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ABSTRACT 
 
 
Any purchase of a tourism product requires some extent of information search on part 

of the consumer. Even for the simplest booking, the traveller must have information 

about prices, schedules, availabilities, suppliers, and transaction methods. For more 

complex holidays, information is needed for inspiration, planning, and execution of 

the trip. Because of the intricacies of the tourism product, communication in this 

industry is actively pursued by the customer, and it is essential for tourism marketers 

to make sure that the right kind of information is available at the right place at the 

right time. 

 

Achieving this precision in marketing communication is getting increasingly 

complicated as a result of an exponential growth in the amount of available 

information. Being two of the most dynamic industries in the world today, the 

concurrent expansion of tourism and information technology has increased both the 

number of information providers and the number of channels through which travellers 

may search for tourist information. One consequence of the information society is that 

it has become a huge challenge for marketers to compete for the attention of the 

consumer. A prerequisite for success in this competition is a thorough understanding 

of how these consumers choose between the various sources and channels of 

information available to them. 

 

This dissertation explores the reasons behind travellers’ choices of information search 

strategies. A search strategy is defined as the combination of an information source 

(provider of information) and an information channel (communication method), and it 

is argued that the two should be considered both separately and in combination when 

examining how travellers search for information. The results of this study indicate that 

the reasons for choosing an information source may be different from the reasons for 

choosing an information channel. When explaining why a search strategy is chosen, 

one should therefore distinguish between the choice of source and the choice of 

channel. When describing exactly how the traveller searches for information, 

however, better precision may be achieved by specifying which communication 

method is used to contact which information source. 
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A combination of quantitative and qualitative techniques was used in the research. 

Initially, a number of reasons for choosing information sources and channels were 

identified through a series of in-depth interviews with international travellers. It was 

found that the choice of information search strategy could be neatly described by 

referring to characteristics associated with the information seeker (person), the source 

and channel (product), and the circumstances surrounding the information search 

(situation). Although a number of variables associated with the individual and the type 

of trip have been identified in previous research, these results indicate that product 

attributes and the particular search context also play major roles in travellers’ choice 

of search strategy. 

 

After identifying relevant choice factors through qualitative interviews, a quantitative 

survey was designed to explore the relationships between these factors and the choice 

of specific information search strategies. A model is presented in this dissertation that 

illustrates significant associations between various personal, product, and situational 

variables and the choice of information sources and channels. 

 

Finally, the variables identified in the study were used in a series of logistic regression 

analyses to predict the choice between pairs of sources, channels, and strategies. The 

choice between talking to travel agents face-to-face and contacting service providers 

through the Internet was used as an example to shed some light on the options usually 

considered in the disintermediation debate. It was found that the choice could be best 

predicted with knowledge of the traveller’s age, nationality, and travel style. The 

results also indicated that prediction improved when specifying a combination of a 

source and a channel rather than considering the two factors in isolation. 

 

In addition to providing some insight into the disintermediation issue, this dissertation 

may contribute both to the study and practice of tourism by challenging the way 

information search has traditionally been measured. A tourism information matrix is 

proposed as a way of describing various combinations of sources and channels that 

may be used by travellers when searching for information. The most important 

contribution, however, is an increased understanding of the multitude of factors that 

seem to influence tourist information search. This understanding is essential to 

provide the level of precision that is required in marketing communication today. 
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1.0 Background 

A sound marketing orientation is essential to become successful in today’s 

competitive tourism environment (Morrison, 2002). The concept of marketing implies 

an exchange of information that accompanies the sale of every tourism product 

(Fesenmaier & Vogt, 1992). As Pan and Fesenmaier point out: “For a rational 

decision maker, information about different alternatives and the attributes of each 

option is needed to maximise utility of the decision” (Pan & Fesenmaier, 2001, p. 

245). To realise the full potential of tourism marketing, it is therefore important for 

researchers and practitioners in the field to develop a thorough understanding of 

travellers’ information needs and the ways in which they search for it. 

 

The main focus of this study is to investigate the factors associated with travellers’ 

choice of information sources and channels when visiting a foreign country. The 

research is exploratory in nature and uses a mixed methods approach with two phases 

of primary data collection; one qualitative and one quantitative. This chapter describes 

the background of the study, specifies the research problem, and discusses its 

significance to academe and industry. The research methods adopted for the study are 

then described, followed by an outline of the structure of this dissertation. 

 

Tourist information is used by the traveller in every phase of the trip, and superior 

tourism marketing is thus dependent on how efficient information sources and 

channels are in reaching potential customers. Because of varying information needs, 

various travellers will search for information in different ways (Kingsley & 

Fesenmaier, 1995). It is therefore necessary for researchers to understand how and 

where travellers search for information under different circumstances and the various 

information needs of different types of travellers.  It has been argued that information 

can be treated as one of the most or even the most important factor influencing and 

determining consumer behaviour (Assael, 1995). 
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Several tourism scholars have recognised the importance of understanding more about 

the factors influencing travellers’ information search strategies (e.g. Moorthy, 

Ratchford, & Talukdar, 1997; Fodness & Murray, 1999; Jeng & Fesenmaier, 1999; 

Chen, 2000). It is argued in this dissertation that to fully grasp the decision-making 

situation facing a traveller when searching for information, it would be beneficial to 

make a clear distinction between information sources and information channels. The 

first is a question of who is providing the information; the second is a question of how 

the information is communicated. 

 

Since the development of Claude E. Shannon’s Information Theory in the late 1940s, 

the distinction between sources and channels of information has been imprinted in the 

minds of generations of communications students, and the concepts have also been 

absorbed into everyday speech by the general public (Rogers, 1994). Following 

Shannon’s general communication model, an information source is the person or 

organisation from whom the information originates. Examples of information sources 

in tourism include travel agents, service providers (also referred to as suppliers), 

information centres, travel journalists, other travellers, as well as friends or family. An 

information channel, on the other hand, is the method by which the information is 

communicated to the receiver. Examples of tourism information channels are face-to-

face, telephone, TV, print, and the Internet. When searching for tourist information, 

the traveller considers both the choice of information source and the choice of 

information channel, and the factors influencing the former decision may be different 

from those influencing the latter. 

 

According to Simpson (1994), the distinction between sources and channels are 

among the most fundamental theoretical constructs of the information sciences. A 

review of information search literature in tourism, however, reveals that most studies 

make no distinction between information sources and information channels. Typically 

researchers use the term information source regardless of whether they are referring to 

the provider of the information or the communication method (See for example: 

Gitleson & Crompton, 1983; Raitz & Dakhil, 1989; Fodness & Murray, 1997). This 

may be seen as a weakness in the current literature that this study aims to address. 
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In any given search scenario the traveller is, in fact, using a combination of a source 

and a channel to obtain the necessary information. This may be illustrated as a matrix 

in which the information sources make up one axis and the information channels 

make up the other (Figure 1.1). 

  

 

Figure 1.1: The Tourism Information Matrix 
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whether the Internet or travel agents were most important in their trip planning when, 

in fact, a combination of the two may have been used through accessing a travel 

agent’s web site. In other words, the measurement of the traveller’s behaviour may 
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In this dissertation the term information search strategy is used to describe a 

combination of an information source and an information channel, and each cell in the 

tourism information matrix represents a possible strategy. It is argued here that 

measuring travellers’ information search with a matrix similar to the one in Figure 1.1 

makes for a more precise description of the travellers’ information search behaviour 

than the traditional lists of information sources and channels used in previous studies 

in this field. 

 

Most of the existing research on tourism information search was performed at a time 

when many source / channel combinations were the only logical option in certain 

situations. Traditionally, if a tourist wanted to get in contact with a travel agent, he or 

she would do so by picking up the telephone or by visiting the travel agent’s office in 

person. Now, however, it may be just as easy to acquire the same information by 

visiting the travel agent’s web site or sending an e-mail. Similarly, while other 

travellers used to be a source of information accessed mostly in-person while out 

travelling, the Internet now abounds with forums and discussion groups where other 

travellers can be reached at any time from anywhere in the world. More importantly, 

the Internet has vastly improved the direct access to tourism service providers, thus 

threatening to render certain intermediaries in the industry superfluous. The issue of 

disintermediation has been characterised by some authors as one of the biggest single 

issues currently facing the tourism industry (Inkpen, 1998). 

 

With the emergence of new electronic information channels, the problem of choosing 

the most appropriate channel is becoming increasingly important and difficult for 

tourism information providers. Understanding the reasons why travellers choose the 

information channels they do to reach a particular information source has therefore 

become paramount for tourism marketers. The Internet has radically changed the 

relative access to different sources of information and thus made it less self-evident 

which contact method a traveller will use to consult a particular information provider. 

Hence, it has become essential to make a clear distinction between who is providing 

the information (source) and how the information is communicated (channel). 
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1.1 Research Problem 

The rapidly changing information search environment has made it increasingly 

important to understand why tourism consumers choose the sources and channels they 

use to acquire the information they need for their travels. Knowing the various factors 

that influence this decision would vastly improve our understanding of 

communications between tourism marketers and consumers. Although the tourism 

literature has assessed a number of antecedent variables affecting information search 

behaviour, the question of what the travellers themselves base their choice of sources 

and channels on remains unanswered. This research addresses this gap in the literature 

by asking travellers directly about their reasons for using particular sources and 

channels of tourism information. Specifically, the study aims to answer the following 

research question: 

 

• What are the most important product, personal, and situational 

characteristics influencing travellers’ choice of information sources and 

channels when visiting a foreign country? 

 

The three types of characteristics included in this formulation reflect the idea that a 

consumer’s response or behaviour may be analysed in terms of the stimuli represented 

by the product and situational characteristics and the organism’s personal 

characteristics that these stimuli act upon (Belk, 1975). In this case the product in 

question is the source or channel that the traveller is considering, and their associated 

characteristics are commonly called product attributes (Fishbein & Ajzen, 1980). The 

term choice factor is used in this dissertation to refer collectively to these three types 

of characteristics. 

 

A second aim of the study is to investigate the relationships between these 

characteristics and the choice of particular sources and channels or combinations of 

the two. Recognising that previous research has not distinguished between sources 

and channels when contemplating such characteristics, this study is particularly 

concerned with how such a distinction may affect the relevance of previously 

identified choice factors. 
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1.2 Justification for Research 

Several scholars have acknowledged the need for more research into how and where 

travellers search for information (e.g. Perdue, 1993; Moorthy, Ratchford & Talukdar, 

1997; Fodness & Murray, 1999; Jeng & Fesenmaier, 1999; Chen, 2000; Lo, Cheung, 

& Law, 2002; Cai, Feng, & Breiter, 2003). While information search has been 

recognised as an active area of tourism research with a relatively extensive conceptual 

and empirical foundation, the literature has not given much attention to the specific 

topic of travellers’ choice of information search strategies (Fodness & Murray, 1998). 

 

Fodness and Murray (1997) claim that the most pressing need is for more systematic 

research describing how and why travellers use different information search 

strategies. These scholars suggest that future research examine travellers’ use of 

different information search strategies through the analysis of perceptions of the 

alternatives available to them for trip planning, and that such research should address 

the dimensions underlying search strategy preferences. The authors also argue 

explicitly that: “Future studies are also needed to specifically examine the 

relationships between information search and situational, tourist, and marketplace 

characteristics. For example, what causes different tourists to choose specific sources 

to plan their trips?” (Fodness & Murray, 1997, p. 520).  

 

According to Chen (2000), the literature about travellers’ information usage has so far 

focused primarily on two topics: 1) determining the relationship between travellers’ 

information usage and the distinct characteristics of travellers, and 2) delineating the 

unique information search strategies employed by travellers. However, this study 

seems to be the first to focus on the travellers’ own accounts of why particular sources 

and channels are chosen / not chosen in the information search process and the factors 

that are important to the traveller in this decision. 

