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ABSTRACT  

 

Various research studies have investigated the rapidly growing niche tourism 

domain by focusing on cultural, event and/or natural area tourism. However, 

researchers and marketers were challenged with a limited theoretical foundation 

identifying the product preferences that differentiate niche tourist groups. As a 

result, with a view to identify the specific segmentation bases that should be used 

when segmenting niche tourism markets, conventional and perhaps not entirely 

appropriate assumptions and perceptions have been implemented in existing 

studies.   

 

To address a knowledge gap in the adventure tourism domain, a positivism 

�H�S�L�V�W�H�P�R�O�R�J�\�� �D�Q�G�� �D�Q�� �R�E�M�H�F�W�L�Y�H�� �R�Q�W�R�O�R�J�\�� �Z�D�V�� �X�V�H�G�� �W�R�� �L�Q�I�R�U�P�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �F�R�U�H��

research function or purpose that was grounded on pure (basic) descriptive 

research. Consequently, descriptive quantitative data collection and analysis 

methods were implemented to develop a theoretical foundation focusing on the 

specific product preferences (key factors) of niche tourist groups.  

 

Using a reputable measurement process, valid and reliable measures were 

incorporated into a descriptive survey (e-questionnaire) to identify the research 

�S�R�S�X�O�D�W�L�R�Q�¶�V�� ���1� ���������� �S�H�U�F�H�S�W�L�R�Qs regarding the study objectives and to solve the 

research problem. Thereafter, using the representation of frequency distributions, 

percentages and the measures of central tendency; raw data aggregations 

resulted in standard normal distributions that were described using the variation 

measures of ranges and/or standard deviation for univariate analysis and Chi-

square and Correspondence Analyses for multivariate analysis.  
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The research results indicated that in conjunction with broad segmentation bases 

(geographic, demographic, psychographic and/or other behavioural), researchers 

and marketers should use a combination of activity-based, environment-based 

and/or experience-based segmentation as bases to segment niche tourism 

markets that share similar product preferences. More specifically, activity-based, 

environment-based or experience based segmentation should be used if a niche 

tourist group mostly prefer either activities, environments or experiences.  

 

This study therefore presents a theoretical foundation that can be used for future 

marketing research towards verifying the specific product preferences of niche 

tourist groups by incorporating the perceptions held by other macro and micro 

niche tourism researchers and marketers; and/or, advancing the field of 

knowledge on the variables associated with specific segmentation bases. In 

addition, the conceptual framework that this study presents can be used for 

identifying the specific bases for segmenting niche tourism markets in order to 

identify and group niche tourists according to the presence or absence of those 

�I�D�F�W�R�U�V�� �W�K�D�W�� �D�I�I�H�F�W�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�V�¶�� �S�X�U�F�K�D�V�H�� �G�H�F�L�V�L�R�Q�V�� �V�R�� �W�K�D�W�� �P�D�U�N�H�W�L�Q�J�� �V�W�U�D�W�H�J�L�H�V��

can be adjusted in order to meet the specific needs and wants of every selected 

niche tourist group.  
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CHAPTER 1 

 

INTRODUCTION AND RESEARCH METHODOLOGY  

 

1.1 INTRODUCTION 

The international tourism market is dynamic in nature and is changing at an 

accelerating rate. Increased spending power, more leisure time, a well-travelled 

and more discerning public, and major socio-demographic changes all point to a 

significantly different tourism market than ever before (Murphey, 2013:77; Bernini 

& Cracolici, 2015:192-193). More specifically, socio-demographic changes marked 

by an active aging population, later marriage, two-income families, childless 

couples, and a growing population of single adults have led to major changes in 

travel and tourism demand. According to Tangeland, Vennesland and Nybakk 

(2013:365-366) and Cohen, Prayag and Moital (2014:881-882), these factors have 

resulted in tourists with a greater variety of needs and behaviours associated with 

specific product, service and/or marketing mix preferences.  

 

As tourists are increasingly searching for tangible objects, signs and symbols to 

extract value, meaning and status, contemporary tourism now encompasses more 

individual and intimate experiences, as opposed to mass tourism (Ekinci, 

Sirakaya-Turk & Preciado, 2013:711-713; Hutchins, 2014). These demands, 

according  to  Mosedale (2012:44),  Evans  (2016:16-17)  and  Pyke et al. 

(2016:95-96), suggest the rise of niche tourism, which is different from mass 

tourism in the sense that the consumption of tourism products no longer follows 

from production, but rather drives the production process.  
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As such, niche tourism researchers and marketers today have to identify those 

�I�D�F�W�R�U�V�� �W�K�D�W�� �D�I�I�H�F�W�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�V�¶�� �S�X�U�F�K�D�V�H�� �G�H�F�L�V�L�R�Q�V���� �7�K�H�V�H�� �U�H�V�H�D�U�F�K�H�U�V�� �D�Q�G��

marketers also need to group niche tourists according to the presence or absence 

of these factors so that marketing strategies are adjusted in order to meet the 

needs of every selected niche tourist group (Ali-Knight, 2010:5; Smallman & 

Moore, 2010:401-404; Kozak & Martin, 2012:188-190). 

 

This chapter sets out to introduce the present study that aims to design a 

conceptual framework that niche tourism marketers can use to identify the specific 

bases for segmenting niche tourism markets. The background and motivation, 

research problem, research objectives, contribution of the study, research 

process, empirical research methodology, code of ethical conduct, as well as how 

reliability and validity are ensured are presented here. Lastly, salient definitions 

and terms as well as an outline of this study are also set out.  

 

1.2 BACKGROUND AND MOTIVATION  

Tourism as an international phenomenon is expanding and becoming increasingly 

competitive. Consequently, Thomas, Shaw and Page (2011:971), Prebensen, 

Vittersø and Dahl (2013:240-241) and Hoppen, Brown and Fyall (2014:38-40) all 

suggest that researchers and marketers who focus on niche tourism marketing are 

confronted with the new and emerging challenges that are significantly influenced 

�E�\�� �H�[�W�H�U�Q�D�O�� �I�D�F�W�R�U�V�� �V�X�F�K�� �D�V�� �Q�H�Z�� �W�H�F�K�Q�R�O�R�J�L�H�V���� �E�X�V�L�Q�H�V�V�� �S�U�D�F�W�L�F�H�V�� �D�Q�G�� �W�R�X�U�L�V�W�V�¶��

demand, which in turn are deeply interrelated with demographic and socio-

economic profile changes. For example, tourists today are more knowledgeable 
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and sophisticated, and have greater spending power (Nguyen, 2016:152) and 

leisure time (Tan, 2016) available than previous generations.  

 

This situation gave rise to tourists becoming more discerning, more active, and in 

pursuit of accessible travel opportunities that offer the opportunity to participate in 

new experiences (Falconer, 2013:25; Servidio & Ruffolo, 2016:151-152). As such, 

Buckley (2010:12) and Lu et al. (2016:3-5) propose that tourism products have 

become more specialised as the purposes related to tourist motivation have 

themselves become more specific.  

 

While travel costs remain a significant determinant in tourist decision-making, the 

dimension of tourist satisfaction is increasing in importance. Tuttle (2012) and Jin 

and Sparks (2016:207-209) propound that tourism products must provide 

something extra, apart from value for money, to attract and satisfy tourists. This 

state of affairs, as maintained by Guillet et al. (2011:557-558) and Sheppard and 

Williams (2016:20-22), has incited new vacation patterns and product choices to 

accommodate the increasing range of interests in experience-orientated vacations 

and tourism that offer different activities, environments and experiences.  

 

Consequently, the result of this shift has, in turn, brought substantial changes in 

the overall international tourism market, as well as in the demand for tourism 

products. One example is the significant growth in the niche tourism markets of 

�F�X�O�W�X�U�D�O�� �W�R�X�U�L�V�P���� �H�Y�H�Q�W�� �W�R�X�U�L�V�P�� �D�Q�G�� �Q�D�W�X�U�D�O�� �D�U�H�D�� �W�R�X�U�L�V�P�� �W�K�D�W�� �F�D�W�H�U�� �I�R�U�� �W�R�G�D�\�¶�V��

�V�R�S�K�L�V�W�L�F�D�W�H�G�� �W�R�X�U�L�V�W�V�� �Z�K�R�� �K�D�Y�H�� �W�K�H�� �P�H�D�Q�V�� �D�Q�G�� �W�K�H�� �Z�L�O�O�� �W�R�� �³�« travel in search of 
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�Q�R�Y�H�O���� �D�X�W�K�H�Q�W�L�F�� �D�Q�G�� �T�X�D�O�L�W�\�� �Q�L�F�K�H�� �W�R�X�U�L�V�P�� �H�[�S�H�U�L�H�Q�F�H�V�´�� ���7�X�Q�J��& Ritchie, 

2011:1371; Budeanu et al., 2016:286-287).  

 

Niche  tourism,  as  asserted  by  Lanfranchi, Giannetto and De Pascale 

(2014:225-226) and Jin and Sparks (2016:205), has emerged as an alternative to 

the detrimental developments of mass tourism that often entail environmental 

degradation and socio-cultural disturbance. From an ethical and moral 

perspective, niche tourism is related to developments compatible with 

environmental sustainability and social care.  

 

Consequently, these developments have led to a significant increase in the 

number of niche tourism journals (for example The Annals of Leisure Research; 

International Journal of Heritage Studies; Journal of Ecotourism; Journal of 

Outdoor Recreation and Tourism; Journal of Travel and Tourism Marketing; 

Journal of Sustainable Tourism; Research in Tourism, Leisure and Events; Sports 

Management Review; and, Visitor Studies), as well as magazines and periodicals 

(for example African Expedition, Getaway, Escapism Travel, Intrepid Explorer, 

Lonely Planet Traveller, Meetings, National Geographic Traveller, Safe Travel, 

Submerge, TravelMag SA, Travel Ideas, Travel Weekly, Weg!, Wild and Wildside). 

 

Moreover, according to Cho et al. (2014:22-23), there has been a rapid growth in 

niche tourism equipment manufacturing (for example equipment related to 

adventure, eco-travel, festival, heritage, nature-based, religion and sports tourism 

activities) and the capability of commercial operators (for example adventure, eco-

related, festival, heritage, nature-based, religion and sports tourism companies), 
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including outfitters and retailers (for example Campmore Outdoor; Camp and 

Climb; Cape Union Mart; Drifters Adventure Centre; Due South; Hikers Paradise; 

Outdoor Warehouse; Safari and Outdoor; Sportsmans Warehouse; and, Ultimo), 

have evolved to deliver more diversified activity, environment and experience 

products.  

 

Evidently, niche tourism is currently one of the fastest-growing tourism market 

sectors (Ali-Knight, 2010; Hoffmann, 2013). It has broadened in scope and appeal 

in especially the international tourism market. The variety and availability of niche 

tourism products that cater to a wide range of interests and abilities appear to be 

boundless. However, the rapid expansion of niche tourism has been supported by 

a limited theoretical foundation �I�R�F�X�V�L�Q�J�� �R�Q�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�V�¶�� �V�S�H�F�L�I�L�F�� �S�U�R�G�X�F�W��

preferences. Consequently, according to Novelli (2007), Ali-Knight (2010) and 

Reisinger (2013), there is currently no evidence of a conceptual framework that 

niche tourism marketers can use to identify the specific bases for segmenting 

niche tourism markets.  

 

In other words, various studies have investigated the rapidly growing niche tourism 

domain, focusing on cultural tourism (Richard & Munsters, 2010; Lynch et al., 

2011; Smith & Richards, 2013; Richards, 2013, Ifeyinwa, 2014); event tourism 

(Getz, 2008; Van Der Wagen, 2010; Kruger & Saayman, 2013; Kruger & 

Saayman, 2013; Mallen & Adams, 2013; Welthagen & Geldenhuys, 2014; Kruger 

& Saayman, 2014; Kruger & Saayman, 2014; Nelson, 2014; Welthagen & 

Geldenhuys, 2015; Getz & Page, 2016) and natural area tourism  (du Plessis, van 

der  Merwe  &  Saayman,  2012;  Briassoulis  &  Van  Der  Straaten,  2013; 
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Murphey, 2013; Kruger, Saayman & Hermann, 2014; De Witt, Van Der Merwe & 

Saayman, 2014; Hall & Page, 2014; Lanfranchi, Giannetto & De Pascale, 2014; 

Mason, 2015). However, when attempting to segment these niche tourism 

markets,  it  seems to be only Sung (2000:45), Swarbrooke et al. (2003:17), 

Novelli (2007:9), Beard et al. (2012:22) and Newsome, Moore and Dowling 

(2012:11) who contributed towards the development of a theoretical foundation 

that engages with the specific product preferences of niche tourist groups.  

 

Moreover, research focusing on the variables of specific segmentation bases 

appear to be non-existent, seeing that most niche tourism researchers and 

marketers have been using broad bases and associated variables (namely 

geographic, demographic, psychographic and/or behavioural segmentation) to 

�L�G�H�Q�W�L�I�\�� �W�R�X�U�L�V�W�V�¶�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�� �D�Q�G���E�H�K�D�Y�L�R�X�U�V���� �)�R�U�� �H�[�D�P�S�O�H���� �Z�K�H�Q�� �D�W�W�H�P�S�W�L�Q�J�� �W�R��

segment niche tourism markets, the only viable conceptual frameworks available 

to niche tourism marketers include, but are not limited to that of Wight (1996), 

�/�D�Q�J�� �D�Q�G�� �2�¶�/�H�D�U�\�� ���������������� �6�X�Q�J���� �0�R�U�U�L�V�R�Q�� �D�Q�G�� �2�¶�/�H�D�U�\�� ���������������� �0�R�V�F�D�U�G�R��et al. 

(2000), McKercher et al. (2002), Chen and Lamberti (2013) and Horner and 

Swarbrooke (2016). However, these conceptual frameworks do not identify the 

specific bases for segmenting niche tourism markets; instead, they identify the 

specific segmentation bases characteristics that niche tourism marketers can use.  

 

In this context, it is a matter of urgency to conduct systematic marketing research 

to identify the specific product preferences of niche tourist groups. This will enable 

niche tourism marketers to identify the specific bases for segmenting niche tourism 

markets.  
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In light of the background and motivation outlined above, the following section 

discusses the research problem of this study.  

 

1.3 RESEARCH PROBLEM  

It is generally agreed that the major objective of research is to relate data to a 

theory or to generate a theory from data. Consequently, Dwivedi (2009:36) and 

Cohen, Manion and Morrison (2013:599) purport that in order to reframe existing 

knowledge or to produce new knowledge, theory should provide a conceptual 

framework so that knowledge can be interpreted for its practical application in a 

comprehensive manner. Unfortunately, the criticism of theory in niche tourism has 

suffered from a limited theoretical foundation to poor theoretical offerings 

(Mearsheimer & Walt, 2013:428). As mentioned, the limited theoretical foundation 

�I�R�F�X�V�L�Q�J���R�Q���Q�L�F�K�H���W�R�X�U�L�V�W�V�¶���V�S�H�F�L�I�L�F���S�U�R�G�X�F�W���S�U�H�I�H�U�H�Q�F�H�V���K�D�V���Uesulted in conceptual 

frameworks identifying specific segmentation bases characteristics and not the 

specific bases for segmenting niche tourism markets.  

 

�$�V�� �V�X�F�K���� �'�¶�8�U�V�R��et al. (2016:297) note that niche tourism marketers have been 

using conventional and perhaps not entirely appropriate assumptions and 

perceptions to identify the specific segmentation bases that should be used when 

segmenting niche tourism markets. This is problematic, because the current 

business and industry trend towards diversity in travel demands and tourism-

related products require niche tourism marketers to identify detailed and very 

specific characteristics of niche tourists and their travel behaviour, in order to be 

able to pinpoint target markets effectively (Riefler, 2012:25; Goneos-Malka, 

Strasheim & Grobler, 2014:905-906; Wang et al., 2015:370). 
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Therefore, as this study forms part of an inimitable research discipline, specialised 

independent marketing research in adventure tourism is required to advance the 

current limited field of knowledge on adventure tourism (Page & Bentley, 2001; 

Page, Bentle�\���	���:�D�O�N�H�U�����������������3�U�L�F�H���	���2�¶�'�U�L�V�F�R�O�O�����������������0�D�F�N�H�Q�]�L�H�����	���.�H�U�U������������������

McKay, 2013; Taylor, Varley & Johnston, 2013; Naidoo et al., 2015). The present 

study specifically investigates the perceptions of adventure tourism researchers 

regarding the specific product preferences of niche tourist groups. Further 

investigation, which falls outside the scope of this study includes the exploration 

concerning the perceptions of other macro and micro niche tourism researchers 

and marketers which are required to further verify the conceptual framework 

presented in this study.  

 

To enhance the current limited field of adventure tourism knowledge, as illustrated 

in Figure 1.1, pioneering research, as proposed in this study, requires its own 

theoretical points of departure. That is, an appropriate conceptual framework and 

�S�U�D�F�W�L�F�D�O���D�S�S�O�L�F�D�W�L�R�Q���D�U�H���G�H�H�S�O�\���L�Q�W�H�U�U�H�O�D�W�H�G�����V�R���W�K�D�W���³�« theory guides research or 

�U�H�V�H�D�U�F�K���J�X�L�G�H�V���W�K�H�R�U�\�´�����6�Z�H�G�E�H�U�J�������������������������� 

 

 
 
 
 
 
 
 
 
 
 
 
FIGURE 1.1: Interrelationship between theory, conceptual framework and 

practical application 
SOURCE:  Adapted from Sung (2000:45) 

�7�K�H�R�U�\ 
�&�R�Q�F�H�S�W�X�D�O 
�)�U�D�P�H�Z�R�U�N 

�3�U�D�F�W�L�F�D�O��
�$�S�S�O�L�F�D�W�L�R�Q 
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The problem this study addresses is a knowledge gap in the adventure 

tourism domain, namely to develop a theoretical foundation  focusing on the 

specific product preferences (key factors) of niche tourist groups in order to 

design a conceptual framework , that marketers of niche tourism could use to 

identify the specific bases for segmenting niche tourism markets.   

 

To find a solution to the research problem, this study aims to improve the poor 

theoretical foundation, methodological weaknesses, restrictions in field tests, as 

well as long internal and short external validity concerns associated with niche 

tourism studies (see Smith et al., 2013:882). In this context, the internal validity of 

this study, as a reference to its theoretical development, is essential.  

 

The present study discusses in detail the theoretical developments of niche 

tourism research with a view to identify the key factors that differentiate cultural, 

event and natural area tourism along with their associated trajectories, as well as 

the broad and specific segmentation bases used or that should be used for 

segmenting these markets. Thereafter, this study aims to identify the specific 

product preferences (key factors) that differentiate cultural tourism, event tourism, 

natural area tourism and their associated trajectories, which could be used as the 

specific bases for segmenting niche tourism markets.  

 

In essence, the identification of such product preferences (key factors) will enable 

niche tourism researchers and marketers to identify detailed and very specific 

characteristics of tourists and their travel behaviour so that target markets can be 

pinpointed more effectively. External validity, which entails a reference to the 
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generalisability of research results, is achieved by including a research population 

representative of the theoretical population.   

 

The ensuing section presents the research objectives related to the central 

problem of this study. 

 

1.4  PRIMARY AND SECONDARY RESEARCH OBJECTIVES  

The primary and secondary research objectives of this study are elucidated below. 

 

1.4.1  Primary research objective  

To enable niche tourism marketers to identify the specific bases for segmenting 

niche tourism markets, the primary research objective of this study is:  

 To design a conceptual framework based on the perceptions held by 

adventure tourism researchers in order to identify the specific product 

preferences of niche tourist groups.  

 

In order to attain the primary research objective of this study, the secondary 

research objectives are identified below.  

 

1.4.2  Secondary research objectives  

The secondary research objectives of this study are: 

1) To discuss the theoretical developments in niche tourism research;  

2) To identify the key factors that differentiate niche tourism markets;  

3) To discuss the procedures and broad bases for segmenting niche tourism 

markets; 
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4) To identify the specific bases for segmenting niche tourism markets; 

5) To develop a conceptual paradigm for segmenting niche tourism markets; 

6) To determine the importance of activity-based products, environment-based 

products and/or experience-based products forming part of macro niche 

tourism markets; 

7) To determine the importance of activity-based products, environment-based 

products and/or experience-based products forming part of micro niche 

tourism markets; and, 

8) To determine which micro niche tourist groups prefer activity-based products, 

environment-based products and/or experience-based products. 

 

The contribution of this study is explained in the subsequent section.  

 

1.5 CONTRIBUTION OF THIS RESEARCH STUDY 

Based on the literature review conducted, this study is unprecedented in its focus 

�D�Q�G�� �V�F�R�S�H���� �:�K�L�O�H�� �6�X�Q�J�¶�V�� �������������������� �F�R�Q�F�H�S�W�X�D�O�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �E�H�W�Z�H�H�Q�� �D�G�Y�H�Q�W�X�U�H��

tourism, nature-based tourism and ecotourism is useful and Kotler and 

�$�U�P�V�W�U�R�Q�J�¶�V�� ���������������������� �W�D�U�J�H�W�� �P�D�U�N�H�W�L�Q�J�� �V�W�H�S�V�� �P�D�G�H�� �D�� �V�L�J�Q�L�I�L�F�D�Q�W�� �F�R�Q�W�U�L�E�X�W�L�R�Q�� �W�R��

the field of knowledge on segmentation, the present study sets out to identify the 

specific product preferences of niche tourist groups. This is done to design a 

conceptual framework that niche tourism marketers can use to identify the specific 

bases for segmenting niche tourism markets. This study therefore presents a 

theoretical foundation, as well as a conceptual framework, that niche tourism 

researchers and marketers can use.  
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The theoretical foundation can be used for future marketing research towards 

verifying the specific product preferences of niche tourist groups by incorporating 

the perception held by other macro and micro niche tourism researchers and 

marketers and/or advancing the field of knowledge on the variables associated 

with specific segmentation bases. The conceptual framework that this study 

presents can be used for identifying the specific bases for segmenting niche 

tourism markets in order to identify and group niche tourists according to the 

presence or absence of those factors that affe�F�W���Q�L�F�K�H���W�R�X�U�L�V�W�V�¶���S�X�U�F�K�D�V�H���G�H�F�L�V�L�R�Q�V��

so that marketing strategies can be adjusted in order to meet the specific needs 

and wants of every selected niche tourist group.  

 

In essence, based on an exhaustive search of existing literature, no evidence 

could be found of a conceptual framework that niche tourism marketers can use to 

identify the specific bases for segmenting niche tourism markets. As a result, the 

present study addressed a gap in knowledge by designing a conceptual 

framework that niche tourism marketers can use to identify the specific bases for 

segmenting niche tourism markets.  

 

Moreover, tourism research can gain broader academic recognition if research 

results from tourism research become relevant to and cited within other academic 

disciplines. Adventure tourism can provide opportunities for more widely relevant 

and recognised ground-breaking research on wide-ranging issues. However, the 

impact factors of tourism journals are limited by the relatively small number of 

tourism researchers worldwide, which limits the available pool of potentially citing 

authors. To increase the size of this pool, in order to boost journal impact factors 
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and thus to improve the perceived position of tourism relative to other research 

disciplines, the first step is for tourism journals to publish more articles which are 

citable in other disciplines (Buckley, 2014:39).  

 

Although adventure tourism is one of the fastest growing sectors worldwide, it is 

also the least understood and researched form of international tourism because 

most of the research currently applied in commercial adventure tourism is actually 

derived from outdoor recreation literature (Buckley, 2006:76-78;  Weed, 2007:57; 

Hinch & Higman, 2011:25; Weed & Bull, 2012:52). In this vein, Buckley (2006:76-

�������������������������� �D�U�J�X�H�V���W�K�D�W���³�« adventure tourism deserves research attention in its 

�R�Z�Q���U�L�J�K�W���´�� 

 

This sentiment is supported by Govindasamy (2012:50-51) who suggests that for a 

successful and sustainable adventure tourism sector, more in-depth knowledge is 

required about adventure tourists and the structure of the industry and that 

strategies and marketing practices should be based on real expectations of 

tourists. Therefore, with a view to improve the competitive position of tourism 

relative to longer-established academic disciplines, this study aims to add to the 

field of knowledge on specifically adventure tourism as there is a definite need for 

published cross-disciplinary research worldwide.  

 

In this context, this study addresses a knowledge gap in the adventure tourism 

domain. In other words, by identifying the specific product preferences of niche 

tourist groups, niche tourism marketers can use this conceptual framework to 

identify the specific bases for segmenting niche tourism markets.  
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The next section sets out the research process followed for the purpose of this 

study.  

 

1.6 RESEARCH PROCESS 

Marketing research is the systematic design, collection, analysis and reporting of 

data relevant to a specific marketing situation (Armstrong et al., 2014:107). As 

illustrated in Figure 1.2, the four marketing research process steps followed to 

�J�X�L�G�H�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �H�Q�W�L�U�H�� �U�H�V�H�D�U�F�K�� �S�U�R�F�H�V�V�� �L�Q�F�O�X�G�H�G���� �������� �G�H�I�L�Q�L�Q�J�� �W�K�H��problem and 

research objectives, (2) developing the research plan, (3) implementing the 

research plan and (4) interpreting and reporting the research results.  

 

FIGURE 1.2: The marketing research process 
SOURCE: Armstrong et al. (2014:108) 
 

The research problem (see paragraph 1.3) and research objectives (see 

paragraph 1.4)   were   defined   earlier   in   this   chapter.  In   order   to   develop 

the research plan for collecting information, the research methodology (see 

paragraph 1.7) that includes conducting the literature review, sampling, data 

collection, measurement instrument and data analysis for the purpose of this study 

are  discussed.  To  implement  the  research  plan,  ethical  issues (see 

paragraph 1.8), as well as reliability and validity (see paragraph 1.9) are 

Defining the 
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addressed. The collected and analysed data are interpreted in Chapter 4, followed 

by the inferences and recommendations reported in Chapter 5.  

 

In order to develop the research plan effectively, the succeeding section sets out 

the research methodology used to develop the conceptual framework proposed for 

the purpose of this study.  

 

1.7 RESEARCH METHODOLOGY 

Research, according to Jennings (as cited by Humbatov, 2015:53), is an activity 

that gathers information on a phenomenon using scientific rigour and academic 

acumen. Within the social sciences, various classification systems exist to 

describe the types of research that can be undertaken. For the purpose of this 

�V�W�X�G�\���� �6�D�X�Q�G�H�U�V���� �/�H�Z�L�V�� �D�Q�G�� �7�K�R�U�Q�K�L�O�O�¶�V�� ������������������-124) research onion model, as 

illustrated in Figure 1.3, was consulted in order to formulate an effective research 

methodology.  

 

FIGURE 1.3: Research onion model 
SOURCE: Saunders, Lewis & Thornhill (2012:123-124) 
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Working from the outer layers to the centre of the onion model, this model 

proposes that an effective methodology should consider the philosophies of 

ontology, epistemology and axiology (addressed separately from the onion model) 

before defining the research philosophy, identifying the research approach, 

adopting the research strategy, as well as identifying the time horizon and the data 

collection method. 

 

This study was based on a positivism epistemology and an objective ontology. 

However, as this study was also value-free and unbiased, it is important to note 

that values are emotive and therefore the question of axiology fell outside the 

scope of this study.  

 

Furthermore, in order to attain the stated research objectives and to find a solution 

�W�R���W�K�H���U�H�V�H�D�U�F�K���S�U�R�E�O�H�P�����W�K�L�V���V�W�X�G�\�¶�V���F�R�U�H���U�H�V�H�D�U�F�K���I�X�Q�F�W�L�R�Q���R�U���S�X�U�S�R�V�H���Z�D�V���E�D�V�H�G��

on pure (basic) descriptive research due to its specific information requirements. 

Consequently, the methodological attributes of this study, as opposed to using a 

qualitative research methodology, include a positivist research philosophy, a 

deductive research approach, a survey research strategy, a mono-method 

research choice (quantitative methodology), a cross-sectional (short-term) time 

horizon, as well as numerically-based data collection and statistical data analysis 

methods.  

 

The adjacent section provides an overview of the literature used for developing 

�W�K�L�V���V�W�X�G�\�¶�V���F�R�Q�F�H�S�W�X�D�O���S�D�U�D�G�L�J�P�����V�H�H���)�L�J�X�U�H�������������� 
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1.7.1  Literature review  

Secondary data refer to data that have been produced by someone else for 

primary usage and that is subsequently used by another researcher not connected 

to the first study (Piekarz, Jenkins & Mills, 2015:65-67). For the purpose of this 

study, the secondary data sources included published and unpublished research. 

Information from published research included government publications (for 

example statutes, acts and government gazettes), academic and trade journals, 

monographs and textbooks, dictionaries and encyclopedias, audio-visuals (for 

example video, documentaries and films), electronic media (for example e-books 

and e-journals) and newspapers and magazines. Information from unpublished 

research included dissertations and theses, research progress reports and the 

Internet.  

 

�7�K�L�V���V�W�X�G�\�¶�V���O�L�W�H�U�D�W�X�U�H���U�H�Y�L�H�Z���G�L�V�F�X�V�V�H�V���W�K�H���W�K�H�R�U�H�W�L�F�D�O���G�H�Y�H�O�R�S�P�H�Q�W�V���L�Q���W�K�H���I�L�H�O�G���R�I��

niche tourism, as well as market segmentation. As mentioned, this information was 

gathered through secondary data sources and was used to develop the 

conceptual paradigm illustrated in Figure 4.1. This conceptual paradigm was used 

as a directive to ensure that when the  primary  data were collected (see 

paragraph 1.7.4) and analysed (see paragraph 1.7.5), a wide range of variables 

were included to ensure that the primary research objective of this study was 

addressed.  

 

Combinations of the following keywords were used during the literature search: 

activity-based segmentation, adventure tourism, behavioural segmentation, tourist 

behaviour, tourist profiling, cultural tourism, demographic segmentation, 
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ecotourism, environmental-based segmentation, event tourism, experiential-based 

segmentation, festival tourism, geographic segmentation, heritage tourism, market 

positioning, market segmentation, market targeting, mass tourism, natural area 

tourism, nature-based tourism, niche tourism, psychographic segmentation, 

religion tourism, sports tourism, socio-economic segmentation, tourism, tourism 

industry, tourism sectors, and tourists. 

 

The sampling method applied for the purpose of this study is described in the 

successive section.  

 

1.7.2  Sampling  

To enable niche tourism marketers to identify the specific bases for segmenting 

niche tourism markets, this study aimed to design a conceptual framework based 

on the perceptions held by adventure tourism researchers for identifying the 

specific product preferences of niche tourist groups. However, it was imperative 

that participants should have relevant specialist niche tourism knowledge within 

the adventure tourism field to be able to make informed judgement and provide 

insightful input. This would ensure that the research results of this study are 

credible and valid. Therefore, only participants who share a mutual interest in 

actively accumulating and improving the field of knowledge in the adventure 

tourism domain, as recommended by Jennings (2011:140), were included in this 

study.  

 

With this in mind, the theoretical population of this study consisted of all adventure 

tourism researchers and marketers on a worldwide scale and the research 
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population, also referred to as the accessible population, consisted of all the 

members of the Adventure Tourism Research Association (ATRA). In other words, 

it is a nearly impossible task to identify and include all adventure tourism 

researchers worldwide.  

 

In light of this, only ATRA members were targeted, as they were regarded as the 

most appropriate and accessible for inclusion in this study, based on their 

closeness of fit to the theoretical population and the criteria associated with the 

focus of this study, as recommended by Trochim, Donnelly and Arora (2015:81-

82). Although reference is made to only adventure tourism researchers (as ATRA 

is a research association), ATRA members include both researchers and 

marketers in the adventure tourism domain. 

 

ATRA is an international membership organisation and was established in 

2012/2013 through the relationships and consensus developed during the 

International Adventure Conferences held respectively in Fort William, Isle of 

Skye, Sogndal and Sheffield. ATRA comprises a group of academics, independent 

researchers, adventure professionals and commercial adventure operators whose 

connectivity define its working parameters.  

 

The aim of ATRA is to create and sustain a forum for the creation and 

dissemination of research into adventure tourism; its key dimension is the 

dynamics between professionals (practitioners) and academics (theorists), which 

is  crucial  to  keeping  their  research  productivity  cutting  edge  and  relevant 

(ATRA, 2015).  
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ATRA members mainly include both highly educated past conference delegates, 

who are between the ages of thirty five and fifty six years of age, who reside 

permanently  within  Africa,  Australia,  North America  and  Oceania (see 

Annexure F). These members are affiliated with the only adventure tourism 

association comprising of leading adventure tourism researchers and marketers 

who conduct cutting-edge research on cultural tourism, event tourism and/or 

natural area tourism (within the adventure tourism domain), and who actively work 

in the adventure tourism and/or adventure recreation industries on a worldwide 

scale (ATRA, 2015).  

 

In essence, under the banner of ATRA, members of ATRA actively accumulate 

and improve the field of knowledge on adventure tourism by establishing new 

authoring partnerships, contributing to the peer-reviewed academic journal on 

adventure tourism, partaking in seminar programs whereby member institutions 

host discussion groups and by attending the annual adventure tourism conference. 

Evidently, adventure tourism researchers, in the form of ATRA members, are 

equipped with the best niche tourism knowledge and experience to provide expert 

opinions pertaining to the objectives of this study.  

 

Also, this study purposively did not include the perception of adventure tourists 

and/or independent adventure tourism companies. As noted by Govindasamy 

(2012:50-52) and Løseth (2014:63), it is generally assumed that these 

stakeholders do not intensely investigate the rapidly growing niche tourism field 

focusing on cultural tourism, event tourism and/or natural area tourism (within the 

adventure tourism domain); nor do they primarily contribute towards the theoretical 
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�I�R�X�Q�G�D�W�L�R�Q���I�R�F�X�V�L�Q�J���R�Q���Q�L�F�K�H���W�R�X�U�L�V�W�V�¶ specific product preferences and/or specific 

segmentation bases variables. Moreover, as the focus of this study is on 

adventure tourism researchers, the perceptions of other macro and micro niche 

tourism researchers and marketers will have to be investigated in future in order to 

verify the research results of this study.  

 

A membership list was obtained from ATRA, containing the names and contact 

details of the members (see Annexure A). One hundred and forty three (N=143) 

organising committee members and past conference delegates are listed as 

members of ATRA at this specific point in time. This membership list thus also 

served as the sampling frame for the purpose of this study.  

 

It was feasible and practical to include the entire research population (all one 

hundred and forty three entries) rather than drawing a sample. Consequently, in 

line with Jennings (2011:137), this study used a saturation sample (used with 

small populations) as opposed to a census (used with large populations).  

 

All participants were included in a structured and systematic manner, each 

participant had an equal chance to contribute to this study, and the research 

results are thus representative of all adventure tourism researchers (Creswell, 

2013:158). It is important to note that due to the current size and accessibility of 

the theoretical population, it cannot be stated that the sampling technique was 

�S�X�U�S�R�V�L�Y�H���� �D�V�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �U�H�V�H�D�U�F�K�� ���D�F�F�H�V�V�L�E�O�H���� �S�R�S�X�O�D�W�L�R�Q�� �L�V�� �F�R�Q�V�L�G�H�U�H�G��

representative of the theoretical population.  
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As a matter of good scientific practice, even though all the ATRA members were 

included in this study, the Qualtrics (2010) sample-size calculator was used as a 

pre-cautionary measure to determine how many responses were required in order 

to make inferences about the entire research population. Mathematically, as 

illustrated in Equation 1.1, the Qualtrics sample-size calculator can be readily 

summarised by the following equation: 

 

(Nz^2*s*(1-s)) / (E^2(N-1) +z^*s*(1-s)) = n                (Eq. 1.1) 

 

Before the data were collected, universally accepted pre-determined margins for 

calculating the required sample size  were established (Qualtrics, 2010). Using the 

sampling frame, the research population size  was determined as one hundred  

and  forty  three (N=143),  the  standard  deviation (s)  was  determined as 0.5, the 

Z-score/confidence level (z) was determined as 1.96 (based on a 95.0% 

confidence level) and the margin of error/confidence interval (E) was determined 

as 5.0%. Thus, for the purpose of this study, the required sample size to ensure 

that the results are statistically significant would be one hundred and five (n=105) 

responses.  

 

Small research populations are quite popular in adventure tourism research 

studies since this industry is not a well-defined segment in the discipline of tourism 

studies, making it difficult to identify and examine all adventure tourism 

researchers worldwide. For example, the samples used by Bentley, Page and 

Laird (2001), Buckley (2007), Brouder and Lundmark (2011) and Naidoo et al. 

(2015) consisted of fewer than one hundred adventure tourism researchers. This 
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situation points to the need for the current small number of adventure tourism 

researchers worldwide to publish more articles which are citable in other 

disciplines, too.  

 

The following section outlines the measurement process used to generate good 

measures. 

 

1.7.3 Measurement  

Measurement is the process of assigning numbers or labels to persons, objects, or 

events, in accordance with specific rules for representing quantities or qualities of 

attributes (Silver et al., 2013:93). The concept of rules and scales are fundamental 

to measurement. A rule, according to McDaniel and Gates (2016:207), is a guide, 

method or a command that tells a researcher what to do.  

 

On the other hand, a scale is a set of symbols or numbers so constructed that the 

symbols or numbers can be assigned by a rule to the individuals to whom the 

scale is applied to. However, rules and scales often lack clarity and specificity, 

making measurement harder. Therefore, to ensure that the questions in the newly 

developed e-questionnaire posed to the research population are valid and reliable, 

the researcher identified who, what and how to measure.  

 

In identifying who to measure, all ATRA members (see paragraph 1.7.2) were 

included in the study as they have expert knowledge and their input was required 

to design this �V�W�X�G�\�¶�V�� �F�R�Q�F�H�S�W�X�D�O�� �I�U�D�P�H�Z�R�U�N���� �7�K�H�U�H�D�I�W�H�U���� �D�F�F�X�U�D�W�H�� �G�D�W�D�� �Z�H�U�H��

obtained by taking margins of error into consideration. In other words, on the word 



 

 24 

of Goeldner and Ritchie (2011:500-507), data obtained from conducting research 

contributes to better practical application by reducing risk, which can only happen 

if the data accurately represents the phenomenon under study. Previous research 

�V�W�X�G�L�H�V�����H�V�S�H�F�L�D�O�O�\���6�X�Q�J�¶�V�����������������$�G�Y�H�Q�W�X�U�H���7�U�D�Y�H�O���6�X�U�Y�H�\���I�R�F�X�V�L�Q�J���R�Q���L�G�H�Q�W�L�I�\�L�Q�J��

segmentation characteristics, were consulted during the construction of the e-

questionnaire.  

 

The phenomenon in the present study was measured (attaching numbers to reflect 

the amount of an attribute inherent in that object of interest) using a reputable 

process. As illustrated in Figure 1.4, the seven steps of the measurement process 

were followed to generate good measures.  

 

 
FIGURE 1.4: Developing good measures: the measurement process 
SOURCE: Silver et al. (2013:96) 

Step 7
Analyse Research Findings

Step 6
Conduct Validity Testing 

Step 5
Purify the Measures 

Step 4
Collect Data to Test Measures

Step 3
Establish Operational Definitions

Step 2
Specify the Construct(s) Domain

Step 1 
Determine the Construct(s) of Interest



 

 25 

Firstly, the concept of interest was determined as market segmentation and the 

construct of interest was determined as consumer preferences. Secondly, the 

construct domain was specified by defining (constitutive definition) consumer 

�S�U�H�I�H�U�H�Q�F�H�V�� �D�V�� �³�« the subjective (individual) tastes, as measured by utility, of 

various bundles o�I�� �J�R�R�G�V�´�� ���9�H�U�H�V���� �7�D�U�M�D�Q�� �	�� �+�D�P�R�U�Q�L�N���� ������������������������ �7�K�L�U�G�O�\���� �W�K�H��

operational definition was established by indicating what observable variables of 

the construct will be measured and the process that will be used to attach 

numbers to those variables so as to represent the quantity of the attributes.  

 

In identifying what to measure, based on the notion that tourists buy specific 

products to satisfy their needs, the key factors that differentiate niche tourism 

�P�D�U�N�H�W�V���Z�H�U�H���Y�L�H�Z�H�G���D�V���W�K�H���V�S�H�F�L�I�L�F���S�U�R�G�X�F�W�V���Q�L�F�K�H���W�R�X�U�L�V�W�V�¶���S�U�H�I�H�U�����$�F�W�L�Y�L�W�\-based 

products, environment-based products and experience- based products were thus 

identified as the observable variables of the construct.  

 

In identifying how to measure, a system of logical decision rules was used as a 

guideline to attach numbers to the variables so as to represent the quantity of the 

attributes. Using the Questionnaire Design Process as propounded by McDaniel 

and Gates (2016:245), as well as the checklist of De Vaus (as cited by Jennings, 

2011:247-248): three open-ended questions, as well as closed-ended questions in 

the form of six dichotomous questions, six multiple choice questions and eleven 

�V�F�D�O�H�G�� �T�X�H�V�W�L�R�Q�V�� �Z�H�U�H�� �X�V�H�G�� �W�R�� �F�R�Q�V�W�U�X�F�W�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �H-questionnaire (see 

Annexure B & C). In addition, variables were measured at nominal, dichotomous 

and/or ordinal levels (categorical variables), each representing the information, as 

well as the appropriate procedure to use in analysing the data.  
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Although ranking scales comprise of ordered categorical variables, it is important 

to note that the distances between the values of the interval variables were equally 

spaced. As such, for the purpose of this study, all ordinal level ranking scales 

(categorical variables) were interpreted using the median (middle value) and range 

(the difference between the highest and lowest values), as well as the central 

tendency of mean (average) and standard deviation (extent to which the values 

differ from the mean) - typically associated with interval level scales (continuous 

variables). The  possible  responses  to  the  questions  presented  to  the 

participants were  construed  as  exhaustive,  mutually  exclusive  and 

undimensional (Smith, 2014:65). 

 

At the outset, to obtain consent (see paragraph 1.8) and verify the demographic 

descriptors of the ATRA members (see paragraph 1.7.2), four dichotomous 

(Question 1, 2, 6 and 9) and five nominal (Question 3, 4, 5, 7 and 8) variables 

were included. To determ�L�Q�H�� �W�K�H�� �U�H�V�H�D�U�F�K�� �S�R�S�X�O�D�W�L�R�Q�¶�V�� �S�H�U�F�H�S�W�L�R�Q�V�� �U�H�J�D�U�G�L�Q�J��

which characteristics could potentially form part of environmental segmentation, 

one nominal (Question 10) variable was included. To determine the research 

�S�R�S�X�O�D�W�L�R�Q�¶�V���S�H�U�F�H�S�W�L�R�Q�V���U�H�J�D�U�G�L�Q�J���Z�K�L�F�K���P�L�F�U�R���Qiches mainly form part of cultural 

tourism, event tourism or natural area tourism, one nominal (Question 11) variable 

was included. It is important to note that these questions were used to verify the 

research population descriptors and the literature review content.  

 

�7�K�H�U�H�D�I�W�H�U���� �W�R�� �G�H�W�H�U�P�L�Q�H�� �W�K�H�� �U�H�V�H�D�U�F�K�� �S�R�S�X�O�D�W�L�R�Q�¶�V�� �S�H�U�F�H�S�W�L�R�Q�V�� �U�H�J�D�U�G�L�Q�J�� �W�K�H��

importance of activity-based products, environment-based products and/or 

experience-based products forming part of macro niche tourism markets, one 
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nominal (Question 13) and three ordinal (Question 14, 15 and 16) variables were 

�L�Q�F�O�X�G�H�G���� �7�R�� �G�H�W�H�U�P�L�Q�H�� �W�K�H�� �U�H�V�H�D�U�F�K�� �S�R�S�X�O�D�W�L�R�Q�¶�V�� �S�H�U�F�H�S�W�L�R�Q�V�� �U�H�J�D�U�G�L�Q�J�� �W�K�H��

importance of activity-based products, environment-based products and/or 

experience-based products forming part of micro niche tourism markets, one 

nominal (Question 17) and seven ordinal (Question 18 to 24) variables were 

included.  

 

�,�Q�� �D�G�G�L�W�L�R�Q���� �W�R�� �G�H�W�H�U�P�L�Q�H�� �W�K�H�� �U�H�V�H�D�U�F�K�� �S�R�S�X�O�D�W�L�R�Q�¶�V�� �S�H�U�F�H�S�W�L�R�Q�V�� �R�I�� �Z�K�L�F�K�� �P�L�F�U�R��

niche tourist groups prefer activity-based products, environment-based products 

and/or experience-based products, one dichotomous (Question 12) and one 

ordinal (Question 25) variable was included. To determine the research 

�S�R�S�X�O�D�W�L�R�Q�¶�V�� �S�H�U�F�H�S�W�L�R�Q�V�� �U�H�J�D�U�G�L�Q�J�� �Z�K�H�W�K�H�U�� �W�K�H�\�� �E�H�O�L�H�Y�H�� �L�G�H�Q�W�L�I�\�L�Q�J�� �W�R�X�U�L�V�W�V�¶��

product preferences could assist niche tourism marketers to effectively target and 

position their market, one dichotomous (Question 26) variable was also included.  

 

To test the associated measures (step four of the measurement process), the 

method followed to collect th�L�V���V�W�X�G�\�¶�V���G�D�W�D���L�V���G�H�O�L�Q�H�D�W�H�G���L�Q���W�K�H���H�Q�V�X�L�Q�J���V�H�F�W�L�R�Q�����D�V��

illustrated in Figure 1.4. 

 

1.7.4 Data collection  

Primary data sources, according to Stevens et al. (2012), are those that are 

collected first-hand by a researcher for use in a research study. Primary data are 

generated using an appropriate methodological framework and associated 

methods for data collection and analysis.  
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�$�V�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �F�R�U�H�� �U�H�V�H�D�U�F�K�� �I�X�Q�F�W�L�R�Q�� �R�U�� �S�X�U�S�R�V�H�� �Z�D�V�� �E�D�V�H�G�� �R�Q�� �S�X�U�H�� ���E�D�V�L�F����

descriptive research due to the specific information requirements of this study, 

only descriptive quantitative data collection methods, as opposed to experimental 

quantitative data collection methods, were considered. Descriptive quantitative 

studies, according to Dwyer, Gill and Seetaram (2012:358-361), can either use 

longitudinal or cross-sectional data collection methods.  

 

Longitudinal studies involve collecting information by following individuals from or 

over a long period of time, for example (1) observational studies, (2) case studies, 

(3) Delphi techniques and (4) studies involving data collection using existing 

records. On the other hand, cross-sectional studies involve collecting information 

by a one-time interaction with groups of people, for example (1) descriptive 

surveys and (2) structured interviews. However, as longitudinal studies are time-

consuming, require continuous participation for the duration of the iterations and 

generally involve a large research population, a cross-sectional study was ideal for 

the purpose of this study (see Evans, Stonehouse & Campbell, 2012:104). 

Nevertheless, as the research population is widely dispersed, descriptive surveys 

as opposed to structured interviews were decided upon to collect the primary data 

required.  

 

Comparing mail, personally administered, telephone and internet questionnaires, 

using the communication criteria suggested by Frazer and Lawley (2000:3), the 

data for the purpose of this study were collected using an e-questionnaire (see 

paragraph 1.7.3). The advantages of using an e-questionnaire, as suggested by 

Zikmund and Babin (2012:178), are (1) the ability to reach geographically 
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dispersed participants; (2) the low cost of distribution; (3) the instant and seamless 

data collection and analysis process; (4) faster turnaround due to participation 

tracking and survey reminder tools; (5) the increased integrity and reliability of data 

due to protected, anonymous and targeted invitations; (6) the possibility of 

designing a visually attractive e-questionnaire; and, finally, (7) this method is eco-

friendly. An e-questionnaire is also more advantageous for participants as they 

can take their time to respond to the questions and it is faster compared to 

completing and posting a mail survey. These characteristics have the added 

advantage of a higher response rate. 

 

A major disadvantage of using an e-questionnaire is the general perception that an 

e-questionnaire is part of the increasing volume of junk e-mail, which might 

negatively influence the response rate (Zikmund & Babin, 2012:178). Potential 

participants are also concerned about personal data protection and virus 

transmission issues. However, these concerns were addressed by selecting a 

legitimate and reputable organisation (Qualtrics) for distributing the e-

questionnaire.  

 

Another disadvantage of an e-questionnaire is that it has limited administration 

powers, which may negatively affect the response rate. However, the Qualtrics 

software tool overcame this disadvantage. A further possible negative aspect of 

using an e-questionnaire includes technical errors and multiple submissions by the 

same participant. Although it is impossible to prevent the former issue, the latter 

was dealt with by Qualtrics, allowing only one response per IP address.  
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An initial e-questionnaire was constructed using the Qualtrics software tool and 

this was e-mailed to the four founding members of ATRA. It was necessary to 

obtain their permission to include ATRA members in this study, and also to 

determine the analytical capability and the effectiveness of the e-questionnaire as 

a research instrument and to identify the suitability of the measures of analysis as 

recommended by Brancato et al. (2006). Based on the feedback obtained from 

three of the four founding members who participated in the pilot survey (a 75% 

response rate), adjustments were made to the initial e-questionnaire before 

dispatching  the  revised  e-questionnaire  to  the  research  population (see 

Annexure A). The researcher administered the fieldwork of the pilot survey. 

 

During the period of June 2015 to December 2015, one hundred and forty three 

(N=143) e-mail invitations (see Annexure B) with a unique link to the e-

questionnaire (see Annexure C) was forwarded to all ATRA members using the 

Qualtrics software tool. Immediate feedback regarding unsuccessfully delivered 

invitations enabled the researcher to telephonically contact ATRA to verify and re-

send the invitation to the corrected email addresses.  

 

Each member was requested to follow the unique link to complete the e-

questionnaire online. By default, each unique link could only be used once, which 

prevented spamming. Moreover, the unique link allowed the tracking of responses 

in progress and four reminders and a Thank You message was dispatched to the 

participants. Par�W�L�F�L�S�D�Q�W�V�¶�� �U�H�V�S�R�Q�V�H�V�� �Z�H�U�H�� �D�X�W�R�P�D�W�L�F�D�O�O�\�� �V�D�Y�H�G�� �D�Q�G�� �F�D�S�W�X�U�H�G�� �D�V��

they progressed through the e-questionnaire.  
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From the one hundred and forty three (N=143) participants in the research 

population, a total of one hundred and eight (n=108) participants completed the e-

questionnaire, yielding a response rate of 75.5% and a completion rate of 100.0%. 

The researcher was responsible for managing the data collection process. 

�7�K�H�U�H�D�I�W�H�U���� �D�V�� �L�O�O�X�V�W�U�D�W�H�G�� �L�Q�� �)�L�J�X�U�H�� ���������� �W�K�H�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �&�R�H�I�I�L�F�L�H�Q�W�� ���S�U�H-

programmed into SAS) was used to purify the measures (step five of the 

measurement process) and the overall construct validity of this study (step six of 

the measurement process) was tested using face validity, criterion validity, content 

validity and data validation (see paragraph 1.9).  

 

After ensuring the data were reliable and valid, the data were analysed (step 

seven of the measurement process) using univariate and multivariate methods, as 

discussed in the subsequent section.  

 

1.7.5 Data analysis  

Data analysis, according to Dwyer, Gill and Seetaram (2012:358-361), is the stage 

where several interrelated procedures are performed to bring order, structure and 

�J�L�Y�H�� �P�H�D�Q�L�Q�J�� �W�R�� �U�D�Z�� �F�R�O�O�H�F�W�H�G�� �G�D�W�D���� �$�V�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �F�R�U�H�� �U�H�V�H�D�U�F�K�� �I�X�Q�F�W�L�R�Q�� �R�U��

purpose was based on pure (basic) descriptive research due to the specific 

information requirements of this study, only descriptive quantitative data analysis 

methods were used. Quantitative data analysis involves: (1) the use of numbers 

and statistical formulae, (2) it is predicated to deduction, (3) it usually cannot be 

conducted until all data have been collected, (4) it abstracts the real world into 

numerical and statistical representations, (5) it involves inferences grounded in 

empirical numerical data, (6) it clearly articulates the methods in the research 
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report, (7) it involves comparisons between variables and (8) it aims to be error 

free (Dwyer, Gill & Seetaram, 2012:358-361).  

 

As mentioned, the Qualtrics software tool was used to collect the raw data. This 

form of direct data entry aided the raw data to be automatically organised, coded, 

captured, cleaned and saved. However, to enable more advanced statistical 

analysis, the data were exported to Excel and then imported into the Statistical 

Analysis System (SAS) for a second round of cleaning, re-coding and organisation 

to obtain quantitative information for descriptive statistical analysis.  It is important 

to note that the re-coding for all ordinal level questions from the less important 

value to the more important value was done to make interpretation easier.  

 

Descriptive statistics was used to describe the aggregation of raw data in 

numerical terms (see paragraph 4.3). For the purpose of this study, descriptive 

univariate (one variable) and multivariate (more than two variables) analyses were 

used to statistically analyse the data (Jennings, 2011:271). These methods of 

analyses incorporated the use of raw count frequency distributions, raw count 

percentages, cumulative frequency distributions and cumulative percentages. 

Thereafter, measures of central tendency (mode, median and/or mean) associated 

with each of the variables (measured at nominal and/or ordinal levels) and the 

number of responses associated with each of the variable categories in the 

response set were calculated. 

 

Subsequently, using the representation of frequency distributions, percentages 

and the measures of central tendency; raw data aggregations resulted in standard 
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normal distributions that were described using the variation measures of ranges 

and/or  standard  deviation  for  univariate  analysis  (see paragraph 4.4); and, Chi-

Square  and  Correspondence  analyses  for  multivariate  analysis  (see 

paragraph 4.5).  

 

It is important to note that to examine the relationships between classification 

variables and/or to examine the existence or strength of any relationship between 

the variables, the CHISQ option in SAS computed the Chi-Square goodness-of-fit 

test for one-way frequency tables. On the other hand, for two-way frequency 

tables, the PROC FREQ option in SAS computed the Pearson Chi-Square, 

likelihood-ratio Chi-Square and Mantel-Haenszel Chi-Square tests. Furthermore, 

the PROC FREQ option in SAS also provided the following measures of 

association based on the Pearson Chi-Square statistic: continuity-adjusted Chi-

Square�����W�K�H���S�K�L���F�R�H�I�I�L�F�L�H�Q�W�����F�R�Q�W�L�Q�J�H�Q�F�\���F�R�H�I�I�L�F�L�H�Q�W���D�Q�G���&�U�D�P�H�U�¶�V���9���W�H�V�W���� 

 

In addition, the PROC CORRESP option in SAS created a contingency table from 

categorical data (measured at nominal, dichotomous and/or ordinal levels) that 

was used to perform simple Correspondence Analysis. The ALL option displayed 

all tables, including the contingency table, Chi-Square information, response 

profiles, and all the results of the Correspondence Analysis. The OUTC= option 

created an output coordinate data set. The TABLES statement specified the row 

and column categorical variables. The research results were subsequently 

displayed with ODS Graphics that located all the categories in a Euclidean space. 

The first two dimensions of this space were plotted to examine the relationships 

among the categories. Since the smallest dimension of these tables is 1.5, there 
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was no loss of information when only two dimensions were plotted. The plot 

should be thought of as two different overlaid plots, one for each categorical 

variable. Distances between points within a variable had meaning, but distances 

between points from different variables did not. 

 

Derived from the above test values, a p-value (probability value) was computed 

using the standard normal distribution. Results were regarded as statistically 

�V�L�J�Q�L�I�L�F�D�Q�W�����.�����Z�K�H�Q���W�K�H���S-value was less than the significance level (0.05) as this 

value, as maintained by Siegfried (2015), presents an acceptable level on a 95% 

�F�R�Q�I�L�G�H�Q�F�H���L�Q�W�H�U�Y�D�O�����S���”���������������D�Q�G��is used as a cut-off point in behavioural science 

research. It is important to note that to ensure uniform p-value formats with proper 

syntax, p-value results were merged with pertinent descriptive statistic datasets.  

 

After the statistical analyses were completed, the results could be constructed and 

are presented in the form of statistical tables and figures. The statistical analysis of 

the data for descriptive purposes was conducted in co-operation with a statistical 

consultant. 

 

To ensure that this study is ethically conducted, the next section explains the 

research code of ethics applied. 

 

1.8 ETHICS  

The research code of ethics is based on principles that prescribe a sense of 

responsibility, rather than precise conduct, and include actions formulated from a 

set of principles that incorporate prevailing values to serve as moral yardsticks of 
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�H�Y�H�U�\�G�D�\�� �O�L�I�H�� ���5�H�V�Q�L�N���� �������������� �&�R�Q�V�H�T�X�H�Q�W�O�\���� �W�K�H�� �U�H�V�H�D�U�F�K�H�U�¶�V�� �U�H�V�S�R�Q�V�L�E�L�O�L�W�L�H�V�� �D�Q�G��

the resultant codes of ethics for the conduct of this research using human 

participants was dictated �E�\�� �W�K�H�� �7�V�K�Z�D�Q�H�� �8�Q�L�Y�H�U�V�L�W�\�� �R�I�� �7�H�F�K�Q�R�O�R�J�\�¶�V�� ���7�8�7����

guidelines as directed by the Faculty Research Ethics Committees (FREC), a 

�W�U�D�M�H�F�W�R�U�\���R�I���7�8�7�¶�V���5�H�V�H�D�U�F�K���(�W�K�L�F�V���&�R�P�P�L�W�W�H�H�����5�(�&������ 

 

These ethical guidelines outline the need for voluntary participation, informed 

consent, and the right of the participant to refuse to respond or the right to 

withdraw, as well as the right not to be deceived or to be harmed in any way. 

Issues pertaining to confidentiality, anonymity and access to the research results 

were adhered to. Based on these guidelines, the researcher accepted a position of 

ethical responsibility towards the research participants, scientific community, 

society, sponsors and to themselves by ensuring that: 

 The rights of all stakeholder groups were protected; 

 The participants everyday lives were not intruded upon; 

 �7�K�H���V�F�L�H�Q�W�L�I�L�F���F�R�P�P�X�Q�L�W�\�¶�V���U�H�S�X�W�D�W�L�R�Q���Z�D�V���S�U�R�W�H�F�W�H�G�� 

 Ethical research was produced; 

 The participants were not physically, psychologically, and/or legally harmed; 

 The participants participation was voluntary and based on informed consent 

(see Annexure F); 

 The participants anonymity and confidentiality assurance were honoured;  

 The participants refusal to answer any questions or perform any actions was 

respected; 

 �7�K�H�� �S�D�U�W�L�F�L�S�D�Q�W�V�¶�� �U�L�J�K�W�� �W�R�� �Z�L�W�K�G�U�D�Z�� �I�U�R�P�� �W�K�H�� �H-questionnaire at any time was 

permitted;  
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 The participants were not deceived or harmed by any aspects of this study 

(purpose, sponsor or usage of the research results);  

 Misconduct was avoided throughout the conduct of research; and, 

 The research results are accessible and presented in a complete and honest 

way without intentional misrepresentation or compromising the outcome of 

this study. 

 

The researcher ensured that this study involved no potential ethical issues by 

�F�R�P�S�O�H�W�L�Q�J�� �7�8�7�¶�V�� �(�W�K�L�F�V�� �5�H�Y�L�H�Z�� �&�K�H�F�N�O�L�V�W�� ���V�H�H�� �$�Q�Q�H�[�X�U�H�� �'���� �D�Q�G�� �E�\�� �R�E�W�D�L�Q�L�Q�J��

�D�S�S�U�R�Y�D�O���I�U�R�P���7�8�7�¶�V���)�5�(�&���D�Q�G���5�(�&���W�R���F�R�Q�G�X�F�W���W�K�H���L�Q�W�H�Q�G�H�G���U�H�V�H�D�U�F�K���E�H�I�R�U�H���W�K�H��

participants were approached to participate in this e-questionnaire. The ethical 

clearance number of this e-questionnaire is FREC2015/FR/02/016-MS.  

 

The succeeding section deliberates how reliability and validity are ensured in order 

to implement the research plan effectively. 

 

1.9 RELIABILITY AND VALIDITY  

Reliability and validity refer a way of assessing the quality of the measurement 

procedure used to collect data (Lund Research Ltd., 2012). In quantitative 

research, the measurement procedure consists of variables (whether a single 

variable or a number of variables) that may make up a construct. Therefore, the 

measurement procedure should be stable or constant if it is to be considered 

reliable and should provide an accurate representation of the construct (consumer 

preferences) it is measuring if it is to be considered valid.  
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In principal, a measurement procedure that is stable or constant (reliable) should 

produce the same (or nearly the same) research results if the same individuals 

and/or conditions are used. In other words, reliability refers to the degree to which 

a measurement tool produces stable, repeatable and consistent results (Lund 

Research Ltd., 2012).  

 

In order to ensure internal consistency, the construct (consumer preferences) was 

measured using e-questionnaire items (questions) that formed part of the 

measurement procedure (see paragraph 1.7.3) and the e-questionnaire was pilot 

tested among founders of the research population to enhance the clearness and 

ability to understand the questions (see paragraph 1.7.4). Some of these variables 

were more stable (constant) than others; that is, some changed significantly, whilst 

others were reasonably constant.  

 

The measurement procedure used to measure a variable introduced some 

amount/degree of error. In other words, the observed score measured for a given 

variable consisted of the true score plus error. In order to minimise the 

measurement error so that the error is not highly correlated with the true score, a 

strong relationship between the true score and the observed score was required 

(Dwyer, Gill & Seetaram, 2012:198-205).  

 

�7�R�� �H�[�D�P�L�Q�H�� �W�K�L�V�� �U�H�O�D�W�L�R�Q�V�K�L�S���� �D�V�� �L�O�O�X�V�W�U�D�W�H�G�� �L�Q�� �(�T�X�D�W�L�R�Q�� ���������� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D��

Coefficient (pre-programmed into SAS) �± the most widely used index of internal 

consistency �± was used to measure reliability in terms of the ratio of true score 
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variance to observed score variance, so that the observed score was equal to the 

true score plus the measurement error: 

 

Y = T + E                    (Eq. 1.2)  

 

The reliability of responses to an ordinal and/or ratio scale was reported in a table 

with simple descriptive statistics indicating the associated variable means, 

standard deviations, and intercorrelations (see Annexure E). Below these tables, 

coefficient alpha estimates (reliability of scale responses) were reported on the 

diagonal of the covariance and correlation matrix (all possible pairs) within 

parentheses. In other words, taking variance (spread of the distribution) into 

account, internal consistency of items were tested by analysing two coefficients, 

namely (1) raw coefficients that were based upon item covariance (the higher the 

correlation coefficient is, the higher the covariance is) and (2) standardised 

coefficients that were based upon item correlation (the stronger the items were 

inter-�U�H�O�D�W�H�G���� �W�K�H�� �P�R�U�H�� �O�L�N�H�O�\�� �W�K�H�� �W�H�V�W�� �L�V�� �F�R�Q�V�L�V�W�H�Q�W������ �7�K�H�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D��

computation examined the covariance and correlation matrix to draw a conclusion. 

