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Abstract

The impacts of tourism, both good and bad, are many and diverse. Responsible
tourism has been suggested as one way of maximising the positive and

minimising the negative impacts of tourism.

The tourist’s contribution to responsible tourism is somewhat overlooked in the
literature and they are often seen as part of the problem rather than as part of
the solution. They are also frequently accused of taking a break from
responsibility while on holiday. This thesis concentrates on the actions of the
tourist, seeking to understand what influences or constrains responsible
behaviour while on holiday; to compare some responsible behaviours on holiday
with similar behaviours at home. It also explores effective communication to

encourage responsible tourist behaviour.

The influences and constraints are multiple and complex and a fluid
methodology was required, to be sufficiently structured to allow for
comparability, while flexible enough to allow for the unexpected. A multi-phase,
multi-method iterative research design was used, based on comparable case
studies of two locations within New Zealand, Kaikoura and Rotorua. Kaikoura is
a fairly recent, developing destination, Rotorua is a mature, established
destination. The first phase of research employed in-depth interviews with
industry representatives and with tourists and document analysis. The initial
stage of the method allowed five actions of responsible behaviour to be
identified. These represented responsible behaviours in a range of situations:

environmental, cultural, social and economic.

These behaviours were then applied in a visitor survey, based on a social
psychological framework using Ajzen’'s Theory of Planned Behaviour. The
survey identified instances of responsible behaviour and the influences and
constraints on this behaviour. The survey also explored effective means of
communication to encourage responsible behaviour, using Kohlberg’s Stages of

Moral Development.

Generic definitions of responsible tourism and responsible tourists were
developed and five actions representing responsible behaviour were identified
which operationalised the definitions from the specific context. Influences and



constraints on these responsible behaviours were also identified. These were
internal, emanating from the tourist and included culture; values and attitudes;
ethics and motivations; and mindfulness and mindlessness, and external,
emanating from the destination, which included marketing; visitor management;
and information and communication. Awareness was considered an important
aspect of responsible tourist behaviour yet few tourists were aware of context
specific details. Information, therefore, is considered important in achieving
responsible tourist behaviour. Information may be most effective if it appeals to
good citizenship and provides a reasoned and positive argument. A three step
model was developed to foster responsible tourist behaviour. The first and
crucial step is for the destination to set its objectives, then, to market to the most
appropriate tourists. The third step is to optimise the responsible behaviour of
these tourists once they have arrived, through visitor management which
encourages and facilitates responsible behaviour. The New Zealand context

provides a good example of this approach.
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1.0 Introduction

1.1 Why Responsible Tourism?

“All economic activities involve the use of resources, natural and human,
many of which cannot be renewed, recycled or replaced”.
(Eber 1992: 5)

Tourism is often cited as the world’s biggest industry. According to the World
Travel and Tourism Council (WTTC) the combined direct and indirect economic
contribution of tourism generates almost 11% of global GDP and employs over
200 million people (World Travel and Tourism Council 2004). The World
Tourism Organisation (UNWTO) reports that tourism transports nearly 700
million international travellers per annum (United Nations World Tourism
Organisation 2005a), and that figure is set to grow. Furthermore, this figure
does not include the large number of domestic tourists in individual countries,
particularly developed nations. With the development and growth of the industry
comes a range of diverse and far-reaching impacts, and all of these tourists will,
to some extent, have an effect on the place that they visit. For example, a
tourist couple in Goa stroll through the local town hand-in-hand, dressed ready
for the beach in sarongs and swimsuits. Their behaviour is culturally
inappropriate and erodes the goodwill of the local community - the welcome to
subsequent tourists becomes increasingly cooler and antagonistic. A group of
tourists plays a round of golf in Turkey, and returns to their hotel for a luxurious
shower. Both golf course and hotel have intensive water use in area where
water is in short supply. In New Zealand, tourists to the seaside destination of
Kaikoura create an additional 200 cubic metres of rubbish during the high
season. Some tourists will carry their rubbish with them until they are able to

recycle it, while others do not give their impact a passing thought.

These anecdotes help illustrate the negative impacts of tourism (and tourists)
which are well documented in the literature (Young 1973; Turner and Ash 1975;
de Kadt 1979; Mathieson and Wall 1982; Krippendorf 1984; Pearce 1989;
Sharpley 1994; Burton 1995; France 1997; Theobald 1998). This thesis,
however, seeks to go beyond descriptions of tourism impacts and recognises
that the inevitable continuance and growth of the industry calls for the negative
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aspects of tourism to be more pro-actively addressed. The research focuses on

tourist behaviour and asks how a tourist can reduce the negative impacts (and

increase the positive aspects) of their stay and, more significantly, what

motivates them to do so. In short what makes a tourist behave responsibly or

not?

1.2

Research Subject - Why the Tourist?

There are several interrelated key players who contribute to the business of

tourism. These are:

The private sector: Commercial enterprises, whose primary involvement in
tourism is portrayed, rightly or wrongly, as for financial gain (Collier 1996;
Forsyth 1996; Swarbrooke 1999). The sector includes inbound and
outbound tour operators, local tour operators, transport and accommodation
providers, visitor attraction operators and tour guides.

The public sector: The public sector refers to a body of organisations
which represent the interests of the whole community (Swarbrooke 1999)
and includes local, regional and national governments and government
organisations. The public sector becomes involved in tourism for a number
of reasons, for example regional development, environmental regulation
and marketing (Hall 2000), but equally its involvement can be for promotion
and marketing of destinations (Hall 2000) and the joint development of
tourist attractions or facilities with the private sector (Pearce 1989).

The voluntary and sectoral organisation: This sector includes diverse
groups, for example pressure groups and charities such as Tourism
Concern; professional bodies such as the Association of Independent Tour
Operators (AITO), industry pressure groups like the World Travel and
Tourism Council (WTTC); and voluntary trusts, such as the UK’s National
Trust (Swarbrooke 1999). This is not a totally homogenous group and so
an organisation like Pacific Asia Travel Association (PATA) would draw its
members from both the public and private sectors. Their involvement in
tourism can best be described as to further the interests of those they
represent.

The host community: The host community, or those who live in the tourist
destination, has a close connection with the business of tourism. It is the

community that prospers from the benefits that tourism brings, but similarly
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the host community has to “ . . . pick up the pieces once the tourists are
gone” (Sharpley 1994: 186). The community’s involvement in tourism may
be both to retain control over their environment, but also to maximise
economic interests.

e The tourists: The definition of a visitor as defined by the World Tourism
Organisation is complex: the visitor is sub-divided into tourist and
excursionist and the tourist is classified as a temporary visitor staying at
least 24 hours, whose purpose could be categorised as leisure, or business,
family, mission or meeting. As for the motivations of tourists to become
involved in tourism, these are widely debated, and are presented in more

detail in Chapter 2 of this study.

Each of these key stakeholders could be chosen collectively or individually as
subjects for the study of responsible tourism — the questions of why any or each
of these sectors chooses to practise responsible tourism (or not) is pertinent.
Before this thesis proceeds, however, it is necessary to define the scope of the

work and to justify why the focus of this is on the tourist.

1.2.1 ‘Passing the buck’ - who is responsible for responsible
tourism?

This thesis attempts to bridge the gap between sustainable tourism theory and
practice. There are a few other studies that discuss the move from sustainable
tourism development theory to practice (Sharpley 1994; Forsyth 1996; Tearfund
2001) and others which study existing sustainable practices within the tourism
industry, (for example Forsyth 1997; Godfrey 1998; Lew 1998; Firth and Hing
1999; Knowles, Macmillan et al. 1999; Swarbrooke 1999; Hashimoto 2000;
Miller 2001; Tearfund 2002; Goodwin and Francis 2003: 145). However, one of
the problems that such studies encounter is that there is a circular passing of
blame, and key stakeholders may seek to avoid the practice of sustainability by
passing the onus of responsibility from themselves to another. As Weeden
2001: 145 explains:

“An unresolved issue in a discussion regarding ethics in tourism is the question
of ‘who is ultimately responsible?’ Tour operators believe governments should
be proactive, tourists believe that tour operators should educate them about
ethical issues in tourism, and other stakeholders believe tourists need to take
responsibility for their own attitudes and behaviour. This ‘passing the buck’ has
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led to a perceived shirking of responsibility, and while all stakeholders have a

duty, the issue of ethical responsibility in tourism remains unresolved.”

The question ‘who is responsible for responsible tourism?’ has, as yet, been
unsatisfactorily answered and leads only to ‘buck passing’. Asking this question
is perhaps something of a dead-end as it seems unanswerable, and the baton of
responsibility is passed in turn from various key players in the tourism system.
A more useful question would build on the assumption that “all stakeholders
have a duty” and would address the more revealing questions of why or why not
they demonstrate this duty of responsible behaviour. Once the motivations are
understood we will be better equipped to encourage responsible and to
discourage non-responsible behaviour, thereby helping to bridge the gap from
theory to practice. Although a similar approach to this thesis could be applied in
turn to examine the motivations of each of the key stakeholders to act
responsibly, it is the tourist who is used as the starting point from which to
intercept the circular passing of blame that currently exists. The following
section looks in more detail at the tourist and why the tourist has been chosen
for this study.

1.2.2 The buck stops here —the tourist

As stated above, each of the key stakeholders could be studied to address the
question of why or why not they have demonstrated responsible behaviour.
Why then isolate the tourist? The following section presents a rationale to

support the choice of tourist as a starting point and focus for this research:

e Narrowing the scope: For reasons of manageability it is important to
identify the scope and boundaries of the system to be studied (Hall 2000),
therefore in this thesis the boundaries are set by looking at the question of
responsible tourism from the point of view of the tourist. However, it is still
useful for research subjects to be seen holistically and in context as part of
an interrelated network or system (Carlsen 1999; Hall 2000; Broadhurst
2001) and Pearce (2001a) comments that complex problems benefit from
understanding the wider context and associated interrelationships. The
research therefore is intended to be holistic and the focus of the work will be
the tourist - to be studied in the wider context of those with whom the tourist

interacts. As Ross (1994:13) observes “...tourism is most comprehensively
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understood by taking regard of both individual tourist behaviour and the

context in which it occurs . . .".

e The tourist is at the “heart of the matter”: Burns (2000: 41) presents the

tourist as the key actor in the network of tourism:

“However one defines, describes or analyses tourism, it is the tourist that remains
at the heart of the matter. It is the action of a tourist picking up the phone to call
the travel agent or getting in a car for a trip that triggers the complex set of

servicing mechanisms and impacts that comprise tourism”.

Arguably, without the demand from the tourist, the private sector would not
build hotels, offer transport, develop attractions and so on, and the public
sector would not be called upon to try and regulate and control these
commercial activities. As stated by the World Tourism Organisation, there
are some 700 million international tourists per annum, as well as domestic
tourists, and each of these will have some impact. The collective action of
700 million individuals, if they can be persuaded to behave responsibly,
should not be overlooked and remain at the heart of the matter. Payne and
Dimanche (1996: 1001) also emphasise the importance of the tourist in their
discussion of ethics and codes of conduct. They state that special attention
should be paid to “. . . the people who create business opportunities and
who make or break the success of a destination or of a tourism service: the
tourists”. Finally, “ . . . tourists are the only thing which all those involved in
the tourism industry have in common, and the tourist should therefore be

the starting point for any initiatives” (Bramwell, Henry et al. 1996: 14).

e The tourist may be receptive to the idea of taking responsibility: Market
research indicates that consumers are starting to demand more
responsibility from the businesses they use (Chryssides and Kaler 1993;
Cleverdon and Kalisch 2000; Miller 2001; Weeden 2001; Chafe 2004). A
recent Tearfund report indicates that tourists are also accepting more
responsibility for their role in sustainable tourism and that almost 50% of the
tourists they surveyed wanted to receive more information about appropriate
behaviour at their destination (Tearfund 2002). The same questions were
also put to tourists who were interviewed as part of research undertaken for

the author's Masters thesis (Stanford 2000). This limited research, using
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semi-structured interviews with UK tourists, also indicated that tourists

wanted to receive information about responsible behaviour.

e The study of the tourist is under-represented in ‘responsibility’ studies:
Although the study of the tourist is not a neglected area, under the banner of
sustainable tourism development, ethical or responsible tourism, the focus
has been largely on the public and private sectors, although there are some
recent exceptions to this rule (see Kang and Moscardo 2005). Swarbrooke,
(1999: 142) comments that the tourist is often referred to only in terms of the

problems that they create, and that we should:

“. .. place more emphasis on the role of the tourist . . . recognizing that unless
tourists begin to take a genuine interest in, and show a commitment towards,
sustainable tourism, then little will be achieved by either government action or

industry initiatives”.

Leslie (1998) comments that the issues of sustainability and tourism all too
often ignore the root cause of the problem, the tourists themselves. Much
other literature paints the tourist in a poor light, with very little focus on what

the tourist can do to help.

