unsuitable alternatives prior to gathering information or comparing options.
Additionally, according to Moutinho (1987, p 32) consumers carry out choice
processes in two different ways — “either the consumer has a set of rules or
heuristics, which are already stored in memory, and these rules are called forth when

needed, or the consumer develops the heuristic at the time of choice."”

One issue that has a bearing on the heuristic chosen is the level of involvement of the
consumer in the purchase decision. Involvement as a concept in consumer behaviour
was originally conceived in relation to how consumers responded to advertising
(McWilliam 1997). It now appears to refer more broadly to the personal relevance or
importance of a decision to the consumer and is defined by McWilliam (1997, p. 60)

as “the level of motivation given to a stimulus, situation or decision task”. The
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conditions which stimulate involvement are generally linked with the perceived risk
associated with the purchase, be it financial risk, physical risk, psycho-social risk or
time-generated risk. The concept of risk will be discussed further in the section
below on the information search, but broadly speaking, the higher the levels of
perceived risk, the higher the level of involvement with the purchase and the more
detailed the information search will be. A detailed information search suggests more

likelihood of a compensatory heuristic being selected.

Additionally, the decision strategy chosen may reflect the type of purchase itself.
Engel et al (1968) identified three different types of purchase decision as routine
problem solving (RPS), limited problem solving (LPS), and extensive problem
solving (EPS), reflecting the expenditure of time and money that a consumer invests
in the decision. It is reasonable to assume that purchases involving LPS or EPS will
be more likely to involve a compensatory strategy as the amount of effort spent
getting information on the product allows for a greater consideration of the attributes

of that product.

According to Swarbrooke and Horner (2000, p 71), “the behaviour of consumers
when they are purchasing tourism products and services demonstrates a high
involvement in the process and high levels of commitment because of the nature of
tourism purchases”. This suggests that tourism purchases are high involvement and
subsequently that compensatory decision strategies are likely to be used. However,
in tourism purchases, as with other high involvement purchases, it may be the case
that initial, non-compensatory, strategies are used to reduce the number of available

alternatives to a more manageable number.

In a tourism context, Moutinho (1987) suggests that both the compensatory and the
non-compensatory strategies mentioned earlier may all be relevant. The conjunctive
rule is defined as where options (e.g. vacation destinations) are eliminated from
further consideration where they are perceived to have certain unacceptable features.
Minimum acceptable levels exist for each attribute and each alternative is considered

in relation to these cut off points. An alternative that falls below the cut off point on
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one or more attribute is eliminated. A second strategy may be used to make a final
choice (Moutinho 1987). The disjunctive rule is where options are chosen on the
grounds that they are believed to possess a single overwhelming advantage in terms
of the features being considered. This is the simplest of all rules (Moutinho 1987).
The lexicographic rule is where on occasions, people may screen options by
priorities — i.e. the first vacation destination to demonstrate an advantage on a subset
of key attributes, considered in order of importance, will be the one chosen.
Alternatives are compared on the one most important attribute, and if one alternative
is noticeably better, it is selected with no further evaluation. If two or more are
judged about equal, they are compared on the second most important attribute and so
on (Moutinho 1987). The elimination by aspects rule is similar to the conjunctive
rule, where attributes are evaluated against minimum cut off points, but like the
lexicographic rule, the evaluation starts with the most important attribute (Moutinho
1987). Satisficing is where the first adequate option is selected, without assessing
any alternatives or seeking any further information (Bettman et al 1998). This is
generally rarely used in tourism purchases, with the exception of tourists who buy
last minute cheap deals and have little interest in the actual destination or any other
aspects of the holiday but instead may pick the first adequate option, based purely on

price alone.

Similar to other consumers, the potential tourist may adopt one or more of these non-
compensatory decision rules, or may opt for a compensatory heuristic, For example,
the conjunctive rule may be used to eliminate several available alternatives from
consideration, perhaps on cost grounds, and so this will leave a more manageable
number of alternatives for further consideration. The choice of which of the
remaining alternatives to choose may be made on a more compensatory basis,
weighing up the pros and cons of each option (Moutinho 1987). This reflects the

high involvement of the tourist with the purchase.
In a conference context, the decision to attend a conference may require different

strategies depending on the level of involvement of the potential delegate and the

amount of effort that is put into the information search stage of the process.
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Compensatory strategies are arguably more likely in the association conference
context than in the corporate conference context, where attendance is mandatory.
However, where an association member attends the annual conference every year,
and only has to check on the location and arrange accommodation, this suggests that
a non-compensatory heuristic may be used - although the delegate is highly involved
with the purchase, the decision to attend is fairly routine, and attendance at the
conference is highly desired and so it is likely that the potential delegate will use the
disjunctive rule — attendance at the conference 1s perceived to have an overwhelming
advantage over staying at home or doing something else with the time. Where
certain factors come into play, for example where budgets are tight, a non-
compensatory strategy such as the conjunctive rule seems more likely, for example if
the cost is higher than the minimum cut off point according to the potential
delegate’s budget, then attendance may be ruled out. Nevertheless, where the
potential delegate has to decide whether or not to attend based on a number of
factors, a compensatory strategy is more likely, with a weighing up of the pros and
cons of attending, and considering the alternatives to attending. The potentially
compensatory nature of the attendance decision at an association conference
arguably gives rise to a more complex decision and further strengthens the case for
examining the decision-making process undertaken by a potential association
conference delegate when deciding whether or not to attend a UK association

conference.

3.3.7 Some remarks on the tourist decision-making models

Research into the decision-making process undertaken by tourists has been ongoing
for many years and as new models are proposed, further knowledge on this process is
gained. However, it is interesting to note that research interests are somewhat
cyclical in nature, and there have not been many papers in recent years on the
behavioural aspects of the overall tourist decision-making process. Instead,
individual elements of the process have received further scrutiny, such as the role of
internet and other sources in the information search phase, or identifying elements in

the choice set models of destination choice.
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In addition, there has been criticism of the fact that most of the models of the tourist
decision-making process have been based on the grand models which were created
with the purchase of a product in mind. Since tourism usually involves a service, it
can be argued that a behavioural model based on the decision to buy a product 1s not
entirely relevant. Indeed, Sirakaya and Woodside (2004) suggest viewing the
ubiquitous use of the traditional consumer decision processes and their derivatives

with a degree of questioning since there is a lack of empirical testing of these

models.

A further difficulty in creating a model of the tourist decision-making process
centres on the fact that demand for tourism is constantly evolving. When many of
these models were created, there was no Internet and little in the way of last minute
deals. As technology develops and new products and new distribution channels
emerge, the existing models can seem out of date. However, the author would argue
that this does not mean that the basic concepts behind the decision-making process
(motivation, information search, evaluation of alternatives, purchase and post-
purchase behaviour) are thus rendered invalid, and therefore it is important to
consider these basic concepts in some detail in order to assess how they might fit in

any proposed model of the conference attendance decision-making process.

In fact, given that the prevailing opinion is that behavioural models are difficult to
keep up to date and fraught with difficulties, questions may arise as to why this
research is attempting to create a model of the conference attendance decision-
making process in the first place. In response, it is argued that since little in the way
of a conceptual framework for the conference attendance decision-making process
exists, this research intends to provide a theoretical basis for further understanding
how a conference delegates reaches his decision to attend an association conference
in the UK. Once a conceptual framework for the decision-making process has been
established, future research can examine in more detail individual aspects of the
process, and keep the process up to date with developments in the ficld as the
conference market evolves. This is in line with the established precedent in leisure
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