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CHAPTER 4
Tourism Motivations and Decision-making
Yael Ram

Introduction – Free Will and Choice in Leisure Tourism 
Motivations and decision-making are the building blocks of tourism demand. Accordingly, they were studied extensively over the years by tourism scholars. As a social and economic activity, tourism demand involves three components: voluntary, temporary, and mobility (Hall, 2005). The main segment within tourism is leisure travels, recreation and holidays, which refers to more than fifty percent of all tourism activities. Additionally, tourism includes other segments such as business and professional travels, visiting friends and relatives, health tourism, and religious travels (UNWTO, 2019). 

Leisure tourism demand is different from other types of tourism because it is characterised by two additional core concepts, apart from the threesome of voluntary, temporary and mobility; it is based on intrinsic motivation and free choice (Mannell & Iso-Ahola, 1987). When a business traveller participates in a business conference, they have almost no choice about if, where, when, and what to do. On the other hand, a leisure tourist goes on vacation because they want to visit a specific place and choose a particular destination and activities. Both travellers are not forced to travel abroad temporarily, but only the latter freely satisfies their intrinsic motivation and choices.

Since the 1970s, tourism scholars (such as Cohen, 1979; Crompton, 1979; Dann, 1977; Mannell & Iso-Ahola, 1987) have tried to explain why people travel and how they make their choices. Dann (1977) argued that these are two separate but dependent questions. The question ‘why travel’ is linked to personal predispositions and thus is more substantial than questions of how and where to travel. However, Dann (1977) also noted that the former question, which he labeled as ‘push’ factors, gains less attention than the latter question he coined as ‘pull’ factors. In later years, the push and pull factors became highly popular in tourism studies and were widely used for simplicity and clarity (Cohen et al., 2014). 

In this chapter, intrinsic motivation is linked to push factors, while the element of free choice corresponds to decision-making and pull factors. The chapter tries to answer two big questions: why people travel and how they decide where, when and what to do while travelling. It also discusses the segment of non-traveller and their constraints. The conclusion presents current developments in the research of motivation and decision-making in the presence of the environmental crisis.

Motivations and Push Factors
Everyone knows what it means to be motivated and refers to it by using words such as wants, needs, drives, or desires (Petri & Govern, 2012). In tourism, motivation refers to the question ‘why people travel?’ (Pearce & Packer, 2013). Over the years, four central answers have been given to this question: escape/novelty (Iso-Ahola, 1983; Crompton, 1979; Fridgin, 1991), quest (Cohen, 1979, MacCannell, 1973; Wang, 2000), social factors (Sharpely, 2018; Uriely et al., 2011), and wellbeing (Smith & Diekmann, 2017). A fifth popular answer, interpersonal differences, was also considered. However, personality traits such as sensation seeking (Lepp & Gibson, 2008) and the big five traits (Šagovnović & Kovačić, 2022) were used to explain differences in tourist behavior, influences and preferences and not to answer the fundamental question of why travel at all. The four answers will be described below. Figure 4.1 presents the main theme of each perspective, including possible overlapping between them. 

Escape/Novelty
Earlier researchers such as Iso-Ahola (1983), Crompton (1979) and Fridgin (1991) argued that the intrinsic motivation for travel is combined by two main forces: avoiding routine and seeking novelty. Although the two forces may seem similar, they produce different and even competing arousal levels. The escaping force aims to decrease everyday pressure on interpersonal and intrapersonal levels, while the seeking force is directed to gain excitement and arousal at these two levels. The tension between the two forces on inter/intrapersonal levels, together with the intent to achieve an equilibrium, activate the motivation for leisure travel. Mannell and Iso-Ahola (1987) noted that the split between escaping everyday life and seeking novelty is not an either/or case. However, they assumed the optimum level to be in the direction of the escape factor, as leisure tourism, and especially get-away vacations, satisfies more escape and relaxation motivations.  

When Pearce and Lee (2005) tried to support their Travel Ladder Career (TLC) approach, they found that all tourists reported high novelty and high escape motivations, whether highly experienced or less experienced travellers. These findings imply that the two forces – escape and novelty are both critical for travellers and have a strong positive connection, rather than a dialectical association and tension. Both novelty and escape were found as leading motivations for leisure travels, although not the only motivations (Assiouras et al., 2015; Chen et al., 2020; Liu et al., 2021; Özdemir & Çelebi, 2018; Voigt et al., 2011, Wong & Rosenbaum; 2012). In summary, escape and novelty are important motivations for leisure tourism, and they probably reinforce each other. The empirical findings do not support any dialectical association between these two motivations and do not reflect tension or equilibrium. 