�,�I���W�K�H���D�O�S�K�D�����.�����Z�D�V���K�L�J�K�H�U���W�K�D�Q��0.70, the test (pre-test) was regarded as reliable.   

 

However, to improve suboptimal reliability estimates, items with poor item-total 

correlations were deleted (post-�W�H�V�W������ �7�K�H�U�H�D�I�W�H�U���� �W�K�H�� �3�H�D�U�V�R�Q�¶�V�� �&�R�U�U�H�O�D�W�L�R�Q��

Coefficient was used to measure the strength of a linear relationship between two 

�Y�D�U�L�D�E�O�H�V�����U������ �6�W�D�W�H�G���G�L�I�I�H�U�H�Q�W�O�\���� �W�K�H���3�H�D�U�V�R�Q�¶�V���&�R�U�U�H�O�D�W�L�R�Q���&�R�H�I�I�L�F�L�H�Q�W���Z�D�V���X�V�H�G���W�R��

draw a line of best fit through the data of two variables, and, r, indicated how well 

these data points correlated with the new model (line of best fit). The stronger the 



 

 39 

relationship  of  the  two  variables,  the  closer  the  �3�H�D�U�V�R�Q�¶�V  Correlation 

Coefficient, r, was to either +1 or -1 depending on whether the relationship was 

positive or negative, respectively. Achieving a value of +1 or -1 indicated that all 

the data points were included on the line of best fit �± there were no data points that 

showed any variation away from this line. Values for r between +1 and -1 indicated 

that there was variation around the line of best fit. Essentially, the closer the value 

of r to 0 the greater the variation around the line of best fit. 

 

Subsequently, exploratory factor analyses on responses to all questionnaire items 

were performed to identify the number and nature of the underlying factors that 

were responsible for covariation in the data. The exploratory factor analysis steps, 

as outlined by Hatcher and O'Rourke (2013:58-80), followed for the purpose of this 

study included: (1) initial extraction of the factors (using the Maximum Likelihood 

method), (2) determining the number of meaningful factors to retain (using the 

Kaiser-Guttman, Scree-Test, Proportion of Common Variance and Interpretability 

criterions), (3) rotation to a final solution (using the Orthogonal Varimax rotation), 

(4) interpreting the rotated solution (using the  Factor  Pattern Matrix), (5) creating 

factor scores or factor-based scores,  (6) summarising the results in a table and 

(7) preparing a formal description of the research results for  a  paper (see 

Chapter 4). When many items loaded on each retained factor and the factor 

pattern obtained from such an analysis displayed a simple structure, internal 

consistency was verified, proving the test to be reliable.  

 

�:�L�W�K���W�K�L�V���L�Q���P�L�Q�G�����W�K�H���&�U�R�Q�E�D�F�K�¶s Alpha Coefficient, as indicated in Table 1.1, was 

determined for the measuring instrument which measured the importance of 
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activity-based products, environment-based products and/or experience-based 

products forming part of macro and micro niche tourism �P�D�U�N�H�W�V�����7�K�H���&�U�R�Q�E�D�F�K�¶�V��

Alpha Coefficients for all the items serving as the latent variable measuring 

importance were 0.7634 for raw variables and 0.7579 for standardised variables. 

This proved that these items are reliable and consistent as they were larger than 

the acceptable level of 0.70. 

 

TABLE 1.1: �&�U�R�Q�E�D�F�K�¶�V���$�O�S�K�D���&�R�H�I�I�L�F�L�H�Q�W�V���I�R�U���P�H�D�V�X�U�L�Q�J���L�P�S�R�U�W�D�Q�F�H 

QUESTION NUMBER AND 
ASSOCIATED STATEMENT  

VARIABLE 
NUMBER 

CORRELATION 
WITH TOTAL 

�&�5�2�1�%�$�&�+�¶�6��
ALPHA 

COEFFICIENT 
14.4 Activity-based products 

to form part of cultural 
tourism 

Q14_04n 0.5028 0.7315 

14.5 Environment-based 
products to form part of 
cultural tourism 

Q14_05n 0.3774 0.7527 

14.6 Experience-based 
products to form part of 
cultural tourism 

Q14_06n 0.4296 0.7434 

15.4 Activity-based products 
to form part of event 
tourism 

Q15_04n 0.4695 0.7373 

15.5 Environment-based 
products to form part of 
event tourism 

Q15_05n 0.4990 0.7322 

15.6 Experience-based 
products to form part of 
event tourism 

Q15_06n 0.5867 0.7201 

16.4 Activity-based products 
to form part of natural 
area tourism 

Q16_04n 0.3620 0.7532 

16.5 Environment-based 
products to form part of 
natural area tourism 

Q16_05n 0.1388 0.7747 

16.6 Experience-based 
products to form part of 
natural area tourism 

Q16_06n 0.6050 0.7188 

Cronbach Coefficient Alpha for Raw Variables  0.7634 
Cronbach Coefficient Alpha for Standardised Variables  0.7579 
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�7�K�H�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �&�R�H�I�I�L�F�L�H�Q�W�� �Z�D�V�� �X�V�H�G�� �D�V�� �W�K�H�� �P�H�D�V�X�U�L�Q�J�� �L�Q�V�W�U�X�P�H�Q�W�� �W�K�D�W��

measured which macro and/or micro niche tourist groups prefer activity-based 

products, environment-based products and/or experience-based products. The 

�&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �&�R�H�I�I�L�F�L�H�Q�W�V�� �I�R�U�� �D�O�O�� �W�K�H�� �L�W�H�P�V�� �V�H�U�Y�L�Q�J�� �D�V�� �W�K�H�� �O�D�W�H�Q�W�� �Y�D�U�L�D�E�O�H��

measuring preference were 0.6148 for raw variables and 0.6593 for standardised 

variables. This proved that these items were not reliable and consistent as it was 

less than the acceptable level of 0.70. It is thus important to note that the 

measuring instrument was improved by deleting Q25_09n (preference of religion 

�W�R�X�U�L�V�W�V������ �7�K�L�V�� �L�Q�F�U�H�D�V�H�G�� �W�K�H�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �&�R�H�I�I�L�F�L�H�Q�W�� �W�R�� ���������������� �S�U�R�Y�L�Q�J�� �W�K�D�W��

the remaining items are reliable and consistent as it was more than the acceptable 

level of 0.70. 

 

While reliability was necessary, this alone was not sufficient. For the measurement 

procedure to be reliable, it also needed to be valid. Validity, as asserted by Lund 

Research Ltd. (2012), refers to the extent to which an empirical measure 

adequately reflects the real meaning of the concept (market segmentation) under 

consideration. In other words, validity refers to the extent to which an instrument 

measures what it purports to measure (Drost, 2011:114).  

 

Construct validity can be viewed as an overarching term to assess the validity of 

the measurement procedure used to measure a given construct (consumer 

preferences), as it incorporates a number of other forms of validity (face validity, 

criterion validity, content validity and data validation) to assess the overall 

construct validity of a study. Therefore, for the purpose of this study; in addition to 

the Questionnaire Design Process, Developing Good Measures: The 
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�0�H�D�V�X�U�H�P�H�Q�W�� �3�U�R�F�H�V�V�� �D�Q�G�� �3�H�D�U�V�R�Q�¶�V�� �&�R�U�U�H�O�D�W�L�R�Q�� �&�R�H�I�I�L�F�L�H�Q�W���� �F�R�Q�V�W�U�X�F�W�� �Y�D�O�L�G�L�W�\��

was achieved by completing a number of procedures/validity tests to assess the 

validity of the e-questionnaire used to measure a specific product preference/s 

(Lund Research Ltd., 2012). 

 

To ensure the measurement procedure was a valid measure of the construct 

(consumer preference) or a given variable, face validity was ensured by including 

e-questionnaire items related to the research objectives of the study. Criterion 

validity  was  ensured  by  using  a  well-established  measurement  procedure 

(Sung, 2000:45) to create a new measurement procedure (e-questionnaire) that 

measures the construct (consumer preferences) in question. Moreover, content 

validity �± the extent to which the elements within a measurement procedure are 

relevant and representative of the construct that they will be used to measure �± 

was ensured by constructing questions based on the conceptual paradigm (as 

dealt with and illustrated in Figure 4.1) and by incorporating the feedback of 

experts (the founding members of ATRA) who are familiar with the construct 

(consumer preferences) being measured by the e-questionnaire. 

 

Lastly, data validation, which refers to the process of ensuring a program operates 

on clean, correct and useful data, was achieved by using Qualtrics, an e-

questionnaire software tool. This tool enabled the researcher to pre-assign 

different validations to the e-questionnaire questions that reminded participants to 

complete unfinished questions and/or to ensure that their responses matched the 

predetermined format and/or condition. The final data outputs were validated and 

checked by the statistician. In essence, even if formal methods of testing, as 
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explained above, were not used, the researcher still reflected thoroughly on the 

construction of the e-questionnaire and used research methods that have proven 

over time to generate valid and reliable research results.  

 

To ensure consensus in understanding the key terms used during this study, these 

are defined in the adjacent section.  

 

1.10 DEFINITIONS AND TERMS  

Below is a description of the definitions and terms used throughout this study.  

 

Activity-based segmentation, according to Mumuni and Mansour (2014:241), is 

predicated on the assumption that different tourism activities appeal to different 

types of tourists. Through an analysis of tourist behaviour, discrete market 

segments can be identified. 

 

Adventure tourism �L�V�� �³�« a trip or travel with the specific motivation of activity 

participation to explore a new experience, often involving perceived risk or 

controlled danger associated with personal challenges, in a natural environment or 

�H�[�R�W�L�F���R�X�W�G�R�R�U���V�H�W�W�L�Q�J�´�����$�7�7�$�������������������� 

 

A conceptual framework, as stated by Delicath and Buckley (2013:58), is a 

structure that can hold or support a theory of a research study. The conceptual 

framework introduces and describes the theory that explains why the research 

problem under study exists. 
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Conceptual paradigm is a diagram that visually presents and interprets underlying 

theory, principles and concepts of a research. It is a visual presentation of 

variables that interrelate with one another as indicated by the researcher before an 

actual empirical investigation is done to prove its relationships (Nalzaro, 2012).  

 

Consumer preferences refer to the subjective (individual) tastes, as measured by 

utility, of various bundles of goods (Veres, Tarjan & Hamornik, 2014:1857).  

 

Cultural tourism, as per Richard (2013:1-24), represents the movement of people 

motivated by cultural intents such as study tours, performing arts, festivals, cultural 

events, visits to sites and monuments, as well as travel for pilgrimages. It concerns 

immersion in and enjoyment of the lifestyle of the local people, the local area, and 

what constitutes its identity and character.  

 

Ecotourism, as said by Weaver (2014:131), is a sustainable form of natural area 

tourism that focuses primarily on experiencing and learning about nature, and 

which is ethically managed to be of low impact, non-consumptive and locally-

orientated. It usually occurs in natural areas and aims to contribute towards the 

conservation or preservation of such areas. 

 

Environment-based segmentation is predicated on the assumption that different 

environmental factors appeal to different types of tourists. This is based on the 

notions of: (1) conservation (environmental involvement), (2) participation (social 

involvement), (3) spiritual setting (personal development), (4) observation (natural 

areas) and (5) education (Lötter, Geldenhuys & Potgieter, 2016).  
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Event tourism, on the words of Hernández-Mogollón et al. (2014:85), refers to 

tourists seeking leisure, social or cultural experiences involving exclusive 

celebrations at a particular location at one particular moment in time.  

 

Experience-based segmentation is predicated on the assumption that different 

tourism experiences appeal to different types of tourists. This is based on the 

notions of being (1) involved, (2) indifferent, an (3) introvert, or an (4) extrovert 

(Chen & Lamberti, 2013:4).  

 

Festival  tourism,  as  maintained  by  Lyck,  Long  and  Grige  (2012:3-6),  refers 

�W�R���µ�«�W�R�X�U�L�V�W�V���W�U�D�Y�H�O�O�L�Q�J���W�R���D�Q���R�U�J�D�Q�L�V�H�G���V�H�W���R�I���V�S�H�F�L�D�O���H�Y�H�Q�W�V���R�Q���D���V�S�H�F�Lfic cultural 

man-made theme taking place on a specific day or period, normally at a specific 

�S�O�D�F�H���Z�K�H�U�H���S�H�R�S�O�H���J�D�W�K�H�U���L�Q���P�X�W�X�D�O���D�Q�G���G�L�U�H�F�W���F�R�Q�W�D�F�W���W�R���W�K�H���I�H�V�W�L�Y�D�O���W�K�H�P�H���´�� 

 

Heritage tourism is a broad field of specialty travel, based on nostalgia and the 

desire to experience diverse cultural forms. It includes (1) travel to cultural festivals 

and other cultural events, (2) visits to sites and monuments, as well as (3) travel to 

study nature, folklore or art and/or pilgrimages (Smith & Richards, 2013:96-98). 

 

Market positioning, according to Lynn (2011:3-4), denotes setting the competitive 

position for a product and/or service and creating a detailed marketing mix.  

 

Market segmentation refers to dividing a market into smaller groups of buyers with 

distinct needs, variables, or behaviours, who might require separate products or 

marketing mixes (Lynn, 2011:3-4). 
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Market targeting �P�H�D�Q�V�� �H�Y�D�O�X�D�W�L�Q�J�� �H�D�F�K�� �P�D�U�N�H�W�� �V�H�J�P�H�Q�W�¶�V�� �D�W�W�U�D�F�W�L�Y�H�Q�H�V�V�� �D�Q�G��

selecting one or more of the market segments to enter (Lynn, 2011:3-4). 

 

Mass tourism, according to Vainikka (2013:283), refers to the act of visiting a 

destination with large numbers of people at one time and the study of the effect 

that large numbers of people or repeated single tourists have on a particular 

destination.  

 

Natural area tourism provides an authoritative and comprehensive account of 

tourism in natural, wild and protected areas (Newsome, Moore & Dowling, 

2012:14). 

 

Nature-based tourism occurs in natural settings but has the added emphasis of 

fostering understanding and conservation of the natural environment. In addition, 

Newsome, Moore and Dowling (2012:14) note that it embraces viewing nature as 

the primary objective. 

 

Niche tourism refers to a situation whereby tourism clusters or groupings are 

characterised by specific travel motivations attracted to the differentiation on offer 

(Ali-Knight, 2010:9-12).  

 

Religion tourism is the result of a faith that leads a sector of the population to 

move from one place to another in order to enter a place that is considered 

sacred, and whose main peculiar characteristic, according to Hanandeh (2013:53), 
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is that it allows visitors to have a closeness with the divine that cannot be achieved 

anywhere else or appreciated as profanely. 

 

Sports tourism �U�H�I�H�U�V�� �W�R�� �³�« all forms of active and passive involvement in a 

sporting activity, participated in casually or in an organised way for non-

commercial or business/commercial reasons that necessitate travel away from 

�K�R�P�H���D�Q�G���Z�R�U�N���O�R�F�D�O�L�W�\�´�����:�H�H�G��������������������-618). 

 

Theoretical foundation, according to Delicath and Buckley (2013:58), is a related 

set of rules and principles that can be brought to bear as a basis for making 

predictions and providing explanations for a variety of phenomena.  

 

Tourist behaviour refers to the study of individuals, groups, or organisations and 

the processes they use to select, secure, and dispose of products, services, 

experiences, or ideas to satisfy needs and the impacts that these processes have 

on the tourist and society (Blythe, 2013:5-7).  

 

A tourist market entails buyers who purchase goods and services for consumption 

rather than resale. However, Swarbrooke and Horner (2012:40) suggest that not 

all tourists are alike in their tastes, preferences and buying habits due to 

characteristics that can differentiate certain tourists, for example various 

geographic, demographic, psychographic and behavioural traits. 

 

Tourist profiling is used in order to paint a clear picture of the typical tourist by 

using all applicable segmentation variables (Qirici, 2011:7). 
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A visitor refers to a traveler taking a trip to a main destination outside his/her usual 

environment, for less than a year, for any main purpose (business, leisure or other 

personal purpose) other than to be employed by a resident entity in the country or 

place visited. A visitor (domestic, inbound or outbound), as per Vanhove (2011:5), 

is classified as a tourist (or overnight visitor), if his/her trip includes an overnight 

stay, or as a same-day visitor (or excursionist) otherwise.  

 

The successive section confers the structure of this study. 

 

1.11 STUDY EXPOSITION 

This study consists of five chapters as set out below.  

 

Chapter 1: Introduction and research methodology  

This chapter presents the background and motivation, research problem, research 

objectives, contribution of the study, research process, empirical research 

methodology, code of ethical conduct, reliability and validity aspects, as well as the 

definitions and terms applied within this study. 

 

Chapter 2:  An analysis of n iche tourism markets  

To identify the key factors (product preferences) that differentiate cultural tourism, 

event tourism, natural area tourism and their associated trajectories, this chapter 

highlights the development of niche tourism research. This chapter therefore aims 

to increase the internal validity of this study and it contributes towards laying a 

solid theoretical foundation, so that appropriate knowledge of the specific bases 

for segmenting niche tourism markets can be identified and applied.  
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Chapter 3: Market segmen tation  

This chapter consists of a comprehensive literature review highlighting the process 

of market segmentation. Identifying broad and specific segmentation bases guided 

the identification of how the key factors (product preferences) that differentiate the 

niche tourism markets can be used as the specific bases for segmenting niche 

tourism markets. 

 

Chapter 4: Presentation and interpretation of research results  

The conceptual paradigm, which is based on the literature review of this study, is 

presented in this chapter. Thereafter, the results are presented and interpreted 

according to the descriptive univariate and multivariate statistical analyses in order 

to determine if any changes to the conceptual paradigm is required to 

consequently develop this stud�\�¶�V���F�R�Q�F�H�S�W�X�D�O���I�U�D�P�H�Z�R�U�N���� 

 

Chapter 5: Inferences and recommendations  

Using the research results, this chapter draws inferences and makes 

recommendations about the conceptual framework that niche tourism marketers 

can use to identify the specific bases for segmenting niche tourism markets. This 

chapter also discusses the limitations experienced during the course of this study, 

as well as avenues for future research. This study terminates with a final 

conclusion.   

 

1.12 SUMMARY 

This chapter introduced this research study and discussed the research 

methodology used to design a conceptual framework that niche tourism marketers 
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can use to identify the specific bases for segmenting niche tourism markets. It 

provided the background and motivation, research problem, primary and 

secondary research objectives, contributions, research process and the 

methodological foundations used. The literature review, sampling, measurement, 

data collection and data analysis methods that were applied were also 

comprehensively deliberated. The ethics, reliability, validity, definitions, terms and 

the exposition of this study were explained in detail.  

 

Following is the literature review used for developing the conceptual paradigm 

(see Figure 4.1) that highlights the relationship between niche tourism markets 

(Chapter 2) and market segmentation (Chapter 3). To identify the key factors that 

differentiate niche tourism markets, the succeeding chapter discusses the 

theoretical developments in niche tourism research. Thereafter, the procedures, as 

well as the broad and specific bases for segmenting niche tourism markets are 

identified. 
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CHAPTER 2 

 

AN ANALYSIS OF NICHE TOURISM MARKETS  

 

2.1  INTRODUCTION 

At the end of the 20th century most developed countries went through profound 

economic and societal transformations. With the spread of foreign investments 

and the development of the multinational companies, Arva and Deli-Gray 

(2011:33-34) propound that dramatic income differences are among the issues 

that caused a multitude of differentiating consumer tastes and demands.   

 

Ali-Knight (2010), Robinson, Heitmann and Dieke (2011) and Weaver (2012) 

concur that tourism production and consumption in developed countries evolved 

from Fordist to post-Fordist to contemporary tourism. Fordist or mass tourism is 

characterised by increasing purchasing power, long paid holidays, as well as 

passive undifferentiated tourism products. On the other hand, post-Fordist or 

alternative/niche tourism is characterised by higher disposable income, increased 

leisure time, as well as active differentiated tourism products catering to more 

responsible tourists who are seeking quality activities, environments and/or 

experiences.  

 

Interestingly, contemporary tourism is characterised by both mass and 

alternative/niche tourism. However, new types of travel demand have profoundly 

changed tourism supply and tourism marketing strategies, because more 
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differentiated product development and personalised marketing approaches are 

important to attract different niche tourist groups.  

 

In other words, both contemporary tourism trajectories could result in large-scale, 

low-cost production and consumpt�L�R�Q�� ���F�D�W�H�U�H�G�� �W�R�� �W�R�X�U�L�V�W�V�¶��tastes and demands) 

with accompanying impacts. As a result, it is suggested that contemporary tourism 

should rather be viewed as niche tourism with macro niche tourism (large-scale 

tourism segments) and micro niche tourism (small-scale tourism segments) 

trajectories. Various studies have explored the rapidly growing niche tourism 

domain focusing on cultural, event and natural area tourism (see paragraph 1.2). 

However, the growth of niche tourism has been supported by a fairly limited 

�W�K�H�R�U�H�W�L�F�D�O���I�R�X�Q�G�D�W�L�R�Q���I�R�F�X�V�L�Q�J���R�Q���Q�L�F�K�H���W�R�X�U�L�V�W�V�¶���V�S�H�F�L�I�L�F���S�U�R�G�X�F�W���S�U�H�I�H�U�H�Q�F�H�V���� 

 

Based  on  the  first  and  second   secondary   research  objectives  (see 

paragraph 1.4.2), this chapter explores existing and new knowledge by discussing 

in detail the theoretical development of niche tourism markets with a view to 

identify the key factors that differentiate cultural, event and natural area tourism 

along with their associated trajectories. This chapter contributes toward laying a 

sound theoretical foundation necessary for developing a conceptual paradigm (see 

Figure 4.1). The conceptual paradigm will be used as a directive to ensure that 

when the primary data are collected and analysed, a wide range of variables are 

included to ensure that the primary research objective of this study is addressed. 

Since this study is undertaken within the broad context of �6�X�Q�J�¶�V�� ��������������������

conceptual relationship between adventure tourism, nature-based tourism and 

ecotourism, considerable attention will be paid to these three concepts.  
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2.2  TOURISM 

Burkart and Medlik (1974:41) explored the development of the term tourism from 

an historical perspective. They also acknowledged the problems of separating and 

differentiating between abstract conceptualisations of the term tourism and the 

technical definitions of tourism used by researchers and marketers.  

 

The concept of tourism, according to Candella and Figini (2012:26-32), refers to 

�W�K�H���H�[�W�H�Q�V�L�Y�H���Q�R�W�L�R�Q�D�O���I�U�D�P�H�Z�R�U�N���W�K�D�W���L�G�H�Q�W�L�I�L�H�V���W�R�X�U�L�V�P�¶�V���V�L�J�Q�L�I�L�F�D�Q�W���F�K�D�U�D�F�W�H�U�L�V�W�L�F�V��

and differentiates tourism from comparable, often linked, but diverse phenomena. 

In addition, technical definitions have evolved over time as tourism researchers 

and marketers have adapted and established suitable measures for statistical, 

legislative, and operational reasons (Blackshaw, 2013:485). This implies that there 

may be various technical definitions at stake in order to meet particular purposes. 

Nonetheless, the concept of tourism and its identification for research purposes 

are important considerations for researchers and marketers who need to be 

familiar with the context of its origin �± also for purposes of making sense of 

dimensions such as tourism statistics.  

 

2.2.1  Conceptualising tourism  

Standard definitions or interpretations of the concept of tourism that are influenced 

by a social sciences perspective (for example a geographical-, economic-, 

political- or sociological-approach) are frequently used in tourism literature (Smith, 

MacLeod & Robertson, 2010; Robinson, 2012; Khosrow-Popur, 2014; Walker & 

Walker, 2016). However, based on five main tourism characteristics, Burkart and 
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�0�H�G�O�L�N�¶�V���D�S�S�U�R�D�F�K�����D�V���F�L�W�H�G���E�\���+�D�O�O���	���3�D�J�H������������������-81) is often thought to be the 

most useful description of the concept. Their tourism characteristics include: 

1) The movement of people to, and their stay in, various destinations;  

2) The presence of two elements in all instances of tourism, namely travelling to 

a destination and the stay, which includes the activities at the destination; 

3) The travelling and the stay that take place outside the normal place of 

residence and work, so that tourism gives rise to activities that are distinct 

from those of the resident and working populations of the places through 

which tourists travel and in which they stay; 

4) The movement to destinations that are of a temporary, short-term nature, 

with the intention to return home within a few days, weeks, or months; and,  

5) Destinations that are visited for motivations other than taking up permanent 

residence or employment remunerated from within the places visited.  

 

Based on the above tourism characteristics, Tribe (2011:3), Human Kinetics 

(2013:4-5) and Fennel (2014:249) additionally highlight the significance of 

distinguishing between leisure and recreation in a tourism context. They indicate 

that tourism is a leisure activity that involves the discretionary use of time and 

money, while recreation is often the main motivation for participation in tourism.  

 

However, Hall and Page (2014:78-81) propound that there is no need for limiting 

the broad concept of tourism because the important characteristics of tourism can 

be best understood within a broader concept. In other words, all tourism includes 

some travel �� but, not all travel is tourism. Below follows an outline of technical 

tourism definitions applied within the industry.  
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2.2.2  Technical definitions of tourism  

Technical definitions of tourism have evolved as attempts have been made to 

place a title on a difficult-to-define group of naturally related service activities, as 

indicated by Moufakkir and Burns (2012:100) and Sharpley and Stone (2014:22-

23). The first technical definition of tourism was tabled by the Committee of 

Statistical Experts of the League of Nations in 1937, as stated by the World 

Tourism Organisation (UNWTO, 2015).   

 

�7�K�H�U�H�D�I�W�H�U���� �L�Q�� �W�K�H���������� �V�� �D�Q�G���������� �V���� �W�K�H�� �,�Q�W�H�U�Q�D�W�L�R�Q�D�O�� �8�Q�L�R�Q�� �R�I�� �2�I�I�L�F�L�D�O�� �7�R�X�U�L�V�W��

�3�U�R�S�D�J�D�Q�G�D�� �2�U�J�D�Q�L�V�D�W�L�R�Q�V��(IUOTPO), the International Union of Official Travel 

Organisers (IUOTO), the United Nations Statistical Commission (UNSTAT) and 

the United Nations expert group on international travel statistics (UNSTAT) all 

attempted to define the tourism industry. However, in 1991, at the UNWTO 

International Conference of Travel and Tourism, the technical definitions of tourism 

that are still applied today �± as indicated in Table 2.1 �± were developed.  

 

TABLE 2.1:  UNWTO technical definitions 

TOURISM 

The activities of a person travelling outside his or her usual 
environment for less than a specified period of time and 
whose main motivation of travel is other than the exercise of 
an activity remunerated from the place visited.  

INTERNATIONAL 
TOURISM 

Consists of inbound tourism. Visits to a country by non-
residents and outbound tourism residents of a country 
visiting another country.  

INTERNAL 
TOURISM 

Residents of a country visiting their own country.  

DOMESTIC 
TOURISM 

Internal tourism plus inbound tourism (the tourism market of 
accommodation facilities and attractions within a country). 

NATIONAL 
TOURISM 

Internal tourism plus outbound tourism (the resident tourism 
market for travel agents and airlines).  

SOURCE: UNWTO (as cited by Chadwick, 1994:66) 
 



 

 56 

Since then, the UNWTO has published numerous compendiums of tourism 

statistics that provide statistical data and indicators on the number and types of 

tourism industries, the number of employees in tourism industries, and 

macroeconomic indicators related to international tourism definitions. Moreover, to 

assist researchers and marketers in defining tourism-related terms, statistical data 

and indicators related to inbound, outbound and domestic tourism are 

unremittingly researched (UNWTO, 2015). 

 

Evidently, technical definitions of tourism are commonly used to specify the criteria 

by which companies are recognised as being part of the tourism industry. In 

addition, technical definitions specifying the criteria by which travelers are 

recognised as tourists are increasingly regarded as important (Candella & Figini, 

2012:18-22; Inkson & Minnaert, 2012:19-28).  

 

In order to define tourism, Sharpley and Telfer (2014:15) concur with the World 

Tourism Organisation (UNWTO) that supply side definitions follow a functional 

(group tourism supply according to its function in tourism) and/or income (group 

tourism supply according to the extent to which tourism contributes to their 

revenue) approach (Hall & Page, 2014:78-81). Additionally, demand side 

definitions include the three main technical features that form part of tourism, 

namely (1) motivation of travel, (2) the time dimension involved in the tourism visit 

�� this requires a minimum (twenty-four hours) and a maximum (one year) period of 

time spent away from the home area  and  the time spent at the destination and 

(3) those situations where tourists may or may not be regarded as tourists (for 
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example cruise ship passengers, transit tourists at a particular point of 

embarkation/departure, and excursionists who stay less than twenty-four hours).  

 

However, consistent with Bramwell and Lane (2011:412), Minnaert, Maitland and 

Miller (2013:6) note that there are different interpretations in some countries where 

tourism statistics is gathered. Therefore, international comparisons can only be 

made if terms are equally defined, where statistics are collected in similar ways, 

and similarly analysed. Consequently, Meis (2014:10-11) suggests that a robust 

system must be developed to classify and measure tourism-related terms.  

 

The ensuing section explains the technical definitions associated with the primary 

trajectories of contemporary tourism.  

  

2.3  CONTEMPORARY TOURISM  

During the twentieth century, Fordist patterns (mass production and consumption 

of non-differentiated products) were applied to the tourism industry. Fordist tourism 

includes (1) rigidity of production (highly standardised, large scale, dependent on 

scale economies), (2) low prices, (3) undifferentiated products (similar facilities 

and/or experiences), (4) large number of tourists to a circuit of mass production, 

(5) a collective gaze of tourists (focused on signifiers designed to concentrate 

tourists seasonally polarised consumption), (6) collective consumption by 

undifferentiated tourists and (7) demand for familiarity by tourists. However, by the 

end of the twentieth century, people had more free time (five to six weeks annual 

paid holidays), more disposable income (globalisation of financial markets) and 

more information (access to new technologies). As a result, society changed to 
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more singles, later marriages, fewer children and people with a multitude of tastes 

and demands (Denegri-Knott & Zwick, 2012:439; Hsu & Gartner, 2012:314).  

 

Consequently, Arva and Deli-Gray (2011:33-34) and Prideaux et al. (2012:253-

254) noted that post-Fordist tourism resulted in (1) rejection of certain forms of 

mass tourism, (2) de-differentiation of tourism, (3) more information about 

alternative holidays and attractions through the media, (4) multiplication of holiday 

types, (5) visitor attractions based on lifestyle, (6) proliferation of alternative sights 

and attractions, (7) more personalised tourism products, (8) rapid turnover of 

tourist sites and experiences, (9) fewer repeat visits and (10) increased diversity of 

preferences. In essence, products that were not previously regarded as tourism 

are now seen as new tourism products.  

 

However, as argued by Arva and Kuruvilla (2013:31-32), as well as Sharpley and 

Stone (2014:22-23), Fordist and post-Fordist tourism coexist side-by-side in 

different segments of a society or as individuals progress through different life-

stages. For example, modern mass tourism includes tourism of the poorer 

countries and poorer people for whom money is more important than fantasy, self-

realisation or virtuality; and, modern niche tourism entails tourism of the post-

Fordist rich countries and well-off middle class people. Furthermore, one person 

can follow efficiency in his or her buying today and tomorrow be completely post-

Fordist and seek aesthetic values and fantasy. As a result, the twenty-first century 

has progressed from Fordist and post-Fordist tourism to what is now known as 

contemporary tourism (Novelli, 2007:9; Arva & Deli-Gray, 2011:33-34; Robinson, 
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Heitmann & Dieke, 2011:13; Urry & Larsen, 2011:90-91; Arva & Kuruvilla, 

2013:31-32).  

 

Contemporary tourism exhibits an unusual set of principles that govern supply and 

demand. This state of affairs is the result of tourism being a service industry that is 

characterised by intangibility and heterogeneity. Contemporary tourism, as 

illustrated in Figure 2.1, comprises two  major  trajectories, namely (1) mass and 

(2) alternative tourism, also known as niche tourism. Mass tourism consists of 

large-scale, low-priced and non-sustainable (high-impact) tourism and 

alternative/niche tourism consist of small-scale, high-priced and sustainable 

tourism.  

 

FIGURE 2.1: Contemporary tourism 
SOURCE: Adapted from Novelli (2007:9) 
 

However, as noted by Hanlon (2015:120-122) and Turi et al. (2015:478-480), the 

difference between Fordist, post-Fordist and contemporary tourism is that tourism 

providers have come to realise that there are seemingly contradictory tendencies 

and developed products that exist together with post-Fordist values. Fantasy, 

CONTEMPORARY 
TOURISM

MASS TOURISM
Large-scale, low-priced and non-

sustainable tourism

ALTERNATIVE/
NICHE TOURISM 

Small-scale, high-priced and 
sustainable tourism 
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virtual reality, or even personalisation is not contradictory, if these aspects are 

properly   mixed   and   developed.   

 

In other words, as noted by Ritzer (2014:Chapter 1), mass tourism has been 

influenced by the inclusion of contemporary tourism activities, which have become 

forms of alternative/niche tourism products and markets in themselves. Tourism in 

this sense (from a demand perspective, initially) may be described as evolving 

where leisure and recreation develop into something more substantial. However, 

as demand grows in areas of popularity that can be initially described as 

alternative/niche tourism, so supply continues to grow.  

 

The notion of mass tourism, the first contemporary tourism trajectory, is 

subsequently deliberated.  

 

2.3.1  Mass tourism  

Mass tourism, according to Gursoy, Chi and Dyer (2010:390-394), relates to the 

sheer quantity of tourists, the intensity of the tourists in their interaction with local 

conditions, the temporary and/or permanent character of the occurring impacts, as 

well as the impact of these tourists in relation to the site or destination's carrying 

capacity, which defines the limits of usage of social, ecological and economic 

resources. Weaver (2012:1031) concurs that mass tourism comprises the act 

and/or effect that a large amount of people have when visiting a destination at one 

time or the act and/or effect that a single tourist has when visiting a specific 

destination repeatedly. More specifically, Poon (as cited by Novelli, 2007:4-5; 

2015:173), describes mass tourism as a large-scale phenomenon, producing and 
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marketing standardised packages with no flexibility, at fixed low prices, to an 

undifferentiated clientele, consumed en masse and with little regard for the effects 

upon the host community and the environment.  

 

Conversely, Vainikka (2013:269) and Weaver (2014:131) argue that mass tourism 

should not be seen as a static idea of a package tour as mass tourism involves the 

structure and organisation of tourism to an industrial process whereby economies 

of scale are sought to meet market needs. In other words, mass tourism continues 

to dominate and characterise the patterns of tourist flows, but entails a larger 

number of more specialised forms of tourism.   

 

Evidently, mass tourism consists of large-scaled, low-priced and non-sustainable 

(high-impact) products that are active, differentiated and high-quality accompanied 

by personalised marketing approaches. That is, tourists are increasingly interested 

in visiting new places, as much as they look for discovering, experiencing, 

participating in, learning about and being more intimately included in the everyday 

life at destinations, according to Novelli (as cited by Nieminen, 2012:14-15) and 

Vainikka (2013:269). As such, a large number of tourists would probably feel out of 

place in the mass tourism category despite engaging in tour packages, as they 

prefer to be regarded as responsible individual and independent tourists �± even 

though they are engaging in mass practices.  

 

Following on mass tourism, alternative/niche tourism, the second trajectory of 

contemporary tourism, is conferred. 
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2.3.2  Alternative/niche tourism  

�³In the field of marketing, the term alternative/niche refers to two interrelated ideas. 
Firstly, it refers to a particular place in the market for a product and secondly it 
entails that there is an audience for this product, where both place and audience 
are seen to be particular entities. Stated differently, an alternative/niche tourism 
market refers to products tailored to the specific tastes and demands of a 
particular market segment (audience). The clear premise of an alternative/niche is 
that the market should not be seen as some simplistic homogenous whole with 
general needs, but rather as sets of individuals with specific needs relating to the 
qualities and features of particular products��� ́ 

(Novelli, 2007:4-5; 2015:173).  
 

This definition of alternative/niche tourism is supported by Mosedale (2012:44), as 

well as Prasad, Singh and Kumari (2013:146-147) who noted that as consumption 

drives the production process, an alternative/niche market can be viewed as a 

rather narrowly defined group wherein individuals in a group are identifiable by the 

same specialised needs or interests with a strong desire for the products on offer.  

 

Evidently, the terms alternative/niche tourism markets and alternative/niche 

tourism products are often used interchangeably, as explained by Robinson 

(2012:149-151). Therefore, issues of whether alternative/niche tourism is tourist or 

product led overlook the realities of a form of tourism that is increasingly able to 

deliver a wide range of experiences to ever-growing numbers of tourists (Novelli, 

2007:10; 2015:94). Whatever the mechanisms behind alternative/niche tourism, 

whatever its deceptions and contestability, it provides a connection between 

tourists and their preference for activities, environments and/or experiences.  

 

Novelli (2007:4-5; 2015:173) repeatedly argues that the mass-ness and complexity 

involved with the production and consumption of alternative/niche tourism can be 

contrasted with individual and intimate experiences consumed by alternative/niche 
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tourist groups. In addition, Richards (2013:27) claims that alternative/niche tourism 

also tends to provide opportunities for relationships between tourists, locals, as 

well as the environment. Misiko (2013:9) supports this notion by stating that 

alternative/niche tourism is less commercialised and more consistent with the 

social and natural values of a host community. Consequently, Brohman (as cited 

by Van Breugel, 2013:4-5) proposes that the following characteristics need to be 

present for alternative/niche tourism to exist: 

 Small-scale development with high rates of local ownership; 

 Minimised negative environmental and social impacts; 

 Maximised linkages to other sectors of the local economy;  

 Retention of the majority of the economic expenditure from tourism by local 

people; 

 Localised power sharing and involvement of people in the decision-making 

processes; and, 

 The pace of development is directed and controlled by local people rather 

than external influences.  

 

To summarise, alternative/niche tourism is regarded as a form of tourism that 

seeks to avoid adverse impacts and that rather wants to enhance positive socio-

cultural and environmental development. According to Newsome, Moore and 

Dowling (2012:43), Novelli (as cited by Nieminen, 2012:14-15) and Robinson et al. 

(2016:239), alternative/niche tourism is usually characterised by (1) small-scale, 

individual, independent, or small group activity, (2) it tends to be slow, controlled 

and regulated, (3) it demonstrates an emphasis on travel as an experience of host 
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cultures and (4) it focuses on the maintenance of traditional societal values and 

the host environment.  

 

Stated differently, alternative/niche tourism is regarded as a small-scale 

phenomenon, developing and selling active differentiated products, at varying 

(usually expensive) prices, catered to more responsible individuals or small groups 

that are seeking quality sustainable activities, environments and/or experiences. 

However, Robinson, Heitmann and Dieke (2011:13) and Deloitte (2015:18-22) 

claim that as demand grows in areas of popularity that can be initially described as 

alternative/niche tourism, so supply continues to grow. Consequently, there is a 

geographical element where locations with highly specific offers are able to 

establish themselves as alternative/niche tourism destinations (Ali-Knight, 

2010:12; Nelson, 2013:226; Benur & Bremwell, 2015:217-218). In addition, mass 

tourism is increasingly incorporating characteristics traditionally associated with 

alternative/niche tourism as companies and/or destinations are offering products 

that are active, differentiated, sustainable and high-quality accompanied by 

personalised marketing approaches (Vainikka, 2013:269; Weaver, 2014:131).  

 

As a result, in comparison to mass tourism (see paragraph 2.3.1), the only factor 

that truly differentiates mass tourism and alternative/niche tourism is quantity 

(scale of production and consumption) since both contemporary tourism 

trajectories could result in large-scale, low-cost production and consumption 

���F�D�W�H�U�L�Q�J���W�R���W�R�X�U�L�V�W�V�¶��tastes and demands) with accompanying impacts. This notion, 

as stated by Poon (as cited by Vainikka, 2013:271), can signify the end of mass 

tourism  or  mass  tourism  changing  into  multiple  forms (Torres as cited by 
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Vainikka, 2013:269; Hernandez, Suarez-Vega & Santana-Jimenez, 2015:43-44) 

because mass tourism does not need to be homogeneous, as different tourisms 

create mass tourism in different combinations. 

 

With the above in mind, it is suggested that contemporary tourism should rather be 

viewed as niche tourism with macro niche tourism (large-scale tourism segments) 

and micro niche tourism (small-scale tourism segments) trajectories. In other 

words, Novelli (2007:4-5), Ali-Knight (2010:3--32) and Robinson (2012:150) argue 

that niche tourism at one end of the spectrum should be viewed as a relatively 

large market sector (macro niches), capable of further segmentation (micro 

niches). At the other end of the spectrum, niche tourism should focus on very 

precise small markets that would be difficult to split further.  

 

The subsequent section confer macro and micro niche tourism markets by 

describing the interrelatedness and interdependence of cultural, event and natural 

area tourism and their associated trajectories. 

 

2.4  MACRO AND MICRO NICHE TOURISM MARKETS  

In an era where product diversification is a key to business success, the service 

industry has been experiencing great variations in its supply and marketing profile. 

The tourism industry, according to Sheppard and Evans (2007:201), Stanis and 

Barbieri (2013:465-496) and Faulk (2016:224-232), has seen differentiated 

product development and personalised marketing approaches, based on a rather 

varied set of tastes and demands of consumers. Newly defined portfolios of 

activities have allowed the identification of what are seen as macro and micro 
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niche tourism markets within the global tourism context. That is, macro niche 

tourism is viewed as consisting of large-scaled, low-priced and potentially high-

impact products that cater to specific tourist tastes and demands. In addition, 

micro niche tourism could also be viewed as consisting of small-scaled, high-

priced and low-�L�P�S�D�F�W���S�U�R�G�X�F�W�V���W�K�D�W���F�D�W�H�U���W�R���W�R�X�U�L�V�W�V�¶���V�S�H�F�L�I�L�F���W�D�V�W�H�V���D�Q�G���G�H�P�D�Q�G�V���� 

 

Weaver (2007), Ali-Knight (2010), Robinson, Heitmann and Dieke (2011), 

Robinson (2012), Weaver (2014) and George (2014) have identified many macro 

and micro niche tourism markets; however, it seems to be only Novelli (2007:9), 

Beard et al. (2012:17) and Newsome, Moore and Dowling (2012:11) who have 

specifically categorised niche tourism markets into macro and micro niche tourist 

groups. As illustrated in Figure 2.2, Novelli (2007:9) propounds that niche tourism 

consists of five macro and thirty micro niche tourism markets. The five macro 

niches consist of cultural, environmental, rural, urban and others �± each with their 

own set of micro niche tourism markets.  

FIGURE 2.2: Niche tourism components 
SOURCE: Novelli (2007:9) 
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In addition, as indicated in Table 2.2, Beard et al. (2012:17) propose that niche 

tourism consists of four macro niche tourism markets, namely activity, nature-

based, discovery/cultural and expedition tourism. However, these authors further 

claim that macro and micro niche tourism markets could include products that are 

seen as belonging to other macro and micro niches.  

 

TABLE 2.2:  Relationship between activities traditionally associated with 
adventure and existing forms of niche tourism  

ACTIVITIES ASSOCIATED WITH 
ADVENTURE 

EXISTING NICHE FORMS OF 
TOURISM 

Physical activity Activity tourism 
Contact with nature Nature-based tourism 

Contact with other cultures Discovery and cultural tourism 
Journey Expedition tourism 

SOURCE: Beard et al. (2012:17) 
 

Lastly, niche (alternative) tourism as explained by Newsome, Moore and Dowling 

(2012:11) and illustrated in Figure 2.3 consists of four macro and ten micro niche 

tourism markets. The four macro niches consist of natural, cultural, event and 

other �± each with their own set of micro niche tourism markets. 

 

FIGURE 2.3: An overview of tourism 
SOURCE: Newsome, Moore & Dowling (2012:11) 
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Comparing the research of Novelli (2007:9), Beard et al. (2012:17) and Newsome, 

Moore and Dowling (2012:11), it is evident that there are typically three primary 

macro niche markets (namely cultural, event and natural) and seven secondary 

micro niche tourism markets (namely adventure tourism, ecotourism, festival 

tourism, heritage tourism, nature-based tourism, religious tourism and sport 

tourism) that constitute niche tourism. Therefore, when referring to niche tourism, 

as illustrated in Figure 2.4, reference is only made to these three primary macro 

niches and seven secondary micro niches as these emerged over time as the 

main trajectories of the niche tourism market.  

 

FIGURE 2.4: Macro and micro niche tourism  
SOURCE: Adapted from Novelli (2007:9); Beard et al. (2012:17);  

Newsome, Moore & Dowling (2012:11) 
 

Consequently, cultural tourism, event tourism, natural area tourism and their 

associated trajectories require further discussion.  
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2.4.1  Cultural t ourism  

In the tourism literature, little agreement exists amongst niche tourism researchers 

and marketers about what cultural tourism means. This concept has been widely 

used, but it is also often misunderstood. Cheer and Reeves (2013:440) 

corroborate this idea by stating that cultural tourism is a difficult concept, partly 

because of its potentially wide scope, but also because the term culture itself has 

many possible meanings.  

 

Williams (as cited by Kesgin, Bakir & Wickens, 2013:113-129) proclaim that 

culture represents not just historical buildings, monuments, arts and handicrafts; it 

is also characterised by people and their patterns of everyday life. It includes the 

�K�R�V�W�V�¶��life-styles, customs, traditions, festivals, religious ceremonies and local 

entertainment. Stated differently, architecture, handicrafts, the history of the 

region, language, traditions, religion, local traditional food and leisure activities are 

features of local culture that motivate people to travel for authentic experiences to 

and in foreign places (Wickens, 2016:3-4).  

 

In this context, a wide range of different definitions have been formulated focusing 

only on one major aspect of cultural tourism. In a review of definitions, McKercher 

and Du Cros (as cited by Richards, 2003) and Csapó (2012:203-205) identified 

four different types of cultural tourism definitions (1) tourism derived/resource-

based definitions (supply-based), (2) motivational definitions (demand-based), (3) 

experiential/conceptual definitions (meaning-based) and (4) operational definitions 

(measurement-based).  
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Richards (2013:159) illustrates cultural tourism from a supply-side perspective by 

dividing traditional and contemporary cultural attractions into four quadrants by the 

two dimensions of cultural content (ranging from culture as product to process) 

and cultural purpose (ranging from culture being used for education to 

entertainment). Moreover, the UNWTO (as cited by Clarke, 2013:352) defines 

cultural tourism as �³�«��activities with a cultural content as part of trips and visits 

with a combination of pursuits.�  ́ 

 

Niche tourism researchers and marketers are increasingly focusing on travel 

motives (cultural attractions) rather than travel motivation to define cultural tourism 

from a demand-side perspective. For example, the UNWTO (as cited by Clarke, 

2013:352) defines cultural tourism as special interest holidays essentially 

motivated by cultural interests, such as trips and visits to historical sites and 

monuments, museums and galleries, artistic performances and festivals, as well 

as lifestyles of communities. Although these are efficient characteristics that can 

be used to describe cultural tourism, it is difficult to base definitions of cultural 

tourism purely on types of attractions. 

 

Consequently, the Association for Tourism and Leisure Education and Research 

(ATLAS) (as cited by Richards, 2011), Richards (2013), Benson (2014:650) and 

Alexandru-Mircea (2016:73-74) define cultural tourism from a meaning-based 

(conceptual) perspective as �³�«��the movement of persons to cultural attractions 

away from their normal place of residence, with the intention to gather new 

information  and  experiences  to  satisfy  their  cultural  needs.�  ́ In addition, 

ATLAS  defines  cultural  tourism  from  a  measurement-based  (technical) 
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perspective as �³�«��all movements of persons to specific cultural attractions, such 

as heritage sites, artistic and cultural manifestations, arts and drama outside their 

normal place of residence.�  ́  

 

Although these concepts and terminology incorporate the meaning of culture, 

there is no single universally accepted definition of cultural tourism as different 

�G�H�I�L�Q�L�W�L�R�Q�V���D�U�H���D�S�S�O�L�H�G���L�Q���W�H�U�P�V���R�I���Q�L�F�K�H���W�R�X�U�L�V�P���U�H�V�H�D�U�F�K�H�U�V�¶���S�H�U�F�H�S�W�L�R�Q���D�Q�G���W�K�H�L�U��

study objectives. As a result, definitions either seek to be fairly broad and 

inclusive, covering all possible forms of cultural tourism or definitions are 

purposively narrow to identify the essence of cultural tourism.  

 

Consequently, instead of defining cultural tourism, McKercher and Du Cros (2002), 

McKercher et al. (2002), Huh, Uysal and McCleary (2006), Nyaupane, White and 

Budruk (2006), Özel and Kozak (2012), Petroman et al. (2013), Liu (2014) and 

Chiang et al. (2015) constructed typologies that describe the different types of 

cultural tourists and these are based on cultural tourist behaviour, experiences, 

interpretations, motives and satisfaction. Evidently, these typologies can be 

viewed as goals or development roles played by culture.  

 

Nevertheless, due to the close contact between visitors and the host community, 

this may often produce loss of authenticity and the commodification of resources 

(Wickens, 2016:1). Trinh and Ryan (2016:9-10) propound that in tourism studies, 

any analysis of perceptual and evaluative differences based solely on nationality 

and/or culture and which fails to take into account the specificities of place and 

interpretation in creating a commonality of experience (regardless of cultural 
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differences of those who gaze on the scene) can only at best be a partial analysis. 

As such, the focus of cultural tourism is not just on a physical activity but more on 

tourist experiences and the environment in which these experiences take place.  

 

Depending on an individual or a �G�H�V�W�L�Q�D�W�L�R�Q�¶�V�� �S�H�U�V�S�H�F�W�L�Y�H���� �F�X�O�W�X�U�D�O�� �W�R�X�U�L�V�P�� �F�D�Q��

impact positively and/or negatively on a region or destination through 

political/administrative, economic, tourism/commercial, social/cultural, 

technological, physical/environmental and psychological aspects. As such, 

although cultural tourism is managed and marketed to achieve positive impacts 

and reduce negative impacts, it is evident that cultural tourism embodies either 

macro or micro properties (Hall as cited by Skoultsos & Tsartas, 2009:294).  

 

Based on tourist�V�¶ tastes and demands, with reference to the scale of development 

and the impact of cultural tourism, cultural tourism or any large-scale, low-priced, 

high-impact product of cultural tourism (for example heritage and religion tourism) 

can be regarded as a trajectory of contemporary tourism. However, for the 

purpose of this study, cultural tourism in general is regarded as a macro niche 

tourism market and heritage and religion tourism is regarded as micro niche 

tourism markets. This sentiment is supported by Skoultsos and Tsartas (2009:294) 

who claim that macro niche tourism markets are predominantly featured in the 

development and marketing plans of most destinations as micro niche tourism 

markets do not contribute largely to economic destination development, even 

though it contributes positively to social/cultural and physical/environmental 

aspects.  
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Succeedingly, heritage and religion tourism, (the two main micro niche tourism 

markets of cultural tourism) are described.  

 

2.4.1.1  Micro niches of cultural tourism  

Cultural tourism is best understood by viewing the phenomenon as a macro niche 

tourism market that consists of large-scaled, low-priced and high-impact products 

that cater to tourists who have the desire to be a part of, to discover, and to learn 

about cultural experiences and the environment (Reisinger, 2013:30). However, 

because cultural tourism entails more individualised patterns of cultural 

consumption, this type of tourism is better understood by viewing it from a micro 

niche tourism market perspective (heritage and religious tourism) since these 

tourist groups comprise small-scale high-spending tourists who do little damage to 

the local culture or environment and have the potential of contributing a great deal 

of support to the local economy if properly developed and marketed.  

 

�&�X�O�W�X�U�D�O�� �W�R�X�U�L�V�W�V�¶�� �W�U�D�Y�H�O�O�L�Q�J�� �H�[�S�H�U�L�H�Q�F�H�V�� �L�Q�F�R�U�S�R�U�D�W�H�� �H�O�H�P�H�Q�W�V�� �R�I�� �H�[�S�O�R�U�D�W�L�R�Q�� �D�Q�G��

�O�H�D�U�Q�L�Q�J�����X�V�X�D�O�O�\���L�Q���X�Q�X�V�X�D�O���G�H�V�W�L�Q�D�W�L�R�Q�V�����)�X�O�O�D�J�D�U�����0�D�U�N�Z�H�O�O���	��Wilson, 2012:193). 

As such, cultural tourism is commonly associated with heritage and religion 

tourism. Firstly, according to South African Heritage Online (SAHO, 2016), 

heritage is described as the practices and traditions that are passed on from a 

family, community and/or place where people have been raised; this includes a 

city, province, country and/or continent). Furthermore, Jamal and Kim (2005:58) 

describe heritage tourism as being intrinsically about life, existence, belonging and 

change �± from the past into the present and future �± it involves a performative act 

of appropriating, interpreting, and communicating aspects of the past through 
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performance, storied texts, physical sites and material artefacts. This notion is 

supported by the Advisory Council on Historic Preservation (ACHP, 2006) that 

describes heritage tourism as traveling to experience the places and activities 

(including includes historic, cultural and natural resources) that authentically 

represent the stories and people of the past and present.  

 

Concurring with the above, the Heritage Tourism Initiative Core Team (2013) 

describes heritage tourism as encompassing elements of living culture, history, 

�D�Q�G�� �Q�D�W�X�U�D�O�� �K�L�V�W�R�U�\�� �R�I�� �S�O�D�F�H�� �W�K�D�W�� �F�R�P�P�X�Q�L�W�\�¶�V�� �Y�D�O�X�H�� �D�Q�G�� �V�W�H�Z�D�U�G�� �I�R�U�� �W�K�H�� �I�X�W�X�U�H����

These elements are very specific to a community or region and can contribute to 

pride, stability, growth and economic development. Smith and Richards (2013:96-

98) agree that heritage tourism is a broad field of specialty travel, based on 

nostalgia for the past and a desire to experience diverse cultural forms. It includes 

(1) travel to cultural festivals and other cultural events, (2) visits to sites and 

monuments and (3) travel to study nature, folklore or art and/or pilgrimages.  

 

Evidently, heritage tourism is a spatiality, temporality and historically specific 

phenomenon. Heritage implies action for ensuring the continuation into the future 

and tourism implies purposefulness as it attracts tourists to communities and 

regions to be a part of, to discover, to experience and to learn about physical 

and/or intangible heritage (as indicated in Table 2.3) that benefits local economies.  

 

TABLE 2.3 : Physical and intangible heritage 
PHYSICAL HERITAGE  INTANGIBLE HERITAGE  

Built structures and surrounds Oral traditions 
Cultural landscapes Languages 
Historic sites, areas and precincts Rituals and beliefs 
Ruins, archaeological and maritime site Social practices 
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PHYSICAL HERITAGE  INTANGIBLE HERITAGE  
Sites associated with mining, industrial, 
scientific and agricultural heritage Knowledge 

Sites of important events and 
commemorations 

Human activities 

Collections that house or collectively 
promote objects of heritage 
significance (for example museums, 
tours, trails and festivals) 

Multicultural interactions 

Created landscapes (for example 
botanic and public gardens) 

Stories and histories that shape the 
essence and character of a host 
community 

SOURCE: Lorton Consulting (2015) 

 

In order to preserve physical and intangible heritage, the United Nations 

Educational, Scientific and Cultural Organisation (UNESCO) encourage sites and 

destinations that contain cultural and/or natural heritage significance to meet 

UNESCO requirements for the declaration of such sites and/or destinations as a 

World Heritage Site (SAHO, 2016). This initiative has led to the preservation of 

numerous cultural and/or natural heritage sites and destinations attracting tourists 

worldwide.  

 

Evidently, based on the scale of sustainable production and consumption, heritage 

tourism is regarded as a micro niche tourism market as heritage sites and 

destinations are increasing costs and regulating tourist numbers in order to 

maintain/limit associated positive and negative impacts. In this sense, Kibby (as 

cited by Benjamin et al., 2016:920) describes heritage tourism as a sustainable 

form of tourism that engages with the cultural tradition of a particular location.   

 

Secondly, religion tourism is an emerging form of cultural tourism and includes 

highly differentiated products. The term religion refers to a system of belief in a 
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higher or supernatural being with great faith and devotion (Richards, 2007:216; 

Ketola, 2008:19). However, religion tourism is not one type of tourism, as is the 

case of secular tourism (Richards, 2013:216). Religion tourism, according to 

Poulaki, Balomenou and Lagos (2015:1) refers to pilgrimage and religious tourism 

where the aim of a pilgrim is a religious experience and the aim of a religious 

tourist is to explore religious heritage.  

 

In this context, Hanandeh (2013:53) describes religious tourism as faith that leads 

a sector of the population to move from one place to another in order to enter a 

place that is considered to be sacred, and whose main peculiar characteristic is 

that it allows visitors to experience a closeness with the divine that cannot be 

achieved anywhere else or appreciated as profanely. Moreover, religious tourism 

refers to those occasions when people on holiday visit religious sites or festivals 

without religious or existential engagement (Geybels, 2014:39). It places special 

emphasis on the preservation, revival and development of religious and historical 

monuments for the creation of tourist flows. 

 

Ron (as cited by Poulaki, Balomenou & Lagos, 2015:3) proposes that religious 

tourism includes characteristics that do not form part of pilgrimage. These include, 

for example religious sites designated for art and architecture, religious thematic 

areas, religious conferences and meetings, religious dramatic presentations and 

religious volunteer tourism. In addition, Jongmeewasin (2016) notes that religious 

tourism comprises of five characteristics, namely (1) voluntary, temporary, and 

unpaid  travel, (2) motivated  by  religion, (3) supplemented  by  other  motivations, 
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(4) the destination is a religious site and (5) travel to the destination is not a 

religious practice.  

 

In this context, it is the experience at the destination that has significance for the 

religious tourist. The perceptions of a pilgrim will, however, be peculiar since the 

destination constitutes only one part of the experience of pilgrimage. In other 

words, the experiences along the pilgrim route constitutes an integral element that 

affect the entire travel experience (Poulaki, Balomenou & Lagos, 2015:3). 

Evidently, religion needs to be present in both pilgrimage and religious tourism. 

However, pilgrimage entails travel for religious practice while this is not the case 

for religious tourism. In this sense, based on the scale of sustainable production 

and consumption, pilgrimage is associated with macro niche tourism and religious 

tourism is regarded as a micro niche tourism market of religion tourism.   

 

In conclusion, the focus of cultural tourism is more on tourist experiences and the 

environment in which these experiences take place. Thus, comparing the 

definitions of heritage and religious tourism, it is evident that heritage tourism 

emphasises the environment in which experiences take place while religious 

tourism focuses more on tourist experiences.  

 

Event tourism, the second macro niche tourism market, is adjacently outlined.  

 

2.4.2  Event tourism  

Defining events accurately is complex as events are flexible and suit different 

situations. For the purpose of this study emphasis is placed on special planned 
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events. Getz (2008:404-405) proposes that special planned events are spatial-

temporal phenomena, and each event is unique because of interactions among 

the setting, people, and management systems �± including design elements and 

the program. Special planned events are regarded as a one-time or infrequently 

occurring event outside normal programs or activities of the sponsoring or 

organising body.  

 

To the customer or guest, a special event, according to Allen et al. (as cited by 

Skoultsos & Tsartas, 2009:294), is an opportunity for an experience of leisure, 

social or cultural nature outside the normal range of choices or beyond everyday 

experience. Hernández-Mogollón, Folgado-Fernández and Duarte (2014:84) 

concur by describing special planned events as special happenings held 

infrequently during a fixed term that provides participants with opportunities for 

social interaction beyond everyday life. The special attractiveness of planned 

events is lodged in the desire of living the experience attached to the uniqueness 

of the event, which differentiates it from other places with permanent attractions of 

interest.  

 

In this context, event tourism aims at full exploitation of the capabilities of events in 

order to achieve tourism development of host communities (Skoultsos & Tsartas, 

2009:296). Stated differently, event tourism, according to Getz (as cited by 

Hernández-Mogollón, Folgado-Fernández, & Duarte, 2014:84), is inclusive of all 

planned events (for example hallmark events, mega events, special events and 

specific types of events) and require an integrated approach to development and 

marketing. Therefore, planned event tourism refers to an applied field devoted to 
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understanding and improving of tourism through events. Also, event tourism must 

display  five  characteristics,  namely  (1)  the  need  to  be  open  to  the  public, 

(2) having as a main objective the celebration of a fact that occurs only once a 

year or less frequently, (3) being held on predetermined dates, (4) possess an 

organised program of activities and (5) being held in a tourism area.  

 

From a supply side perspective, Jago and Shaw (as cited by Hernández-Mogollón, 

Folgado-Fernández & Duarte, 2014:85-86) further claim that planned event 

tourism must contain seven characteristics, namely (1) the strong ability to attract 

tourists, (2) the ability to promote local development, (3) having a limited duration, 

(4) being held infrequently, (5) increasing the awareness of the citizens and the 

image of the destination, (6) offering a social experience and (7) being considered 

extraordinary and unusual. These ideas are supported by Leiper (as cited by Getz 

& Page, 2016:597) who describes planned event tourism as a strategic area of 

tourism where destinations develop, facilitate and promote events to meet the 

multiple goals discussed in the core propositions. From a demand side 

perspective, Trauer (as cited by Getz & Page, 2016:597) describes planned event 

tourism as the experiences of tourists who are motivated by particular interests 

and not by what is offered by way of products. 

 

Although these concepts and terminology incorporate the meaning of events, there 

is no single universally accepted definition of event tourism. This is because 

�G�L�I�I�H�U�H�Q�W���G�H�I�L�Q�L�W�L�R�Q�V���D�U�H���D�S�S�O�L�H�G���L�Q���W�H�U�P�V���R�I���Q�L�F�K�H���W�R�X�U�L�V�P���U�H�V�H�D�U�F�K�H�U�V�¶���S�H�U�F�H�S�W�L�R�Q�V��

and their study objectives. As a result, definitions either seek to be fairly broad and 

inclusive, covering all possible forms of event tourism, or definitions are 
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purposively narrow to identify the essence of event tourism. Consequently, instead 

of defining event tourism, Getz and Page (2016:594-596) have constructed 

typologies that describe t�K�H�� �G�L�I�I�H�U�H�Q�W�� �W�\�S�H�V�� �R�I�� �S�O�D�Q�Q�H�G�� �H�Y�H�Q�W�V�� �E�D�V�H�G�� �R�Q�� �W�R�X�U�L�V�W�V�¶��

tastes and demands.  