1.3 Research Context — New Zealand, Kaikoura and Rotorua

New Zealand is a diverse country with a variety of climates and landscapes,
from temperate rain forests and fiords in the South Island to sub-tropical
beaches and geothermal activity in the North Island. This diversity offers the
tourist a range of attractions and experiences, many of which are nature-based
and rely heavily on the use of the country’s natural resources. Ski fields and
water sports (including fishing, canoeing and diving) are developed in both
islands and New Zealand also has twelve national parks - walking and tramping
have long been popular activities (Collier 1996). More recently, New Zealand
has diversified its tourism product to include ‘high adrenaline’ activities such as
bungy jumping or parachute jumping and more cultural and heritage
experiences - both Maori and Colonial (Kirshenblatt-Gimblett 1998).

Tourism in New Zealand is of major importance. For the year ending 2003 the

combined contribution of domestic and international tourism to the economy was
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$16.5 billion (Statistics New Zealand 2004). In terms of employment, tourism
accounts for 104,000 full time equivalent jobs (FTE). This equates to 6.2% of
the total New Zealand workforce (Statistics New Zealand 2004). Tourism in
New Zealand involves a large number of small to medium enterprises (SMEs)
and the New Zealand Tourism Strategy 2010 estimates that there are between
13,500 and 18,000 SMEs in New Zealand, approximately 80% of which employ
fewer than five people (New Zealand Tourism Board No date). There are a very
small number of publicly listed companies. The strategy also anticipates a
growth in tourism stating that by 2010 tourism and more ambitious modelling
suggests total expenditure from international and domestic tourists could grow to
$27 billion. An additional 100,000 people will be employed by tourism, with
Maori comprising more than 20% of these new employees. International visitors
are expected to show an 81% increase from 1.8 million in 1999 to 3.2 million in
2010 (New Zealand Tourism Board No date).

It is clear from the above figures that tourism makes a significant contribution to
the New Zealand economy and that the industry is expected to grow. Given this
economic importance and the projected growth it makes sense that tourism in
New Zealand should be carefully managed and that the industry should be
developed in a sustainable manner, so that New Zealand does not fall foul of the
tourism fate of other countries by destroying the resource upon which it is built.
Sustainability is indeed one of the key objectives of the 2010 strategy which
states, “New Zealand’'s environment and culture is conserved and sustained in
the spirit of kaitiakitanga (guardianship)” (New Zealand Tourism Board No date:
i) More specific objectives are:

e “To recognise the value of the natural environment and actively protect,

support and promote its sustainability.

e To proactively foster the recognition, understanding and appreciation of
New Zealand's built, historic, cultural and Maori heritage” (New Zealand
Tourism Board No date: ii).

Promoting responsible tourism may be one way of doing this.

1.3.1 The tourists’ impact in New Zealand

Ironically, the tourist to New Zealand can have a direct and often negative

impact on the clean, green, pristine environment that they are visiting. The
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effects of these increasing numbers of tourists may be localised — for example
track erosion, in particular popular areas such as Mt Tongariro Crossing, the
Heaphy Tack and the Abel Tasman National Park (Napp 2002), wildlife
disturbance, toilet waste, rubbish, water pollution, increased litter and vandalism
(Department of Conservation 1996). The tourist's impact may alternatively be
more far reaching, for example carbon emission from various means of transport
(Early 2002) or from tourist activities such as scenic flights (Becken and
Simmons 2001). The impacts of tourism and tourists in New Zealand are not,
however, limited to the environment. Both Barnett (1997) and Warren and
Taylor (2001) state that often Maori do not have control over the way that their
culture is represented and this can lead to the Maori culture becoming
commodified.  Authenticity is required for Maori cultural protection and

enhancement and for product quality. Similarly, Keelan (1993: 96) writes:

“. .. within my own tribal area, a number of concerns were voiced in relation to
the intrusion of privacy, conflict in values and lack of visitor reciprocation,
takatakahi mana, unresolved issues in respect of the ownership of land and
resources, the one-sided nature of the host-guest relationship, and the
commodification of culture.”

The tourist profile and the extent of their impact is not homogeneous, with
different markets demonstrating different levels of responsibility or bringing
different problems to New Zealand'’s tourism industry. Lawson and Williams et
al (1998) found that some residents in Whangarei preferred packaged tourists to
independent tourists as they believed this maximised the benefits while
minimising the amount of contact and change to residents’ routines. More
recently (Early 2002) has expressed concern about the difficulty of regulating
fully independent travellers who can “ . . . point their rental car in any direction”.
The differences in attitude between domestic and international visitors may also
be of research interest to the Department of Conservation (Cessford 2002:
personal communication). Even within the supposedly homogeneous
backpacker segment, Ateljevic and Doorne (2001) have found differences in
attitudes from those who wanted to get to know local people, to those who were

more interested in meeting likeminded fellow travellers.
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1.3.2 Kaikoura and Rotorua — defining the scope

A comprehensive nationwide study of responsible tourists within New Zealand
would be an undertaking beyond the scope of a PhD thesis, particularly in an
area such as responsibility where there is very little existing research on which
to build. For this study, a comparative case study approach was taken using
two locations - Kaikoura in the South Island and Rotorua in the central North
Island (see Figure 1.1). The use of case studies can yield rich contextual data
and is particularly useful for exploratory studies so as to understand situational
factors and the characteristics of the phenomena of interest (Cavana, Delahaye
et al. 2001). It was decided therefore, that this approach was well suited for the
subject of this research where there is little previous data. Using a comparison
of the two case studies gives wider applicability to the findings when similarities
and differences can be identified and, to some extent, accounted for (Pearce
1994).

Figure 1.1:  Map showing location of Rotorua and Kaikoura
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The case study approach is a multi-method approach usually combining
gquantitative and qualitative data such as observation, interviews and
questionnaires (Finn, Elliott-Whyte et al. 2000). Pearce (1994) explains that the
comparative approach may use ‘most similar’ or ‘most different’ systems. The
choice of these sites provides comparison as different systems, as Rotorua and
Kaikoura are different types of tourist attraction based on size, maturity and
range of activities at each destination. Rotorua is a large and mature resort with
a wide range of activities including geothermal, cultural and adventure tourism,
Kaikoura is a smaller and more recently established destination, focusing mainly
on ecotourism. Each site attracts a different type of tourist — Rotorua receives
proportionately more packaged tourists, while Kaikoura attracts more
independent travellers. From a more practical perspective there are similarities
at the two sites. Both sites provide opportunities for easy access, reducing the
cost and the time needed to undertake research. Both have a large flow of
tourists, again reducing the amount of time required to observe sufficient
numbers of tourists to provide meaningful data. Finally, detailed studies of
tourism at both sites have been undertaken by Lincoln University, also using a
comparative approach (Barton, Booth et al. 1998; Butcher, Fairweather et al.
1998;: Fairweather and Simmons 1998; Horn, Simmons et al. 1998; Moore,
Simmons et al. 1998; Poharama, Henley et al. 1998; Simmons and Fairweather
1998; Simmons, Horn et al. 1998; Butcher, Fairweather et al. 2000; Horn,
Simmons et al. 2000; Moore, Fairweather et al. 2000; Tahana, Te O Kahurangi
Grant et al. 2000; Ward, Burns et al. 2000) and this provides very useful
baseline data.

A final but important issue relating to the scope of this thesis is also important to
note. Although the majority of the data are drawn from Kaikoura and Rotorua,
these two sites are very much set in the context of New Zealand, and
subsequently interviews were held not only with key stakeholders in Kaikoura
and Rotorua but also on a national scale. Although the majority of the data were
collected largely at the case study sites it will be seen in the chapters detailing
the analysis that the findings at the level of case study are also relevant in the

wider context of New Zealand.
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1.4 Research Questions and Objectives

The primary research question builds on existing work and draws together
guestions arising from identified gaps in the literature. The main research
question of this thesis to be explored in the context of New Zealand is:

What makes a responsible tourist in New Zealand?

This is a question in two parts. Firstly, and literally, what makes a responsible
tourist? To answer this question the thesis will focus on what constitutes a
responsible tourist and develop definitions of responsibility, both of tourism and
of the tourist themselves. Based on data from the two case study sites an
existing definition of responsible tourism will be tested in the New Zealand
context, and responsible and non-responsible tourists will be defined. Secondly,
the question can be taken from a different perspective: what makes a tourist
responsible?  Having identified responsible actions, the influences and
constraints on these responsible behaviours will be examined and compared
with similar responsible behaviour at home. A strong theoretical foundation is
used in addressing these research questions. Influences and constraints on
responsible tourist behaviour are explored using a survey based on Ajzen’s
Theory of Planned Behaviour and effective information and communication to
encourage responsible tourist behaviour will be explored based on Kohlberg's
Stages of Moral Development.

In summary the thesis will address the following objectives:

e To understand what are the key impacts of tourism in the context of New
Zealand;

e To test if the definition of responsible tourism in the literature is
appropriate in New Zealand and to refine it for the New Zealand context;

e To define a responsible tourist and a non-responsible tourist in the
context of New Zealand;

e To establish what is being done already to encourage responsible
behaviour (i.e. information, management etc) at the case study sites;

¢ To identify responsible actions for tourists in the context of New Zealand;

e To use a conceptual framework based on Ajzen’'s Theory of Planned
Behaviour to explore what influences or constrains these responsible

actions in the context of New Zealand;
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e To re-examine the view that tourists are irresponsible and take a break
from their values while on holiday;

e To test a conceptual framework based on Kohlberg’'s Stages of Moral
Development as an effective means of communicating with tourists;

e To develop a methodological framework using a mix of research
methods and integrating socio-cultural, environmental and economic
issues for the study of responsible and non-responsible tourist

behaviour.

1.5 Methodology

The research looks at several aspects of responsible behaviour rather than
focusing solely on, for example, environmental, economic or socio-cultural
issues as is often the case with other studies. In order to study this diverse
subject matter, a variety of research methods is employed including:

e Qualitative and quantitative methods (semi-structured and structured

interviews, observation and survey)

e Comparative case studies of Kaikoura and Rotorua

¢ Triangulation with key stakeholders, tourists and secondary sources.
The data are analysed from a number of theoretical perspectives drawn from the
tourism management literature and from social psychology and ethics (see
Chapter 2, Literature Review). The methodology relies much on feedback from
one phase of investigation to the next and on iterative research. Therefore, the
methodology for the second phase of research has been developed after, and
as a result of, the data collected in the preliminary stages. A comparative
structure was used in the first phase of the research, but as the focus of the
research progressed from the case studies to the tourist, this comparative
element became less significant. The overview of the research stages is

summarised in Figure 1.2.
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Figure 1.2:  Phases of methodology

Phase 1, 2003

Stages of research: Objectives:
e Selection of case study site and e Test definition of responsible tourism
collection of secondary sources e Develop definition and actions of
e Interviews with key industry responsible tourist
representatives e Understand issues and problems for
e Observations case study sites
e Interviews with tourists e Establish what is being done to
e Preliminary analysis of data from achieve responsible tourism
phase 1 e Develop themes and questions for
Phase 2
Phase 2, 2004
Stages of research: Objectives:
e Development of tourist questionnaire e To understand what influences or
e Implementation of tourist survey constrains responsible behaviour

e To compare behaviour at home with
that on holiday

The first qualitative stage of research was completed in 2003 after spending a
month in each of the chosen case study sites - Kaikoura and Rotorua. The
purpose of this initial round of research was a broad fact-finding exercise and
used a range of methods including observations, interviews with key industry
representatives and structured interviews with tourists. These data facilitated
the development of definitions of responsible tourism and responsible and non-

responsible tourists and also identified examples of responsible behaviour.

In February and March 2004 a visitor survey was undertaken during a return
visit to Rotorua and Kaikoura. The questionnaire was in two sections. The first
section of the questionnaire was based on findings and issues from the initial
stage of the fieldwork which identified examples of responsible behaviour. The
actions related to recycling of rubbish, water conservation, crime awareness and
crime prevention, spending additional money on activities and attractions, and
experiencing local culture. The questionnaire sought to understand why a
tourist would or would not demonstrate these responsible actions. The
conceptual framework used to develop this section of the questionnaire was
Ajzen’s Theory of Planned Behaviour (Ajzen 1988). The second section of the

gquestionnaire was also based on findings from the preliminary phase of
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research which had emphasised the importance of education and information in
influencing appropriate behaviour. Therefore, tourists were presented with three
different tourism scenarios, each with different ways of informing the respondent
of the desired behaviour. The survey respondents were asked which type of
information would be most and least likely to influence them and why. The
different types of information used were based on Kohlberg’'s Stages of Moral
Development (Kohlberg 1980). A survey of almost 450 tourists was completed
using face-to-face interviews. Even though the latter phase of the data
collection was based on a survey, the questionnaire allowed for many open-

ended responses, producing both qualitative and quantitative data.