The Quest
[bookmark: _Hlk99444323]The idea of tourism as a quest was made by several scholars, mainly from sociology (Cohen, 1979; MacCannell, 1973; Wang, 2000). But even before this, Campbell (1969) linked modern tourism and Carl Jung’s notions of the collective unconscious and the idea of archetypes. Campbell (1969) defined a hero as one who departs from routine on a challenging journey and returns home to share their gained rewards with friends and family. Berger (2009) had suggested that the folktales of heroes are congruent with various stages of the tourist experience, including leaving home, transferring and then coming back home. Here, the motivation for tourism is activated by an unconscious archetype and a quest for adventure.

Authenticity is probably the most popular subject for tourist quests. According to MacCannel (1973), the quest for authenticity is doomed and produces only disappointment due to over commodification. Cohen (1979) argued that aiming for a ‘generic’ quest for authenticity misses interpersonal differences. Instead, he suggested that the quest is directed to find a personal ‘center’. His typology of ‘quests for centers’ includes five types of tourist motivations. At one end of this typology, there is a quest for pleasure and recreation. A quest for self-meaning is located on the other end of the typology (Cohen, 1979).
 
Later, Wang (2000) referred to this quest as the longing for existential authenticity. It relates to MacCannel (1973) by pointing to authenticity as the main driver. However, Wang (2000) argues that authenticity is subjective and varies between people, similarly to Cohen’s (1979) viewpoint. His main argument is that tourists seek their authentic selves and intersubjective authenticity. In other words, their quest is to find a ‘Being’, a state in which they are authentic to themselves and can feel their true selves. The separation between interpersonal and intrapersonal existential authenticity means that both can be the targets of the quest of tourists (Kim & Jamal, 2007; Yi et al., 2017). However, Yi et al. (2017) suggested that the quest focuses on intrapersonal domains.

Social Motivations
“No man is an island”, wrote the English poet John Donne (1624) about 400 years ago. The same is true regarding tourist motivations, as tourists are always influenced by others. In the famous hierarchy of needs by Maslow (1954), only the last category of needs – self-actualisation – can be achieved without the involvement of others. The fulfillment of all other needs – physiological, safety and security, belongingness, and esteem – includes other people and is also derived from their presence. Therefore, it is not surprising that when Pearce and Lee (2005) tried to support their TLC approach, which was loosely based on the hierarchy of needs, all their participants reported strengthening relationships as one of the main motivations for tourism, alongside escape and novelty.  

Culture and society shape tourist’s motivations, attitudes, and consumption. Sharpley (2018) argued that extrinsic societal motivations are internalised to become tourism needs. Mehmetoglu (2012) demonstrated how the cultural milieu (family, upbringing, friends, and peers) strongly affects people’s interest in holidaying. Yet, the societal influence on tourism goes beyond holiday-making because it also enables individuals to connect with social values and rules (Uriely et al., 2011). In this context, the internalised social norms or religious imperatives motivate tourism, including pilgrimage (Collins-Kreiner & Kliot, 2000) and heritage tourism (Poria et al., 2004). Even social transitions are being reflected in tourism as rites of passage (White & White, 2004). These include tourism forms such as honeymoons (Chen et al., 2020), backpacking (Noy & Cohen, 2012), and post-retirement tourism (Nimrod, 2008; White & White, 2004). 

[bookmark: bbib0300]Social media has multiple functions in motivating tourism. Potential tourists consider social media before their planned trips and are influenced by social media during their experiences (Leung et al., 2019). Social media can affect motivation by exposing users to reviews, choices, or others’ lives and lifestyles (Stephen, 2016). Aldao and Mihalic (2020) added that social media provokes travel inspiration, raises familiarity with remote destinations, and spreads the adverse feeling of ‘FOMO’ (fear of missing out), which is the anxiety not to have experiences that others have. 

Wellbeing
Positive tourism is the study of “what makes life worth living” (Seligman & Csikszentmihalyi, 2000, p. 5). In their seminal paper, Seligman and Csikszentmihalyi (2000) explained that positive psychology addresses concepts such as wellbeing, flow, happiness, and satisfaction. All these concepts are also relevant to the subjective experience of leisure tourists before, during, and after their travels. In particular, the two perspectives of wellbeing, hedonic and eudaimonic, have vital functions regarding motivations for travel (Smith & Diekmann, 2017).

