
Relationship between Stages of Consumer Behaviour Model in Tourism

Sirvan Sen Demir

School of Tourism and Hospitality Management
Mugla University, 48170 - Mugla, Turkey

E-mail: sdemir@mu.edu.tr

Metin Kozak

School of Tourism and Hospitality Management
Mugla University, 48170 - Mugla, Turkey

E-mail: M.Kozak@superonline.com

Antonia Correia

CASEE, Faculty of Economics 
Algarve University, Edifício 9 Campus de Gambelas

8005 - 139 Faro, Portugal 
E-mail:acorreia@ualg.pt

INTRODUCTION

Despite the fact that there has been a significant increase in tourism demand over the past few 
decades, tourism enterprises have involved in a tough competition to increase their share in
the international tourism market as a result of globalization and innovation. In order to gain an 
advantage, understanding consumer behaviour and analysing its main internal and external 
factors may positively contribute to marketing activities and sale-increasing efforts of tourism 
enterprises. Understanding consumer behaviour enables to produce and present tourism 
products according to consumer needs. To present tourism products in a better way, it is 
necessary to examine which factors could affect consumers, which factors could affect 
product and destination preferences and the way and reason of purchasing. In other words, 
consumer decision making process should be well-analyzed. This process is composed of 
procedures that a consumer follows while choosing the most appropriate product yielding
higher benefits and efficiency.

Consumer behaviour is a dynamic process. However, the necessity of massive pre-
information because of the abstractness, indissolubility, instorability and instability of tourism 
products and the possibility of change in that information enables it even more difficult for 
consumers to make a decision. Understanding the consumer behaviour in every stage of the 
model contributes enterprises to develop products meeting consumer needs, attract more 
tourists and create a loyalty. Thus, the main purpose of this paper is to analyze the 
interrelationship between the five specific stages of the consumer behaviour model by 
developing a list of 10 hypotheses. In this model, need recognition (motivations) represent the 
external variables whereas the information search behaviour, evaluation of alternatives, 