 

Jeng and Fesenmaier (1999) have also pointed out that “Questions such as what 

sources of information are used for destination decisions, what kinds of information 

sources are used for other decisions etc. need to be addressed in order to provide more 

thorough knowledge about the triad relationships between tourist information needs, 
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information search behaviour, and travel decisions” (Jeng & Fesenmaier, 1999, p. 

136). Moreover, Moorthy et al. have argued that “Although much attention has been 

devoted to studying the antecedents of search effort, the need for a more careful study 

of the allocation of search effort across information sources should be emphasised” 

(Moorthy et al., 1997, p. 276). 

 

More recently, it has been pointed out that “with ever increasing advances in 

technology and diversification of tourism communication and distribution channels, 

traditional and new information sources need to be considered in relation to each other 

and how they fit into the holiday decision-making process” (Schweda, 2004, p. 151). 

Although several studies have looked at the use of the Internet as a new platform for 

tourism transactions, there seems to be a need for research that compares the choice of 

the Internet with traditional channels for information purposes. 

 

Finally, Cai, Feng, and Breiter (2003) have emphasised the need to distinguish 

between tourists’ preference for information content and their preference for 

information channels. Whereas Cai et al. focused on the information content, or what 

they call the “what” part of tourist information search strategies, the current study 

seems to be the first to investigate and compare the choice of information providers 

(who) and the choice of communication method (how). 

 

Incorporating both qualitative and quantitative research methods, this project may also 

contribute on methodological grounds as it has been recognised as a weakness in the 

tourism information literature that there is a relative lack of qualitative research. As 

Laws and Buhalis report: “Increasingly, interest is turning to qualitative methods, or 

the joint use of both approaches towards triangulation of data. […] This is particularly 

useful for the tourism distribution channels as there is still a great need for exploratory 

research and understanding of the fundamental factors determining behaviour” (Laws 

& Buhalis, 2001, p. 373). It has also been suggested by several authors that there is a 

general need for more qualitative research in the tourism literature as a whole (e.g. 

Walle, 1997; McIntosh, 1998; Decrop, 1999; Riley & Love, 1999). 
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1.3 Industry Significance 

Both researchers and practitioners of tourism have stressed the importance of 

understanding how and where consumers search for tourist-based information in order 

to more effectively market destinations and tourist products and services (Eby, 

Molnar, & Cai, 1999). Understanding the dynamics of tourism information acquisition 

behaviour is becoming ever more important now that information technology is 

increasing the amount of accessible information at a staggering pace (Christensen & 

Bailey, 1997). There is currently a tremendous development in the information and 

communication technologies that is already affecting all areas of the industry, and 

keeping up with the new trends in the market is a major challenge for tourism 

organisations. 

 

For an organisation to be successful in today’s rapidly changing tourism industry, it 

requires both a thorough understanding of the environment in which it operates, but 

more importantly, it requires an understanding of the behaviour of consumers who 

search for information in this environment (Gartner Group, 2000). The purpose of this 

research is to contribute to this understanding with a particular view to travellers’ 

choice of sources and channels in the information search stage of the consumer 

decision-making process. 

 

Specifically, this research can make a contribution to tourism organisations in at least 

three distinct areas: 1) product and service development, 2) marketing 

communication, and 3) marketing research. Firstly, with a better knowledge of what 

customers are looking for when choosing among various tourism information 

providers, an organisation may improve its products and services to better 

accommodate these desires. Knowing the evaluative criteria used by consumers when 

choosing communication channels may also provide guidance in the development of 

information technologies used to reach travellers. For instance, the adoption of mobile 

Internet devices, interactive digital TV, and in-flight information systems depends on 

an understanding of the criteria used by consumers when evaluating such technologies 

and comparing them to alternative information channels. 
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With regards to marketing communication, the primary contribution of this research is 

a clearer picture of which information providers should use which information 

channels to reach which type of consumer. This will allow for more precise 

communication strategies targeting the desired customers through the most 

appropriate communication channels. As pointed out by Gursoy and McCleary 

(2004), using tourists’ information source utilization patterns as a segmentation base 

can enable more focused media selection and tailored promotional mix. 

 

Finally, the tourism information matrix proposed here provides organisations and 

destinations with an instrument that may be used in market research to learn about the 

information search behaviour of current and potential customers. Inquiring about how 

a customer learned about an organisation’s products and services is an important part 

of the marketing research agenda for most businesses, and destination marketing 

organisations frequently ask their visitors about information sources used to learn 

about the destination. By using an adapted version of the information matrix, tailored 

to its specific market and situation, the organisation may obtain a more precise profile 

of their customers’ communication patterns than by using traditional instruments. 
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1.4 Research Methods 

An exploratory design formed the basis of this research although the study also 

contains elements of a more descriptive and even explanatory nature. A mixed 

methods approach was adopted consisting of two separate phases. Phase One involved 

a series of qualitative in-depth interviews. Open-ended questions were asked in this 

phase enabling respondents to explain in their own words how they made decisions 

about information source and channel usage. The main objective of Phase One was to 

elicit as many factors as possible relevant to the respondents’ choice of information 

search strategies. The focus was on product, personal, and situational characteristics 

that were found to influence this choice. These characteristics were categorised and 

quantified, and the aggregated results were displayed in a series of concept maps. 

 

Phase Two of the study was quantitative in nature, involving a self-administered 

researcher-assisted survey. This phase sought to assess the relationships between the 

use of particular sources and channels and the characteristics identified in the 

qualitative phase. The quantitative data were mainly analysed using descriptive and 

bivariate techniques. In addition, binomial logistic regression analysis was used to 

explore how the choice between sources, channels, and strategies might be predicted 

based on various product, personal, and situational characteristics. 

 

The overall design adopted for this study is frequently used in marketing research that 

attempts to identify so-called “evaluative criteria” used by consumers in their 

decision-making. Typically researchers first ask the respondents directly about their 

reasons for choosing a product to elicit a list of attributes associated with the product 

under consideration, before employing statistical techniques to identify a small 

number of attributes that serve as the most important evaluative criteria (Fishbein & 

Ajzen, 1980). The advantage of such an approach, according to Fishbein and Ajzen 

(1980), is that the relative strengths and weaknesses of a product with respect to each 

attribute dimension can be identified and used to develop appropriate marketing 

strategies. 
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1.5 Format of Dissertation 

This document follows a standard traditional format based on Chad Perry’s structured 

approach to presenting theses (Perry, 1998). The literature review in Chapter Two 

discusses in detail the context of this study on the background of previous research in 

tourism and related fields. Chapter Three discusses the methodological approach 

taken to the research problem and outlines the specific methods used in the collection 

and analysis of primary data. Chapter Four presents the results of the qualitative phase 

of this project, and culminates in a summary of the variables that were to be measured 

quantitatively in the second phase. Chapter Five presents the results of the quantitative 

study, and finally, Chapter Six concludes by discussing the most important findings in 

light of previous research and future implications. 
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2.0 Introduction 

The purpose of this chapter is to review existing literature and theories that are 

relevant to the research question to see how this study relates to previous work in this 

field. In addition to examining what the literature has to contribute by way of 

explaining travellers’ information search behaviour, there is an emphasis in this 

chapter on 1) arguing that the distinction between information sources and 

information channels is important for understanding this behaviour, and 2) showing 

how this distinction is not incorporated in previous research on the topic. The focus is 

on literature in the area of tourism information and information search. In addition the 

study draws on theory from related fields in consumer behaviour, information theory, 

communication studies, and information technology. 

 

Virtually all foundational models of consumer behaviour incorporate information 

search as a distinct component or separate stage in the decision-making process (Etzel 

& Wahlers, 1985). The most basic generic model is typically considered to consist of 

the following five stages: 1) problem recognition, 2) information search, 3) evaluation 

of alternatives, 4) purchase, and 5) post-purchase behaviour (Engel, Blackwell, & 

Miniard, 1995). The model has been applied to tourism services as well as other 

consumer products or services. Information search has also been regarded as a major 

component of a consumer’s total tourist experience. Van Raaij and Francken (1984) 

have proposed a “vacation sequence” model consisting of the following stages: 1) 

generic decision, 2) information acquisition, 3) decision-making, 4) vacation 

activities, and 5) satisfaction and complaints. 

 

This study focuses on stage two of these models as it attempts to investigate how 

travellers evaluate and choose between different sources and channels in the 

information search phase of the consumer decision-making process. Before turning to 

the various factors that have been suggested to influence this choice, the next section 

takes a closer look at the conceptual distinction between sources and channels of 

information. 
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2.1 The Role of Sources and Channels in Information Theory   

It seems intuitively germane to look first to Information Theory to provide a 

theoretical basis for the study of information search. Although many aspects of 

Information Theory are of little relevance to consumer or tourist information search 

behaviour, the general model of the communication process that was developed by the 

first information theorists supplies an invaluable conceptual framework for identifying 

the factors influencing this behaviour. Although the model has had a tremendous 

impact on the study of communication as well as other social sciences, it is argued 

here that the framework is largely ignored by researchers within the field of tourism 

information search. This section discusses the communication model in detail while 

making a case for its applicability to the topic of this dissertation.   

 

What was to become known as Information Theory was developed by Claude E. 

Shannon in the late 1940s and adapted to the social sciences by Warren Weaver in 

1963. The book The Mathematical Theory of Communication (Shannon & Weaver, 

1963) and the following discussions about their proposed model was in fact what 

spawned the whole discipline of communication as we know it (Baker, Barret, & 

Roberts, 2002). Everett Rogers claims that the publication of this book was “the most 

important single turning point in the history of communication science” (Rogers, 

1986, p. 85), while Rogers and Valente suggest that “Shannon’s information theory 

provided the root paradigm for the field of communication theory and research” 

(Rogers & Valente, 1993, p. 50). 

 

As an engineer working for the Bell Telephone Laboratories, Shannon’s ambition was 

to describe in mathematical terms the process by which a message is able to travel 

from a source to a destination (Radford, 2005). In particular, he was seeking answers 

to questions such as: Which kind of communication channel can bring through the 

maximum amount of signals? How much of a transmitted signal will be destroyed by 

noise while travelling from the source to the receiver? (McQuail & Windahl, 1981) 

However, as pointed out by Beck, Bennet, and Wall (2005), the mathematical 

dimensions of Shannon and Weaver’s Information Theory were largely ignored by the 

early communication theorists in favour of the adoption of the general diagrammatic 
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model of the process of communication. The model became the fundamental building 

block of the process school of communication, and it is this model that is the focus of 

this discussion. Figure 2.1 is one representation of the basic communication model 

and shows the relationship between the different components of the communication 

process. 

 

Figure 2.1: The Communication Process 

(Adapted from Baker et al., 2002) 

Source Encoding

Channel

Decoding Receiver

Feedback

Noise Noise

Message

 

According to this model, the source chooses a message and encodes it as words, 

symbols, pictures, or some other signal that can be transmitted to the receiver through 

the selected channel. The receiver decodes the transmitted signal back into 

meaningful thought and may choose to respond by sending a return message called 

feedback. The receiver then becomes the source of the return message. Noise refers to 

any unwanted additions to the signal such as distortions, errors, or extraneous material 

(Baker et al., 2002). Shannon and Weaver’s communication model has been modified 

and adapted countless times in various articles and textbooks on the topic. However, 

the basic notion of the source as being a distinct element in the communication 

process that is essentially different from the channel through which the information is 

transmitted is widely recognised. 
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“First in the process is the information source, producing a message or a chain of 

messages to be communicated” (McQuail & Windahl, 1993, p. 13). Shannon and 

Weaver (1963) refer to the term information source as the brain behind the selection 

of messages to be transmitted to a receiver. This idea suggests that the information 

source is the human originator of the message. Schramm specifies that the source may 

also be seen as the organisation for which this person works: “A source may be an 

individual (speaking, writing, drawing, gesturing) or a communication organisation 

(like a newspaper, publishing house, television station, or motion picture studio)” 

(Schramm, 1954, p. 3). 