The hedonic perspective relates to immediate sensory pleasure, happiness and enjoyment (Rahmani et al., 2018) and experience as much pleasure as possible (Smith & Diekmann, 2017). Smith and Diekemann (2017) linked this view of wellbeing with motivations to gain short-term benefits from Sea, Sun and Sand vacations (SSS), including parties, shopping, and nightlife. More recently, Kim and Hall (2019) found that the motivation for enjoyment can be associated with virtual reality tourism. Ram et al. (2021) showed that people plan to return to travelling abroad after Covid-19 because it represents a return to normality and a source of recovery.  

The eudaimonic perspective is a meaning-related aspect of self-growth and self-actualisation (Rahmani et al., 2018). It corresponds to the quest for authenticity (Cohen, 1979), pilgrimage and heritage tourism (Collins-Kreiner & Kliot, 2000; Poria et al., 2004). Smith and Diekemann (2017) also added motivations for ethical and altruistic tourism, self-development and transformation retreats, adventure tourism and extreme sports, where tourists are not enjoying the experience but push their body and mind to the limit. 
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Figure 4.1: Motivations for Tourism -  Main Perspectives and Themes

Decision-making 
Tourism decision-making is generally analysed using a descriptive approach, e.g., how tourists decide from available choices (Wattanacharoensil & La-ornual, 2019). Within the descriptive approach, two main models have been adopted: the first is the Engel-Kollat-Blackwell (EKB) model (Han et al., 2020a, b), a consequential cognitive process of sub-decisions (Sirakaya & Woodside, 2005). The second is social psychology Theories of Reasoned Actions (TRA), (Ajzen & Fishbein, 1980) and Planned-Behaviour (TPB), (Ajzen, 1991). These two theories explained how multiple and reciprocal beliefs, attitudes and norms shape intentions to behaviour and actual behaviours. The latter (TPB) also includes a component of behavioural control (Ajzen, 1991; Ulker-Demirel & Ciftci, 2020). Table 4.1 presents the similarities and differences between the two approaches of decision-making – EKB and TRA/TPB.  

Table 4.1: Similarities and Differences Between EKB and TRA/TPB

	Features/elements
	EKB
	TRA/TPB

	Psychology branch 
	Cognitive psychology  
	Social psychology  

	Rationality 
	Assumed
	Assumed

	Can elements of the process be analysed separately?
	Yes, and often done 
	Rarely done

	Constraints
	Can be included in the ‘making-choice’ stage 
	Not included/have to be added to the model as external factors

	Push/pull factors
	Push factors are included in the ‘problem recognition’ stage; Pull factors are evaluated in the third stage of the decision-making process
	Not included/have to be added to the model as external factors 

	Motivations 
	Can be included in the first stage, ‘problem recognition’
	Have to be added to the model as an external factor

	Feedback 
	The last stage
	Not included

	Personal attitudes/norms and beliefs 
	Not included; same process for all people
	Included


 
The Engel-Koolat-Blackwell (EKB) model of decision-making
[bookmark: _Hlk100658958]The EKB model of decision-making generally describes the process of tourism-related decisions (Han et al., 2020a, b). This model follows a funnel-like procedure of narrowing down choices among options (Sirakaya & Woodside, 2005), and is divided into five consecutive stages: (1) problem recognition; (2) information search; (3) evaluation of alternatives; (4) making a choice and; (5) evaluation of post-purchase (Han et al., 2020a, b). In tourism, this model involves many elements, sub-decisions, considerations, and co-deciders and is taken before, during and even after the trip (Han et al., 2020a, b; Sirakaya & Woodside, 2005). 

Problem Recognition – 1st Stage
Klenosky (2002) referred to decision-making as a means-end investigation, where the ‘end’ is the push motivations, and the ‘means’ are the pull attributes of destinations. Hence, the ‘end’ is not the final stage but the trigger of the whole process of decision-making, i.e., problem recognition. Dai et al. (2022) added inspiring sources to the first stage of push motivation. Among these sources, they referred to stories and movies, social media and virtual reality.