1.6 Chapter Outline

This thesis is presented in eight chapters. Chapter 1 has introduced the concept
of responsible tourism. It has summarised the issues and problems of tourism,
and the need for responsible tourism is highlighted. This chapter also defined
the scope of the thesis and though other key players within the industry are
discussed, the focus for responsibility from the tourist's point of view was
justified. The research context of New Zealand was introduced and the two
case study sites of Kaikoura and Rotorua were briefly sketched (these appear in
more detail in Chapter 4). Finally, the research questions and objectives were
clearly stated and the methodology used for the data collection was

summarised.

Chapter 2 addresses the literature and the conceptual framework to be used for
this thesis. The literature covered begins with the history and development of
sustainable tourism theory, and a preliminary definition of the term responsible
tourism is presented. The chapter also includes an overview of the tourist with a
discussion of their attitudes towards holidays and responsible behaviour; a
detailed examination of suggested influences on the tourist from the tourism
literature and the more theoretical behavioural literature drawn from social
psychology and ethics. In particular Ajzen’s Theory of Planned Behaviour
(Ajzen 1988) and Kohlberg’s Stages of Moral Development (Kohlberg 1980) are
explained and discussed. A conceptual framework is developed and gaps within

the existing literature are identified.
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The methodology used for the data collection of this thesis is outlined and
discussed in Chapter 3. This chapter describes the underpinning philosophy of
the method used for the data collection and outlines the process and methods
used. The research methods employed the case study approach, with a
comparative element; triangulation; iterative research; interviews and structured
interviews; and a visitor survey. The analytical framework from which the data is
analysed is introduced. A critical discussion of the validity and limitations of the
method is provided in Chapter 8 and the development of this method presented

as part of the contribution of the thesis.

The findings from the research are presented and discussed in Chapters 4 to 9.
Chapters 4 and 5 are based on the first phase of research and Chapters 6 and 7
are based on the second stage of research. The research context for New
Zealand, Kaikoura and Rotorua is outlined in Chapter 4. For each location
tourism impacts are identified based on both primary and secondary data.
Current management is also described. Chapter 4 explores definitions of
responsible tourism and definitions of responsible and non-responsible tourists
in the context of New Zealand. Chapter 5 refers back to the impacts discussed
in Chapter 4 in order to operationalise the definitions; these are then taken
forward into Chapters 6 and 7. Chapter 5, therefore, is a key chapter, linking the

analysis and findings together.

Chapters 6 and 7 are based on the visitor survey and concentrate more on what
influences or constrains responsible behaviour. Chapter 6 takes five actions
identified as being responsible and asks tourist if they have or have not
demonstrated these actions and why. Chapter 7 looks at the role of
communication in influencing behaviour and tests a conceptual framework taken
from social psychology and based on Kohlberg’'s Stages of Moral Development.
Chapter 8 is a summary and discussion that distils the findings from the
preceding chapters. The research questions and objectives are revisited and
the key findings are summarised; contributions to theory, policy and practice are
suggested as are recommendations for further research and the thesis is

concluded in this chapter.
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1.7 Conclusion

In summary, this research has taken the negative impacts of tourism
development as a starting point and more specifically seeks to understand how
the problematic impacts of tourism can be addressed. The focus of the study
asks how and why a tourist can mitigate their impacts or, what makes a tourist
behave responsibly, or not, in the context of New Zealand. In addressing this
question responsible tourism is first defined for this context and actions
representing responsibility are developed. A conceptual framework is drawn
from tourism management literature and from social psychology and ethics. The
research takes a broad view of responsibility and encompasses aspects of
environmental, economic and socio-cultural behaviour. A range of methods is
used. Although the research is based largely on data gathered at two case
study sites, Kaikoura and Rotorua, the results are applied and analysed in the

context of New Zealand.

Tourists, both international and domestic, can make a difference for better or
worse. For a destination such as New Zealand the impact of the tourist should
not be underestimated. Tourism is New Zealand’s biggest export earner (Burton
2004), with tourists contributing some $16.5 billion to the economy in the year
ending 2003 (Statistics New Zealand 2004). Given this significance it makes
sense that tourism and tourists in New Zealand are carefully managed. The
tourist, it will be argued, can take a holiday and still make a difference, reducing
their negative impacts and increasing the positive. The tourist can make a
difference on a global scale, by for example, buying sufficient trees to make their
flights carbon neutral, or on a local scale, by buying locally grown produce.
Such acts are to be encouraged, and understanding what facilitates or hinders
these behaviours is crucial to our continuing practice of responsible tourism.
This study does not make claims to account for or explain all the problems of
tourism, and this thesis should be seen as a starting point, rather than the final
word and is limited to studying a small number of responsible actions
undertaken by tourists. Understanding what hinders or facilitates responsible
behaviour of all the other key stakeholders, though equally important, will not
looked at here. Nevertheless, it is the tourist who is taken as the starting point
for this thesis and it will be seen that their contribution is to be taken seriously
and to be encouraged. The following chapter introduces the subject of

sustainable tourism and responsible tourism in further detail, looking at
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examples of responsible tourism in practice by all the key stakeholders including
the tourists themselves. The chapter will also suggest possible influences and
constraints on responsible tourist behaviour and will explore a conceptual

framework from which to develop the research.
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2.0 Literature Review

2.1 Introduction

The preceding chapter has identified that the activity of tourism can bring about
both positive and negative impacts and has set out the research objectives and
scope. The chapter also makes the point that the tourist is overlooked in the
responsible tourism debate. The primary objective of the research is to
establish what influences or constrains responsible behaviour while on holiday.
The initial purpose of this chapter is to put the concept of responsible tourism
and the responsible tourist, and the issues surrounding them, in context and to
justify why, among a plethora of alternative tourism modes, responsible tourism
has been isolated for study. The chapter then identifies factors that can help in
understanding what influences a tourist to behave or not behave responsibly.
Gaps in the study of responsible tourism/tourists are identified and this will help
to shape and refine the direction of the research questions. Relevant theory will
be reviewed which will contribute to the construction of a conceptual framework.
The concepts will provide an essential structure for the empirical stages of the
research and the subsequent analysis.

At a recent conference on tourism research, Professor Doug Pearce challenged
the tourism researcher to draw on and link to wider, and often non-convergent
literatures (Pearce 2004). Taking such an approach, the literature in this
chapter looks at possible influences and constraints on responsible behaviour,
and uses a triangulated framework which draws on multi-disciplinary literature
from ethics and ethical reasoning, social psychology, marketing and cultural
studies as well as from the tourism literature on interpretation, codes of conduct,
motivation and visitor management. The challenge then for this literature review
has been to find the balance between the breadth of context and the depth of
detail from which pertinent points have been synthesised. In looking at the
bigger picture and all the interrelated factors that inform the study of
responsibility it is possible to build a broad and holistic understanding of the
influences on responsible behaviour. However, while this may be the strength of
this study it has meant that the researcher has had to comprehend a number of
academic disciplines. It is hoped that in the following pages this broad view
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does more to inform the big picture than to highlight the challenge of taking on

wider disciplines.

This chapter is split into two main parts. The first part covers the context and
background of the thesis and consequently Section 2.2 takes an historical look
at sustainable development and sustainable tourism development and at the
range of ‘alternative’ types of tourism that have arisen as a suggested means of
practising sustainable tourism. Section 2.3 documents the development and
current definitions and Section 2.4 the applications of responsible tourism by all
the key stakeholders. Section 2.5 deals with possible influences on tourist
behaviour and Section 2.6 provides the conceptual framework for understanding
the empirical stages of the thesis. The chapter is summarised and concludes in
Section 2.7.

2.2  Sustainable Development and Sustainable Tourism

Development

2.2.1 The history of sustainable development

In order to understand why responsible tourism has been posited as an antidote
to the negative impacts of tourism, we should look first at the broader debate
and concepts of sustainable development and sustainable tourism development
from which responsible tourism has emerged. Although the concept of
conservation per se is not new (Hall 1998), the recent awareness of
environmental issues can be traced to 1972 and the first United Nations summit
to consider the issues of the impact of humanity on the world. The summit
placed the conservation of the environment into the spotlight of public
awareness and it remained on the political agenda throughout the 1970s,
gathering momentum during the 1980s. This increased interest was manifested

in OQur Common Future, or the Brundtland Report as it is commonly known,

where the term sustainable development entered popular use. The report
defines sustainable development as “ . . . development that meets the needs of
the present generation without compromising the ability of future generations to
meet their own needs (World Commission on Environment and Development
1987: 2). Since the 1980s the global community has staged the 1992 UN
Conference on Environment and Development in Rio which produced Agenda

21, a global, national and local action plan for sustainable development, and
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more recently the 1997 Kyoto Protocol, a global agreement to reduce carbon

emissions.

2.2.2 The history of sustainable tourism development

The principles of sustainable tourism development have grown in parallel with
sustainable development. Among some of the more significant and influential
events are the 1973 Pacific Asia Travel Association (PATA) conference ‘Tourism
Builds a Better Environment’ followed by the World Tourism Organisation (WTO)
publication of the Manila Declaration on World Tourism in 1980 and the
adaptation of Agenda 21 for the travel and tourism industry (World Tourism
Organisation no date). In 1995 the World Conference on Sustainable Tourism
held in Lanzarote produced the principles for sustainable tourism (World
Conference on Sustainable Tourism 1995) and in 1999 the United Nations
Commission on Sustainable Development recommended national governments,
together with the private sector and stakeholders, work towards the formulation
and adoption of a global code of ethics for tourism as recommended in the
Manila Declaration. In 1999 the resulting ten point Global Code of Ethics for
Tourism was approved unanimously by the WTO General Assembly meeting in
Santiago in October 1999 (World Tourism Organisation 2005b).

The theory of sustainable tourism development has also been studied and
developed in the academic literature (Smith and Eadington 1992; France 1997;
Hall and Lew 1998; Middleton and Hawkins 1998; Swarbrooke 1999). However,
as Garrod and Fyall (1998) observe, consensus on a definition for sustainable
tourism development has not yet been reached (see Garrod & Fyall, 1998 for
range of definitions). In its simplest definition, sustainable tourism adheres
closely to the wording of the Brundtland Report from which it has evolved -
tourism which “ . . . meets the needs of present tourists and host regions while
protecting and enhancing opportunity for the future” (World Tourism
Organisation no date). However, the simplicity of this definition may be both its
strength and its weakness; it is easy to understand yet to some extent it is open
to interpretation. McKercher (1993) cautions that without consensus and

consolidation of terms both industry and conservation movements can use the

definition to “ . . . legitimise and justify their existing activities and policies
although, in many instances, they are mutually exclusive . . . thus exacerbating
Chapter 2
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rather than resolving development/conservation conflicts” ((McKercher 1993:
131).

Farrell (1999) and Garrod & Fyall, (1998) have urged that the problems of
uncontrolled tourism development are such that action cannot be delayed until a
universal definition of sustainability has been agreed and that the theoretical
study of sustainable tourism has matured sufficiently to move beyond intellectual
argument. Godfrey (1998: 214) circumvents the debate by suggesting that

sustainable tourism is . not an end in itself, nor a unique or isolated
procedure, but rather an interdependent function of a wider and permanent
socio-economic development process”. To draw on an analogy of travel,
sustainable tourism development is a journey rather than a destination, and
even though it is not yet known exactly what the destination will be like, that is
not sufficient reason to delay the journey to get there. It is the journey itself that

is important. Responsible tourism is part of that journey.

2.2.3 Why responsible tourism?

If sustainable tourism development is, as Godfrey (1998) argues, a process,
then it is logical to identify the appropriate means with which to engage in that
process. Such means have been reflected in the host of new terms and types of
‘alternative’ tourism that have evolved from the theory of sustainable tourism
development as solutions to the problems of tourism. These alternatives include
ecotourism, green tourism, community tourism, fair-trade in tourism, new moral
tourism, ethical tourism and, the subject of this thesis, responsible tourism.

Why, of all these, concentrate on responsible tourism?