 

Although all types of planned events have tourism potential, planned events 

mainly consist of (1) business events (for example corporate meetings, 

conventions, marketing events, fairs, exhibitions, markets, incentives and private 

parties), (2) entertainment events (for example concert, shows, award ceremonies 

and street performances), (3) festival and culture events (for example festivals, 

commemorations, carnivals, parades, religious rites, pilgrimage, art exhibits and 

installations) and (4) sport events (such as professional leagues, participatory, 

recreational, fun, one-off tours and tournaments). More specifically, planned  event  

tourism,  according  to  Getz  and  Page (2016:594-596), comprise (1) occasional  

mega-events  that  consist  of  high  tourist  tastes  and  demands, (2) periodic  

hallmark-events  that  consist  of  high  tourist  tastes  and  demands, (3) periodic 

or one-time regional events that consist of medium tourist tastes and demands 

and (4) periodic or one-time local events that consist of low tourist demand and 

low value.  

 

The above typologies can be viewed as goals or development roles played by 

�H�Y�H�Q�W�V���� �+�R�Z�H�Y�H�U���� �G�H�S�H�Q�G�L�Q�J�� �R�Q�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�� �R�U�� �D�� �G�H�V�W�L�Q�D�W�L�R�Q�¶s perspective, 

planned event tourism can impact a region or destination positively and/or 

negatively through political/administrative, economic, tourism/commercial, 

social/cultural, technological, physical/environmental and psychological aspects. 
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Therefore, although planned event tourism is managed and marketed to achieve 

positive impacts and reduce negative impacts, it is evident that planned events 

exhibit either macro or micro properties (Hall as cited by Skoultsos & Tsartas, 

2009:294).  

 

Based on touris�W�¶�V���W�D�V�W�H�V���D�Q�G���G�H�P�D�Q�G�V���� �D�V���Z�H�O�O���D�V���W�K�H���V�F�D�O�H���R�I���G�H�Y�H�O�R�S�P�H�Q�W���D�Q�G��

the impact of planned event tourism, it is evident that all occasional mega-events 

and periodic hallmark-events are macro niche tourism markets and all periodic or 

one-time regional events and periodic or one-time local events are micro niche 

tourism markets. This division is supported by Skoultsos and Tsartas (2009:294) 

who claim that macro niche tourism markets are predominantly featured in the 

development and marketing plans of most destinations because micro niche 

tourism markets do not substantially contribute largely to economic destination 

development �± even though they contribute positively to social/cultural and 

physical/environmental aspects.  

 

However, for the purpose of this study, business tourism (mostly extrinsically 

motivated) is not considered as a micro niche tourism market of event tourism 

�E�H�F�D�X�V�H�� �E�X�V�L�Q�H�V�V�� �W�R�X�U�L�V�W�V�¶�� �P�D�L�Q�� �P�R�W�L�Y�D�W�L�R�Q�� �R�I�� �W�U�D�Y�H�O�� �G�R�H�V�� �H�Q�W�D�L�O�� �D�Q�� �D�F�W�L�Y�L�W�\��

remunerated from the place visited (see Table 2.1). In addition, as culture events 

typically form part of religion tourism (see paragraph 2.4.1.1), festivals are 

considered to be more event orientated.  

 

Furthermore, since entertainment and festival events include similar tourist tastes 

and demands, these events are considered as a collective. Stated differently, 
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planned event tourism or any large-scale, low-priced, high-impact product of event 

tourism (for example festival tourism or sports tourism) can be regarded as a 

trajectory of contemporary tourism. However, for the purpose of this study, event 

tourism in general is regarded as a macro niche tourism market and festival and 

event tourism is regarded as micro niche tourism markets. It follows that the focus 

of event tourism is not just on the environment, but rather on tourist experiences 

and the physical activities that form part of these experiences.  

 

The successive delineation deals with festival and sports tourism, the two main 

micro niches of event tourism.  

 

2.4.2.1  Micro niches of event tourism  

Event tourism is best understood by viewing this phenomenon as a macro niche 

tourism market that consist of large-scaled, low-priced and high-impact products 

that cater to tourists who have the desire to be a part of, to discover, and to learn 

about activities and experiences (Reisinger, 2013:30). However, since event 

tourism includes more individualised patterns of event consumption, this type of 

tourism is best understood by viewing it from a micro niche tourism market 

perspective because these tourist groups comprise small-scale, high-spending 

tourists who do little damage to the local culture or environment and who have the 

potential of contributing a great deal of support to the local economy if properly 

developed and marketed.  

 

From a leisure perspective, event tourism is commonly associated with festival 

and sports tourism. Firstly, a festival is described as the celebration of a specific 
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theme to which the public is invited for a limited period of time. This celebration 

can  be  held  annually  or  less  frequently,  and  includes  single  events (Grappi 

& Montanari, 2011:1129). According  to  Getz (2011),  festivals  are  usually 

themed  according  to (1) myth, ritual and symbolism, (2) ceremony/celebration, 

(3) spectacle, (4) communitas, (5) host-guest interactions, (6) liminality, (7) the 

carnivalesque, (8) authenticity and commodification and (9) pilgrimage. Similarly, 

Çelik and Çetinkaya (2013:8) suggest that festivals are celebrations that include 

dance, drama, comedy, movie, music, variable arts, crafts, ethnic or local cultural 

heritage, religious traditions, historically important events, food and wine and 

religious ceremonies.  

 

With the above in mind, festivals play an important part in the tourism industry as 

they create deeper meaning to tourist�V�¶�� �O�L�Y�H�V�� �D�Q�G�� �F�R�Q�W�U�L�E�X�W�H�� �W�R�� �W�K�H�� �H�F�R�Q�R�P�L�F��

income for the local community in a city, region, or country, as stated by Tangit, 

Kibat and Adanan (2016:53). Consequently, festivals have the potential to impact 

a community, region or destination in a positive or negative way (Yolal et al., 

2016:1). However, according to Çelik and Çetinkaya (2013:8), the most important 

characteristic that distinguishes festivals from other events is that they are focused 

on celebration and society (group of people having locational and operational 

partnership).  

 

Also, according to Shone and Parry (as cited by Kim et al., 2010:308), festival 

tourism has distinctive characteristics (celebration) such as being an event of short 

duration, usually held once in a year, and typically in a confined space. Moreover, 

festival tourism refers to tourists travelling to an organised set of special events on 
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a specific cultural man-made theme taking place on a specific day or period, 

normally at a specific place where people gather in mutual and direct contact to 

the festival theme (Lyck, Long & Grige, 2012:1-9).  

 

Added to this, Getz and Andersson (2010:532-533), as well as Lee (2016:187), 

argue that the extent to which governments are involved in festivals depends on 

stakeholder relationships. For example, (1) local authorities may be regarded as 

the most important stakeholder for public festivals, whereas (2) spectators are 

likely to be considered the most critical stakeholder for non-profit and private 

festivals. Evidently, based on the scale of sustainable production and 

consumption, public festivals are associated with macro niche tourism and non-

profit/private festivals are regarded as a micro niche tourism market. This notion is 

supported by Akhoondnejad (2016:468) who describes non-profit/private festivals, 

also known as local festivals, as a good means to boost sustainable tourism by 

facilitating learning about unique cultural heritages, ethnic backgrounds, and local 

customs. 

 

Secondly, sports tourism is an emerging form of event tourism that includes 

differentiating products. Sport is a social phenomenon that is linked to various 

leisure and recreation markets (for example golf, tennis, sport fishing and downhill-

skiing). According to Gibson (2002:115), sport makes sport tourism unique from 

other forms of tourism. Furthermore, Pigeassou (2004:288) describes sport 

tourism as a human experiment that focuses on a set of services necessary for the 

realisation of non-professional temporary journeys towards specific destinations to 

experience sport culture. 
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In addition, Bouchet, Lebrun and Auvergne (2004:127-128) describe sport tourism 

as a type of social action in which people consume in various ways, seeking 

pleasurable experiences (individual and/or group) which create subjective 

emotional reactions for tourists. Sport tourism products are described as the 

�U�H�O�D�W�L�R�Q�V�K�L�S�� �R�I�� �D�� �W�R�X�U�L�V�W�¶�V�� �V�W�D�\�� �D�W�� �D�� �F�H�U�W�D�L�Q�� �G�H�V�W�L�Q�D�W�L�R�Q���� �F�R�P�S�O�H�P�H�Q�W�H�G�� �R�U��

determined by at least one type of sport or physical activity, with the premise that 

these activities should comprise of (1) actual physical involvement, (2) the duration 

of the visit must be equal to or greater than two days and one night in order to 

differentiate it from a recreational stay, (3) the stay may or may not be organised 

by the client, (4) housing may be at a set location or itinerant and (5) it is 

comprised of a group of services which are often intangible. 

 

On the other hand, Weed and Bull (2004:37) and Weed (2009:617-619) both 

argue that sports tourism should not be seen as a sum of sport and tourism (with 

an emphasis on sport tourism and sports tourism), but should rather be described 

as a social, economic and cultural phenomenon arising from the unique interaction 

of  activity,  people  and  place. Weed and Bull (2004:123; 2009:184-185; 

2012:184-185) repeatedly suggest that sports tourism entails (1) tourism with 

sports content, (2) sports participation tourism, (3) sports training, (4) sports 

events and (5) luxury sports tourism. Furthermore, these types of sports tourism 

products may (1) be multi- or single-sport, (2) be active, passive  or  vicariously, 

(3) involve instruction and (4) include an elite and/or corporate element.  

 

In other words, sports tourism refers to all forms of active and passive involvement 

in a sporting activity, participated in casually or in an organised way for non-
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commercial or business/commercial reasons that necessitate travel away from 

home and work (Weed, 2009:617-618). It  thus consists of travel with the aim of 

(1) participating in sport (active sports tourism), (2) watching sport (event sports 

tourism) or (3) venerating something or somebody associated with a sport 

(nostalgia sports tourism). This set of characteristics is supported by Lamont 

(2014:4) who similarly categorises sports tourism into: (1) sports participation 

travel (travel with the motivation of participating in a sport, recreation, leisure or 

fitness activity) and (2) sports spectatorial travel (travel with the motivation of 

watching sports, recreation, leisure or fitness activities and events).  

 

Sport tourism is thus viewed as a trip purpose as opposed to a view of sports 

tourism as a trip behaviour. Nevertheless, Van Rheenen, Cernaianu and Sobrythe 

(2016:14) propound that these definitions include the essential conceptual 

elements or dimensions central to sports tourism definitions, namely (1) sport as 

motivation to travel (type, level and extent of sport activity), (2) space 

(encompassing travel away from a home environment), (3) time (the duration away 

from a home environment), (4) participation experience and (5) reference to an 

economic market (reference to the development of an economic sector or niche 

market).  

 

Joseph (2011:150) highlights that active, passive and/or nostalgia sports tourism 

can be associated to mega, hallmark, regional and/or local events. Therefore, 

based on the scale of sustainable production and consumption, all mega and 

hallmark sports tourism products are associated with macro niche tourism and all 

regional and local sports tourism products are regarded as micro niche tourism 
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markets. This idea is echoed by Kaplanidou and Gibson (2010:164) and Kim et al. 

(2015:21) who state that regional and/or local participative sport events are 

particularly attractive to smaller communities that lack the infrastructure necessary 

to host large-scale sport events. Additionally, sporting regions and destinations 

inject large-amounts of money into the local economy through visitor spending, 

smoothing of seasonal peaks and troughs in demand for tourist facilities, and 

facilitating repeat visitation. 

 

In conclusion, the focus of event tourism is on tourist experiences and the physical 

activities that form part of these experiences. As such, comparing the definitions of 

festival and sports tourism, it is evident that festival tourism focuses more on 

tourist experiences and sports tourism emphasises the physical activities that form 

part of these experiences. This notion is supported by Richards (2013:260-268), 

�D�V�� �Z�H�O�O�� �D�V�� �*�H�W�]�� �D�Q�G�� �3�D�J�H�� �������������������� �Z�K�R�� �V�X�J�J�H�V�W�� �W�K�D�W�� �P�X�F�K�� �R�I�� �I�H�V�W�L�Y�D�O�� �W�R�X�U�L�V�P�¶�V��

discourse is subsumed in cultural experiences and much of sports tourism is 

incorporated in physical activities that could be classified as adventurous, 

depending on �S�H�R�S�O�H�¶�V���S�H�U�F�H�S�W�L�R�Q�� 

 

Below follows a discussion of the third macro niche tourism market.  

 

2.4.3  Natural area tourism  

Natural areas in its purest form exist in places that are separate from society and 

culture (socio-culture).  According to Milton (as cited by Lund, 2013:160), a natural 

area stands for everything that is not formed and shaped by human beings. 

However, what is practiced as a natural area is not universal, because people 



 

 88 

define their natural area in relation to how they experience it and have learned to 

experience it through engaging with it (Lund, 2005a:383; Lund, 2013:160), and as 

a result, there are different degrees of natural areas for different people and 

different groups. Therefore, people approach and appreciate natural areas in 

various different ways, which in themselves influence how they travel through it. 

 

Although these concepts and terminology incorporate the meaning of natural 

areas, there seems to be only three viable definitions of natural area tourism 

currently being adopted as niche tourism researchers and marketers are 

inaccurately viewing natural area tourism and nature-based tourism as similar 

concepts (see for example Arnegger et al., 2008; Fredmand & Tyrväinen, 2010; 

�6� �ì�y�U�V�G�y�W�W�L�U���� ������������ �9�D�O�N�R�Q�H�Q�� �	�� �5�X�X�V�N�D���� �������������� �6�X�Q�J���� �0�R�U�U�L�V�R�Q�� �D�Q�G�� �2�¶�/�H�D�U�\��

(1997:66) describe natural area tourism as travelling for a special interest to 

enhance personal experience in a specific natural setting, each of the three with its 

distinct characteristics or emphases. 

 

In addition, Newsome, Moore and Dowling (2012:12-15) describe natural area 

tourism as tourism in natural settings. However, Wearing and Neil (2013:4) 

describe natural area tourism as the situatedness in the natural environment. In 

other words, while there are numerous dimensions to tourism in natural areas, 

natural area tourism is categorised according to the relationship between specific 

tourism activities, environments and nature. 

 

Consequently, niche tourism researchers and marketers constructed typologies 

�W�K�D�W���F�D�W�H�J�R�U�L�V�H���Q�D�W�X�U�D�O���D�U�H�D���W�R�X�U�L�V�P�����)�L�U�V�W�O�\�����6�X�Q�J�����0�R�U�U�L�V�R�Q���D�Q�G���2�¶�/�H�D�U�\����������������������
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contend that natural area tourism comprises of (1) a special interest (for example 

adventure tourism), (2) specific setting (for example ecotourism) and (3) 

experience (for example nature-based tourism). Newsome, Moore and Dowling 

(2012:12-15) argue, in turn, that natural area tourism is characterised as (1) 

tourism in the environment (for example adventure tourism), (2) tourism for the 

environment (for example ecotourism) and (3) tourism about the environment (for 

example nature-based).  

 

This view is supported by Wearing and Neil (2013:4) who proclaim that natural 

area tourism includes (1) occurrences for which the natural setting is incidental (for 

example adventure tourism), (2) those that are enhanced by nature (for example 

ecotourism) and (3) those that are dependent on nature (for example nature-based 

tourism). Evidently, adventure tourism is more activity-orientated, while ecotourism 

is more environment-orientated and nature-based tourism is more nature-

orientated. Therefore, these typologies can be viewed as goals or development 

roles played by natural areas.  

 

�+�R�Z�H�Y�H�U���� �G�H�S�H�Q�G�L�Q�J�� �R�Q�� �D�Q�� �L�Q�G�L�Y�L�G�X�D�O�� �R�U�� �D�� �G�H�V�W�L�Q�D�W�L�R�Q�¶�V�� �S�H�U�V�S�H�F�W�L�Y�H���� �Q�D�W�X�U�D�O�� �D�U�H�D��

tourism can impact a region or destination in a positive or negative way through 

political/administrative, economic, tourism/commercial, social/cultural, 

technological, physical/environmental and psychological aspects. As such, as Hall 

(as cited by Skoultsos & Tsartas, 2009:294) suggests, granting that natural area 

tourism is managed and marketed to achieve positive impacts and reduce possible 

negative impacts, it may be that natural area tourism could embody either macro 

or micro properties.  
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�%�D�V�H�G�� �R�Q�� �W�R�X�U�L�V�W�¶�V�� �W�D�V�W�H�V�� �D�Q�G�� �G�H�P�D�Q�G�V���� �D�V�� �Z�H�O�O�� �D�V�� �R�Q�� �W�K�H�� �V�F�D�O�H�� �R�I�� �G�H�Y�H�O�R�S�P�H�Q�W��

and the impact of natural area tourism, natural area tourism or any large-scale, 

low-priced, high-impact product of natural area tourism (for example adventure, 

eco and nature-based tourism) can be regarded as a trajectory of contemporary 

tourism. However, for the purpose of this study, natural area tourism in general is 

associated with macro niche tourism and adventure-, eco- and nature-based 

tourism is regarded as micro niche tourism markets. This view is echoed by 

Skoultsos and Tsartas (2009:294) who claim that macro niche tourism markets are 

predominantly featured in the development, and marketing plans of most 

destinations as micro niche tourism markets do not contribute largely to economic 

destination development even though they contribute positively to social/cultural 

and physical/environmental aspects.  

 

Nevertheless, nature-based tourism, ecotourism and adventure tourism (NEAT 

tourism), according to Buckley (2006:484), are differentiated by their connotation 

to each other and not to their connotation to cultural tourism (ACE tourism). As 

such, the focus of natural area tourism is on physical activities, tourist experiences 

and the environment.  

 

Therefore, natural area tourism is best understood by viewing the phenomenon as 

a macro niche tourism market that consist of large-scaled, low-priced and high-

impact products that cater to tourists who have the desire to be a part of, to 

discover, and to learn about activities and environments (Reisinger, 2013:30). 

However, because natural area tourism includes more individualised patterns of 

nature consumption, this type of tourism is best understood by regarding it from a 
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micro niche tourism market perspective. This is the case because these tourist 

groups comprise small-scale, high-spending tourists who do little damage to the 

local culture or environment and who have the potential of contributing a great 

deal of support to the local economy if properly developed and marketed (as is the 

case, as argued above, with other micro niche tourism markets).  

 

Ensuing is a description of each micro niche tourism market of natural area 

tourism.  

 

2.4.3.1 Adventure tourism 

If the core ingredients of adventure are applied to tourism activities, a very broad 

range of activities can take place in a wide range of settings. Cater (as cited by 

�3�U�L�F�H�� �	�� �2�¶�'�U�L�V�F�R�O�O���� ������������ �V�W�D�W�H�V�� �W�K�D�W�� �W�K�L�V�� �V�L�W�X�D�W�L�R�Q�� �L�V�� �F�R�P�S�O�L�F�D�W�H�G�� �E�\�� �W�K�H�� �I�D�F�W�� �W�K�D�W��

any tourism experience that a tourist perceives as an adventure is indeed an 

adventure. 

 

Two concerns, according to Mackenzie and Kerr (2012:125-128), arise from the 

existing activities suggested to be part of the adventure tourism category. Firstly, 

the activities said to be typical of adventure tourism have been developed from the 

outdoor adventure recreation literature, where physical risk is often identified as a 

defining characteristic of adventure. Secondly, empirical tests of these activities 

have focused on the supply-side perspective with niche tourism researchers and 

marketers establishing which activities belong in the adventure tourism category. 

Adventure does involve risk; however, the adventure literature has been limited to 

studies that primarily focus on physical risk whilst neglecting the more subjective 
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nature of adventure. With this in mind, Table 2.4 indicates the evolvement of the 

description of adventure tourism over the last number of years as outdoor 

adventure recreation did not receive widespread attention earlier on.  

 

TABLE 2.4:  Chronological definitions of adventure tourism 
YEAR AUTHOR DESCRIPTION 

1992 Weiler and Hall  

A broad spectrum of outdoor touristic activities, 
often commercialised and involving an interaction 
with the natural environment away from the 
�S�D�U�W�L�F�L�S�D�Q�W�¶�V���K�R�P�H���U�D�Q�J�H���D�Q�G���F�R�Q�W�D�L�Q�L�Q�J���H�O�H�P�H�Q�W�V��
of risk in which the outcome is influenced by the 
participant, setting, and management of the 
touristic experience. 

1993 
Oxford English 
Dictionary  

A chance of danger and loss, risk, jeopardy, a 
hazardous enterprise or performance. 

1997 
Sung, Morrison and 
�2�¶�/�H�D�U�\�� 

A trip or travel with the specific motivation of activity 
participation to explore a new experience, often 
involving perceived risk or controlled danger 
associated with personal challenges, in a natural 
environment or exotic outdoor setting.  

1999 Addison  

Any activity trip close to nature that is undertaken 
by someone who departs from known surroundings 
to encounter unfamiliar places and people, with the 
motivation of exploration, study, business, 
communication, recreation, sport, sightseeing, or 
tourism.  

2003 Fennel (as cited by 
Swarbrooke et al.) 

An outdoor leisure activity that takes place in an 
unusual, exotic, and remote or wilderness 
destination, involving some form of unconventional 
means of transportation and tends to be associated 
with low or high levels of activity. 

 

At first glance, it seems as if defining adventure tourism is a fairly straightforward 

task, seeing that it is increasingly being recognised as a discipline in its own right 

and that a fair number of conceptualisations exist that share basic commonalities 

(Beedie, 2010:1; Buckley, 2010:1). For example, the above authors all view 

adventure tourism as an extension of adventure/outdoor recreation which is an 

outdoor activity associated with an element of risk and their descriptions suggest 

that the location can be an indicator of adventure, based on the perceived or real 
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riskiness involved in that place (McKay, 2013:32). However, this definition is not 

sufficient.  

 

Firstly, in the English language, adventure tourism has determined a connotation 

of risk and uncertainty. According Weed (2007:59), it is more appropriate that both 

risk and insight-seeking have to be present, in varying degrees, for an adventure 

to take place. The current conceptualisation of adventure tourism therefore 

captures only one aspect of adventure (specific recreation activities) whilst 

ignoring the contribution of the touristic aspect to visit distant localities. 

 

Secondly, Beard et al. (2012:228-231) propound that artificial adventure tourism 

should also form part of the traditional definition of adventure tourism. Although 

artificial adventure tourism usually refers to an indoor experience, these activities 

offer a particular type of adventure that focuses on imitation or an inventive 

creation that allows niche tourism marketers to produce the best environment or 

the most challenging natural conditions.  

 

Taking the above arguments into consideration, it would appear that a definition of 

�D�G�Y�H�Q�W�X�U�H���W�R�X�U�L�V�P���F�R�X�O�G���G�H�S�H�Q�G���R�Q���W�K�H���S�D�U�W�L�F�L�S�D�Q�W�¶�V���F�K�D�U�D�F�W�H�U�L�V�W�L�F�V���V�L�Q�F�H���D���U�D�Q�J�H��

of activities is available to adventure tourists. In other words, adventure tourism 

could be considered to be inherent to the tourist, his/her background and previous 

life experiences since it is based on their personal perception of risk and the type 

of travel which is perceived�� �D�V�� �D�G�Y�H�Q�W�X�U�R�X�V�� ��Hsu & Gartner, 2012:320). 

Furthermore, Beard et al. (2012:9-14) indicate that authors often rely on only one 

of the ten core characteristics or qualities of adventure in their attempts to define 
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adventure tourism. These characteristics include uncertain outcomes, danger and 

risk, challenge, anticipated rewards, novelty, stimulation and excitement, escapism 

and separation, exploration and discovery, absorption and focus and contrasting 

emotions.  

 

Although it is generally believed that adventure tourism should contain some of 

these elements, the fact that there may be combinations of the adventure 

characteristics could create difficulties in classifying adventure tourism in absolute 

terms. This is evident because adventure tourism is broadly about an uncertainty 

of outcome, but then adventure by numbers or the creation of specific criteria for 

an activity to be an adventure cannot exist (Novelli, 2007:202). Also, any planned 

and closely described adventure tourism activity may be by definition not be a true 

adventure activity, and this implies that any adventure should be undertaken 

without a predetermined expectation since the adventure may turn out in a way 

quite different from what was planned.  

 

Another difficulty in establishing a definition for adventure tourism derives from the 

need among adventure tourism operators to achieve a balance within their 

particular adventure tourism market, where the paying client can have his or her 

expectations met whilst remaining within their accepted envelope of safety and risk 

(Owen, Wackers & Béguin, 2012:22). It would not only be irresponsible for 

adventure tourism operators to knowingly push their clients into risky situations; it 

would also create financial and legal implications due to potential litigation 

resulting from accidents and other unexpected harmful events. Achieving a 

balance between safety and accepted levels of risk is very difficult as it may lead 
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to situations where tourists are either dissatisfied or are unnecessarily exposed to 

risk and/or situations beyond their experience and competence.   

 

Although these concepts and terminology highlight what needs to be included or 

excluded in the meaning of adventure, there is no single definition of adventure 

tourism currently being adopted in the literature, because different definitions are 

�D�S�S�O�L�H�G�� �E�D�V�H�G�� �R�Q�� �Q�L�F�K�H�� �W�R�X�U�L�V�P�� �U�H�V�H�D�U�F�K�H�U�V�¶�� �S�H�U�F�H�S�W�L�R�Qs and their study 

objectives. As a result, definitions either seek to be fairly broad and inclusive 

(covering adventure tourism experiences, destination planning and development, 

as well as adventure tourism operators) or they seek to narrow the definition in 

order to identify the essence of adventure tourism (Cheng et al., 2016:1).  

 

Consequently, instead of defining adventure tourism, Sung, Morrison and �2�¶�/�H�D�U�\��

(1997:66), Weed (2009), Schneider and Voght (2012), Beard et al. (2012:29) and 

the Adventure Travel Trade Association (ATTA, 2015) have, as was the case with 

the other micro niche tourism markets discussed above, constructed typologies 

t�K�D�W�� �G�H�V�F�U�L�E�H�� �W�K�H�� �G�L�I�I�H�U�H�Q�W�� �W�\�S�H�V�� �R�I�� �D�G�Y�H�Q�W�X�U�H�� �D�F�W�L�Y�L�W�L�H�V�� �E�D�V�H�G�� �R�Q�� �W�R�X�U�L�V�W�V�¶�� �W�D�V�W�H�V��

�D�Q�G�� �G�H�P�D�Q�G�V���� �$�F�F�R�U�G�L�Q�J�� �W�R�� �6�X�Q�J���� �0�R�U�U�L�V�R�Q�� �D�Q�G�� �2�¶�/�H�D�U�\�� ���������������������� �W�K�H�� �P�R�V�W��

important component that should be used to describe adventure tourism is that it is 

activity-orientated with risk and physical performance being the primary 

motivators. This description of adventure tourism is still used today.  

 

Nevertheless, Weed (2008:58) states that adventure tourism occurs at different 

levels with danger and risk ranging from very low to very high. At the same time, in 

�F�D�V�H�V�� �Z�K�H�U�H�� �W�K�H�� �U�L�V�N�� �L�V�� �O�L�P�L�W�H�G���� �W�K�H�U�H�� �L�V�� �D�� �F�K�D�Q�F�H�� �R�I�� �S�D�U�W�L�F�L�S�D�Q�W�V�¶�� �H�[�S�H�U�L�H�Q�F�L�Q�J�� �D�W��
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least some emotions typically associated with the chosen adventure activity, at the 

other end of the spectrum �± with a high level of danger �± where skilled or 

�D�G�Y�H�Q�W�X�U�H�� �V�S�H�F�L�D�O�L�V�W�V�� �Z�R�X�O�G�� �E�H�� �L�Q�Y�R�O�Y�H�G���� �G�H�S�H�Q�G�L�Q�J�� �R�Q�� �D�� �S�D�U�W�L�F�L�S�D�Q�W�¶�V�� �O�H�Y�H�O�� �R�I��

competence. In fact, risk assumes a major and central role since satisfaction with 

the experience and a desire to participate may decrease if risk is absent (Weed, 

2008:58).  

 

The spectrum of adventure activities, ranging from non-hazardous to high risk has 

led to the notion that adventure tourism, similar to ecotourism, is often categorised 

into (1) soft and (2) hard dimensions. Soft adventure involves very low risk and 

may be undertaken by anybody who is physically fit and able, yet these persons 

would not necessarily need to have any previous experience of the chosen 

activities. In such instances accommodation would be provided and there would 

be little or no need for participation in anything other than the chosen activities. 

However, what is of interest is that the motivation for soft adventure focuses on the 

experience rather than on the expectation of an encounter with any risk and the 

need for competiveness is a significant predictor for soft adventure tourist groups 

(Schneider & Voght, 2012:704).  

 

On the other hand, hard adventure would require previous experience, recognised 

levels of competence, an ability to cope with the unexpected and skills associated 

with the particular type of activity. While this might imply some sense of risk 

seeking, Weed (2008:59) is at pains to suggest that although adventure recreators 

seek increasingly difficult and challenging opportunities, they paradoxically do not 

necessarily seek higher levels of risk. It can thus be said that the need for arousal 
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and the need for material resources are significant predictors for hard adventure 

tourist groups (Schneider & Voght, 2012:704). In addition, Beard et al. (2012:29) 

divide adventure tourism as being either small-scale (with many ecotourism 

characteristics), medium-scale (with many regional and local sports tourism 

characteristics) or large-scale (with many mass tourism characteristics).  

 

However, the Adventure Travel Trade Association (ATTA) categorises adventure 

tourism as any tourist activity that includes two of the following three components: 

a physical activity, a cultural exchange or interaction, and an engagement with 

nature (ATTA, 2015).  While this adventure tourism typology only requires two of 

these three components, trips incorporating all three components tend to afford 

tourists the fullest adventure travel experience. Evidently, this definition does not 

encapsulate the full meaning of adventure tourism as a tourist activity including a 

cultural exchange or interaction, and an engagement with nature would allude to 

the concepts of ecotourism and/or nature-based tourism.  

 

To summarise, adventure tourism, for the purpose of this study is defined as: 

�³�$ leisure activity, that is perceived as either a soft or a hard adventure �± in an 
indoor or outdoor setting, providing suitable or challenging conditions �± requiring a 
person, in search of a new experience, involving perceived risk or controlled 
danger related to personal challenges, to voluntarily travel outside his or her usual 
environment, by means of conventional or unconventional transportation, for not 
more than one year.�  ́ 

(Lötter, Geldenhuys & Potgieter, 2016). 
 

With this definition in mind, it would seem that adventure tourism gains much of its 

associations of excitement by allowing participants to step outside of their comfort 

zone. Excitement and the move out of a comfort zone may be due to experiencing 

a culture shock or through the performance of acts that require significant effort 



 

 98 

and involve some degree of risk (real or perceived) and/or physical danger. While 

these characteristics might constitute the motivation for participation in adventure 

activities for some tourists, it can also be a deterrent for others not to participate in 

adventure activities. Therefore, based on the scale of sustainable production and 

consumption, any large-scale adventure tourism activity is associated with macro 

niche tourism and any small-scale and/or medium-scale adventure tourism activity 

is regarded as a micro niche tourism market.  

 

The second micro niche tourism market of natural area tourism, ecotourism, is 

subsequently deliberated.  

 

2.4.3.2 Ecotourism 

The identification of impacts associated with mass tourism on natural 

environments, local communities and cultures gave rise to sustainable 

development concepts during the 1970s and 1980s. As a result, sustainable forms 

of tourism, including ecotourism, were developed.  

 

In 1987, Ceballos-Lascurain (as cited by Cobbinah, 2015:180) described 

ecotourism as travelling to relatively undisturbed or uncontaminated natural areas 

with the specific objective of studying, admiring, and enjoying the scenery and its 

wild plants and animals, as well as of any existing cultural manifestations (both 

past and present) found in these areas. Thereafter, in 1996, Ceballos-Lascurain 

(as cited by Cobbinah, 2015:180) added ethical issues or normative components 

to the definition to describe ecotourism as �³�«�� �H�Q�Y�L�U�R�Q�P�H�Q�W�D�O�O�\�� �U�H�V�S�R�Q�V�L�E�O�H�� �W�U�D�Y�H�O��

and visitation to natural areas, with the purpose of enjoying and appreciating 
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nature and other cultural features, as well as of promoting conservation, 

minimising visitor impact and providing for beneficially active socio-economic 

involvement of local people.�  ́ �,�Q�� ������������ �6�X�Q�J���� �0�R�U�U�L�V�R�Q�� �D�Q�G�� �2�¶�/�H�D�U�\�� ��������������������

argued that the most important component that should be used to describe 

ecotourism is environment-dependent with responsibility and sustainability being 

the primary motivators. This description of ecotourism still holds sway.  

 

Nevertheless, as ecotourism evolved, Page and Dowling (2002:64) identified five 

principles of ecotourism, namely that it must be (1) nature-based, (2) ecologically 

sustainable, (3) environmentally educative, (4) locally beneficial and (5) must 

�J�H�Q�H�U�D�W�H�� �W�R�X�U�L�V�W�� �V�D�W�L�V�I�D�F�W�L�R�Q���� �7�K�H�V�H�� �S�U�L�Q�F�L�S�O�H�V�� �J�D�Y�H�� �U�L�V�H�� �W�R�� �)�H�Q�Q�H�O�¶�V�� ��������������������

description of ecotourism as a sustainable form of natural resource-based tourism, 

that is fundamentally geared towards experiencing and gaining deeper insight 

about nature, and which is ethically managed to be low-impact, non-consumptive 

and locally oriented, in terms of control of resources and benefits to the people.  

 

In addition, according to Mbaiwa (2003:447-450), ecotourism is a sustainable form 

of natural area tourism that focuses primarily on experiencing and learning about 

nature, and which is ethically managed to be of low-impact, non-consumptive and 

locally-orientated. It usually occurs in natural areas and should contribute towards 

the conservation or preservation of such areas. Thereafter, Donohoe and 

Needham (2006:192) identified six key tenets and associated elements present in 

ecotourism, namely that it is (1) nature-based, (2) about 

preservation/conservation, (3) includes education, (4) sustainability, (5) aims at the 

distribution of benefits and (6) shows ethical/responsibility/awareness. In turn, 
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Honey (2008:29-31) argued that ecotourism should involve: (1) travel to natural 

destinations, (2) minimise environmental impacts, (3) build environmental 

awareness, (4) provide direct financial benefits for conservation, (5) provide 

financial benefits and empowerment for local people, (6) respect local culture and 

(7) support human rights and democratic movements.  

 

As a result and as applicable to this study, Sharma and Parkash (2014:24-19) 

describe ecotourism as a form of tourism that appeals to ecologically and socially 

responsible individuals. It focuses on volunteering, personal growth, and learning 

new ways to live on the planet typically involving travelling to destinations where 

flora, fauna and cultural heritage are the main attractions. Consequently, Cobbinah 

(2015:182) reduced the principles or elements of ecotourism into five broad 

groups, namely (1) environmental conservation, (2) cultural preservation, (3) 

community participation, (4) economic benefits and (5) empowerment of 

vulnerable groups.  

 

At first glance, it seems as if defining and implementing sustainable ecotourism is 

a fairly straightforward task; however, Cobbinah (2015:18) argues that certain 

sustainable principles of ecotourism are not properly implemented within 

communities, regions and/destinations because there is a limited understanding of 

the concept and/or purpose amongst ecotourism-related stakeholders. As a result, 

sustainable ecotourism practices have not been adequately implemented since the 

term ecotourism has been applied for revenue generation and environmental 

conservation, without sufficient consideration for local engagement and 

development.  
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Therefore, based on the scale of sustainable production and consumption, non-

compliance of communities, regions and/or destinations to ecotourism principles 

are associated with macro niche tourism and communities, regions and/or 

destinations implementing environmental conservation, cultural preservation, 

community participation, economic benefits, and empowerment of vulnerable 

groups are regarded as a micro niche tourism market. This view is supported by 

Das and Chatterjee (2015:3) who claim that there is a mismatch in vision and 

practice among communities, regions and/or destinations that develop and 

promote ecotourism products.  

 

Furthermore, Beard et al. (2012:21) note that adventure and ecotourism share 

commonalities since one may explore oneself against nature, as well as 

developing affinity and pursuing a feeling of oneness with nature. However, 

adventure and ecotourism are rather distinct entities because adventure tourism is 

�S�U�L�P�D�U�L�O�\���F�R�Q�F�H�U�Q�H�G���Z�L�W�K���U�L�V�N�\���D�F�W�L�Y�L�W�L�H�V�����Z�K�L�O�H���H�F�R�W�R�X�U�L�V�P�¶�V���V�D�O�L�Hnt component is a 

�V�S�H�F�L�I�L�F���V�H�W�W�L�Q�J�����6�X�Q�J�����0�R�U�U�L�V�R�Q���	���2�¶�/�H�D�U�\�������������������������F�R�Q�F�H�U�Q���I�R�U���W�K�H���H�Q�Y�L�U�R�Q�P�H�Q�W��

(Newsome, Moore & Dowling, 2012:12-15) and includes occurrences that are 

enhanced by nature (Wearing & Neil, 2013:4). 

 

Succeedingly, the third micro niche tourism market of natural area tourism is 

described next. 

 

2.4.3.3 Nature-based  

Nature has been a key attraction factor for tourism in countries worldwide. The 

demand for nature-based tourism has steadily grown and is consequently met by 
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the supply of nature-based products. From a supply-side perspective, fundamental 

to the nature-based tourism destination are natural resources (for example 

beaches, dams, forests, mountains and rivers) that are accessible and attractive 

enough to be significant pull factors to trigger travel. Nature-based products are 

developed and marketed by land owners, local communities and private tourism 

providers and/or public agencies; and, have led to numerous positive and/or 

negative political/administrative, economic, tourism/commercial, social/cultural, 

technological, physical/environmental and psychological impacts (Fredmand & 

Tyrväinen, 2010:177-178).  

 

With this in mind, Arnegger et al. (2008:1) argue that nature-based tourism takes 

into account both the nature orientation of tourism product types and the 

individuality of service arrangements purchased by nature tourists. Friedman (as 

cited by Fredmand & Tyrväinen, 2010:177-178), describes nature-based tourism 

�D�V�� �K�X�P�D�Q�� �D�F�W�L�Y�L�W�L�H�V�� �W�K�D�W�� �R�F�F�X�U�� �Z�K�H�Q�� �Y�L�V�L�W�L�Q�J�� �Q�D�W�X�U�H�� �R�X�W�V�L�G�H�� �W�K�H�� �S�H�U�V�R�Q�¶�V�� �R�U�Ginary 

neighbourhood. In other words, nature-based tourism represents those activities in 

different sectors that are directed at meeting the demand of nature tourists. 

Furthermore, from a demand side perspective, Fredmand and Tyrväinen 

(2010:177-178) describe nature-based tourists as visitors to natural areas, often 

as participants in various forms of activities (for example swimming, boating, 

fishing, hiking and skiing) and as consumers of commodities. 

 

Evidently, the descriptions above of nature-based tourism are very broad and do 

not capture the true meaning of nature-based tourism. Also, with the mention of 

natural areas, it is understandable why nature-based tourism and natural area 
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tourism are occasionally referred to as similar concepts. However, a distinction 

should be made between the two tourism types as nature-based tourism 

�H�Q�F�D�S�V�X�O�D�W�H�V���R�Q�O�\���R�Q�H���D�V�S�H�F�W���R�I���Q�D�W�X�U�D�O���D�U�H�D���W�R�X�U�L�V�P�����6�X�Q�J�����0�R�U�U�L�V�R�Q���D�Q�G���2�¶�/�H�D�U�\��

(1997:66) recognise that the most important component that should be used to 

describe nature-based tourism is nature-dependent with the destination being the 

primary motivator. As a result, a new appreciation and concern for the 

environment gives tourism attractions a window of opportunity in environmental 

interpretation  and  tourism  planning  (Backman, Backman & Malinovsky, 

2000:10-11).  

 

Accordingly, the interest that many tourists have in understanding and learning 

about nature, ecosystems and how they survive, provides nature-based tourism 

companies with the opportunity to educate tourists. In agreement, Vespestad and 

Lindberg (2011:563) suggest that the experience itself can be regarded as the 

nature-based product and value, and not just the result of the consumption 

process. Consequently, nature-based tourist experiences are categorised as (1) 

genuine, (2) entertainment, (4) state of being and (5) socio-cultural community.  

 

With this in mind, Newsome, Moore and Dowling (2012:13-14) concur that nature-

based tourism occurs in natural settings, but has the added emphasis of fostering 

understanding and conservation of the natural environment. Moreover, it 

embraces the viewing of nature as the primary objective. Thus, the focus of 

nature-based tourism is on the study and/or observation of the non-living (for 

example rocks and landforms) and living (for example fauna and flora) parts of the 

environment. Essentially, nature-based tourism is a form of tourism underpinned 
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by an ecocentric philosophy so that the natural environment provides the platform 

for environmental understanding and conservation. In addition, nature-based 

tourism embraces a sustainable approach and fosters responsible tourism. 

Newsome, Moore and Dowling (as cited by Leslie, 2012:20) describe responsible 

tourism not as a tourism brand or product, but rather as an approach in which 

tourism delivers benefits to tourists, communities, regions and/or destinations.  

 

However, the previous authors recognise that nature-based tourism is not purely a 

result of a relationship between tourism activities and natural environments, as is 

the case of adventure tourism, which encapsulates nature observation, wildlife 

viewing, as well as adventure pursuits on air, land and water. Furthermore, 

although nature-based tourism aims to protect natural areas, it is not synonymous 

with ecotourism as it lacks overt environmental education and/or interpretation. 

Additionally, nature-based tourism is different from wildlife tourism as it has a 

broader focus than purely viewing wildlife. In essence, then, nature-based tourism 

primarily focuses on the combined landscape and surrounds and is more holistic in 

its embrace of the environment. 

 

It should be noted that adventure, ecotourism and nature-based tourism are 

distinct entities as adventure tourism is primarily concerned with risky activities, 

�H�F�R�W�R�X�U�L�V�P�¶�V�� �V�D�O�L�H�Q�W�� �Fomponent is sustainable environments, and nature-based 

tourism comprises of experiences ���6�X�Q�J���� �0�R�U�U�L�V�R�Q�� �	�� �2�¶�/�H�D�U�\���� ������������������ �R�I�� �W�K�H��

environment (Newsome, Moore & Dowling; 2012:12-15) and occurrences that are 

dependent on nature (Wearing & Neil, 2013:4). Evidently, systematic 

measurements of nature-based tourism across different countries, including 
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vertical integration of local, regional and national levels is of the utmost 

importance. This is the case because defining nature-based tourism will not just 

help the estimation of the magnitude of the industry, it will help reduce conflicts 

with other resource users, identify market segments, contribute to a more 

sustainable development and monitor changes over time.  

 

There is a need for nature-based tourism to be supported through nature 

protection, sustainable management of natural resources, public infrastructure and 

open access policies. Also, the provision of the servicescape for nature-based 

tourism requires a joint venture between both private and public interests. 

Nevertheless, based on the scale of sustainable production and consumption, 

Weaver (as cited by Xu & Chan, 2016:108) defines nature-based tourism as a 

micro niche tourism market as it aims to foster learning experiences in 

appreciation of natural environments. However, nature-based tourism can be 

associated with macro niche tourism as is the case within many national parks that 

offer large-scale nature-based tourism.  

 

In conclusion, the focus of natural area tourism is on physical activities, tourist 

experiences and the environment. More specifically, comparing the definitions of 

adventure-, eco- and nature-based tourism, it is evident that adventure tourism 

focuses more on physical activities, ecotourism focuses more on the environment, 

and nature-based tourism focuses more on tourist experiences in nature. 

 

A reflection of �6�X�Q�J�¶�V�� �������������������� �F�R�Q�F�H�S�W�X�D�O�� �U�H�O�D�W�L�R�Q�V�K�L�S�� �E�H�W�Z�H�H�Q�� �D�G�Y�H�Q�W�X�U�H��

tourism, nature-based tourism and ecotourism is adjacently outlined.  
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2.4.3.4 Conceptual relationship between adventure tourism, nature-based tourism 

and ecotourism  

Adventure tourism, ecotourism and nature-based tourism are interrelated. 

However, these three concepts are not identical  (Sung, 2000:45; Swarbrooke et 

al., 2003:17; Novelli, 2007:9; Beard et al., 2012:22; Newsome, Moore & Dowling, 

2012:11; Wearing & Neil, 2013:4). Figure 2.5 illustrates the conceptual dimension 

of the three concepts proposed by Sung (2000:45), where the commonalities and 

differences despite descriptive confusion and overlaps are indicated. 

 

FIGURE 2.5: Conceptual relationships between natural area tourism, 
ecotourism and adventure tourism   

SOURCE: Sung (2000:45) 
 

Sung (2000:48) explains that adventure tourism, ecotourism and nature-based 

tourism all start from a similar core: travelling for a special interest to enhance 

personal experience in a specific setting, each of the three with its distinct 
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characteristics or emphases. That is, adventure tourism has developed to be 

activity-orientated and risk or physical performance-driven, nature-based tourism 

has developed to be nature-dependent and destination-driven, whereas 

ecotourism is environment-dependent and responsibility or sustainability-driven. 

Additionally, a common need for an outdoor activity is identified for both adventure 

and nature-based tourism. An exotic setting is an essential element for both 

adventure and ecotourism and resources, conservation and education are 

required for both eco and nature-based tourism.  

 

As illustrated in the figure above, the key factors that differentiate adventure-, eco- 

and nature-based tourism are activity, experience and environment. With this in 

mind, it can be argued that macro and micro niches are defined and differentiated 

using these three key factors. Conversely, it is important to note that any tourism 

activity is determined in the mind of the participant. Therefore, a tourism activity 

can be either cultural, event and/or natural orientated, depending on the emphasis 

and value allotted to the activity by the tourist.   

 

Based on the theoretical developments, the following section identifies the key 

factors that differentiate niche tourism markets.  

 

2.5  KEY FACTORS DIFFERENTIATING NICHE TOURISM MARKETS  

Although cultural, event and natural area tourism are macro niches in their own 

right; differences can be discerned in terms of the degree and emphasis rather 

than the presence or absence of unique characteristics. The theoretical 

developments in the field of niche tourism explored in this chapter highlighted 
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various macro and micro niche tourism market concepts, terminology and 

typologies. However, it appears to be only Sung (2000:45) who developed a 

conceptual model identifying the overlap between micro niche tourism markets. 

 

Incorporating the various niche tourism supply and demand perspectives, as well 

as using the conceptual model of Sung (2000:45) as a basis, it is argued that 

cultural tourism is experience-oriented, event tourism is activity-orientated and 

natural area tourism is environment-orientated. However, as there is a clear 

overlap between niche tourist groups, as illustrated in Figure 2.6, the key 

differentiating factors of cultural tourism are the environment and the tourist 

experience, the key differentiating factors of event tourism are the tourist 

experience and the physical activity and the key differentiating factors of natural 

area tourism are the physical activity and the environment, with tourist experiences 

becoming a more prevalent factor.  

 

FIGURE 2.6: Key factors that differentiate niche tourism markets 
SOURCE: Adapted from Sung (2000:45) 
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However, upon further investigation, it is contended that micro niche tourism 

markets are also distinguished by activities, experiences and environments. In 

other words, sport and adventure tourism place greater emphasis on physical 

stimulation, heritage and ecotourism focuses more on environmental stimulation 

and religion-, festival- and nature-based tourism stress mental stimulation.  

 

Evidently, it is realistic to argue that niche tourism researchers and marketers, in 

addition to the tourism characteristics as set out in paragraph 2.2.1 and 2.2.2, 

should define macro and micro niche tourism markets by including the key factor/s 

of activity, environment and/or experience.  

 

2.6  SUMMARY 

With a view to identify the key factors that differentiate cultural tourism, event 

tourism, natural area tourism and their associated trajectories, this chapter 

explored the theoretical development of niche tourism markets. In other words, the 

discussion regarding the theoretical development of niche tourism markets 

identified activities, experiences and environments as the three key factors that 

differentiate macro and associated micro niche tourist groups.  

 

These key factors contributed toward a solid theoretical foundation so that within 

this foundation, the conceptual paradigm (see Figure 4.1) can be used as a 

directive to ensure that when the primary data are collected and analysed, a wide 

range of variables are included to ensure that the primary research objective of 

this study is addressed. Moreover, it is argued that the key factors (product 

preferences) that differentiate consumer markets can be viewed as specific 
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segmentation bases for segmenting niche tourism markets. As such, the following 

chapter also contributes toward a solid theoretical foundation by discussing the 

broad and specific bases for segmenting niche tourism markets.  
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CHAPTER 3 

 

MARKET SEGMENTATION  

 

3.1  INTRODUCTION 

Tourism production and consumption in developed countries evolved from Fordist 

to post-Fordist to contemporary tourism. However, new types of travel demand 

have profoundly changed tourism supply and tourism marketing strategies, since 

differentiated product development and personalised marketing approaches are 

important to attract different niche tourist groups. Differentiated by the scale of 

sustainable production and consumption patterns, it is suggested that niche 

tourism should rather be viewed in terms of macro and micro niche tourism 

markets.  

 

Consequently, niche marketing is moving away from using strategies associated 

with mass marketing, towards those associated with target marketing. Target 

marketing, according to Tsiotsou and Goldsmith (2012:3-13), is a tool used by 

marketers to discover marketing opportunities by indicating the preferred products 

of each selected target market (or niche tourist group).  

 

Market segmentation, which is the first step of target marketing, enable marketers 

to adjust prices, distribution channels and advertising in order to reach target 

markets more effectively. In other words, marketers will be able to target groups 

who have greater purchase interest rather than scattering their marketing efforts in 

an unfocused manner.  
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Based on the third and fourth secondary  research  objectives as set out in 

Chapter 1 (see paragraph 1.4.2), this chapter explores existing and new 

knowledge by discussing in detail the procedures and broad bases for segmenting 

niche tourism markets. However, as market segmentation is similarly applied 

across different industries, a broad theoretical delineation is provided with special 

reference to other procedures and broad bases specifically utilised for niche 

tourism marketing. Thereafter, the key factors that differentiate niche tourism 

markets (see paragraph 2.5) will be used to identify the specific bases and 

requirements that can be used for segmenting, targeting and positioning niche 

tourism markets.  

 

Essentially, this chapter contributes toward laying a sound theoretical foundation 

necessary for developing a conceptual paradigm (see Figure 4.1). The conceptual 

paradigm will be used as a directive to ensure that when the primary data are 

collected and analysed, a wide range of variables are included to ensure that the 

primary research objective of this study is addressed. 

 

3.2  MARKET SEGMENTATION DEFINITION  

A market, as described by Szmigin and Piacentini (2014:353), entails the total 

number of persons who buy (the existing market), or who may buy (the potential 

market) a product or service. According to Kumar (2010:179), Gupta (2011:117), 

Dolnicar (2012:17), Middleton and Clarke (2012:103) and Mariani et al. (2016:15), 

markets consist of consumers, and consumers may differ in terms of their wants, 

resources, locations, buying attitudes and buying practices. As such, every 
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consumer can actually be viewed as a potentially separate market because 

consumers have unique needs and wants.  

 

To create customer value and achieve profitable customer relationships, the first 

stage in formulating an effective marketing strategy, as per Kotler and Armstrong 

(2015:170; 2016:74-79), is to divide the total market into smaller, relatively 

homogenous groups who respond in a similar way to a given set of marketing 

efforts �± as illustrated in Figure 3.1. Thereafter, marketers can target and position 

their target markets accordingly.  

 

FIGURE 3.1: Target marketing steps 
SOURCE: Kotler & Armstrong (2015:170; 2016:74-79) 
 

Armstrong et al. (2014:174), Boone and Kurtz (2014:273) and Horner and 

Swarbrooke (2016:139) propound that market segmentation refers to a marketing 

strategy which involves dividing a market into subsets of consumers, businesses, 

or countries who have �± or are perceived to have �± common needs, characteristics 

or behaviours and who might require separate products or marketing mixes.  
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�7�K�H�U�H�D�I�W�H�U���� �H�D�F�K�� �P�D�U�N�H�W�� �V�H�J�P�H�Q�W�¶�V�� �D�W�W�Uactiveness is evaluated and one or more 

segments to enter is selected (market targeting). This enables the diversification of 

marketing a product to ultimately occupy a clear, distinctive, and desirable place 

relative to competing products in the minds of target consumers (market 

positioning). In this context, market segmentation, especially in niche tourism, is 

salient �L�Q�� �W�R�G�D�\�¶�V�� �E�X�V�L�Q�H�V�V�� �Z�R�U�O�G���� �7�K�L�V�� �L�V�� �E�H�F�D�X�V�H�� �W�K�H�U�H�� �D�U�H�� �V�L�P�S�O�\�� �M�X�V�W�� �W�R�R�� �P�D�Q�\��

variables in consumer needs, preferences, and purchasing power to attract all 

consumers with a single marketing mix (Boon & Kurtz, 2014:299; Cho, Bonn & 

Brymer, 2014:2).  

 

This does not necessarily mean that marketers should change their products in 

order to meet the needs of different market segments, but it does suggest that 

researchers and marketers should aim to identify those factors that affect 

�F�R�Q�V�X�P�H�U�V�¶�� �S�X�U�F�K�D�V�H�� �G�H�F�L�V�L�R�Q�V���� �D�Q�G�� �D�O�V�R���� �P�D�U�N�H�W�H�U�V�� �V�K�R�X�O�G�� �L�G�H�D�O�O�\�� �J�U�R�X�S��

consumers according to the presence or absence of these factors and then adjust 

marketing strategies in order to meet the needs of every selected group(s) of 

consumers (Ali-Knight, 2010:5; Smallman & Moore, 2010:401-404; Kozak & 

Martin, 2012:188-190).  

 

The following section discusses the procedures used for segmenting consumer 

markets.  

 

3.3  MARKET SEGMENTATION PROCEDURE 

There are two basic approaches towards market segmentation, namely (1) priori 

and (2) post hoc approaches. Pearce and Bulter (2010:34), as well as Wedel and 
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Kamakura (2012:4) suggest that the priori approach involves dividing a market into 

groups without the benefit of primary market research. This means that intuition, 

experience, and the analysis of secondary data sources are used to group 

consumers into segments. On the other hand, the post hoc approach uses primary 

market research to divide a market into groups based on the selected variables 

that define a specific target group and/or market segment.  

 

Researchers and marketers typically follow a post hoc approach by applying broad 

segmentation variables to subdivide consumer markets. This, as illustrated earlier 

in Figure 3.1, is usually conducted by implementing the two-step segmentation 

procedure of Kotler and Armstrong (2015:170; 2016:74-79). This procedure entails 

(1) identifying bases for segmenting the market and (2) developing profiles of 

resulting segments.  

 

Step one of this procedure typically commences with exploratory interviews and 

focus groups with a view to gain insight into the motivations of consumers, their 

attitudes and behaviours. Using these results, a formal questionnaire is then 

formulated to collect data pertaining to geographic, demographic, psychographic 

and/or behavioural characteristics of the consumers constituting the market. 

Thereafter, a factor analysis is applied to the data obtained from the questionnaire 

to remove highly correlated variables before applying a cluster analysis. This is 

done to create a specified number of maximally different segments. Lastly, step 

two of this procedure entails that every cluster is then profiled in terms of 

distinguishing geographic, demographic, psychographic and/or behavioural 

patterns, which is named after a dominant distinguishing characteristic (Kotler & 
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Armstrong, 2015:170; 2016:74-79). However, as market segments change, this 

procedure should be repeated periodically. 

 

The ensuing section explains the broad segmentation bases used for segmenting 

consumer markets.  

 

3.4  BROAD BASES FOR SEGMENTING CONSUMER MARKETS  

Two broad groups of variables are typically used for segmenting consumer 

markets. Kotler and Armstrong (2015:170; 2016:74-79) indicate that segments are 

formed by identifying consumer characteristics using geographic, demographic 

and/or psychographic variables. Thereafter, it is necessary to examine whether the 

identified consumers exhibit different needs or product responses. Segments can 

also be formed, as illustrated in Figure 3.2, by identifying consumer responses to 

benefits sought, use occasions or brands. Once the segments have been formed, 

it is necessary to examine whether different consumer characteristics are 

associated with each consumer-response segment.  

 

FIGURE 3.2: Broad bases for segmenting niche tourism markets  
SOURCE: Adapted from Kotler & Armstrong (2015:220-223) 
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Following is a presentation of t�K�H�� �E�U�R�D�G�� �V�H�J�P�H�Q�W�D�W�L�R�Q�� �Y�D�U�L�D�E�O�H�V�¶��characteristics 

associated with geographic, demographic, psychographic and/or behavioural 

segmentation. Depending on the circumstances, these characteristics can be used 

in isolation or in various combinations.  

 

3.4.1  Geographic segmentation  

Geography refers to the study of places and the relationships between people and 

their environments (National Geographic, 2016). In turn, geographic segmentation 

refers to dividing a market into different geographical units (for example 

neighbourhoods, towns, cities, provinces, countries, regions of the world and/or 

even climate areas) based on the demand for specific categories of products 

(Armstrong et al., 2014:176; Boone & Kurtz, 2014:275; Horner & Swarbrooke, 

2016:139). 

 

Tsiotsou and Goldsmith (2012:3-13) explain that because demand for some 

product categories vary according to geographic regions, marketers operate in one 

or several geographic areas, paying attention to geographic differences, as well as 

consumer preferences. Stated differently, to be competitive within a changing 

market, marketers change or modify product(s) and/or marketing approaches in 

accordance with geographic differences. However, when making these decisions, 

Williams and Lew (2014:177) note that the population distribution patterns, fast-

growing areas, product-purchase patterns, product-preference patterns, job-

growth patterns, and migration patterns �± which are all identifiable when 

segmenting a market according to geographic locations �± are envisaged.  
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Geographic characteristics and segmentation have up to now been well 

researched and the results of numerous studies have been translated into popular 

mass-market books and articles (for example Nelson, 2013; Hall & Page, 2015; 

Williams & Lew, 2014). In addition, Euromonitor International (2014) has published 

over 53 books and 626 articles focusing on marketing data and statistics of various 

countries. Since 1999, Tourism Geographies published eighteen volumes, each 

consisting of approximately five editions, eight articles and two book reviews for 

the presentation and discussion of geographic perspectives on tourism and 

tourism-related areas of recreation and leisure studies (Tourism Geographies, 

2016).  

 

More specifically, geographic characteristics and segmentation are also well 

researched in the niche tourism domain. However, when segmenting a niche 

�W�R�X�U�L�V�P���P�D�U�N�H�W���E�D�V�H�G���R�Q���D���Q�L�F�K�H���W�R�X�U�L�V�W�¶�V���D�U�H�D���R�I���U�H�V�L�G�H�Q�F�H�����F�R�Q�V�L�G�H�U�D�W�L�R�Q���V�K�R�X�O�G��

be given to the specific traditional participation considerations of niche tourist 

groups and to the accessibility of activities, environments and experiences.  

 

For example, in an analysis of leisure trip types among households, 

Hoyer����MacInnis�� �D�Q�G��Pieters ���������������������� �I�R�X�Q�G�� �W�K�D�W�� �D�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�¶�V�� �D�U�H�D�� �R�I��

residence is a significant determinant of the likelihood of taking different trip types. 

Coupled with this, most niche tourism activities and experiences are environment 

specific, indicating that there are meaningful variations among niche tourist groups 

in different regions. Consequently, a more complete scientific understanding of the 

geographic distribution of niche tourists and associated tourism benefits is of vital 

importance from the viewpoint of sustainable tourism development and policy.  
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By relating data to specific locations, Boone and Kurtz (2015:278) recognise the 

increase of geographic information systems (GIS) being used to analyse 

marketing information. The result is a geographic map overlaid with digital data 

about niche tourists in a specific area. Consequently, it is possible to use these 

niche tourist profiles to appropriately locate new outlets, assign sales territories, 

plan distribution centers and map out efficient delivery routes. In addition, Koo, 

Lau and Dwyer (2016:11) propose the use of the power law �± applied when the 

frequency of an incident varies with a power of certain attribute of that incident �± to 

describe and predict the geography of population and cities.  As illustrated in 

Equation 2.1, the power law distribution (P(x)) �± a probability density distribution �± 

�L�V���D���I�X�Q�F�W�L�R�Q���R�I���F�R�Q�V�W�D�Q�W�����F�����G�L�Y�L�G�H�G���E�\���W�K�H���V�L�]�H�����[�����D�Q�G���S�R�Z�H�U���O�D�Z���H�[�S�R�Q�H�Q�W�����.��������������

Mathematically, the power law can be summarised by a simple equation: 

 

���:�š�; 
L
�a

�v�W�6�-                 (Eq. 2.1) 

 

Based on the premise that destinations are the smallest spatial unit, followed by 

regions and countries, P(x) is the probability for a destination of size (x) to exist. In 

other words, P(x) shows how niche tourists or niche tourist nights in a given 

country or region are distributed across destinations that are distinguished by 

politically and administratively salient boundaries (Koo, Lau & Dwyer, 2016:3). 

 

�(�Y�L�G�H�Q�W�O�\���� �L�W�� �L�V�� �L�P�S�R�U�W�D�Q�W�� �L�Q�� �W�R�G�D�\�¶�V�� �K�L�J�K�O�\�� �F�R�P�S�H�W�L�W�L�Y�H�� �J�O�R�E�D�O�� �H�Q�Y�L�U�R�Q�P�H�Q�W�� �Q�R�W�� �W�R��

stagnate at the notion of geographic location as a basis for segmentation. The 

reason for this is that distinctions among consumers also exist within a particular 

geographic location. For example, consumers who relocate to different areas may 
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bring preferences related to their specific area of origin. Therefore, geographic 

segmentation is usually used in conjunction with demographic, as well as 

psychographic and/or behavioural characteristics. 

 

The demographic characteristics typically used for segmenting consumer markets 

are set out below.  

 

3.4.2  Demographic segme ntation  

Demography refers to the science of populations (Demographic Research, 2016) 

and demographic segmentation, as illustrated in Figure 3.3, denotes to the idea of 

dividing a market into different population units (for example age, education, 

ethnicity, nationality, religion, family life-cycle stage, gender, household size, 

income and/or occupation) based on the demand for specific categories of 

products (Armstrong et al., 2014:176; Boone & Kurtz, 2014:279; Horner & 

Swarbrooke, 2016:140).  