Information Search – 2nd Stage
Information can be delivered by different sources (travel agents or tourism providers, for example) and various channels (e.g., internet and mess media) (Grønflaten, 2009), and it also can be targeted by active or passive searches. Coromina and Camprubí (2016) found that active information search uses online channels and includes sources such as search engines, official websites and blogs. On the other hand, passive information search relied on personal resources and media. 

The growth in online information resources brought an overload of information. Confused tourists use more shortcuts today than in the past and rely more on recommendations of friends, relatives and online reviews (Gorsuy, 2019). These shortcuts in the decision-making process were also noted by Kahnemen (2011), who argued that most of our decisions are based on intuitive and emotional routes rather than rational and logical reasoning. Hence, potential tourists may search for information, but many will not undertake a systematic search due to cognitive overload and interpersonal differences (McCabe et al., 2016). 

Evaluation of Alternative Pull Factors – 3rd Stage
The outputs of the information search are the attributes of tourism destinations and activities. Um and Crompton (1990) analysed the decision-making process of leisure destinations and defined two main concepts: the awareness set, which contains all the possible optional attributes of destinations, and evoked set, which is the limited and chosen attributes after considerations of constraints and preferences. 

The chosen attributes include the pull features that attract people to a specific place or activity (Chen & Chen, 2015; Klenosky, 2002). The tourism literature identified five leading groups of pull factors: 
· cultural and natural attractions (Klenosky, 2002; Michael et al., 2020; Nikjoo & Ketabi, 2015; Prayag & Ryan, 2011).
· facilitators include infrastructures, safety and value for money (Nikjoo & Ketabi, 2015; Prayag, 2010; Prayag & Ryan, 2011).
· appealing augmented tourism product, which frequently embraces friendly people, good food and shopping (Nikjoo & Ketabi, 2015; Prayag, 2010).
· climate and scenery (Klenosky, 2002; Prayag & Ryan, 2011); and 
· the positive image of a place or activity (Michael et al., 2020; Prayag & Ryan, 2011).  

Making a Choice – 4th Stage
The choice of tourism activity is complicated and probably not entirely rational (Kahnemen, 2011; McCabe et al., 2016). It also does not take place in a vacuum. Sirakaya and Woodside (2005) emphasised that tourism-related decisions mainly occur in a social context with family, relatives, friends, and the travelling group. Scott et al. (2014) pointed to interdependencies between tourism and other consumption decisions, and Decrop (2010) included constraints’ consideration in the choice making process. Another aspect of choice is timing: if to plan and purchase in advance or at the site and time of the trip (Han et al., 2020a, b). 

Some choices have transformed since the Covid-19 pandemic. Factors such as risk perception (Gallego et al., 2022; Neuburger & Egger, 2021), safety-seeking (Kim et al., 2022), third-party communication (Neuburger & Egger, 2021; Villacé-Molinero et al., 2021), and health and hygiene (Pappas & Glyptou, 2021) not only influence the decisions if, and where to travel, but also amplify the tendency to select compromising and satisfying options over optimum solutions (Kim et al., 2022; Pappas & Glyptou, 2021). 

Post-purchase Evaluations
Evaluating tourism services and products combines consumption, purchase and cognitive and emotional dimensions (Sanchez et al., 2006). This evaluation contributes to following purchases decisions (Han et al., 2020a, b), satisfaction, recommendations and loyalty (Lee et al., 2007; Sanchez et al., 2006; Yoon & Uysal, 2005) or otherwise to regret and disappointment (Jang et al., 2013). According to Sanchez et al. (2006) the overall value of tourism products and services is composed of four functional values (physical, service, quality and money) and two emotional and social values. They concluded that “cognitive elements such as quality and price play a fundamental role, especially the latter, but it would not be possible to understand the behaviour of tourists without incorporating affective components, especially social value…” (Sanchez et al., 2006, p. 404). Although Lee al al. (2007) did not study the social value, they pointed out how the overall value directly influences satisfaction and recommendations.  

Theories of Reasoned Actions (TRA) and Planned Behaviour (TPB)
In their systematic literature review on TRA and TPB in tourism, leisure and hospitality management, Ulker-Demirel and Ciftci, (2020) found 259 relevant publications. Most of them addressed the theories as to the main frameworks for the study. In the case of TPB, the studies tested how behavioural, normative and control beliefs influence corresponding attitudes and norms and how the attitudes and norms influence behaviour intention and hence actual behaviour. The TPB studies focused mainly on two main issues: environmental and responsibility concerns and using internet technologies and social media. These two subjects, in particular, evoke growing interests, involve norms and perception of control, and thus were found as good candidates for decision-making analysis using the TPB conceptualisation.   