Primarily, it is argued below, the use and adaptation of these types of tourism
are limiting and misleading. To begin with the example of ecotourism; firstly the
term ecotourism itself is restrictive. The prefix eco, comes from the word
ecology, which relates to biological organisms, and this gives the impression
that the main consideration is the environment. In fact the issues relating to the
negative impacts of tourism are far broader. Secondly, definitions of ecotourism
reinforce this biological bias. The International Ecotourism Society’s website
describe ecotourism as "responsible travel to natural areas that conserves the
environment and improves the well-being of local people" (International

Ecotourism Society 2004). The problem with this definition is that the term only
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covers responsible travel to natural areas, excluding travel to any other area.
Fennell (2003), has summarised 15 key definitions of ecotourism dating from
1987 to 2003 as can be seen in Table 2.1. At a glance, it is easy to see that of
the 15 definitions selected to compile this table the top three principles of

definition relate to nature, conservation and reliance on parks and protected

areas.
Table 2.1: Comparison of selected ecotourism and nature tourism
definitions
Main principles of definition
Definitions

1 [2 [3 4 |5 [6 [7 [8 [9 Jwo[]11]12[13]141]15
Interest in nature v | v v iv | v | Vv v |V v | v
Contributes to conservation v vVivi|ivi ivi|iv | Vv v IV |v
Reliance on parks and | v v v | v v | v Vi iv | v
protected areas
Benefits local people/long-term v v v |V v v|v |V
benefits
Education and study v |Iv |V v v v | v
Low impact/non-consumptive v V| IvI|vI|v
Ethics/responsibility v v | vV v
Management v v v v | v
Sustainable v v v |V
Enjoyment/appreciation v v v
Culture v v v
Adventure v
Small scale v v

Source: (Fennell 2003: 25)

A third and final criticism of the use of the term ecotourism is that it could
mislead those who participate in it to believe that the prefix ‘eco’ implies a better
kind of tourism. In fact ecotourism has been criticised as it can still cause
negative impacts that need management (Wheeler 1994; Boyd and Butler 1996;
Mann 2000). Ecotourism draws tourists into fragile, remote and marginal areas
which may be more vulnerable to the impacts of tourism and, as Cater (1993:
89) observes, even with the best intentions “ . . . there is no example of tourist
use that is completely without impact”. The fashionable prefixing of tourism with
‘eco’ may simply mitigate and justify any associated negative impacts, and those
who choose ecotourism may be purchasing little more than a clear conscience,

participating in what Cater (1993) refers to as ‘ego-tourism’.
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Green tourism can also be criticised for the nature-biased connotations it
evokes. Regardless of whether the term ‘green tourism’ is intended to
encompass social issues as well as environmental, the term ‘green’ is widely
understood to mean concern with or supporting the protection of the

environment. This is evident in Swarbrooke’s (1999) description of the Green

Tourist outlined as follows:

Table 2.2: Shades of green tourist
Not at all Lightgreen Dark green Totally
green green o
L
Read what Think about Consciously Use public Boycott Pay to go on  Not take
brochures green issues seek to find transport to hotels and a holiday to holidays
say about and try to out more  get to resorts which work on a away from
green issues reduce about destination have a poor conservation home at all
and normal water particular and to travel reputation on  project so as not to
sustainable consumption  issues and to  around, while  environment- harm the
tourism in become on holiday al issues environment
destinations more actively in any way,
where water involved in as a tourist.
is scarce, for the issue, by
example joining a
pressure
group, for
example

Source: (Swarbrooke 1999)

While this illustration is useful in that it recognises there are different levels of
‘greenness’, as Swarbrooke points out, its weakness is that it focuses only on
green or environmental issues. According to this example the totally green
traveller would not go on holiday at all, but clearly this would have a negative
effect on economies that rely heavily on tourism. Furthermore, this polarised
view of green tourism is over simplistic in that it does not allow for anything more
complex than a linear progression from light green to dark green. Where, for
example, would a tourist who had paid to work on a conservation project but
who had used private transport to get there be placed? And would a tourist who
had not gone on holiday at all because of financial circumstances, rather than

ethical beliefs, still be classified as totally green?

As for the limitations of other terms, fair-trade in tourism concentrates largely on
tourism in developing countries, and also has yet to be satisfactorily defined
(Cleverdon and Kalisch 2000). Community tourism, as defined by Mann (2000),
also refers primarily to developing countries. New Moral Tourists are described
as the antithesis of mass tourists, searching for “ . . . enlightenment in other
places, and a desire to preserve these places in the name of cultural diversity

and environmental conservation” (Butcher 2003: 8). While this is a broader term
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which accommodates cultural and environmental interests as well as developed
and developing countries, new tourism is a niche market and this style of travel
is estimated to contribute well below 10% of total tourism in the foreseeable

future (Butcher 2003). Which still leaves the problem of the remaining 90%.

The question that arises with so many of these terms described as an
‘alternative tourism’, is alternative to what? An alternative to mass tourism
maybe. Although Poon (1993) and Urry (1995) both argue that mass tourism is
coming to an end, tourism, in whichever way it is practised or presented, is still
massive. This research argues that all kinds of tourism, mass or niche, can be
damaging and therefore all forms of tourism, including the alternative, should be
made responsible. This is supported in the literature by Cleverdon and Kalisch,
(2000: 182) who state that “Ethics in tourism should not be confined to an
expensive niche market for sophisticated ‘ego-tourists’ ” and by Budeanu (2005:
92), who writes that sustainable tourism cannot be achieved through
‘alternatives’ to mainstream tourism, but that tourism in general needs to “ . . .
incorporate more responsible policies and practices”. Responsible tourism fills
the gap that the alternatives leave, as a way of incorporating better practice into
all sectors of the market. Husbands and Harrison (1996: 2) clearly capture this
view stating that responsible tourism is not a niche tourism product or brand, but

a“...way of doing tourism” — any kind of tourism.

Although responsible tourism has been isolated as the subject of this study there
is, however, a convergence of terms. New moral tourism is described as,
among other things, ethical tourism (Butcher 2003). Lea (1993) coins the
phrase ‘responsible tourism’ when referring to ethics, Mann’'s (2000: 207)
glossary of terms reads ‘ethical tourism see responsible tourism’ and Goodwin
and Francis (2003) also conjoin the terms responsible and ethical. Although the
two terms ‘ethical’ and ‘responsible’ are taken to be synonymous, this research
favours the term ‘responsible tourism’ for the following reason. Taken from the
Oxford English Dictionary ‘ethical’ means 1. relating to moral principles or the
branch of knowledge concerned with these and 2. morally correct. ‘Responsible’
however has a complex and broader meaning more applicable in the context of
this study. According to the dictionary definition responsible means 1. having an
obligation to do something, 2. being the cause of something, 3. being morally
accountable for one’s behaviour and 4. capable of being trusted. With regard to

how this applies to the subject of this study, the tourist, the term ‘responsible’

Chapter 2
apter 39



could implicate the tourist as both the cause and the solution to tourism’s
negative impacts. Furthermore, the term ‘responsible tourist’ is considered an
easier label for the tourists themselves to understand rather than referring to

them as ‘sustainable tourists’ or ‘ethical tourists’.

Having taken some time to justify the choice of ‘responsible tourism’, the point
should be made that the author is of the belief that many of the terms are little
more than a discourse in semantics. Both Wheeler (1994) and Romeril (1994)
are also aware that the problem of developing labels can stall the process of
developing a solution, and that there is a danger of “being caught in the
quagmire of jargon and debate” (Wheeler 1994: 9). With reference to the terms
that describe new tourism (alternative, green and so on) Romeril (1994: 25) asks
“what does it matter if the definition is not strictly appropriate? . . . Surely it is the
philosophy, and not the semantics, that is important”. Cooper and Ozdil (1992:
378) also recommend us to worry less about the label and more about the
philosophy, stating “The way ahead is surely to view responsible tourism as a
‘way of thinking’ to ensure tourism is responsible to host environments and
societies, and to worry less about terminology”. However, academic tradition
demands that we should label and define and there is wisdom in this. Defining
our terms first ensures that, even if only for the time the reader takes to read this
thesis, we will all be ‘singing from the same hymn sheet’. To this end the

following section presents some of the definitions of responsible tourism.

2.3 Definitions of Responsible Tourism and Tourists

2.3.1 Existing definitions of responsible tourism

Use of the term responsible tourism can be seen in the literature in the early
1990s in Smith’s (1990) report on the 1989 World Tourism Organisation
convened seminar on “Alternative” Tourism in Tamanrasset in Algeria. Forty
tourism scholars from 13 countries, with an equivalent number of Algerian
representatives, presented papers with the aim of defining the role and activities
of alternative tourism. This alternative tourism was seen as socially responsible
and environmentally conscious. It was decided that the term alternative tourism
was best replaced by responsible tourism as the latter phrase was less

ambiguous (Smith 1990). The definition was agreed as “. . . all forms of tourism
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which respect the host's natural, built, and cultural environments and the

interests of all parties concerned” (Smith 1990: 480).

In their introduction to Practicing Responsible Tourism, Husbands and Harrison

(1996: 5) describe responsible tourism as follows:

“the term responsible tourism does not refer to a brand or type of tourism.
Rather, the term encompasses a framework and a set of practices that chart a
sensible course between the fuzziness of ecotourism and the well-known
negative externalities associated with conventional mass tourism. The basic
point of responsible tourism is that ... tourism itself can be practiced in ways that
minimize and mitigate its obvious disbenefits. Product development, policy,
planning, and marketing can all be instituted in ways to ensure that tourists, host
populations and investors reap the long-term benefits of a vibrant and healthy

industry”.

In his review of this book Dowling (1997) comments that the title ‘Responsible
Tourism’ is misleading as the book espouses the principles of ‘Sustainable
Tourism’. This somewhat misses the point of what responsible tourism is —

tourism which puts into practice the principles of sustainability.

A more recent and prescriptive definition has been taken from the International
Centre for Responsible Tourism (a research centre run from Greenwich
University) as follows (International Centre for Responsible Tourism 2004):
Responsible tourism:

e Minimises negative environmental, social and cultural impacts,

e Generates greater economic benefits for local people and enhances the
well-being of host communities, by improving working conditions and access
to the industry,

¢ Involves local people in decisions that affect their lives and life chances,

e Makes positive contributions to the conservation of natural and cultural
heritage and to the maintenance of the world’s diversity,

e Provides more enjoyable experiences for tourists through more meaningful
connections with local people, and a greater understanding of local cultural
and environmental issues,

e Is culturally sensitive and engenders respect between tourists and hosts.
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A final definition is taken from industry, from the website
www.responsibletravel.com, an organisation that acts as an on-line portal
enabling consumers to access trips and accommodation which have been pre-
screened by the company for environmental, social and economic criteria. They
define responsible tourism as “. . . projects which make a positive contribution to
conservation and the economies of local communities, while minimizing the

negative impacts that tourism can have” (Responsible Travel.com 2004).

From these definitions we can draw together some key points. Firstly,
responsible tourism covers all forms of tourism, alternative and mass alike;
secondly, it embraces a quadruple bottom line philosophy to contribute to and
enhance local communities, cultures, environments and economies and
minimise negative impacts in these areas; and thirdly, it benefits all those
involved. Working with these definitions as a starting point, one of the key
objectives of this research will be to develop a definition and refine it for the

context of New Zealand.

2.3.2 Existing definitions of the tourist and responsible tourist

Tourists are defined by the WTO as “ . . . persons travelling to and staying in
places outside their usual environment for not more than one consecutive year
for leisure, business or other purposes”. Although this is a broad and
comprehensive definition, it might not be sufficiently fluid to accommodate all
aspects of tourism, for example, a young person working their way around the
world, or workers seeking summer jobs at a seaside resort (Holloway 1998). A
more open definition is suggested as “ . . . persons away from their immediate
home communities and daily work environments for business, pleasure and
personal reasons” (Chadwick 1994: 65). Whatever broader definition is given to
the tourist, it has to be acknowledged that under this umbrella tourists are not a
homogeneous group and many segmentations within the general banner of
‘tourist’ exist. These distinctions and the implications for responsible tourism are

discussed further in Section 2.5.4 of this chapter.

As for the responsible tourist, there are few direct definitions to be found.
Krippendorf (1984), for example, gives a description of what he calls the critical

consumer as follows:
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He chooses those forms of travel which are least harmful to the environment,
which are least disturbing for the people and cultures of the tourist areas and
from which they get the greatest benefit. He spends his money on those
products and services about which he knows the origin and who will profit from
their sale. He observes these principles when choosing accommodation, food,
means of transport, visiting institutions, buying souvenirs. He takes time to
prepare his journey and he stays as long as possible in the places he visits so
that the experience may be a lasting one and that he may really identify with it.
(Krippendorf 1984: 132)

Sharpley (1994. 84), uses the label of responsible tourist, who he says “ . . .
seeks quality rather than value, is more adventurous, more flexible, more
sensitive to the environment and searches for greater authenticity than the
traditional, mass tourist”. There are other references to ‘good tourists’ (Wood
and House 1991), and ‘green tourists’ (Swarbrooke 1999). Swarbrooke, (1999)
suggests not a definition of the responsible tourist, but a description of the

responsibilities of the tourist:

Basic responsibilities of the tourist:

e The responsibility for obeying local laws and regulations,

e The responsibility for not taking part in activities which while not illegal, or
where the laws are not enforced by the local authorities, are nevertheless,
widely condemned by society, such as sex with children,

e The responsibility for not deliberately offending local religious beliefs or
cultural norms of behaviour,

e The responsibility for not deliberately harming the local physical
environment,

e The responsibility to minimize the use of scarce local resources.