 

FIGURE 3.3: Demographic segmentation characteristics 
SOURCE: Adapted from Kotler & Armstrong (2015:220-223) 
 

This approach, according to Lanfranchi, Giannetto and De Pascale (2014:97-98), 

is also known as socio-economic segmentation, seeing that vast quantities of 
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available socio-economic data are required to complete a plan for demographic 

segmentation. Stated differently, even when market segments are first defined 

using other broad segmentation bases (such as psychographic or behavioural 

segmentation), demographic characteristics are required to assist towards 

assessing the size of the market and to reach it effectively (Armstrong et al., 

2014:176). Thus, demographic characteristics can be used to derive segments 

that are easy to reach and indicative of psychographic and behavioural 

characteristics. 

 

Demographic characteristics and segmentation have also been well researched 

and the results of numerous studies have been translated into popular mass-

market books and articles. For example, since 1999, Demographic Research 

published 35 volumes, each consisting of approximately thirty four articles 

pertaining to demographic segmentation (Demographic Research, 2016).  

 

More specifically, demographic characteristics and segmentation have also been 

well researched in the niche tourism domain.  For example, Moscardo et al. 

(2000), Hsu, Kang and Wolfe (2002), Lin (2002), Chang and Samuel (2004), 

Hedlund, Marell and Gärling (2012), Cho, Bonn and Brymer (2014), Fjelstul 

(2014), Hutchins (2014) and Bernini and Cracolici (2015) all segmented selected 

niche tourism markets according to demographic characteristics. Clearly, 

demographic segmentation is a popular way for segmenting a market because 

�F�R�Q�V�X�P�H�U�V�¶�� �S�U�H�I�H�U�H�Q�F�H�V�� �D�Q�G�� �X�V�H�U�� �U�D�W�H�V�� �R�I�W�H�Q�� �F�R�U�U�H�O�D�W�H�� �F�O�R�V�H�O�\�� �Z�L�W�K�� �W�K�H�L�U��

demographic characteristics and demographic characteristics are easy to 

measure. 
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A compendium of typical demographic characteristics used for segmenting 

consumer markets is presented in the subsequent discussion.  

 

3.4.2.1 Age 

Age is one of the most popular demographic characteristics used for segmenting 

consumer markets. However, as is the case with gender, age distinctions have 

become blurred as the roles and needs of consumer groups change, as shifts in 

age distribution takes place, and as changes take place within groups (Tsiotsou & 

Goldsmith, 2012:6).   

 

According to Williams and Page (2011) and Wong and Song (2012), the social and 

economic influences that every group experience help to form long-term beliefs 

and goals that can have a lasting effect on buying habits and choices. Thus, for 

age segmentation to be effective, it is necessary to distinguish between the basic 

generation characteristics of the greatest generation (1901-1945), baby boomers 

(1946-1964), generation X (1965-1980), generation Y (1981-1999) and generation 

Z (2000-2015). However, a detailed narrative of these generations falls outside the 

scope of this study.  

 

In addition, the sociological concept (also called the cohort effect) is also often 

considered in market segmentation. Gardiner, Grace and King (2014) and Bernini 

and Cracolici (2015) describe this concept as the tendency of members of a 

generation to be influenced and bound together by significant events occurring 

during key formative years. The cohort effect helps to define the core values of an 

�D�J�H�� �J�U�R�X�S�� �W�K�D�W�� �H�Y�H�Q�W�X�D�O�O�\�� �V�K�D�S�H�� �F�R�Q�V�X�P�H�U�V�¶�� �S�U�H�I�H�U�H�Q�F�H�V�� �D�Q�G�� �E�H�K�D�Y�L�R�X�U�V���� �,�Q��
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essence, the significance of the cohort effect is lodged in understanding the 

general characteristics of every group as it responds to defining life events.  

 

These two concepts have been well researched in various industries. However, 

Chen and Shoemaker (2014:58) suggest that theory of generations, continuity 

theory, or human life cycle theory �± all of which emphasise generation or cohort 

effects on travel behaviour �± might be limited in explicating tourism markets, since 

age effects are to some extent more effective than cohort effects in explaining 

group differences. Further research is, however, required in the niche tourism 

domain as it seems that the only recent research studies pertaining to age 

characteristics include, but are not limited to Leask, Fyall and Barren (2011), 

Naidoo et al. (2015), Nikitina and Vorontsova (2016) and Tiago et al. (2016); and, 

the only recent research studies pertaining to the cohort effect include, but are not 

limited to Li, Li and Hudson (2013) and Gardiner, Grace and King (2014).  

 

Nonetheless, age is still considered an important factor to represent �D���W�R�X�U�L�V�W�¶�V���O�L�I�H-

cycle since different age groups tend to exhibit different types of leisure and travel 

behaviour (Chen & Shoemaker, 2014:59-61). Generational change is affecting 

travel demand, making generational cohort analysis an ideal lens through which to 

forecast the future travel behaviour of tourist groups. 

 

3.4.2.2 Education  

Education signifies the process of educating or being educated, especially at a 

school or university (Oxford, 2002:369). Education segmentation involves dividing 

a market into different levels of education based on the demand for specific 
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categories of products (Armstrong et al., 2014:176; Boone & Kurtz, 2014:275; 

Horner & Swarbrooke, 2016:139).  

 

�$�V�� �P�H�Q�W�L�R�Q�H�G�� �H�D�U�O�L�H�U���� �W�K�H�� �O�H�Y�H�O�� �R�I�� �H�G�X�F�D�W�L�R�Q�� �X�V�X�D�O�O�\�� �L�Q�I�O�X�H�Q�F�H�V�� �D�� �W�R�X�U�L�V�W�¶�V��

psychographic and behavioural characteristics (see paragraph 3.4.2). Educational 

characteristics and segmentation have also been well researched in the niche 

tourism domain and the results of numerous studies have been translated into 

popular mass-market books and articles. For example, since 1992, the Journal of 

Hospitality, Leisure, Sports and Tourism Education (JoHLSTE) �± the leading 

international, peer-reviewed educational journal �± published fifteen volumes, each 

�F�R�Q�V�L�V�W�L�Q�J���R�I���Y�D�U�L�R�X�V���D�U�W�L�F�O�H�V���S�H�U�W�D�L�Q�L�Q�J���W�R���U�H�V�H�D�U�F�K�����J�R�R�G���S�U�D�F�W�L�F�H�¶�V���D�Q�G���L�Q�Q�R�Y�D�W�L�R�Q��

in all aspects of higher education in hospitality, leisure, sports and tourism and 

events (JoHLSTE, 2016).  

 

Chhabra (2010:88) notes that the level of education �± which is a significant factor 

determining niche tourist behaviour �± needs to be identified since it has a positive 

relationship with leisure and/or recreation participation. In other words, niche 

tourist groups with lower levels of education are particularly motivated to rest and 

have fun when they travel, while niche tourist groups with higher levels of 

education are motivated to obtain status, prestige or self-fulfillment. Consequently, 

niche tourists with higher levels of education require high quality products, usually 

provided by tourist guides that are highly skilled, aware and directly interested in 

the  preservation  and  the  respect  for  natural  tourist  landscapes (Mazilu & 

Mitroi, 2010:164).  
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Segmentation in the niche tourism domain is increasingly being based on level of 

education, as it is believed that niche tourist groups who have a higher level of 

education are more likely to participate frequently in leisure and/or recreation 

activities than those who do not have higher levels of education. This sentiment is 

contradicted by Kruger and Saayman (2015:4), but these authors nonetheless 

concur that differences among niche tourists who are less or more qualified have 

an impact on the way niche tourism companies are managed and marketed, as 

different markets have different needs. 

 

3.4.2.3 Ethnicity, nationality and religion 

At first sight, ethnicity, nationality and religion may seem to have little bearing on a 

�P�D�U�N�H�W�¶�V�� �E�H�K�D�Y�L�R�X�U���� �+�R�Z�H�Y�H�U���� �W�K�L�V�� �L�V�� �Q�R�W�� �W�K�H�� �F�D�V�H���� �,�Q�� �V�R�P�H�� �L�Q�V�W�D�Q�Fes, the 

influence of these factors is limited and often affects only a small section of 

�F�R�Q�V�X�P�H�U�V�¶���S�X�U�F�K�D�V�L�Q�J���E�H�K�D�Y�L�R�X�U���� �+�R�Z�H�Y�H�U���� �L�Q���R�W�K�H�U���L�Q�V�W�D�Q�F�H�V���L�W�V���L�Q�I�O�X�H�Q�F�H�V���D�Q�G��

effects have notifiable consequences, as explained by Barnes (2011:189).  

 

For example, ethnicity, which refers to a combination of culture and race, has a 

�V�L�J�Q�L�I�L�F�D�Q�W�� �H�I�I�H�F�W�� �R�Q�� �S�H�R�S�O�H�V�¶�� �H�D�W�L�Q�J�� �K�D�E�L�W�V���� �F�O�R�W�K�L�Q�J�� �D�Q�G�� �H�Q�W�H�U�W�D�L�Q�P�H�Q�W�� ���%�D�U�Q�H�V����

2011:189). Boone and Kurtz (2014:286), however, propose that in order to make 

racial or ethnic-based statistics more accurate, researchers and marketers should 

be aware that consumers are able to classify themselves as belonging to more 

than one racial category. In addition, it has become practice to name ethnic groups 

after the language spoken. In light of this, Ruane and Todd (2014:16-18) advise to 

avoid possible confusion by segmenting consumer markets rather by language 

group than by ethnic group. 
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Nationality refers to a legal state. It is believed to have a significant effect on 

purchase decisions and apply to people of a particular nationality, for example 

flags, patriotic symbols and traditions (Barnes, 2011:189). However, as consumers 

are emphasising one part of their heritage (including ethnicity and nationality) over 

another, the differentiating needs and preferences of consumer groups should 

continuously be identified as these may have a significant effect on product 

purchases (Boone & Kurtz, 2014:286).  

 

In terms of niche tourism, travel motivation related to heritage has substantially 

grown to be categorised as a micro niche tourism market (see paragraph 2.4.1.1).  

 

Heritage characteristics and segmentation have, like the factors outline above, 

been well researched in the niche tourism domain. The results of numerous 

studies have been translated into popular mass-market books and articles. For 

example, since 1994, the International Journal of Heritage Studies (IJHS) �± an 

interdisciplinary academic, refereed journal �± published 22 volumes that resulted 

into ten issues, each consisting of approximately seven articles and four book 

reviews pertaining to heritage tourism (IJHS, 2016).  

 

Religion tourism also has a significant effect on the purchase of consumer 

products. For example, accommodation and food choices are in some cases made 

based on religious connotations.  

 

Moreover, in terms of niche tourism, travel motivation connected to religious 

purposes has substantially grown to be categorised as a micro niche tourism 
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market (see paragraph 2.4.1.1).  Religious characteristics and segmentation have 

also been well researched in the niche tourism domain; the results of numerous 

studies have been translated into popular mass-market books and articles. For 

example, since 2013, the International Journal of Religious Tourism and 

Pilgrimage �± a high-quality, international, open access, online, double blind 

reviewed journal �± published four volumes that resulted into eleven issues, each 

consisting of approximately ten articles pertaining to religious tourism and 

pilgrimage (IJRTP, 2016).  

 

Evidently, consumer markets are increasingly being segmented according to 

ethnic groups, nationality and religion (Chen et al., 2014:182-183). Considerable 

attention is thus required to segment consumer markets accordingly.  

 

3.4.2.4 Family life-cycle stages 

Family life-cycle represents the process of family formation and dissolution (Boone 

and Kurtz, 2014:286). Family life-cycle segmentation implies dividing a market into 

different life-cycle stages (for example young single persons, young couples, full 

nesters, empty nesters, single parents, blended couples and/or older single 

persons) based on the demand for specific categories of products.  

 

As people move from one life-cycle stage to another, they develop a new set of 

demands and preferences for different types of products. Stated differently, 

consumers purchase decisions are based on the premise of whether or not 

consumers are dependent or if they have dependents.  
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From a broader tourism perspective, Wang (2014:9) states that although 

international tourism expenditures also increase with GDP per capita, they do so 

at a slower rate. In a high-savings regime, there is strong motivation for 

precautionary savings and tourism is considered a luxury; therefore, such 

spending is crowded out by an increase in savings as GDP per capita increases.  

 

From a narrow niche tourism perspective, Tangeland and Aas (2011:822) 

identified the differences between household types in terms of the importance of 

the experience attributes sought from niche tourism (specifically nature-based 

tourism) activity products. That is, niche tourism markets are categorised into five 

main household types, namely (1) nuclear family, (2) single parent, (3) couples 

without children, (4) single and (5) adults living together.  

 

Furthermore, these five main household types are divided into four key experience 

attributes, namely (1) risk/challenge, (2) facilitation, (3) learning and (4) 

family/children friendly. Niche tourist groups change their preferences and patterns 

of behaviour over time and as a result, niche tourism marketers that serve different 

�V�H�J�P�H�Q�W�V�� �D�O�R�Q�J�� �D�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�¶�V�� �O�L�I�H-cycle can guide niche tourist groups from 

stage- to -stage by offering niche tourism products related to specific needs. 

 

Clearly, life-style segmentation requires further research within the niche tourism 

domain as most life-style research, according to Woo, Kim and Uysal (2015:89), 

has made use of the Adjustment Model, Attitudinal Model, Irridex Model, Tourism 

Area Lifecycle Model and the Product Lifecycle (PLC) Model for interpreting 
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concepts in the realm of niche tourism (Collins-Kreiner, 2016) and the growth of 

niche tourism regions or destinations.  

 

3.4.2.5 Gender 

Gender studies include the relations between men and women, both perceptual 

and material. Gender is not determined biologically, as a result of sexual 

characteristics of either women or men, but is constructed socially. Gender is a 

central organising principle in societies and often governs the processes of 

production and reproduction, consumption and distribution (FAO, 1997). 

Furthermore, Armstrong et al. (2014:177) describe gender segmentation as the 

process of dividing potential markets based on gender (male or female). Thus, 

gender is a characteristic that helps to define markets for certain products �± yet, 

segmenting by gender can be tricky. 

 

On the one hand, biological differences among men and women are well 

researched and the results have been reported on in popular mass-market books 

(Theobald, 2013:391). This stream of research has substantiated differences 

between men and women regarding the manner in which they process cues, 

evaluate products, develop attitudes, and respond behaviourally. On the other 

hand, gender segmentation in some instances is not obvious, according to Lee et 

al. (2011:54-55). Consumer markets are segmented differently if a typical male or 

female product and/or product image is not clearly identifiable. Segmenting 

markets according to typical male and female products has increasingly become 

obsolete as male and female roles have become synonymous in some spheres.  
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For example, marketing strategies are typically aimed at the interests of 

consumers rather than their gender. From a tourism perspective, gender is 

hypothesised to influence participation in tourism and gender marketing is more 

effective when combined with other demographic or psychographic characteristics 

(Ferrell & Hartline, 2012:117).  

 

This notion is based on the idea that females are often systematically excluded 

from a socialisation process in traditional outdoor leisure activities, leading to an 

inequality in access to leisure time and activities (Donnely, 2012). The 

consequence of such inequality contributes to the assumption that women as 

opposed to men are less actively engaged in a number of specific niche tourism 

activities in terms of both their likelihood and frequency of taking trips.  

 

Southall and Fallon (2011:Chapter 16) noted that LGTB (lesbian, gay, bisexual 

and transgender) tourism is a growing market in its own right, and is increasingly 

being targeted by niche tourism companies worldwide. With this in mind, Kiesnoski 

(2013) notes that the LGTB community is overshadowed by their more numerous 

lesbian, gay and bisexual counterparts and are largely left to their own devices 

and dilemmas when planning travel based on their unique needs, interests and 

concerns.  

 

That is, concerns related to clearing airport security, renting a car or hotel room, to 

simply choosing the right public restroom in a given destination should be 

adequately addressed. Fairly little is known about LGTB tourism and associated 

tourist groups�¶�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�� �D�Q�G�� �F�R�Q�F�H�U�Q�V���� �7�K�H�U�H�I�R�U�H���� �I�X�U�W�K�H�U�� �U�H�V�H�D�U�F�K�� �L�V��
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required pertaining to the LGTB community, as this tourism market could 

potentially become a macro niche tourism market in the future.  

 

3.4.2.6 Household size 

Household size is essentially the number of people, who may or may not be 

residing with a person, for whom this person is financially responsible (Shakya, 

2009:295). The concept of decision-making is a prevalent factor to understand the 

composition of a household.  

 

Tangeland and Aas (2011:824-825) note that the worldwide trend towards smaller 

�K�R�X�V�H�K�R�O�G�V���Q�R�Z�D�G�D�\�V���F�R�X�O�G���E�H���S�U�H�G�L�F�D�W�H�G���R�Q���O�R�Z�H�U���I�H�U�W�L�O�L�W�\���U�D�W�H�V�����\�R�X�Q�J���S�H�R�S�O�H�¶�V��

tendency to postpone marriage, the frequency of divorce, and the ability and 

�G�H�V�L�U�H�� �R�I�� �P�D�Q�\�� �S�H�R�S�O�H�� �W�R�� �O�L�Y�H�� �D�O�R�Q�H���� �7�K�X�V���� �W�R�G�D�\�¶s households represent a wide 

array of diversity that is the result of household size segmentation combined with 

life-cycles approaches.  

 

There are typically three key related life-cycles approaches to segment markets 

according to household size. The first approach focuses on individuals as they 

progress from birth to death. The second approach, in contrast, focuses on the 

broader family unit, with family life-cycles operationalising the family career into 

categories that modally represent types of families. A third key approach describes 

�D�Q�G���H�Y�D�O�X�D�W�H�V���K�R�X�V�H�K�R�O�G�V�¶���F�R�P�S�R�V�L�W�L�R�Q���� �K�L�J�K�O�L�J�K�W�L�Q�J���W�K�H���I�D�F�W���W�K�D�W���K�R�X�V�H�K�R�O�G�V���F�D�Q��

consist of family members as well as non-family members living together. In other 

words, household education, expenditure and income patterns (socio-economic 
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factors) may serve as a basis for studying consumer behaviour among households 

(Schänzel, Yeoman & Backer, 2012:58).  

 

More specifically, Ruseski et al. (2011:58) note that the relationship between 

family commitment and family size may be a barrier to niche tourism products. 

However, Sung (2000:71) and Watne and Winshester (2011) found that young 

children, especially the number of children under the age of 12 years, influence 

purchasing decisions as these children have the ability to negotiate with parents. 

Consequently, these factors are important characteristics that are used to explain 

the different life cycles of niche tourism markets.  

 

Evidently, household size segmentation requires further research within the niche 

tourism domain as it is necessary to focus on household composition at any given 

point in time, because this has a direct bearing on the experiences niche tourists 

seek when purchasing niche tourism products. In addition, household trends 

should be identified, modified and applied so that the needs of different 

households are incorporated into specific niche tourism marketing approaches.  

 

3.4.2.7 Income  

Income is generally accepted as the flow of cash or cash-equivalents received 

from work (wage or salary), capital (interest or profit) or land (rent) and income 

segmentation refers to dividing a market into different purchasing power segments 

(for example higher, medium and low income levels) based on the demand for 

specific categories of products (Armstrong et al., 2014:177).  
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Boone and Kurtz (2014:289) explain that income segmentation often relates to 

other demographic characteristics as a basis for segmenting consumer markets. 

This notion is based on the idea that geographic locations, age, household size 

and level of educatio�Q���Y�D�U�\�� �L�Q���W�H�U�P�V���R�I�� �D���F�R�Q�V�X�P�H�U�¶�V���L�Q�F�R�P�H���W�K�D�W���L�Q�L�W�L�D�W�H�V���O�H�V�V���R�U��

more spending.  

 

Expenditure patterns in tourism markets have been well researched and resulted 

into the classification of tourists into light and heavy users (Pizam & Reichel, 1979; 

Woodside, Cook & Mindak, 1987; Spotts & Mahoney, 1991; Legoherel, 1998; 

Kumar, 2010). It is evident from the literature that that tourists with higher levels of 

income exhibit different expenditure patterns from those with lower levels of 

income.  

 

However, Dolnicar et al. (2008:44) highlight that to assess the competition 

between expenditure categories and identify market segments most suitable for 

the product category offered, one should take note that tourism expenditure in the 

context of other household expenditure decisions demonstrate a high level of 

heterogeneity between individuals with respect to their spending preferences.  

 

From a niche tourism perspective, a high level of income is nonetheless 

hypothesised to be positively associated with micro niche tourism participation. For 

instance, Novelli (2007:67) explains that lower income individuals or households 

tend to travel less for niche tourism purposes than higher income individuals or 

households. In support of this, Sharpley and Stone (2014:6) mention that micro 

niche tourist groups tend to be able to afford more specialised tourism products to 
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and at more destinations. This may, however, be as a result of time constraints. 

Grosbard (2015:21-32) notes that the earning characteristics of a household (the 

number of income earners and the earning composition) as well as household 

status (the household size and the number of children under twelve years old ) is 

expected to reflect household time constraints specifically in terms of niche 

tourism products. Higher income is often related to higher career demands that 

result in less time for travel. Nonetheless, micro niche tourist groups might have a 

shorter length of stay, but definitely spend more than mass niche tourist groups 

(Kruger & Saayman, 2015:4; Nickerson, Jorgenson & Boley, 2016:70).  

 

Clearly, the global financial recession has resulted to tourist groups spending less 

but who are seeking greater value for money (Armstrong et al., 2014:177). In all, 

income segmentation still requires further research within the tourism domain.  

 

3.4.2.8 Occupation 

Occupational segregation refers to the distribution of consumers across and within 

occupations and jobs, based upon demographic characteristics, most often 

gender. In other words, occupational segregation is most likely caused by gender 

discrimination often occurring in either horizontal (across occupations) or vertical 

(within the hierarchy of occupations) patterns. That is, gender discrimination is 

significant across the tourism industry as women generally receive less 

remuneration even when displaying the same characteristics and job content. As a 

result, the spread between the yields for both genres in the economy grows 

continually with age and decreases with education (Guimaraes & Silva, 2016:440).  
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�,�Q���D�G�G�L�W�L�R�Q�����R�F�F�X�S�D�W�L�R�Q���X�V�X�D�O�O�\���L�Q�I�O�X�H�Q�F�H�V���W�R�X�U�L�V�W�V�¶���S�V�\�F�K�R�J�U�D�S�K�L�F���D�Q�G���E�H�K�D�Y�L�R�X�U�D�O��

characteristics. That is, level of education (see paragraph 3.4.2.2) and income 

(see paragraph 3.4.2.7) are usually used to describe how occupation influences 

purchase decisions and product demands. As is the case with education and 

income level, certain professions entail limited time to participate specifically in 

niche tourism products. The more occupation-related work an individual or 

household has, the less time will be allocated for household work, so that the time 

available for niche tourism products has be negotiated between household 

members (Zhang, Zhang & Masashi, 2012:1564-1568).  

 

In this sense, with a view to increase niche tourism participation, it is necessary to 

consider occupation type in an endeavour to identify if, when, where and how 

niche tourist groups are able to participate in niche tourism products. Based on 

objective as opposed to subjective indicators, Quality of Life (QOL) focuses on 

social indicators such as income, physical health and standard of living (Uysal et 

al., 2016:257). That is, tourism does affect the well-being of all in destination 

communities; not only those who are part of the production and consumption of 

tourism goods and services. Through tourism, the need of employees are 

satisfied, which in turn leads to employees providing better quality services.  

 

To conclude the discussion of demographic segmentation, it is important to keep 

in mind that demographic segmentation is helpful, but it may also lead to 

stereotyping. Therefore, it is imperative not to alienate or miss a potential market 

by using only demographic segmentation as a starting point or as an only 

alternative. For instance, Swayne and Dodds (2011:584) observe a new form of 
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segmentation, namely geodemographic segmentation. This form of segmentation 

identifies consumer profiles by grouping consumers according to their 

demographic characteristics (such as age and income) while simultaneously 

identifying consumers by means of geographic characteristics.  

 

A discussion of psychographic segmentation, a popular segmentation base used 

for segmenting consumer markets, is offered below.  

 

3.4.3  Psychographic segmentation  

Psychographics signifies the relations between physical stimuli and mental 

phenomena (Oxford, 2002:942). Psychographic segmentation, as illustrated in 

Figure 3.4, is described as dividing a market into different psychological 

dimensions (for example lifestyle, personality and/or social class) based on the 

demand for specific categories of products (Armstrong et al., 2014:177; Boone & 

Kurtz, 2014:289; Horner & Swarbrooke, 2016:142). Psychographic segmentation 

provides for a fuller and more lifelike profile of consumers.  

 

FIGURE 3.4: Psychographic segmentation characteristics 
SOURCE: Adapted from Kotler & Armstrong (2015:220-223) 
 

Psychographic characteristics and segmentation have been rather well researched 

and the results of numerous studies have been published in popular mass-market 

books and articles. For example, since 2010, the International Journal of Tourism 
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Anthropology published five volumes, each consisting of approximately four 

editions and five articles pertaining to the norms and values of tourism societies 

(IJTA, 2016).  

 

Psychographic characteristics and segmentation have also been well researched 

in the niche tourism domain. It was already proposed in the 1970s that 

psychographic segmentation is a useful basis for gaining insight into niche tourists 

purchasing behaviour (Schewe & Calantoneby, 1978). From then on Silverberg, 

Backman and Backman (1996), Hsu, Kang and Wolfe (2002) and Mostafa (2009) 

identified that common values can be found among groups of niche tourists and 

these values tend to determine purchasing patterns. However, more recent studies 

�K�D�Y�H�� �I�R�F�X�V�H�G�� �V�S�H�F�L�I�L�F�D�O�O�\�� �R�Q�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�V�¶�� �O�L�I�H�V�W�\�O�H�V���� �S�H�U�V�R�Qalities and social 

class.  

 

A delineation of each psychographic characteristic is presented next.  

 

3.4.3.1 Lifestyle 

The notion of lifestyle is a concept borrowed from the social sciences. It refers to a 

summary of particular individual behaviour or integrated behaviour of a 

community, implying that it is an issue of arrangement or a time-schedule 

arrangement for various individuals or communities in terms of various activities 

with limited time and resources (Andreason, as cited by Chen, Chen & Hsieh, 

2008). Lifestyles represent all aspects that constitute the mode of living or how an 

individual or group operates on a daily basis (Kahle & Chiagouris, 2014:220-232). 
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Lifestyle segmentation thus entails the division of a market based on lifestyle 

appeals (for example needs, motives, perception and attitudes) as consumers 

purchase products that reflect their lifestyles (Armstrong et al., 2014:177; Boone & 

Kurtz, 2014:289; Horner & Swarbrooke, 2016:142). Stated differently, lifestyle 

segmentation is used to develop the right value proposition for its unique mix of 

consumer lifestyles. 

 

Scott and Parfitt (2005:121) note that researchers and marketers in various 

industries worldwide are still using general applicable lifestyle segmentation tools 

�I�R�U���H�[�D�P�S�O�H���9�$�/�6�Œ�����9�D�O�X�H�V��and Lifestyles) to segment their market preferences. 

�9�$�/�6�Œ�����D�F�F�R�U�G�L�Q�J���W�R���6�5�,���&�R�Q�V�X�O�W�L�Q�J���%�X�V�L�Q�H�V�V���,�Q�W�H�O�O�L�J�H�Q�F�H�������������������L�V���D���P�D�U�N�H�W�L�Q�J��

and consulting tool that helps businesses worldwide to develop and execute 

strategies that are more effective. This tool, according to Herrero, Pérez and Del 

Bosque (2014:29-35), uses psychology to analyse the dynamics underlying 

preferences and choices of consumer groups. Not only distinguishing between 

differences in motivation, but also capturing the psychological and material 

constraints of consumer behaviours. 

 

Nevertheless, Scott and Parfitt (2005:121) argue that while these tools are 

generally applied, they are not applicable to all types of products. Consequently, 

researchers and marketers are increasingly examining the product categories 

people consume and/or the activities, interests, opinions and values of these 

consumers. These approaches can either be applied to the individual, group or 

overall societal level, to a particular domain specific problem and/or to a product 

specific situation. 
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For example, for purposes of classifying markets or consumers according to their 

consumption patterns, LifeMatrix is used to crunch the numbers of hundreds of 

personal variables which inter alia include political views, religious affiliation and 

�V�R�F�L�D�O���D�W�W�L�W�X�G�H�V���Z�K�L�F�K���W�K�H�Q���\�L�H�O�G�V���W�H�Q���S�V�\�F�K�R�J�U�D�S�K�L�F���F�D�W�H�J�R�U�L�H�V���W�K�D�W���U�H�I�O�H�F�W���W�R�G�D�\�¶�V��

lifestyles (Kurtz, 2008:296). This tool assists in creating a much richer description 

of potential target markets and allows the matching of images and products with 

the type of consumer groups whom are then targeted to use such products. 

 

In addition, Fjelstul (2014) recognises that lifestyle profiles of consumer markets 

are often developed using Activities, Interests and Opinions (AIO). This tool 

assists researchers and marketers in identifying what consumers want and need 

by dividing consumers into five attitude groups, namely (1) enthusiastic, (2) 

positive, (3) indifferent, (4) negative and (5) hostile. 

 

A recently published study by McKercher (2016:203) advises a six level taxonomy 

of tourism products. That is, tourism comprises of (1) pleasure (food and drink, 

general leisure, indulgent, personal events, built attractions, sports and 

recreation), (2) personal quest (personal history, religious, medical/wellness and 

learning), (3) human endeavour (industrial, built heritage, people and intangible 

heritage, creative, dark, and museums and interpretive centres), (4) nature (winter 

participatory, place-based, consumptive, adventure, and natural area and wildlife 

appreciation and learning tourism) and (5) business (meetings, conventions and 

exhibitions). However, Scott and Parfitt (2005:121) argue that it is of vital 

importance that researchers and marketers should distinguish the general 
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application of results of research versus the specificity and insight into a particular 

situation. 

 

To summarise, lifestyle segmentation entails dividing consumers according to 

preferences or product categories. In other words, general lifestyle segmentation 

divides consumer groups based on their preferences and product-specific 

segmentation divides consumers according to product categories. However, these 

segmentation bases have proven to have inherent limitations. 

 

With a view to improve the quality of tourism marketing decisions, Scott and Parfitt 

(2005:121) offer three different approaches to lifestyle segmentation. The first 

approach is based on external logic that can be broadly applied across a range of 

markets. The second approach is based on a conversation with the data that relies 

on an internal logic within that data that may not transfer to other market contexts. 

The third of these applies external paradigm specific to specific data sets (a 

particular context). 

 

These approaches aim to ensure the generalisability and specificity of 

segmentation results which in turn the results can be implemented using 

techniques based on the analysis of single source, product-specific and/or 

domain-specific data. As a result, effective and efficient marketing practices can 

be implemented by defining target markets adequately, identifying market 

opportunities, positioning products, communicating product attributes, selecting 

the appropriate media and developing overall marketing strategies appealing to 

specific consumer groups. 
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Analysing travel behaviour, management and development articles published by 

�W�K�H���R�O�G�H�V�W���Z�R�U�O�G�¶�V���W�R�S-ranked scholarly journal �± Journal of Travel Research �± it is 

evident that lifestyle characteristics and segmentation have up to now been well 

researched and numerous studies have been conducted to assess, for example 

consumer or market behaviour and attitudes, consumer or market needs and 

wants in particular marketplaces, and how consumers or markets indicated 

product offerings or suppliers (JTR, 2016). Therefore, with a view to enable 

differentiated product and marketing development catered to specific target groups 

and/or markets, tourism researchers and marketers have been identifying various 

push and pull satisfaction factors which are related to tourism markets and/or 

�W�R�X�U�L�V�W���J�U�R�X�S�V�¶���Q�H�H�G�V�����P�R�W�L�Y�H�V�����S�H�U�F�H�S�W�L�R�Q���D�Q�G���D�W�W�L�W�X�G�H�V�����V�H�H���&�K�D�S�W�H�U�������� 

 

Coupled with geographic and/or demographic characteristics, data suitable for 

lifestyle segmentation should be selected and sourced to identify and label 

markets according to their lifestyle choices. This will enable the development of 

efficient and differentiated product offerings and marketing approaches. 

 

3.4.3.2 Personality 

Personality refers to the qualities and traits that define the character or behaviour 

of a specific person (Kumar, 2010:192-193). Personality segmentation entails 

dividing a market based on personality types, because consumers buy products 

that reflect their personalities (Armstrong et al., 2014:177; Boone & Kurtz, 

2014:289; Horner & Swarbrooke, 2016:142). In other words, personality 

segmentation is used to segment consumers based on their preferences and 
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products (lifestyles). It is therefore important to differentiate between lifestyle and 

personality segmentation as they evidently share similar characteristics.  

 

Lifestyle segmentation differentiates users and non-users of a product (who they 

are and who they are not), which could entail dividing consumers on product-

relevant dimensions (see paragraph 3.4.3.2). General lifestyle segmentation 

divides consumer groups based on their preferences and product-specific 

segmentation divides consumers according to product categories. On the other 

hand, personality segmentation differentiates between consumers according to 

personality traits and/or behaviours such as concern for the environment 

(Morrison, 2013:416).  

 

Mazanec (2015:1-3) argues that when personality characteristics are used for 

segmenting niche tourism markets, these help to determine niche tourism product 

preferences that correspond with the personalities of niche tourist groups. 

Personality characteristics are predictors of travel-related behaviours. Therefore, 

personality can be seen as those qualities and traits that define the character or 

behaviour of niche tourist groups.  

 

Because niche tourist groups are differentiated by the activities, environments 

and/or experiences that they prefer, personality characteristics are used to 

describe the character or behaviour of these tourist groups (see paragraph 2.5). 

For example, adventure tourists are segmented according to their preference for 

activities  that  ultimately  relates  to  their  personalities,  namely (1) soft nature, 
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(2) risk equipped, (3) hard challenge, (4) rugged nature, (5) winter snow and (6) 

question marks (see paragraph 3.5.1).  

 

Therefore, lifestyle and personality segmentation are viewed as homogeneous or 

heterogeneous segmentation bases as soft and hard adventure activities could 

explain product preferences or personality traits. Clearly, preferences and 

personalities are interrelated characteristics that can be used to develop 

differentiated niche tourism products and marketing approaches.  

 

3.4.3.3 Social class 

People are strongly influenced by the class to which they belong or aspire to 

belong. Social classes are relatively enduring and consist of ordered divisions in a 

society whose members share similar values, interests, and behaviours (Ashworth 

& Larkham, 2013:36-41). Social class segmentation implies dividing a market 

based on social status (for example upper-uppers, lower-uppers, upper-middles, 

middle, working, upper-lowers, and lower-lowers) as consumers buy products that 

reflect their social groups (Armstrong et al., 2014:177; Boone & Kurtz, 2014:289; 

Horner & Swarbrooke, 2016:142).  

 

Like socio-economic characteristics (see paragraph 3.4.2), the relationship 

between social class and niche tourism products are shifting. Niche tourism in 

general is assumed to be associated with higher social status (higher level of 

education, income and occupation). Nonetheless, Ying, Norman and Zhou (2014) 

noted that social class has significant impacts on niche tourists' consumption of 

certain niche products/activities, but not on others.  



 

 144 

This sentiment is supported by Masiero and Nicolau (2016:432) who suggest that 

identifying patterns of niche tourists with different degrees of sensitivities to prices 

would help marketers and destinations to design an appropriate bundle of 

activities and have a clear definition of the segment they should try to promote. 

This idea could be ascribed to macro niche tourism products being purchased by 

lower social classes and micro niche tourism products being purchased by higher 

social classes (see paragraph 2.4).  

 

�6�R�F�L�D�O���F�O�D�V�V�H�V���K�D�Y�H���L�Q�G�H�H�G���D���V�W�U�R�Q�J���H�I�I�H�F�W���R�Q���F�R�Q�V�X�P�H�U�V�¶���S�U�H�I�H�U�H�Q�F�H�V���D�Q�G���V�K�R�X�O�G��

be considered when formulating marketing strategies that appeal to different 

classes. However, as social class leads to participation in niche tourism products, 

Shank and Lyberger (2014:232) advise that niche tourist groups should also be 

differentiated according to their value allotted to niche tourism products.   

 

To conclude the discussion on psychographic segmentation, it has become 

apparent that this is not an exact science but it does enable the quantification of 

the personalities and lifestyles of consumer groups, so that products specifically 

applicable to selected target markets can be created. Studies by File and Prince 

(1996), Silverberg, Backman and Backman (1996), Mykletun, Crotts and Mykletun 

(2001), Hsu, Kang and Wolfe (2002), Lin (2002), Sedmak �D�Q�G�� �0�L�K�D�O�L�þ�� ����������������

Mostafa (2009) and Kahle and Chiagouris (2014) all suggest that psychographic 

segmentation is a good supplement if used in combination with geographic and/or 

demographic segmentation as this will ultimately refine the picture of a market 

�V�H�J�P�H�Q�W�¶�V���F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�����W�K�H�U�H�E�\���S�U�R�Y�L�G�L�Q�J���D���P�R�U�H���P�X�O�W�L�I�D�F�H�W�H�G���O�L�I�H�V�W�\�O�H���S�U�R�I�L�O�H���� 
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Below follows a discussion of the behavioural characteristics used for segmenting 

consumer markets.  

 

3.4.4 Behavioural segmentation  

Behaviour suggests the way in which one acts or conducts oneself (Oxford, 

2002:100). Behavioural segmentation, as illustrated in Figure 3.5, is described as 

dividing a market into different consumer responses (for example occasions, 

benefits, user status, usage rate, loyalty status and buyer readiness stage) to 

specific categories of products (Armstrong et al., 2014:180; Boone & Kurtz, 

2014:292; Horner & Swarbrooke, 2016:180). Behavioural segmentation means 

grouping consumers according to their relationship (knowledge, attitudes or uses) 

with a particular product.  

 

FIGURE 3.5: Behavioural segmentation characteristics 
SOURCE: Adapted from Kotler & Armstrong (2015:220-223) 
 

Instead of, for example, viewing pleasure-oriented tourism and leisure behaviour 

as separate fields of study, Carr (2002:981) suggests that the theories and 

concepts developed in leisure studies are used to aid the understanding of tourist 

behaviours, and vice versa. Stated differently, tourism and leisure behaviour 

should be viewed as actually having a bearing on the nature of the socio-cultural 

norms, values and motivations.  
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Ajzen (as cited by Sparks, 2007:1182) supports the Theory of Planned Behaviour 

(TPB) that proposes three key constructs, in particular, that drives niche tourist 

behaviour: (1) attitude, (2) subjective norms and (3) perceived control. An attitude 

(beliefs about the likely outcome of behaviour, and values attached to these 

outcomes) is the complete assessment of a behaviour; a subjective norm is the 

influence of others about whether to engage in the behaviour; and, control refers 

to the indicated ability to participate in the behaviour. 

 

Niche  tourist  groups  are  thus  more  likely  to  develop  an  intention to 

participate in niche tourism if (1) they value attributes of what the 

activity/environment/experience has to offer and  believe engaging in the 

behaviour will satisfy those values, (2) they hold positive attitudes about the 

behaviour, (3) they  expect  family  and  friends  to  approve  of  the  behaviour and 

(4) they believe they have the resources to undertake the behaviour. Clearly, 

behavioural segmentation is influenced by the evaluation of key niche tourism 

features and will, in turn, influence the intention to engage in such behaviour. It is 

of vital importance to gain an understanding of the value that niche tourist groups 

place on product attributes. 

 

Behavioural characteristics and segmentation have been well researched; the 

results of numerous studies have been published and translated into popular 

mass-market tourism books and articles. For example, since 2014, the Travel 

Behaviour and Society Journal �± a new peer-reviewed journal �± published five 

volumes, each consisting of approximately ten articles pertaining to travel 

behaviour, transportation infrastructure and development (TBSJ, 2016). Dalen 
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(1989), Fodness and Murray (1997), Sung et al. (2001), Park et al. (2002), Bigné 

and Andreu (2004), Burbridge and Gouliias (2008), Williams and Soutar (2009), 

Xia et al. (2009), Prillwitz and Barr (2011), Zhang, Zhang and Masashi (2012), 

Cohen, Prayag and Moital (2014) and Bernini and Cracolici (2015) all advocate 

that behavioural segmentation is the best starting point for building tourism market 

segments.  

 

Apart from geographic, demographic and/or psychographic characteristics, the 

experiential and participatory nature of consumer markets enables the 

examination of several behavioural components to explain the occasions, benefits, 

user status, usage rate, loyalty status and buyer readiness stage of consumer 

markets. Behavioural segmentation is undoubtedly an effective method for 

identifying various tourist patterns.  

 

3.4.4.1 Occasions 

Purchasing and consumption behaviours are regarded as expressions of the 

diverse needs of individuals with specific economic, demographic, socio-cultural 

and psychological characteristics and also as a factor of the different consumption 

occasions that give rise to the behaviour. This ultimately leads to a multiplicity of 

purchasing decision-making processes from which multifunctional consumption 

models derive in response to the interaction between product, subject and 

occasion (Berni, Begalli & Capitello, 2005:120-121).  

 

Consumers can be grouped according to the occasions when they (1) get the idea 

to buy, (2) make a purchase or (3) use a product (Rittichainuwat, 2011:200-202). 



 

 148 

However, there is an entire system of relationships, which depending on the 

consumption occasion, may place consumers and products in different segments 

on different occasions. That is, each individual consumer does not belong to only 

one single specific segment at a given time, as consumers with different subjective 

characteristics can behave quite differently or similarly, depending on the 

consumption occasion (Horner & Swarbrooke, 2016:143-144).  

 

Consequently, market segments can change as consumers move across 

consumption situations. New marketing approaches to obtain more efficient 

segmentation strategies should thus include (1) demographic and lifestyle 

segmentation that are characterised by relevance to diverse consumption 

occasions, (2) different combinations of occasions and effects on geographical 

identity, motivational aspects and the quality/price ratio and (3) individual 

consumption occasions (Berni, Begalli & Capitello, 2005:120-121).  

. 

Evidently, occasion segmentation can increase product usage. For example, niche 

tourism product purchases are believed to increase during weekends and/or 

holidays. With a view to improve product sales, occasion segmentation can 

certainly be used to increase the reason to buy a specific niche tourism product. 

 

3.4.4.2 Benefits sought 

Although benefits are most often associated with tourist motivations, tourists can 

be grouped according to the attributes they seek as well as the benefits (for 

example new experiences, status and value for money) that they expect to receive 

from a product (Sotiriadis, Van Zyl & Nduna, 2014). That is, benefit segmentation 
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requires result the main benefits tourists seek in a product class, the type of 

tourists who seek each benefit, and the main products that deliver each benefit. 

 

To be able to identify benefit segments one requires (1) the identification and 

refinement of a set of benefits, (2) creating benefit segments and (3) profiling each 

segment using other descriptive variables. According to Frochot and Morrison 

(2000:23), general benefit segmentation characteristics include (1) the need to get 

away from everyday life/routine (escape), (2) to be with friends (socialise), (3) to 

do something with the family (relationship), (4) to relax, (5) to develop knowledge 

and abilities (self-development) and (6) to experience something new. More 

specifically, there are four general categories of benefit segmentation applicable to 

tourism, namely (1) destination marketing, (2) targeting specific markets, (3) 

attractions, events and facilities and (4) examining tourist decision making 

processes (Frochot & Morrison, 2000:41). 

 

Huang and Sarigöllü (2008:69) concur that benefit segmentation is based on 

socio-demographic characteristics and trip-related characteristics such as (1) 

travel behaviour (for example trip type, trip duration, travel party, involvement, 

travel expenditures and past experiences) and (2) post-trip assessment. However, 

according to Legoherel, Hsu and Dauce (2015:359), variety-seeking is a relevant 

factor for a wider understanding of tourist behaviour. 

 

Clearly, different interpretations of benefit segmentation include tangibles, 

emotional expectations or a combination of both. Supported by Pesonen (2013:4), 

who argues that although there is no consensus among researchers and 



 

 150 

marketers on benefits, benefit segmentation is widely based on attributes, 

psychology and a combination of these. 

 

Therefore, the most effective predictor of tourist behaviour is behaviour itself, 

including benefits and motivations (Park & Yoon as cited by Almeida, Correia & 

Pimpão, 2014:818). This can enable products and marketing approaches to be 

developed based on the specific benefits tourism markets are seeking. 

 

3.4.4.3 User status 

Markets can be segmented into (1) non-users, (2) former users, (3) potential 

users, (4) first-time users and (5) regular users of a product (Middleton & Clarke, 

2012:135). In this sense, targeted non-users are to be attracted, relationships with 

former users are to be regenerated, potential or first-time users are to be attracted 

by using different marketing approaches and regular users are to be reinforced 

and retained. In addition, Armstrong et al. (2014:181) note that potential users 

include consumers who are experiencing life-stage changes.  

 

Consequently, Urban and von Hippel (as cited by Hjalager & Nordin, 2011:290) 

note that under the right circumstances, users may be in a position to affect or 

�L�P�S�U�R�Y�H�� �D�� �F�R�P�S�D�Q�\�¶�V�� �L�Q�Q�R�Y�D�W�L�R�Q�� �S�H�U�I�R�U�P�D�Q�F�H�� �E�\�� �F�O�R�V�H�� �F�R�R�S�Hration in the 

innovation process, or by inspiring it through exposure to specific situational 

attitudes and behaviours. User-driven innovation is thus the phenomenon where 

new products, services, concepts, processes, distribution systems and marketing 

methods are inspired by or are the result of needs, ideas and opinions derived 

from external purchasers or users.  
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User-driven innovation involves existing and/or potential users, and the processes 

rely on systematic activities that search for, acknowledge, tap, and understand 

�X�V�H�U�V�¶�� �H�[�S�O�L�F�L�W���� �D�V�� �Z�H�O�O�� �D�V�� �L�P�S�O�L�F�L�W���� �N�Q�R�Z�O�H�G�J�H�� �D�Q�G�� �L�G�H�D�V���� �0�H�W�K�R�G�V�� �L�Q�� �X�V�H�U-driven 

innovation span from superficial observations to consultations and intensive 

involvement of the users in co-creation processes. 

 

In order to remain competitive, consumers need to be understood in order to 

develop high value products based on current and emerging demands. Adding an 

extra product dimension or increasing social contact may be of importance for 

tourists who accept involvement in user-driven innovation activities. 

 

3.4.4.4 Usage rate 

Markets can be segmented by grouping the amounts of a product bought and 

used. Boon and Kurtz (2014:298) categorise these consumers into (1) heavy -

users, (2) moderate -users and (3) light -users �± where heavy-users, as opposed 

to light-users, account for a high percentage of total consumption.  

 

In terms of niche tourism, macro niche tourism is viewed as consisting of large-

scaled, low-priced and potentially high-impact products that cater to specific 

�W�R�X�U�L�V�W�V�¶�� �W�D�V�W�H�V�� �D�Q�G�� �G�H�P�Dnds. In addition, micro niche tourism is viewed as 

consisting of small-scaled, high-priced and low-impact products that cater to 

�W�R�X�U�L�V�W�V�¶���V�S�H�F�L�I�L�F���W�D�V�W�H�V���D�Q�G���G�H�P�D�Q�G�V�����V�H�H���S�D�U�D�J�U�D�S�K���������������7�K�H���X�V�D�J�H���U�D�W�H���R�I���Q�L�F�K�H��

tourism can positively and/or negatively impact a region or destination through 

political/administrative, economic, tourism/commercial, social/cultural, 

technological, physical/environmental and psychological aspects. 
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Evidently, depending on stakeholder goals, one or more user segments can be 

targeted. However, macro and micro niche tourism consumption should be 

managed and marketed with a view to achieve positive impacts and reduce 

negative impacts.  

 

3.4.4.5 Loyalty status 

Loyalty refers to a strong feeling of support or alliance (Oxford, 2002:689). Loyalty 

segmentation thus divides a market into different loyalty units (for example being 

totally, partial or not loyal) based on the demand for specific categories of products 

or brands (Armstrong et al., 2014:177; Boone & Kurtz, 2014:289). Horner and 

Swarbrooke (2016:143-144) support this notion by viewing some consumers as 

particularly loyal to a product/brand, some as loyal to several products/brands, and 

some as not loyal to any product/brand and will buy the cheapest or most 

convenient product/brand available.  

 

Kim and Brown (2012:328) note that a number of internal and external push and 

pull factors (aspects that drives consumers away from their origin or draws 

consumers to a product and/or destination) or involvement have the potential to 

enhance niche tourists�¶�� �Q�R�Y�H�O�W�\-seeking experiences and influence return 

�E�H�K�D�Y�L�R�X�U�����1�L�F�K�H���W�R�X�U�L�V�W�V�¶���S�U�H�Y�L�R�X�V���H�[�S�H�U�L�H�Q�F�H���V���Z�L�W�K���D���S�U�R�G�X�F�W���D�Q�G���R�U���G�H�V�W�L�Q�D�W�L�R�Q����

as well as length of stay, are important determinants of their overall satisfaction.  

 

Prayag   and   Ryan (2012:342)   concur   by   recognising   (1) destination  image, 

(2) place attachment, (3) personal involvement and (4) visitor satisfaction as 

antecedents of loyalty. Lu, Chi and Liu (2015:85) add that destination image fully 



 

 153 

mediates the relationship between perceived �D�X�W�K�H�Q�W�L�F�L�W�\�� �D�Q�G�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�V�¶��

�V�D�W�L�V�I�D�F�W�L�R�Q�����Z�K�L�O�H���L�W���S�D�U�W�L�D�O�O�\���P�H�G�L�D�W�H�V���W�K�H���O�L�Q�N���E�H�W�Z�H�H�Q���Q�L�F�K�H���W�R�X�U�L�V�W�V�¶���L�Q�Y�R�O�Y�H�P�H�Q�W��

and satisfaction. Meleddu, Paci and Pulina (2015:163) note that in order to obtain 

or retain loyal niche tourist groups, motivational aspects (push and pull 

factors/involvement) need to be identified and satisfied (motivation-satisfaction-

loyalty construct).  

 

Overall  value  is  influenced  by  four  dimensions  of  perceived  value,  namely 

(1) economic, (2) functional, (3) emotional and (4) social (Kim & Park, 2016:1). 

The degree of loyalty to a product and/or destination is thus influenced by overall 

value and niche tourist satisfaction. 

 

Clearly, it is important to recognise brand-loyal consumers and then utilise 

relationship-marketing techniques (for example: loyalty cards, service sections, 

product variety and product quality) to increase loyalty (Middleton & Clarke, 

2012:113). Loyalty segmentation assists in developing or altering niche tourism 

products and marketing approaches to attract and/or retain loyal niche tourist 

groups.  

 

3.4.4.6 Buyer readiness stage 

At any given time, consumers are in different stages of readiness to buy a product. 

Kotler, Bowen and Makens (2013:275) indicate that there are six stages through 

which   a   consumer   passes   before   purchasing   a   product   or   brand, 

namely (1) awareness of its existence, (2) knowledge of its benefits, (3) initial 

interest, (4) preference over the competing products, (5) conviction of its suitability 
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to purpose and (6) the actual purchase. Knowing whether consumers are 

unaware, aware, informed or whether they want and intend to buy a product or 

brand can assist in determining which promotional message or medium would be 

most suitable for a marketing campaign.  

 

Identifying the number of consumer groups in every stage is necessary to facilitate 

the design of an effective marketing strategy that will facilitate moving a consumer 

through all stages. However, Morgen (2011) argue that identifying buyer readiness 

is not a straight-for�Z�D�U�G���W�D�V�N�����E�H�F�D�X�V�H���H�D�F�K���E�X�\�H�U�¶�V���U�H�D�G�L�Q�H�V�V���D�Q�G���R�U���H�Q�Y�L�U�R�Q�P�H�Q�W��

is personal and idiosyncratic. Therefore, researchers and marketers should 

identify what they should be doing differently to assist buyers entering into buyer 

readiness early in the buying journey.  

 

In conclusion to the discussion on behavioural segmentation, it has become 

apparent that tourism for the consumer is a high-risk decision-making process. As 

such, involvement �± �D�� �S�H�U�V�R�Q�¶�V�� �L�Q�G�L�F�D�W�H�G�� �U�H�O�H�Y�D�Q�F�H�� �R�I�� �W�K�H�� �R�E�M�H�F�W�� �E�D�V�H�G�� �R�Q�� �W�K�H�L�U��

inherent needs, values and interests �± is of the utmost importance in niche tourism 

product development and marketing approaches. In other words, consumers are 

no longer passive recipients of marketing communications modelling their 

behaviour in response to an autonomous flux of information.  

 

Consumers are part of an ongoing process that necessitates involvement at every 

stage of the purchase decision-making process. Unmistakeably, as noted by Kim 

and Weiler (2013), exposure to effective communication can enhance behavioural 

responses among all audiences. Equally important is the post-purchase 
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assessment phase where feedback contributes to the overall experience and 

comforts the consumer in his choice. 

 

In concluding the discussion of broad segmentation bases, Larsen (2010:6) 

suggests that multiple segmentation variables should be used when targeting 

selected markets. Similar to other marketing tools, segmentation is best used in a 

flexible manner, for example by combining segmentation bases or dovetailing 

certain segments.  

 

Furthermore, segmentation is a tool that assists the effectiveness in reaching the 

right niche tourism market/s (Pesonen, 2013:4). Segmentation provides 

knowledge about potential niche tourist groups and ultimately helps to satisfy 

�Q�L�F�K�H���W�R�X�U�L�V�W�V�¶���Q�H�H�G�V���Z�L�W�K���D�S�S�U�R�S�U�L�D�W�H���S�U�R�G�X�F�W�V���� 

 

In addition to the broad bases used for segmenting niche tourism markets, a 

discussion of the specific bases that could be utilised for segmenting niche tourism 

markets more effectively is provided next.  

 

3.5 SPECIFIC BASES FOR SEGMENTING NICHE TOURISM MARKETS  

Market segments can be drawn up in many ways. However, instead of solely 

looking  at  broad  segmentation  bases,  Kotler  and  Armstrong  repeatedly 

(2015:223-232; 2016:124-129)  suggest  that  niche  tourism  should  be  based on  

specific preference  segments,  for  example  (1)  homogenous,  (2)  diffused 

and/or (3) clustered preferences for segmenting niche tourism markets, as 

illustrated on the next page in Figure 3.6.  



 

 156 

FIGURE 3.6: Specific preference segments 
SOURCE: Adapted from Kotler & Armstrong (2015:220-223) 
 

In this context, the question of pinpointing the best segmentation bases becomes 

a pressing issue. This is especially true for niche tourism markets as the speed of 

product development and market growth in niche tourism has not yet been 

supported by theoretical development (Ali-Knight, 2010:9-12; Reisinger, 2013:30).  

 

Adapting the clustering attributes suggested by Perry (2007), successful niche 

tourism clusters are related to (1) product characteristics and the extent of 

reciprocal stakeholder relations, (2) the motives for participation and (3) the 

relative appeal of cluster participation. This idea is supported by Chang and Chen 

(2016:1845) who suggest that patterns of innovation in service-orientated 

industries (for example niche tourism) include (1) coupling innovation trajectories, 

(2) joint use of formal and informal appropriability and (3) intimate user 
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involvement. These characteristics could lead to product or brand heterogeneity 

and interaction among all niche tourism stakeholders.  

 

The needs of niche tourist groups must be identified prior to establishing 

appropriate marketing strategies and resource allocation. Therefore, it is 

imperative to understand how products fit in with the decision-making processes of 

potential niche tourism market segments and studies should attempt to explain 

and predict the preferences of niche tourists for specific products (Tsiotsou & 

Goldsmith, 2013:360).  

 

Thus, viewing the key factors that differentiate niche tourism markets (see 

paragraph 2.5) as specific products, it is believed that in addition to the broad 

segmentation bases, niche tourism markets should be segmented according their 

preference for activities, environments and/or experiences.  

 

This conviction will now be delineated.  

 

3.5.1  Activity -based segmentation  

A physical activity refers to any body movement that works �R�Q�H�¶�V�� �P�X�V�F�O�H�V�� �D�Q�G��

requires more energy than resting (Oxford, 2002:11). Physical activities, on the 

word of Budeanu, Miller and Moscardo (2016:285), have been identified as a 

critical link between travel motivation and destination choice, and the image of a 

particular tourist destination is based upon the activities offered. Thus, activities 

play a central role in destination marketing, and destination marketers will benefit 

from knowledge about potential activity preferences of tourist groups.  
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With this in mind, activity-based segmentation defines groups of tourists by their 

visitation patterns or travel behaviour (Pesonen & Tuohino, 2015:4). Activity-based 

segmentation adopts a phenomenological approach for segmenting cotemporary 

tourism markets and has proved useful in a number of studies.  

 

Coupled with socio-demographic characteristics, as well as differences in vacation 

travel preferences and attitudes/motives, activity-based segmentation has been 

well researched in the tourism industry (Mumuni & Mansour, 2014:240-242). 

Numerous authors, as indicated in Table 3.1, have segmented contemporary 

�W�R�X�U�L�V�P�� �E�D�V�H�G�� �R�Q�� �W�R�X�U�L�V�W�V�¶�� �S�U�H�I�H�U�H�Q�F�H�V�� �I�R�U�� �D�F�W�L�Y�L�W�L�H�V���� �&�O�H�D�U�O�\���� �������� �G�H�V�W�L�Q�Dtion 

orientation (sightseeing), (2) outdoor  activities, (3) beach  holiday (leisure)  and 

(4) sports activities are perceived to be the most suited characteristics to 

differentiate contemporary tourist groups. Nevertheless, all other aspects, namely 

general tourism, entertainment, active relaxation (recreation), culture and visiting 

family and friends �± except activity combos �± are also perceived as important.  

 

TABLE 3.1:  Activity-based segmentation studies 
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& Morrison 
(1993) 

 X X  X    X  

Choi and 
Tsang  
(2000) 
 

 X  X X    X X 
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�6�X�Q�J�����2�¶�/�H�D�U�\��
& Morrison 
(2001) 

 X    X X    

Kim and 
Jogaratnam 
(2003) 

 X    X  X X  

Beritelli and 
Boksberger 
(2005) 

X X    X X   X 

Yang (2009) X    X   X   
Choi Murraya 
& Kwana 
(2011) 

    X  X X   

Mumuni & 
Mansour 
(2014) 

X   X  X     

TOTAL 3 6 2 3 5 4 3 3 4 3 
 

More specifically, viewing activities as the specific products event and natural area 

tourists prefer (see paragraph 2.5), activity-based segmentation is centered on the 

assumption that different niche tourism products appeal to different types of niche 

tourist groups. That is, activity-based segmentation refers to segregating groups of 

niche tourists by activity preferences (Manthiou et al., 2011).  

 

However, event and natural area tourism markets, specifically sports and 

adventure tourism, are not homogeneous. While event and natural area typologies 

(see paragraph 2.4.2 and 2.4.3) can be useful for segmenting these niche tourism 

markets, these proposals provide possible characteristics of segmenting event and 

natural area tourism markets in terms of activities. However, they do not appear to 
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capture the enormous variety of recreational activities. This suggests that a more 

comprehensive segmentation approach is necessary.  

 

Such an approach was undertaken by Sung (2000) who performed the only 

segmentation analysis of using recreational activities as the key variable. As the 

variety and availability of recreational activities to satisfy a wide range of interests 

and abilities appear to be limitless, the study by Sung (2000) suggested that 

activity should be one of the specific bases used for analysing sports and 

adventure tourism segments. That is, market segmentation should be based upon 

what these niche tourist groups do on vacations, and also on what is marketable. 

  

Although the exact size of the global niche tourism market is unknown (due to 

definitional problems and a lack of sufficient data and research to date), it is 

generally agreed that there are some recreational activities that belong within the 

sports and adventure tourism category (Ewert & Hollenhorst, 1989; McMenamin, 

�������������+�D�O�O�����������������6�S�H�F�L�D�O�L�W�\���7�U�D�Y�H�O���,�Q�G�H�[�����������������6�X�Q�J�����0�R�U�U�L�V�R�Q���	���2�¶�/�H�D�U�\, 1997; 

Adventure Travel Trade Association, 2015). Lists of recreational activities have 

been compiled and provide a theoretical foundation in terms of the different types 

of recreational activities available, but these do not provide a classification of 

recreational activities that can be used as a conceptual framework for identifying 

specific bases for segmenting these niche tourism markets. 

 

The study conducted by Sung (2000:67) is the only one that included forty-eight 

recreational activities that provided six effective activity groupings (activity sets) 

based upon relationships among recreational activities representing different 
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market segments. This analysis provided a link between products (recreational 

activities) and segments of the market. It is important to note that these activity 

sets include a range of recreational activities related to sports and adventure 

tourism and do not specifically focus on one adventure or sports tourism activity. 

Six  distinct  groups,  as  indicated  in  Table 3.2,  were  identified  and  labelled  as 

(1) soft nature, (2) risk equipped, (3) hard challenge, (4) rugged nature, (5) winter 

snow and (6) question marks. However, Sung (2000:68) advocates that there are 

definite opportunities for comparing the results of these provider-based results with 

similar results through niche tourist-based research analyses.  

 

TABLE 3.2:  Factor analysis of tourism activities 

SOFT NATURE 

�x Hiking & Walking Tours 
�x Nature Trips 
�x Bird Watching 
�x Bicycling & Mountain Biking 
�x River Canoeing 
�x Backpacking 
�x Camping 
�x Horseback Riding 
�x Fishing 
�x Orienteering 

RISK EQUIPPED 

�x Paragliding & Hang Gliding 
�x Soaring 
�x Sky Dividing   Spelunking 
�x Bungee Jumping 
�x Windsurfing 
�x Rappelling 
�x Ballooning 
�x Survival Training 
�x Wilderness Training 
�x Sailing 

HARD CHALLENGE  

�x Ice Climbing 
�x Rock Climbing 
�x Mountain Climbing 
�x Sea Canoeing 
�x Dogsledding 
�x River Kayaking 
�x Sea Kayaking 
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RUGGED NATURE 

�x Jungle Exploring Safaris 
�x Snorkeling 
�x Arctic Trips 
�x Trekking 
�x Rafting 

WINTER SNOW 

�x Cross Country Skiing 
�x Alpine Skiing 
�x Downhill Skiing 
�x Nordic Skiing 
�x Snowshoeing 

QUESTION MARKS 

�x Snowmobiling 
�x Four Wheel Drive Trips 
�x Motorcycling 
�x Water Skiing 
�x Hunting 
�x Heli-Skiing 
�x Rogaining 
�x Scuba Dividing  

SOURCE: Sung (2000:67) 
 

For the purpose of the present study, the six recreational activity sets outlined in 

the table above served as foundation for segmenting event (sports) and natural 

area (adventure) tourism markets according to activity preferences. Further 

research should include other adventure and/or sports activities and/or develop 

recreational activity sets that differentiate sports and adventure tourism.  