Extensions to the TPB for the tourism context include externalities to the decision-making process, such as visa exemption (Han et al., 2011) and environmental education (Leelapattana et al., 2019), and internal effects such as Self-Congruity Theory (Chiu et al., 2015), persuasive information behaviour (Meng & Choi, 2019), place attachment (Han et al., 2019), age and risk perceptions (Wang et al., 2022), and perceived knowledge of Covid-19 (Han et al., 2020a, b). These personal, cognitive and emotional factors were used as additional factors to explain intentions and behaviours in the tourism context, alongside the TPB components.

The Missing Segment – People Who Don’t Travel 
Hall (2010) argued that tourism research tends to ignore the largest segment of non-travellers. Indeed, the number of non-travellers is larger than the number of travellers. Regarding motivations and decision-making, the questions are more focused: don’t the non-travellers have motivations? Or – do they decide not to travel? Both travellers and non-travellers share travel constraints that act as barriers and prevent them from travelling in general or travelling to the extent they would like (Hall & Page, 2014). However, they differ in the form and magnitude of constraints (Ram & Hall, 2020).

Crawford et al. (1991) suggested a three-dimensional leisure constraints model consisting of intra-personal, interpersonal, and structural constraints. The three types of constraints were also found in various tourism contexts (Hudson & Gilbert, 2000; Hung & Petrick, 2010; Ram & Hall, 2020). Bozic et al. (2017) proposed a different model of constraints, including lack of information and recommendation, lack of time, and a unifying factor of inter/intrapersonal constraints.

Intra-personal constraints can correspond to the issue of motivations, suggesting that people may not have a desire to travel. Therefore the first stage of decision-making (‘problem recognition’) is not activated. Li et al. (2016) indicated how Chinese non-domestic tourists were influenced by personal factors, such as motivation and attitude, and also by the economic situation (travel expenses) and leisure time. Covid-19 time evoked health and risk-related constraints (Neuburger & Egger, 2021). In a small-scale explorative study, de Bloom et al. (2017) found that people who stayed a weekend at home did not have a different sense of wellbeing compared to people who went for a weekend away. This finding implies that not just personal motivations, time and money budget reduce travel motivations, but also wellbeing may not serve as a motivation for travelling away. 

Inter-personal constraints are linked to both motivations and decision-making. In terms of motivations, interpersonal constraints for vacations can hinder optional social rewards. For example, Tan and Chen (2021) found that work-related FOMO decreased social motivations for first-time vacationers to Hualien, Taiwan. Zhu et al. (2020) noted a list of social-related stressors and mentioned conflicts as the major obstacle for decision-making regarding activities and a source of dissatisfaction. Dissatisfaction from social aspects and travel accompanying persons was also mentioned by Sirgy et al. (2011), decreasing overall satisfaction with life. Given that the post-purchase evaluation leads to subsequent purchases (Han et al., 2020a, b), negative social experiences possibly reduce following tourism motivation.

Structural constraints reduce the motivation for travel by influencing the decision-making to reach a ‘No-Go’ decision. Possible structural constraints can be lack of information and equipment (Hudson & Gilbert, 2000; Ram & Hall, 2020), crime, terror and accidents concerns, reservations concerns (Larsen et al., 2009), money and time budgets, other commitments (Bozic et al., 2017; Hudson & Gilbert, 2000; Nyaupane et al., 2004), and more recently – Covid-19 induced regulations (Ram et al., 2021). 

The Need for Behavioural Change
Leisure tourism is about free choice and intrinsic motivations. Models and theories that describe travel motivations and decision-making processes assumed almost unlimited options for travel. However, real life is full of constraints. First, most people do not travel (Hall, 2010), suggesting that external and internal barriers are more potent than the motivations for travel. Second, the extent of the legal restrictions on travelling has increased since the outbreak of Covid-19 (Neuburger & Egger, 2021; Ram et al., 2021), preventing people from travelling as much as they want. Third, environmental concerns and the climate change crisis require a substantial behavioural change (Hall, 2013; Ram et al., 2013).

