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Why knowledge about expected 
tourism benefits is important… 

n Help design effective promotional campaigns through selection of
appropriate message themes. For example, promotional campaigns could 
emphasize escaping the pressure of everyday lives.

n Help protected area managers in providing facilities appropriate to the area 
but also attractive to the tourists. For example, tourists motivated by desire to 
learn about nature would have their visit enhanced by interpreti ve facilities 

n Help assess what clientele is appropriate for a particular country or 
destination given its physical and cultural limitations. 

n Help managers and local hosts understand different market segments, their 
sizes, preferences and expenditure patterns. “This information leads to a 
better comprehension of the economic and policy consequences of various 
tourism development strategies.”

Segmenting Based on Perceived Tourism 
Benefits

Market segmentation --process by which a large, potentially heterogeneous market is 
divided into smaller more homogeneous components or segments. 

Traditional methods based on social-demographic characteristics (age, gender, income, 
etc.), geography, behaviour, and ‘psychographics’ or motivations.

Benefits-based segmentation uses perceived benefits of the tourism product to segment 
the market.

Previous research--Loker & Perdue (1992) identified six types of summer tourists in NC:
Naturalists
Family/Friend-oriented
Excitement/Escape
Pure Excitement Seekers
Escapists
Non-differentiators

Naturalists represented 15.5% of the sample, but 18.8% of the total expenditures because they had 
a slightly higher than average daily expenditure.
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Benefits of Recreation
n Fundamental concept of benefits can include attainment of a desired condition, an 

improved condition, or prevention of an unwanted condition.
n Benefits can accrue to individuals, society at large, the economy, and the 

environment.
n Personal benefits

n Advances in physical and mental health
n Personal growth and development

n Social benefits
n Strengthening family relationships
n Enhanced community pride
n Reduction of social deviance and dysfunction

n Economic benefits
n Increased productivity
n Reduced health costs
n Local economic growth

n Environmental benefits
n Reduced pollution levels
n Protection of endangered species and critical wildlife habitat

Study Methods

n Random sample of 206 visitors leaving Belize at 
the airport in 1993.  They are requested to 
complete survey questionnaire with 18 questions 
(scale items) representing expected benefits of 
tourism.  Also included trip characteristic 
questions and social-demographic questions.

Factor Loadings of 18 Items

From Cluster Analysis From Factor Analysis
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The Attributes of the Market 
Segments

Rates of Participation Among Segments

Example of 
Market 

Segmentation

Attitudes 
toward 
tourism 

development 
options
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Demographic 
Variables