In addition:

Extra responsibilities of tourists in relation to sustainable tourism:

e The responsibility not to visit destinations which have a poor record on
human rights,

e The responsibility to find out about the destination before the holiday and try
to learn a few words of the local language, at least,

e The responsibility to try to meet local people, learn about their life styles,

and establish friendships,
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e The responsibility to protect the natural wildlife by not buying souvenirs
made from living creatures, for example,

e The responsibility to abide by all local religious beliefs and cultural values,
even those with which the tourist personally disagrees,

e The responsibility to boycott local business which pay their staff poor wages,
or provide bad working conditions for their employees,

e The responsibility to behave sensibly, so as not to spread infections such as
HIV and hepatitis B,

e The responsibility to contribute as much as possible to the local economy.

These definitions do characterise the responsible tourist and as with definitions
of responsible tourism we can see common themes repeated: that the
responsible tourist is one who enhances and protects the social and physical
environments that they visit while minimising the negative impacts on these
environments, and who makes a positive economic contribution. However, a
strong and concise definition is still missing from the literature, and furthermore,
there is little or no attempt made at understanding what influences a tourist to be
responsible. A further objective of this research will therefore be to develop a
definition of the responsible and non-responsible tourist and to understand what

has led to these actions.

2.4 Responsible Tourism in Practice

If we take Husbands and Harrison’s (1996) definition of responsible tourism as a
way of doing tourism, then it makes sense to get an overview of what actually is
being done, in particular what is being done by the tourist to achieve responsible
tourism and by others to enable the tourist to participate in responsible tourism.
The purpose of the following section is to give a brief overview, looking at where
responsible tourism has been put into practice. The section looks at the
opportunities provided by other sectors for a tourist to be responsible, so the
tourist is looked at in the context of the practices within the private sector, the
public sector, and charities. Finally the current responsible practice of the tourist
themselves is examined. As such, examples are given to illustrate where and
how one might expect to see instances of responsible tourism in practice and
where they may be absent, and what significance this might have for the tourist.
It should be noted that this is not intended as a definitive catalogue of

responsible tourism.
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2.4.1 The private sector

According to Milton Friedman’'s essay printed in the New York Times (1970,
cited in (Chryssides and Kaler 1993: 254) )“. . . there is one and only one social
responsibility of business — to use its resources and engage in activities
designed to increase its profits so long as it stays within the rules of the game,
which is to say, engages in open and free competition without deception or
fraud.” Applied to the travel industry, this philosophy certainly seems to be
supported by Forsyth’'s (1996: 31) research which found that most tourism
businesses were motivated by financial gain, and that many travel agents,
carriers and hotels were hostile to any practice of sustainable tourism other than
cost-cutting. The bottom line for many tourism businesses is to make money
(Prosser 1992). Greason (1996), however, argues that industry can be seen to
be acting responsibly and, in contradiction to Friedman’s claim that business’s
prime motivation is to make profit, economic performance and ethical behaviour
are not mutually exclusive. In support of this argument there are examples that
tourism businesses are acting more responsibly, both at an organisational level

and also as advocates for their customers to behave responsibly.

For example, in their survey of 42 London hotels, Knowles, Macmillan et al
(1999) noted a high percentage of concern about environmental matters and a
widespread awareness of environmental issues. Miller (2001: 595) has found
that Lufthansa, BA, Kuoni and Thomson are “ . . . not just looking at the issues

commercially, but altruistically”. In their Social and Environmental Report 2001,

(British Airways 2001) BA clearly declare their commitment to sustainability and
corporate social responsibility stating the view that “. . . we should be aiming to
leave our natural and social environment in a better condition and that we
should avoid actions which could destabilise the physical and social systems on
which we all depend”. A Tearfund survey of 65 UK tour operators (Tearfund
2001) shows that most operators showed examples of good practice, three
gquarters gave money to charities and half of the companies had responsible
tourism policies. Of those who do not have policies, half said they might
produce one in the future. Most recently, Exodus Travel has been awarded the
Best Tour Operator (www.responsibletravel.com/Copy/Copy900024.htm 2004)
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for the Responsible Tourism Awards 2004'. Exodus have focused on ingraining
responsible tourism as a core company value by employing a responsible
tourism manager, holding responsible tourism workshops for all employees and
having responsible tourism as a standard agenda item at key meetings.
Increasingly organisations are becoming accredited with some form of eco-
labelling, albeit as a marketing or promotional tool, (Font and Buckley 2001).
Many tour operators now also include codes of conduct or guidance on

responsible behaviour for their customers.

These examples are among the more visible businesses to demonstrate
responsible practices and they can be criticised. Wheeler (1991: 96) states “By
clothing itself in a green mantle, the industry is being provided with a shield with
which it can both deflect valid criticism and improve its own image while, in
reality, continuing its familiar short-term commercial march”. There are also
those who believe that responsible behaviour is only in fear of negative PR and
companies are paying ‘lip-service’ to social responsibility (Cleverdon and Kalisch
2000; Miller 2001). Knowles, Macmillan et al (1999) question whether any
environmental programme demonstrated by the industry is for “philanthropic
motives”. A further consideration is that some tour operators believe that ethical
holidays are negatively perceived by the consumer as too ‘worthy’ or ‘moralistic’
(Weeden 2005). However, regardless of the corporate motivation or perception,
such measures do allow the consumer to choose a company that demonstrates
corporate social responsibility and they do provide a starting point to encourage
other businesses to do likewise.

There are also consumer guides for ethical holidays (Wood and House 1991,
Elkington and Hailes 1992; Neale 1998; Mann 2000). Such guides enable the
tourist to make decisions to choose a better provider. Unfortunately, however,
those who may take an interest in ‘green consumer’ guides and display signs of
ethical solidarity with ‘green tourism’ are likely to be those with higher incomes
and levels of education, and the people most likely to suffer from inappropriate

tourism developments can be excluded (Lea 1993).

! The awards, in ten categories, are organized by online travel agent
responsibletravel.com, in association with The Times, World Travel Market and
Geographical Magazine — the magazine of The Royal Geographical Society
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2.4.2 The public sector

As stated by Hall (2000), governments become involved with tourism for a
variety of reasons, for example regional development, environmental regulation
and marketing. However, governments’ involvement in tourism is often
dominated by economic motivation. As Western ideology moves towards a
deregulated market the involvement of government has tended to become
increasingly entrepreneurial, focussing on the promotion and marketing of
destinations (Hall 2000) and the joint development of tourist attractions or
facilities with the private sector (Pearce 1989). Of developing countries,
Mowforth and Munt (1998) comment that governments are often under pressure
to maximise foreign exchange. Whatever the stage of a country’s development,
Shaw and Williams (1998: 116) are unequivocal, and regard government’'s main

involvement with tourism as “ . . . an agent of economic development”.

That said there are examples of governments demonstrating responsible
practice with their involvement in tourism (See for example Cooper and Ozdil
1992; Harrison and Husbands 1996). A recent example of responsible practice
is illustrated by the government of South Africa who are actively involved in the
promotion of responsible tourism. Specifically, the South African Department of
Environmental Affairs and Tourism, with the assistance of the Centre for

Responsible Tourism, have drawn up the Responsible Tourism Handbook

(Department of Environmental Affairs & Tourism (SA) 2003) aimed at tour
operators. The handbook recognises that responsible tourism addresses the
triple bottom line concept and accordingly divides its guidelines into the
categories of economic, social and environmental responsibilities, offering
practical advice on how each of these can be implemented. One of the key
prompts the handbook uses to encourage engagement in responsible tourism is
the tourist themselves. The handbook refers to the ‘vigilant consumer’ who “. . .
wants to learn about the host country, reduce environmental impact and meet
local people.” The handbook continues "Destinations promoting good practice
undoubtedly have a market advantage” (Department of Environmental Affairs &

Tourism (SA) 2003: 6) as they will appeal more to this vigilant consumer.

As for local government, although Godfrey (1998: 213) comments in his study of
UK local government that there is little research into sustainable tourism at this

level, he does state that at a local government level “. . . on paper at least,
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environmental and socio-cultural considerations are now examined more
seriously”. Indeed, the objectives of Agenda 21 (an internationally agreed
framework within which to achieve sustainable development) have been widely
recognised by both central and local government (Middleton and Hawkins 1998).
A relevant example of local government practicing responsible tourism is
demonstrated by Kaikoura District Council, one of the destinations chosen for
this case study. Kaikoura District Council’s Tourism Strategy (Kaikoura District
Council 2002) shows a clear commitment to sustainable development and
Kaikoura District has become the first territorial local authority in the world to

achieve full status under the Green Globe programme.

As far as tourists are concerned they are unlikely to be aware of the role that
either national or local government plays in managing their trip, and will fit into
whatever framework is in place in whichever country they visit. While a tourist
may choose a responsible provider in the private sector it is unlikely that they
will choose to visit a country or destination on the basis of their government'’s

responsible tourism policies.

2.4.3 The voluntary sector

Presenting a comprehensive and logical outline of all the charities and not-for-
profit organisations involved in the practice of responsible tourism is no easy
matter - there are any number of relevant organisations and charities that
operate at a global, national or regional level and that have direct or indirect
links to tourism, each having their own agenda and remit. Within this framework
these organisations will have varying degrees of interest in responsible tourism
and of influence on the tourist to behave responsibly. The extent of these

combinations are illustrated by the examples in Table 2.3.

These various organisations employ a range of means with which they can
practice responsible tourism, for example lobbying governments, organising
targeted projects and campaigns, advocacy, education, research and the
dissemination of information and codes of conduct (aimed both at the tourist and
at the other key players). The crucial question to address in the context of this
study is the extent to which any of these charities (and other organisations)

influence the behaviour of tourists once on holiday (Turner, Miller et al. 2001).
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Table 2.3: Examples of voluntary sector involvement in responsible
tourism
Organisation Type of Geographical | Principal Involvement | Example
Organisation | scope involvement in
in tourism responsible
tourism

World Tourism | UN Agency International Yes Partial Development  Global

Organisation Code of Ethics for
Tourism

Association  of | Industry UK operators | Yes Partial Development of

Independent organisation only, but with Responsible Tourism

Tour Operators global reach Guidelines  for its
members

Voluntary Charity International No Partial In association with

Service Tourism Concern, UK

Overseas (VSO) produced a video for
use on Air 2000-First
Choice flights to the
Gambia raising
awareness

Centre for | Voluntary UK based, but | Yes Total C.E.R.T.'s aim is to

Environmentally | non-profit with global show how travellers

Responsible making focus can play a part in

Tourism organisation protecting the world’s
natural resources and
develop a sustainable
future for destinations
and the travel industry

The Training and | International Yes Total Runs MSc in

International research Responsible Tourism

Centre for | centre Management

Responsible

Tourism

The National | Registered National No Partial Implicit in its

Trust charity operations as among
other things the Trust
manages tourist
attractions and
conserving  heritage
and preserving the
environment for future
generations are
central to the Trust's
mission

The Morecambe | Registered Local No Partial Development of tourist

Bay Partnership | charity Code of Conduct for

the Morecambe Bay
Walk

2.4.4 The community

As stated in Chapter 1, in many respects the tourist has an intimate relationship

with the community.

The tourist enters into the community and it is the

community that prospers from the benefits that tourism bring, but similarly the

host community has to “ .

. . pick up the pieces once the tourists are gone”

(Sharpley 1994: 186). The community’s involvement in tourism may be both to

retain control over their environment, but also to maximise economic interests.

Unfortunately for some members of a community, particularly those whose

views are not represented or who oppose tourism, the tourist's presence in the

community will always be seen as a ‘pest’ (Aramberri 2001). Models such as
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Doxey's Index of Irritation (cited in Shaw and Williams 1998) show that host
attitudes towards tourism can develop from euphoria, through to apathy,
annoyance and finally antagonism (see Figure 2.1). Although it has been
demonstrated that attitudes towards tourism do not always follow this
progression (Pearce 1989) it is still important to sustain the relationship between
the host community and the guest. If the host does reach the final stages of
annoyance or antagonism towards the tourist then they may no longer want
them to visit. For his or her part the tourist will probably not want to visit a place
where they are not welcome. This will affect their attitudes not only to
subsequent visits, but will affect the decisions and opinions of potential
customers (word of mouth is often cited as the most significant factor in

destination choice (Fodness and Murray 1997)).

Figure 2.1: Doxey’s Index of Irritation

Initial phase of development

EUPHOR |A visitors and investors welcome

little planning or control mechanism.

Visitors taken for granted, contacts
between residents and outsiders more APATHY
formal (commercial), planning

concerned mostly with marketin

Saturation points approached, residents have
AN NOYANCE misgivings about tourist industry, policy
makers attempt solutions via increasing
infrastructure rather than limiting growth.