Even if the Covid-19 restrictions are removed, there is still a need for behavioural change to mitigate tourism’s negative environmental consequences. Hall (2013) linked the required behavioural change to tourism motivations and decision-making. The first approach to behavioural change is utilitarian, involving constraints on the demand, such as taxation, incentives for green consumption, green labelling, and carbon trading. The second approach is social-psychological, and it includes three main tools for managing the demand: education, nudging, which is “a choice architecture that alerts people’s behavior in a predictable way without forbidding any options or significantly changing their economic incentives” (Thaler & Sunstein, 2008, p. 6), and social marketing. The third approach, systems of provision, focuses on the supply chain rather than the demand side and refers to a permanent change in the supply system through short supply chains and local production.

The utilitarian approach depends on the information search stage and is effective only if consumers are aware of taxing, incentives, labelling and trading. The problem is that tourism consumption is often emotional and impulsive (Cohen et al., 2014; McCabe et al., 2016) and may not include a systematic information search. However, if the tourism decision-making is rational, the utilitarian factors (such as taxation and labelling) will be considered through the stages of evaluations of alternatives and making choices in the EKB model. From the perspective of the TPB model, the utilitarian approach is associated with control beliefs, perceptions and actual behaviour. 

The utilitarian approach does not affect the push factors and the post-purchase stages in the EKB model. In addition, it does not shape norms and attitudes towards tourism as part of the TPB model. According to these two models of decision-making, the ‘fuel’ for tourism is still active as the motivations for tourism are not changed. If the policy is altered with the removal of taxation and labelling, there is a risk of a rebound effect: frustrated consumers will hyper-consume tourism as compensation after scarcity. 

The social-psychological approach addresses motivations for tourism. With education, nudging, and social marketing, this approach tries to reshape motivations for tourism so that escape, novelty, quest, wellbeing, and social recognition can be achieved through local and sustainable forms of tourism. This approach influences the TPB’s attitudes and norms of tourism and reforms the problem recognition and the post-purchase evaluation of the EKB model. However, this kind of behavioural change is supposed to take generations and is not suited to immediate action (Hall, 2013). 

The third approach, systems of provision, concentrates on the supply chain; it bypasses the demand side and does not change or affect the decision-making process or motivation but creates a new reality. It shapes the behaviour without changing the cognitive and emotional processes. Instead of putting constraints, it changes the infrastructure and conditions. In terms of impact, its behavioural outputs will be noticed instantly. However, its feasibility is weak since it depends on policy paradigm shift and social-psychology change. Figure 4.2 describes the interrelationships between the three behavioural change approaches according to Hall (2013) and the two models of decision-making, EKB and TPB. 

[image: ]

Figure 4.2: How Behavioural Change Approaches Shape Tourism Decision-making (after Hall, 2013).

Conclusions – Towards Sustainable and Responsible Tourism 
Studying motivations and decision-making for leisure tourism assumes intrinsic motivations and free choice. However, this chapter shows that these assumptions are not always supported. First, motivations are frequently external and influenced by others. Second, the choice is not free from constraints and external influences. We can identify four overlapping motivations for leisure travel: novelty and escape; quest; social factors; and wellbeing. However, most people do not travel. Motivated leisure tourists make decisions regarding tourism. Even if their decision-making process is not entirely rational, some parts of the process are more systematic than others. 

Social media has reshaped motivations for tourism and its decision-making process and can challenge the known push-pull conceptualisation (Dann, 1977). The separation between pull and push factors gets blurred with social media, as it pushes people and pulls them simultaneously. Future studies may focus on these transformations, especially among young generations and prospective tourists.  

Constraints are an inseparable part of decision-making. People that want to travel have to compromise and adapt to reality requirements. The Covid-19 crisis sets travel restrictions that change motivations and decision-making. Whether these behavioural changes are prominent depends on the nature of the transformations: if they are utilitarian, socio-psychological or system-provisioning related. Utilitarian steps have short-term impacts, and the travel behaviour, alongside its motivations and decision-making patterns, will return to the business-as-usual mode when restrictions are lifted. Socio-psychological influences have long-term consequences and can lead to behavioural change through motivational transformation. However, only system-provisioning change can ensure that these changes are continued. In addition, system-provisioning change will not be possible without corresponding socio-psychological change.

Future environmental challenges require a change in travel behaviour. This chapter shows that it will not happen by relying solely on free choice and intrinsic motivations. As motivations have hedonic components and the decision-making process has irrational parts, only a combined effort of socio-psychological influences (including social media channels) and pro-environmental policies can shape future tourism demand in sustainable and responsible directions.  
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