 

Thus, the source is the answer to the question: Who has composed the message? 

Following this usage the term tourism information source will in this dissertation refer 

to the person(s) or organisation(s) providing the information that is communicated to 

the potential receiver- the traveller. When the terms travel agents and visitor 

information centres are used to describe information sources, it is the organisations or 

the people working within them that are referred to rather than the physical premises 

wherein they operate. 

 

The channel may be thought of as simply “the method used to deliver a message” 

(Adler & Elmhorst, 1999, p. 6). Dance (1967) similarly defines channel as the means 

of sending messages such as by telephone, telegraph, radio, or couriers. In other 

words, the channel is the answer to the question: How is the message being 

communicated? This concept encompasses the technologies that are commonly 

associated with the word medium but also methods such as printed communication 

and oral communication whether it be over the telephone or face-to-face. As Adler 

and Elmhorst (1999) point out, the words channel and medium are often used 

interchangeably. 

 

The term face-to-face is used here to describe direct oral communication although 

technically speaking the channel is the air between the speaker and the listener with 

the airwaves created by the source’s vocal system (Berlo, 1960). Berlo (1960) points 

out that the term channel has been interpreted in at least three different ways when 
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applied to human communication theory. Using the analogy of a river boat with the 

message being the cargo, he explains that the term channel has been used to describe 

1) the modes of encoding and decoding messages (boat docks), 2) message-vehicles 

(boat), and 3) the vehicle-carriers (water). In summary Berlo suggests: “For the 

moment, it is enough to say that a channel is a medium, a carrier of messages. It is 

correct to say that messages can exist only in some channel; however, the choice of 

channels often is an important factor in the effectiveness of communication” (Berlo, 

1960, p. 31).  

 

The above discussion has used the terms channel, medium, carrier, method, and 

means interchangeably to denote the same concept, but as Berlo states: “In any case, it 

is not the name that is vital – it is the function. Channels couple the source and the 

receiver enabling them to communicate” (Berlo, 1969, p. 67). What is vital in our 

discussion is that the channel is essentially different from the source, and that this 

difference needs to be considered when studying travellers’ information search 

behaviour. Regardless of whether channels are thought of as boat docks, boats, or 

water, the concept is readily distinguishable from the notion of source, which would 

be analoguous to the person or organisation manufacturing the cargo. For the purposes 

of this study, a tourism information channel is defined broadly as the method used to 

communicate a piece of tourist information to the traveller.  

 

An important point in Berlo’s discussion of the communication model is that “all 

messages must be transmitted through a channel and that the choice of channel is 

important in determining the efficiency and effectiveness of communication” (Berlo, 

1960, p. 68). In this linear model the communication is initiated by the source, and the 

choice of channel is therefore seen from the source’s point of view. This may be 

called the push perspective of the communication act and seems to be the most 

prevalent way of regarding the communication process. It also seems to be the most 

common perspective taken to channel selection both within media studies and within 

organisational behaviour. 
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Information search, on the other hand, involves looking at the communication act 

from a pull perspective. In this case the receiver of the information plays an important 

role in initiating the communication act. When a person is searching for information 

he or she has in fact a choice of 1) what type of message or information to acquire, 2) 

which source to acquire the information from, and 3) which channel to acquire the 

information through. When deciding how to obtain a piece of information, the 

traveller is therefore choosing a combination of an information source and an 

information channel that can communicate the desired message. In fact, information 

can only be acquired as a bundle consisting of these three components. In this 

dissertation the term information search strategy is used to describe a combination of 

an information source and an information channel. 

 

Although several tourism researchers have acknowledged the importance of 

understanding where and how consumers acquire information about different tourism 

services, this literature review will show that most authors make no distinction 

between the source (i.e. the person(s) providing the information) and the channel (i.e. 

the method) through which the information is communicated. As will be shown later 

in this chapter, researchers have tended to use the term information source regardless 

of whether they are talking about the provider of the information or the 

communication method. In this dissertation it is argued that it is essential to make a 

clear distinction between the two concepts to get a better picture of the criteria 

involved when travellers’ choose how to acquire tourist information. 

 

In their choice of information source it is sometimes most appropriate for a traveller 

to consult a commercial travel agent, whereas other times he or she will be better 

served by asking other travellers about their experiences. In deciding on which of 

these sources to consult the consumer might use criteria such as credibility and 

familiarity with the product to evaluate which information provider would best serve 

his or her purpose. The commercial travel agent may be perceived as being biased 

towards a particular product, whereas a fellow traveller, although less biased, may 

lack the required knowledge to be a useful information source. It is likely that issues 

of trust will play a major role in deciding whether to seek information from a service 

provider or a service user. 
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Then, if the consumer decides that he or she would be best served by contacting a 

travel agent, the choice of the most appropriate information channel might be based 

on a different set of criteria. Sometimes is might be best to talk to the travel agent 

face-to-face, whereas other times it is better to communicate with him or her through 

e-mail or telephone. The travel agent’s credibility and familiarity with the product 

would normally be the same regardless of contact method, so in the choice of channel, 

factors like information format and media preference would be more likely to guide 

the outcome of the decision. 

 

The mathematical aspects of information theory have had enormous practical 

applications in the electronic sciences of communication where there is a need to 

compute information quantities and design information channels that facilitate 

effective handling of communication (Littlejohn, 1989). Krippendorff notes that: “The 

theory became a milestone in communication research and marked the transition from 

an industrial to an information society” (Krippendorff, 1989, p. 59). John Horgan goes 

as far as to claim that Claude Shannon wrote the Magna Carta of the information age 

(Horgan, 1990, as cited in Rogers, 1994, p. 435). 

 

The major contribution of classical information theory to the social sciences is that the 

latter have used the technical model as an analogue for modelling interpersonal 

communication (Littlejohn, 1989). “Except for this analogue function, information 

theory has little relevance to any domain outside information per se”, according to 

Littlejohn (1989, p. 45). Most of the critique raised against information theory has 

been based on the inappropriateness of this analogy, i.e. the inability of the model to 

fully explain human communication. One thread of critisism attacks the linearity of 

the model, which implies that the communication act is a one-way process with an 

identifiable beginning and end. In fact, the feedback loop imposed in Figure 2.1 is a 

result of DeFleur’s (1966) argument that communication usually results in some form 

of response from the receiver. 

 

Other circular models of communication have been developed by Osgood and 

Schramm (Schramm, 1954). Dance (1967) takes this one step further and proposes a 
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helical model of communication to illustrate the fact that communication rarely comes 

back to the same point where it started but rather develops dynamically like a 

spiralling helix. All these models focus on describing the communication process and 

have been criticised for being too mechanistic and not taking into account other 

aspects of human communication such as semiotics, personal influence, unintentional 

communication etc. (Trenholm, 1991). However, this type of argument tends to ignore 

the purpose for which the models were developed. As David Ritchie points out: “To 

criticise Shannon’s model as inapplicable to the complexities of human 

communication is to criticise a rowboat because it is not a whale” (Ritchie, 1986, as 

cited in Rogers 1994, pp. 441-442). 

 

The adoption of the main components of the model to describe important elements of 

the communication process seems to be less controversial than the actual shape of the 

model and nature of the relationships within the process itself. The SMCR (source-

message-channel-receiver) framework has been imprinted in the minds of generations 

of communications students, and the concepts have also been absorbed into everyday 

speech by the general public (Rogers, 1994). These components also form the basis of 

Harold Lasswell’s (1948) famous definition of communication where he suggests that 

a convenient way to describe an act of communication is to answer the following 

questions: 

 

Who 

Says What 

In Which Channel 

To Whom 

With What Effect? 

 

As Simpson notes, Lasswell’s dictum is “practically inscribed in stone over the portals 

of those U.S. colleges offering communication as a field of study” (Simpson, 1994, p. 

19). Considering the impact of this model in communication sciences it may seem 

surprising that these elements have not played a more prominent role in the 

description of travellers’ information search process. The elements of Lasswell’s 



 22

definition seem to capture very appropriately some important variables in the tourism 

marketing communication process as well as any other form of tourism information 

distribution. In summarising the impact of Shannon and Weaver’s communication 

model, Rogers epitomises it’s applicability as a framework for studying the 

communication process: 

 

More than any other theoretical conceptualisation, it served as the 

paradigm for communication study, providing a single, easily 

understandable specification of the main components in the communication 

act: source, message, channel, receiver. Thus, communication investigations 

of the communication act could identify source variables (such as 

credibility), message variables (like the use of fear appeals), channel 

variables (such as mass media versus interpersonal channels), and receiver 

variables (like the persuasibility of audience individuals). [...] Thus, it 

seemed facile to translate the Shannon model of communication into a 

general classificatory scheme for the variables included in communication 

research. 

      (Rogers, 1994, p. 438) 

 

This study represents an attempt to apply this classificatory scheme to the area of 

tourism information search and try to identify variables specific to travellers’ choice 

of information search strategies. It is believed that by incorporating the clear 

distinction between information sources and information channels that this framework 

suggests, it will provide a more sound picture of the factors that are involved in the 

tourism information search process. The following sections discuss how this process 

has been conceptualised so far in the extant tourism literature. 
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2.2 Tourist Information Search 

Consumer awareness, selection, and choice of travel products and services depend on 

the information available to and used by the traveller, and tourism researchers have 

thus understandably directed considerable attention to the study of information search 

(Fodness & Murray, 1997). Information search or information seeking has been 

conceptualised in different ways by different researchers but is generally considered 

to mean the process of consulting various sources before making a purchasing 

decision (Mouthino, 1987; Andereck & Caldwell, 1993; Maser & Weiermair, 1998). 

Engel et al. point out that these sources are not necessarily external to the consumer 

and defines information search as “the motivated activation of knowledge stored in 

memory or acquisition of information from the environment” (Engel et al., 1995, p. 

182). This dimension of information search as well as other ways of regarding the 

concept are discussed further later in this section. 

 

The primary motivation behind information search is the desire to make better 

consumption choices (Fodness & Murray, 1999). However, tourism information may 

also have other functions like sensitising consumers to the idea of having a vacation, 

persuading them to do so, and heightening the appreciation of a vacation (Van Raaij, 

1986). Along these lines it has been suggested that destination-specific literature and 

the mass media, generally perform an informing function, whereas friends and 

relatives and travel consultants generally perform a legitimising or evaluative function 

(Gitleson & Crompton, 1983). Researchers have also pointed out the hedonic as well 

as other functions of tourism information search (Vogt & Fesenmaier, 1998; 

Goossens, 2000). 

 

Usually, however, the acquisition and use of information is a means and not an end to 

consumer behaviour. Some travellers may have specific problems to solve e.g. a 

tourist in need of directions to a specific place. Other travellers may not know what 

information they need, but they know they are looking for some type of travel 

information. This variation in information needs, means that different travellers will 

search for information in different ways (Kingsley & Fesenmaier, 1995). It is 

therefore essential for researchers to better understand how and where travellers 
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search for information under different circumstances. Assael (1995) has argued that 

information can be treated as one of the most or even the most important factor 

influencing and determining consumer behaviour. 

  

Tourists are generally expected to engage in relatively extensive information search 

before a trip (Dellaert, 1999). Because of the inherent product characteristics, 

information search to plan leisure travel is likely to take longer and to involve the use 

of more information sources than the search for information about many other 

consumer products (Fodness & Murray, 1998). Several reasons have been suggested: 

  

Cost: A vacation is considered a relatively costly product both in terms of a 

person’s discretionary time and income (Gitleson & Crompton, 1983). 