Irritations openly expressed, visitors ANTAG O N | S M

seen as cause of all problems, planning
now remedial but promotion increased
to offset deteriorating reputation of
destination.

Source: Cited in (Shaw and Williams 1998)

There are numerous examples of where the community has become
successfully more involved in tourism, many of which are presented in Mann’s

(2000) Community Tourism Guide. For a tourist, there is some guarantee that

choosing one of these holidays will be responsible, as the holidays and
organisations represented in the guide all have some level of community
involvement and are believed to be beneficial to the local community. Of
particular note to this thesis is the guide’s inclusion of Maori tourism. They state
“Maori tourism is well integrated into the mainstream tourism industry [and]
generate[s] income for Maori communities and helps to preserve traditional

crafts such as woodcarving” (Mann 2000: 128). Maori community involvement

Chapter 2
apter 50



in tourism is evidenced elsewhere as being successful and Cleverdon and
Kalisch (2000: 184) use the example of the Aotearoa Maori Tourism Federation,
set up in 1988 to “support the aspirations and needs of Maori involved in tourism
as operators, as investors and as employees and to research and promote a
Maori Tourism Product that reflects Maori culture authentically, interpreted by
Maori who have a direct relationship with that culture”.

The impacts of tourism on a community are also assessed in terms of the
tourists in a recent comparative study of community adaptation to tourism in
Kaikoura and Rotorua (Horn and Simmons 2002). Here some members of the
community show mixed feelings about the consequences of inviting tourists into
their midst. Interestingly at odds with Doxey’s Irridex, where one would expect
to find greater antipathy towards the tourist from the more developed resort,
there is more tension associated with tourism in Kaikoura (a recently developed
resort) than in Rotorua (a mature destination). One of the key issues of locals’
attitudes towards tourism is that in a small community such as Kaikoura,
international tourists in particular are easily identified, whereas the large number
of domestic tourists in Rotorua are much harder to distinguish from locals. In
Kaikoura there is a much higher ratio of tourists to hosts than in Rotorua and the
problems that this causes, particularly with regard to the provision of

infrastructure, is discussed in greater detail in Chapter 4.

2.45 The tourist

In contrast to the studies of the public and private sector behaving responsibly,
there is little written on the responsible actions of the tourist. If anything, the
tourist is almost always seen as a scourge. This author believes that this is not
because such ‘good’ behaviour does not exist, but that it has not as yet been
researched and documented. A good illustration of the absence of the role of
the tourist in responsibility is found in Cooper and Ozdil's paper (1992). They
clearly outline the role of government and of tour operators in responsible
tourism in Turkey, yet while the tourist is discussed in terms of their relationship
with the host, the role they play as part of the responsible tourism process is not
clearly stated.

Swarbrooke and Horner (1999) report some anecdotal instances of ‘green’

tourist behaviour such as tourists not buying souvenirs made from animal parts,
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not attending bullfights and not being photographed with monkeys and bears
which are kept in captivity. There are also some instances of what they term
‘dark green tourists’ who take holidays that actively support and participate in
environmental projects. However, they continue that few tourists appear to
choose an airline based on environmental practice, boycott hotels which do not
recycle, or campaign against the building of new theme parks and
accommodation units that destroy wildlife habitats. As one would expect from
the nomenclature ‘green’ tourist, these issues only relate to environmental

concerns.

What other research there is tends to focus on what tourists intend to do or
would like to do (Tearfund 2001; Goodwin and Francis 2003; Chafe 2004) and
not on what they have done (Swarbrooke and Horner 1999). However, research
does demonstrate that some tourists are demonstrating responsible intentions
(Stanford 2000; Tearfund 2001; Weeden 2001; Goodwin and Francis 2003;
Chafe 2004). For example in the 2001 Tearfund report Worlds Apart: A call to

responsible global tourism (Tearfund 2001) it was found that 52% of those

questioned in their survey said they would be more likely to book a holiday with
a company that had a written code of conduct to guarantee good working
conditions, protect the environment and support local charities and that 65%
would like information from travel agents and tour operators on how to support
the local economy, preserve the environment and behave responsibly when they
go on holiday. The Association of British Travel Agents (ABTA) has found from
a MORI poll in 2000 that 53% of those asked would be prepared to pay more
money for their package holiday in order that workers in the destination could be
guaranteed good wages and working conditions, and 45% were prepared to pay
more to assist in preserving the local environment (Goodwin and Francis 2003).

Again these good intentions are seen in a recent study Consumer Demand and

Operator Support for Socially and Environmentally Responsible Tourism

undertaken by the Center on Ecotourism and Sustainable Development (CESD)
and The International Ecotourism Society (TIES) (Chafe 2004). The report
details, among other things, a majority of tourists wanting to learn about social,
cultural and environmental issues while travelling, who think that it is important
that tourism does not damage the environment and who want hotels to protect
the environment. However, only a small percentage of tourists who actually ask
about hotel policies are reported; with even fewer changing plans due to

responsible tourism issues. One third to one half of tourist surveyed were willing
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to pay more to companies that benefit local communities and conservation
(Chafe 2004).

The above research is valuable as it shows the extent to which tourists
demonstrate good intentions. However, there are some problems with this type
of research. Firstly, what is referred to as the thought/action problem (Locke
1983), that is there is a big gap between what people say they ought to do or
what they think they ought to do and what they actually do: claims of concern for
say the environment do not always result in actual behaviour (Carrigan and
Attalla 2001; Mihalic 2001; Sharpley 2001; Doane 2005; Weeden 2005).
Secondly, if responsible tourism is about doing rather than thinking about doing
then this is very much an omission and should be addressed. Cleverdon and
Kalisch (2000:173) rightly observe that further research into these good
intentions is required: “Further research into attitudes and behaviour patterns of
tourism consumers in relation to ethical issues needs to identify whether good
intentions and ethical awareness would be translated into actual purchasing
decisions”. What is needed now is research that demonstrates why such good

intentions are put into practice and in what circumstances.

2.4.6 Responsible tourism in question

Responsible tourism as it is presented so far sounds like a reasonable solution
to the problems of tourism. It addresses the triple bottom line, can be applied to
all types of tourism and is beneficial to all. The concept however does have its
critics. According to Wheeler (1991: 96)

Responsible tourism is a pleasant, agreeable, but dangerously superficial,
ephemeral and inadequate escape route for the educated middle classes
unable, or unwilling, to appreciate or accept their/our own destructive

contribution to the international tourism maelstrom.

Wheeler further suggests that the social and environmental considerations of
tourism come second place to economic growth. However, many communities
make a living from tourism and any drastic reduction in the growth of tourism
upends the balance in favour of the environment and community over the
economic benefits. He continues that the real problem of tourism is the growing

number of tourists (Wheeler 1991). Does this mean therefore that the only truly
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responsible tourist is one who stays at home? This of course is an unrealistic
solution. Again, where would this leave those communities who rely on the

money that tourism brings?

Responsible tourism attracts further criticism as it is seen only as an alternative
option to mass tourism. For example Wheeler (1991) states that the problems
of tourism come down to the numbers and that responsible tourism as such is
inadequate as an alternative option. Cooper and Ozdil (1992) also have
reservations about the usefulness of responsible tourism. They state “To see
responsible tourism as an alternative to mass tourism is unrealistic but to move
the industry and consumer towards a goal of responsibility would be an
important achievement” (Cooper and Ozdil 1992: 378). In response to this, we
return to Husbands and Harrison’s (1996) view that responsible tourism is not an
alternative to mass tourism, but a way of practising any type of tourism. The
dispute then lies not over the effectiveness of responsible tourism, but over the

meaning of the term itself.

Finally, the philosophy of responsible tourism is also criticised by Butcher (2003:
142); tourism, he believes, should be all about enjoyment and “ . . . requires no
other justification”. Krippendorf also believes that there needs to be tolerance
for the tourist and that the tourist experience should be free from guilt because
we need this time to recuperate (Krippendorf 1984; Campbell 2003). However,
part of that guilt free recuperation can involve the feel-good factor of fair and
responsible holidaying. “What has catapulted Fair Trade products into the main
stream are not the altruistic principles of those with whom the idea originated but
the more widespread desire among consumers to make themselves feel good.
The aspiration to feel good is one of the main drivers of responsible tourism”
(Goodwin and Francis 2003: 272).

Responsible tourism then may have its detractors. However, the alternative
seems to suggest a downsizing of tourism, or even abstinence from holidays
themselves. However, as previously questioned, where does this leave the
communities who rely on the income of tourism, and the tourist who needs a
break? Responsible tourism may not be the final answer, but the absence of a
more satisfactory solution is no excuse to do the best we can in the meantime.
The challenge now is to understand what motivates a tourist to be or not to be

responsible.
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2.5 Influences on Behaviour

Research has shown tourists to be well meaning and well intentioned towards
the environment but these attitudes do not always result in actual behaviour.
There has been little research that aims to understand why a tourist does or
does not translate these good intentions in practice. Sharpley (2001) and
Swarbrooke and Horner (1999) offer suggestions as to what might influence
responsible behaviour, although this is not backed up with empirical data.
Sharpley, for example, observes that the indicators of green behaviour are
complex, should be based on individual products or activities, and relate to
values and attitudes as well as more tangible situational factors such as cost,
performance and required effort. Swarbrooke and Horner (1999), also suggest
the motivations of the ‘green tourist' as being linked to other factors. The
straightforward motivations are:

e altruistic belief

e adesire to ‘feel good’ about their behaviour as tourists and

e peer pressure

Swarbrooke and Horner continue that these motivators may not always be
converted into actual behaviour because of a range of key determinants
including:

¢ the influence of pressure groups and media,

e the amount of income,

e personal previous experience,

e car ownership,

e personal interest in a particular issue,

o preference for a different type of holiday,

¢ membership of a particular organisation such as Greenpeace and

¢ advice from tour operators and the industry.

From these two examples we can see that behaviour is thought to differ from
product and activity, that values and attitudes play an important role, but that
these attitudes and values will interact with more tangible factors such as cost,
perceived effort, information provided and so on. However, what is not clear is
the extent to which each of these different factors is influential and how they can

be conceptualised.
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Based on the two outlines of Sharpley (2001) and Swarbrooke and Homer
(1999), influences on responsible tourist behaviour in this literature review have
been split into two categories — internal and external - as represented in Figure
2.2. The internal influences include values, ethics, motivations, culture,
mindfulness, and the external influences include guidebooks, interpretation,
codes of conduct, marketing, visitor management, information, education and

communication.

Figure 2.2:  Suggested influences and constraints on responsible tourist
behaviour

Internal: External:

For example For example

- Values - Interpretation

- Motivations - Codes of conduct

- Ethics - Visitor Management
- Culture - Marketing

Mindfulness Information

The two groups are not mutually exclusive and so a factor identified in one
category could, to some extent, interact with a factor from a different category.
For example, information may become assimilated over time as part of a
person’s values. There is also an ideological overlap of issues as they are
discussed in the following literature, so although the subject of ethical concepts
is presented in a discrete section as is the subject of ethics in tourism literature,
the influence of ethics is woven throughout and reappears in, for example, the
discussion on cultural influences. Culture and values are presented together,
while the section of marketing discusses tourist typologies and encouraging the
right sort of tourist to match the destination, which leads back to attracting the

right sort of tourist with appropriate ethics and values.
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2.5.1 Motivations and travelling values

“Tourists often display peculiar behaviour in their new-found liberation, carrying

on in a way that would be regarded as highly unusual and even bring censure

and sanctions at home...Even elementary manners suddenly go by the board.

Everything else is taken along, but manners are often left at home.

Responsibility is rejected, egoism rules. And when entire groups of people

behave in this way the result is bewildering.

(Krippendorf 1984: 33)

What is it that motivates the tourist and what exactly is it about the nature of
tourism and tourists that apparently causes such problems for the countries that
receive them? There are those who want to escape their everyday lives and
those who travel to discover. MacCannell (1999), for example, who believes
that the tourist dissatisfied with his or her own superficial society searches for
authenticity in the society of others, would cite the motivation of tourists as being
to discover. Cohen and Taylor (1976: 114), alternatively, believe that escape is
the primary reason for holidays, the holiday they say “ . . . is the archetypal free
area, the institutionalised setting for temporary excursions away from the
domain of paramount reality”. Dunn Ross and Iso-Ahola (1991: 227) combine
the ideas of MacCannell and Cohen and Taylor, stating that “ . . . seeking and
escaping are the basic motivational dimensions of leisure behaviour’. They
continue that the two motivations are not necessarily mutually exclusive -

tourists may both seek to escape and escape to seek within the same holiday.