 

To conclude the discussion on activity-based segmentation, Sotiriadis, Van Zyl 

and Nduna (2014) emphasises the significance of using this type of segmentation 

in niche tourism markets. Based on their results, experts believe that activity-

based segmentation is an accurate and useful base for segmenting niche tourism 

markets as benefit segmentation could be operational for activities.  

 

In this context, when segmenting niche tourism markets, activity sets should be 

examined in conjunction with distinct niche tourist groups who have varying 
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geographic, demographic, psychographic and/or behavioural characteristics. 

Hinch���D�Q�G��Higham (2011:149) suggest that the profile of niche tourist groups might 

vary according to tourist characteristics and responses, providing various ways for 

linking activities more effectively to a potential niche tourism target market.  

 

Environment-based segmentation as a specific base for segmenting niche tourism 

markets is subsequently deliberated.  

 

3.5.2  Environment -based segmentation  

The environment denotes to the sum total of all surroundings of a living organism, 

including natural forces and other living things, which provide conditions for 

development and growth as well as of danger and damage (Oxford, 386-387). To 

identify distinct types of tourist groups and to understand differences between 

segments in terms of demographic, attitudinal and behavioural characteristics, 

environment-based segmentation entails to dividing a market into distinct groups 

of tourists based on their environmental attitudes (Kim & Weiler, 2013:602).  

 

Because niche tourism has the potential to impact the environment positively and 

negatively, sustainable and responsible practices are essential for the preservation 

of natural areas (see paragraph 2.4.1 and 2.4.3). In other words, the notion of 

sustainability and responsibility (environment) are regarded as components of 

existing product segments such as cultural and natural area tourism (see 

paragraph 2.5). Sustainable or responsible tourism entails a paradigm, a way of 

conducting business in which responsibility towards the destination's ecology, 

culture, and its communities takes precedence (Mody et al., 2014:113).  
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With this in mind, as indicated in Table 3.3, Kim and Weiler (2013) identified two 

responsible tourism segments, Mody et al. (2014:113) recognised three distinct 

responsible tourism segments, do Paço, Raposo and Filho (2009:23-24) detected 

three segments of green tourism and López-Sánchez and Pulido-Fernández 

(2016:59) identified three segments to display differing levels of commitment, 

attitude, knowledge and/or behaviour with regard to sustainability.  

 

TABLE 3.3:  Sustainable/responsible tourism segments 
RESPONSIBLE TOURISM 
SEGMENTS 

High environmental attitude  
Low environmental attitude 

RESPONSIBLE TOURISM 
SEGMENTS 

Responsibles  
Novelty seekers  
Socialisers 

GREEN TOURISM SEGMENTS 
The uncommitted 
The green activist  
The undefined 

SUSTAINABLE TOURISM 
SEGMENTS 

The reflective  
The unconcerned  
The pro-sustainable tourist 

SOURCE: Kim & Weiler (2013); Mody et al. (2014:113); do Paço, Raposo & 
Filho (2009:23-24); López-Sánchez & Pulido-Fernández (2016:59) 

 

In light of the above and using the typologies identified through the comprehensive 

literature review, it is suggested that environment-based segmentation, in addition 

to general contemporary tourism characteristics (see paragraph 3.4.4.2) include 

(1) conservation (environmental involvement), (2) participation (social 

involvement), (3) spiritual setting (personal development), (4) observation (natural 

areas) and (5) education. However, these characteristics have subsequently not 

yet been tested empirically.  

 

Therefore, a measure of caution should be applied when using these 

characteristics as a possible specific base for segmenting niche tourism markets. 
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Nevertheless, for the purpose of this study, the five environment sets outlined 

above are suggested for segmenting cultural and natural area tourism markets, 

more specifically eco and heritage tourism. 

 

The third recommended base for segmenting niche tourism markets is delineated 

next.  

 

3.5.3  Experience -based segmentation  

Experience is based on an event or occurrence which leaves an impression on 

someone (Oxford, 2002:407). Viewing experiences as the specific products 

cultural and event tourists prefer (see paragraph 2.5), underlying dimensions 

connected to how these tourists experience specific activities seems to be an 

appropriate approach. Although no universal definition exist for experience-based 

segmentation, a number of common characteristics of tourist experiences can be 

identified.  

 

For example, from the demand-side perspective, Ladeira, Costa and Santini 

(2012:220-224) recommend that tourist experiences should (1) be personal and 

exceptional, �������� �L�Q�Y�R�O�Y�H�� �W�R�X�U�L�V�W�V�¶�� �S�H�U�F�H�S�W�L�R�Q�� �D�Q�G�� �S�D�U�W�L�F�L�S�D�W�L�R�Q���� �������� �H�Q�J�D�J�H�� �W�R�X�U�L�V�W�V��

emotionally, (4) are shared with others and (5) are remembered for a period of 

time. From a supply-side perspective, the service experience composition focuses 

on (1) the physical environment (setting), (2) interaction with employees (actors) 

and (3) interaction with other tourists (audience) as significant dimensions of 

service experiences (Ali, Amin & Cobanoglu, 2015:4-5). 
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The importance of tourist experiences is increasingly being recognised for 

segmentation purposes. Previous studies on tourist experiences have all 

suggested the multi-dimensionality of experiences and the centrality of tourists' 

personal perceptions (Chen & Lamberti, 2013:3), which is indicative of how the 

importance attached to the different experiential stimuli might actually represent an 

interesting segmentation variable. Different conceptual frameworks for classifying 

tourist experiences have been provided over time, but for the most part these fall 

into two main streams that are conceptually entwined.  

 

On the one hand, the approach developed by Pine and Gilmore (2011:45) analyse 

�W�K�H�� �H�[�S�H�U�L�H�Q�F�H�V���I�U�R�P���D�� �W�R�X�U�L�V�W�¶�V�� �S�H�U�V�S�H�F�W�L�Y�H���� �7�K�L�V�� �D�S�S�U�R�D�F�K�� �L�G�H�Q�W�L�I�L�H�V�� �I�R�X�U�� �U�H�D�O�P�V��

of tourist experiences according to the degree of tourist involvement ((1) passive 

versus (2) active participation) and the desire with which the tourist connects or 

engages with the event performance ((3) absorption versus (4) immersion).  

 

As a result, four types of experiences are generated, namely (1) entertainment 

(passive/absorption), (2) educational (active/absorption), (3) escapist 

(active/immersion) and (4) aesthetic (passive/immersion). This conceptualisation 

has characterised studies in the field of marketing and, interestingly, in the specific 

setting of niche tourism. On the other hand, the conceptualisation of Schmitt 

(2000:225) assumes a brand- or company-side viewpoint that defines five main 

areas of experiential stimulation, namely (1) sensory, (2) emotion, (3) cognition, (4) 

behavioural and (5) relational. Further refinements of this approach have led to 

different scales and conceptualisations, including that of Schmitt, Zarantonello and 

Brakus (2009:54-56), which neglects the relational dimension in defining a brand 
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personality, and that of Gentile, Spiller and Noci (2007:396-398) which subdivides 

behavioural stimuli into two subgroups, namely (1) pragmatic stimuli (aimed at 

stimulating the tourist to do something) and (2) lifestyle stimuli (aimed at showing 

the tourist a series of cultural traits, for example values and beliefs characterising 

a specific way of living somehow considered to be desirable by tourists 

themselves).  

 

In this context, considering the evident overlaps between the two streams, Chen 

and Lamberti (2013) endorse Gentile, �6�S�L�O�O�H�U�� �D�Q�G�� �1�R�F�L�¶�V�� �������������� �D�S�S�U�R�D�F�K�� �L�Q�� �W�K�H�L�U��

study that examines not only the kinds of experiences looked for by tourists, but 

also the constituting elements that tourists value the most. This provides a more 

appropriate perspective on market segmentation. Similarly, Chen and Noci 

(2014:1230) moved from an analysis of purchase decisions based upon specific 

product-�O�H�Y�H�O�� �I�H�D�W�X�U�H�V�� �W�R�� �D�Q�� �L�Q�W�H�U�S�U�H�W�D�W�L�R�Q�� �R�I�� �W�R�X�U�L�V�W�V�¶�� �E�H�K�D�Y�L�R�X�U�� �D�V�� �D�� �U�H�V�S�R�Q�V�H�� �W�R��

comprehensive and holistic sets of rational and irrational variables which provide 

niche tourist groups with a memorable experience. From this perspective, it would 

be possible to stimulate niche tourist groups with sensory, cognitive, emotional 

and behavioural stimuli in an attempt to make these groups sense, feel, think and 

act in a way that is desirable and memorable.  

 

Chen and Noci (2014:1233-1234) advise that the experiential expectations of 

niche tourist groups be characterised according to the importance attributed to four 

main dimensions and these dimensions are  

 Sensory experience �± related to elements that can be seen, heard, touched, 

smelled or tasted. 
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 Emotional experience �± related to the affective self and the feelings of the 

tourist. 

 Cognitive experience �± related to the conscious self of the tourist, including 

the acquisition of new knowledge. 

 Pragmatic experience �± related to active engagement in the 

representation/experience. 

 

As a result, four clusters are identified to depict the key characteristics of each 

dimension:  

 Involved cluster �± attributes relatively high importance to all the experiential 

dimensions, which suggests a high involvement in the experience. 

 Indifferent cluster �± attributes relatively low importance to all the experiential 

dimensions, which suggests not being particularly interested in the 

experience. 

 Introverted cluster �± attributes higher importance to the experiential 

dimensions of emotion and cognition, which suggests a higher concern for 

individual feelings and thoughts during the experience. 

 Extroverted cluster �± attributes relatively high importance to the experiential 

dimensions of sensory and action, which suggests a higher concern for 

physical and social environment during the experience. 

 

However, according to Prebensen and Rosengren (2016:114-115), experiences 

with various services are expected to differ in terms of perceived value, and this 

can result in different effects on the overall evaluation of the experience. Niche 

tourists value various elements differently, depending on place and situation. Even 
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though the niche tourism industry is an excellent example of the experience 

industry (Schmitt, 2000), functional services are still important aspects of the niche 

�W�R�X�U�L�V�W�V�¶���H�[�S�H�U�L�H�Q�F�H���� 

 

In order to gain a competitive advantage and to develop successful marketing 

strateg�L�H�V�����W�K�H���Q�L�F�K�H���W�R�X�U�L�V�W�¶�V���H�[�S�H�U�L�H�Q�F�H���Y�D�O�X�H�����L�Q�F�O�X�G�L�Q�J���I�X�Q�F�W�L�R�Q�D�O���D�Q�G���H�P�R�W�L�R�Q�D�O��

value, should be acknowledged. Then, the value dimensions that are important to 

cultural, event and natural area tourism markets, specifically religion, festival and 

nature-based tourist groups, should be developed to attract the right niche tourists 

and to further test the effects on their overall satisfaction.  

 

In this context, with a view to ensure marketing strategies are implemented 

effectively, it is important to ensure that segmentation, targeting and positioning 

requirements outlined in the subsequent delineation are complied with at all times. 

 

3.6 TOWARDS AN EFFECTIVE MARKETING STRATEGY  

To guide the formulation of successful marketing strategies, this section explains 

the advantages and disadvantages, as well as the requirements of effective 

market segmentation, targeting and positioning.  

 

3.6.1 Advantages and disadvantages of market segmentation  

There are numerous advantages and disadvantages in dividing a broad market, 

normally consisting of existing and potential customers, into subsets of consumers 

that exhibit some type of shared characteristics. Incorporating the advantages 

suggested by Dibb�� and Simkin (2013:26) and Blythe (2013:433) and the 
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disadvantages recommended by Pride and Ferrel (2014:138) �± a compendium of 

market segmentation advantages and disadvantages �± is indicated in Table 3.4.  

 

TABLE 3.4:  Advantages and disadvantages of market segmentation  
ADVANTAGES  DISADVANTAGES  

�x Identifies �F�R�Q�V�X�P�H�U�V�¶���Q�H�H�G�V���D�Q�G��
wants, as well as the extent the 
current product is satisfying these 
needs. 

�x Finds and compares niches (locating 
un- or under-served markets). 

�x Easily develops and modifies 
marketing approaches (as it is simpler 
to address the needs of smaller 
groups of consumers if they have 
many characteristics in common). 

�x Efficiently sets targets and priorities 
(creating a more efficient use of 
marketing resources by focusing on 
the segments with the best potential). 

�x Effectively develops marketing mix 
strategies. 

�x Effectively develops market positioning 
strategies (includes the expansion and 
retention of consumers). 

�x Increases company performance. 

�x Expensive.  
�x Tendency to appeal to unviable 

markets.  
�x Difficult to distinguish how accurately 

or broadly to segment the market. 
�x Increased competition in certain 

market segments. 

SOURCE: Dibb�� & Simkin (2013:26); Blythe (2013:433); Pride & Ferrel 
(2014:138) 

 

Following is the requirements for effective market segmentation.  

 

3.6.2 Requirements for effective market segmentation  

To capitalise on the advantages and offset the disadvantages of market 

segmentation, Kotler (as cited by Williams, 2012:159) advocates that market 

segments should be: 

 Measurable �± �W�K�H���G�H�J�U�H�H���W�R���Z�K�L�F�K���W�K�H���V�H�J�P�H�Q�W�¶�V���V�L�]�H���D�Q�G���S�X�U�F�K�D�V�L�Q�J���S�R�Z�H�U��

can be measured.  
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 Accessible �± the degree to which segments can be accessed and served. 

 Sustainable �± the extent to which segments are large or profitable enough to 

serve as markets. A segment should be the largest possible homogenous 

group economically feasible to support a tailored marketing program. 

 Actionable �± the degree to which effective programs can be designed for 

attracting and serving segments.  

 

With the increase of online distribution channels, particularly with the rapid 

development of e-commerce, practical plans that can fulfil the requirements of 

consumers buying products online are required. Du et al. (2015:136) advise 

exploring variables that influence consu�P�H�U�V�¶�� �G�H�F�L�V�L�R�Q�V�� �D�Q�G�� �L�P�S�O�H�P�H�Q�W�L�Q�J�� �D��

market segmentation strategy based on prevalent results.  

 

For example, Kim and Kim (2004:390-395) explain that the crucial characteristics 

which influence the intentions of consumers  to  purchase online include (1) age, 

(2) education level, (3) personal preference and (4) time of Internet use. These 

characteristics could be determinant attributes to segment markets for servicing 

products being sold online.  

 

However, niche tourism products are more difficult to measure and substantiate 

due to the large ratio of services associated with niche tourism products. 

Therefore, according to Sotiriadis, Van Zyl and Nduna (2014), market 

segmentation should also include measuring relative stability, decision-supporting, 

cost-effectiveness, internal homogeneity, external homogeneity, responsiveness, 

operational relevance to marketing strategy, as well as operational ability.  
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Keeping the above discussion in mind, the requirements for effective targeting and 

positioning is successively explained.  

 

3.6.3 Requirements for effective market targeting and positioning  

Service providers vary widely in terms of their ability to serve different segments of 

the market. In this regard, Pesonen (2013:4) suggests that focus should be placed 

on those parts of the market that can best be served (differentiated marketing), 

rather than trying to compete in an entire market (undifferentiated marketing).  

 

In this context, after evaluating the different market segments according to its size, 

expected growth, structural attractiveness, and the �F�R�P�S�D�Q�\�¶�V�� �R�E�M�H�F�W�L�Y�H�V�� �D�Q�G��

resources in relation to available segments, it should be decided which and how 

many segments to serve (Dibb & Simkin, 2013:12-25). Segmented (differentiated) 

marketing, niche (concentrated) marketing and/or individual (local/micro) 

marketing, as opposed to undifferentiated (mass) marketing should be 

implemented with a view to increase targeting precision and to rank potential 

market segments by profit opportunity and risk.  

 

Segmented marketing refers to isolating some broad segments that make up a 

market, whilst niche marketing (also known as micro marketing) refers to isolating 

some broad segments that make up a market into more narrowly defined groups. 

Lastly, individual marketing (also known as customised marketing) isolates 

individuals within narrowly defined groups. Clearly, it is necessary to move away 

from segment marketing by focusing on niche and/or individual marketing, 
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according to Boone and Kurtz (2014:702). However, this is a major decision that 

affects and often direc�W�O�\���G�H�W�H�U�P�L�Q�H�V���W�K�H���F�R�P�S�D�Q�\�¶�V���P�D�U�N�H�W�L�Q�J���P�L�[���� 

 

Therefore, after targeting a chosen market, a value proposition should be decided 

on, as repeatedly indicated by Kotler and Armstrong (2015:170; 2016:74-79). This 

is accomplished by differentiating the market offering to create superior consumer 

value and by arranging for a market offering to occupy a clear, distinctive, and 

desirable place relative to competing products in the minds of target consumers. In 

this sense, Dibb and Simkin (2013:12-25) state that products should be positioned 

in the minds of consumers by identifying possible competitive advantages, 

selecting the right competitive advantages and developing a marketing mix to 

communicate and deliver the chosen position. Furthermore, when selecting a 

positioning strategy, Kotler and Armstrong (2015:223-232; 2016:124-129) 

recommend that the strengths and weaknesses of a company must be reviewed 

and a position selected that will place the company in a superior position against 

that of competitors.  

 

However, building and maintaining a consistent positioning strategy is not easy, as 

there are many counter-forces to consider. For example, contracted advertising 

agencies may not support a chosen position and may work against it, new 

management may not understand the positioning strategy and change it, and 

budgets may be reduced for critical support programmes.  

 

Nevertheless, it is imperative that the development of a positioning strategy 

coincides with continuous support from management, employees, and vendors. 
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Stated differently, niche tourism product, price, place, and promotion should be 

blended to produce the response it wants in the selected niche tourism market.  

 

3.7  SUMMARY 

Because it is not possible for most companies to appeal to all consumers and 

since consumers cannot all be successfully approached in the same way, the first 

section of this chapter elaborated on the broad segmentation bases currently used 

for segmenting niche tourism markets. Thereafter, specific segmentation bases 

that can be used for segmenting niche tourism markets were presented. In 

addition, a number of requirements for effective marketing strategy formulation 

were briefly explained because market segmentation, targeting and positioning 

rely on the success of each other.  

 

Stated differently, based on the notion that consumers buy specific products to 

satisfy their needs, it is strongly suggested that the key factors that differentiate 

niche tourism markets are regarded as specific products (see Chapter 2). 

Activities, environments and experiences can consequently be used as the 

specific bases for segmenting niche tourist groups.  

 

The solid theoretical foundation presented in Chapter 2 and 3 led to the 

development of a conceptual paradigm (see Figure 4.1). Using, the conceptual 

pa�U�D�G�L�J�P�� �D�V�� �D�� �E�D�V�L�V���� �W�K�H�� �I�R�O�O�R�Z�L�Q�J�� �F�K�D�S�W�H�U�� �S�U�H�V�H�Q�W�V�� �D�Q�G�� �L�Q�W�H�U�S�U�H�W�V�� �W�K�L�V�� �V�W�X�G�\�¶�V��

research results in order to determine if any changes to the conceptual paradigm 

�L�V�� �U�H�T�X�L�U�H�G�� �D�Q�G�� �F�R�Q�V�H�T�X�H�Q�W�O�\�� �W�R�� �R�E�W�D�L�Q�� �W�K�L�V���V�W�X�G�\�¶�V�� �U�H�V�H�D�U�F�K�� �R�E�M�H�F�W�L�Y�H�V�� �D�Q�G�� �V�R�O�Y�H��

the research problem.   
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CHAPTER 4 

 

PRESENTATION AND INTERPRETATION OF RESEARCH 

RESULTS 

 

4.1  INTRODUCTION 

Research results are of little value unless presented, interpreted and 

communicated to others. In other words, presenting and interpreting research 

results is important for solving research problems, as well as for the dissemination 

and accumulation of knowledge for practical application (Kothari, 2001; 2004; 

Thomas & Hodges, 2010).  

 

The problem that the present study addresses is a knowledge gap in the 

adventure tourism domain, namely to develop a theoretical foundation focusing on 

the specific product preferences (key factors) of niche tourist groups in order to 

design a conceptual framework that niche tourism marketers could use to identify 

the specific bases for segmenting niche tourism markets.  

 

In order to solve this problem, this chapter concludes the research process by 

presenting and interpreting the results of the literature review in a conceptual 

paradigm. Thereafter, the descriptive research results based on univariate and 

multivariate analyses that identify the specific product preferences of niche tourists 

groups are presented and interpreted with the aid of statistical tables and figures.  
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In short, this chapter addresses the fifth, sixth, seventh and eighth secondary 

research objectives (see paragraph 1.4.2) as set out in Chapter 1: 

 To develop a conceptual paradigm for segmenting niche tourism markets; 

 To determine the importance of activity-based products, environment-based 

products and/or experience-based products forming part of macro niche 

tourism markets; 

 To determine the importance of activity-based products, environment-based 

products and/or experience-based products forming part of micro niche 

tourism markets; and, 

 To determine which micro niche tourist groups prefer activity-based products, 

environment-based products and/or experience-based products. 

 

The research results as presented in this chapter will be used for making 

inferences regarding the conceptual framework, based on the perception held by 

adventure tourism researchers, for identifying the specific product preferences of 

niche tourist groups. The research results will also be used to make 

recommendations regarding which specific segmentation bases niche tourism 

marketers should use for segmenting niche tourism markets. 

 

4.2  CONCEPTUAL PARADIGM  

A conceptual paradigm, according to Nalzaro (2012), is a figure or model that 

visually represents and interprets the underlying theory, principles and concepts of 

a research study. In other words, it is a visual presentation of variables that 

interrelate with one another as indicated by the researcher before an investigation 

is conducted to prove its relationships. Using the secondary data of Chapter 2 and 
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Chapter 3, the proposed conceptual paradigm is illustrated in Figure 4.1. This 

paradigm is based on the literature review and is tentative in nature. Once the 

relationships between the concepts have been empirically tested, the conceptual 

paradigm might have to be adjusted. 

 

FIGURE 4.1: A conceptual paradigm for segmenting niche tourism markets 
 

As illustrated, the conceptual paradigm is predicated on the assumption that 

different activities, environments and/or experiences form part of macro and 

associated micro niche tourism markets, and these differences segregate groups 

of niche tourists in terms of their preferences for activity-based, environment-

based and/or experience-based products. Stated differently, viewing the key 

factors that differentiate niche tourism markets (see paragraph 2.5) as specific 

products, it is believed that in addition to the broad segmentation bases (see 
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paragraph 3.4), niche tourism markets should be segmented according their 

preference for activities, environments and/or experiences (see paragraph 3.5). In 

other words, using the key factors that differentiate the niche tourism markets, 

activity-based, environment-based and experience-based segmentation can be 

used as the specific bases for segmenting niche tourism markets (see Figure 4.1).  

 

Using the conceptual paradigm as a basis, together with statistical tables and 

figures, the following section presents the descriptive research results based on 

the univariate and multivariate analyses performed.  

 

4.3  DESCRIPTIVE STATISTICS 

Descriptive statistics, as stated by Sirakaya-Turk (2011:20) and Brotherton 

(2015:15), are used to describe the aggregation of raw data in numerical terms. 

Using direct data entry and coding, this is easily achieved by presenting each 

variable (measured at nominal and/or ordinal levels) and the number of responses 

associated with each of the categories in the response set in a raw 

count/cumulative frequency distribution  and percentage table (see Annexure F & 

G). In addition, all nominal and/or ordinal level questions are depicted using the 

measures of central tendency (mode) to indicate the category with the most 

frequently occurring research results (highlighted in bold).  

 

All ordinal level questions are depicted using the measures of central tendency 

(mean and median). The variation measures of standard deviation and range are 

also indicated to facilitate the presentation and interpretation of the univariate 

analysis (see Annexure H & I). Using the representation of frequency distributions, 
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percentages and the measures of central tendency �± mode, mean and median �±

raw data aggregations resulted in standard normal distributions that are described 

using Chi-Square and Correspondence analyses for multivariate analysis.  

 

It is imperative to note that from the one hundred and forty three (N=143) 

participants in the research population, a total of one hundred and eight (n=108) 

participants completed the e-questionnaire. As such, to make interpretation easier, 

the descriptive statistics are based on the realised sample �± the number of 

participants who completed the e-questionnaire (n=108) �± and, the number of 

participants who answered the particular question. The questions that were not 

answered in the e-questionnaire are indicated as unknown.  

 

The ensuing section presents and interprets the descriptive univariate statistics 

used to analyse the data.  

 

4.4  UNIVARIATE ANALYSIS  

Univariate analysis, for the purpose of this study, involves the analysis of one 

variable at one time (Jennings, 2011:285). The variables were chronologically 

ordered in the e-questionnaire (see paragraph 1.7.3) to facilitate the understanding 

of the tables and figures used to present the univariate statistics. Each variable 

�D�V�V�R�F�L�D�W�H�G�� �Z�L�W�K�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �V�H�F�R�Q�G�D�U�\�� �R�E�M�H�F�W�L�Y�H�V��(measured at a nominal and/or 

ordinal level) is discussed by depicting the frequency distribution and the 

percentage of responses. The variables measured at an ordinal level also include 

the standard deviation and range calculations. The questions that were not 

answered in the e-questionnaire are indicated as unknown. 
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4.4.1  Literature review  

To identify which characteristics could potentially form part of environment-based 

segmentation, Figure 4.2 illustrates that of the 108 participants, 78 participants 

(72.2%) indicated that niche tourism marketers could possibly use conservation, 

60 participants (55.6%) indicated participation and 54 participants (50%) indicated 

education can be used to segment a niche tourism market in terms of the 

environment. Stated differently, environment-based segmentation is a strategy that 

could be used to identify niche tourism market segments based on shared 

environmental preferences.  

 

Specific characteristics that should be used in environment-based segmentation 

include conservation, participation and education. It is important to note that the 

research population did not specify any other characteristic. Furthermore, although 

�W�K�H�V�H�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�� �D�U�H�� �Q�R�W�� �D�V�V�R�F�L�D�W�H�G�� �Z�L�W�K�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �R�E�M�H�F�W�L�Y�H�V���� �W�K�H�\�� �D�U�H��

important to present and interpret in this section as they were examined in the 

literature review section.   

 

FIGURE 4.2: Environment-based segmentation characteristics 
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Based on the research results illustrated above, the literature review (see 

paragraph 3.5.2) is verified to some extent because the research population did 

not indicate observation and spiritual setting to be characteristics that should be 

used in environment-based segmentation. This is understandable since niche 

tourism researchers and marketers tend to view natural area tourism and nature-

based tourism as similar concepts �± inaccurately so.  

 

In other words, the main trajectories of natural area tourism are eco and nature-

based tourism. Contrary to popular belief, ecotourism is not a trajectory of nature-

based tourism (see paragraph 2.4.3).  

 

Also, with a view to identify which micro niche tourism markets (micro niches) 

mainly form part of cultural, event or natural area tourism markets (macro niches), 

Figure 4.3 illustrates that 87 participants indicated that cultural tourism consists of 

heritage tourism (89.7%) and 83 participants indicated religion tourism (87.4%). 

Furthermore, 87 participants indicated that event tourism consists of sports 

tourism (90.6%) and 79 participants indicated festival tourism (80.6%). Lastly, 94 

participants indicated that natural area tourism consists of nature-based tourism 

(95.9%), 92 participants indicated ecotourism (94.8%) and 68 participants 

indicated adventure tourism (68.7%).  

 

It is important to note that although these variables (see Figure 4.3) are not 

�D�V�V�R�F�L�D�W�H�G�� �Z�L�W�K�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �R�E�M�H�F�W�L�Y�H�V���� �W�K�H�\�� �V�K�R�X�O�G�� �E�H�� �S�U�H�V�H�Q�W�H�G�� �D�Q�G�� �L�Q�W�H�U�S�U�H�W�H�G��

in this section as these variables facilitated the development of the conceptual 

paradigm (see Figure 4.1). Please also note that the categories that were not 
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selected (cultural tourism forming part of nature-based tourism) are not 

represented in the figure.  

 

FIGURE 4.3: Niche tourism markets 
 

Based on the research results illustrated in Figure 4.3, the literature review (see 

paragraph 2.4) that was used to partially develop the conceptual paradigm (see 

Figure 4.1) is verified. The importance of niche tourism products (key factors) 

forming part of niche tourism markets (see paragraph 2.5) is presented and 

interpreted in the subsequent sections. 

 

4.4.2  Importance of niche tourism products forming part of niche tourism 

 markets  

Although cultural, event and natural area tourism are macro niches in their own 

right, there are a number of differences between these variables in terms of the 

degree and emphasis rather than the presence or absence of unique 

characteristics. The first section presents and interprets the importance of activity-

based, environment-based and/or experience-based products forming part of 

macro niche tourism markets and the second section presents and interprets the 
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importance of activity-based, environment-based and/or experience-based 

products forming part of micro niche tourism markets.  

 

4.4.2.1  Importance of niche tourism products forming part of macro niche tourism 

markets 

In order to obtain a clear picture of the overlap between cultural, event and natural 

area tourism, the two most important products that form part of each macro niche 

tourism market (cultural, event and natural area tourism) are identified. Firstly, as 

illustrated in Figure 4.4, of the 108 participants, 85 participants indicated that 

experience-based products is the most important product that forms part of cultural 

tourism (78.7% of the cases) and 46 participants indicated activity-based products 

is the second most important (42.6% of the cases). Secondly, of the 108 

participants, 80 participants indicated that activity-based products is the most 

important product that forms part of event tourism (74.1% of the cases), while 73 

participants indicated experience-based products is the second most important 

(67.6% of the cases). Thirdly, of the 108 participants, 86 indicated that 

environment-based products is the most important product that forms part of 

natural area tourism (79.6% of the cases). Forty eight participants indicated 

experience-based products is the second most important (44.9% of the cases). 

 

FIGURE 4.4: Importance of niche tourism products forming part of macro niche 
tourism markets 
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In summary, based on the research results presented above, the two most 

important products that emerged as forming part of cultural tourism are 

experience-based and activity-based products. Furthermore, the two most 

important products that form part of event tourism are activity-based and 

experience-based products; and, the two most important products that form part of 

natural area tourism are environment-based and experience-based products.  

 

Therefore, the third most important product that forms part of cultural and event 

tourism are environment-based products and the second most important product 

that make up event and natural area tourism are experience-based products. 

Further investigation is thus necessary to determine the importance of 

environment-based products forming part of culture or event tourism and the 

importance of experience-based products forming part of event or natural area 

tourism. Subsequently, the importance of activity-based, environment-based and 

experienced-based products forming part of cultural, event and natural area 

tourism was respectively measured by including these categories: not at all 

important (1), of little importance (2), somewhat important (3), very important (4) 

and critical important (5).  

 

Firstly, based on the values that occurred the most (mode), as indicated in 

Annexure F, Figure 4.5 illustrates that of the 101 participants, 77 participants (of 

whom 41 indicated very important and 36 indicated critically important) indicated 

that experience-based products is the most important product that forms part of 

cultural tourism (76.2% indicated very important to critically important). Of the 101 

participants, 52 participants (of whom 37 indicated very important and 15 indicated 



 

 185 

critically important) indicated that activity-based products are the second most 

important (51.4% indicated very important to critically important). Of the 101 

participants, 48 participants (of whom 33 indicated very important and 15 indicated 

critically important) indicated that environment-based products are the third most 

important (47.5% indicated very important to critically important).  

 

 FIGURE 4.5: Importance of niche tourism products forming part of cultural 
tourism  

 

To clarify these research results, the median (middle value) and range (the 

difference between the highest and lowest values) and the central tendency of 

mean (average) and standard deviation (extent to which the values differ from the 

mean) are respectively interpreted. As indicated in Annexure H, the activity-based 
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central dispersion (1.0232); and, the experience-�E�D�V�H�G�� �S�U�R�G�X�F�W�V�¶�� �P�H�G�L�D�Q�� �L�V�� ����������

and the mean (4.04) has the lowest dispersion (0.9372).  

 

Evidently, distributed on a range of 4.00, experience-based and activity-based 

products form part of cultural tourism. However, the dispersion related to the mean 
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indicates that environment-based products (with a positively skewed distribution) 

are more likely to form part of cultural tourism than activity-based products (with a 

negatively skewed distribution).  

 

Secondly, as indicated in Annexure F and based on the values that occurred the 

most (mode), Figure 4.6 illustrates that of the 101 participants, 83 participants (of 

whom 40 indicated very important and 43 indicated critically important) indicated 

that experience-based products are the most important product that form part of 

event tourism (82.2% indicated very important to critically important). Of the 101 

participants, 75 participants (of whom 35 indicated very important and 40 indicated 

critically important) indicated that activity-based products are the second most 

important (74.2% indicated very important to critically important). Furthermore, of 

the 101 participants, 50 participants (of whom 37 indicated very important and 13 

indicated critically important) indicated that environment-based products are the 

third most important (49.5% indicated very important to critically important).  

 

FIGURE 4.6: Importance of niche tourism products forming part of event tourism 
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To clarify these research results, as indicated in Annexure H, the activity-based 

�S�U�R�G�X�F�W�V�¶���P�H�G�L�D�Q���L�V�������������D�Q�G���W�K�H���P�H�D�Q�����������������K�D�V���F�H�Q�W�U�D�O���G�L�V�S�H�U�V�L�R�Q�����������������������W�K�H��

environment-�E�D�V�H�G���S�U�R�G�X�F�W�V�¶���P�H�G�L�D�Q���L�V�������������D�Q�G���W�K�H���P�H�D�Q�����������������K�D�V���W�K�H���K�L�J�K�H�V�W��

dispersion (1.0651); and, finally the experience-ba�V�H�G�� �S�U�R�G�X�F�W�V�¶�� �P�H�G�L�D�Q�� �L�V�� ����������

and the mean (4.19) has the lowest dispersion (0.8799). Evidently, distributed on a 

range of 4.00, experience-based and activity-based products form part of event 

tourism as the mode, median and mean are clustered around higher values. The 

research results testify that environment-based products are thus more likely to 

form part of cultural tourism than event tourism.  

 

Thirdly, based on the values that occurred the most (mode), as indicated in 

Annexure F, Figure 4.7 illustrates on the next page that of the 101 participants, 97 

participants (of whom 28 indicated very important and 69 indicated critically 

important) indicated that environment-based products are the most important 

product that form part of natural area  tourism (96.0% indicated very important to 

critically important). Of the 101 participants, 81 participants (of whom 40 indicated 

very important and 41 indicated critically important) indicated that experience-

based products are the second most important (80.2% indicated very important to 

critically important).  

 

Of the 101 participants, 69 participants (of whom 42 indicated very important and 

27 indicated critically important) indicated that activity-based products are the third 

most important (68.3% indicated very important to critically important). It is 

essential to note that the categories that were not selected (not at all important 
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forming part of environment-based and experience-based products) are not 

represented in the figure.  

 

FIGURE 4.7: Importance of niche tourism products forming part of natural area 
tourism  
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natural area tourism than cultural tourism. This is because the mean for activity-

based products for natural area tourism is the highest and the dispersion the 

lowest. The research results indicate that experience-based products are more 

likely to form part of cultural and event tourism as opposed to natural area tourism.  

 

In summary, based on the research results illustrated in Figure 4.5 to Figure 4.7, 

the two most important products that form part of cultural tourism are experience-

based and environment-based products, while the two most important products 

that form part of event tourism are experience-based and activity-based products 

and the two most important products that form part of natural area tourism are 

environment-based and activity-based products. The research results provide 

evidence to clarify the results illustrated in Figure 4.4, because environment-based 

products are more likely to form part of cultural tourism than event tourism and 

experience-based are more likely to form part of event tourism than natural area 

tourism.  

 

However, based on the research results illustrated Figure 4.5 to Figure 4.7, the 

second most important product that forms part of event and natural area tourism 

are activity-based products and the most important product that forms part of 

cultural and event tourism are experience-based products. Further investigation is 

thus necessary to determine the importance of activity-based products forming 

part of event (sports and festival) and natural area (adventure, eco and nature-

based) tourism and the importance of experience-based products forming part of 

cultural (heritage and religion) and event (sports and festival) tourism.  
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The resulting section presents and interprets the importance of activity-based, 

environment-based and experienced-based products that form part of each micro 

niche tourism market (adventure, eco, festival, heritage, religion, nature-based and 

sports tourism). 

 

4.4.2.2  Importance of niche tourism products forming part of micro niche tourism 

markets 

In order to obtain a clear picture of the overlap between cultural, event and natural 

area tourism, the most important product that forms part of heritage and religion 

(cultural) tourism; sports and festival (event) tourism and adventure, eco and 

nature-based (natural area) tourism is identified. It is deemed necessary to revisit 

Figure 4.3 with a view to obtain a clear understanding regarding which micro niche 

tourism markets mainly form part of cultural tourism, event tourism or natural area 

tourism markets (macro niches). 

 

Firstly, as illustrated in Figure 4.8, of the 95 participants, 74 participants indicated 

that activity-based products are the most important product that forms part of 

sports tourism (77.9% of the cases); and, of the 96 participants, 72 participants 

indicated adventure tourism (75.0% of the cases). Secondly, of the 96 participants, 

85 participants indicated that environment-based products are the most important 

product that forms part of nature-based tourism (88.5% of the cases); and, 78 

participants indicated ecotourism (81.2% of the cases). Thirdly, of the 94 

participants, 76 participants indicated that experience-based products are the most 

important product that forms part of religion tourism (80.8% of the cases); of the 94 

participants, 63 participants indicated festival tourism (67.0% of the cases); and, of 
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the 93 participants, 61 participants indicated heritage tourism (65.6% of the 

cases).  

 

FIGURE 4.8: Importance of niche tourism products forming part of micro niche 
tourism markets 

 

In summary, based on the above research results, activity-based products mainly 

form part of sports (event) and adventure (natural area) tourism; environment-

based products mainly form part of nature-based and eco (natural area) tourism 

and experience-based products mainly form part of religion (cultural), festival 

(event) and heritage (natural area) tourism. The research results provide evidence 

that clarifies the research results illustrated in Figure 4.5 to Figure 4.7, because 

activity-based products are more likely to form part of event (sports) tourism than 

natural area (adventure) tourism, while experience-based products are more likely 

to form part of cultural (religion) tourism than event (festival) tourism. However, 

based on the research results illustrated in Figure 4.8, there is no clear indication 

as to how environment-based products form part of cultural tourism (see 
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paragraph 4.4.2.1). Further investigation is thus required to determine the 

importance of environment-based products forming part of heritage (cultural) 

tourism.   

 

Subsequently, the importance of activity-based, environment-based and/or 

experienced-based products forming part of adventure, eco, festival, heritage, 

nature-based, religion and/or sports tourism was measured using a scale (0 to 10) 

depicting two categories (activity-based, environment-based and/or experience-

based products). Stated differently, one niche tourism product was represented on 

the scale as 0 to 4 (lower values) and the other niche tourism product was 

represented on the scale as 6 to 10 (higher values), where 5 would represent both 

niche tourism products. In order that formulate a box plot depicting the importance 

of activity-based, environment-based and/or experience-based products forming 

part of micro niche tourism markets, temporary datasets were compiled to present 

the different micro niches as groups.  

 

As illustrated in Figure 4.9, the number variable represents the value on the scale 

selected by the participants. The lower the value (0 to 4), the more activity-

orientated the specific micro niche tourism market and the higher the value (6 to 

10) the more environment-orientated the specific micro niche tourism market 

(nature-based, adventure or ecotourism). As indicated in Annexure H, the majority 

of the participants indicated nature-based tourism (higher median value �± 8.00 on 

a range of 9.00) and ecotourism (higher median value �± 8.00 on a range of 7.00) 

as being more environment-orientated. This is the case because the environment-

based  �S�U�R�G�X�F�W�V�¶  mean  for  nature-based  tourism  (7.58)  has  a  central 
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dispersion (2.1066) and the environment-�E�D�V�H�G�� �S�U�R�G�X�F�W�V�¶�� �P�H�D�Q�� �I�R�U�� �H�F�R�W�R�X�U�L�V�P��

(7.81) has the lowest dispersion (1.7037). On the other hand, the majority of the 

participants indicated adventure tourism to be more activity-orientated (lower 

median value �± 3.00 on a range of 9.00) since the activity-�E�D�V�H�G���S�U�R�G�X�F�W�V�¶���P�H�D�Q��

for adventure tourism (3.43) has the highest dispersion (2.2342). It is essential to 

note that the categories that were not selected (value 1 and 2 forming part of 

ecotourism and value 3 forming part of nature-based tourism) are not represented 

in the figure. 

 

FIGURE 4.9: Importance of environment-based and activity-based products 
forming part of micro niche tourism markets 

 

In addition, as illustrated in Figure 4.10, the number variable represents the value 

on the scale selected by the participants. The lower the value (0 to 4), the more 

activity-orientated and the higher the value (6 to 10) the more experience-

orientated the specific micro niche tourism market (festival or sports tourism). As 
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indicated in Annexure H, the majority of the participants indicated festival tourism 

(higher median value �± 8.00 on a range of 9.00) as being more experience-

orientated since the experience-�E�D�V�H�G�� �S�U�R�G�X�F�W�V�¶�� �P�H�D�Q�� �I�R�U�� �I�H�V�W�L�Y�D�O�� �W�R�X�U�L�V�P�� ��������������

has the lowest dispersion (2.6645). On the other hand, the majority of the 

participants indicated sports tourism (lower median value �± 2.00 on a range of 

9.00) as being more activity-orientated because the activity-�E�D�V�H�G���S�U�R�G�X�F�W�V�¶���P�H�D�Q��

for sports tourism (3.79) has the highest dispersion (3.0974). It is important to note 

that the categories that were not selected (value 9 forming part of sports tourism) 

are not represented in the figure below.  

 

FIGURE 4.10: Importance of experience-based and activity-based products 
forming part of micro niche tourism markets 

 

Moreover, as illustrated in Figure 4.11, the number variable represents the value 

on the scale selected by the participants. The lower the value (0 to 4), the more 

environment-orientated and the higher the value (6 to 10) the more experience-
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orientated the specific micro niche tourism market (heritage or religion tourism). As 

indicated in Annexure H, the majority of the participants indicated heritage tourism 

(higher median value �± 7.00 on a range of 9.00) and religion tourism (higher 

median value �± 9.00 on a range of 8.00) as being more experience-orientated. 

However, the dispersion related to the mean indicates that environment-based 

products are more likely to form part of heritage tourism (lowest mean value �± 6.53 

has the highest dispersion 2.5901) than religion tourism (highest mean value �± 

7.92 has the lowest dispersion 2.0663). It is, again, important to note that the 

categories that were not selected (value 1 forming part of religion tourism) are not 

represented in the figure. 

 

FIGURE 4.11: Importance of environment-based and experience-based products 
forming part of micro niche tourism markets 

 

In summary, �W�K�H�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �&�R�H�I�I�L�F�L�H�Q�W�V�� �I�R�U�� �D�O�O�� �W�K�H�� �L�W�H�P�V�� �V�H�U�Y�L�Q�J�� �D�V�� �W�K�H��

latent variable measuring importance were 0.7634 for raw variables and 0.7579 for 
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standardised variables. This result proved that these items are reliable and 

consistent as the values were higher than the acceptable level of 0.70 (see 

paragraph 1.9). Furthermore, based on the research results illustrated in Figure 

4.9 to Figure 4.11, nature-based and ecotourism are more environment-orientated 

and adventure tourism is more activity-orientated; festival tourism is more 

experience-orientated while sports tourism is more activity-orientated; and, finally 

religion and heritage tourism are more experience-orientated.  

 

However, to clarify these research results, as illustrated in Figure 4.8, heritage 

tourism is more environment-orientated than religion tourism. As such, experience-

based and environment-based products are indicated that form part of cultural 

tourism since experience-based products are more likely to form part of religion 

tourism. Furthermore, environment-based products are more likely to form part of 

heritage tourism. As such, the literature review (see paragraph 2.5) that was used 

to partially develop the conceptual paradigm (see Figure 4.1) is verified to some 

degree.  

 

The product preferences of micro niche tourist groups (see paragraph 3.5) are 

presented and interpreted in the succeeding section. 

 

4.4.3  Product preferences of micro niche tourist groups  

The present study referred to the concept of market segmentation and the more 

refined construct used was determined as consumer preferences (see paragraph 

���������������� �Z�K�L�F�K�� �L�V�� �G�H�I�L�Q�H�G�� �D�V�� �³�« the subjective (individual) tastes, as measured by 

�X�W�L�O�L�W�\���� �R�I�� �Y�D�U�L�R�X�V�� �E�X�Q�G�O�H�V�� �R�I�� �J�R�R�G�V�´�� ���9�H�U�H�V���� �7�D�U�M�D�Q�� �	�� �+�D�P�R�U�Q�L�N���� ������������������������ �$�V��
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illustrated in Figure 4.12, of the 108 participants, 102 participants agreed (94.4%) 

and 6 participants disagreed (5.6%) that macro niche tourist groups are 

segmented according to their preference for niche tourism products. 

 

FIGURE 4.12: Product preferences used to segment macro niche tourist  groups  
 

However, the research results illustrated above do not provide a clear indication of 

which products are preferred by cultural, natural area and/or event tourist groups. 

As such, further investigation is required to determine the product preferences of 

micro niche tourist groups.  

 

Subsequently, the product preferences of adventure, eco, festival, heritage, 

religion, nature-based and sports tourist groups was respectively measured by 

including the categories: strongly disagree (1), disagree (2), neither agree nor 

disagree (3), agree (4) and strongly agree (5). Firstly, based on the values that 

occurred the most (mode) and as indicated in Annexure F, Figure 4.13 illustrates 

that of the 94 participants, 83 participants (of whom 53 indicated agree and 30 

indicated strongly agree) indicated that adventure tourists (88.3% indicated agree 
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to strongly agree) prefer activity-based products. Also, of the 95 participants, 74 

participants (of whom 45 indicated agree and 29 indicated strongly agree) 

indicated that sports tourists (77.9% indicated agree to strongly agree) prefer 

activity-based products. One should note that the categories that were not 

selected (strongly disagree forming part of adventure tourism) are not represented 

in the figure.  

 

 FIGURE 4.13: Micro niche tourist groups that prefer activity-based products 

 

To clarify these research results, as indicated in Annexure H, adventure (higher 

median value �± 4.00 on a range of 3.00) and sports tourists (higher median value 

�± 4.00 on a range of 4.00) prefer activity-based products. However, compared to 

the results presented in paragraph 4.4.2.1 and paragraph 4.4.2.2, there is a 

difference in the chronological order of these. However, this state of affairs does 

not influence the premise that activity-based products do form part of adventure 

tourism (higher mean value �± 4.14 and a lower dispersion of 0.7843) and sports 

tourism (higher mean value �± 3.96 and a lower dispersion of 0.9884). The 
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research results indicate that activity-based products are mostly preferred by 

natural area (adventure) and event (sports) tourist groups. 

 

Secondly, based on the values that occurred the most (mode) and as indicated in 

Annexure F, Figure 4.14 illustrates that of the 94 participants, 86 participants (of 

whom 58 indicated agree and 28 indicated strongly agree) indicated that eco 

tourists (91.5% indicated agree to strongly agree) prefer environment-based 

products. Additionally, of the 94 participants, 84 participants (of whom 50 indicated 

agree and 34 indicated strongly agree) indicated that nature-based tourists (89.4% 

indicated agree to strongly agree) prefer environment-based products. However, 

of the 94 participants, 53 participants (of whom 42 indicated disagree and 11 

indicated strongly disagree) indicated that religion tourists (56.2% indicated 

disagree to strongly disagree) do not prefer environment-based products. Again, it 

is essential to note that the categories that were not selected (strongly disagree 

forming part of ecotourism) are not represented in the figure.  

 

FIGURE 4.14: Micro niche tourist groups that prefer environment-based products 
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To clarify these research results, as indicated in Annexure H, eco tourists (higher 

median value �± 4.00 on a range of 3.00) and nature-based tourists (higher median 

value �± 4.00 on a range of 4.00) prefer environment-based products. However, 

religion tourists (lower median value �± 2.00 on a range of 4.00) do not prefer these 

products.  

 

Nevertheless, compared to the results presented in paragraph 4.4.2.1 and 

paragraph 4.4.2.2, there is a difference in the chronological order of these. 

However, this result does not have bearing on the premise that environment-

based products clearly form part of ecotourism (higher mean value �± 4.19 and a 

lower dispersion of 0.6439) and nature-based tourism (higher mean value �± 4.19 

and a lower dispersion of 0.8201); and that, environment-based products do not 

form part of religion tourism (lower mean value �± 2.60 and a higher dispersion of 

1.0708). The research results establish that environment-based products are 

typically preferred by natural area (eco and nature-based) tourist groups and 

experience-based products are mostly preferred by cultural (religion) tourist 

groups. 

 

Thirdly, based on the values that occurred the most (mode), as indicated in 

Annexure F, Figure 4.15 illustrates that of the 93 participants, 79 participants (of 

whom 59 indicated agree and 20 indicated strongly agree) indicated that festival 

tourists (84.9% indicated agree to strongly agree) prefer experience-based 

products. Moreover, of the 94 participants, 70 participants (of whom 55 indicated 

agree and 15 indicated strongly agree) indicated that heritage tourists (74.5% 

indicated agree to strongly agree) prefer experience-based products. It is 
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important, yet again, to note that the categories that were not selected (strongly 

disagree forming part of festival and heritage tourism) are not represented in the 

figure.  

 

FIGURE 4.15: Micro niche tourist groups that prefer experience-based products 
 

To clarify these research results, as indicated in Annexure H, festival tourists 

(higher median value �± 4.00 on a range of 3.00) and heritage tourists (higher 

median value �± 4.00 on a range of 3.00) prefer experience-based products. 

However, the dispersion related to the mean indicates that experience-based 

products are mostly preferred by festival tourists (higher mean value �± 4.04 and a 

lower dispersion of 0.6580) than heritage tourists (lower mean value �± 3.84 and a 

higher dispersion of 0.7663). Therefore, these research results verify the results 

presented in paragraphs 4.4.2.1 and 4.4.2.2 because experience-based products 

definitely form part of festival and heritage tourism.  

 

However, experience-based products are more likely to form part of festival 

tourism than heritage tourism. The research results indicate that experience-based 

products are mostly preferred by cultural (religion) and event (festival) tourist 
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groups and environment-based products are mostly preferred by cultural tourist 

groups (heritage).  

 

Identifying tourist preferences is evidently important as it becomes easier to 

develop marketing strategies once niche tourism marketers are knowledgeable 

about which products tourists prefer (Blackwell, Miniard & Engel, 2001; 2006; Ali-

Knight, 2010). This notion, as illustrated in Figure 4.16, is verified by the 81 

�S�D�U�W�L�F�L�S�D�Q�W�V�� �Z�K�R�� �L�Q�G�L�F�D�W�H�G�� �W�K�D�W�� �L�G�H�Q�W�L�I�\�L�Q�J�� �W�R�X�U�L�V�W�V�¶�� �S�U�R�G�X�F�W�� �S�U�H�I�H�U�H�Q�F�H�V�� �F�R�X�O�G��

assist niche tourism marketers to target and position their market more effectively 

(75.0% of the cases). It is important to note that these perceptions are not 

associated with the objectives of the present study, but they are nonetheless 

relevant.  

 

FIGURE 4.16: Product preferences used to target and position niche tourist 
groups  

 

In summary, �W�K�H�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �&�R�H�I�I�L�F�L�H�Q�W�V�� �I�R�U�� �D�O�O�� �W�K�H�� �L�W�H�P�V�� �V�H�U�Y�L�Q�J�� �D�V�� �W�K�H��

latent variable measuring preference were 0.6148 for raw variables and 0.6593 for 

standardised variables. This proved that these items were not reliable and 
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consistent as the values were lower than the acceptable level of 0.70. It is thus 

imperative to note that the measuring instrument was improved by deleting 

�4�����B�����Q�� ���S�U�H�I�H�U�H�Q�F�H���R�I�� �U�H�O�L�J�L�R�Q�� �W�R�X�U�L�V�W�V������ �7�K�L�V�� �G�H�O�H�W�L�R�Q�� �L�Q�F�U�H�D�V�H�G�� �W�K�H�� �&�U�R�Q�E�D�F�K�¶�V��

Alpha Coefficient to 0.7017, proving that the remaining items are reliable and 

consistent as it was higher than the acceptable level of 0.70. 

 

�'�H�O�H�W�L�Q�J�� �U�H�O�L�J�L�R�Q�� �W�R�X�U�L�V�W�¶�V�� �S�U�H�I�H�U�H�Q�F�H�� �I�R�U�� �H�Q�Y�L�U�R�Q�P�H�Q�W�V�� �L�V�� �X�Q�G�H�U�V�W�D�Q�G�D�E�O�H���� �%�D�V�H�G��

on the research results illustrated in Figure 4.13 to Figure 4.15 (verifying the 

results indicated in paragraphs 4.4.2.1 and 4.4.2.2), activity-based products are 

mostly preferred by natural area (adventure) and event (sports) tourist groups; 

environment-based products are mostly preferred by natural area (eco and nature-

based) and cultural (heritage) tourist groups. In addition, experience-based 

products are mostly preferred by cultural (religion) and event (festival) tourist 

groups. As such, it is important to note that although environment-based products 

are mostly preferred by heritage tourists as opposed to religion and festival 

tourists, heritage tourists do prefer experience-based products.  

 

The literature review (see paragraph 3.5) that was used to partially develop the 

conceptual paradigm (see Figure 4.1) has been verified to some degree. This is 

because, in addition to experience-based segmentation, environment-based 

segmentation should be used to segment heritage tourists (not religion tourists); 

and, experience-based segmentation, as opposed to environment-based 

segmentation, should be used to segment religion tourists. The adjacent section 

assesses the goodness of fit between observed values and those theoretically 
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expected by simultaneously considering multiple relationships among categorical 

variables in a graphical display.  

 

4.5  MULTIVARIATE ANALYSIS  

Multivariate analysis, as stated by Jennings (2011:294), involves the analysis of 

more than two variables at the one time by holding one variable constant (as a 

control) and examining an independent and a dependant variable. In order to 

verify the research results related to the sixth, seventh and eighth secondary 

research objectives (see paragraph 1.4.2), a Chi-Square and Correspondence 

analyses were performed.  

 

Firstly, the Chi-Square test is a nonparametric test of significance (Cooper & 

Schindler, 2001:499; Trochim, Donnelly & Arora, 2015:299) that is useful for 

testing categorical variables (measured at nominal and/or ordinal level). The Chi-

Square test is used to test for statistically significant differences and/or 

relationships between the observed distribution of data and the expected 

distribution of data based on the null hypothesis (no significant difference between 

the expected and observed result). Mathematically, the Chi-Square tests can be 

summarised by the following equation: 

 

�[�� � �Ã ���2�E�V�H�U�Y�H�G-�(�[�S�H�F�W�D�W�L�R�Q���ð

�(�[�S�H�F�W�H�G
                  (Eq. 4.1) 

 

That is, the Chi-Square is the sum of the squared difference between observed 

and the expected data (or the deviation), divided by the expected data in all 

possible categories. For the purpose of the present study, a Chi-Square 
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distribution table is used to determine statistically significant differences and/or 

relationships by indicating: (1) the degrees of freedom; (2) the value closest to the 

calculated Chi-Square; and, (3) the p-value (probability value). If the p-value for 

the calculated Chi-�6�T�X�D�U�H���L�V���S���•���������������H�T�X�D�O���D�Q�G���R�U���J�U�H�D�W�H�U���W�K�D�Q�������W�K�H���U�H�O�D�W�L�R�Q�V�K�L�S��

is  accepted  as  the  deviation  is  small  enough  that  chance  alone  accounts for 

it  (acceptable deviation). However, if the p-value for the calculated Chi-Square is 

p < 0.05 (less than), then the relationship is rejected since some factor other than 

chance must account for the large deviation. It is important to note, as all 

adventure tourism researchers were included in this study, that a non-parametric 

test is used because there are no population parameters to estimate.  

 

Thereafter, the Correspondence Analysis �± a descriptive multivariate graphical 

technique (Beh & Lombardo, 2014:21-25) �± is used to explore relationships among 

categorical variables (measured at nominal and/or ordinal level). For the purpose 

of the present study, contingency tables are used to indicate the distribution of 

data (frequencies and percentages) that is placed into more than two sets of 

categories.  

 

Subsequently, a graphical representation of the contingency table structure (rows 

and columns) is illustrated (Correspondence Analysis) to allow for the visualisation 

of the salient (most important) relationships among the variable responses in a 

low-dimensional space. This technique preserves the categorical nature of the 

variables, since the analysis is conducted at the level of the response categories 

themselves rather than at the variable level. This is a versatile technique in part 

because no underlying distributional assumptions are required.  
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The tables and figures presented in the subsequent section only indicate those 

variables for which there are statistically significant relationships (see Annexure H 

for all the comparison statistics). Stated differently, various statistical tests were 

�F�R�Q�G�X�F�W�H�G���W�R���G�H�W�H�U�P�L�Q�H���S�R�V�V�L�E�O�H���U�H�O�D�W�L�R�Q�V�K�L�S�V���E�H�W�Z�H�H�Q���S�D�U�W�L�F�L�S�D�Q�W�¶�V���G�H�P�R�J�U�D�S�K�L�F��

characteristics (see paragraph 1.7.2), the importance of niche tourism products 

forming part of niche tourism markets (see paragraph 4.4.2) and/or the product 

preferences of micro niche tourist groups (see paragraph 4.4.3).  

 

�+�R�Z�H�Y�H�U���� �R�Q�O�\�� �P�H�D�Q�L�Q�J�I�X�O�� �U�H�O�D�W�L�R�Q�V�K�L�S�V�� �V�L�J�Q�L�I�L�F�D�Q�W�� �W�R�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �R�E�M�H�F�W�L�Y�H�V�� �D�U�H��

presented. Furthermore, the participants who did not respond to all the questions 

were deleted, and, thus the total participants may differ from the univariate 

statistics where each response was included. 

 

The relationships between the niche tourism products preferred by macro niche 

tourists are discussed in the successive section. 

 

4.5.1  Relationship between macro niche tourism markets and niche 

 tourism products  

Different variables were used to measure the relationship between the importance 

of activity-based, environment-based and/or experience-based products forming 

part of macro niche tourism markets (see Annexure C - Questions 13-16). Using 

the Chi-Square test, differences in the selections by the participants of the different 

macro niches were analysed (see Figure 4.5 to Figure 4.7) to determine whether 

any relationships exist.  
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Simultaneously, various statistical tests were conducted to verify the Chi-Square 

test  result  (see  Annexure J  &  K),  namely  (1)  Likelihood  Ratio  Chi-Square, 

(2) Mantel-Haenszel Chi-Square, (3) Phi Coefficient, (4) Contingency Coefficient 

and (5) Cramer's V. Validating the Chi-Square test result (p=<0.0001), the modes 

of classification are not independent, indicating relationships between the two 

variables. 

 

Subsequently, to determine which products form part of each of the macro niches, 

the contingency table (as indicated in Table 4.1) presents the variables as rows 

(macro niches) and the chosen categories (niche-tourism products) as columns. 

The table presents nine variables representative of combined selections, indicating 

only the positive selection of each product for each macro niche. 

 

TABLE 4.1:  Contingency table of macro niches versus niche tourism products 
MACRO NICHES NICHE TOURISM PRODUCTS 

 Activity -
Based 

Products  

Environment -
Based Products  

Experience -
Based 

Products  
Total  

Cultural Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
46 

9.24 
28.57 
27.88 

 
30 

6.02 
18.63 
23.62 

 
85 

17.07 
52.80 
41.26 

 
161 

32.33 
 
 

Event Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
80 

16.06 
48.78 
48.48 

 
11 

2.21 
6.71 
8.66 

 
73 

14.66 
44.51 
35.44 

 
164 

32.93 
 
 

Natural A rea Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
39 

7.83 
22.54 
23.64 

 
86 

17.27 
49.71 
67.72 

 
48 

9.64 
27.75 
23.30 

 
173 

34.74 
 
 

Total  
Frequency 
Percentage 

 
165 

33.13 

 
127 

25.50 

 
206 

41.37 

 
498 

100.0 
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To determine which products form part of the different macro niches, a 

Correspondence Analysis, as illustrated in Figure 4.17, is presented to indicate the 

measure of correspondence. 

FIGURE 4.17: Correspondence Analysis of macro niches versus niche tourism 
products 

 

From the column points illustrated above it is evident that experience-based is the 

nearest and to the left of the centroid of dimension 1, thus making a relative small 

contribution to the Chi-Square statistic (because it is near to the centroid). 

Experience-based products contribute less to the inertia of dimension one (since 

its coordinate on dimension one (-0.2063) has a small absolute value relative to 

column point (0.7176 for environment-based product)). Also, activity-based 

squared cosines for dimension one and two, approximately 0 and 2, indicate that 

its position is almost completely determined by its location on dimension two. 

Activity-based quality is 1.0, which indicates perfect quality. In addition, 

environment-based points are situated far from the centroid, thus making a 

relatively large contribution to the Chi-Square statistic and the inertia of dimension 
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one. As such, the horizontal dimension is largely determined by environment-

based versus activity-based as the experience-based products contribute the least 

to dimension one or the inertia. However, the vertical dimension is largely 

determined by the experience-based versus activity-based since the environment-

based products do not contribute to dimension two or the inertia. 

 

From the row points it becomes evident that natural area is the nearest to the 

centroid of dimension 2, thus making a relative small contribution to the Chi-

Square statistic. Additionally, natural area contributes almost nothing to the inertia 

of dimension two (since its coordinate on dimension two (0.0541) has a small 

absolute value relative to the other row points like cultural (-0.1910)). However, 

natural area contributes largely to the inertia of dimension one (since its coordinate 

on dimension one (-0.5528) has a large absolute value relative to the row point of 

cultural (-0.1409)). Therefore, the horizontal dimension is largely determined by 

the macro niches natural area versus event. However, the vertical dimension is 

largely determined by the macro niche cultural versus event. 

 

Evidently, the interpretations of dimension one illustrate the relationship that 

environmental-based products form part of the macro niche natural area and 

activity-based products form part of the macro niche event. In addition, the 

interpretations of dimension two illustrate the relationship that experienced-based 

products form part of the macro niche cultural tourism. These research results 

confirm the results illustrated in Figure 4.5 to Figure 4.7. In this sense, the 

literature review (see paragraph 2.5) that was used to partially develop the 

conceptual paradigm (see Figure 4.1) is verified to some degree. 
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The following section explains the relationships between the niche tourism 

products preferred by micro niche tourists.  