 

Intangibility: Unlike durable goods, intangible tourism services cannot be 

physically displayed or inspected at the point of sale before purchasing 

(Gitleson & Crompton, 1983). 

 

Novelty: Many vacationers are interested in visiting new, unfamiliar 

destinations as a primary travel motive, which implies that they have little 

desire to return to a previously visited destination, no matter how successful a 

previous vacation at that destination has been (Schul & Crompton, 1983). 

 

Distance: Most tourism services are by definition bought before the time of 

their use and far away from the place of consumption (Buhalis, 2000). 

 

Image: The decision to purchase a holiday is also important in that it is viewed 

by many people as an extension of their personality (Mill & Morrison, 1992). 

 

Infrequency: Leisure time has become a scarce commodity, and thus the 

annual holiday or even the weekend break is of great value to the consumer 

(Wicks & Schuett, 1993). 
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Because of these factors, investing in a vacation is associated with uncertainty and 

risk. Consumers therefore seek out detailed information in an effort to try to minimise 

the gap between their expectations and their subsequent experience (O’Connor, 2001). 

 

According to Howard and Seth’s (1969) Theory of Buyer Behaviour, the buyer’s 

uncertainty in judging available products or services acts on risk arousal, which in 

turn stimulates attention to and search for information. The aforementioned 

characteristics of tourism services make for a travel decision-making process that is 

relatively high in uncertainty and risk for the consumer. Risk categories typically 

employed in the tourism literature involve: equipment risk, psychological risk, social 

risk, financial risk, time risk, satisfaction risk, and physical risk (Roehl & Fesenmaier, 

1992). Due to the high risk involved when buying tourism products, the use of 

external information to reduce this risk seems apparent (Nysveen & Lexhagen, 2002). 

D’Ambra and Wilson (2004) propose that the Internet is about to replace the role of 

many traditional information resources in terms of reducing buyer uncertainty. 

 

Another reason why information search is particularly interesting from a tourism 

marketer’s point of view is the fact that there seems to be a positive association 

between the amount of search and time and money spent on a trip (Etzel & Wahlers, 

1985; Wicks & Schuett, 1993). Tierney (1993) found that travellers who stopped for 

information at state traveller centres both stayed longer and spent more money during 

their visit than other travellers. It has also been found that a person’s intention to visit 

a destination is positively related to both the number and type of information sources 

used (Baloglu, 1999). The provision of information, therefore, is important both in 

terms of getting the potential tourist’s attention in the first place but also to guide and 

direct travellers during their stay at the destination. 

 

Several studies on tourism information search have been motivated by its potential 

use as a basis for segmentation. These studies have raised the question of if and how 

consumers can be segmented on the basis of their information search behaviour (e.g. 

Woodside & Ronkainen, 1980; Perdue, 1985; Snepenger, 1987; Hsieh & O’Leary, 

1993; Fall, 2000; Bieger & Laesser, 2001). As Maser and Weiermair point out: “Most 
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empirical work done in travel information research has focused on identifying either 

‘information search segments’ or ‘information source segments’ and has used 

behavioural and personal characteristics for its description” (Maser & Weiermair, 

1998, p. 108). The rationale behind this interest is, of course, that the different search 

strategies manifested within a tourism market represent the means by which service 

and product offerings are communicated to the traveller (Assael, 1995). 

 

2.21 Theoretical Dimensions 

Much of the conceptual research on tourism information and information search has 

discussed a variety of dimensions along which different types of information and 

search behaviour have been defined. In this section the most important of these 

dimensions are used as a framework for reviewing this particular part of the literature 

as well as delineating this project with regard to these concepts. 

 

Internal vs. External 

One fundamental classification of information search is internal vs. external. Fodness 

and Murray (1999) refer to this as the spatial dimension of information search, 

reflecting the locus of the activity. Internal search involves using past experiences as 

the basis for tourism planning. Initially information search almost always takes place 

internally, and sometimes internal sources are considered sufficient to make a 

decision. As pointed out by Engel et al. (1995), internal search is really nothing more 

than a cognitive scan for decision-relevant knowledge stored in the long-term memory 

of the consumer. 

 

Often, however, internal information search must be supplemented with information 

from external sources. External search represents a conscious effort to seek out new 

information either through personal communication with others or through other types 

of media. Vacationers turn to such external sources in order to learn about the number 

of alternative destinations that may meet their needs, the characteristics and attributes 

of those destinations, and their relative desirability (Gitleson & Crompton, 1983). In 

their model of destination choice, Um and Crompton also make a distinction between 

internal inputs and external inputs which they define as “the sum of social interactions 
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and marketing communications to which a potential pleasure traveller is exposed” 

(Um & Crompton, 1990, p. 434). 

 

In the tourism context, information search is predominantly external, involving 

considerable effort and a variety of information sources (Fodness & Murray, 1997). 

Although it is recognised that internal sources also play an important role in the 

decision to purchase a tourism product, this research is primarily concerned with the 

choice of external sources and channels of information. 

 

Static vs. Dynamic 

Sheldon (1997) suggests a distinction between static vs. dynamic tourism information. 

Some tourism information does not change very frequently and therefore is relatively 

static, whereas other information changes frequently and is intensely dynamic. 

Examples of static tourism information that may change in the long run but not in the 

short run are product descriptions, transportation routes, maps, and location 

information. Prices and other aspects of the service offering are usually more 

dynamic. 

 

The distinction between static and dynamic information is particularly interesting in 

this context as the different types of information vary in terms of their most suitable 

communication channel. This dimension thus suggests one factor that may be 

important in influencing travellers’ choice of information channels. While static 

information lends itself to distribution and accession through hard copy, video, DVD, 

CD-ROM, or other off-line media, dynamic tourism information is usually better 

distributed and accessed through a more dynamic medium such as the Internet, 

telephone, or face-to-face communication. 

 

Pre-Trip vs. In-Trip 

Information is needed by travellers in different times and different places. Pre-trip 

information in the planning phase of a trip is required in the traveller’s home region or 

the prior destination. In-trip information is sought either en route or at the destination. 

Flognfeldt and Nordgren (1999) distinguish further between these two types of in-trip 
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information arguing that there are at least three stages in the information collection 

process: 1) information received or collected at home, before the start of the trip, 2) 

information obtained or viewed during the trip (but before entering the destination), 

and 3) information obtained or used at the destination visited during the stay. 

Examples of the second type of information include airlines’ in-flight information 

systems, highway road signs, or any mobile information such as a guidebook or 

cellular phone. 

 

According to a study by Mansfeld (1992), tourists rely more on informational material 

while preparing their trip at home than after arriving at their destination. There is, 

however, a trend among travellers towards leaving more of their decisions until they 

are at the destination (Sheldon, 1997), and this need for more in-trip information is 

spawning new IT applications such as mobile Internet technology. As Jenkins (1978) 

reports, vacationers first select a destination and then look for accommodation, 

activities, attractions etc. Very often these sub-decisions are left until after arrival at 

the destination (Fesenmaier & Jeng, 2000). 

 

This research acknowledges that trip phase, i.e. whether the information is sought 

before or after departure may influence which sources and channels the traveller uses. 

The study therefore considers both pre-trip and in-trip information when assessing 

travellers’ choice of information search strategies. 

 

Decisive vs. Contributory 

Engel et al. (1991) have suggested that information may be either decisive, having a 

major influence on choice, or it may be contributory. Contributory information 

stimulates awareness or interest and may broaden the user’s knowledge base, but it 

does not have a major impact on decision-making. As a third alternative Fodness and 

Murray (1998) propose that information may also be ineffective, meaning that 

exposure to it has no particular impact on decision outcomes. 

 

As Vogt and Fesenmaier (1998) point out, not everyone who request tourist 

information actually visit, or even intend to visit the destination. “They may be 
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satisfying other needs to entertain themselves, to share with others, to view pictures to 

familiarise themselves with places, or simply to satisfy their curiosity” (Vogt & 

Fesenmaier, 1998, p. 552). Such information may be contributory to a future purchase 

decision but will also often be ineffective, or rather, serve other functions. 

 

The eventual effect of the information acquired from a particular information source 

or channel is difficult to evaluate at the point of choosing where and how to get this 

information. This dimension is therefore not directly relevant to the process of 

deciding on a search strategy. It is acknowledged, however, that both sources and 

channels may differ in their potential to provide decisive as opposed to contributory 

information. 

 

Formal vs. Informal 

Tourism information can also be classified according to its level of formality. 

Informal information is acquired through communication with relatives, friends, or 

other travellers (Mathieson & Wall, 1982). This information is usually not structured 

or organised in any way. Formal information is purposefully designed to convey a 

consistent message about the qualities of a place or environment (Raitz & Dakhil, 

1989). This particular type of information is very often produced by sources that are 

hired to create a positive image of a place and thereby encourage visitors. 

 

Thus, one can see that the level of formality is by definition closely associated with 

the source of information. It also affects to a large degree which communication 

channels will be used. Printed media and TV are typically associated with formal 

communication, whereas telephone and face-to-face are usually more informal. 

Because of the low barriers to publishing on the Internet, this particular medium 

abounds with formal as well as informal tourist information. Both formal and informal 

information sources and channels are considered in this project. 

 

Interpersonal vs. Impersonal 

Tourist information can be presented either by way of interpersonal or impersonal 

communication. Interpersonal information occurs in a direct exchange between two or 
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more people (Hsieh & O’Leary, 1993). It can involve the communication taking place 

between a sales person and a prospective customer, as well as word-of-mouth 

communication where the message is not directly controlled or managed by an 

organisation. In contrast, impersonal information is directed to a large and diffuse 

audience through non-personal channels such as television, radio, newspapers, and 

magazines. 

 

The Internet occupies a distinct position, as it is a medium that lends itself both to 

interpersonal and impersonal communication. For a commercial information source, it 

is possible to use the Internet both as a mass medium and for so-called one-to-one 

marketing. Non-commercial travel communities also make use of both impersonal 

news groups as well as interpersonal chat rooms where travellers exchange 

information in a more direct manner. Tourism research indicates that impersonal 

information is mostly consulted in the early stages of the search process, whereas 

interpersonal sources are mainly used at a later stage (Van Raaij & Francken, 1984). 

 

Whereas the distinction between sources and channels are usually clear when it comes 

to interpersonal communication, it is often less apparent (and therefore more often 

ignored) with regards to impersonal information. Although tourist information may be 

regarded as being less personal if it is distributed through so-called mass 

communication, it must be emphasised that all exchange of information ultimately 

happens between one person (or more) who is the source / sender and one person (or 

more) who is the receiver. The level of personalness, however, varies from one 

information channel to the next and is considered to be an important distinguishing 

attribute of information channels. 

 

Ongoing vs. Prepurchase 

Information search is commonly thought of as an activity triggered and motivated by 

a current purchasing problem. It should be noted, however, that consumers often 

engage in ongoing external information search in the absence of specific purchase 

deliberations. This distinction between ongoing search and prepurchase search is 

what Fodness and Murray (1999) call the temporal dimension of information search. 
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As Crotts (1999) points out, ongoing search for information is conducted both to 

acquire information for later use and because the process itself can be pleasurable. 

According to Block, Sherrell, and Ridgway (1986), prepurchase search is influenced 

by involvement in the purchase (e.g. a particular vacation), while ongoing search is 

influenced by involvement with the product. This may be either a general interest in 

travelling or perhaps an interest in geography or history. In this case the traveller is 

intrinsically motivated and sees the gathering of information as a reward in itself 

(Goossens, 1994).  