What the tourist wants to seek or escape from may vary from tourist to tourist
and further examination is required in order to understand why the tourist is
problematic. Unlike the Grand Tourist, the modern tourist seeks not only
knowledge but also pleasure, (Fodness 1994) and in this pursuit of pleasure
may satisfy the self rather than social norms (Gnoth 1997). The desire to
escape may also encompass a relinquishing of responsibility from everyday life,
with tour operators, guides and accommodation providers perceived as a
surrogate parent who takes care of everything (Pearce 1982; Urry 1990;
Chambers 2000). This release from responsibility can foster anti-social
behaviour as the tourist gets away from the constraints of home to a “ . . . setting
in which irresponsible behaviour may be deemed acceptable” (Josiam, Hobson
et al. 1998: 503). Dann (1977, cited in Ross 1994: 21) concurs, stating that

tourists can “ . . . indulge in kinds of behaviour generally frowned on at home”.
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France (1997: 3) also suggests that a tourist may behave differently while on
holiday as “ . . . a tourist is on holiday from his normal life”. While Swarbrooke
comments: “Perhaps, tourists who may take sustainable development seriously
in their everyday lives, believe that their annual vacation is the only time when
they can behave hedonistically, without the need to be responsible”
(Swarbrooke 1999: 11).

Whether seeking pleasure or escaping responsibility and constraints, in the final
analysis Mduller (1997: 32) blames the difficulties of achieving sustainable
tourism on an increasingly hedonistic philosophy stating that despite “ . . . more
environmental consciousness, the trend towards indulging in pleasure and
enjoyment and living life to the full continues virtually undiminished”. Even the
ecotourist can be seen as hedonistic, satisfying their cognitive needs as
opposed to the more sensual needs of the ‘club-Med’ type (Fennell and Malloy
1999).

If the literature is to be believed, people abandon their values when on holiday
and practise types of behaviour not generally condoned at home. Motivations
both to escape and discover may help explain a good deal of this behaviour,
however, as Crompton (1979, cited in Pearce 1982:64) comments “. . . to expect
motivation to account for a large variance in tourist behaviour is probably asking
too much since there may be other interrelated forces operating”. Ethics is one
of these interrelated forces.

2.5.2 Ethics and tourism

“Ethics is that branch of philosophy which investigates morality: the varieties of
thinking by which human conduct is guided and may be appraised. It looks at
the meaning, therefore, of statements about the rightness and wrongness of
actions; at motives; at blame; and fundamentally at the notion of good and bad.”
(Simmons 1993: 117).

As such, ethics may provide a sound theoretical basis to underpin research
seeking to understand the tourist’'s behaviour to act or not to act in a responsible
manner. However, despite the evident importance of ethics in addressing
guestions of ‘right’ and ‘wrong’ in the travel context, its application to tourism has
become an academic field of interest in the past decade or so (Prosser 1992;
Wheeller 1992; D'Amore 1993; Lea 1993; Wheeller 1994; Hultsman 1995; Walle
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1995; Greason 1996; Payne and Dimanche 1996; Malloy and Fennell 1998;
Fennell and Malloy 1999; Fleckenstein and Huebsch 1999; Weeden 2001;
Goodwin and Francis 2003; Holden 2003; Smith and Duffy 2003; Weeden
2005). Furthermore, compared to the literature on tourism impacts, there is
relatively little literature on the ethics of tourism, and many of these works point
to this deficiency and to the need for further research (Wheeller 1992; Wheeller
1994; Greason 1996; Payne and Dimanche 1996; Malloy and Fennell 1998;
Fennell and Malloy 1999; Weeden 2001; Fennell 2003; Holden 2003).

The content of some of these studies is also limited and the individual ethics of
the tourist are rarely discussed. For example, some studies focus on the
teaching of ethics as part of the content of tourism courses (Wheeller 1994;
Hultsman 1995). Holden (2003) concentrates on environmental ethics from the
point of view of industry, government and community, with little mention of the
tourist. Other studies examine a broad range of ethical issues by and large from
the point of view of industrial ethical responsibility (Wheeller 1992; Greason
1996; Fennell and Malloy 1999; Fleckenstein and Huebsch 1999; Weeden
2001). These ethical issues relate to impacts on the environment, and
relationships with the host communities, and fairness to employees and
marketing. Payne and Dimanche (1996) give a comprehensive overview of
ethics in tourism, including the ethical obligations of the tourist industry towards
the environment, the community, their employees and to the tourists. The
tourists are also, if only briefly, discussed in terms of their responsibilities
towards the environment, host communities, industry employees and each
other. Although Prosser (1992) makes mention of the role of the tourist in
ethics, again the debate is limited and focuses on the difficulties of a tourist to be

ethical on account of their motivation to be free and get away from it all.

Ethics and the tourist are raised in Smith and Duffy (2003) who discuss among
other things the host/guest relationship and travel to oppressive regimes.
Typically, however, the ethics debate only really touches on the tourist with
regards to the industry’s ethical obligations to the tourist (i.e., to make truthful
representations in their marketing, (Hultsman 1995; Greason 1996; Fleckenstein
and Huebsch 1999) or truth in menu, marketing or alcohol liability (Wheeller
1994) or the ethical content of codes of conduct (Malloy and Fennell 1998).
Even in the wider marketing literature the study of ethics focuses on the

corporate rather than the individual's ethics and “ . . . there has been little
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research attention focussed on understanding the ethics of consumers, and the
buyer behaviour attached to them” (Carrigan and Attalla 2001: 563). Of
particular significance to this study is Weeden’s (2001: 151) observation that * . .
. research is needed to ascertain tourists’ motivation for purchasing (or not
purchasing) ethical holidays”. However, the application of ethics to the
individual (tourist) and the actions of a responsible tourist are far broader than
merely buying behaviour i.e. choosing one brand over another or boycotting one
supplier. Nevertheless, the ethics of the individual holidaymaker are worthy of

further research.

2.5.3 Culture, values and attitudes

Having catalogued over a hundred different definitions of culture,
anthropologists Kroeber and Kluckhohn constructed a comprehensive definition

of culture:

“Culture consists of patterns, explicit and implicit, of and for behaviour acquired
and transmitted ... the essential core of culture consists of traditional (i.e.,
historically derived and selected) ideas and especially their attached values;
culture systems may, on the one hand, be considered as products of action, on
the other, as conditioning elements of future action”.

(Kroeber and Kluckhohn 1952:
181, cited in; Reisinger and Turner 2003)

Using this definition we can draw two important points of note: firstly, that culture
plays a role in action or behaviour, and, secondly, that values are the core of
culture. Figure 2.3 below demonstrates diagrammatically the links between
culture, values, attitudes and behaviour. It shows that culture, values and
attitudes will influence behaviour and that behaviour in turn is a manifestation of

cultural values and attitudes.
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Figure 2.3:  Influence of culture on behaviour

Source:

Culture

Behaviour Values

Attitudes

(Adler 1997: 16)

Hofstede (1980) also links culture and the values held by its members, stating

that culture is rooted in values, while for Rokeach (1973), the differences in

culture are related to differences in these cultures’ underlying value systems.

Culture

and values then are inextricably linked and it is these values that form

the core of other aspects of an individual such as behaviour, norms and rules,

and attitudes and perceptions (Reisinger and Turner 2003). These aspects are

presented below, however, it is values which are the overriding influence on

behavio

ur:

Values and behaviour — values prescribe behaviour that members of the
culture are expected to perform (Samovar and Porter 1988). They
specify which behaviours are important and which should be avoided.
Values are superior to behaviour.

Values, rules and norms — values provide a set of rules for behaviour
(Samovar and Porter 1988) which guide that behaviour. Values are
more personal and internal than rules and norms, and they can better
explain behaviour than rules and norms. Values are superior to rules
and norms.

Values, attitudes and perceptions — values are related to attitudes as
they contribute to the development and content of attitudes (Samovar

and Porter 1988). Attitudes are focused on specific objects and
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situations, whereas values refer to single beliefs that focus on general
objects and situations (Rokeach 1973). Values are seen to be better

predictors of behaviour than attitudes.

Like ethics, values guide individuals as to what they should or should not do.
‘... reduced to essentials, values are “conceptions of the desirable”. That is,
values are beliefs as to what is good, best, and right, and their opposites — bad
worst, and wrong. . . value is a felt sense of . . . how things ought (or ought not)
to be.”
(Kilby 1993: 32)

Cultural values can, to some extent, be attributed for tourist behaviour both in
terms of how the host/guest relationship is approached and how the tourist

impacts on the environment.

As far as social interaction is concerned, Pearce (1982) explores the problems
that hosts and guests can encounter when they come into contact with different
cultures, pointing to the culture shock that mismatched cultures can experience
and the ensuing negative feelings of mistrust and suspicion. There are several
other studies which illustrate these issues (for example: Stringer 1981; Pearce
1990; Reisinger 1997). Pearce (1990) reports that both hosts and guests at
homestay accommodation reported the difficulty of dealing with people from
different cultural backgrounds, and Stringer (1981) also documents tension
between hosts and guests with different cultural backgrounds at a British bed
and breakfast establishment. Brislin (1986) observes that tourists may easily
recognise that a demonstration of happiness is an appropriate response, but
that the way of displaying even such a fundamental emotion may be different in
the host's country thus contributing to the sense of unease with others’ culture.
Despite these problems, Hofstede (1980) believes that there are also the
benefits of intercultural awareness, friendship and exchange and on balance,

that these outweigh the disadvantages.

As for culture and the environment, in his essay A Sand County Almanac, Aldo

Leopold (1966) states that the individual is a member of a community whose
instincts prompt him to compete for his place in the community but whose ethics
prompt him also to co-operate. The land ethic enlarges the boundaries of the

notion of community to include soil, water, plants and animals, i.e. the land.
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Viewing the land, he states, as part of our own community shifts our perspective
from conqueror of the land, to fellow citizen with the land. Accordingly, moral
persons would intuitively understand which actions were or were not beneficial
to the community or the land. With regards to culture and the environment,
Kang and Moscardo (2005) find correlation between different cultural groups

and their environmental attitudes.

However, as a visitor outside their own culture and community, a tourist may be
unable to intuit what is right or wrong, what the correct attitude in a different
environment should be. We are all members of the global community and,
particularly in a shrunken modern world, we can expect to share common values
(Smith and Duffy 2003). Given the importance of cultural norms and attitudes in
guiding behaviour it is easy to understand how a traveller to a country with
different cultural norms may be at a loss as to how they can express their values
in an appropriate manner. Their core values may dictate that in their position as
guest they should be polite and inoffensive and respect the environment of the
country they visit, but how these same core values are enacted may no longer
be relevant or appropriate in a different context. Their values may not be
reflected appropriately by their behaviour as what is moral or good manners in
one country may not be appropriate in another (Buss 1999) and it may even be
inappropriate to impose these values in a different cultural system. Evidently
well-intentioned tourists are in need of some guidance and these means of

guidance are discussed in the following sub sections.

2.5.4 Market segments and visitor management

From a marketing perspective, Middleton and Hawkins (1998: 55) believe that

sustainable tourism is achievable only through two guiding principles:

e “First understand (research) the characteristics and nature of the sub-sectors or
segments at any given destination and target those that maximise
environmental benefits and minimise environmental damage.

e Develop specific visitor management techniques to achieve the optimum

sustainable balance of segments at the destination.”

These two principles of visitor segmentation and visitor management are

further explored in the following section; however, the environmental bias of
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the first point should be noted. For sustainability to be achieved it is equally
important to target tourists who produce the greatest economic benefit and
who would have the least damaging effect on the society or culture as well as

maximising environmental benefits and minimising environmental damage.

Market segments

Both Plog (1974) and Cohen (1974) have developed typologies of tourists’ roles
useful for segmenting the tourist market. Plog proposed that tourists could
roughly be split into allocentrics, midcentrics and psychocentrics. The former
prefers more unstructured, exotic holidays and more involvement with local
cultures while the latter prefers packaged and familiar ‘touristy’ areas.
Midcentrics, as the name suggests, lie between the two extremes, choosing
holidays that offer new experiences but within a sufficiently safe and familiar

culture.

Alternatively Cohen (1974) proposed four classifications:
e The organised mass tourist - dependent on the ‘bubble’ of the package
e The individual mass tourist — more autonomous than group 1.
e The explorer — seeks new areas, but wants comfortable accommodation
etc.

e The drifter — avoids all types of ‘tourist establishment’.

Whichever system of classification is preferred, the obvious point for Cohen is
that different types of tourist will place different demands on destination
locations. One effective way, therefore, of avoiding negative impacts is to
consider the type of tourist encouraged to the destinations, and to match tourists
with the most appropriate destination (Hall and McArthur 1993; Greason 1996).
Tourists themselves also make distinctions between one tourist and another.
Educated, experienced travellers may view tourists as anyone other than
themselves and the term ‘tourist’ as an insult (Krippendorf 1984). Travellers
work at something, while the tourist is passive and expects everything done for
them (Boorstin 1964) and as more and more people become tourists, however,
the less do they wish to be labelled as such (Sharpley 1994). Backpackers in
particular are keen to distance themselves from the tourist label, preferring the

term traveller (Riley 1988). Whatever the attitude of the tourist/traveller, these
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different types may demonstrate different levels of responsibility or ethical
viewpoints and further research is required to ascertain this (Fennell & Malloy
1999).