 

4.5.2  Relationship between micro niche tourism markets and niche 

 tourism pr oducts  

Different variables were used to measure the relationship between the importance 

of activity-based, environment-based and/or experience-based products forming 

part of micro niche tourism markets (see Annexure C �± Questions 17-24) and 

which micro niche tourist groups prefer activity-based, environment-based and/or 

experience-based products (see Annexure C �± Question 25). Using the Chi-

Square test, differences in the selections by the participants of the different micro 

niches were analysed (see Figure 4.9 to Figure 4.11 & Figure 4.13 to Figure 4.15) 

to determine whether any relationships exist. At the same time, various statistical 

tests were conducted to verify the Chi-Square test result (see Annexure J & K), 

namely (1) Likelihood Ratio Chi-Square, (2) Mantel-Haenszel Chi-Square, (3) Phi 

Coefficient, (4) Contingency Coefficient and (5) Cramer's V. Validating the Chi-

Square test result (p=<0.0001), the modes of classification are not independent, 

indicating an relationship between the two variables.  

 

Subsequently, in order to determine which products form part of each of the micro 

niches, the contingency table (as indicated on the next page in Table 4.2) presents 

the variables as rows (micro niches) and the chosen categories (niche-tourism 

products) as columns. Again, one should note that the table presents seven 

variables representative of combined selections, indicating only the positive 

selection of each product for each micro niche. 
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TABLE 4.2:  Contingency table for micro niches versus niche tourism products 
MICRO NICHES NICHE TOURISM PRODUCTS 

 Activity -
Based 

Products  

Environment -
Based 

Products  

Experience -
Based 

Products  
Total  

Adventure Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
72 

10.84 
75.00 
36.18 

 
6 

0.90 
6.25 
2.91 

 
18 

2.71 
18.75 
6.95 

 
96 

14.46 
 
 

Ecotourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
2 

0.30 
2.08 
1.01 

 
78 

11.75 
81.25 
37.86 

 
16 

2.41 
16.67 
6.18 

 
96 

14.46 
 
 

Festival Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
26 

3.92 
27.66 
13.07 

 
5 

0.75 
5.32 
2.43 

 
63 

9.49 
67.02 
24.32 

 
94 

14.16 
 
 

Heritage Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
10 

1.51 
10.75 
5.03 

 
22 

3.31 
23.66 
10.68 

 
61 

9.19 
65.59 
23.55 

 
93 

14.01 
 
 

Nature -Based Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
4 

0.60 
4.17 
2.01 

 
85 

12.80 
88.54 
41.26 

 
7 

1.05 
7.29 
2.70 

 
96 

14.46 
 
 

Religion Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
11 

1.66 
11.70 
5.53 

 
7 

1.05 
7.45 
3.40 

 
76 

11.45 
80.85 
29.34 

 
94 

14.16 
 
 

Sports Tourism  
Frequency 
Percentage 
Row Percentage 
Column Percentage 

 
74 

11.14 
77.89 
37.19 

 
3 

0.45 
3.16 
1.46 

 
18 

2.71 
18.95 
6.95 

 
95 

14.31 
 
 

Total  
Frequency 
Percentage 

 
199 

29.97 

 
206 

31.02 

 
259 

39.01 

 
664 

100.0 
 

In order to determine the importance of activity-based, environment-based and/or 

experience-based products forming part of micro niche tourism markets, the 
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questions pertaining to whether the micro niches where either activity, 

environment or experience-orientated are combined to present the micro niche by 

product-orientation (Correspondence Analysis), as illustrated in Figure 4.18. 

FIGURE 4.18: Correspondence Analysis of micro niches versus niche tourism 
products 

 

To verify the Correspondence Analysis illustrated in Figure 4.18, a 

Correspondence Analysis, as illustrated in Figure 4.19, is presented to display the 

measure of correspondence between which micro niche tourist groups prefer 

activity-based, environment-based and/or experience-based products. 

FIGURE 4.19: Correspondence Analysis verifying micro niches versus niche 
tourism products 
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From the column points illustrated above it is evident that experience-based is the 

nearest and to the left of the centroid of dimension 1, thus making a relative small 

contribution to the Chi-Square statistic (because it is near to the centroid). 

Experience-based contributes less to the inertia of dimension one (since its 

coordinate on dimension one (-0.2596) has a small absolute value relative to 

column point (1.1010 for environment-based products)). Moreover, activity-based 

squared cosines for dimension one and two, approximately 0 and 2, indicate that 

its position is almost completely determined by its location on dimension two. 

Activity-based quality is 1.0, which indicates perfect quality.  

 

In addition, environment-based points are situated far from the centroid, thus 

making a relatively large contribution to the Chi-Square statistic and the inertia of 

dimension one. As such, the horizontal dimension is largely determined by the 

products environment-based versus activity-based since the experience-based 

products contribute the least to dimension one or the inertia. However, the vertical 

dimension is largely determined by experience-based versus activity-based 

because the environment-based products do not contribute to dimension two or 

the inertia. 

 

From the row points it becomes evident that eco is the nearest to the centroid of 

dimension 2, thus making a relative small contribution to the Chi-Square tests. 

Moreover, eco contributes almost nothing to the inertia of dimension two (since its 

coordinate on dimension two (0.1732) has a small absolute value relative to the 

other row points like religion (-0.8104)). However, eco contributes in a relatively 

large  way  to  the  inertia  of  dimension  one (since its coordinate on dimension 
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one (1.0819) has a large absolute value relative to the row point of heritage 

(0.0051)). As such, the horizontal dimension is largely determined by the macro 

niches sports and adventure versus nature-based and eco. However, the vertical 

dimension is largely determined by the micro niche sports and adventure versus 

religion, heritage and festival. 

 

Evidently, the interpretations of dimension one illustrate the relationship of activity-

based products forming part of the micro niches adventure and sports and 

environment-based products forming part of the micro niche eco and nature-

based. In addition, the interpretations of dimension two illustrate the relationship 

activity-based products forming part of the micro niches sports and adventure and 

experience-based products forming part of the micro niche religion, festival and 

heritage. These research results confirm the results illustrated in Figure 4.9 to 

Figure 4.11 and Figure 4.13 to Figure 4.15. As such, the literature review (see 

paragraph 3.5) used to partially develop the conceptual paradigm (see Figure 4.1) 

is verified to some extent.  

 

4.6  SUMMARY 

Based on the research problem and objectives of this study, a measurement 

process (see Figure 1.4) was implemented to ensure that valid and reliable data 

were collected and analysed by means of a descriptive univariate and multivariate 

analyses. These methods were used to convert the data into research results that 

are used to make inferences and recommendations about the specific product 

preferences of niche tourist groups, as discussed in the subsequent chapter. In 

other words, the next chapter combines the research results presented and 
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interpreted in this chapter into realistic inferences and recommendations with a 

view to assist niche tourism marketers in identifying the specific bases for 

segmenting niche tourism markets. This will facilitate the possible publication of 

research in order to provide a basis for future research, and set forth plans and 

programmes to be initiated and based on the research results. 
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CHAPTER 5 

 

INFERENCES AND RECOMMENDATIONS  

 

5.1 INTRODUCTION 

Niche tourism is undergoing a period of rapid change and uncertainty �± also in the 

context of the increase of external opportunities and threats. In order to create and 

implement effective marketing strategies directed at a particular market segment, 

niche tourism marketers are compelled to focus on the common interests of target 

�V�H�J�P�H�Q�W�V�¶�� �Q�H�H�G�V�� �D�Q�G�� �E�H�K�D�Y�L�R�X�U�V�� �E�\�� �L�G�H�Q�W�L�I�\�L�Q�J�� �W�K�H�� �F�K�D�U�D�F�W�H�U�L�V�W�L�F�V�� �R�I�� �G�L�Y�H�U�V�H��

tourist groups (see paragraph 1.2).  

 

Based on the research problem (see paragraph 1.3) and associated research 

objectives (see paragraph 1.4), this chapter sets out to make inferences and 

�U�H�F�R�P�P�H�Q�G�D�W�L�R�Q�V�� �U�H�J�D�U�G�L�Q�J�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �W�K�H�R�U�H�W�L�F�D�O�� �I�R�X�Q�G�D�W�L�R�Q�� �D�Q�G�� �F�R�Q�F�H�S�W�X�D�O��

framework. Thereafter, the limitations experienced throughout the course of study 

are identified and avenues for future research is recommended.  

 

5.2 RESEARCH PROBLEM AND OBJECTIVES  

Various research studies have investigated the rapidly growing niche tourism 

domain focusing on cultural, event and/or natural area tourism. However, when 

differentiating between these niche tourism markets, niche tourism researchers 

and marketers were challenged with a limited theoretical foundation identifying the 

product preferences (key factors) that differentiate niche tourism markets (see 

paragraph 1.2). As a result, the limited theoretical foundation focusing on niche 
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�W�R�X�U�L�V�W�V�¶�� �V�S�H�F�L�I�L�F�� �S�U�R�G�X�F�W�� �S�U�H�I�H�U�H�Q�F�H�V�� �J�D�Y�H�� �U�L�V�H�� �W�R�� �F�R�Q�F�H�S�W�X�D�O�� �I�U�D�P�H�Z�R�U�N�V�� �W�K�D�W��

identify specific segmentation bases characteristics and not the specific bases for 

segmenting niche tourism markets. Consequently, niche tourism marketers have 

been using conventional and perhaps not entirely appropriate assumptions and 

perceptions to identify the specific segmentation bases that should be used when 

segmenting niche tourism markets.   

 

Evidently, in order to address a knowledge gap in the adventure tourism domain, 

there was a need to develop a theoretical foundation focusing on the specific 

product preferences (key factors) of niche tourist groups in order to design a 

conceptual framework that marketers of niche tourism could use to identify the 

specific bases for segmenting niche tourism markets (see paragraph 1.3). In this 

context, with a view to enable niche tourism marketers to identify specific bases for 

segmenting niche tourism markets, the primary research objective of this study 

was (see paragraph 1.4.1):  

 To design a conceptual framework based on the perceptions held by 

adventure tourism researchers in order to identify the specific product 

preferences of niche tourist groups.  

 

In order to obtain the primary research objective of this study, the pertinent steps 

of the marketing research process (see paragraph 1.6) were followed to guide this 

�V�W�X�G�\�¶�V���H�Q�W�L�U�H���U�H�V�H�D�U�F�K���S�U�R�F�H�V�V: 

 Chapter 1 introduced this study by discussing the background and 

motivation, research problem, research objectives, contribution of the study 

and the research process. Moreover, the empirical research methodology 
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(literature review, sampling, measurement, data collection and analysis); the 

code of ethical conduct; reliability and validity; and, the definitions and terms 

applicable to this study were introduced and explained.  

 Chapter 2 focused on achieving the first and second secondary research 

objectives of this study by discussing the theoretical developments in niche 

tourism research and by identifying the key factors that differentiate niche 

tourism markets.  

 Chapter 3 focused on achieving the third and fourth secondary research 

objectives of this study by discussing the procedures and broad bases for 

segmenting niche tourism markets and by identifying the specific bases for 

segmenting niche tourism markets.  

 Chapter 4 focused on achieving the fifth, sixth, seventh and eighth secondary 

research objectives of this study by developing a conceptual paradigm for 

�V�H�J�P�H�Q�W�L�Q�J�� �Q�L�F�K�H�� �W�R�X�U�L�V�P�� �P�D�U�N�H�W�V���� �E�\�� �D�F�T�X�L�U�L�Q�J�� �W�K�H�� �U�H�V�H�D�U�F�K�� �S�R�S�X�O�D�W�L�R�Q�¶�V��

perceptions regarding the importance of activity-based, environment-based 

and/or experience-based products forming part of macro niche tourism 

markets; the importance of activity-based, environment-based and/or 

experience-based products forming part of micro niche tourism markets; and, 

which micro niche tourist groups prefer activity-based,  environment-based 

and/or experience-based products. 

 

Because the primary research objective relies on the successful achievement of 

the secondary research objectives (see paragraph 1.4.2) and the success of 

solving the research problem depends on the success of achieving the primary 

research objective, the following section concludes the marketing research 
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�S�U�R�F�H�V�V�� �E�\�� �L�Q�I�H�U�U�L�Q�J�� �D�Q�G�� �P�D�N�L�Q�J�� �U�H�F�R�P�P�H�Q�G�D�W�L�R�Q�V�� �D�E�R�X�W�� �W�K�L�V�� �V�W�X�G�\�¶�V�� �V�H�F�R�Q�G�D�U�\��

and primary research objectives. 

 

5.3 INFERENCES 

Inferences regarding the secondary and primary research objectives are dealt with 

in this section. These inferences are drawn from the literature review and research 

results.  

 

5.3.1 The theoretical developments in niche tourism research  

Based on the first secondary research objective, the theoretical developments in 

niche tourism research were deliberated by discussing the concepts of tourism, 

the technical definitions of tourism, the main trajectories of contemporary tourism, 

and the main trajectories of niche tourism. The concept of tourism refers to the 

extensive notional framework that identifies significant tourism characteristics and 

differentiates tourism from comparable, often linked but diverse phenomena (see 

paragraph 2.2.1). In this context, the five main tourism characteristics are (1) the 

travelling, (2) the stay, (3) the temporary or short-term nature of the stay, (4) the 

travelling and stay taking place outside the normal place of residence and work 

and (5) the distinct activities that arise from the travel and stay. 

 

Furthermore, the technical definitions of tourism have evolved over time as 

researchers and marketers have adapted and established suitable measures for 

statistical, legislative, and operational reasons (see paragraph 2.2.2). From a 

supply side perspective, tourism definitions follow a functional (group tourism 

supply according to its function in tourism) and/or income (group tourism supply 
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according to the extent to which tourism contributes to their revenue) approach. 

Also, demand side definitions include three main technical features that form part 

of tourism: motivation of travel, the time dimension involved in the tourism visit and 

those situations where tourists may or may not be included as tourists. In essence, 

tourism is a leisure activity that involves the discretionary use of time and money 

while recreation is often the main motivation for participation in tourism. However, 

there is no need for limiting the broad concept of tourism, because the important 

characteristics of tourism can be best understood within a broader sense. Stated 

differently, all tourism includes some travel �� but not all travel is tourism. 

 

With this in mind, tourism production and consumption in developed countries 

evolved from Fordist to post-Fordist to contemporary tourism (see paragraph 2.3). 

Fordist tourism is categorised by mass tourism characteristics, while post-Fordist 

tourism displays alternative/niche tourism characteristics. In turn, contemporary 

tourism has characteristics of both mass and alternative/niche tourism that are 

differentiated by the scale of sustainable production and consumption patterns.  

 

However, contemporary tourism trajectories could result in large-scale, low-cost 

�S�U�R�G�X�F�W�L�R�Q�� �D�Q�G�� �F�R�Q�V�X�P�S�W�L�R�Q�� ���F�D�W�H�U�H�G�� �W�R�� �W�R�X�U�L�V�W�V�¶��tastes and demands) with 

accompanying impacts. As a result, it is suggested that contemporary tourism 

should rather be viewed as niche tourism with macro niche tourism (large-scale 

tourism segments) and micro niche tourism (small-scale tourism segments) 

trajectories (see paragraph 2.4). There are typically three primary macro niche 

markets (namely cultural, event and natural) and seven secondary micro niche 

tourism markets (namely adventure tourism, ecotourism, festival tourism, heritage 
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tourism, nature-based tourism, religious tourism and sports tourism) that constitute 

niche tourism (see paragraph 4.4.1). 

 

Cultural tourism represents the movement of persons to cultural attractions away 

from their normal place of residence, with the intention to gather new information 

and experiences to satisfy their cultural needs. In other words, cultural tourism 

includes all movements of persons to specific cultural attractions, such as heritage 

sites, artistic and cultural manifestations, arts and drama outside their normal 

place of residence (see paragraph 2.4.1). That is, heritage tourism is regarded as 

a micro niche tourism market of cultural tourism because heritage sites and 

destinations are increasing costs and regulating tourist numbers in order to 

maintain/limit associated impacts and pilgrimage is associated with macro niche 

tourism and religious tourism is regarded as a micro niche tourism market of 

cultural tourism due to the scale of sustainable production and consumption (see 

paragraph 2.4.1.1). 

 

Additionally, event tourism or planned event tourism is as a strategic area of 

tourism where destinations develop, facilitate and promote events to meet the 

multiple goals discussed in the core propositions. In other words, planned event 

tourism includes the experiences of tourists who are motivated by particular 

interests and not what is offered by way of products (see paragraph 2.4.2). Based 

on the scale of sustainable production and consumption, public festivals are 

associated with macro niche tourism and non-profit/private festivals are regarded 

as a micro niche tourism market of event tourism.  Moreover, all mega and 

hallmark sports tourism products are associated with macro niche tourism and all 



 

 222 

regional and local sports tourism products are regarded as micro niche tourism 

markets of cultural tourism (see paragraph 2.4.2.1).    

 

In addition, natural area tourism represents the travelling for a special interest to 

enhance personal experience in a specific natural setting, each of the three with its 

distinct characteristics or emphases. Stated differently, it is tourism in natural 

settings or the situatedness in the natural environment (see paragraph 2.4.3). 

�%�D�V�H�G�� �R�Q�� �W�R�X�U�L�V�W�¶�V�� �W�D�V�W�H�V�� �D�Q�G�� �G�H�P�D�Q�G���� �D�V�� �Z�H�O�O�� �D�V�� �W�K�H�� �V�F�D�O�H�� �R�I�� �G�H�Y�H�O�R�S�P�H�Q�W�� �D�Q�G��

impact of natural area tourism, natural area tourism or any large-scale, low-priced, 

high-impact product of natural area tourism (for example adventure, eco and 

nature-based tourism) can be regarded as a trajectory of contemporary tourism. 

However, for the purpose of this study, natural area tourism in general is 

associated with macro niche tourism and adventure, eco and nature-based 

tourism are regarded as micro niche tourism markets. 

 

Adventure tourism has developed to be activity-orientated and risk- or physical 

performance-driven (see paragraph 2.4.3.1); on the other hand, ecotourism is 

environment  dependent  and  responsibility  or  sustainability-driven (see 

paragraph 2.4.3.2); whereas nature-based tourism has developed to be nature-

dependent and destination-driven (see paragraph 2.4.3.3). That is, adventure 

tourism focuses more on physical activities, ecotourism focuses more on the 

environment and nature-based tourism focuses more on tourist experiences within 

natural areas. Furthermore, a common need for an outdoor activity has been 

identified for both adventure and nature-based tourism; an exotic setting is an 

essential element for both adventure and ecotourism; and, finally resources, 
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conservation and education are required for both eco and nature-based tourism 

(see paragraph 2.4.3.4). As such, according to Sung (2000:45), activity, 

experience and environment are the key factors that differentiate adventure 

tourism, nature-based tourism and ecotourism (see paragraph 2.4.3.4). 

 

Nevertheless, it has become apparent that there is no single definition of any 

macro or micro niche tourism market currently being adopted. Different definitions 

�D�U�H�� �D�S�S�O�L�H�G�� �E�D�V�H�G�� �R�Q�� �U�H�V�H�D�U�F�K�H�U�V�¶�� �S�H�U�F�H�S�W�L�R�Q�V�� �D�Q�G�� �V�W�X�G�\�� �R�E�M�H�F�W�L�Y�H�V���� �$�V�� �D�� �U�H�V�X�O�W����

definitions either seek to be fairly broad and inclusive, covering all possible forms 

of niche tourism, or they seek to narrow the definition in order to identify the 

essence of niche tourism. 

 

To summarise, with the aim of expanding the current body of knowledge, 

adventure tourism, is ultimately defined as: 

�³�$ leisure activity, that is perceived as either a soft or a hard adventure �± in an 
indoor or outdoor setting, providing suitable or challenging conditions �± requiring a 
person, in search of a new experience, involving perceived risk or controlled 
danger related to personal challenges, to voluntarily travel outside his or her usual 
environment, by means of conventional or unconventional transportation, for not 
more than one year���´�� 

(Lötter, Geldenhuys & Potgieter, 2016). 
 

In conclusion, new types of tourism demand have profoundly changed tourism 

supply and tourism marketing strategies, as differentiated product development 

and personalised marketing approaches are important to attract different niche 

tourist groups.  

 

The ensuing section infers the second secondary research objective.  

 



 

 224 

5.3.2 The key factors that differentiate niche tourism markets  

Although cultural, event and natural area tourism are macro niches in their own 

right, the differences between these can be discerned in terms of the degree and 

emphasis rather than the presence or absence of unique characteristics. 

Therefore, niche tourism can either be cultural, event and/or natural orientated 

depending on the emphasis and value allotted by the tourist.  

 

Based on the second secondary research objective, the various niche tourism 

supply and demand perspectives are incorporated, and the conceptual model of 

Sung (2000:45) is used as a basis in order to determine the three key factors that 

differentiate macro and micro niche tourism markets (see paragraph 2.5).  

 

As a result, cultural tourism was found to be experience-oriented, event tourism is 

activity-orientated and natural area tourism is environment-orientated. However, 

since there is a clear overlap between niche tourist groups, the key differentiating 

factors of cultural tourism are the environment and the tourist experience; whereas 

heritage tourism focuses more on environmental stimulation and religion tourism is 

more centered on mental stimulation (experience).  

 

In addition, the key differentiating factors of event tourism are the �W�R�X�U�L�V�W�V�¶��

experience and the physical activity; whereas festivals place greater emphasis on 

mental stimulation (experience) and sports tourism is more concerned with 

physical stimulation (activities). Also, the key differentiating factors of natural area 

tourism are the physical activity and the environment, with tourist experiences 

becoming a more prevalent factor. Adventure tourism focuses more on physical 
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stimulation (activities), ecotourism is more interested in the environment and 

nature-based tourism places greater emphasis on mental stimulation (experience).  

 

The inferences based on the third secondary research objective are discussed in 

the subsequent section.  

 

5.3.3 The procedures and broad bases for segmenting niche tourism 

 markets  

Based on the third secondary research objective, it should be noted that tourism 

markets consist of tourists, and tourists may differ in terms of their wants, 

resources, locations, buying attitudes and buying practices. As such, every tourist 

is viewed as a potentially separate market because tourists have unique needs 

and wants (see paragraph 3.2).  

 

To formulate an effective marketing strategy requires segmenting the total niche 

tourism market into smaller, relatively homogenous groups so that niche tourism 

marketers can target and position their target market accordingly. Niche tourism 

researchers and marketers typically follow a post hoc approach by applying broad 

segmentation variables to subdivide niche tourism markets (see paragraph 3.3).  

 

In other words, two broad groups of variables are typically used by researchers 

and marketers for segmenting niche tourism markets. Some niche tourism 

researchers and marketers form segments by identifying tourist characteristics 

using geographic, demographic and/or psychographic characteristics. Other 
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researchers and marketers form segments by identifying tourist responses to 

benefits sought, use occasions or brands (see paragraph 3.4). 

 

In general terms, geographic segmentation divides a market into different 

geographical units (for example neighbourhoods, towns, cities, provinces, 

countries, regions of the world and/or even climate areas) based on the demand 

for specific categories of products (see paragraph 3.4.1). Additionally, 

demographic segmentation, also known as socio-economic segmentation 

(including education, income and occupation), entails dividing a market into 

different population units (for example age, education, ethnicity, nationality, 

religion, family life-cycle stage, gender, household size, income and/or occupation) 

based on the demand for specific categories of products (see paragraph 3.4.2). 

Combining these two broad segmentation bases, geodemographic segmentation 

identifies consumer profiles by grouping consumers according to their 

demographic characteristics, such as age and income, while simultaneously 

identifying consumers by means of geographic characteristics.  

 

In addition, psychographic segmentation involves segmenting a market according 

to lifestyles, personalities and/or social class as it is believed that common values 

can be found among groups of consumers and these values tend to determine 

their purchasing patterns. It is not an exact science, but it enables the 

quantification of the personalities and lifestyles of consumer groups, so that 

products specifically applicable to selected target markets can be created (see 

paragraph 3.4.3. Additionally, behavioural segmentation involves explaining the 

occasions, benefits, user status, usage rate, loyalty status and buyer readiness 
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stage of consumer groups (see paragraph 3.4.4). It is, however, important to note 

that consumers are no longer passive recipients of marketing communications 

modelling their behaviour in response to an autonomous flux of information. 

Consumers are part of an ongoing process that necessitates involvement at every 

stage of the purchase decision-making process. 

 

Evidently, market segmentation is a tool that assists the effectiveness in reaching 

the right market/s. More specifically, it is a tool that provides knowledge about 

potential niche tourist groups that leads to ultimately satisfying their needs with 

appropriate niche tourism products.  

 

The following section infers the fourth secondary research objective.  

 

5.3.4 The specific bases for segmenting niche tourism markets  

Based on the fourth secondary research objective, the key factors that differentiate 

niche tourism markets (see paragraph 5.3.2) are viewed as specific products that 

segregate groups of niche tourists in terms of their preferences for activities, 

environments and/or experiences (see paragraph 3.5). Activity-based, 

environment-based and/or experience-based products can consequently be used 

as the specific bases for segmenting niche tourist groups.  

 

Activity-based segmentation is predicated on the assumption that different tourism 

activities appeal to different types of tourists (see paragraph 3.5.1). In order to 

segment niche tourism markets (specifically event (sports) and natural area 

(adventure) tourism) according to their preference for activities, six distinct groups 
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of activity-based segmentation are used, namely (1) soft nature, (2) risk equipped, 

(3) hard challenge, (4) rugged nature, (5) winter snow, and (6) question marks.  

 

Moreover, environment-based segmentation is predicated on the assumption that 

different environmental attitudes divide a niche tourism market (specifically cultural 

(heritage) and natural area (eco) tourism) into distinct niche tourist groups (see 

paragraph 3.5.2). Environment-based segmentation is classified according to five 

distinctive groups, namely (1) conservation (environmental involvement), (2) 

participation (social involvement), (3) spiritual setting (personal development), (4) 

observation (natural areas) and (5) education.  

 

However,  according  to  participants  of  this  study,  only  three  groups are 

applicable (see paragraph 4.4.1), namely (1) conservation (environmental 

involvement), (2) education and (3) participation (social involvement). This is 

understandable as niche tourism researchers and marketers are inaccurately 

viewing natural area tourism and nature-based tourism as similar concepts. Stated 

differently, the main trajectories of natural area tourism is eco and nature-based 

tourism. Contrary to popular belief, ecotourism is not a trajectory of nature-based 

tourism (see paragraph 2.4.3).  

 

In addition, experience-based segmentation assumes that different tourism 

experiences divide a niche tourism market (specifically cultural (religion), event 

(festivals) and natural area (nature-based) tourism) into different types of niche 

tourist groups (see paragraph 3.5.3). Explicitly,  to  segment  niche  tourism 

markets  according  to  their  preference  for  experiences,  four  distinctive  groups 
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of  experiential  segmentation  are  used,  namely  (1)  involved,  (2)  indifferent, 

(3) introvert and (4) extrovert.  

 

Evidently, in order to develop profiles of resulting segments, niche tourism 

researchers and marketers typically identify one or more specific bases for 

segmenting their niche tourism market. Thereafter, market targeting and 

positioning strategies are developed to target the identified niche tourist group/s 

effectively (see paragraph 3.6).  

 

The inferences based on the fifth secondary research objective are explained in 

the succeeding section.  

 

5.3.5 A conceptual paradigm for segmenting niche tourism markets  

Based on the fifth secondary research objective, the conceptual paradigm 

highlighting the relationship between niche tourism markets and market 

segmentation was developed using the comprehensive literature review results as 

a basis. The conceptual paradigm (see Figure 4.1) is centred on the assumption 

that different activities, environments and/or experiences form part of macro and 

associated micro niche tourism markets and this segregate groups of niche 

tourists in terms of their preferences for activity-based, environment-based and/or 

experience-based products.  

 

Consequently, if two niche tourism markets share similar product preferences, a 

combination of activity-based, environment-based and/or experience-based 

segmentation should be used as specific bases to segment those markets. More 
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specifically, if a niche tourist group mostly prefer activities, activity-based 

segmentation should be used as a specific basis to segment that market.  

 

Furthermore, if a niche tourist group mostly prefer environments, environment-

based segmentation should be used as a specific basis to segment that market. 

On the other hand, if niche tourist groups mostly prefer experiences, experience-

based segmentation should be used as a specific basis to segment that market. It 

is important to note that these conclusions are based on the conceptual paradigm 

�D�Q�G���Q�R�W���R�Q���W�K�L�V���V�W�X�G�\�¶�V��conceptual framework. 

 

The adjacent section infers the sixth secondary research objective.  

 

5.3.6 The importance of activity -based, environment -based and/or 

 experience -based products forming part of macro niche tourism 

 markets  

Based on the importance of niche tourism products forming part of macro niche 

tourism markets, experience-based products was found to form part of cultural 

tourism; activity-based products form part of event tourism; and, environment-

based products form part of natural area tourism (see paragraph 4.4.2.1). Also, the 

two most important products that form part of cultural tourism are experience-

based and environment-based products; while the two most important products 

that form part of event tourism are activity-based and experience-based products; 

and, finally the two most important products that form part of natural area tourism 

are environment-based and activity-based products.  
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The inferences based on the seventh and eighth secondary research objective are 

deliberated in the successive section.  

 

5.3.7 Micro niche tourism ma �U�N�H�W�V�¶ importance and preference for niche 

 tourism products  

Micro niche tourism is segmented according to the importance and preference for 

niche tourism products. Evidently, adventure tourism is more activity-orientated, as 

opposed to environment-orientated; sports tourism is more activity-orientated, as 

opposed to experience-orientated; nature-based and ecotourism are more 

environment-orientated, as opposed to activity-orientated; festival tourism is more 

experience-orientated, as opposed to activity-orientated; and, heritage and religion 

tourism are more experience-orientated, as opposed to environment-orientated 

(see paragraph 4.4.2.2).  

 

Activity-based products are therefore the most important products that form part of 

adventure and sports tourism because the majority of these tourists mostly prefer 

activities. On the other hand, environment-based products are the most important 

products that form part of eco and nature-based tourism since the majority of 

these tourists mostly prefer environments. Lastly, experience-based products are 

the most important products that form part of religion, festival and heritage tourism 

because  the  majority  of  these  tourists  mostly  prefer  experiences (see 

paragraph 4.4.3). It is important to note that heritage tourism is more environment-

orientated as opposed to religion and festival tourism, and therefore environment-

based products are also an important product to form part of heritage tourism as 

the majority of these tourists also prefer environments. Nevertheless, identifying 
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the importance and preference for niche tourism products can assist niche tourism 

marketers to target and position their niche tourism market effectively. 

 

The following section integrates the inferences based on the secondary research 

objectives to summarise the primary research objective of this study.  

 

5.3.8  The specific product preferences of niche tourist groups   

To identify the specific product preferences of niche tourist groups, the differences 

of cultural (religion and heritage), event (festival and sports) and natural area 

(adventure, eco and nature-based) tourism are discerned in terms of the degree 

and emphasis rather than the presence or absence of unique characteristics.  

 

In order to obtain a clear picture of the overlap between cultural, event and natural 

area tourism, these macro and associated micro niche tourism markets are 

differentiated according to their preference for activity-based, environment-based 

and/or experience-based products (see Chapter 4). In terms of macro niche 

�W�R�X�U�L�V�P���P�D�U�N�H�W�V�����E�D�V�H�G���R�Q���W�K�H���U�H�V�H�D�U�F�K���S�R�S�X�O�D�W�L�R�Q�¶�V���S�H�U�F�H�S�W�L�R�Q�V����cultural tourists 

mostly prefer experience-based and environment-based products; event tourists 

mostly prefer activity-based and experience-based products; and, natural area 

tourists mostly prefer environment-based and activity-based products.  

 

�,�Q�� �R�U�G�H�U�� �W�R�� �F�O�D�U�L�I�\�� �W�K�H�V�H�� �F�R�U�U�H�V�S�R�Q�G�H�Q�F�H�V���� �E�D�V�H�G�� �R�Q�� �W�K�H�� �U�H�V�H�D�U�F�K�� �S�R�S�X�O�D�W�L�R�Q�¶�V��

perceptions, adventure (natural area) and sports (event) tourists mostly prefer 

activity-based products; eco (natural area), nature-based (natural area) and 

heritage (cultural) tourists mostly prefer environment-based products; and, religion 
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(cultural) and festival (event) tourists mostly prefer experience-based products. 

One should note that although heritage tourists, as opposed to religion and festival 

tourists, mostly prefer environment-based products, they most definitely prefer 

experience-based products as opposed to environment-based products.  

 

Evidently, using quantitative methods of analysis, the conceptual paradigm of this 

study, as illustrated in Figure 4.1, is supported with the premise of incorporating 

two changes (heritage and nature-based tourism product preferences). This study 

consequently addresses the problem of a knowledge gap in the adventure tourism 

domain by developing a theoretical foundation focusing on the specific product 

preferences (key factors) of niche tourist groups.  

 

Recommendations that can assist niche tourism marketers in identifying specific 

bases for segmenting niche tourism markets, are conferred in the ensuing section.  

 

5.4  RECOMMENDATIONS 

Recommendations regarding the secondary and primary research objectives will 

be dealt with in this section. These recommendations are drawn from the literature 

review and research results.  

 

5.4.1 Theoretical niche tourism research developments and key 

 differentiating factors of niche tourism markets  

Based on the first and second secondary research objectives, it is recommended 

that niche tourism researchers and marketers should develop a robust system to 

classify and measure tourism-related terms. In order to be able make international 
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comparisons, terms should be equally defined, statistics collected, and similarly 

analysed. In other words, it is recommended that niche tourism researchers and 

marketers need to find universally accepted definitions for niche tourism sectors 

and sub-sectors.  

 

In addition, it is suggested that contemporary tourism should rather be viewed as 

niche tourism with macro niche tourism (large-scale tourism segments) and micro 

niche tourism (small-scale tourism segments) trajectories. Therefore, when niche 

tourism researchers and marketers attempt to define macro and micro niche 

tourism markets, it is recommended that they, in addition to the tourism concepts, 

terminology and typologies, also define niche tourism markets by including the key 

factor/s of activity, environment and/or experience.  

 

Furthermore, niche tourism markets should not be seen as a simplistic 

homogenous whole with general needs, but rather as sets of individuals with 

specific needs relating to the qualities and features of particular products. It is 

recommended that empirical tests of niche tourism activities, environments and 

experiences focus on the demand-side perspective with niche tourists establishing 

which activities, experiences and environments belong in the niche tourism 

category.  

 

More specifically, the activities, environments and experiences said to be typical of 

a specific niche tourism market should not only focus on one aspect but should 

incorporate all the characteristics of that specific niche tourism market. This will 

assist niche tourism marketers to implem�H�Q�W�� �W�K�H�V�H�� �F�R�Q�V�W�U�X�F�W�V�� �D�V�� �J�R�D�O�V�� ���W�R�X�U�L�V�W�V�¶��
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motives) or development roles that will ultimately lead to positive 

political/administrative, economic, tourism/commercial, social/cultural, 

technological, physical/environmental and psychological impacts on communities, 

regions and/or destinations.  

 

The recommendations based on the third secondary research objective are 

described in the subsequent section.  

 

5.4.2 The procedures and broad bases for segmenting niche tourism 

 markets  

Since niche tourism marketers vary widely in terms of their ability to serve different 

segments of the niche tourism market, based on the third secondary research 

objective, it is recommended that these marketers should identify those parts of 

the market they can best serve (differentiated marketing), rather than trying to 

compete in an entire market (undifferentiated marketing).  

 

It is recommended that niche tourism researchers and marketers should aim to 

�L�G�H�Q�W�L�I�\�� �W�K�R�V�H�� �I�D�F�W�R�U�V�� �W�K�D�W�� �D�I�I�H�F�W�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�� �J�U�R�X�S�V�¶�� �S�X�U�F�K�D�V�H�� �G�H�F�L�V�L�R�Q�V���� �W�K�H�\��

should ideally group niche tourists according to the presence or absence of these 

factors; and, then adjust their marketing strategies in order to meet the needs of 

every selected group/s of niche tourists.  

 

In other words, with a view to facilitate differentiated product and marketing 

development catered to specific target groups and/or markets, niche tourism 

researchers and marketers should identify various push and pull satisfaction 
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factors and/or involvement factors which are related to tourism markets and/or 

tourist groups needs, values and interest. Broad segmentation bases should be 

used to identify geodemographic, attitudinal and behavioural characteristics that 

can assist with the development of differentiated product and marketing 

approaches.  

 

Contradictory, niche tourism marketers should move away from segment 

marketing by focusing on niche and/or individual marketing. However, as market 

segments change, researchers and marketers should consider repeating this 

procedure periodically.  

 

In essence, market segmentation is best used in a flexible manner. Therefore, it is 

recommended that the broad (namely geographic, demographic, psychographic 

and/or behavioural) segmentation bases be combined or joined together for 

developing a more effective niche tourist profile.  

 

Below is an outline of the recommendations based on the fourth secondary 

research objective.  

 

5.4.3 The specific bases for segmenting niche tourism markets  

Based on the fourth secondary research objective, it is necessary for niche tourism 

researchers and marketers to understand how their products fit in with their 

�S�R�W�H�Q�W�L�D�O���W�R�X�U�L�V�W���J�U�R�X�S�V�¶���G�H�F�L�V�L�R�Q-making processes and studies should attempt to 

�H�[�S�O�D�L�Q�� �D�Q�G�� �S�U�H�G�L�F�W�� �W�R�X�U�L�V�W�� �J�U�R�X�S�V�¶�� �S�U�H�I�H�U�H�Q�F�H�V�� �I�R�U�� �V�S�H�F�L�I�L�F�� �S�U�R�G�X�F�W�V���� �,�Q�� �R�W�K�H�U��

words, it is recommended that niche tourism marketers should identify the needs 
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of niche tourist groups prior to establishing marketing strategies and resource 

allocation. Thus, instead of only looking at broad segmentation bases, it is 

recommended that niche tourism marketers also use clustered preferences for 

segmenting niche tourism markets. 

 

In the light of the key factors that differentiate niche tourism markets as specific 

products, it is recommended that niche tourism marketers should segment their 

niche tourism markets according to their clustered preference for activity-based, 

environment-based and/or experience-based products. However, these activity, 

environment and experience sets should be examined in conjunction with distinct 

niche tourist groups who have varying geographic, demographic, psychographic 

and/or behavioural characteristics. 

 

Even though activity-based segmentation provides possible characteristics for 

segmenting adventure and sports tourism markets by activities, the proposals do 

not appear to capture the enormous variety of recreation activities. Additionally, 

characteristics typically associated with environment-based segmentation do not 

capture the essence of cultural and natural area tourism. In addition, for niche 

tourism marketers to gain a competitive advantage and to develop successful 

�P�D�U�N�H�W�L�Q�J�� �V�W�U�D�W�H�J�L�H�V���� �W�K�H�� �W�R�X�U�L�V�W�¶�V�� �H�[�S�H�U�L�H�Q�F�H�� �Y�D�O�X�H���� �L�Q�F�O�X�G�L�Q�J�� �I�X�Q�F�W�L�R�Q�D�O�� �D�Q�G��

emotional value, should be acknowledged. This suggests the need for a more 

comprehensive segmentation approach.  

 

In essence, in order to capitalise on the advantages and offset the disadvantages 

of market segmentation, it is recommended that niche tourism marketers should 
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ensure that their market segments are measurable, accessible, sustainable and 

actionable. Moreover, when segmenting their market, they should also include 

measuring relative stability, decision-supporting, cost-effectiveness, internal 

homogeneity, external homogeneity, responsiveness, operational relevance to 

marketing strategy, as well as operational ability. Furthermore, with the increase of 

online distribution channels, particularly with the rapid development of e-

commerce, it is recommended that niche tourism marketers should establish 

practical plans that can fulfil the requirements of tourists buying products online. 

 

To increase targeting precision and to rank potential market segments by profit 

opportunity and risk, it is recommended that niche marketers should implement 

niche (concentrated) marketing and/or individual (local/micro) marketing, as 

opposed to segmented (differentiated) marketing and undifferentiated (mass) 

marketing. Thereafter, niche tourism marketers should decide on a value 

proposition by differentiating their market offering to create superior tourist value 

and arranging for a market offering to occupy a clear, distinctive, and desirable 

place relative to competing products in the minds of target niche tourists. Thus, it 

is recommended that niche tourism marketers need to develop marketing mixes 

(packaging, partnership, people and programming), followed by formulating, 

implementing and evaluating marketing strategies. In essence, marketing efforts 

should be directed to provide satisfactory and sustainable niche tourism products 

tailored for each target market.  

 

The recommendations based on the fifth secondary research objective are 

delineated in the succeeding section.  



 

 239 

5.4.4 A conceptual paradigm for segmenting niche tourism markets  

Based on the fifth secondary research objective, since cultural tourists mostly 

prefer environment-based and experience-based products, it is recommended that 

niche tourism marketers should use a combination environment-based and 

experience-based segmentation as specific bases to segment this market. 

Secondly, since event tourists mostly prefer experience-based and activity-based 

products, it is recommended that niche tourism marketers need to use a 

combination of experience-based and activity-based segmentation as specific 

bases to segment this market. Lastly, since natural area tourists mostly prefer 

activity-based and environment-based products, it is recommended that niche 

tourism marketers use a combination of activity-based and environment-based 

segmentation as specific bases to segment this market.  

 

More specifically, since sports and adventure tourists mostly prefer activity-based 

products, niche tourism marketers should use activity-based segmentation as a 

specific basis to segment these markets. Secondly, since eco and heritage tourists 

mostly prefer environment-based products, niche tourism marketers should 

consider using environment-based segmentation as a specific basis to segment 

these markets.  

 

Thirdly, since religion, festival and nature-based tourists mostly prefer experience-

based products, niche tourism marketers may rather use experience-based 

segmentation as a specific basis to segment these markets. These 

recommendations are based on the conceptual paradigm �D�Q�G�� �Q�R�W�� �R�Q�� �W�K�L�V�� �V�W�X�G�\�¶�V��

conceptual framework.  
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The adjacent section discusses the recommendations based on the sixth 

secondary research objective.  

 

5.4.5  The importance of activity -based products, environment -based 

 products and/or experience -based products forming part of macro 

 nic he tourism markets   

Based on the research results of this study, activity-based products should be 

perceived as the most important product to form part of event tourism, 

environment-based products need to be regarded as the most important product to 

form part of natural area tourism and experience-based products should be seen 

as the most important product to form part of cultural tourism. Furthermore, it is 

recommended that activity-based and experience-based products should be 

perceived as the two most important products that form part of event tourism; 

environment-based and activity-based products should be regarded as the two 

most important products that form part of natural area tourism; and, finally 

experience-based and environment-based products need to be seen as the two 

most important products that form part of cultural tourism.  

 

The recommendations based on the seventh and eighth secondary research 

objective are explained in the successive section.  

 

5.4.6 �0�L�F�U�R���Q�L�F�K�H���W�R�X�U�L�V�P���P�D�U�N�H�W�V�¶ importance and preference for niche 

tourism products  

Based on the research results of this study, it is recommended that activity-based 

products need to be perceived as the most important product to form part of sports 
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and adventure tourism as the majority of these tourists mostly prefer activities. 

Also, because the majority of nature-based and ecotourists mostly prefer 

environments, environment-based products should be seen as the most important 

product to form part of these niche tourism markets.  

 

In addition, since the majority of religion, festival and heritage tourists mostly 

prefer experiences, experience-based products need to be perceived as the most 

important product to form part of these niche tourism markets. However, as 

heritage tourists, as opposed to religion and festival tourists, also prefer 

environments, it is recommended that environment-based products should also be 

perceived as an important product to form part of this niche tourism market. 

 

Based on the recommendations made about the secondary research objectives, 

the following section deliberates the recommendations regarding the primary 

research objective.  

 

5.4.7  A conceptual framework for segmenting niche tourism markets  

�6�X�Q�J�¶�V�� ����������������) conceptual relationship between adventure tourism, nature-

�E�D�V�H�G���W�R�X�U�L�V�P���D�Q�G���H�F�R�W�R�X�U�L�V�P���K�D�V���S�U�R�Y�H�Q���W�R���E�H���X�V�H�I�X�O���D�Q�G���.�R�W�O�H�U���D�Q�G���$�U�P�V�W�U�R�Q�J�¶�V��

(2015:170) target marketing steps made a significant contribution to the field of 

knowledge on segmentation. However, it is recommended that niche tourism 

marketers should segment macro and associated micro niche tourism markets 

according to their preference for activity-based, environment-based and/or 

experience-based products.  
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As illustrated in Figure 5.1, event tourists prefer activity-based and experience-

based products and it is thus recommended that niche tourism marketers should 

use activity-based and experience-based segmentation as specific bases to 

segment this market. Secondly, since natural area tourists prefer environment-

based and activity-based products, niche tourism marketers should consider using 

environment-based and activity-based segmentation as specific bases to segment 

this market. Lastly, because cultural tourists prefer experience-based and 

environment-based products, niche tourism marketers need to use experience-

based and environment-based segmentation as specific bases to segment this 

market.  

 

FIGURE 5.1: A conceptual framework for segmenting niche tourism markets: an 
adventure tourism �U�H�V�H�D�U�F�K�H�U�¶�V���S�H�U�F�H�S�W�L�R�Q 

 

More specifically, since adventure and sports tourists mostly prefer activity-based 

products, it is recommended that niche tourism marketers should use activity-
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based segmentation as a specific basis to segment these markets. Secondly, 

because eco and nature-based tourists tend to prefer environment-based 

products, niche tourism marketers may consider using environment-based 

segmentation as a specific basis to segment these markets. Thirdly, as religion, 

festival and heritage tourists mostly prefer experience-based products, niche 

tourism marketers should use experience-based segmentation as a specific basis 

to segment these markets.  

 

It is important to note that although environment-based products are mostly 

preferred by nature-based tourists and experience-based products are typically 

preferred by heritage tourists, nature-based tourists also prefer experience-based 

products and heritage tourists also prefer environment-based products. Therefore, 

it is recommended that niche tourism marketers also use experience-based 

segmentation as specific basis to segment nature-based tourists and environment-

based segmentation to segment heritage tourists.  

 

The conceptual framework of this study, as opposed to the conceptual paradigm 

(see Figure 4.1), proves that environment-based as opposed to experience-based 

segmentation should be used as a specific basis to segment nature-based 

tourists. Additionally, experience-based as opposed to environmental-based 

segmentation should be used to segment heritage (cultural) tourists. Nevertheless, 

the overlap of experience-based and environment-base segmentation is justified 

as cultural and natural area tourism markets are increasingly seeking experiences 

in natural environments. It is important to note that there is a difference in the 

chronological order of adventure and sports tourism, but this does not influence 
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the premise that activity-based products definitely form part of adventure and 

sports tourism. 

 

This study consequently aims to assist niche tourism marketers to identify the 

specific bases for segmenting niche tourism markets by proposing a conceptual 

framework, based on the research results obtained. In this context, it is 

recommended that these specific segmentation bases, in conjunction with broad 

geographic, demographic, psychographic and/or other behavioural segmentation 

bases be used to identify and group niche tourists according to the presence or 

�D�E�V�H�Q�F�H�� �R�I�� �W�K�R�V�H�� �I�D�F�W�R�U�V�� �W�K�D�W�� �D�I�I�H�F�W�� �Q�L�F�K�H�� �W�R�X�U�L�V�W�V�¶�� �S�X�U�F�K�D�V�H�� �G�H�F�L�V�L�R�Q�V�� �V�R�� �W�K�D�W��

marketing strategies can be adjusted in order to meet the specific needs and 

wants of every selected niche tourist group/s.  

 

For example, instead of using assumptions and perceptions to identify which 

specific segmentation bases to use when segmenting adventure tourism markets, 

adventure tourism marketers can use the conceptual framework (see Figure 5.1) 

to identify that activity-based segmentation is the most appropriate bases for 

segmenting adventure tourism markets. In other words, in conjunction with broad 

geographic, demographic, psychographic and/or other behavioural segmentation 

bases, the six recreational activity sets outlined in Table 3.2 should serve as 

foundation for segmenting adventure tourism markets according to their activity 

preferences. 

 

However, before niche tourism marketers segment, target and position their 

markets, they should clearly understand their micro, market and macro 
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environments. Thereafter, once their markets are segmented, targeted and 

positioned, niche tourism marketers should implement sustainability and 

relationship marketing to attract and retain their markets to enhance their 

satisfaction (Berry as cited by Hudson & Hudson, 2013:143).  

 

The limitations experienced throughout the course of this study are presented in 

the ensuing section.  

 

5.5 LIMITATIONS 

The structural limitations related to this study include the lack of existing theory, as 

well as poor theoretical quality in the literature that informs conceptual frameworks 

and practical applications within the niche tourism domain. Moreover, niche 

tourism research has been industry-driven, which means the importance of 

theoretical constructs have not been fully recognised because greater attention is 

paid to empirical applications. Lastly, because niche tourism studies are usually 

performed from a social science perception, the exchanging of research terms or 

application practices violates assumptions across these two fields.   

 

In addition, as this study is grounded in the positivist social sciences paradigm, a 

quantitative methodology was used. The methodological limitations related to this 

study include the difficulty related to studying behavioural characteristics of niche 

tourists, as these cannot be meaningfully be reduced to numbers or adequately 

understood without attaching quantifiable values to the concepts. Thus, the key 

differentiating factors that differentiate niche tourist groups are interpreted as 
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products so that n�L�F�K�H���W�R�X�U�L�V�W�V�¶���S�U�R�G�X�F�W���S�U�H�I�H�U�H�Q�F�H�V���D�V���S�H�U�F�H�L�Y�H�G���E�\���W�K�H���U�H�V�H�D�U�F�K��

population can be identified and applied.  

 

Thorough quantitative research usually requires a large sample size studied over a 

long period of time (longitudinal study). However, due to time and monetary 

constraints, it was impossible to research all niche tourism researchers and 

marketers over an extended time period. Therefore, this study only included the 

perception of one group of niche (adventure) tourism researchers and marketers 

and is limited to provide true inferences from other niche tourism researchers and 

marketers that would have been possible if a longitudinal design was used. Stated 

�G�L�I�I�H�U�H�Q�W�O�\���� �D�O�W�K�R�X�J�K�� �W�K�L�V�� �V�W�X�G�\�¶�V��research results are generalisable to the 

theoretical population (all adventure tourism researchers and marketers on a 

worldwide scale), the research results are not representative of all researchers 

and marketers in the niche tourism domain. Lastly, this study was faced with a 

nonresponse error as thirty five of the participants did not partake in this study. 

 

In addition, during the research process, the researcher was responsible for 

developing measures. In this context, during this measurement process, there was 

a possibility that the researcher introduced errors whilst carrying out the process 

steps.  

 

In other words, even though the measurement process applied to this study is 

�F�R�Q�V�L�G�H�U�H�G�� �S�U�H�F�L�V�H���� �W�R�� �V�R�P�H�� �H�[�W�H�Q�W�� �W�K�H�� �U�H�V�H�D�U�F�K�H�U�¶�V�� �M�X�G�J�H�P�H�Q�W�� �Z�D�V�� �L�Q�Y�R�O�Y�H�G�� �L�Q��

the use of the variables and associated characteristics. The e-questionnaire and 

associated measures were constructed by the researcher who made decisions 
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and assumptions as to what is and is not important, and the process of coding in 

the case of open ended questions was done subjectively, which means there may 

have been a level of researcher imposition.  

 

Added to the possible researcher error, the research participants could also have 

added a degree of error to the research study. For example, while completing the 

e-questionnaire, the research participants might have been untruthful, they might 

have altered their responses to fit what they deem to be socially desirable, they 

might have not put much thought into answering the questions, they might have 

been forgetful, they might have not been thinking within the full context of the 

situation, and their answers might have been grounded on their own interpretation 

and assumption of the questions. Evidently, question interpretation, participant 

assumption, question order, method variance, attribute wording, and the possibility 

of omitting important questions could have resulted in random or systematic error.  

 

The subsequent section recommends possible avenues for future research.  

 

5.6 RECOMMENDATIONS REGARDING FUTURE RESEARCH  

With a view to build a systematic body of knowledge, the conceptual framework 

presented in this study needs to be further validated. Therefore, it is recommended 

that niche tourism researchers and marketers should: 

 Implement the current conceptual framework identifying specific bases for 

segmenting  niche tourism markets, by using a qualitative methodology; 
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 Implement the current conceptual framework identifying specific bases for 

segmenting niche tourism markets, by including the perceptions of other 

niche tourism researchers and marketers; 

 Implement the current conceptual framework identifying specific bases for 

segmenting niche tourism markets, by focusing on the perception of niche 

tourist groups; 

 Extend the current conceptual framework identifying specific bases for 

segmenting niche tourism markets, by adding alternative niche tourism 

sectors and sub-sectors; 

 Expand the current conceptual framework identifying specific bases for 

segmenting  niche tourism markets, by adding alternative key factors that 

differentiate niche tourism sectors and sub-sectors; 

 Include more state-of-mind variables, such as attitudes, opinions, personality 

traits and preferences to the current geographic, demographic, 

psychographic and/or behavioural descriptors; 

 Include more behavioural variables, such as satisfaction, travel motivation or 

benefit to the current geographic, demographic, psychographic and/or 

behavioural descriptors; 

 Focus on understanding the relationship between involvement and other 

behavioural constructs; 

 Conduct a post-hoc test of the proposed activities that form part of activity-

based segmentation;  

 Conduct a post-hoc test of the proposed environmental attitudes that form 

part of environment-based segmentation; and, 
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 Conduct a post-hoc test of the proposed experiences that form part of 

experience-based segmentation. 

 

5.7  IN CONCLUSION 

Most regions of the world are influenced by tourism in one way or another. The 

growth in niche tourism has precipitated a complementary need for growth in niche 

tourism information. Consequently, research has become an important tool for the 

niche tourism industry to gather data on a variety of aspects. However, an 

appropriate research methodology is required to retrieve accurate and useful 

information. As such, using a quantitative methodology, this study aimed towards 

contributing to a better understanding of niche tourists by designing a conceptual 

framework based on the perception held by adventure tourism researchers for 

identifying the specific product preferences of niche tourist groups.  

 

With this in mind, the study is centred on the idea that niche tourists generally 

appear to be a more affluent, environmentally concerned, and highly experience-

orientated group of people who seek specific activities, experiences and 

environments. Stated differently, the key factors of cultural, event and natural 

tourist groups appear to be clear and held in common, as that these tourists have 

a special interest to travel and to enhance personal experiences in a specific 

setting. With a view to differentiate these groups of tourists it is important to 

identify which key factors (products) differentiate these groups of tourists.  

 

In this context, in addition to common segmentation bases (namely geographic, 

demographic, psychographic and/or behavioural), niche tourism marketers should 
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segment niche tourism markets according to their product preferences. In other 

words, if the key factors that differentiate niche tourist groups are interpreted as 

specific products, specific product preferences can be used as a specific bases for 

segmenting niche tourism markets. This information will assist niche tourism 

marketers in identifying specific bases for segmenting niche tourism markets.  
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ANNEXURE B 
 

E-MAIL INVITATION  

 

 
SURVEY: SPECIFIC PRODUCT PREFERENCES OF  

NICHE TOURIST GROUPS: PERCEPTION OF ADVENTURE 
TOURISM PROFESSIONALS AND RESEARCHERS 

 
Primary Investigator: Mrs. M.J. Lötter, M Tech (Adventure Tourism Management), 

Department of Tourism, Tshwane University of Technology, Pretoria. 
Study Leader: Prof. S. Geldenhuys, PhD, Department of Tourism, Tshwane 

University of Technology, Pretoria. 
Co-Study Leader: Prof. M. Potgieter, DTech, Department of Marketing, Northwest 

University, Mmabatho. 
 
 
Dear ATRA member,  
 
As an Adventure Tourism Research Association (ATRA) member, you are 
invited to complete the attached survey that will form part of my formal DTech: 
Adventure Tourism Management studies. 
 
To assist niche tourism researchers in identifying specific bases to segment 
niche tourism markets, the primary research objective of this study is to develop 
a conceptual framework based on the perception held by adventure tourism 
researchers for identifying the specific product preferences of niche tourist 
groups. 
 
If you decide to take part in this study, you will be required to complete the 
online �µ�6�S�H�Fific Product Preferences of Niche Tourist Gro�X�S�V�¶��questionnaire.  
You will be asked to respond to questions regarding your geographic and 
demographic information, as well as provide your perception regarding niche 
touri�V�W�V�¶�� �S�U�R�G�X�F�W preferences. It should not take more than fifteen (15) minutes 
to complete this survey. 
 
Participation in this survey is voluntary and the survey information will be 
confidential and anonymous. There is no obligation to participate in this survey 
and you can withdraw at any stage without any penalty or future disadvantage 
whatsoever. But if you decide to participate and finish this survey, the results will 
make a positive contribution towards the better understanding of niche touri�V�W�V�¶��
specific product preferences as perceived by adventure tourism researchers, so 
that niche tourism researchers can identify specific bases to segment niche 
tourism markets. 
 
 
 
 



 

 
 

The Faculty Committee for Postgraduate Studies and the Senate Committee for 
Research Ethics of the Tshwane University of Technology have approved the 
formal study proposal. The ethical clearance number of the e-questionnaire            
is FREC2015/FR/02/016-MS. All parts of the study will therefore be conducted 
according to internationally accepted ethical principles. 
 
Should you have any questions or comments relating to this survey, the primary 
investigator, Mrs. M.J. Lötter, can be contacted during office hours. Should you 
have any questions or queries regarding the ethical aspects of this survey, you            
can contact the chairperson of the TUT Senate Committee for Research Ethics,            
Dr WA Hoffmann, during office hours at Tel +2712 382 6265/46 or                                        
E-mail hoffmannwa@tut.ac.za. Alternatively, you can report any serious unethical 
behaviour at the University�¶�V��Toll Free Hotline 0800 21 23 41. 
 
Please foll ow the link below to comp lete the sur vey: 
${l://SurveyLink?d=Take the Survey} 
 
Or co py and paste the URL  below in to your in ternet br owser:  
${l://SurveyURL} 
 
Or follow the link b elow to opt  out of  fu ture emails: 
${l://OptOutLink?d=Click here to unsubscribe} 
 
Your participation in this study will be greatly appreciated. 
 
Sincerely, 
 
Mrs. Melissa Jeanette Lö tter (Primary  Investigator)  
Department of Tourism Management 
Faculty of Management Sciences 
Tshwane University of Technology(TUT)  
Private Bag X680, Pretoria, 0001 
Republic of South Africa 
Telephone: (+27) (12) 382 663 
Fax: (+27) (12) 382 4611 
Mobile: (+27) (82) 951 4255 
E-mail:löttermj@tut.ac.za 
Website: www.tut.ac.za 
 
Prof. Sue Geldenh uys (Stu dy Leader)  
Tshwane University of Technology (TUT) 
 
Prof. Marius  Potgiet er (Co-Study Leader)  
North West University (NWU) 

 
 
 
 

 
  



 

 
 

ANNEXURE C 
 

E-QUESTIONNAIRE  

 

 
Dear ATRA member, 
  
SURVEY: SPECIFIC PRODUCT PREFERENCES OF NICHE TOURIST 
GROUPS 
  
By participating in this survey you are assisting niche tourism researchers in 
identifying specific bases to segment niche tourism markets. 
  
As indicated in the invitation e-mail, participants will remain anonymous. Your 
name will not appear on the survey and the answers you provide will be treated as 
strictly confidential. You cannot be identified in person, based on the answers you 
provide. 
  
Your participation in this survey is very important to us. You may, however, choose 
not to participate and you may also stop participating at any time without any 
negative consequences.  
  
Please answer the questions in the survey as completely and honestly as 
possible. This should not take more than ten (10) minutes of your time.  
  
The results of this study will be used for academic purposes and may be published 
in academic journals.  
  
�%�\�� �D�Q�V�Z�H�U�L�Q�J�� �µ�<�H�V�¶�� �W�R�� �W�K�H�� �T�X�H�V�W�L�R�Q��below, you agree that you have read and 
understand the information provided above and give your consent to participate in 
�W�K�L�V���V�X�U�Y�H�\���R�Q���D���Y�R�O�X�Q�W�D�U�\���E�D�V�L�V�����%�\���D�Q�V�Z�H�U�L�Q�J���µ�1�R�¶�����W�K�L�V���V�X�U�Y�H�\���Z�L�O�O���E�H���W�H�U�P�L�Q�D�W�H�G���� 
  
1. I consent to participating in this survey.   
  

Yes  

No  

 
2. Are you affiliated to the Adventure Tourism Research Association 

(ATRA)?  

Yes  

No  
 
 
 



 

 
 

 
3. How are you affiliated to the Adventure Tourism Research Association 

(ATRA)?  

Organizing committee member  

Conference delegate  

Other, please specify  

 

 
4. What is your occupation?  

 
 
5. What is the highest level of education you have attained?  

 

 
6. What is your gender?  

Male  

Female  

 
7. To which generation -group  do you belong to?  

Greatest generation (1901-1945)  

Baby boomers (1946-1964)  

Generation X (1965-1980)  

Generation Y (1981-1999)  

Generation Z (2000-2015)  

 
8. Specify the name of the country where you permanently reside.  

 

 
9. Do you permanently reside in an urban or rural area?  

Urban  

Rural  
 
 
 
 
 
 
 
 



 

 
 

 
 

10. Indicate which of the following characteristics could potentially form part 
of environmental segmentation.  

Conservation (environmental involvement)  

Participation (social involvement)  

Spiritual setting  

Observation  

Education  

Other, please specify  

 

 
11. Niche tourism primarily consists of three main macro -niches and seven 

main micro niches. Indicate whether the following micro -niches mainly 
form part of cultural tourism, event tourism or natural tourism.    

 

   MACRO-NICHES 
 

         Cultural tourism  Event tourism  Natural tourism  
Adventure tourism        

   

Ecotourism        
   

Festival tourism        
   

Heritage tourism        .  
  

Nature-based 
tourism            

Religion tourism        
   

Sport tourism        
   

 

12. 

Cultural,  event and natural tourism is separated 
according to the activities, environments and experiences niche tourists 
prefer.  

Yes 

No  

 
13. Indicate the TWO most important products that form part of cultural 

tourism, event tourism and natural tou rism.  
 



 

 
 

         Activity-based 
products  

Environment-based 
products  

Experience-based 
products  

Cultural tourism        
   

Event tourism        
   

Natural tourism        
   

 

 
14. Use the scale below and indicate whether it is important for activity -

based, environment -based or experience -based products to form part of 
CULTURAL TOURISM.  