 

Surfing on the web or watching a destination video on television may be examples of 

ongoing information search activities that are motivated by pure entertainment value 

rather than their function in a purchase problem-solving context. Although this type of 

information search may play a significant role in a subsequent purchase situation, this 

study is primarily concerned with prepurchase information search. It is acknowledged, 

however, that both sources and channels of information may vary considerably in 

terms of their applicability to ongoing versus prepurchase information search. 

 

Degree vs. Direction 

Engel et al. (1995) distinguish between the degree and the direction of the external 

information search process. The degree represents the amount of search and is 

reflected by the amount of time spent on search and the number of sources that are 

consulted. This aspect has also been termed the search effort (Schmidt, Spreng, & 

Richard, 1996). The direction of the search, on the other hand, represents the specific 

content of the search and may be described in terms of which information sources the 

consumer consults. Fodness and Murray (1999) use the term search strategies to 

describe the combination of different information sources that the tourist uses when 

researching a product or service. Note that this term is used in this dissertation to 

describe the combination of information sources and channels, rather than the 

combination of several sources. 
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Table 2.1: Determinants of Search Effort 

Variable Study 
Prior Visits / Novelty Gitleson & Crompton, 1983 

Etzel & Wahlers, 1985 
Perdue, 1985 
Van Raaij, 1986 
Snepenger, 1987 
Chon, 1991 
Perdue, 1993 
Lo, Cheung, & Law, 2004 

Sociodemographic Variables 
(e.g. age, gender, education, income, nationality) 

Gitleson & Crompton, 1983 
Van Raaij & Francken, 1984 
Etzel & Wahlers, 1985 
Chon, 1991 
Maser & Weiermair, 1998  
Jeng & Fesenmaier, 1999 
Hyde, 2000 

Purpose of Trip Gitleson & Crompton, 1983 
Etzel & Wahlers, 1985 
Jeng & Fesenmaier, 1999 
Lo, Cheung, & Law, 2002 
Lo, Cheung, & Law, 2004 

Timing of Travel Planning Gitleson & Crompton, 1983 
Perdue, 1985 
Jeng & Fesenmaier, 1999 

Length of Trip Gitleson & Crompton, 1983 
Etzel & Wahlers, 1985 
Jeng & Fesenmaier, 1999 

Personal Involvement Perdue, 1993 
Dodd, 1998 
Hyde, 2000 

Presence of Family or Friends Fodness & Murray, 1999 
Bieger & Laesser, 2000 

Travel Knowledge / Experience Etzel & Wahlers, 1985 
Jeng & Fessenmaier, 1999 

Travel Companions Jeng & Fesenmaier, 1999 
Hyde, 2000 

Intentions to Travel Manfredo, 1988 
Hyde, 2000 

Accommodation Chon, 1991 
Hyde, 2000 

Attitudes Toward Trip Manfredo, 1988 
Chon, 1991 

Expenditure Van Raaij, 1986 
Tierney, 1993 

Activities of Interest Etzel & Wahlers, 1985 
Cultural Interest Schul & Crompton, 1983 
Desire for Excitement Gitleson & Crompton, 1983 
Desire for Well-planned Trip Gitleson & Crompton, 1983 
Duration of Trip  Gitleson & Crompton, 1983 
Travel Frequency Chon, 1991 

Opinion Leadership Schul & Crompton, 1983 



 33

A large part of the information search literature both in general consumer behaviour 

and in tourism is focused on the antecedents of the information search effort. Search 

effort has been measured as the amount of time spent searching and number of 

sources consulted, or even more basically, whether search actually takes place or not. 

In their extensive review of consumer behaviour literature, Beatty and Smith (1987) 

listed the following seven categories of variables that have been found to affect search 

effort: market environment, situational variables, potential payoff, knowledge and 

experience, individual differences, conflict or conflict resolution, and cost of search. 

Under these categories the authors identified approximately 60 variables that have 

been studied empirically as determinants of information search effort or degree. Table 

2.1 lists some of the variables that have been found to influence the degree of 

information search in the tourism literature. 

 

It should also be mentioned that some of the most notable theoretical models of 

tourism information search have primarily been concerned with the degree of 

information search (e.g. Fodness & Murray, 1999; Gursoy & McCleary, 2004). The 

focus of this dissertation, however, is the direction of information search, that is, the 

choice of information search strategy rather than the degree. These models and the 

studies mentioned in the table will therefore not be discussed in any further detail 

here. Instead, the various sources that have been studied in the tourism literature will 

now be discussed. It should be kept in mind that the term information source is used 

in this literature regardless of whether the author is referring to the information 

provider (source) or the method of communication (channel). 
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2.22 Tourism Information Sources 

The information sources used by travellers form the very basis for planning a trip 

(Goeldner & Ritchie, 2003) and have therefore been studied extensively in the tourism 

literature. A main focus of this body of tourism literature has been to identify and rank 

the different information sources that have been used by travellers. In Table 2.2 the 

most important of these studies are listed, and the focus of their particular 

investigation indicated. 

 

As can be seen from the table, the basis for the ranking of sources has sometimes been 

actual frequency of usage of the information source, whereas other times the 

researchers have recorded source preference, usefulness, or importance placed on the 

different sources. The table also shows the differing perspectives and population 

segments on which the studies have concentrated. 
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Table 2.2: Information Source Studies 

Study Author(s) Year Respondents Focus 
A Nolan 1976 Resort and State 

Visitors in Texas 
Source Usage 

B Gitleson & 
Crompton 

1983 Pleasure Vacationers 
in Texas 

Source Usage 

C Capella & 
Greco 

1987 Elderly Americans Source Importance 

D Raitz & Dakhil 1989 American College 
Students 

Source Importance 

E Snepenger, 
Meged, & Snellig 

1990 Destination-Naive 
Tourists to Alaska 

Source Usage 

F Uysal, 
McDonald, & 
Reid 

1990 Visitors to US 
National Parks and 
Natural Areas 

Source Usage 

G Fesenmaier & 
Vogt 

1992 Vacationers to the 
Midwest 

Source Usage and 
Perceived Helpfulness 

H Andereck & 
Caldwell 

1993 Visitors to an 
Attraction in the US 

Source Importance 

I Duke & Persia 1993 American Tour 
Operator Clients 

Source Usage 

J Hsieh & 
O’Leary 

1993 British Pleasure 
Travellers 

Source Usage 

K Dodd 1998 Industrial Tourists to 
a US Winery 

Source Importance 

L Fodness & 
Murray 

1998 American Auto 
Travellers 

Source Usage 

M Vogt, Stewart, 
& Fesenmaier 

1998 First-Time Visitors to 
the Midwest 

Source Usage 

N Flognfeldt & 
Nordgren 

1999 Auto Travellers in 
Norway 

Source Usage 

O Chen 2000 Australian Business 
and Leisure Travellers 
to the US 

Source Usage 

P Chen & Gursoy 2000 First-Time German 
Visitors to the US 

Source Usage 

Q Bieger & 
Laesser 

2001 Swiss Leisure 
Travellers 

Source Usage 

R Jung, Luoviers, 
& Oppewal 

2002 Students in the UK Source Preference 

S Lo, Cheung, & 
Law 

2002 Hong Kong’s Inbound 
Travellers 

Source Usage 

T Tjostheim 2002 Norwegian Non-
Package Travellers 

Source Usefulness 

U Kersetter & Cho 2004 American Visitors to 
Florida Resort 

Source Usage 

V Schweda 2004 Interactive TV Users 
from London 

Source Usefulness 
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Table 2.3 illustrates the wide range of tourism information sources that have been 

studied in this body of literature. Some effort has been put into condensing the list by 

grouping together obvious overlaps. The main focus, however, has been to show the 

variety of sources investigated in the studies. The column letters of this table 

correspond to the studies from Table 2.2, and the numbers in the cells indicate the 

rankings of the particular sources in that study. Because of the different perspectives 

and methods used, caution should be applied in making direct comparisons between 

the studies. Nevertheless, the table does provide some clear indications of the relative 

importance of such sources as family, friends, and relatives, which consistently rank 

in the top four. It also illustrates the variable importance of travel agents, which rank 

as the most important source in many studies, whereas in other contexts and for other 

population segments, they are seen as relatively unimportant.  

 

Almost all recreation and visitor surveys performed by destinations include a checklist 

of information sources used for trip planning (Perdue, 1993). The studies in this table, 

however, represent academic research aimed at advancing the conceptual 

understanding of the topic by collecting empirical data on information sources to test 

various hypotheses about the nature of tourist information search. Visitor surveys 

usually include items in their questionnaires about information sources used before 

coming to the destination in order to pinpoint where to focus marketing 

communication efforts, and such studies may contain other information sources than 

those mentioned in Table 2.3. It is believed, however, that this table gives a good idea 

of the various sources that travellers use in the information search process and thus a 

good starting point for selecting information sources to include in this study. 
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Table 2.3: Tourism Information Sources 

Source A B C D E F G H I J K L M N O P Q R S T U V

Friends/Family/Relatives 1 1 2,1 2,3 3 2 1 4 2 1 2 2 2 3 2 1 2   4 3,4
Neighbours/Other Travellers     9 4                                
Word of Mouth        1   1            
Travel Agent 8 8   10 1 1     2 1         1 1 5 6 1  3 8 9
Tour Companies/Operators           10     1 7         8 6     1     
Point of Purchase/Sales Reps     8                           8 3      
Corporate Travel Department                             7 7     11     
Suppliers (Airlines/Hotels...)         7 5       5         4 9     6,7     
Fairs/Exhibitions                           9     13        
Automobile Clubs 5 4       9       6   3                  
Highway Welcome Centres             5         2 3                
Convention/Visitor  Bureau         5       7   7                  10  
Local Tourism Offices 4       4 9           9   4 9 2 6   8     
National Tourist Office/Board   5               10         11 11         6
Chamber of Commerce         6                               
Embassy/Consulate          8             
Travel Guides                       7     3 4          
Auto/Travel Clubs 9 12       8     6 8                    7  
Call                                   7      
Personal Computer                             5 8          
Internet/Websites                           7     12 2 5 1 1 2
E-Mail                                   4      
Virtual Community                                   14      
IDTV                                   11     12
TV   6 5 6,5     8 4,5         10       11 9     8
Video or CD-Rom                                 15        
Radio/TV                 8         6 10 10     10     
Radio   11   9       9         11       14        
WAP Mobile Phone                                   15      
Fax                                   12      
Teletext/Videotext                                 16 13     11
In-flight Info Systems                             12 12          
Books/Library/Book Store           6       4     9,7                
News(papers)/Magazines       8   4     5 9 3       6 5   8 9     
Ads in Papers/Magazines 7                 6     8,6 10     9       10
Articles in Papers/Magazines                         5,4 7             7
Literature                                     2   
Magazines 6 8 3       6 7       6                6  
Newspapers 8 10 4       7 8       10                9  
Consumer Publications     6                                    
Promotional Publications 3                                        
Brochures/Pamphlets   3   7 3 2,3 3 3 4 4 1  5  4 3 
Brochures/Guidebooks       2         
Motor Club Books             4                            
Hotel Brochures/Guides                                 3        
Tour Operator Brochures                           8     4        
Guidebooks/Handbooks 2 2             3     8   3     4   3   5 5
Postal Mail/Direct Mail     7                             10      
Billboard/Highway Sign               6     6                    
Miscellaneous/Other                           5     7        
Own Travel Files                         1                
No information                           4              
Personal Experience       1       2     2,5 5   1         4   2 1
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An important point that should be noticed about the Table 2.3 is that none of the 

studies distinguish between the source that is providing the information and the 

channel through which it is communicated. Put in another way, all the columns of the 

table include both items that represent who the information stems from and items that 

represent how the information is communicated. As has been previously argued, this 

may be regarded as a weakness of this body of literature because it may obscure the 

reasons behind the choice of the particular source or channel. It may, for instance, be 

misleading to ask a traveller whether he or she has used a travel agent or the Internet 

and to rank these independently because the respondent may have used the Internet to 

contact the travel agent. 