Gender is a further example of a demographic point of difference and may play
an important role in influencing behaviour. This is demonstrated by Brown
(1999) who noticed gender differences between those choosing to climb, or not
to climb, Uluru — there is increased sensitivity to the climbing of Uluru noted from
women respondents. Knapp (1985) observes that the outdoors has traditionally
been a male domain with an emphasis on conquering the elements. He
described men as more ‘conquest’ focused in the outdoors and women more
‘connection’ focused towards nature and the environment. A gender difference
is also reported by Gilligan (1982). In her work on moral development she
suggests that women show different stages of moral development from men,
placing more importance on inter-personal relationships and being more caring
and compassionate. Gender should certainly be viewed as a consideration in

explaining responsible tourist behaviour.

Visitor management

Visitor management is a tool which permits access to tourist sites whilst also
protecting the resource upon which the tourism is based. Developed from the
principles found in outdoor recreation and leisure areas, visitor management
refers to direct and indirect management (Lime 1979), while management for
tourism has been described split into hard and soft measures (Page 2003).
Direct/hard controls are based on regulation, limitation and restrictions and
indirect/soft controls are based on incentives and interpretation, marketing and

visitor co-ordination (Page 2003), see Table 2.4.

Direct/hard measures limit the individual’'s choice and there is a high degree of
control; indirect/soft measures are based on influencing behaviour, the individual
has freedom to choose and control is less complete (Manning 1999a). Indirect
control is often seen as preferable because imposing such limitations and
restrictions runs against the ethos of freedom, escape and recreation (Lucas
1982; Hall and McArthur 1993), however, visitors can be supportive of direct
management practices when they are needed to control the impacts of

recreation use (Manning 1999a). There are fundamental reasons why visitors
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may not conform to desired behaviour, ranging from lack of knowledge about
appropriate behaviour to wilful rule violations. Indirect management practices
are more appropriate in the former (i.e. information and education) and direct
management practices are more appropriate to the latter (i.e. the enforcement of

rules and regulations) (Manning 1999a).

Table 2.4: Different visitor management practices
Type of | Example

management

Direct/hard Impose fines

Use of zoning

Use of limits, restrictions and regulations

Use of reservations

Use of licensing

Law enforcement

Infrastructure policy and provision

Indirect/soft Improve (or not) facilities

Educate users

Advertise (or not) certain areas

Charge fees (either consistent or differential by zone, season
etc.)

Pricing incentives

Creation of alternative routes

Source: (adapted from Manning 1999a; Russo 2002; Page 2003)

A final point to note is that visitor management not only directs and controls
tourism but also plays an important part in providing visitors with opportunities to
be responsible. In his discussion on responsibility, ethics and nature, Hooker
(1992: 148) observes that constraints relate to the taking or bearing of
responsibility. This constraint derives from the idea that “ought implies can...
[but] If someone ought to take responsibility for something it must then be
possible in practice for them to do so”. Management, therefore, not only
provides regulations, controls and barriers, but can and should also provide the
opportunities to make the ‘ought to’ possible. It will be seen from the empirical
research that often the constraint on responsibility is not the attitude or value of

the visitor, but rather an external limitation.

Eco-labels

Eco-labels can be viewed as a marketing management tool to promote good
environmental performance (Font and Buckley 2001) and a recent WTO study

conducted in 2001 showed that there are over 7,000 certified products
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worldwide (Desalilly, Bushell et al. 2004). Despite their growth in popularity and
seeming importance in assisting consumer choice for responsible organisations,
their success should be viewed with caution. Confidence in the labels can be
influenced by the competence and independence of the institutions who award
and control the label (Lubbert 2001), and consumers are wary of the overall
credibility of the label (Font and Tribe 2001; Lubbert 2001; Desailly, Bushell et
al. 2004). Furthermore, their impact on influencing product choice and
consumer behaviour is of some debate “. . . the eco-labelling of tourism products
or organisations that satisfy particular indicators of environmental soundness will
positively appeal to relatively few tourism-consumers” (Sharpley 2001: 54). This
has been illustrated by Reisar and Simmons (2003) who noted a lack of
response to Green Globe 21 (GG21) labelling in their experimental research.
After raising awareness of GG21 through promotional displays at Christchurch
Visitor Information Centre, there was no discernable increase in attention
(measured by uptake of brochures) or of behaviour (purchase of products) of

GG21 benchmarked members.

2.5.5 Information, education and communication

Cater and Goodall write that the “ . . . tourists must understand a destination’s
‘sense of place’ if they are to respect its environment and culture” (1997: 88).
The key to this understanding and, perhaps therefore to responsible tourism, is
thought by many to be education and the dissemination of knowledge
(Krippendorf 1984; Gunn 1988; Eber 1992; Prosser 1992; Forsyth 1996; France
1997; Reisinger 1997; Luzar, Diagne et al. 1998; Boniface 1999; Broadhurst
2001) and is one of the main indirect visitor management tools discussed in the
preceding section. Sources of commercial information which tourists consult
prior to their holiday are shown in the literature to be brochures, guidebooks and
the media (Gitelson and Crompton 1983; van Raaij and Francken 1984; Eber
1992; Fodness and Murray 1997). Other sources of information and
communication are received and referred to in situ such as interpretation, codes
of conduct, guidebooks and promotional literature. For the purposes of this
research the focus is on information that is received in situ, as information
received prior to a trip may be assimilated and become part of the attitudes and
beliefs of an individual and these are covered elsewhere in the literature.
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There is a vast literature on the study of information, but, these preceding
literatures tend to be fragmented and there is little synthesis across subject
matter. For example, interpretation and codes of conduct are two distinct areas
that have been the focus of research attention. However, there has been little
work that brings the two together and they have tended to be presented as
discrete areas of academic study. Yet both seek to inform the tourist, and in
particular they have been suggested as ways of informing tourists of responsible
and appropriate behaviour. The content of the information presented through
interpretation, guides or codes of conduct could be based on similar theoretical
constructs or principles.  Even within topics of interpretation there is
fragmentation. Interpretation often focuses either on environmental and outdoor
recreational situations (for example Aiello 1998; Ballantyne, Packer et al. 1998;
for example Carter 2001a; Carter 2001b) or on cultural situations (for example
Keelan 1993; Moscardo 1998; Howard, Thwaites et al. 2001). Although the two
have been drawn together (see Hall and McArthur 1993) in empirical studies
there is often only limited synthesis of the two. Interpretation studies also tend
to focus on communication at the level of site management rather than
destination management. The work that such literature presents has great value
as it provides insight into the function and influence of education on behaviour.
It is suggested in this thesis that these lessons can be applied in a broader
context, across scale (site or destination), means (interpretation or codes of
conduct) and content (environmental, social or cultural issues) to help further our

understanding of responsible tourism.

There are several factors that have been identified as contributing to the
effectiveness of communication. These relate to the way in which information is
presented; how, where and by whom it is presented; the type of behaviour that
is targeted by the information and by the recipient of the message. They are

discussed in the following section.

Content of message

According to Roggenbuck (1992) there are three theoretical standpoints for
communication:

e Applied behaviour analysis: Visitors can be informed of rewards or

punishment that will be administered dependent upon visitor

behaviour.  Although sanctions can be useful they can create
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negative feelings from recipients (Malloy and Fennell 1998; Carter
2001b)

e Central route: Relevant beliefs of visitors are modified through the
delivery of substantive messages (i.e. reasoned messages). Such
communication initiatives can influence people’s attitude towards a
given subject by informing recipients about the consequences of their
actions. New or modified beliefs lead to desired changes in
behaviour.

e Peripheral route: The message source or medium is key. Sources
considered by visitors to be authoritative or powerful may influence
behaviour while other messages may be ignored. The credibility of
the source has greater effect than the content.

In addition, the content of messages can be founded in ethical reasoning, for
example (See Malloy and Fennell 1998) or on stages of moral development
(Christenson and Dustin 1989).

The recipient of the message

The recipients themselves will affect the success of communication for a number
of reasons. Firstly, recipients may have high attention or they may have low
attention to the messages. Where there is high attention to the message the
central route outlined above is more appropriate and attitude change via this
route is relatively persistent (Petty, McMichael et al. 1992). Where there is little
attention to the message the peripheral route is more appropriate. However, the
peripheral route does not have long-lasting effect on attitudes (Petty, McMichael
et al. 1992). Secondly, the motivations and type of traveller will also be relevant.
Explorers, it is suggested, are likely to be more receptive to interpretative
experience while escapers, socialisers or sedentary visitors pose more of a
challenge (Ballantyne, Packer et al. 1998). Finally, the values of the recipient
will affect their response to the message. For example people with a high level
of social responsibility are more likely to comply with information that explains
the consequences of undesirable behaviour (Carter 2001b). Communications
programmes should attempt to identify the common values held by the
recipients of the message and align the messages accordingly (Carter 2001b)

thus reaching a wider audience.
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The targeted behaviour

Communication, it is found, will only be appropriate to guide certain types of
behaviour. Behaviour such as careless action (e.g. littering), unskilled action
(e.g. selecting an improper campsite) or uninformed action (e.g. using dead
snags for firewood) may be amenable to communication (Manning 1999a). But
communication may not be so effective for behaviours such as illegal activities
(e.g. theft of artefacts or graffiti) or unavoidable activities (e.g. disposal of human

waste) (Manning 1999a).

Mode, media and management

Effective communication is dependent on multiple channels or media, and
strategies to encourage desired recreational behaviour patterns must include a
wide range of management interventions in addition to communications
initiatives (Mason and Mowforth 1995; Carter 2001b). Furthermore, information
needs to be easily understood, should be well disseminated and widely
promoted (Mason and Mowforth 1995). Finally, novelty, interaction, activity and
personal interest are found to be effective for interpretative messages while
repetition has been found to be related to decreased visitor attention (Moscardo
1996).

2.5.6 The means of communication

Communication then is very much linked with other factors that have previously
been discussed, such as the values of the visitor and means of visitor
management as well as the multiple channels and media that carry these
messages. The following section discusses some of the media that carry these

messages including interpretation, codes of conduct, guides and guidebooks.

Interpretation

In his seminal work, Interpreting Our Heritage, Freeman Tilden (1977: 3)

describes interpretation as “ . . . revealing, to such visitors as desire the service,
something of beauty and wonder, the inspiration and spiritual meaning that lie
behind what the visitor can with his senses perceive”. More recently, and

somewhat less romantically, interpretation has been seen as a useful tool in
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visitor management that can modify and influence the behaviour of visitors
(Manfredo 1992; Roggenbuck 1992; Hall and McArthur 1993; Moscardo 1998;
Carter 2001a; Carter 2001b). Interpretation can relieve crowding and
congestion, alter behaviour directly by giving information or indirectly by
fostering appreciation, and can create public support for conservation (Moscardo
1996).

Interpretation is more than simply providing written information and in essence is
about stimulating visitors’ imaginations or emotions so that they engage in a
positive way with the places that they visit through a variety of media and
communication channels (Carter 2001a). The tour guide, for example, is a key
provider of verbal information and as such can be crucial in brokering cross-
cultural education (Pearce 1982), for promoting responsible behaviour (Linge
Pond 1993), and for ensuring that the principles of responsible travel are
implemented (Kelly 1997). They can also be influential in promoting appropriate
behaviour (Medio, Ormond et al. 1997).

Although interpretation is upheld as a means for the effective management of
visitors, Carter (2001a, 2001b) documents examples where interpretation has
failed to produce the desired outcomes in terms of influencing visitor behaviour.
In the light of this failure, Carter (2001b) points to the need for further research
that examines responses and behaviour to interpretation in the field. The
Theory of Reasoned Action is suggested as one way of understanding why
interpretative messages are or are not successful (Fishbein and Manfredo
1992). It is suggested in this thesis that this theory as well as the Theory of
Planned Behaviour could be used as a means to understand responsible

behaviour in general and the theories are further explained in Section 2.6.1.

Codes of conduct

Codes of conduct attempt to promote a more responsible form of tourism
(Mason and Mowforth 1996). Codes are produced by governments,
communities, NGOs, religious and environmental groups and by industry and
can be aimed at industry, government, hosts and tourists alike (Mason and
Mowforth 1996; Malloy and Fennell 1998). Responsibility is manifest in two
particular areas with codes targeting the environment and the culture of the host

region (Mason and Mowforth 1996). One of the problems of codes of conduct in
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general is that that they can appear admonitory or patronising, detracting from
the relaxation of the holiday period (Mason and Mowforth 1995). Forsyth (1996:
14) quotes one tour operator who comments “ . . . you don’t want to go on
holiday with your schoolteacher.” But