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1- Explain the concept of tourist consumer behavior.
Answer: 
Tourist Consumer behaviour is a process in which tourism products, services and experiences are selected, evaluated to fulfil customer’s travel needs and desires. It keeps an account of social, economic and psychological factors which affect a tourist’s decisions regarding the tour. 
A decision-making process is generally included in the tourist consumer behaviour. Steps of the process are given here: need recognition (awareness of a desire to travel), information search (researching destinations, prices and reviews), evaluation of alternatives (comparing options on the basis of cost, convenience and appeal), purchase decision (booking flights, accommodation or packages) and post-purchase evaluation (satisfaction or dissatisfaction that influences future behaviour and word-of-mouth recommendations).
Tourist consumer behaviour is influenced by several factors including motivation (push and pull factors), personality, perception, learning, attitudes and lifestyle, and external influences such as culture, reference groups, family and social class. On the other hand, situational factors such as budget and time also play a crucial role. 
For destination marketers and tourism businesses, it is essential to understand tourist consumer behaviour to successfully segment markets, design targeted products and create effective promotional strategies that align with tourists’ expectations and preferences. It also helps to forecast the future trend of travel and improve customer satisfaction and loyalty. 
 




2- Explain the difference between institutionalized and non-institutionalized tourists.
Give one example of each type.
Answer:  
The difference between institutionalised and non-institutionalized tourists stems from the typology of tourist roles suggested by sociologist Erik Cohen (1972), who classifies tourists according to their dependence on the tourism industry and their desire for novelty versus familiarity.

Institutionalised tourists move through institutionalised, organised channels of the tourism industry. They take full advantage of travel agents, tour operators and prearranged itineraries. Their trips are predictable, standard and meant to minimise risk and unfamiliarity. There are two subtypes in this category:

· The organised mass tourist. Least contact with the host environment. Travels in groups. Has a fixed itinerary with little choice of their own (e.g. A package tour bus trip through Europe visiting pre-picked landmarks.
· The individual mass tourist who has a little more flexibility but still depends on the tourism infrastructure for bookings and guidance.
E.g.: An institutionalised tourist is a tourist who books through a travel agency an all-inclusive resort package in Bali, with hotel accommodations, guided excursions and airport transfers all pre-arranged.
On the other hand, non-institutionalized tourists tend to avoid traditional structures of tourism and look for new, authentic and spontaneous experiences. They arrange their own travel, are more deeply involved with local people and cultures, are more adventurous and flexible. Also in this category are two subtypes:
· The explorer who organises his own trips but still wants some comfort and a reliable transport/accommodation.
· The drifter has no fixed itinerary, avoids all tourist establishments and immerses himself fully into local life, often for long periods.

E.g.: A drifter is a non-institutionalized tourist who travels around South-east Asia with no set plans, stays in local guesthouses, takes public transportation and chooses each destination on the fly.
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