 

The problem with confusing sources with channels in these types of investigations is 

that the categories that consumers respond to are overlapping. If, for instance, a tourist 

indicates that he or she has acquired information from a service provider, it is 

impossible to know whether this has been in the form of a brochure or by talking to a 

sales representative on the phone or in-person. On the other hand, if a tourist indicates 

that he or she has received information from a brochure, it is impossible to know 

whether this brochure has been written by a tourism service provider or by some form 

of tourism intermediary. Thus, the use of both channel categories and source 

categories in such studies is ambiguous as the categories are not mutually exclusive. 

 

2.23 Information Source Typologies 

Figure 2.2 illustrates ways in which researchers have attempted to classify different 

types of tourism information sources. Although it is possible that some typologies 

have been overlooked, the figure is believed to represent a fairly comprehensive list of 

such classification schemes. It should be noted, however, that not all of these are 

deliberate attempts at creating a generic typology of tourism information sources. 

Also included in this review are classifications that may have been intended merely as 

means of sorting different sources for the purpose of a particular study. When such 

typologies are included, it is because they represent valuable contributions and 

interesting perspectives on the issue of how to categorise the variety of tourism 

information sources. 
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Figure 2.2: Information Source Typologies 
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The point that should be noted about these classification schemes is again that none of 

them incorporate a clear and specific distinction between who is providing the 

information and how the information is communicated. 

 

Gitleson and Crompton (1983) is one of the earliest attempts at classifying tourism 

information sources and is therefore among the most cited typologies. Their 

categories include: friends and relatives, destination specific literature, consultants, 

broadcast media, and print media. The model is a typical example of how the term 

source is used interchangeably to denote providers of information and the medium 

through which the information is communicated. The problem with these categories is 

that they ignore the fact that different information providers may communicate 

through different types of media. Consultants may for instance communicate to their 

potential clients through both broadcast- and print media. Thus this scheme provides 

no certainty as to which particular source the tourist is referring to when reporting that 

he or she has used broadcast or print media to acquire tourism information. 

 

Furthermore, it may be unclear what the distinction is between destination specific 

literature and print media, as the former may, in fact, be seen as an example of the 

latter. Most likely this confusion stems from the fallacy of automatically equating the 

term media with mass media. Thus, it may be implied that the information providers 

in both these types of media are independent journalists. It is, however, a longstanding 

tradition in the communication literature to treat mass media as only one type of 

media communication with interpersonal mediated communication being another (See 

for example: Catchcart & Gumpert, 1983). Critical source judgment should also warn 

us against assuming that mass communication is necessarily neutral and editorial. 

 

Van Raaij and Francken (1984) make a point of separating between sources and 

media, but looking at how the authors categorise the different sources and media, it is 

unclear how exactly they define the two. This becomes even more unclear when 

considering some of the examples that they give for the different categories. For 

instance, when treating travel catalogues as an example of a source (Van Raaij & 

Francken, 1984, p. 105), this clearly conflicts with the notion of source as a human 
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provider of information. Their idea that sources and media are two separate entities 

that are perceived in different ways by tourism consumers is, however, an important 

contribution to the tourism literature, although unfortunately this has not been 

followed up in later studies. 

 

Raitz and Dakhil (1989) make an initial categorisation into formal and informal 

tourism information sources. When discussing the form that these types of 

information might take, however, they make no distinction between information 

providers and channels. One major problem with this framework (as well as other 

early works) is that it is outdated. Although electronic media was basically a means of 

formal communication at the time of the study’s publication, it is now equally open to 

informal communication. 

 

According to Snepenger and Snepenger (1993), travellers tend to use the following 

broad categories of information sources when planning their trip: family and friends, 

prior visits, destination specific literature, media, and travel consultants. This 

typology is basically an adaptation of Gitleson and Crompton (1983) and thus shares 

most of its limitations. Prior visits is an additional category that is included to reflect 

the importance of what has been previously referred to as internal information. 

Categories such as prior visits and own experience (Van Raaij & Francken, 1984), 

although important sources of information, will be ignored here as this study is only 

concerned with external information search. Even though this type of experiential 

information initially draws on a variety of external inputs, at the time of decision-

making, it is really nothing more than knowledge residing in the tourist’s memory. 

 

Fodness and Murray’s (1997) classification system is based on a matrix suggested by 

Engel et al. (1995). This model makes a distinction between sources (commercial or 

non-commercial) and type of information (personal or impersonal). This distinction 

appears at first to resemble the way by which this dissertation separates information 

sources from information channels. However, the problems with the model become 

apparent when the authors try to place the specific information sources from the 

tourism literature into the matrix (Figure 2.3). 
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Figure 2.3: Fodness and Murray’s Information Source Model 

(Source: Fodness & Murray, 1997) 
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Again, the difficulties stem from the fact that both commercial and non-commercial 

sources can and do communicate with their audiences in both impersonal and personal 

ways. An auto club can for instance be consulted either by speaking to one of its 

representatives in person, or by reading some of its published literature e.g. a 

brochure. Furthermore, a highway welcome centre may very well communicate to 

tourists through magazines and newspapers as well as printing their own brochures. 

The matter gets even more complex when the Internet is introduced in this picture. If 

one accepts e-mail or video-conferencing as forms of personal communication, then 

the Internet could in fact be placed in any of the four cells of the matrix. It appears 

that the weakness of the model stems from trying to apply these dimensions to 

classify information sources rather than to illustrate different ways in which different 

sources may choose to communicate. 

 

As shown previously in this chapter, tourism information has been explored and 

described along several theoretical dimensions. Commercial vs. non-commercial and 

personal vs. impersonal are just two such dimensions. In theory, any two of the 



 43

dimensions discussed in Section 2.21 could be used to form a tourism information 

matrix, and each different combination could illustrate different ways of applying 

tourism information. It is argued here that the variables of who is providing the 

information and how the information is provided are useful starting points for 

identifying and describing the decision criteria that tourists use when searching for 

information. A matrix is therefore suggested in this dissertation that uses sources and 

channels as dimensions. It must be noted, however, that such a model cannot be used 

to place the information sources from the tourism literature into the resulting cells as 

is done in Figure 2.3. 

  

The problem with Fodness and Murray’s model is further illustrated by Tjostheim’s 

(1997) study where interpersonal communication is defined not just as face-to-face 

communication but also information through media like telephone, fax, and mail. 

Tjostheim’s model is based on the work of Hoffman and Novak (1996) and is mostly 

concerned with how the information is communicated. This is therefore an example of 

an article that uses the term source primarily to denote the medium or channel that the 

information is disseminated through. The model thus ignores who is providing the 

information that is communicated via these media. The article does, however, point 

out the importance of considering channels used before leaving home (pre-trip) as 

being different from channels used when travelling (in-trip). As will become apparent 

later in this dissertation, this is an important factor influencing tourism information 

search strategy. 

 

Although Vogt et al. (1998) do not set out to make a typology of tourism information 

sources as such, their “framework for reaching first-time visitors” represents a 

valuable attempt at identifying who the information providers are in the tourism 

environment. According to the authors, this environment is shaped by four 

“communicators”: 1) the destination and its attractions and services, 2) mass media or 

reporters, 3) experienced tourists, and 4) the potential tourist. These communicators 

are very close to the notion of sources as defined in this dissertation, namely the 

people or organisations from which the information originates. The framework also 

acknowledges that these communicators use different types of media to exchange 

information. However, as this framework has a somewhat different objective, these 
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categories do not fully represent the different sources from which a tourist can acquire 

information. For instance, it ignores important commercial information sources such 

as travel agents and transportation service providers. 

 

Vogt and Fesenmaier (1998) propose a Consumer Information Acquisition and 

Processing Model based on the work by Assael (1995), which includes the following 

types of tourism information sources: social, personal, marketing and editorial. This 

model is probably the best example of a set of categories that can be used to 

consistently refer to the actual providers of the information. However, looking at the 

examples that are given for the different categories, there is still no consistent 

distinction between who is providing the information and how it is communicated. 

When introducing the model, the authors speak of types of information and types of 

communication and mention different types of media such as brochures, maps, videos, 

and magazines as examples of these. Nevertheless, the categories in this model 

provide a good initial framework to classify tourism information sources. As such, it 

should, however, be used to classify the providers of the information rather than 

communication channels. 

 

Crotts (1999) distinguishes between internal and external sources of tourism 

information in his framework. Internal information can be acquired actively or 

passively, whereas external information is usually actively acquired, according to 

Crotts. Although the term neutral has replaced editorial and experiential has replaced 

personal, the external categories are very similar to those of Vogt and Fesenmaier 

(1998). It is somewhat unclear in this context how the experiential category can be 

interpreted as an external source. Nevertheless, the works of Crotts (1999) and Vogt 

and Fesenmaier (1998) provide the best starting point for classifying tourism 

information sources as they have been defined in this study. 

 

Fall (2000) used factor analysis to identify five underlying dimensions of 17 

information sources that were analysed. The factors identified were labelled: 

advertising, interpersonal, journalism, new media, and organisational. Obviously these 

labels do not describe separate categories of tourism information sources, but they are 
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included here as they provide useful information as to what types of information 

sources are used. 

 

Flognfeldt (1999) bases his categories on Vogt et al. (1998) but adds the Internet as a 

separate category all together, possibly because of the problems associated with 

interpreting this new medium within the existing frameworks. Tjostheim (2002) also 

raises the question of how to categorise the Internet in the scheme of tourism 

information sources. As Tjostheim points out, the Internet is often thought of as a 

commercial communication channel, but it may just as well be used for exchange of 

information between private travellers. Although the question is not resolved by the 

author, it is suggested here that the Internet is difficult to place in the information 

source scheme simply because it is not an information source but an information 

channel. Furthermore, because it is a channel available to a variety of information 

providers, it is more important than ever to recognise this distinction when 

considering the tourism information environment. 

 

A main argument of this dissertation is that the researchers that have studied 

travellers’ choice of information search strategies may not have adequately captured 

the factors underlying these choices as they have not separated between their choice 

of information source and their choice of information channel. As seen in the 

discussion above, this critique may also be raised against the more theoretical 

attempts at classifying information sources. There seems to be no consensus in this 

literature whether the term information source should refer to the information provider 

or the communication medium. Although this distinction is implied or even vaguely 

articulated in some of the above-mentioned references, none of these models 

adequately incorporate this dimension to illustrate the relationship between sources 

and channels. 
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2.3 Determinants of Tourism Information Search Strategy 

Several scholars have researched the determinants of travellers’ search strategy, or 

direction of travellers’ search activities. This section gives an overview of some of the 

most important findings from these studies. Because of the lack of distinction between 

information sources and information channels in this body of literature, it is often 

difficult to say whether the factors discussed in the various studies are influencing the 

choices of source or channel or both. It is argued here that this is a major gap in this 

literature, which the present study aims to address.  

 

In the following discussion the emphasis is on studies that have looked at the choice 

between different information search strategies. Thus, studies that have investigated 

variables associated with the use of one particular information source, such as 

welcome centres (e.g. Fesenmaier & Vogt, 1991; Pennington-Gray & Vogt, 2003) or 

one particular channel, such as the Internet (e.g. Ellard & Nickerson, 1999; Graeupl & 

McCabe, 2003), are not included here. 

