ASSIGNMENT 3
STRUCTURE OF TOURISM MARKETS
Submitted by – Jashanpreet Singh



1. Concept of Tourist Consumer Behaviour
Introduction
Tourist consumer behaviour refers to the process through which individuals or groups identify their tourism needs, search for information, evaluate alternatives, make travel decisions, purchase tourism products and services, consume the tourism experience, and evaluate it afterwards. It is an important concept in the structure of tourism markets because understanding tourist behaviour helps tourism businesses identify their target markets and design suitable products and marketing strategies.
Tourism consumption is different from ordinary consumer consumption because the tourist usually purchases an experience rather than a physical product. A tourist may purchase transportation, accommodation, food, sightseeing, entertainment and cultural experiences as part of one overall tourism experience.
Major Stages of Tourist Consumer Behaviour
1. Need or Desire Recognition
The process begins when a person recognizes a need or desire to travel. The motivation may be relaxation, adventure, pilgrimage, visiting family, education, business or experiencing a different culture.
Example: A student feels stressed after examinations and develops a desire to take a short holiday.
2. Information Search
After recognizing the need, tourists collect information about destinations, accommodation, transportation, prices and activities. Information may come from social media, websites, travel agencies, online reviews, family and friends.
3. Evaluation of Alternatives
Tourists compare different destinations and tourism products based on factors such as price, accessibility, attractions, safety, accommodation and expected experience.
For example, a tourist may compare Goa, Kerala and Rajasthan before selecting a destination for a holiday.
4. Purchase Decision
After evaluating alternatives, the tourist makes decisions concerning the destination, mode of transportation, accommodation, travel dates and activities. Price, availability and promotional offers can influence this decision.
5. Tourism Consumption
The tourist then consumes the purchased services. This includes travelling, staying at accommodation, eating at restaurants, visiting attractions and participating in activities.
6. Post-Purchase Evaluation
After the trip, tourists evaluate whether their experience matched their expectations. Satisfaction can result in positive reviews, recommendations and repeat visits, whereas dissatisfaction may lead to complaints and negative reviews.
Factors Influencing Tourist Consumer Behaviour
Tourist behaviour is influenced by several factors:
	Factor
	Influence on Behaviour

	Economic
	Income and prices affect affordability

	Psychological
	Motivation, perception and attitudes influence destination choices

	Social
	Family, friends and reference groups influence decisions

	Cultural
	Values and traditions affect travel preferences

	Personal
	Age, occupation, lifestyle and family situation affect choices

	Situational
	Weather, political conditions, availability and special events may influence travel


Importance for Tourism Businesses
Understanding consumer behaviour allows tourism organizations to segment markets, identify tourist needs, develop suitable tourism products, set appropriate prices and communicate effectively with target customers. For example, adventure tourists may respond to adventure packages, while families may prefer accommodation and activities designed for children.
Conclusion
Tourist consumer behaviour is a continuous decision-making process beginning with the recognition of a travel need and continuing through information search, evaluation, purchase, consumption and post-purchase evaluation. Understanding this behaviour is essential for tourism businesses because tourist needs and preferences form the basis of tourism demand and influence the structure of tourism markets.
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2. Institutionalized and Non-Institutionalized Tourists
Introduction
The distinction between institutionalized and non-institutionalized tourists is associated particularly with the work of tourism sociologist Erik Cohen. The classification is based on the degree to which tourists depend on the established tourism industry and how independently they organize their travel.
Institutionalized tourists generally follow the organized and commercially structured tourism system, whereas non-institutionalized tourists seek greater independence and flexibility in their travel arrangements.
1. Institutionalized Tourists
Institutionalized tourists are tourists whose travel is strongly connected with the established tourism industry. They generally use package tours, travel agencies, tour operators, organized transportation, hotels and planned itineraries.
Their travel is relatively predictable and structured. They tend to prefer destinations where tourism infrastructure is well developed and where services can be obtained easily.
Characteristics:
· Depend heavily on tourism organizations and intermediaries. 
· Prefer organized or package tours. 
· Follow relatively planned itineraries. 
· Often stay in established hotels and resorts. 
· Prefer familiar and convenient destinations. 
Example:
A family purchases a seven-day Dubai package tour from a travel agency that includes flights, hotel accommodation, airport transfers, sightseeing and a predetermined itinerary. This family represents an institutionalized tourist.
2. Non-Institutionalized Tourists
Non-institutionalized tourists travel with greater independence and are less dependent on organized tourism arrangements. They may independently select their destination, accommodation, transportation and activities.
They usually seek flexibility, novelty and more direct interaction with local people and culture. Backpackers are a common example.
Characteristics:
· Organize much of the trip independently. 
· Have greater flexibility in itinerary and timing. 
· May choose local or alternative accommodation. 
· May change their itinerary according to circumstances and personal interests. 
Example:
A backpacker travels through Himachal Pradesh, independently books budget accommodation, uses local buses, decides destinations during the journey and interacts with local residents rather than following a fixed package itinerary. This is an example of a non-institutionalized tourist.
Difference Between Institutionalized and Non-Institutionalized Tourists
	Basis
	Institutionalized Tourist
	Non-Institutionalized Tourist

	Travel organization
	Mainly organized through tourism industry
	Mainly self-organized

	Itinerary
	Usually fixed/planned
	Flexible

	Tourism services
	Hotels, package tours, agencies
	Independent/local arrangements

	Experience
	More structured and familiar
	More independent and exploratory

	Dependence
	High dependence on tourism institutions
	Relatively low dependence


Conclusion
The institutionalized–non-institutionalized distinction demonstrates that tourists have different levels of dependence on the formal tourism system. Institutionalized tourists rely more heavily on established tourism suppliers and organized arrangements, while non-institutionalized tourists seek greater independence and flexibility. This distinction is useful to tourism businesses because different tourist groups require different products, distribution channels and marketing approaches.
References:
1. Cohen, E. (1972). Toward a sociology of international tourism. Social Research, 39(1), 164–182. 
2. Cohen, E. (1979). A phenomenology of tourist experiences. Sociology, 13(2), 179–201. 
3. Cooper, C., Fletcher, J., Fyall, A., Gilbert, D., & Wanhill, S. (2008). Tourism: Principles and Practice. Pearson. 