 

   
CULTURAL TOURISM 

 

         Critical 
importance  

Very 
important  

Somewhat 
important  

Of little 
importance  

Not at all 
important  

Activity-based 
products  

            

Environment-based 
products  

            

Experience-based 
products  

            

 
 
 
15. Use the scale below and indicate whether it is important for activity -

based, environment -based or experience -based products to form part of 
EVENT TOURISM. 

 

   
EVENT TOURISM 

 

         Critical 
importance  

Very 
important  

Somewhat 
important  

Of little 
importance  

Not at all 
important  

Activity-based 
products  

            

Environment-based 
products  

      
     

Experience-based 
products  

      
     

 
 
 
16. Use the scale below and indicate whether it is important for activity -

based, environment -based or experience -based products to form part of 
NATURAL TOURISM.  

 

   
NATURAL TOURISM 

 



 

 
 

         Critical 
importance  

Very 
important  

Somewhat 
important  

Of little 
importance  

Not at all 
important  

Activity-based 
products  

      
     

Environment-based 
products  

      
     

Experience-based 
products  

      
     

 
17. Niche tourism is commonly defined as a specific market segment, usually 

with a well -defined product that can be tailored to meet the interests of 
the market. Indicate whether the micro -niches listed below  mainly consist 
of activity -based, environmental -based or experienced -based products.    

 

         Activity-based 
products  

Environment-based 
products  

Experience-based 
products  

Adventure tourism        
   

Ecotourism        
   

Festival tourism        
   

Heritage tourism        
   

Nature-based 
tourism  

      
   

Religion tourism        
   

Sport tourism        
   

 

 
18. Using the scale below, do you perceive ADVENTURE TOURISM to be 

more activity or environment orientated?  
 
Activity orientated  Environment orientated  

 

0  1  2  3  4  5  6  7  8  9  10  

           

 
19. Using the scale below, do you perceive  ECOTOURISM to be more activity 

or environment orientated?  
 
Activity orientated  Environment orientated  

 

0  1  2  3  4  5  6  7  8  9  10  

           

 
20. Using the scale below, do you perceive FESTIVAL TOURISM to be more 

activity or experience orientated?  
  
Activity orientated  Experience orientated  

 

0  1  2  3  4  5  6  7  8  9  10  

           



 

 
 

 
21. Using the scale below, do you perceive HERITAGE TOURISM to be more 

environment or experience orientated?  
 
Environment orientated  Experience orientated  

 

0  1  2  3  4  5  6  7  8  9  10  

           

 

 
22. Using the scale below, do you perceive NATURE -BASED TOURISM to be 

more activity or environment orientated?  
 
Activity orientated  Environment orientated  

 

0  1  2  3  4  5  6  7  8  9  10  

           

 

 
23. Using the scale below, do you perceive RELIGION TOURISM to be more 

environment or experience orientated?  
 
Environment orientated  Experience orientated  

 

0  1  2  3  4  5  6  7  8  9  10  

           

 

 
24. Using the scale below, do you perceive SPORT TOURISM to be more 

activity or experience orientated?  
Activity orientated  Experience orientated  

 

0  1  2  3  4  5  6  7  8  9  10  

           

 

 
25. Using the scale below, indicate whether you agree with the following 

statements regarding the micro -niches.  

         
Strongly 
disagree  Disagree  

Neither 
agree nor 
disagree  

Agree  
Strongly 
agree  

Adventure tourists 
mostly prefer 
activities when 
purchasing niche 
tourism products.  

      
         

Ecotourists mostly 
prefer the 
environment when 
purchasing niche 
tourism products.  

      
     



 

 
 

        
Festival tourists 
mostly prefer 
experiences when 
purchasing niche 
tourism products.  

      
     

Heritage tourists 
mostly prefer 
experiences when 
purchasing niche 
tourism products.  

      
     

Nature-based 
tourists mostly 
prefer the 
environment when 
purchasing niche 
tourism products.  

      
     

Religion tourists 
mostly prefer the 
environment when 
purchasing niche 
tourism products.  

      
     

Sport tourists 
mostly prefer 
activities when 
purchasing niche 
tourism products.  

      
      

 
26. When segmenting niche tourism markets, do you believe identifying 

�W�R�X�U�L�V�W�V�¶�� �S�U�R�G�X�F�W�� �S�U�H�I�H�U�H�Q�F�H�V�� �F�R�X�O�G�� �D�V�V�L�V�W�� �Q�L�F�K�H�� �W�R�X�U�L�V�P�� �U�H�V�H�D�U�F�K�H�U�V�� �W�R��
effectively target and position their market?  

 

Yes, please explain your reason  

 

No, please explain your reason  

 

 
 
  



 

 
 

ANNEXURE D 
 

TSHWANE UNIVERSITY OF TECHNOLOGY (TUT) ETHICS 

REVIEW CHECKLIST  

 
 
 
 
 
            ETHICS REVIEW CHECKLIST 
 
 

 
The following checklist provides a quick way to establish whether your research 
project involves potential ethical issues.  This checklist must be completed before 
potential participants are approached to take part in any research.  If you answer 
YES to any of the items, you MAY require ethical approval for the research project.  
Please contact any member of the TUT Research Ethics Committee for guidance. 
 Yes No 
Does the project involve a clinical trial , i.e. the testing of any novel 
medical or pharmaceutical interventions? 

 
X 

Is physiological/physical stress , pain , or more than mild 
discomfort  likely to result from participation in the study? 

 
X 

Are drugs, placebos or other substances  (e.g. food substances, 
vitamins) to be administered to the research participants? 

 X 

Is emotional/psychological stress , anxiety , or more than mild 
discomfort  likely to result from participation in the study? 

 X 

Could any research participant or his/her family/community be at 
risk  or be adversely affected by their participation in the research 
project?  It includes any form of cultural, social or financial 
risk/harm. 

 

X 

Are the research participants asked potentially sensitive, 
incriminating, confidential or personal questions  about 
themselves (e.g. sexual activity, drug use) or their organisation 
(e.g. work satisfaction)? 

 

X 

Does the project require the collection of any body tissues (e.g. 
muscle biopsy) or fluids  (e.g. blood, urine) from the research 
participants? 

 
X 

Does the project involve the use of human/animal specimens 
and/or samples that were originally collected for purposes other 
than this research? 

 
X 

Will the study involve recruitment of TUT staff and/or students  as 
research participants? Note 1 

 
X 

Are any of the research participants limited in their ability to give 
informed and voluntary consent, i.e. a member of a vulnerable 
population ?  This includes clinic patients, TUT staff members, 

 
X 



 

 
 

TUT students, children, elderly, terminally ill patients, mentally 
disabled, institutionalised and prison groupings. Note 2 

Do you have a known/special relationship  with any of the 
research participants (e.g. lecturer-student, practitioner-patient and 
friend/family relationships)? 

 
X 

Will it be necessary for participants to take part in the study 
without their knowledge and consent  at the time (e.g. covert 
observation of people in non-public places)? 

 
X 

Will any kind of incentive  (including compensation for time and 
transport) be offered to research participants?  

 
X 

Are any intellectual and/or cultural property right issues  (e.g. 
traditional healer practices) relevant to the data/results of the 
research? 

 
X 

Does the project involve specialised procedures  that are by law 
reserved for registered professionals, e.g. physicians, 
biokineticists, nurses? 

 
X 

Does the project involve the genetic manipulation/modification  
of any organism / plant? 

 X 

Does your project involve any experiments  on vertebrate animals?  X 
Will the research project have a direct impact on the natural 
environment/ecosystem (e.g. collection of soil samples or plant 
material, the implementation of a rehabilitation programme and the 
disposal of chemical waste)? 

 

X 

Has any organization provided financial or in-kind support for this 
project?  This refers to potential conflict -of -interest issues  that 
may affect the unrestricted publication of the research results.  It 
includes direct material benefit that the researcher may receive 
from the sponsoring organization for a contract research project.  
However, it excludes bona fide research funding agencies, such as 
the NRF and MRC. 

 

X 

 
Note 1  
Where the study involves recruitment of TUT staff and/or 
students  as research participants, the following documents must 
be submitted for review: 
�x Research questionnaires (i.e. paper-based format, electronic 

format,  structured interview) 
�x Information Leaflet 
�x Informed Consent documents for the respective participant 

groups 

 

X 

Note 2  
Where the study involves participants of a vulnerable population 
[this includes clinic patients, children, elderly, terminally ill patients, 
mentally disabled, institutionalised and prison groupings], the 
following documents must be submitted for review: 
�x Research questionnaires (i.e. paper-based format, electronic 

format,  structured interview) 
�x Information Leaflet 
�x Informed Consent documents for the respective participant 

groups 

 

X 



 

 
 

�x Letters seeking consent to enter domains 
�x Assent in the case of minors 
 
Source consulted: 
 
Research Ethics Review Checklist (Version 3, May 2007), Canterbury Christ 
Church University, England. 

 
  



 

 
 

ANNEXURE E 
 

�&�5�2�1�%�$�&�+�¶�6���$�/�3�+�$���5�(�/�,�$�%�,�/�,�7�<���7�(�6�7 

 
6  Variables:  Q10_02N  Q10_03N  Q10_04N  Q10_05N  Q10_06N  Q10_07N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q10_02N 108 1.50000 0.50233 162.00000 1.00000 2.00000 
Q10_03N 108 1.83333 0.37442 198.00000 1.00000 2.00000 
Q10_04N 108 1.87037 0.33746 202.00000 1.00000 2.00000 
Q10_05N 108 1.44444 0.49922 156.00000 1.00000 2.00000 
Q10_06N 108 1.27778 0.44999 138.00000 1.00000 2.00000 
Q10_07N 108 1.90741 0.29121 206.00000 1.00000 2.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.527080 
Standardized 0.472162 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q10_02N 0.435590 0.383273 0.385216 0.340588 
Q10_03N 0.382029 0.434184 0.385121 0.340646 
Q10_04N 0.432504 0.420786 0.449253 0.301073 
Q10_05N 0.444756 0.377473 0.398355 0.332608 
Q10_06N 0.214443 0.513707 0.178412 0.457860 
Q10_07N -.266802 0.649514 -.252974 0.656709 
 

Pearson  Correlation  Coefficients,  N = 108 
Probability  > |r|  under  H0: Rho=0 

 Q10_02N Q10_03N Q10_04N Q10_05N Q10_06N Q10_07N 
Q10_02N 1.00000 

 
0.24845 
0.0095 

0.22053 
0.0218 

0.48448 
<.0001 

0.24807 
0.0096 

-0.19166 
0.0469 

Q10_03N 0.24845 
0.0095 

1.00000 
 

0.49311 
<.0001 

0.30000 
0.0016 

0.11094 
0.2530 

-0.14286 
0.1402 

Q10_04N 0.22053 
0.0218 

0.49311 
<.0001 

1.00000 
 

0.28970 
0.0024 

0.17779 
0.0656 

-0.02818 
0.7722 

Q10_05N 0.48448 
<.0001 

0.30000 
0.0016 

0.28970 
0.0024 

1.00000 
 

0.19415 
0.0441 

-0.22857 
0.0173 

Q10_06N 0.24807 
0.0096 

0.11094 
0.2530 

0.17779 
0.0656 

0.19415 
0.0441 

1.00000 
 

-0.22980 
0.0167 

Q10_07N -0.19166 
0.0469 

-0.14286 
0.1402 

-0.02818 
0.7722 

-0.22857 
0.0173 

-0.22980 
0.0167 

1.00000 
 

 
Cronbach  Coefficient  Alpha  

Variables  Alpha  
Raw 0.649514 
Standardized 0.656709 
 



 

 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q10_02N 0.471873 0.561204 0.449932 0.585467 
Q10_03N 0.402611 0.599767 0.428638 0.595609 
Q10_04N 0.420483 0.597420 0.441038 0.589719 
Q10_05N 0.492622 0.549110 0.479460 0.571188 
Q10_06N 0.263680 0.662209 0.257266 0.672659 
 
7  Variables:  Q11_08N  Q11_09N  Q11_10N  Q11_11N  Q11_12N  Q11_13N  Q11_14N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q11_08N 93 2.68817 0.55125 250.00000 1.00000 3.00000 
Q11_09N 93 2.93548 0.32325 273.00000 1.00000 3.00000 
Q11_10N 93 1.84946 0.38859 172.00000 1.00000 3.00000 
Q11_11N 93 1.16129 0.53751 108.00000 1.00000 3.00000 
Q11_12N 93 2.98925 0.10370 278.00000 2.00000 3.00000 
Q11_13N 93 1.13978 0.37854 106.00000 1.00000 3.00000 
Q11_14N 93 2.05376 0.30807 191.00000 1.00000 3.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.273738 
Standardized 0.247270 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q11_08N 0.112942 0.252617 0.137427 0.192699 
Q11_09N -.132365 0.367799 -.132823 0.369032 
Q11_10N 0.199641 0.184828 0.151567 0.182515 
Q11_11N 0.167806 0.197197 0.165742 0.172204 
Q11_12N 0.073223 0.271947 0.057359 0.248509 
Q11_13N 0.314123 0.106631 0.291403 0.076298 
Q11_14N 0.067776 0.268501 0.061500 0.245699 
 

Pearson  Correlation  Coefficients,  N = 93 
Probability  > |r|  under  H0: Rho=0 

 Q11_08N Q11_09N Q11_10N Q11_11N Q11_12N Q11_13N Q11_14N 
Q11_08N 1.00000 

 
-0.11413 

0.2760 
0.23516 
0.0233 

0.02485 
0.8131 

0.13086 
0.2112 

0.05489 
0.6013 

0.03579 
0.7334 

Q11_09N -0.11413 
0.2760 

1.00000 
 

0.09491 
0.3655 

-0.06458 
0.5386 

-0.02092 
0.8422 

-0.10316 
0.3251 

-0.18310 
0.0790 

Q11_10N 0.23516 
0.0233 

0.09491 
0.3655 

1.00000 
 

0.06547 
0.5330 

-0.04061 
0.6992 

0.07072 
0.5006 

-0.02246 
0.8308 

Q11_11N 0.02485 
0.8131 

-0.06458 
0.5386 

0.06547 
0.5330 

1.00000 
 

0.03145 
0.7647 

0.36878 
0.0003 

0.01270 
0.9038 

Q11_12N 0.13086 
0.2112 

-0.02092 
0.8422 

-0.04061 
0.6992 

0.03145 
0.7647 

1.00000 
 

0.03871 
0.7126 

0.01829 
0.8618 

Q11_13N 0.05489 
0.6013 

-0.10316 
0.3251 

0.07072 
0.5006 

0.36878 
0.0003 

0.03871 
0.7126 

1.00000 
 

0.30769 
0.0027 

Q11_14N 0.03579 
0.7334 

-0.18310 
0.0790 

-0.02246 
0.8308 

0.01270 
0.9038 

0.01829 
0.8618 

0.30769 
0.0027 

1.00000 
 

 



 

 
 

Input Data Type  Raw Data 
Number of Records Read  108 
Number of Records Used  93 
N for Significance Tests  93 
 

Means and Standard Deviations from 93 Observations  
Variable  Mean Standard Deviation  
Q11_08N 2.6881720 0.55125341 
Q11_09N 2.9354839 0.32324616 
Q11_10N 1.8494624 0.38859380 
Q11_11N 1.1612903 0.53751284 
Q11_12N 2.9892473 0.10369517 
Q11_13N 1.1397849 0.37853832 
Q11_14N 2.0537634 0.30806519 
 

Partial Correlations Controlling all other Variables  

 
Q11_08

N  
Q11_09

N  
Q11_10

N  
Q11_11

N  
Q11_12

N  
Q11_13

N  
Q11_14

N  
Q11_08
N 

100 * -13  25  -1  14  2  1  

Q11_09
N 

-13  100 * 13  -5  1  -3  -16  

Q11_10
N 

25  13  100 * 4  -8  6  -3  

Q11_11
N 

-1  -5  4  100 * 2  38  -12  

Q11_12
N 

14  1  -8  2  100 * 2  0  

Q11_13
N 

2  -3  6  38  2  100 * 32  

Q11_14
N 

1  -16  -3  -12  0  32  100 * 

Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Kaiser's Measure of Sampling Adequacy: Overall MSA = 0.48400447  
Q11_08N Q11_09N Q11_10N Q11_11N Q11_12N Q11_13N Q11_14N 

0.46550601 0.52749404 0.44816899 0.47486850 0.44430216 0.50269248 0.48130086 
 

Prior Communality Estimates: ONE  
 

Eigenvalues of the Correlation Matrix: Total = 7  Average = 1  
 Eigenvalue  Difference  Proportion  Cumulative  

1 1.59591074 0.36538742 0.2280 0.2280 
2 1.23052332 0.11455792 0.1758 0.4038 
3 1.11596540 0.11316388 0.1594 0.5632 
4 1.00280152 0.12073769 0.1433 0.7065 
5 0.88206383 0.22984532 0.1260 0.8325 
6 0.65221851 0.13170183 0.0932 0.9256 
7 0.52051668  0.0744 1.0000 

 
4 factors will be retained by the MINEIGEN criterion.  

 



 

 
 

Factor Pattern  
 Factor1   Factor2   Factor3   Factor4   

Q11_13N 78 * -11  29  5  
Q11_11N 58 * 3  51 * 35  
Q11_14N 56 * -33  -24  -35  
Q11_10N 18  76 * 21  -32  
Q11_08N 32  65 * -44  -10  
Q11_09N -41  28  52 * 21  
Q11_12N 17  17  -46  77 * 
Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Variance Explained by Each Factor  
Factor1  Factor2  Factor3  Factor4  

1.5959107 1.2305233 1.1159654 1.0028015 
 

Final Communality Estimates: Total = 4.945201  
Q11_08N Q11_09N Q11_10N Q11_11N Q11_12N Q11_13N Q11_14N 

0.72725372 0.55857536 0.75478925 0.71849156 0.87136665 0.71237798 0.60234646 
 

Orthogonal Transformation Matrix  
 1 2 3 4 

1 0.75271 0.58129 0.27882 0.13338 
2 -0.04228 -0.41188 0.89596 0.16067 
3 0.59289 -0.57592 -0.13897 -0.54542 
4 0.28306 -0.40096 -0.31653 0.81173 
 

Rotated Factor Pattern  
 Factor1   Factor2   Factor3   Factor4   

Q11_11N 84 * -10  1  9  
Q11_13N 78 * 31  6  -3  
Q11_14N 20  74 * 0  -13  
Q11_09N 5  -74 * 0  -12  
Q11_10N 14  -19  80 * -23  
Q11_08N -8  21  76 * 31  
Q11_12N 7  -1  2  93 * 
Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Variance Explained by Each Factor  
Factor1  Factor2  Factor3  Factor4  

1.3790281 1.2793764 1.2339004 1.0528961 
 

Final Communality Estimates: Total = 4.945201  
Q11_08N Q11_09N Q11_10N Q11_11N Q11_12N Q11_13N Q11_14N 

0.72725372 0.55857536 0.75478925 0.71849156 0.87136665 0.71237798 0.60234646 
* 
2  Variables:  Q11_08N  Q11_10N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q11_08N 96 2.66667 0.55567 256.00000 1.00000 3.00000 
Q11_10N 96 1.84375 0.39278 177.00000 1.00000 3.00000 
 



 

 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.370442 
Standardized 0.388584 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q11_08N 0.241145 . 0.241145 . 
Q11_10N 0.241145 . 0.241145 . 
 

Pearson  Correlation  Coefficients,  N = 96 
Probability  > |r|  under  H0: Rho=0 

 Q11_08N Q11_10N 
Q11_08N 1.00000 

 
0.24114 
0.0179 

Q11_10N 0.24114 
0.0179 

1.00000 
 

 
2  Variables:  Q11_09N  Q11_14N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q11_09N 94 2.93617 0.32157 276.00000 1.00000 3.00000 
Q11_14N 94 2.05319 0.30645 193.00000 1.00000 3.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw -.448545 
Standardized -.449182 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q11_09N -.183401 . -.183401 . 
Q11_14N -.183401 . -.183401 . 
 

Pearson  Correlation  Coefficients,  N = 94 
Probability  > |r|  under  H0: Rho=0 

 Q11_09N Q11_14N 
Q11_09N 1.00000 

 
-0.18340 

0.0768 
Q11_14N -0.18340 

0.0768 
1.00000 

 
 
2  Variables:  Q11_11N  Q11_13N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q11_11N 94 1.15957 0.53487 109.00000 1.00000 3.00000 
Q11_13N 94 1.13830 0.37677 107.00000 1.00000 3.00000 
 



 

 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.516257 
Standardized 0.539635 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q11_11N 0.369520 . 0.369520 . 
Q11_13N 0.369520 . 0.369520 . 
 

Pearson  Correlation  Coefficients,  N = 94 
Probability  > |r|  under  H0: Rho=0 

 Q11_11N Q11_13N 
Q11_11N 1.00000 

 
0.36952 
0.0002 

Q11_13N 0.36952 
0.0002 

1.00000 
 

 
9  
Variables:  

Q13_1_1N Q13_1_2N Q13_1_3N Q13_2_1N Q13_2_2N Q13_2_3N Q13_3_1N 
Q13_3_2N Q13_3_3N 

 
Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q13_1_1N 107 1.57944 0.49597 169.00000 1.00000 2.00000 
Q13_1_2N 107 1.72897 0.44658 185.00000 1.00000 2.00000 
Q13_1_3N 107 1.20561 0.40605 129.00000 1.00000 2.00000 
Q13_2_1N 107 1.26168 0.44162 135.00000 1.00000 2.00000 
Q13_2_2N 107 1.89720 0.30513 203.00000 1.00000 2.00000 
Q13_2_3N 107 1.32710 0.47136 142.00000 1.00000 2.00000 
Q13_3_1N 107 1.64486 0.48081 176.00000 1.00000 2.00000 
Q13_3_2N 107 1.20561 0.40605 129.00000 1.00000 2.00000 
Q13_3_3N 107 1.55140 0.49969 166.00000 1.00000 2.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.581726 
Standardized 0.577547 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q13_1_1N 0.206936 0.573739 0.191508 0.570154 
Q13_1_2N 0.171816 0.580510 0.191911 0.570044 
Q13_1_3N 0.417604 0.514753 0.430702 0.500971 
Q13_2_1N 0.391409 0.518531 0.355125 0.523655 
Q13_2_2N 0.025510 0.601954 0.029541 0.612817 
Q13_2_3N 0.551095 0.463612 0.528853 0.470334 
Q13_3_1N 0.018815 0.625801 0.034790 0.611485 
Q13_3_2N 0.417604 0.514753 0.431671 0.500675 
Q13_3_3N 0.297266 0.545560 0.288685 0.542961 
 



 

 
 

Pearson  Correlation  Coefficients,  N = 107 
Probability  > |r|  under  H0: Rho=0 

 
Q13_1_

1N 
Q13_1_

2N 
Q13_1_

3N 
Q13_2_

1N 
Q13_2_

2N 
Q13_2_

3N 
Q13_3_

1N 
Q13_3_

2N 
Q13_3_

3N 
Q13_1_
1N 

1.00000 
 

-
0.43429 
<.0001 

0.05867 
0.5484 

0.33491 
0.0004 

-
0.03903 
0.6898 

0.35187 
0.0002 

0.11942 
0.2205 

0.15235 
0.1172 

0.22128 
0.0220 

Q13_1_
2N 

-
0.43429 
<.0001 

1.00000 
 

-
0.00194 
0.9841 

0.17167 
0.0771 

0.20899 
0.0307 

0.24586 
0.0107 

0.07473 
0.4443 

0.20616 
0.0331 

0.29553 
0.0020 

Q13_1_
3N 

0.05867 
0.5484 

-
0.00194 
0.9841 

1.00000 
 

0.38106 
<.0001 

0.09607 
0.3249 

0.43394 
<.0001 

0.03929 
0.6878 

0.48503 
<.0001 

0.13340 
0.1707 

Q13_2_
1N 

0.33491 
0.0004 

0.17167 
0.0771 

0.38106 
<.0001 

1.00000 
 

-
0.28855 
0.0026 

0.08344 
0.3928 

-
0.00249 
0.9797 

0.27584 
0.0040 

0.40873 
<.0001 

Q13_2_
2N 

-
0.03903 
0.6898 

0.20899 
0.0307 

0.09607 
0.3249 

-
0.28855 
0.0026 

1.00000 
 

-
0.09195 
0.3462 

0.19892 
0.0400 

0.09607 
0.3249 

-
0.05783 
0.5541 

Q13_2_
3N 

0.35187 
0.0002 

0.24586 
0.0107 

0.43394 
<.0001 

0.08344 
0.3928 

-
0.09195 
0.3462 

1.00000 
 

0.18440 
0.0573 

0.43394 
<.0001 

0.30845 
0.0012 

Q13_3_
1N 

0.11942 
0.2205 

0.07473 
0.4443 

0.03929 
0.6878 

-
0.00249 
0.9797 

0.19892 
0.0400 

0.18440 
0.0573 

1.00000 
 

-
0.15400 
0.1133 

-
0.31597 
0.0009 

Q13_3_
2N 

0.15235 
0.1172 

0.20616 
0.0331 

0.48503 
<.0001 

0.27584 
0.0040 

0.09607 
0.3249 

0.43394 
<.0001 

-
0.15400 
0.1133 

1.00000 
 

0.13340 
0.1707 

Q13_3_
3N 

0.22128 
0.0220 

0.29553 
0.0020 

0.13340 
0.1707 

0.40873 
<.0001 

-
0.05783 
0.5541 

0.30845 
0.0012 

-
0.31597 
0.0009 

0.13340 
0.1707 

1.00000 
 

 
9  
Variables:  

Q14_04N  Q14_05N  Q14_06N  Q15_04N  Q15_05N  Q15_06N  Q16_04N  
Q16_05N  Q16_06N 

 
Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q14_04N 101 3.44554 1.02445 348.00000 1.00000 5.00000 
Q14_05N 101 3.42574 1.02320 346.00000 1.00000 5.00000 
Q14_06N 101 4.03960 0.93724 408.00000 1.00000 5.00000 
Q15_04N 101 4.01980 1.03904 406.00000 1.00000 5.00000 
Q15_05N 101 3.36634 1.06511 340.00000 1.00000 5.00000 
Q15_06N 101 4.18812 0.87992 423.00000 1.00000 5.00000 
Q16_04N 101 3.88119 0.89763 392.00000 1.00000 5.00000 
Q16_05N 101 4.63366 0.59536 468.00000 2.00000 5.00000 
Q16_06N 101 4.16832 0.83749 421.00000 2.00000 5.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.763359 
Standardized 0.757934 
 



 

 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q14_04N 0.502805 0.731478 0.488784 0.727245 
Q14_05N 0.377425 0.752687 0.348639 0.749165 
Q14_06N 0.429580 0.743392 0.435034 0.735787 
Q15_04N 0.469544 0.737299 0.469066 0.730398 
Q15_05N 0.498961 0.732229 0.471990 0.729932 
Q15_06N 0.586690 0.720093 0.602051 0.708683 
Q16_04N 0.362026 0.753202 0.371503 0.745666 
Q16_05N 0.138754 0.774724 0.151472 0.778118 
Q16_06N 0.604956 0.718847 0.615289 0.706463 
 

Pearson  Correlation  Coefficients,  N = 101 
Probability  > |r|  under  H0: Rho=0 

 
Q14_04

N 
Q14_05

N 
Q14_06

N 
Q15_04

N 
Q15_05

N 
Q15_06

N 
Q16_04

N 
Q16_05

N 
Q16_06

N 
Q14_04
N 

1.00000 
 

0.42779 
<.0001 

0.46053 
<.0001 

0.28286 
0.0042 

0.28882 
0.0034 

0.29436 
0.0028 

0.17776 
0.0753 

0.04075 
0.6858 

0.31966 
0.0011 

Q14_05
N 

0.42779 
<.0001 

1.00000 
 

0.19080 
0.0560 

0.14249 
0.1552 

0.47942 
<.0001 

0.08787 
0.3823 

0.21894 
0.0278 

-
0.08614 
0.3917 

0.21895 
0.0278 

Q14_06
N 

0.46053 
<.0001 

0.19080 
0.0560 

1.00000 
 

0.27644 
0.0051 

0.06546 
0.5154 

0.37890 
<.0001 

0.13640 
0.1738 

0.11587 
0.2486 

0.43732 
<.0001 

Q15_04
N 

0.28286 
0.0042 

0.14249 
0.1552 

0.27644 
0.0051 

1.00000 
 

0.43614 
<.0001 

0.47714 
<.0001 

0.08832 
0.3798 

0.14117 
0.1591 

0.36387 
0.0002 

Q15_05
N 

0.28882 
0.0034 

0.47942 
<.0001 

0.06546 
0.5154 

0.43614 
<.0001 

1.00000 
 

0.38454 
<.0001 

0.30747 
0.0018 

-
0.08588 
0.3932 

0.34497 
0.0004 

Q15_06
N 

0.29436 
0.0028 

0.08787 
0.3823 

0.37890 
<.0001 

0.47714 
<.0001 

0.38454 
<.0001 

1.00000 
 

0.31978 
0.0011 

0.26649 
0.0071 

0.55368 
<.0001 

Q16_04
N 

0.17776 
0.0753 

0.21894 
0.0278 

0.13640 
0.1738 

0.08832 
0.3798 

0.30747 
0.0018 

0.31978 
0.0011 

1.00000 
 

0.16100 
0.1078 

0.37272 
0.0001 

Q16_05
N 

0.04075 
0.6858 

-
0.08614 
0.3917 

0.11587 
0.2486 

0.14117 
0.1591 

-
0.08588 
0.3932 

0.26649 
0.0071 

0.16100 
0.1078 

1.00000 
 

0.20513 
0.0396 

Q16_06
N 

0.31966 
0.0011 

0.21895 
0.0278 

0.43732 
<.0001 

0.36387 
0.0002 

0.34497 
0.0004 

0.55368 
<.0001 

0.37272 
0.0001 

0.20513 
0.0396 

1.00000 
 

 
3  Variables:  Q14_04N  Q14_05N  Q14_06N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q14_04N 101 3.44554 1.02445 348.00000 1.00000 5.00000 
Q14_05N 101 3.42574 1.02320 346.00000 1.00000 5.00000 
Q14_06N 101 4.03960 0.93724 408.00000 1.00000 5.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.628798 
Standardized 0.627607 
 



 

 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q14_04N 0.574312 0.319419 0.575617 0.320453 
Q14_05N 0.367965 0.628926 0.361935 0.630631 
Q14_06N 0.385532 0.599233 0.385434 0.599233 
 

Pearson  Correlation  Coefficients,  N = 101 
Probability  > |r|  under  H0: Rho=0 

 Q14_04N Q14_05N Q14_06N 
Q14_04N 1.00000 

 
0.42779 
<.0001 

0.46053 
<.0001 

Q14_05N 0.42779 
<.0001 

1.00000 
 

0.19080 
0.0560 

Q14_06N 0.46053 
<.0001 

0.19080 
0.0560 

1.00000 
 

 
3  Variables:  Q15_04N  Q15_05N  Q15_06N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q15_04N 101 4.01980 1.03904 406.00000 1.00000 5.00000 
Q15_05N 101 3.36634 1.06511 340.00000 1.00000 5.00000 
Q15_06N 101 4.18812 0.87992 423.00000 1.00000 5.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.691900 
Standardized 0.695804 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q15_04N 0.545386 0.548234 0.548830 0.555479 
Q15_05N 0.479380 0.640035 0.477474 0.646035 
Q15_06N 0.507742 0.607250 0.508434 0.607379 
 

Pearson  Correlation  Coefficients,  N = 101 
Probability  > |r|  under  H0: Rho=0 

 Q15_04N Q15_05N Q15_06N 
Q15_04N 1.00000 

 
0.43614 
<.0001 

0.47714 
<.0001 

Q15_05N 0.43614 
<.0001 

1.00000 
 

0.38454 
<.0001 

Q15_06N 0.47714 
<.0001 

0.38454 
<.0001 

1.00000 
 

 
3  Variables:  Q16_04N  Q16_05N  Q16_06N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q16_04N 101 3.88119 0.89763 392.00000 1.00000 5.00000 
Q16_05N 101 4.63366 0.59536 468.00000 2.00000 5.00000 
Q16_06N 101 4.16832 0.83749 421.00000 2.00000 5.00000 
 



 

 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.502229 
Standardized 0.495019 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q16_04N 0.363422 0.324588 0.343783 0.340422 
Q16_05N 0.219980 0.542094 0.220963 0.543044 
Q16_06N 0.395665 0.258323 0.379214 0.277344 
 

Pearson  Correlation  Coefficients,  N = 101 
Probability  > |r|  under  H0: Rho=0 

 Q16_04N Q16_05N Q16_06N 
Q16_04N 1.00000 

 
0.16100 
0.1078 

0.37272 
0.0001 

Q16_05N 0.16100 
0.1078 

1.00000 
 

0.20513 
0.0396 

Q16_06N 0.37272 
0.0001 

0.20513 
0.0396 

1.00000 
 

 
7  Variables:  Q17_03N  Q17_04N  Q17_05N  Q17_06N  Q17_07N  Q17_08N  Q17_09N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q17_03N 93 1.45161 0.80103 135.00000 1.00000 3.00000 
Q17_04N 93 2.16129 0.39810 201.00000 1.00000 3.00000 
Q17_05N 93 2.40860 0.88755 224.00000 1.00000 3.00000 
Q17_06N 93 2.54839 0.68392 237.00000 1.00000 3.00000 
Q17_07N 93 2.04301 0.32684 190.00000 1.00000 3.00000 
Q17_08N 93 2.68817 0.67532 250.00000 1.00000 3.00000 
Q17_09N 93 1.39785 0.78213 130.00000 1.00000 3.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.074897 
Standardized 0.098657 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q17_03N -.201378 0.287872 -.186743 0.262717 
Q17_04N -.060347 0.109988 -.011652 0.126491 
Q17_05N 0.102895 -.030380 0.118782 0.012220 
Q17_06N 0.118831 -.020448 0.044194 0.078962 
Q17_07N 0.099514 0.038928 0.124029 0.007380 
Q17_08N 0.089676 0.008234 0.086674 0.041417 
Q17_09N 0.102570 -.016837 0.108887 0.021293 
 



 

 
 

Pearson  Correlation  Coefficients,  N = 93 
Probability  > |r|  under  H0: Rho=0 

 Q17_03N Q17_04N Q17_05N Q17_06N Q17_07N Q17_08N Q17_09N 
Q17_03N 1.00000 

 
-0.16273 

0.1191 
-0.32353 

0.0016 
-0.04032 

0.7012 
0.04955 
0.6371 

-0.21908 
0.0349 

0.17853 
0.0869 

Q17_04N -0.16273 
0.1191 

1.00000 
 

-0.03473 
0.7410 

-0.20863 
0.0448 

0.19672 
0.0588 

0.10825 
0.3017 

0.07094 
0.4992 

Q17_05N -0.32353 
0.0016 

-0.03473 
0.7410 

1.00000 
 

0.23567 
0.0230 

0.05117 
0.6262 

0.28742 
0.0052 

0.07644 
0.4665 

Q17_06N -0.04032 
0.7012 

-0.20863 
0.0448 

0.23567 
0.0230 

1.00000 
 

-0.05804 
0.5805 

0.20953 
0.0438 

-0.02622 
0.8030 

Q17_07N 0.04955 
0.6371 

0.19672 
0.0588 

0.05117 
0.6262 

-0.05804 
0.5805 

1.00000 
 

-0.03707 
0.7243 

0.10241 
0.3286 

Q17_08N -0.21908 
0.0349 

0.10825 
0.3017 

0.28742 
0.0052 

0.20953 
0.0438 

-0.03707 
0.7243 

1.00000 
 

-0.13299 
0.2038 

Q17_09N 0.17853 
0.0869 

0.07094 
0.4992 

0.07644 
0.4665 

-0.02622 
0.8030 

0.10241 
0.3286 

-0.13299 
0.2038 

1.00000 
 

 
Input Data Type  Raw Data 
Number of Records Read  108 
Number of Records Used  93 
N for Significance Tests  93 
 

Means and Standard Deviations from 93 Observations  
Variable  Mean Standard Deviation  
Q17_03N 1.4516129 0.80103369 
Q17_04N 2.1612903 0.39810209 
Q17_05N 2.4086022 0.88755354 
Q17_06N 2.5483871 0.68391661 
Q17_07N 2.0430108 0.32684189 
Q17_08N 2.6881720 0.67531787 
Q17_09N 1.3978495 0.78213455 
 

Partial Correlations Controlling all other Variables  

 
Q17_03

N  
Q17_04

N  
Q17_05

N  
Q17_06

N  
Q17_07

N  
Q17_08

N  
Q17_09

N  
Q17_03
N 

100 * -20  -33  3  9  -8  21  

Q17_04
N 

-20  100 * -11  -21  20  16  12  

Q17_05
N 

-33  -11  100 * 17  10  23  18  

Q17_06
N 

3  -21  17  100 * -2  18  0  

Q17_07
N 

9  20  10  -2  100 * -6  5  

Q17_08
N 

-8  16  23  18  -6  100 * -14  

Q17_09
N 

21  12  18  0  5  -14  100 * 

Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Kaiser's Measure of Sampling Adequacy: Overall MSA = 0.50558308  
Q17_03N Q17_04N Q17_05N Q17_06N Q17_07N Q17_08N Q17_09N 

0.51188893 0.41692513 0.50932882 0.57740755 0.47411607 0.59254372 0.38562594 
 

Prior Communality Estimates: ONE  
 



 

 
 

Eigenvalues of the Correlation Matrix: Total = 7  Average = 1  
 Eigenvalue  Difference  Proportion  Cumulative  

1 1.70354686 0.36323435 0.2434 0.2434 
2 1.34031250 0.19031491 0.1915 0.4348 
3 1.14999759 0.27663874 0.1643 0.5991 
4 0.87335885 0.07230124 0.1248 0.7239 
5 0.80105761 0.15471656 0.1144 0.8383 
6 0.64634105 0.16095552 0.0923 0.9307 
7 0.48538553  0.0693 1.0000 

 
3 factors will be retained by the MINEIGEN criterion.  

 
Factor Pattern  

 Factor1   Factor2   Factor3   
Q17_05N 71 * 9  39  
Q17_08N 69 * 10  -5  
Q17_06N 49  -46  40  
Q17_03N -64 * -29  32  
Q17_04N 2  81 * -16  
Q17_07N -10  57 * 39  
Q17_09N -25  21  75 * 
Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Variance Explained by Each Factor  
Factor1  Factor2  Factor3  

1.7035469 1.3403125 1.1499976 
 

Final Communality Estimates: Total = 4.193857  
Q17_03N Q17_04N Q17_05N Q17_06N Q17_07N Q17_08N Q17_09N 

0.60178986 0.68846913 0.65761198 0.60792641 0.48970393 0.48870045 0.65965518 
 

Orthogonal Transformation Matrix  
 1 2 3 

1 0.97050 -0.17542 -0.16543 
2 0.22878 0.88657 0.40206 
3 0.07614 -0.42804 0.90055 
 

Rotated Factor Pattern  
 Factor1   Factor2   Factor3   

Q17_05N 74 * -21  27  
Q17_08N 69 * -2  -12  
Q17_03N -67 * -28  28  
Q17_04N 19  79 * 18  
Q17_06N 40  -66 * 9  
Q17_09N -14  -9  80 * 
Q17_07N 6  36  60 * 
Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Variance Explained by Each Factor  
Factor1  Factor2  Factor3  

1.6813254 1.3166201 1.1959114 
 

Final Communality Estimates: Total = 4.193857  
Q17_03N Q17_04N Q17_05N Q17_06N Q17_07N Q17_08N Q17_09N 

0.60178986 0.68846913 0.65761198 0.60792641 0.48970393 0.48870045 0.65965518 
 
 



 

 
 

7  Variables:  Q18N     Q19N     Q20N     Q21N     Q22N     Q23N     Q24N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q18N 65 3.38462 2.11905 220.00000 1.00000 10.00000 
Q19N 65 7.58462 1.49888 493.00000 3.00000 10.00000 
Q20N 65 6.27692 2.55262 408.00000 1.00000 10.00000 
Q21N 65 6.36923 2.37546 414.00000 1.00000 10.00000 
Q22N 65 7.35385 1.86607 478.00000 1.00000 10.00000 
Q23N 65 7.60000 2.05244 494.00000 2.00000 10.00000 
Q24N 65 3.33846 2.69419 217.00000 1.00000 10.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.340571 
Standardized 0.373274 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q18N -.023437 0.398802 -.050439 0.450469 
Q19N 0.226945 0.279338 0.265087 0.278289 
Q20N 0.108036 0.334405 0.095441 0.375199 
Q21N 0.095544 0.339067 0.124173 0.359514 
Q22N 0.166380 0.297478 0.217190 0.306714 
Q23N 0.359677 0.180178 0.396595 0.195748 
Q24N 0.165550 0.294771 0.131811 0.355296 
 
3  Variables:  Q19N     Q22N     Q23N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q19N 93 7.83871 1.68942 729.00000 3.00000 10.00000 
Q22N 93 7.62366 2.10545 709.00000 1.00000 10.00000 
Q23N 93 7.87097 2.06538 732.00000 2.00000 10.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.588282 
Standardized 0.599869 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q19N 0.475212 0.398235 0.475207 0.398294 
Q22N 0.368809 0.536505 0.377399 0.544413 
Q23N 0.365952 0.538011 0.375227 0.547517 



 

 
 

Pearson  Correlation  Coefficients,  N = 93 
Probability  > |r|  under  H0: Rho=0 

 Q19N Q22N Q23N 
Q19N 1.00000 

 
0.37695 
0.0002 

0.37402 
0.0002 

Q22N 0.37695 
0.0002 

1.00000 
 

0.24867 
0.0162 

Q23N 0.37402 
0.0002 

0.24867 
0.0162 

1.00000 
 

 
2  Variables:  Q18N     Q24N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q18N 66 3.34848 2.12308 221.00000 1.00000 10.00000 
Q24N 66 3.30303 2.68884 218.00000 1.00000 10.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.441397 
Standardized 0.450981 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q18N 0.291140 . 0.291140 . 
Q24N 0.291140 . 0.291140 . 
 

Pearson  Correlation  Coefficients,  N = 66 
Probability  > |r|  under  H0: Rho=0 

 Q18N Q24N 
Q18N 1.00000 

 
0.29114 
0.0177 

Q24N 0.29114 
0.0177 

1.00000 
 

 
7  Variables:  Q25_04N  Q25_05N  Q25_06N  Q25_07N  Q25_08N  Q25_09N  Q25_10N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q25_04N 93 4.13978 0.78839 385.00000 2.00000 5.00000 
Q25_05N 93 4.19355 0.64703 390.00000 2.00000 5.00000 
Q25_06N 93 4.04301 0.65796 376.00000 2.00000 5.00000 
Q25_07N 93 3.84946 0.76537 358.00000 2.00000 5.00000 
Q25_08N 93 4.19355 0.82433 390.00000 1.00000 5.00000 
Q25_09N 93 2.60215 1.07481 242.00000 1.00000 5.00000 
Q25_10N 93 3.96774 0.97191 369.00000 1.00000 5.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.614796 
Standardized 0.659338 
 



 

 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q25_04N 0.493904 0.523263 0.491374 0.586261 
Q25_05N 0.368536 0.570519 0.411188 0.610914 
Q25_06N 0.499509 0.534436 0.527664 0.574788 
Q25_07N 0.332339 0.576684 0.373764 0.622097 
Q25_08N 0.445220 0.537599 0.485151 0.588208 
Q25_09N 0.031655 0.701747 0.012552 0.720005 
Q25_10N 0.326029 0.580570 0.322678 0.637036 
 

Pearson  Correlation  Coefficients,  N = 93 
Probability  > |r|  under  H0: Rho=0 

 Q25_04N Q25_05N Q25_06N Q25_07N Q25_08N Q25_09N Q25_10N 
Q25_04N 1.00000 

 
0.30862 
0.0026 

0.36546 
0.0003 

0.23340 
0.0243 

0.27570 
0.0075 

0.18179 
0.0812 

0.31803 
0.0019 

Q25_05N 0.30862 
0.0026 

1.00000 
 

0.38875 
0.0001 

0.34481 
0.0007 

0.41810 
<.0001 

-0.15378 
0.1411 

0.13103 
0.2106 

Q25_06N 0.36546 
0.0003 

0.38875 
0.0001 

1.00000 
 

0.35835 
0.0004 

0.40534 
<.0001 

-0.05239 
0.6180 

0.32515 
0.0015 

Q25_07N 0.23340 
0.0243 

0.34481 
0.0007 

0.35835 
0.0004 

1.00000 
 

0.39125 
0.0001 

-0.06038 
0.5653 

0.05185 
0.6216 

Q25_08N 0.27570 
0.0075 

0.41810 
<.0001 

0.40534 
<.0001 

0.39125 
0.0001 

1.00000 
 

-0.01029 
0.9220 

0.18425 
0.0771 

Q25_09N 0.18179 
0.0812 

-0.15378 
0.1411 

-0.05239 
0.6180 

-0.06038 
0.5653 

-0.01029 
0.9220 

1.00000 
 

0.14366 
0.1695 

Q25_10N 0.31803 
0.0019 

0.13103 
0.2106 

0.32515 
0.0015 

0.05185 
0.6216 

0.18425 
0.0771 

0.14366 
0.1695 

1.00000 
 

 
Input Data Type  Raw Data 
Number of Records Read  108 
Number of Records Used  93 
N for Significance Tests  93 
 

Means and Standard Deviations from 93 Observations  
Variable  Mean Standard Deviation  
Q25_04N 4.1397849 0.7883858 
Q25_05N 4.1935484 0.6470344 
Q25_06N 4.0430108 0.6579609 
Q25_07N 3.8494624 0.7653677 
Q25_08N 4.1935484 0.8243319 
Q25_09N 2.6021505 1.0748082 
Q25_10N 3.9677419 0.9719055 
 



 

 
 

Partial Correlations Controlling all other Variables  

 
Q25_04

N  
Q25_05

N  
Q25_06

N  
Q25_07

N  
Q25_08

N  
Q25_09

N  
Q25_10

N  
Q25_04
N 

100 * 19  18  8  5  22  20  

Q25_05
N 

19  100 * 16  14  25  -19  -1  

Q25_06
N 

18  16  100 * 19  19  -9  24  

Q25_07
N 

8  14  19  100 * 23  -3  -11  

Q25_08
N 

5  25  19  23  100 * 4  6  

Q25_09
N 

22  -19  -9  -3  4  100 * 12  

Q25_10
N 

20  -1  24  -11  6  12  100 * 

Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Kaiser's Measure of Sampling Adequacy: Overall MSA = 0.75038648  
Q25_04N Q25_05N Q25_06N Q25_07N Q25_08N Q25_09N Q25_10N 

0.75096380 0.76603679 0.77619975 0.78164589 0.79174998 0.43881268 0.68815460 
 

Prior Communality Estimates: ONE  
 

Eigenvalues of the Correlation Matrix: Total = 7  Average = 1  
 Eigenvalue  Difference  Proportion  Cumulative  

1 2.53849965 1.25552934 0.3626 0.3626 
2 1.28297032 0.42803979 0.1833 0.5459 
3 0.85493052 0.18604560 0.1221 0.6681 
4 0.66888492 0.04572054 0.0956 0.7636 
5 0.62316438 0.09936877 0.0890 0.8526 
6 0.52379562 0.01604103 0.0748 0.9275 
7 0.50775458  0.0725 1.0000 

 
2 factors will be retained by the MINEIGEN criterion.  

 
Factor Pattern  

 Factor1   Factor2   
Q25_06N 75 * 0  
Q25_08N 71 * -14  
Q25_05N 69 * -31  
Q25_04N 63 * 40  
Q25_07N 62 * -30  
Q25_09N -1  78 * 
Q25_10N 45  56 * 
Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Variance Explained by Each Factor  
Factor1  Factor2  

2.5384997 1.2829703 
 

Final Communality Estimates: Total = 3.821470  
Q25_04N Q25_05N Q25_06N Q25_07N Q25_08N Q25_09N Q25_10N 

0.56064230 0.56869434 0.56626083 0.47893031 0.52669752 0.60426402 0.51598066 
 



 

 
 

Orthogonal Transformation Matrix  
 1 2 

1 0.92155 0.38827 
2 -0.38827 0.92155 
 

Rotated Factor Pattern  
 Factor1   Factor2   

Q25_05N 75 * -2  
Q25_08N 71 * 14  
Q25_06N 69 * 29  
Q25_07N 69 * -4  
Q25_09N -31  71 * 
Q25_10N 20  69 * 
Q25_04N 43  62 * 
Printed values are multiplied by 100 and rounded to the nearest integer.  Values greater than 
0.5 are flagged by an '*'.  
 

Variance Explained by Each Factor  
Factor1  Factor2  

2.3492254 1.4722446 
 

Final Communality Estimates: Total = 3.821470  
Q25_04N Q25_05N Q25_06N Q25_07N Q25_08N Q25_09N Q25_10N 

0.56064230 0.56869434 0.56626083 0.47893031 0.52669752 0.60426402 0.51598066 
 
4  Variables:  Q25_05N  Q25_06N  Q25_07N  Q25_08N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q25_05N 93 4.19355 0.64703 390.00000 2.00000 5.00000 
Q25_06N 93 4.04301 0.65796 376.00000 2.00000 5.00000 
Q25_07N 93 3.84946 0.76537 358.00000 2.00000 5.00000 
Q25_08N 93 4.19355 0.82433 390.00000 1.00000 5.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.710221 
Standardized 0.714127 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q25_05N 0.499649 0.648766 0.499782 0.652521 
Q25_06N 0.499389 0.648128 0.500192 0.652273 
Q25_07N 0.471393 0.664185 0.469899 0.670409 
Q25_08N 0.532274 0.627389 0.533504 0.631913 
 



 

 
 

Pearson  Correlation  Coefficients,  N = 93 
Probability  > |r|  under  H0: Rho=0 

 Q25_05N Q25_06N Q25_07N Q25_08N 
Q25_05N 1.00000 

 
0.38875 
0.0001 

0.34481 
0.0007 

0.41810 
<.0001 

Q25_06N 0.38875 
0.0001 

1.00000 
 

0.35835 
0.0004 

0.40534 
<.0001 

Q25_07N 0.34481 
0.0007 

0.35835 
0.0004 

1.00000 
 

0.39125 
0.0001 

Q25_08N 0.41810 
<.0001 

0.40534 
<.0001 

0.39125 
0.0001 

1.00000 
 

 
3  Variables:  Q25_04N  Q25_09N  Q25_10N 
 

Simple Statistics  

Variable  N Mean 
Standard 
Deviation  Sum Minimum  Maximum  

Q25_04N 94 4.13830 0.78427 389.00000 2.00000 5.00000 
Q25_09N 94 2.59574 1.07082 244.00000 1.00000 5.00000 
Q25_10N 94 3.94681 0.98774 371.00000 1.00000 5.00000 
 

Cronbach  Coefficient  Alpha  
Variables  Alpha  
Raw 0.434614 
Standardized 0.453376 
 

Cronbach  Coefficient  Alpha  with  Deleted  Variable  

Deleted  
Variable  

Raw Variables  Standardized  Variables  
Correlation  

with  Total  Alpha  
Correlation  

with  Total  Alpha  
Q25_04N 0.323998 0.263559 0.327713 0.264306 
Q25_09N 0.203608 0.469514 0.206448 0.479055 
Q25_10N 0.285145 0.296444 0.303828 0.308699 
 

Pearson  Correlation  Coefficients,  N = 94 
Probability  > |r|  under  H0: Rho=0 

 Q25_04N Q25_09N Q25_10N 
Q25_04N 1.00000 

 
0.18252 
0.0783 

0.31497 
0.0020 

Q25_09N 0.18252 
0.0783 

1.00000 
 

0.15228 
0.1429 

Q25_10N 0.31497 
0.0020 

0.15228 
0.1429 

1.00000 
 

 
  



 

 
 

ANNEXURE F 
 

DESCRIPTIVE STATISTICS FOR ALL VARIABLES  

 

Variable  Categories  
Frequency  

(N108) Percentage  

Demographic information of participants.  

1. Consent to participating 
in the survey 

Yes 108 100.0% 

2. Are you affiliated to the 
Adventure Tourism Research 
Association (ATRA)? 

Yes 60 55.6% 
No 47 43.5% 

Unknown 1 0.9% 
3. How are you affiliated to 
the Adventure Tourism 
Research Association 
(ATRA)? 

Organizing committee member 13 12.0% 
Conference delegate  47 43.5% 

Other 14 13.0% 
Unknown 34 31.5% 

4. What is your 
occupation? 

Academic Researcher 22 20.4% 
Assistant Professor 4 3.7% 
Associate Professor 5 4.6% 

Full Professor 7 6.5% 
Lecturer 29 26.8% 

Senior Lecturer 6 5.6% 
Professional  32 29.6% 

Head of Department 2 1.8% 
Unknown 1 0.9% 

4n. What is your 
occupation? Re-categorised. 

Academic Researcher 38 35.2% 
Professional Researcher  69 63.9% 

Unknown 1 0.9% 
5. What is the highest 
level of education you have 
attained? 

Grade 12 8 7.4% 
Certificate 2 1.8% 

National Diploma 8 7.4% 
�%�D�F�K�H�O�R�U�¶�V���'�H�J�U�H�H 13 12.0% 
�0�D�V�W�H�U�¶�V���'�H�J�U�H�H 39 36.1% 

PhD 37 34.3% 
Unknown 1 0.9% 

6. What is your gender? Male 62 57.4% 
Female 45 41.7% 

Unknown 1 0.9% 
7. To which generation-
group do you belong to? 

Greatest generation (1901-
1945) 

3 2.8% 

Baby boomers (1946-1964) 29 26.8% 
Generation X (1965 -1980) 56 51.8% 
Generation Y (1981-1999) 19 17.6% 
Generation Z (2000-2015) 0 0.0% 

Unknown 1 0.9% 
8. Specify the name of the 
country where you 
permanently reside. 

Australia 5 4.6% 
Canada 2 1.8% 

Germany 5 4.6% 
Iceland 4 3.7% 
Ireland 6 5.6% 

New Zealand 1 0.9% 
Norway 22 20.4% 
Poland 3 2.8% 



 

 
 

Variable  Categories  
Frequency  

(N108) 
Percentage  

Russia 1 0.9% 
Scotland 2 1.8% 
Serbia 1 0.9% 

South Africa 12 11.1% 
Spain 4 3.7% 

Sweden 2 1.8% 
Switzerland 3 2.8% 

Turkey 2 1.8% 
United Kingdom  31 28.7% 

USA 1 0.9% 
Unknown 1 0.9% 

8n. Specify the name of the 
continent where you 
permanently reside (derived 
variable from Question 8). 

Australia 5 4.6% 
North America 3 2.8% 

Africa 12 11.1% 
Oceania 1 0.9% 
Europe  86 79.6% 

Unknown 1 0.9% 
9. Do you permanently 
reside in an urban or rural 
area? 

Urban 50 46.3% 
Rural  57 52.8% 

Unknown 1 0.9% 
10. Indicate which of the following characteristics could potentially form part of 

environmental segmentation.  
10.2 Education Yes 54 50.0% 

No 54 50.0% 
10.3  Observation Yes 18 16.7% 

No 90 83.3% 
10.4  Spiritual setting Yes 14 13.0% 

No 94 87.0% 
10.5  Participation (social 
involvement) 

Yes 60 55.6% 
No 48 44.4% 

10.6 Conservation 
(environmental involvement) 

Yes 78 72.2% 

No 30 27.8% 
10.7  Other Yes 10 9.3% 

No 98 90.7% 
11. Indicate whether the following micro niches mainly form part of cultural tourism, 

event tourism or natural area tourism.  
11.8  Adventure tourism Cultural tourism 4 4.0% 

Event tourism 27 27.3% 
Natural area tourism  68 68.7% 

11.9  Ecotourism Cultural tourism 2 2.1% 
Event tourism 3 3.1% 

Natural area tourism  92 94.8% 
11.10  Festival tourism Cultural tourism 18 18.4% 

Event tourism  79 80.6% 
Natural area tourism 1 1.0% 

11.11  Heritage tourism Cultural tourism  87 89.7% 
Event tourism 3 3.1% 

Natural area tourism 7 7.2% 
11.12  Nature-based tourism Cultural tourism 0 0.0% 

Event tourism 4 4.1% 
Natural area tourism  94 95.9% 

11.13 Religion tourism Cultural tourism  83 87.4% 
Event tourism 11 11.6% 

Natural area tourism 1 
1.0% 

 



 

 
 

Variable  Categories  
Frequency  

(N108) 
Percentage  

11.14  Sports tourism Cultural tourism 2 2.1% 
Event tourism  87 90.6% 

Natural area tourism 7 7.3% 
12. Cultural, event and natural area tourism is separated according to the activities, 

environments and experiences niche tourists prefer.  
12. Yes 102 94.4% 

No 6 5.6% 
13. Indicate the two most important products that form part of cultural tourism, event 

tourism and natural area tourism.  
13.1.1 Cultural tourism with 
Activity-based products 

Yes 46 42.6% 
No 62 57.4% 

13.1.2 Cultural tourism with 
Environment-based products 

Yes 30 27.8% 
No 78 72.2% 

13.1.3 Cultural tourism with 
Experienced-based products 

Yes 85 78.7% 
No 23 21.3% 

13.2.1 Event tourism with 
Activity-based products 

Yes 80 74.1% 
No 28 25.9% 

13.2.2 Event tourism with 
Environment-based products 

Yes 11 10.2% 
No 97 89.8% 

13.2.3 Event tourism with 
Experienced-based products 

Yes 73 67.6% 
No 35 32.4% 

13.3.1 Natural area tourism 
with Activity-based products 

Yes 39 36.1% 
No 69 63.9% 

13.3.2 Natural area tourism 
with Environment-based 
products 

Yes 86 79.6% 

No 22 20.4% 

13.3.3 Natural area tourism 
with Experienced-based 
products 

Yes 48 44.9% 

No 59 55.1% 

14. Importance of the following products to form part of cultural tourism.  
14.4 Activity-based products Not at all important 3 3.0% 

Of little importance 16 15.8% 
Somewhat important 30 29.7% 

Very important  37 36.6% 
Critical important  15 14.8% 

14.5 Environment-based 
products 

Not at all important 5 5.0% 
Of little importance 10 9.9% 

Somewhat important 38 37.6% 
Very important  33 32.7% 

Critical important  15 14.8% 
14.6 Experienced-based 
products 

Not at all important 2 2.0% 
Of little importance 4 4.0% 

Somewhat important 18 17.8% 
Very important  41 40.6% 

Critical important  36 35.6 
15. Importance of the following products to form part of event tourism.  

15.4 Activity-based products Not at all important 3 3.0% 
Of little importance 6 5.9% 

Somewhat important 17 16.8% 
Very important  35 34.6% 

Critical important  40 39.6% 
15.5 Environment-based 
products 

Not at all important 6 5.9% 
Of little importance 14 13.9% 

Somewhat important 31 30.7% 
Very important  37 36.6% 

Critical important  13 12.9% 



 

 
 

Variable  Categories  
Frequency  

(N108) 
Percentage  

15.6 Experienced-based 
products 

Not at all important 1 1.0% 
Of little importance 4 4.0% 

Somewhat important 13 12.9% 
Very important  40 39.6% 

Critical important  43 42.6% 
16. Importance of the following products to form part of natural area tourism.  

16.4 Activity-based products Not at all important 1 1.0% 
Of little importance 5 5.0% 

Somewhat important 26 25.7% 
Very important  42 41.6% 

Critical important  27 26.7% 
16.5 Environment-based 
products 

Not at all important 0 0.0% 
Of little importance 1 1.0% 

Somewhat important 3 3.0% 
Very important  28 27.7% 

Critical important  69 68.3% 
16.6 Experienced-based 
products 

Not at all important 0 0.0% 
Of little importance 4 4.0% 

Somewhat important 16 15.8% 
Very important  40 39.6% 

Critical important  41 40.6% 
17. Indicate whether the micro niches listed below  mainly consist of activity -based, 

environmental -based or experienced -based products.   
17.3  Adventure tourism 
 

Activity -based  72 75.0% 
Environment-based 6 6.2% 
Experienced-based 18 18.8% 

17.4 Ecotourism 
 

Activity-based 2 2.1% 
Environment -based  78 81.2% 
Experienced-based 16 16.7% 

17.5 Festival tourism Activity-based 26 27.7% 
Environment-based 5 5.3% 
Experienced -based  63 67.0% 

17.6 Heritage tourism Activity-based 10 10.8% 
Environment-based 22 23.7% 
Experienced -based  61 65.6% 

17.7 Nature-based tourism 
 

Activity-based 4 4.2% 
Environment -based  85 88.5% 
Experienced-based 7 7.3% 

17.8 Religion tourism 
 

Activity-based 11 11.7% 
Environment-based 7 7.4% 
Experienced -based  76 80.8% 

17.9 Sports tourism Activity -based  74 77.9% 
Environment-based 3 3.2% 
Experienced-based 18 19.0% 

18. Do you perceive:  
18.  Adventure tourism 
 

Activity orientated 5 14 17.7% 
Activity orientated 4  21 26.6% 
Activity orientated 3 14 17.7% 
Activity orientated 2 8 10.1% 
Activity orientated 1 11 13.9% 

Environment orientated 1 2 2.5% 
Environment orientated 2 3 3.8% 
Environment orientated 3 3 3.8% 
Environment orientated 4 1 1.3% 

Environment orientated 5 2 
2.5% 

 



 

 
 

Variable  Categories  
Frequency  

(N108) 
Percentage  

19. Do you perceive:  
19.  Ecotourism 
 

Activity orientated 5 0 0.0% 
Activity orientated 4 0 0.0% 
Activity orientated 3 2 2.1% 
Activity orientated 2 3 3.1% 
Activity orientated 1 7 7.2% 

Environment orientated 1 6 6.2% 
Environment orientated 2 14 14.4% 

Environment orientated 3  30 30.9% 
Environment orientated 4 19 19.6% 
Environment orientated 5 16 16.5% 
20. Do you perceive:  

20.  Festival tourism 
 

Activity orientated 5 8 8.6% 
Activity orientated 4 2 2.2% 
Activity orientated 2 2 2.2% 
Activity orientated 3 4 4.3% 
Activity orientated 1 15 16.1% 

Experience orientated 1 6 6.4% 
Experience orientated 2 8 8.6% 

Experience orientated 3  21 22.6% 
Experience orientated 4 15 16.1% 
Experience orientated 5 12 12.9% 
21. Do you perceive:  

21.  Heritage tourism 
 

Environment orientated 5 4 4.3% 
Environment orientated 4 7 7.5% 
Environment orientated 3 4 4.3% 
Environment orientated 2 5 5.4% 
Environment orientated 1 12 12.9% 
Experience orientated 1 5 5.4% 
Experience orientated 2 13 14.0% 

Experience orientated 3  20 21.5% 
Experience orientated 4 14 15.0% 
Experience orientated 5 9 9.7% 
22. Do you perceive:  

22.  Nature-based tourism 
 

Activity orientated 5 2 2.1% 
Activity orientated 4 3 3.2% 
Activity orientated 3 0 0.0% 
Activity orientated 2 1 1.0% 
Activity orientated 1 9 9.5% 

Environment orientated 1 9 9.5% 
Environment orientated 2 12 12.6% 
Environment orientated 3 21 22.1% 

Environment orientated 4  23 24.2% 
Environment orientated 5 15 15.8% 
23. Do you perceive:  

23.  Religion tourism 
 

Environment orientated 5 0 0.0% 
Environment orientated 4 2 2.1% 
Environment orientated 3 2 2.1% 
Environment orientated 2 4 4.2% 
Environment orientated 1 9 9.5% 
Experience orientated 1 5 5.3% 
Experience orientated 2 4 4.2% 
Experience orientated 3 18 19.0% 

Experience orientated 4  31 32.6% 

Experience orientated 5 20 
21.0% 

 



 

 
 

Variable  Categories  
Frequency  

(N108) 
Percentage  

24. Do you perceive:  
24.  Sports tourism 
 

Activity orientated 5  28 35.9% 
Activity orientated 4 13 16.7% 
Activity orientated 3 3 3.8% 
Activity orientated 2 5 6.4% 
Activity orientated 1 10 12.8% 

Experience orientated 1 1 1.3% 
Experience orientated 2 1 1.3% 
Experience orientated 3 10 12.8% 
Experience orientated 4 0 0.0% 
Experience orientated 5 7 9.0% 

25. Indicate whether you agree with the following statements regarding the micro niches.  
25.4  Adventure tourists 
mostly prefer activities when 
purchasing niche tourism 
products. 
 