 

A few variables that have only been discussed in a single study will here only be 

mentioned briefly. For instance, Vogt at al. (1998) found travel skills to be positively 

related to using books and magazines for travel information. In the same study, the 

strength of an individual’s intent to visit a destination was positively associated with 

using newspaper and magazine advertisements and TV. Cai, Feng, and Breiter (2004) 

studied the effect of purchase decision involvement on information search strategy 

and found that travellers with high purchase involvement levels were more likely to 

search for destination information from the Internet than from other sources. Money 

and Crotts (2003) studied the effect of uncertainty avoidance on information search 

strategy and found that travellers from high uncertainty avoidance cultures (Japanese) 

used more information from travel agents and tour operators, whereas travellers from 

medium uncertainty avoidance cultures (Germany) used more information from 

friends and relatives. Finally, Luo, Feng, and Cai (2004) investigated occupation as a 

personal independent variable but found no significant association between this 

variable and the choice of information search strategy. 
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2.31 Personal Characteristics 

The different factors that have been found to influence travellers’ choice of 

information search strategy can be grouped into three general categories (Fodness & 

Murray, 1999): personal characteristics, situational characteristics, and product 

characteristics. In the following these three types of factors will be discussed in turn. 

 

As Table 2.4 shows, personal characteristics that have been found to influence the 

choice of search strategy include demographic variables such as age, gender, 

education, socio-economic status and nationality, as well as personal values. The 

findings are, however, often inconsistent. 

 

Table 2.4: Personal Characteristics Affecting Information Search Strategy 

Variable Study Findings 
Age Gitleson & Crompton, 1983 

 
 
 
Capella & Greco, 1987 
 
 
 
Raitz & Dakhil, 1989 
 
 
 
 
Fesenmaier & Vogt, 1992 
 
 
Lo et al., 2002 
Luo et al., 2004 

-People over 50 are more likely than other age 
groups to use travel agents. Print media are 
used more than expected by those over 59 and 
by those less than 30 years old.  
-Family and friends greatly influence the 
vacation decisions for respondents over 60 
years old. Travel agents are not important 
information sources for this group. 
-Younger people value information provided 
by peers more highly than information from 
family members. Print media are less useful to 
young adults than are electronic media (except 
radio). 
- Welcome centres are more likely to be used 
by 51-64 year olds than both older and younger 
travellers. 
-No significant differences. 
-No significant differences. 

Gender Gitleson & Crompton, 1983 
 
Capella & Greco, 1987 
 
Snepenger et al, 1990 
 
Dodd, 1998 
 
 
Lo et al., 2002 
Luo et al., 2004 

-Females are over-represented in their use of 
TV and Radio. 
-Personal sources are relied on more by males, 
while females use more newspapers. 
-Men are less likely to use travel agents than 
women. 
-Women place significantly more importance 
on word of mouth as an information source 
than men do. 
-No significant differences. 
-Males are more likely to use travel agents and 
Internet, whereas females are more likely to 
use friends / relatives. 
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Socio-Economic 
Status / 
Income 

Woodside & Ronkainen, 1980 
 
Gitleson & Crompton, 1983 
 
Capella & Greco, 1987 
 
Fesenmaier & Vogt, 1992 
 
 
 
Fodness & Murray, 1999 
 
 
 
 
 
Lo et al., 2002 
 
Luo et al., 2004 

-Upscale, white collar travellers use travel 
agencies extensively. 
-Tourists with higher incomes are more likely 
to seek consultants' help than expected. 
-Individuals who rely more on their family for 
information are of higher social status. 
-Advice from family and friends is used 
predominantly by travellers with low incomes, 
and newspapers by individauals with a high 
annual income. 
-Travellers with lower incomes rely on their 
friends and relatives for travel information. 
Higher income groups use more governmental 
tourist information sources such as welcome 
centres, local tourist offices, and state travel 
guides. 
-Personal experience is more important for 
lower income groups. 
-High-income groups are more likely to use the 
Internet, and low-income groups are more 
likely to use friends / relatives.   

Education Gitleson & Crompton, 1983 
 
 
 
Capella & Greco, 1987 
 
 
Andereck & Caldwell, 1993 
 
 
Dodd, 1998 
 
 
Lo et al., 2002 
Luo et al., 2004 

-Those with the highest levels of education are 
overrepresented in their use of print media. 
College-educated are more likely to use 
destination specific literature. 
-The lower the person's education, the more 
importance respondents place on consumer 
publications. 
-People with lower education levels rate mass 
media as more important than do people with 
higher education levels. 
-The lower the person's income and education, 
the more importance respondents place on 
brochures. 
-No significant differences. 
-No significant differences. 

Nationality Uysal et al., 1990 
 
 
 
 
Gursoy & Chen, 2000 
 
 
 
 
 
Lo et al., 2002 

-Visitors from the United Kingdom and Japan 
make less use of word of mouth than do 
German and French visitors. Japanese visitors 
appear to make greater use of printed media in 
general. 
-German travellers use personal computers, 
and city / state travel departments relatively 
more than British and French travellers do. 
British and French leisure travellers are more 
likely to use tour companies, newspapers and 
magazines, as well as friends and relatives. 
-Travellers from Canada perceive travel agents 
as more important than travellers from 
Singapore. 

Personal Values Capella & Greco, 1987 
 
 
Fall, 2000 
 
 
 

-People who can be identified as opinion 
leaders rely on personal sources of information 
as well as television. 
-Hedonism is associated with interpersonal 
information sources, whereas people who are 
identified with an achievement factor are 
associated with journalistic and advertising 
sources. 

       Table 2.4 continued. 
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With regards to age, Gitleson and Crompton’s (1983) finding that people over 50 

were more likely than other age groups to use travel agents seems to be contradicted 

by Capella and Greco’s (1987) study. Gitleson and Crompton (1983) also noted that 

print media were used more than expected by those less than 30 years old. Raitz and 

Dakhil (1989), on the other hand, suggest that print media are less useful to young 

adults. These are examples of contradictions in the empirical literature that may be 

explained by the lack of distinction between sources and channels. For instance, 

commercial guidebooks and brochures rate high on Raitz and Dakhil’s (1989) 

ranking, but other print media such as newspapers and magazines are low on the list, 

indicating that this choice is not based solely on information channel characteristics 

but also on who is providing the information. Assessing both source and channel 

preferences for different age groups would therefore give a more correct picture of 

their search strategies. 

 

The effect of gender differences on travellers’ search behaviour is also contested in 

these studies. According to Dodd (1998), women placed significantly more 

importance on word of mouth as an information source than men did, whereas Capella 

and Greco’s (1987) research indicated that personal sources are relied on more by 

males. Luo et al. (2004) concur with Dodd that females are more likely to use friends 

and relatives to get travel information. Further light could be shed on these 

contradictions if it were clear whether these gender differences could be attributed to a 

choice of personal, familiar information sources or to a choice of a face-to-face 

communication channel. The use of travel agents is also controversial with 

Snepenger, Meged, Snelling, and Worrall (1990) suggesting that users of this source 

are most likely to be women, and Luo et al. (2004) suggesting that they are more 

likely to be men. 

 

Similar contradictions are found with regards to the influence of socio-economic 

status on the reliance of friends and family. Capella and Greco (1987) reported that 

individuals who relied more on their family for information were of higher social 

status. Other studies have found evidence that travellers with lower incomes rely more 

on their friends and relatives for travel information (Fesenmaier & Vogt, 1992; 

Fodness and Murray, 1999; Luo et al., 2004). 
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People with lower education levels rated mass media as more important than did 

people with higher education levels in the study by Andereck and Caldwell (1993). 

This is somewhat inconsistent with Gitleson and Crompton’s (1983) findings that 

indicated that those with the highest levels of education were overrepresented in the 

use of print media. Initially, it may appear that people with higher education prefer 

written tourism information, whereas the less educated may prefer other types of 

media like radio and TV. It has been found, however, that the lower the person’s 

income and education, the more importance respondents have been found to place on 

consumer publications (Capella & Greco, 1987) and brochures (Dodd, 1998) as 

sources of information. This suggests that the relationship between level of education 

and preference for print media may depend on whether this channel is used by 

commercial or editorial information sources. 

 

The research that has studied the influence of nationality on information search has 

shown significant variations in search strategies for tourists from different countries 

(Uysal, McDonald, & Reid, 1990; Gursoy & Chen, 2000; Lo, Cheung, & Law, 2002). 

The results can be interpreted in two ways: Either people from different nationalities 

have different media habits and preferences, which is suggested by Gursoy and 

Chen’s (2000) study, or there are culturally determined preferences for particular 

information providers. Chen (2000), in fact, argues that the preference of the Pacific-

rim countries for travel agencies rather than information from national tourism offices 

suggests an inclination to use proprietary as opposed to public information sources. 

 

Personal values may also directly affect both travellers’ information source and 

information channel preferences. It must be concluded that the studies of the impact 

of personal characteristics on information search strategy have yielded inconclusive 

and conflicting results to date. In addition to distinguishing between sources and 

channels, it seems necessary to also consider external variables that may influence 

travellers’ search strategies. 
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2.32 Situational Characteristics 

There are two situational characteristics that have been found to influence tourists’ 

choices of information search strategy as shown in Table 2.5. 

 

Table 2.5: Situational Characteristics Affecting Information Search Strategy 

Variable Study Findings 
Travel Party Gitleson & Crompton, 1983 

 
 
Fodness & Murray, 1999 
 
 
 
 
Luo et al., 2004 

-Family groups are more likely to acquire 
information from mass media such as radio and 
TV. 
-Families with children are likely to use 
sources such as travel agents and auto clubs as 
decisive pre-purchase information sources. 
Couples without children are heavy users of 
governmental tourist bureaus. 
-People travelling with friends are more likely 
to get information from friends / relatives and 
less likely to get information from destination 
specific sources. People travelling in a non-
family group are less likely to use the Internet. 

Planning Horizon Dodd, 1998 
 
 
Vogt et al., 1998 
 
 
Flognfeldt & Nordgren, 1999
Schweda, 2004 

-The shorter the time the decision is made to 
visit an attraction, the greater is the importance 
placed on billboards for information. 
-Respondents with long planning horizons are 
more likely to look for information in 
magazines and books. 
-Internet is used at an early stage. 
-Guidebooks seem to be used all throughout 
the planning process. 

 

 

The composition of the travel party seems to affect the decision in various ways. For 

instance, Gitleson and Crompton (1983) found that family groups were more likely to 

acquire information from mass media such as radio and TV. This could be because 

these channels are particularly suited for communicating to several users 

simultaneously. According to Fodness and Murray (1999), families with children 

were likely to use sources such as travel agents and auto clubs as decisive pre-

purchase information sources. Their study does not, however, include radio and TV as 

potential information channels, so it is difficult to compare it with Gitleson and 

Crompton (1983). Not surprisingly Luo et al. (2004) found that people travelling with 

friends are more likely than other groups to use friends to get travel information. 
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A second situational factor to have featured in the literature is the effect of the 

planning horizon on travellers’ choice of search strategy. The timing of the decision to 

visit a tourist attraction was, not surprisingly, negatively related to the use of 

billboards as an information channel (Dodd, 1998). Thus, the shorter the time the 

decision was made to visit an attraction, the greater the importance was placed on 

billboards for information, indicating the association of this particular information 

channel with spontaneous decision types. In another study Vogt et al. (1998) found 

that books and magazines were used relatively more by people who planned the trip a 

long time ahead. The Internet has also been found to be used primarily early in the 

planning stage. 

 

It seems apparent that the situational context in which the information search takes 

place makes a difference both to choice of information sources and choice of 

information channels, but which situations affect which of the two decisions is 

unresolved in the literature. 

 

2.33 Product Characteristics 

Several characteristics of the travel product have been found to influence travellers’ 

choices of search strategy. These include purpose of trip, style of vacation, prior visits 

or novelty associated with the destination, length of stay, distance travelled, mode of 

travel, as well as preferences for activities and accommodation (Table 2.6). 