Strongly disagree 0 0.0% 
Disagree 6 6.4% 
Neither 5 5.3% 
Agree  53 56.4% 

Strongly agree  30 31.9% 
25.5  Eco tourists mostly 
prefer environment when 
purchasing niche tourism 
products. 
 

Strongly disagree 0 0.0% 
Disagree 2 2.1% 
Neither 6 6.4% 
Agree  58 61.7% 

Strongly agree  28 29.8% 
25.6  Festival tourists mostly 
prefer experience when 
purchasing niche tourism 
products. 
 

Strongly disagree 0 0.0% 
Disagree 2 2.2% 
Neither 12 12.9% 
Agree  59 63.4% 

Strongly agree  20 21.5% 
25.7  Heritage tourists mostly 
prefer experience when 
purchasing niche tourism 
products. 
 

Strongly disagree 0 0.0% 
Disagree 6 6.4% 
Neither 18 19.2% 
Agree  55 58.5% 

Strongly agree  15 16.0% 
25.8  Nature-based tourists 
mostly prefer environment 
when purchasing niche 
tourism products. 
 

Strongly disagree 2 2.1% 
Disagree 2 2.1% 
Neither 6 6.4% 
Agree  50 53.2% 

Strongly agree  34 36.2% 
25.9  Religion tourists mostly 
prefer environment when 
purchasing niche tourism 
products. 
 

Strongly disagree  11 11.7% 
Disagree  42 44.7% 
Neither 20 21.3% 
Agree 16 17.0% 

Strongly agree 5 5.3% 
25.10 Sports tourists mostly 
prefer activities when 
purchasing niche tourism 
products. 
 

Strongly disagree 3 3.2% 
Disagree 6 6.3% 
Neither 12 12.6% 
Agree  45 47.4% 

Strongly agree  29 30.5% 
26. When segmenting niche tourism markets:  

26.  Do you believe 
�L�G�H�Q�W�L�I�\�L�Q�J���W�R�X�U�L�V�W�V�¶���S�U�R�G�X�F�W��
preferences could assist niche 
tourism researchers to 
effectively target and position 
the market? 

Yes 81 75.0% 
No 10 9.3% 

Unknown 17 15.7% 

 
  



 

 
 

ANNEXURE G 
 

RAW COUNT/CUMULATIVE FREQUENCY 

DISTRIBUTION AND PERCENTAGES  

 

Q01N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 108 100.00 108 100.00 
 

Q02N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 60 55.56 60 55.56 
No 47 43.52 107 99.07 
99 1 0.93 108 100.00 

 

Q03N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Organizing Committee member  13 12.04 13 12.04 
Conference delegate  47 43.52 60 55.56 

Other  14 12.96 74 68.52 
99 34 31.48 108 100.00 

 

Q04N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

99 1 0.93 1 0.93 
Academic Researcher  20 18.52 21 19.44 
Academic researcher  1 0.93 22 20.37 
Assistant professor  3 2.78 25 23.15 
Assistant professor  1 0.93 26 24.07 
Associate Professor  4 3.70 30 27.78 
Associate professor  1 0.93 31 28.70 
Head of Department  2 1.85 33 30.56 
Lecturer  28 25.93 61 56.48 
Professional  1 0.93 62 57.41 
Professional  2 1.85 64 59.26 
Professor  6 5.56 70 64.81 
Professor  1 0.93 71 65.74 
Professional  29 26.85 100 92.59 
Researcher  1 0.93 101 93.52 
Senior Lecturer  6 5.56 107 99.07 
Thecher outdoor education. University 
College, Norway  

1 0.93 108 100.00 

 



 

 
 

Q04n Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Academic Researcher  22 20.37 22 20.37 
Assistant Professor  4 3.70 26 24.07 
Associate Professor  5 4.63 31 28.70 
Head of Department  2 1.85 33 30.56 

Lecturer  29 26.85 62 57.41 
Professional  32 29.63 94 87.04 

Full Professor  7 6.48 101 93.52 
Senior Lecturer  6 5.56 107 99.07 

Unknown  1 0.93 108 100.00 
 

Q04n Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Academic Researcher  38 35.19 38 35.19 
Professional Researcher  69 63.89 107 99.07 

99 1 0.93 108 100.00 
 

Q05N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

99 1 0.93 1 0.93 
�%�D�F�K�H�O�R�U�¶�V���'�H�J�U�H�H 12 11.11 13 12.04 
�%�D�F�K�H�O�R�U�¶�V���'�H�J�U�H�H 1 0.93 14 12.96 
Certificate  2 1.85 16 14.81 
Diploma  3 2.78 19 17.59 
Grade 12  8 7.41 27 25.00 
Master  2 1.85 29 26.85 
Masters  36 33.33 65 60.19 
�0�D�V�W�H�U�¶�V���'�H�J�U�H�H 1 0.93 66 61.11 
National Diploma  4 3.70 70 64.81 
National diploma  1 0.93 71 65.74 
PhD 37 34.26 108 100.00 
 

Q05n Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Grade 12  8 7.41 8 7.41 
Certificate  2 1.85 10 9.26 

National Diploma  8 7.41 18 16.67 
Bachelor's Degree  13 12.04 31 28.70 

Master's Degree  39 36.11 70 64.81 
PhD 37 34.26 107 99.07 

Unknown  1 0.93 108 100.00 
 

Q06N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Male 62 57.41 62 57.41 
Female  45 41.67 107 99.07 

99 1 0.93 108 100.00 
 

Q07N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Greatest Generation (1901 -1945) 3 2.78 3 2.78 
Baby Boomers (1946 -1964) 29 26.85 32 29.63 

Generation X (1965 -1980) 56 51.85 88 81.48 
Generation Y (1981 -1999) 19 17.59 107 99.07 

99 1 0.93 108 100.00 
 



 

 
 

Q08N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

99 1 0.93 1 0.93 
Australia  5 4.63 6 5.56 
Canada 2 1.85 8 7.41 
Germany  5 4.63 13 12.04 
Iceland  4 3.70 17 15.74 
Ireland  6 5.56 23 21.30 
New Zealand  1 0.93 24 22.22 
Norway  22 20.37 46 42.59 
Poland  3 2.78 49 45.37 
Russia  1 0.93 50 46.30 
Scotland  2 1.85 52 48.15 
Serbia  1 0.93 53 49.07 
South Africa  12 11.11 65 60.19 
Spain  4 3.70 69 63.89 
Sweden  2 1.85 71 65.74 
Switzerland  3 2.78 74 68.52 
Turkey  2 1.85 76 70.37 
UK 30 27.78 106 98.15 
USA 1 0.93 107 99.07 
United Kingdom  1 0.93 108 100.00 
 

Q08N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Unknown  1 0.93 1 0.93 
Australia  5 4.63 6 5.56 
Canada 2 1.85 8 7.41 
Germany  5 4.63 13 12.04 
Iceland  4 3.70 17 15.74 
Ireland  6 5.56 23 21.30 
New Zealand  1 0.93 24 22.22 
Norway  22 20.37 46 42.59 
Poland  3 2.78 49 45.37 
Russia  1 0.93 50 46.30 
Scotland  2 1.85 52 48.15 
Serbia  1 0.93 53 49.07 
South Africa  12 11.11 65 60.19 
Spain  4 3.70 69 63.89 
Sweden  2 1.85 71 65.74 
Switzerland  3 2.78 74 68.52 
Turkey  2 1.85 76 70.37 
USA 1 0.93 77 71.30 
United Kingdom  31 28.70 108 100.00 
 

Q08nn Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

AUSTRALIA  5 4.63 5 4.63 
NORTH AMERICA 3 2.78 8 7.41 

AFRICA 12 11.11 20 18.52 
OCEANIA 1 0.93 21 19.44 
EUROPE 86 79.63 107 99.07 
Unknown  1 0.93 108 100.00 

 



 

 
 

Q09N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Urban  50 46.30 50 46.30 
Rural  57 52.78 107 99.07 

99 1 0.93 108 100.00 
 

Q10_02N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 54 50.00 54 50.00 
No 54 50.00 108 100.00 

 

Q10_03N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 18 16.67 18 16.67 
No 90 83.33 108 100.00 

 

Q10_04N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 14 12.96 14 12.96 
No 94 87.04 108 100.00 

 

Q10_05N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 60 55.56 60 55.56 
No 48 44.44 108 100.00 

 

Q10_06N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 78 72.22 78 72.22 
No 30 27.78 108 100.00 

 

Q10_07N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 10 9.26 10 9.26 
No 98 90.74 108 100.00 

 

Q11_08N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Cultural Tourism  4 4.04 4 4.04 
Event Tourism  27 27.27 31 31.31 

Natural Tourism  68 68.69 99 100.00 
Frequency Missing = 9  

 

Q11_09N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Cultural Tourism  2 2.06 2 2.06 
Event Tourism  3 3.09 5 5.15 

Natural Tourism  92 94.85 97 100.00 
Frequency Missing = 11  

 

Q11_10N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Cultural Tourism  18 18.37 18 18.37 
Event Tourism  79 80.61 97 98.98 

Natural Tourism  1 1.02 98 100.00 
Frequency Missing = 10  

 



 

 
 

Q11_11N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Cultural Tourism  87 89.69 87 89.69 
Event Tourism  3 3.09 90 92.78 

Natural Tourism  7 7.22 97 100.00 
Frequency Missing = 11  

 

Q11_12N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Event Tourism  4 4.08 4 4.08 
Natural Tourism  94 95.92 98 100.00 

Frequency Missing = 10  
 

Q11_13N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Cultural Tourism  83 87.37 83 87.37 
Event Tourism  11 11.58 94 98.95 

Natural Tourism  1 1.05 95 100.00 
Frequency Missing = 13  

 

Q11_14N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Cultural Tourism  2 2.08 2 2.08 
Event Tourism  87 90.63 89 92.71 

Natural Tourism  7 7.29 96 100.00 
Frequency Missing = 12  
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Cultural Tourism  Natural Tourism  Cultural Tourism  Cultural Tourism  Natural Tourism  Event Tourism  Natural Tourism  1 1.08 1 1.08 

Cultural Tourism  Natural Tourism  Event  
Tourism  

Cultural Tourism  Natural Tourism  Cultural Tourism  Event  
 Tourism  

3 3.23 4 4.30 

Event  
Tourism  

Natural Tourism  Cultural Tourism  Cultural Tourism  Natural Tourism  Cultural Tourism  
Event  
Tourism  

6 6.45 10 10.75 

Event  
Tourism  

Natural Tourism  Cultural Tourism  Natural Tourism  Natural Tourism  Cultural Tourism  
Event  
Tourism  

1 1.08 11 11.83 

Event  
Tourism  

Natural Tourism  
Event  
Tourism  

Cultural Tourism  
Event  
Tourism  

Cultural Tourism  
Event  
Tourism  

1 1.08 12 12.90 

Event  
Tourism  

Natural Tourism  
Event  
Tourism  

Cultural Tourism  Natural Tourism  Cultural Tourism  
Event  
Tourism  

11 11.83 23 24.73 

Event  
Tourism  

Natural Tourism  
Event  
Tourism  

Cultural Tourism  Natural Tourism  
Event  
Tourism  

Event  
Tourism  

1 1.08 24 25.81 

Event  
Tourism  

Natural Tourism  
Event  
Tourism  

Natural Tourism  Natural Tourism  Cultural Tourism  Cultural Tourism  1 1.08 25 26.88 

Natural Tourism  Cultural Tourism  Cultural Tourism  
Event  
 Tourism  

Natural Tourism  
Event  
Tourism  

Natural  
Tourism  

1 1.08 26 27.96 

Natural Tourism  Cultural Tourism  
Event  
Tourism  

Cultural Tourism  Natural Tourism  Cultural Tourism  
Event  
Tourism  

1 1.08 27 29.03 

Natural Tourism  
Event  
Tourism  

Event  
Tourism  

Cultural Tourism  Natural Tourism  Cultural Tourism  
Event  
Tourism  

2 2.15 29 31.18 

Natural Tourism  Natural Tourism  Cultural Tourism  Cultural Tourism  Natural Tourism  Cultural Tourism  
Event  
Tourism  

5 5.38 34 36.56 

Natural Tourism  Natural Tourism  Cultural Tourism  Cultural Tourism  Natural Tourism  
Event  
Tourism  

Event  
Tourism  

1 1.08 35 37.63 

Natural Tourism  Natural Tourism  
Event  
Tourism  

Cultural Tourism  Natural Tourism  Cultural Tourism  Cultural Tourism  1 1.08 36 38.71 

Natural Tourism  Natural Tourism  
Event  
Tourism  

Cultural Tourism  Natural Tourism  Cultural Tourism  
Event  
Tourism  

43 46.24 79 84.95 

Natural Tourism  Natural Tourism  
Event  
Tourism  

Cultural Tourism  Natural Tourism  Cultural Tourism  Natural Tourism  4 4.30 83 89.25 

Natural Tourism  Natural Tourism  Event  
Tourism  

Cultural Tourism  Natural Tourism  Event  
Tourism  

Event  
Tourism  

5 5.38 88 94.62 

Natural Tourism  Natural Tourism  Event  
Tourism  

Natural Tourism  Natural Tourism  Cultural Tourism  Event  
Tourism  

2 2.15 90 96.77 

Natural Tourism  Natural Tourism  
Event  
Tourism  

Natural Tourism  Natural Tourism  
Event  
Tourism  

Event  
Tourism  

2 2.15 92 98.92 
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Natural Tourism  Natural Tourism  Natural Tourism  Natural Tourism  Natural Tourism  Natural Tourism  Natural Tourism  1 1.08 93 100.00 
Frequency Missing = 15  



 

 
 

Q12N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 102 94.44 102 94.44 
No 6 5.56 108 100.00 

 

Q13_1_1N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 46 42.59 46 42.59 
No 62 57.41 108 100.00 

 

Q13_1_2N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 30 27.78 30 27.78 
No 78 72.22 108 100.00 

 

Q13_1_3N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 85 78.70 85 78.70 
No 23 21.30 108 100.00 

 

Q13_1_1N Q13_1_2N Q13_1_3N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes Yes Yes 1 0.93 1 0.93 
Yes Yes No 2 1.85 3 2.78 
Yes No Yes 36 33.33 39 36.11 
Yes No No 7 6.48 46 42.59 
No Yes Yes 22 20.37 68 62.96 
No Yes No 5 4.63 73 67.59 
No No Yes 26 24.07 99 91.67 
No No No 9 8.33 108 100.00 

 

Q13_2_1N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 80 74.07 80 74.07 
No 28 25.93 108 100.00 

 

Q13_2_2N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 11 10.19 11 10.19 
No 97 89.81 108 100.00 

 
 

Q13_2_3N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 73 67.59 73 67.59 
No 35 32.41 108 100.00 

 

Q13_2_1N Q13_2_2N Q13_2_3N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes Yes Yes 2 1.85 2 1.85 
Yes Yes No 2 1.85 4 3.70 
Yes No Yes 54 50.00 58 53.70 
Yes No No 22 20.37 80 74.07 
No Yes Yes 4 3.70 84 77.78 
No Yes No 3 2.78 87 80.56 
No No Yes 13 12.04 100 92.59 
No No No 8 7.41 108 100.00 

 



 

 
 

Q13_3_1N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 39 36.11 39 36.11 
No 69 63.89 108 100.00 

 

Q13_3_2N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 86 79.63 86 79.63 
No 22 20.37 108 100.00 

 

Q13_3_3N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 48 44.86 48 44.86 
No 59 55.14 107 100.00 

Frequency Missing = 1  
 

Q13_3_1N Q13_3_2N Q13_3_3N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes Yes Yes 7 6.54 7 6.54 
Yes Yes No 20 18.69 27 25.23 
Yes No Yes 2 1.87 29 27.10 
Yes No No 9 8.41 38 35.51 
No Yes Yes 34 31.78 72 67.29 
No Yes No 24 22.43 96 89.72 
No No Yes 5 4.67 101 94.39 
No No No 6 5.61 107 100.00 

Frequency Missing = 1  
 

Q14_04N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Not at all important  3 2.97 3 2.97 
Of little importance  16 15.84 19 18.81 

Somewhat important  30 29.70 49 48.51 
Very important  37 36.63 86 85.15 

Critical importance  15 14.85 101 100.00 
Frequency Missing = 7  

 

Q14_05N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Not at all important  5 4.95 5 4.95 
Of little importance  10 9.90 15 14.85 

Somewhat important  38 37.62 53 52.48 
Very important  33 32.67 86 85.15 

Critical importance  15 14.85 101 100.00 
Frequency Missing = 7  

 

Q14_06N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Not at all important  2 1.98 2 1.98 
Of little importance  4 3.96 6 5.94 

Somewhat important  18 17.82 24 23.76 
Very important  41 40.59 65 64.36 

Critical importance  36 35.64 101 100.00 
Frequency Missing = 7  

 



 

 
 

Q15_04N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Not at all important  3 2.97 3 2.97 
Of little importance  6 5.94 9 8.91 

Somewhat important  17 16.83 26 25.74 
Very important  35 34.65 61 60.40 

Critical importance  40 39.60 101 100.00 
Frequency Missing = 7  

 

Q15_05N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Not at all important  6 5.94 6 5.94 
Of little importance  14 13.86 20 19.80 

Somewhat important  31 30.69 51 50.50 
Very important  37 36.63 88 87.13 

Critical importance  13 12.87 101 100.00 
Frequency Missing = 7  

 

Q15_06N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Not at all important  1 0.99 1 0.99 
Of little importance  4 3.96 5 4.95 

Somewhat important  13 12.87 18 17.82 
Very important  40 39.60 58 57.43 

Critical importance  43 42.57 101 100.00 
Frequency Missing = 7  

 

Q16_04N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Not at all important  1 0.99 1 0.99 
Of little importance  5 4.95 6 5.94 

Somewhat important  26 25.74 32 31.68 
Very important  42 41.58 74 73.27 

Critical importance  27 26.73 101 100.00 
Frequency Missing = 7  

 

Q16_05N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Of little importance  1 0.99 1 0.99 
Somewhat important  3 2.97 4 3.96 

Very important  28 27.72 32 31.68 
Critical importance  69 68.32 101 100.00 

Frequency Missing = 7  
 

Q16_06N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Of little importance  4 3.96 4 3.96 
Somewhat important  16 15.84 20 19.80 

Very important  40 39.60 60 59.41 
Critical importance  41 40.59 101 100.00 

Frequency Missing = 7  
 



 

 
 

Q17_03N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity -based products  72 75.00 72 75.00 
Environment -based products  6 6.25 78 81.25 
Experienced -based products  18 18.75 96 100.00 

Frequency Missing = 12  
 

Q17_04N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity -based products  2 2.08 2 2.08 
Environment -based products  78 81.25 80 83.33 
Experienced -based products  16 16.67 96 100.00 

Frequency Missing = 12  
 

Q17_05N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity -based products  26 27.66 26 27.66 
Environment -based products  5 5.32 31 32.98 
Experienced -based products  63 67.02 94 100.00 

Frequency Missing = 14  
 

Q17_06N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity -based products  10 10.75 10 10.75 
Environment -based products  22 23.66 32 34.41 
Experienced -based products  61 65.59 93 100.00 

Frequency Missing = 15  
 

Q17_07N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity -based products  4 4.17 4 4.17 
Environment -based products  85 88.54 89 92.71 
Experienced -based products  7 7.29 96 100.00 

Frequency Missing = 12  
 

Q17_08N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity -based products  11 11.70 11 11.70 
Environment -based products  7 7.45 18 19.15 
Experienced -based products  76 80.85 94 100.00 

Frequency Missing = 14  
 

Q17_09N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity -based products  74 77.89 74 77.89 
Environment -based products  3 3.16 77 81.05 
Experienced -based products  18 18.95 95 100.00 

Frequency Missing = 13  
 



 

 
 

Q18N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity orientated 5  14 17.72 14 17.72 
Activity orientated 4  21 26.58 35 44.30 
Activity orientated 3  14 17.72 49 62.03 
Activity orientated 2  8 10.13 57 72.15 
Activity orientated 1  11 13.92 68 86.08 

Environment orientated 1  2 2.53 70 88.61 
Environment orientated 2  3 3.80 73 92.41 
Environment orientated 3  3 3.80 76 96.20 
Environment orientated 4  1 1.27 77 97.47 
Environment orientated 5  2 2.53 79 100.00 

Frequency Missing = 29  
 

Q19N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity orientated 3  2 2.06 2 2.06 
Activity orientated 2  3 3.09 5 5.15 
Activity orientated 1  7 7.22 12 12.37 

Environment orientated 1  6 6.19 18 18.56 
Environment orientated 2  14 14.43 32 32.99 
Environment orientated 3  30 30.93 62 63.92 
Environment orientated 4  19 19.59 81 83.51 
Environment orientated 5  16 16.49 97 100.00 

Frequency Missing = 11  
 

Q20N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity orientated 5  8 8.60 8 8.60 
Activity orientated 4  2 2.15 10 10.75 
Activity orientated 3  2 2.15 12 12.90 
Activity orientated 2  4 4.30 16 17.20 
Activity orientated 1  15 16.13 31 33.33 

Experience orientated 1  6 6.45 37 39.78 
Experience orientated 2  8 8.60 45 48.39 
Experience orientated 3  21 22.58 66 70.97 
Experience orientated 4  15 16.13 81 87.10 
Experience orientated 5  12 12.90 93 100.00 

Frequency Missing = 15  
 

Q21N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Environment orientated 5  4 4.30 4 4.30 
Environment orientated 4  7 7.53 11 11.83 
Environment orientated 3  4 4.30 15 16.13 
Environment orientated 2  5 5.38 20 21.51 
Environment orientated 1  12 12.90 32 34.41 

Experience orientated 1  5 5.38 37 39.78 
Experience orientated 2  13 13.98 50 53.76 
Experience orientated 3  20 21.51 70 75.27 
Experience orientated 4  14 15.05 84 90.32 
Experience orientated 5  9 9.68 93 100.00 

Frequency Missing = 15  
 



 

 
 

Q22N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity orientated 5  2 2.11 2 2.11 
Activity orientated 4  3 3.16 5 5.26 
Activity orientated 2  1 1.05 6 6.32 
Activity orientated 1  9 9.47 15 15.79 

Environment orientated 1  9 9.47 24 25.26 
Environment orientated 2  12 12.63 36 37.89 
Environment orientated 3  21 22.11 57 60.00 
Environment orientated 4  23 24.21 80 84.21 
Environment orientated 5  15 15.79 95 100.00 

Frequency Missing = 13  
 

Q23N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Environment orientated 4  2 2.11 2 2.11 
Environment orientated 3  2 2.11 4 4.21 
Environment orientated 2  4 4.21 8 8.42 
Environment orientated 1  9 9.47 17 17.89 

Experience orientated 1  5 5.26 22 23.16 
Experience orientated 2  4 4.21 26 27.37 
Experience orientated 3  18 18.95 44 46.32 
Experience orientated 4  31 32.63 75 78.95 
Experience orientated 5  20 21.05 95 100.00 

Frequency Missing = 13  
 

Q24N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Activity orientated 5  28 35.90 28 35.90 
Activity orientated 4  13 16.67 41 52.56 
Activity orientated 3  3 3.85 44 56.41 
Activity orientated 2  5 6.41 49 62.82 
Activity orientated 1  10 12.82 59 75.64 

Experience orientated 1 1 1.28 60 76.92 
Experience orientated 2  1 1.28 61 78.21 
Experience orientated 3  10 12.82 71 91.03 
Experience orientated 5  7 8.97 78 100.00 

Frequency Missing = 30  
 

Q25_04N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Disagree  6 6.38 6 6.38 
Neither  5 5.32 11 11.70 

Agree  53 56.38 64 68.09 
Strongly agree  30 31.91 94 100.00 

Frequency Missing = 14  
 

Q25_05N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Disagree  2 2.13 2 2.13 
Neither  6 6.38 8 8.51 

Agree  58 61.70 66 70.21 
Strongly agree  28 29.79 94 100.00 

Frequency Missing = 14  
 



 

 
 

Q25_06N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Disagree  2 2.15 2 2.15 
Neither  12 12.90 14 15.05 

Agree  59 63.44 73 78.49 
Strongly agree  20 21.51 93 100.00 

Frequency Missing = 15  
 

Q25_07N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Disagree  6 6.38 6 6.38 
Neither  18 19.15 24 25.53 

Agree  55 58.51 79 84.04 
Strongly agree  15 15.96 94 100.00 

Frequency Missing = 14  
 

Q25_08N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Strongly disagree  2 2.13 2 2.13 
Disagree  2 2.13 4 4.26 

Neither  6 6.38 10 10.64 
Agree  50 53.19 60 63.83 

Strongly agree  34 36.17 94 100.00 
Frequency Missing = 14  

 

Q25_09N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Strongly disagree  11 11.70 11 11.70 
Disagree  42 44.68 53 56.38 

Neither  20 21.28 73 77.66 
Agree  16 17.02 89 94.68 

Strongly agree  5 5.32 94 100.00 
Frequency Missing = 14  

 

Q25_10N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Strongly disagree  3 3.16 3 3.16 
Disagree  6 6.32 9 9.47 

Neither  12 12.63 21 22.11 
Agree  45 47.37 66 69.47 

Strongly agree  29 30.53 95 100.00 
Frequency Missing = 13  

 

Q26N Frequency  Percentage  
Cumulative  
Frequency  

Cumulative  
Percentage  

Yes 81 89.01 81 89.01 
No 10 10.99 91 100.00 

Frequency Missing = 17  
 
  
  



 

 
 

ANNEXURE H 
 

DESCRIPTIVE STATISTICS FOR ORDINAL VARIABLES  

 

Variable and Categories  n Mean Standard  
Deviation  

 
Median  

 
Range 

14. Importance of the following products to form part of cultural tourism.  
14.4 Activity-based products 101 3.45 1.0244 4.00 4.00 
14.5 Environment-based products 101 3.43 1.0232 3.00 4.00 
14.6 Experienced-based products 101 4.04 0.9372 4.00 4.00 

15. Importance of the following products to form part of event tourism.  
15.4 Activity-based products 101 4.02 1.0390 4.00 4.00 
15.5 Environment-based products 101 3.37 1.0651 3.00 4.00 
15.6 Experienced-based products 101 4.19 0.8799 4.00 4.00 

16. Importance of the following products to form part of natural area tourism.  
16.4 Activity-based products 101 3.88 0.8976 4.00 4.00 
16.5 Environment-based products 101 4.63 0.5954 5.00 3.00 
16.6 Experienced-based products 101 4.17 0.8375 4.00 3.00 

18. Do you perceive the following more activity or environment orientated?  
18.  Adventure tourism  79 3.43 2.2342 3.00 9.00 

19. Do you perceive the following more activity or environment orientated?  
19. Ecotourism 97 7.81 1.7037 8.00 7.00 

20. Do you perceive  the following more activity or experience orientated?  
20.  Festival tourism 93 6.71 2.6645 8.00 9.00 

21. Do you perceive the following more environment or experience orientated?  
21. Heritage tourism 93 6.53 2.5901 7.00 9.00 

22. Do you perceive the following more activity or environment orientated?  
22. Nature-based tourism 95 7.58 2.1066 8.00 9.00 

23. Do you perceive the following more environment or experience orientated?  
23. Religion tourism 95 7.92 2.0663 9.00 8.00 

24. Do you perceive the following more activity or experience orientated?  
24. Sports tourism 78 3.79 3.0974 2.00 9.00 

 
25. Indicate whether you agree with the following statements regarding the micro niches.  

25.4  Adventure tourists mostly prefer activities 
when purchasing niche tourism products. 

94 4.14 0.7843 4.00 3.00 

25.5  Eco tourists mostly prefer environment 
when purchasing niche tourism products. 

94 4.19 0.6439 4.00 3.00 

25.6  Festival tourists mostly prefer experience 
when purchasing niche tourism products. 

93 4.04 0.6580 4.00 3.00 

25.7  Heritage tourists mostly prefer experience 
when purchasing niche tourism products. 

94 3.84 0.7663 4.00 3.00 

25.8  Nature-based tourists mostly prefer 
environment when purchasing niche 
tourism products. 

 

94 4.19 0.8201 4.00 4.00 



 

 
 

Variable and Categories  n Mean 
Standard  
Deviation  

 
Median  

 
Range 

25.9  Religion tourists mostly prefer environment 
when purchasing niche tourism products. 

94 2.60 1.0708 2.00 4.00 

25.10 Sports tourists mostly prefer activities when 
purchasing niche tourism products. 

95 3.96 0.9884 4.00 4.00 

 

  



 

 
 

ANNEXURE I 
 

CENTRAL TENDENCY AND VARIATION MEASURES  

 

Variable  N Mean Std  Dev Median  Minimum  Maximum  Range 

Q10_02N 
Q10_03N 
Q10_04N 
Q10_05N 
Q10_06N 
Q10_07N 
Q14_04N 
Q14_05N 
Q14_06N 
Q15_04N 
Q15_05N 
Q15_06N 
Q16_04N 
Q16_05N 
Q16_06N 
Q17_03N 
Q17_04N 
Q17_05N 
Q17_06N 
Q17_07N 
Q17_08N 
Q17_09N 
Q18N 
Q19N 
Q20N 
Q21N 
Q22N 
Q23N 
Q24N 
Q25_04N 
Q25_05N 
Q25_06N 
Q25_07N 
Q25_08N 
Q25_09N 
Q25_10N 

108 
108 
108 
108 
108 
108 
101 
101 
101 
101 
101 
101 
101 
101 
101 
96 
96 
94 
93 
96 
94 
95 
79 
97 
93 
93 
95 
95 
78 
94 
94 
93 
94 
94 
94 
95 

1.5000000 
1.8333333 
1.8703704 
1.4444444 
1.2777778 
1.9074074 
3.4455446 
3.4257426 
4.0396040 
4.0198020 
3.3663366 
4.1881188 
3.8811881 
4.6336634 
4.1683168 
1.4375000 
2.1458333 
2.3936170 
2.5483871 
2.0312500 
2.6914894 
1.4105263 
3.4303797 
7.8144330 
6.7096774 
6.5268817 
7.5789474 
7.9157895 
3.7948718 
4.1382979 
4.1914894 
4.0430108 
3.8404255 
4.1914894 
2.5957447 
3.9578947 

0.5023310 
0.3744154 
0.3374615 
0.4992206 
0.4499913 
0.2912120 
1.0244535 
1.0231963 
0.9372384 
1.0390399 
1.0651082 
0.8799190 
0.8976316 
0.5953616 
0.8374880 
0.7922320 
0.4098566 
0.8946446 
0.6839166 
0.3388254 
0.6724469 
0.7921790 
2.2342528 
1.7037330 
2.6645036 
2.5900789 
2.1066205 
2.0662596 
3.0973762 
0.7842682 
0.6438559 
0.6579609 
0.7662672 
0.8201311 
1.0708167 
0.9883985 

1.5000000 
2.0000000 
2.0000000 
1.0000000 
1.0000000 
2.0000000 
4.0000000 
3.0000000 
4.0000000 
4.0000000 
3.0000000 
4.0000000 
4.0000000 
5.0000000 
4.0000000 
1.0000000 
2.0000000 
3.0000000 
3.0000000 
2.0000000 
3.0000000 
1.0000000 
3.0000000 
8.0000000 
8.0000000 
7.0000000 
8.0000000 
9.0000000 
2.0000000 
4.0000000 
4.0000000 
4.0000000 
4.0000000 
4.0000000 
2.0000000 
4.0000000 

1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
2.0000000 
2.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
3.0000000 
1.0000000 
1.0000000 
1.0000000 
2.0000000 
1.0000000 
2.0000000 
2.0000000 
2.0000000 
2.0000000 
1.0000000 
1.0000000 
1.0000000 

2.0000000 
2.0000000 
2.0000000 
2.0000000 
2.0000000 
2.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
3.0000000 
3.0000000 
3.0000000 
3.0000000 
3.0000000 
3.0000000 
3.0000000 
10.000000 
10.000000 
10.000000 
10.000000 
10.000000 
10.000000 
10.000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 
5.0000000 

1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
1.0000000 
4.0000000 
4.0000000 
4.0000000 
4.0000000 
4.0000000 
4.0000000 
4.0000000 
3.0000000 
3.0000000 
2.0000000 
2.0000000 
2.0000000 
2.0000000 
2.0000000 
2.0000000 
2.0000000 
9.0000000 
7.0000000 
9.0000000 
9.0000000 
9.0000000 
8.0000000 
9.0000000 
3.0000000 
3.0000000 
3.0000000 
3.0000000 
4.0000000 
4.0000000 
4.0000000 

 
  



 

 
 

ANNEXURE J  
 

CHI-SQUARE TEST FOR MULTIVARIATE ANALYSIS  

 

1. ASSOCIATION BETWEEN MACRO NICHE TOURISM MARKETS AND 
NICHE TOURISM PRODUCTS (FIGURE 4.17) 

 

Statistical Test  
Degrees of 

Freedom (DF)  Value  
Probability (p 

> 0.05) 
Chi-square 4 97.6736 <.0001 
Likelihood Ratio Chi-square 4 98.6633 <.0001 
Mantel-Haenszel Chi-square 1 3.8902 0.0486 
Phi Coefficient  0.4429  
Contingency Coefficient  0.4049  
Cramer's V  0.3132  
 
2. ASSOCIATION BETWEEN MICRO NICHE TOURISM MARKETS AND 

NICHE TOURISM PRODUCTS (FIGURE 4.19) 
 

Statistical Test  
Degrees of 

Freedom (DF)  
Value  

Probability (p 
> 0.05) 

Chi-square 12 602.6755 <.0001 
Likelihood Ratio Chi-square 12 586.9873 <.0001 
Mantel-Haenszel Chi-square 1 2.1408 0.1434 
Phi Coefficient  0.9527  
Contingency Coefficient  0.6898  
Cramer's V  0.6737  

 
 

  



 

 
 

ANNEXURE K 
 

COMPARISON STATISTICS OF  

CHI-SQUARE AND CORRESPONDENCE ANALYSES  

 

3. ASSOCIATION BETWEEN MACRO NICHE TOURISM MARKETS AND 
NICHE TOURISM PRODUCTS (FIGURE 4.17) 

 
Chi-Square Statistic Expected Values  

 Activity -based  Environment -based  Experience -based  
Cultural  53.3434 41.0582 66.5984 
Event  54.3373 41.8233 67.8394 
Natural  57.3193 44.1185 71.5622 
 

Observed Minus Expected Values  
 Activity -based  Environment -based  Experience -based  
Cultural  -7.3434 -11.0582 18.4016 
Event  25.6627 -30.8233 5.1606 
Natural  -18.3193 41.8815 -23.5622 
 

Contributions to the Total Chi -Square Statistic  
 Activity -based  Environment -based  Experience -based  Sum 
Cultural  1.0109 2.9783 5.0845 9.0737 
Event  12.1201 22.7164 0.3926 35.2291 
Natural  5.8549 39.7580 7.7580 53.3708 
Sum 18.9858 65.4527 13.2351 97.6736 
 

Row Profiles  
 Activity -based  Environment -based  Experience -based  
Cultural  0.285714 0.186335 0.527950 
Event  0.487805 0.067073 0.445122 
Natural  0.225434 0.497110 0.277457 
 

Column Profiles  
 Activity -based  Environment -based  Experience -based  
Cultural  0.278788 0.236220 0.412621 
Event  0.484848 0.086614 0.354369 
Natural  0.236364 0.677165 0.233010 
 

Inertia and Chi -Square Decomposition  
Singular  

Value  
 

Principal  
Inertia  

 

Chi - 
Square  

 

 
Percent  

 

Cumulative  
Percent  

 
   18   36   54   72   90    
----+----+----+----+----+--- 

0.42156 0.17771 88.5018 90.61 90.61 *************************    
0.13571 0.01842 9.1719 9.39 100.00 ***                          

       Total 0.19613 97.6736 100.00                               
Degrees of Freedom = 4  
 



 

 
 

Row Coordinates  
 Dim1 Dim2 

Cultural  -0.1409 -0.1910 
Event  -0.4447 0.1304 
Natural  0.5528 0.0541 
 

Summary Statistics for the Row Points  
 Quality  Mass Inertia  

Cultural  1.0000 0.3233 0.0929 
Event  1.0000 0.3293 0.3607 
Natural  1.0000 0.3474 0.5464 
 

Partial Contributions to Inertia for the Row Points  
 Dim1 Dim2 

Cultural  0.0361 0.6406 

Event  0.3665 0.3041 
Natural  0.5973 0.0553 
 

Indices of the Coordinates That Contribute Most to Inertia for the Row Points  
 Dim1 Dim2 Best  

Cultural  0 2 2 
Event  1 1 1 
Natural  1 0 1 
 

Squared Cosines for the Row Points  
 Dim1 Dim2 

Cultural  0.3525 0.6475 
Event  0.9208 0.0792 
Natural  0.9905 0.0095 
 

Column Coordinates  
 Dim1 Dim2 

Activity -based  -0.2948 0.1678 
Environment -based  0.7176 0.0209 
Experience -based  -0.2063 -0.1473 
 

Summary Statistics for the Column Points  
 Quality  Mass Inertia  

Activity -based  1.0000 0.3313 0.1944 
Environment -based  1.0000 0.2550 0.6701 
Experience -based  1.0000 0.4137 0.1355 

Partial Contributions to Inertia for the Column Points  
 Dim1 Dim2 

Activity -based  0.1620 0.5067 
Environment -based  0.7389 0.0060 
Experience -based  0.0990 0.4873 
 

Indices of the Coordinates That Contribute Most to Inertia for the Column Points  
 Dim1 Dim2 Best  

Activity -based  2 2 2 
Environment -based  1 0 1 
Experience -based  0 2 2 
 



 

 
 

Squared Cosines for the Column Points  
 Dim1 Dim2 

Activity -based  0.7552 0.2448 
Environment -based  0.9992 0.0008 
Experience -based  0.6623 0.3377 
 
4. ASSOCIATION BETWEEN MICRO NICHE TOURISM MARKETS AND 

NICHE TOURISM PRODUCTS (FIGURE 4.19) 
 

Contingency Table  
 Activity1  Activity2  Activity3  Activity4  Activity5  Environment1  Environment2  
Adventure  11 8 14 21 14 2 3 
Eco  7 3 2 0 0 6 14 
Festival  15 4 2 2 8 0 0 
Heritage  0 0 0 0 0 12 5 
Nature -
based  

9 1 0 3 2 9 12 

Religion  0 0 0 0 0 9 4 
Sport  10 5 3 13 28 0 0 
Sum 52 21 21 39 52 38 38 
 

Contingency Table  
 Environment3  Environment4  Environment5  Experience1  Experience2  
Adventure  3 1 2 0 0 
Eco  30 19 16 0 0 
Festival  0 0 0 6 8 
Heritage  4 7 4 5 13 
Nature -based  21 23 15 0 0 
Religion  2 2 0 5 4 
Sport  0 0 0 1 1 
Sum 60 52 37 17 26 
 

Contingency Table  
 Experience3  Experience4  Experience5  Sum 
Adventure  0 0 0 79 
Eco  0 0 0 97 
Festival  21 15 12 93 
Heritage  20 14 9 93 
Nature -based  0 0 0 95 
Religion  18 31 20 95 
Sport  10 0 7 78 
Sum 69 60 48 630 
 

Chi-Square Statistic Expected Values  

 
Activit

y1 
Activit

y2 
Activit

y3 
Activit

y4 
Activit

y5 
Environme

nt1 
Environme

nt2 
Environme

nt3 
Adventu
re 

6.5206 2.6333 2.6333 4.8905 6.5206 4.7651 4.7651 7.5238 

Eco  8.0063 3.2333 3.2333 6.0048 8.0063 5.8508 5.8508 9.2381 
Festival  7.6762 3.1000 3.1000 5.7571 7.6762 5.6095 5.6095 8.8571 
Heritage  7.6762 3.1000 3.1000 5.7571 7.6762 5.6095 5.6095 8.8571 
Nature -
based  

7.8413 3.1667 3.1667 5.8810 7.8413 5.7302 5.7302 9.0476 

Religion  7.8413 3.1667 3.1667 5.8810 7.8413 5.7302 5.7302 9.0476 
Sport  6.4381 2.6000 2.6000 4.8286 6.4381 4.7048 4.7048 7.4286 
 



 

 
 

Chi-Square Statistic Expected Values  

 
Environme

nt4 
Environme

nt5 
Experienc

e1 
Experienc

e2 
Experienc

e3 
Experienc

e4 
Experienc

e5 
Adventu
re 

6.5206 4.6397 2.1317 3.2603 8.6524 7.5238 6.0190 

Eco  8.0063 5.6968 2.6175 4.0032 10.6238 9.2381 7.3905 
Festival  7.6762 5.4619 2.5095 3.8381 10.1857 8.8571 7.0857 
Heritage  7.6762 5.4619 2.5095 3.8381 10.1857 8.8571 7.0857 
Nature -
based  

7.8413 5.5794 2.5635 3.9206 10.4048 9.0476 7.2381 

Religion  7.8413 5.5794 2.5635 3.9206 10.4048 9.0476 7.2381 
Sport  6.4381 4.5810 2.1048 3.2190 8.5429 7.4286 5.9429 
 

Observed Minus Expected Values  

 
Activit

y1 
Activit

y2 
Activit

y3 
Activit

y4 
Activit

y5 
Environme

nt1 
Environme

nt2 
Environme

nt3 
Adventu
re 

4.4794 5.3667 11.366
7 

16.109
5 

7.4794 -2.7651 -1.7651 -4.5238 

Eco  -1.0063 -0.2333 -1.2333 -6.0048 -8.0063 0.1492 8.1492 20.7619 
Festival  7.3238 0.9000 -1.1000 -3.7571 0.3238 -5.6095 -5.6095 -8.8571 
Heritage  -7.6762 -3.1000 -3.1000 -5.7571 -7.6762 6.3905 -0.6095 -4.8571 
Nature -
based  

1.1587 -2.1667 -3.1667 -2.8810 -5.8413 3.2698 6.2698 11.9524 

Religion  -7.8413 -3.1667 -3.1667 -5.8810 -7.8413 3.2698 -1.7302 -7.0476 
Sport  3.5619 2.4000 0.4000 8.1714 21.561

9 
-4.7048 -4.7048 -7.4286 

 
Observed Minus Expected Values  

 
Environme

nt4 
Environme

nt5 
Experienc

e1 
Experienc

e2 
Experienc

e3 
Experienc

e4 
Experienc

e5 
Adventu
re 

-5.5206 -2.6397 -2.1317 -3.2603 -8.6524 -7.5238 -6.0190 

Eco  10.9937 10.3032 -2.6175 -4.0032 -10.6238 -9.2381 -7.3905 
Festival  -7.6762 -5.4619 3.4905 4.1619 10.8143 6.1429 4.9143 
Heritage  -0.6762 -1.4619 2.4905 9.1619 9.8143 5.1429 1.9143 
Nature -
based  

15.1587 9.4206 -2.5635 -3.9206 -10.4048 -9.0476 -7.2381 

Religion  -5.8413 -5.5794 2.4365 0.0794 7.5952 21.9524 12.7619 
Sport  -6.4381 -4.5810 -1.1048 -2.2190 1.4571 -7.4286 1.0571 
 

Contributions to the Total Chi -Square Statistic  
 Activity1  Activity2  Activity3  Activity4  Activity5  Environment1  Environment2  
Adventure  3.077 10.937 49.064 53.066 8.579 1.605 0.654 
Eco  0.126 0.017 0.470 6.005 8.006 0.004 11.351 
Festival  6.988 0.261 0.390 2.452 0.014 5.610 5.610 
Heritage  7.676 3.100 3.100 5.757 7.676 7.280 0.066 
Nature -
based  

0.171 1.482 3.167 1.411 4.351 1.866 6.860 

Religion  7.841 3.167 3.167 5.881 7.841 1.866 0.522 
Sport  1.971 2.215 0.062 13.829 72.213 4.705 4.705 
Sum 27.851 21.180 59.419 88.400 108.681 22.935 29.768 
 

Contributions to the Total Chi -Square Statistic  
 Environment3  Environment4  Environment5  Experience1  Experience2  
Adventure  2.720 4.674 1.502 2.132 3.260 
Eco  46.661 15.096 18.634 2.617 4.003 
Festival  8.857 7.676 5.462 4.855 4.513 
Heritage  2.664 0.060 0.391 2.472 21.870 
Nature -based  15.790 29.305 15.907 2.563 3.921 



 

 
 

Contributions to the Total Chi -Square Statistic  
 Environment3  Environment4  Environment5  Experience1  Experience2  
Religion  5.490 4.351 5.579 2.316 0.002 
Sport  7.429 6.438 4.581 0.580 1.530 
Sum 89.610 67.600 52.056 17.535 39.099 
 

Contributions to the Total Chi -Square Statistic  
 Experience3  Experience4  Experience5  Sum 
Adventure  8.652 7.524 6.019 163.464 
Eco  10.624 9.238 7.390 140.243 
Festival  11.482 4.260 3.408 71.837 
Heritage  9.456 2.986 0.517 75.072 
Nature -based  10.405 9.048 7.238 113.485 
Religion  5.544 53.263 22.501 129.332 
Sport  0.249 7.429 0.188 128.121 
Sum 56.412 93.748 47.262 821.555 
 

Row Profiles  

 
Activit

y1 
Activit

y2 
Activit

y3 
Activit

y4 
Activit

y5 
Environme

nt1 
Environme

nt2 
Environme

nt3 
Adventu
re 

0.1392
41 

0.1012
66 

0.1772
15 

0.2658
23 

0.1772
15 

0.025316 0.037975 0.037975 

Eco  0.0721
65 

0.0309
28 

0.0206
19 

0.0000
00 

0.0000
00 

0.061856 0.144330 0.309278 

Festival  0.1612
90 

0.0430
11 

0.0215
05 

0.0215
05 

0.0860
22 

0.000000 0.000000 0.000000 

Heritage  0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.129032 0.053763 0.043011 

Nature -
based  

0.0947
37 

0.0105
26 

0.0000
00 

0.0315
79 

0.0210
53 

0.094737 0.126316 0.221053 

Religion  0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.094737 0.042105 0.021053 

Sport  0.1282
05 

0.0641
03 

0.0384
62 

0.1666
67 

0.3589
74 

0.000000 0.000000 0.000000 

 
Row Profiles  

 
Environme

nt4 
Environme

nt5 
Experienc

e1 
Experienc

e2 
Experienc

e3 
Experienc

e4 
Experienc

e5 
Adventu
re 

0.012658 0.025316 0.000000 0.000000 0.000000 0.000000 0.000000 

Eco  0.195876 0.164948 0.000000 0.000000 0.000000 0.000000 0.000000 
Festival  0.000000 0.000000 0.064516 0.086022 0.225806 0.161290 0.129032 
Heritage  0.075269 0.043011 0.053763 0.139785 0.215054 0.150538 0.096774 
Nature -
based  

0.242105 0.157895 0.000000 0.000000 0.000000 0.000000 0.000000 

Religion  0.021053 0.000000 0.052632 0.042105 0.189474 0.326316 0.210526 
Sport  0.000000 0.000000 0.012821 0.012821 0.128205 0.000000 0.089744 
 



 

 
 

Column Profiles  

 
Activit

y1 
Activit

y2 
Activit

y3 
Activit

y4 
Activit

y5 
Environme

nt1 
Environme

nt2 
Environme

nt3 
Adventu
re 

0.2115
38 

0.3809
52 

0.6666
67 

0.5384
62 

0.2692
31 

0.052632 0.078947 0.050000 

Eco  0.1346
15 

0.1428
57 

0.0952
38 

0.0000
00 

0.0000
00 

0.157895 0.368421 0.500000 

Festival  0.2884
62 

0.1904
76 

0.0952
38 

0.0512
82 

0.1538
46 

0.000000 0.000000 0.000000 

Heritage  0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.315789 0.131579 0.066667 

Nature -
based  

0.1730
77 

0.0476
19 

0.0000
00 

0.0769
23 

0.0384
62 

0.236842 0.315789 0.350000 

Religion  0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.0000
00 

0.236842 0.105263 0.033333 

Sport  0.1923
08 

0.2380
95 

0.1428
57 

0.3333
33 

0.5384
62 

0.000000 0.000000 0.000000 

 
Column Profiles  

 
Environme

nt4 
Environme

nt5 
Experienc

e1 
Experienc

e2 
Experienc

e3 
Experienc

e4 
Experienc

e5 
Adventu
re 

0.019231 0.054054 0.000000 0.000000 0.000000 0.000000 0.000000 

Eco  0.365385 0.432432 0.000000 0.000000 0.000000 0.000000 0.000000 
Festival  0.000000 0.000000 0.352941 0.307692 0.304348 0.250000 0.250000 
Heritage  0.134615 0.108108 0.294118 0.500000 0.289855 0.233333 0.187500 
Nature -
based  

0.442308 0.405405 0.000000 0.000000 0.000000 0.000000 0.000000 

Religion  0.038462 0.000000 0.294118 0.153846 0.260870 0.516667 0.416667 
Sport  0.000000 0.000000 0.058824 0.038462 0.144928 0.000000 0.145833 
 

Inertia and Chi -Square Decomposition  
Singular  

Value  
 

Principal  
Inertia  

 

Chi - 
Square  

 

 
Percent  

 

Cumulative  
Percent  

 
    9   18   27   36   45    
----+----+----+----+----+--- 

0.76777 0.58947 371.365 45.20 45.20 *************************    
0.72840 0.53057 334.258 40.69 85.89 ***********************      
0.28974 0.08395 52.889 6.44 92.33 ****                         
0.22448 0.05039 31.746 3.86 96.19 **                           
0.19752 0.03901 24.578 2.99 99.18 **                           
0.10326 0.01066 6.718 0.82 100.00                              

       Total 1.30405 821.555 100.00                               
Degrees of Freedom = 84  
 

Row Coordinates  
 Dim1 Dim2 

Adventure  0.0519 1.3294 
Eco  -1.1669 -0.1895 
Festival  0.7423 -0.1212 
Heritage  0.3295 -0.6980 
Nature -based  -1.0578 -0.1531 
Religion  0.7226 -0.7977 
Sport  0.5288 1.0240 
 



 

 
 

Summary Statistics for the Row Points  
 Quality  Mass Inertia  

Adventure  0.8554 0.1254 0.1990 
Eco  0.9667 0.1540 0.1707 
Festival  0.7324 0.1476 0.0874 
Heritage  0.7382 0.1476 0.0914 
Nature -based  0.9563 0.1508 0.1381 
Religion  0.8510 0.1508 0.1574 
Sport  0.8086 0.1238 0.1559 
 

Partial Contributions to Inertia for the Row Points  
 Dim1 Dim2 

Adventure  0.0006 0.4177 
Eco  0.3557 0.0104 
Festival  0.1380 0.0041 
Heritage  0.0272 0.1356 
Nature -based  0.2862 0.0067 
Religion  0.1336 0.1809 
Sport  0.0587 0.2447 
 

Indices of the Coordinates That Contribute Most to Inertia for the Row Points  
 Dim1 Dim2 Best  

Adventure  0 2 2 
Eco  1 0 1 
Festival  1 0 1 
Heritage  0 0 2 
Nature -based  1 0 1 
Religion  2 2 2 
Sport  0 2 2 
 

Squared Cosines for the Row Points  
 Dim1 Dim2 

Adventure  0.0013 0.8541 
Eco  0.9419 0.0248 
Festival  0.7134 0.0190 
Heritage  0.1345 0.6036 
Nature -based  0.9367 0.0196 
Religion  0.3836 0.4675 
Sport  0.1702 0.6384 
 

Column Coordinates  
 Dim1 Dim2  

Activity1  -0.0174 0.5371  
Activity2  0.0912 0.9511  
Activity3  0.0908 1.3770  
Activity4  0.2096 1.4267  
Activity5  0.4848 1.2147  
Environment1  -0.2043 -0.5568  
Environment2  -0.8341 -0.2595  
Environment3  -1.1788 -0.2128  
Environment4  -1.0695 -0.3240  
Environment5  -1.1657 -0.2027  
Experience1  0.7848 -0.5800  
Experience2  0.6834 -0.6448  
Experience3  0.7640 -0.4104  
Experience4  0.8282 -0.8310  
Experience5  0.8148 -0.4726  



 

 
 

Summary Statistics for the Column Points  
 Quality  Mass Inertia  

Activity1  0.5391 0.0825 0.0339 
Activity2  0.9052 0.0333 0.0258 
Activity3  0.6730 0.0333 0.0723 
Activity4  0.9173 0.0619 0.1076 
Activity5  0.8184 0.0825 0.1323 
Environment1  0.5828 0.0603 0.0279 
Environment2  0.9742 0.0603 0.0362 
Environment3  0.9607 0.0952 0.1091 
Environment4  0.9606 0.0825 0.0823 
Environment5  0.9951 0.0587 0.0634 
Experience1  0.9233 0.0270 0.0213 
Experience2  0.5870 0.0413 0.0476 
Experience3  0.9200 0.1095 0.0687 
Experience4  0.8810 0.0952 0.1141 
Experience5  0.9011 0.0762 0.0575 
    

Partial Contributions to Inertia for the Column Points  
 Dim1 Dim2 

Activity1  0.0000 0.0449 
Activity2  0.0005 0.0568 
Activity3  0.0005 0.1191 
Activity4  0.0046 0.2375 
Activity5  0.0329 0.2295 
Environment1  0.0043 0.0352 
Environment2  0.0712 0.0077 
Environment3  0.2245 0.0081 
Environment4  0.1602 0.0163 
Environment5  0.1354 0.0045 
Experience1  0.0282 0.0171 
Experience2  0.0327 0.0323 
Experience3  0.1085 0.0348 
Experience4  0.1108 0.1240 
Experience5  0.0858 0.0321 
 

Indices of the Coordinates That Contribute Most to Inertia for the Column Points  
 Dim1 Dim2 Best  

Activity1  0 2 2 
Activity2  0 2 2 
Activity3  0 2 2 
Activity4  0 2 2 
Activity5  0 2 2 
Environment1  0 0 2 
Environment2  0 0 1 
Environment3  1 0 1 
Environment4  1 0 1 
Environment5  1 0 1 
Experience1  0 0 1 
Experience2  0 0 1 
Experience3  1 0 1 
Experience4  2 2 2 
Experience5  1 0 1 
 



 

 
 

Squared Cosines for the Column Points  
 Dim1 Dim2 

Activity1  0.0006 0.5385 
Activity2  0.0082 0.8970 
Activity3  0.0029 0.6701 
Activity4  0.0194 0.8980 
Activity5  0.1125 0.7060 
Environment1  0.0691 0.5137 
Environment2  0.8882 0.0860 
Environment3  0.9304 0.0303 
Environment4  0.8798 0.0808 
Environment5  0.9659 0.0292 
Experience1  0.5972 0.3261 
Experience2  0.3106 0.2764 
Experience3  0.7140 0.2060 
Experience4  0.4390 0.4420 
Experience5  0.6743 0.2268 
 
5. ASSOCIATION BETWEEN MICRO NICHE TOURISM MARKETS AND 

NICHE TOURISM PRODUCTS (FIGURE 4.20) 
 

Chi-Square Statistic Expected Values  
 Activity  Environment  Experience  
Adventure  28.7711 29.7831 37.4458 
Eco  28.7711 29.7831 37.4458 
Festival  28.1717 29.1627 36.6657 
Heritage  27.8720 28.8524 36.2756 
Nature -based  28.7711 29.7831 37.4458 
Religion  28.1717 29.1627 36.6657 
Sport  28.4714 29.4729 37.0557 

Observed Minus Expected Values  
 Activity  Environment  Experience  
Adventure  43.2289 -23.7831 -19.4458 
Eco  -26.7711 48.2169 -21.4458 
Festival  -2.1717 -24.1627 26.3343 
Heritage  -17.8720 -6.8524 24.7244 
Nature -based  -24.7711 55.2169 -30.4458 
Religion  -17.1717 -22.1627 39.3343 
Sport  45.5286 -26.4729 -19.0557 
 

Contributions to the Total Chi -Square Statistic  
 Activity  Environment  Experience  Sum 
Adventure  64.952 18.992 10.098 94.042 
Eco  24.910 78.060 12.282 115.252 
Festival  0.167 20.020 18.914 39.101 
Heritage  11.460 1.627 16.851 29.939 
Nature -based  21.327 102.370 24.754 148.452 
Religion  10.467 16.843 42.197 69.507 
Sport  72.805 23.778 9.799 106.382 
Sum 206.088 261.690 134.897 602.675 
 



 

 
 

Row Profiles  
 Activity  Environment  Experience  
Adventure  0.750000 0.062500 0.187500 
Eco  0.020833 0.812500 0.166667 
Festival  0.276596 0.053191 0.670213 
Heritage  0.107527 0.236559 0.655914 
Nature -based  0.041667 0.885417 0.072917 
Religion  0.117021 0.074468 0.808511 
Sport  0.778947 0.031579 0.189474 

Column Profiles  
 Activity  Environment  Experience  
Adventure  0.361809 0.029126 0.069498 
Eco  0.010050 0.378641 0.061776 
Festival  0.130653 0.024272 0.243243 
Heritage  0.050251 0.106796 0.235521 
Nature -based  0.020101 0.412621 0.027027 
Religion  0.055276 0.033981 0.293436 
Sport  0.371859 0.014563 0.069498 
 

Inertia and Chi -Square Decomposition  
Singular  

Value  
 

Principal  
Inertia  

 

Chi - 
Square  

 

 
Percent  

 

Cumulative  
Percent  

 
   13   26   39   52   65    
----+----+----+----+----+--- 

0.77138 0.59502 395.095 65.56 65.56 *************************    
0.55913 0.31262 207.581 34.44 100.00 *************                

       Total 0.90764 602.675 100.00                               
Degrees of Freedom = 12  
 

Row Coordinates  
 Dim1 Dim2 

Adventure  -0.7535 0.6418 
Eco  1.0819 0.1732 
Festival  -0.4372 -0.4742 
Heritage  0.0051 -0.5674 
Nature -based  1.1959 0.3409 
Religion  -0.2875 -0.8104 
Sport  -0.8284 0.6585 
 

Summary Statistics for the Row Points  
 Quality  Mass Inertia  

Adventure  1.0000 0.1446 0.1560 
Eco  1.0000 0.1446 0.1912 
Festival  1.0000 0.1416 0.0649 
Heritage  1.0000 0.1401 0.0497 
Nature -based  1.0000 0.1446 0.2463 
Religion  1.0000 0.1416 0.1153 
Sport  1.0000 0.1431 0.1765 
 

Partial Contributions to Inertia for the Row Points  
 Dim1 Dim2 

Adventure  0.1380 0.1905 
Eco  0.2844 0.0139 
Festival  0.0455 0.1018 
Heritage  0.0000 0.1442 
Nature -based  0.3475 0.0537 
Religion  0.0197 0.2974 
Sport  0.1650 0.1984 
 



 

 
 

Indices of the Coordinates That Contribute Most to Inertia for the Row Points  
 Dim1 Dim2 Best  

Adventure  2 2 2 
Eco  1 0 1 
Festival  0 0 2 
Heritage  0 2 2 
Nature -based  1 0 1 
Religion  0 2 2 
Sport  2 2 2 
 

Squared Cosines for the Row Points  
 Dim1 Dim2 

Adventure  0.5796 0.4204 
Eco  0.9750 0.0250 
Festival  0.4594 0.5406 
Heritage  0.0001 0.9999 
Nature -based  0.9248 0.0752 
Religion  0.1118 0.8882 
Sport  0.6128 0.3872 
 

Column Coordinates  
 Dim1 Dim2 

Activity  -0.8018 0.6267 
Environment  1.1010 0.2412 
Experience  -0.2596 -0.6734 
 

Summary Statistics for the Column Points  
 Quality  Mass Inertia  

Activity  1.0000 0.2997 0.3420 
Environment  1.0000 0.3102 0.4342 
Experience  1.0000 0.3901 0.2238 
 

Partial Contributions to Inertia for the Column Points  
 Dim1 Dim2 

Activity  0.3238 0.3765 
Environment  0.6320 0.0578 
Experience  0.0442 0.5658 
 

Indices of the Coordinates That Contribute Most to Inertia for the Column Points  
 Dim1 Dim2 Best  

Activity  2 2 2 
Environment  1 0 1 
Experience  0 2 2 
 

Squared Cosines for  the Column Points  
 Dim1 Dim2 

Activity  0.6208 0.3792 
Environment  0.9542 0.0458 
Experience  0.1294 0.8706 
 
 
 

 