 

It is common practice to consider the primary purposes of travel to fall into three 

categories (Fodness & Murray, 1999): pleasure, business, and visiting friends or 

relatives (VFR). Most of the findings regarding this variable are not very surprising or 

controversial. Some of the more obvious results include the importance of corporate 

travel departments for business travellers (Chen, 2000; Gursoy & Chen, 2000; Lo et 

al., 2002), and friends and relatives for VFR tourists (Snepenger et al., 1990; Fodness 

& Murray, 1999). Business travellers also seem to be using travel agents more than 

other travellers (Chen, 2000; Gursoy & Chen, 2000) and the Internet less than other 

travellers (Lo et al., 2002; Luo et al., 2004). 
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Table 2.6: Product Characteristics Affecting Information Search Strategy 

Variable Study Findings 

Purpose of Trip Snepenger et al., 1990 
 
Fodness & Murray, 1998 
 
 
 
Chen, 2000 
 
 
 
 
 
 
Gursoy & Chen, 2000 
 
 
Lo et al., 2002 
 
 
 
 
Luo et al., 2004 

-People who visit friends and relatives use 
these as primary information sources. 
-People whose primary purpose of trip is 
pleasure use friends and relatives for 
information. The same is the case for those 
who are visiting friends and relatives. 
-Business travellers are more likely to use 
corporate travel departments and travel 
agents, and less friends and relatives. 
Information directly from airlines is 
especially important for business travellers. 
In-flight information is the least important 
information source for all leisure travellers 
-Business travellers are more likely to use 
corporate travel departments and travel 
agents. 
-Business travellers rate the influence of 
corporate travel departments significantly 
higher, and leisure travellers rate the 
influence of the Internet, friends or relatives, 
and travel guidebooks higher. 
-Business travellers are less likely to use the 
Internet and friends / relatives than pleasure 
and personal travellers. 

Style of Vacation Snepenger et al., 1990 
 
Hyde, 2000 
 
Tjostheim, 2002 

-Those who buy organised tours are 
generally found to be travel agent users. 
-Independent travellers are likely to make use 
of guidebooks for in-trip information. 
-Package travellers prefer brochures and 
direct contact with travel agents or tour 
operators, while non-package travellers 
prefer the Internet and travel literature. 

Prior Visits / 
Novelty / 
Familiarity / 
Past Experience 

Woodside & Ronkainen, 1980 
 
Andereck & Caldwell, 1993 
 
 
Vogt et al., 1998 
 
Dodd, 1998 
 
 
Chen & Gursoy, 2000 
 
 
Gursoy, 2003 
 
 
 
 
 
Kersetter & Cho, 2004 
 
 
Lo et al., 2004 
Luo et al., 2004 

-First-time visitors use more professional 
sources than do repeat visitors. 
-People who have never visited an attraction 
before rate word of mouth information higher 
than do repeat visitors. 
- Familiarity is positively related to using 
radio, magazine advertisements, and books. 
-The more frequently people have visited an 
attraction, the greater the importance of word 
of mouth. 
-Repeat travellers are more likely to get 
information from airlines and corporate 
travel departments. 
-Travellers with high levels of familiarity 
with the destination are more likely to use 
travel agents or destination specific 
information. Those with low familiarity 
levels are more likely to use friends or 
relatives. 
-Travellers with past experience of the 
destination are less likely to use the Internet 
and more likely to rely on own experience. 
-No significant differences. 
-No significant differences. 
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Length of Stay Woodside & Ronkainen, 1980 
Gitleson & Crompton, 1983 
 
 
 
Snepenger et al., 1990 
 
 
Luo et al., 2004 

-No significant differences. 
-Those taking trips of longer duration are 
more likely to use destination specific 
literature, whereas people on shorter trips are 
more reliant on broadcast media. 
-Travel agency users stay longer at the 
destination than users of other sources of 
information. 
-No significant differences. 

Distance Travelled Woodside & Ronkainen, 1980 
 
 
Gitleson & Crompton, 1983 
 
 

-The further the distance travelled the greater 
the number of travellers using professional 
planning assistance (e.g. travel agents). 
-Those taking longer trips are more likely to 
use destination specific literature, whereas 
people on trips closer to home are more 
reliant on broadcast media. 

Mode of Travel Woodside & Ronkainen, 1980 
 
Fodness & Murray, 1998 

-Those travelling by air use travel agencies 
extensively. 
-Highway welcome centres rank high on the 
list of auto travellers' source preferences. 

Activities 
Preferences 

Woodside & Ronkainen, 1980 
 
 
Snepenger et al., 1990 
 
 

-Travel agency users are more likely to visit 
historical sites than users of other sources of 
information. 
-Travel agent users are frequent visitors to 
national parks and museums and show an 
interest in learning about different cultures. 

Accommodation 
Preferences 

Woodside & Ronkainen, 1980 
Snepenger et al., 1990 
 
 
 
Luo et al, 2004 

-Campers are heavy users of motor clubs. 
-Travel agent users are most likely to stay in 
hotels or motels, whereas those who prefer 
other types of accommodation use a variety 
of other sources. 
-Internet users are more likely to stay in 
hotels. People staying with friends / relatives 
are more likely to get information from these 
sources. 

       Table 2.6 continued. 

 

 

Style of vacation refers to whether the tourist is buying a packaged tour or is an 

independent traveller. According to Hyde (2000), independent travellers are likely to 

make use of guidebooks for in-trip information. Research by Snepenger et al. (1990) 

suggests that those who buy organised tours are generally found to be travel agent 

users. It may seem surprising that this group was not classified as tour operator users, 

but again the explanation lies with the information categories used in the study. The 

relevant categories for this example were either “Travel Agent” or “Tour brochures / 

Guidebooks”. One implies face-to-face or telephone communication (the World Wide 

Web was not developed at the time of the study), the other alternative specifies print 

communication. It seems more than likely that many respondents would have received 
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information from the tour company they were travelling with even though the 

instrument in this study does not offer this option. Tjostheim (2002) found that the 

brochure was another important information channel for package travellers, and 

Internet was important for independent travellers. 

 

Several studies have found that travellers’ choice of information search strategy is 

influenced by the degree of novelty associated with a destination (Snepenger, 1987) 

and whether the tourist has previously visited the destination (Woodside & 

Ronkainen, 1980; Andereck & Caldwell, 1993; Dodd, 1998; Chen & Gursoy, 2000). 

Related concepts include familiarity (Vogt et al., 1998; Gursoy, 2003) and past 

experience (Kersetter & Cho, 2004). The exact effect that this variable has on certain 

information sources is ambiguous, however. Andereck and Caldwell (1993) found 

that people who had never visited an attraction before rated word of mouth 

information higher than did repeat visitors. Contrary to this finding, Dodd (1998) 

reported that the more frequently people had visited the attraction, the greater the 

importance of word of mouth. Furthermore, whereas Gursoy (2003) suggests that 

travellers with high levels of destination familiarity are more likely to use travel 

agents and destination specific information, Woodside and Ronkainen (1980) found 

first-time visitors to use more professional sources than repeat visitors. 

 

The choice of information search strategy is further influenced by how long the 

traveller is staying at the destination and the distance travelled. For instance, travel 

agency users have been found to stay longer at the destination than users of other 

sources of information (Snepenger et al., 1990). Another study concluded that those 

taking trips of longer duration were more likely to use destination specific literature, 

whereas people on shorter trips and staying closer to home were more reliant on 

broadcast media (Gitleson & Crompton, 1983). The latter results could have to do 

with the fact that this particular study interviewed visitors to a highway visitor centre. 

Thus, automobile travellers just being on a short trip would not have been exposed to 

or had a need for a lot of destination specific literature. On the other hand, the further 

the distance travelled the greater the number of travellers using professional planning 

assistance such as travel agents (Woodside & Ronkainen, 1980). 
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Finally, the choice of information search strategy has been found to be related to the 

tourists’ mode of travel, activities and accommodation. Some of these results seem 

fairly obvious such as the reliance on highway welcome centres and motor clubs for 

tourists who travel by automobile and stay in camping grounds (Woodside & 

Ronkainen, 1980; Fodness & Murray, 1998) and people staying with friends or 

relatives also using these friends or relatives as information sources (Luo et al., 2004). 

Those who travel by air and stay in hotels seem more likely to acquire tourism 

information from travel agents (Woodside & Ronkainen, 1980; Snepenger et al., 

1990). 

 

It seems logical that what source you consult for tourism information depends on the 

type of information you are looking for, and this appears to be where these product 

characteristics come into play. If a tourist is travelling by air, he or she needs to get in 

touch with an information source that knows about air travel, and this will indirectly 

influence the channel that is chosen to access this source. Product characteristics 

therefore seem to have an indirect effect on channel choice resulting from the sources 

that must be consulted to satisfy particular information requirements. 

 

The studies referred to in this section have indicated that travellers’ choices of 

information search strategy may be influenced by a variety of factors related to the 

individual traveller, the situation, and to the particular tourism product or service in 

question. Some of these results seem fairly manifest and logical, whereas others are 

more ambiguous with contradicting conclusions resulting from different studies. One 

must apply caution, however, when comparing the results of the different studies, as 

there are considerable differences between them both in terms of specific research 

methods, the respondent samples, and the temporal and situational context in which 

the research took place. The interpretation of the results from individual studies must 

also be tempered by the various limitations of the particular inquiries. One such 

limitation is the preponderance of bivariate rather than multivariate analytical 

techniques. 
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Nevertheless, it appears from the above discussion that the use of information 

categories that are indiscriminate of source and channel may have added to the 

confusion about the influence of the various factors. It is difficult to say from the 

results whether the variables studied influence travellers’ choice of information source 

or choice of information channel. It is possible that some of the most surprising and 

contradicting findings in these studies are actually spurious results resulting from 

limitation in research design and analysis that do not adequately reflect consumers’ 

tourism information search behaviour. There may, in fact, be a threat to the validity of 

these studies in that they are failing to grasp the underlying reasons that drive 

travellers’ choices of information search strategies and thus impede the ability to 

interpret the results. This study aims to explore these underlying factors in order to 

better understand the travel consumer’s behaviour in this type of information search 

strategy decision. 
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2.4 Theoretical Bases of Strategy Choice 

There is an apparent lack of theoretical bases in the literature on tourism information 

search strategy choice. To gain a better understanding of why particular information 

sources and channels are chosen, there is a need to look beyond the tourism literature. 

Studies within the area of organisational behaviour have been particularly concerned 

with explaining managerial and employee channel selection behaviour. This section 

will review some of these theories and discuss their relevance to tourist information 

acquisition. 

 

2.41 Media Richness Theory 

Probably the most cited and tested channel selection model in this body of literature is 

the Media Richness Theory, originally proposed by Daft and Lengel (1984). This 

theory is based on the assumption that information channels can be ranked according 

to the information richness that they are able to convey. Media richness is defined as 

the ability of a medium to promote shared meaning or to transmit information, and it 

is evaluated on the basis of four characteristics: 1) speed of feedback, 2) multiple cues 

(such as body language, facial expressions, tone of voice etc.), 3) language variety, 

and 4) personal focus (Tan & Arnott, 1999). Thus, rich media incorporate speedy 

feedback, multiple cues, varied language, and a personal focus allowing the 

expression of feelings and emotions. Face-to-face is an example of a rich medium, 

whereas a printed brochure would be considered a lean information channel. 

 

The basic tenet of media richness theory is that information channel selection is 

dependent on the ambiguity of the information search situation, and that a richer 

medium will be chosen if the situation is highly equivocal. If equivocality is reduced, 

there is less need for additional information to reduce ambiguity, and a leaner medium 

may be sufficient. Furthermore, using rich media for situations of low ambiguity is 

inefficient as the additional cues would only distract the information searcher from the 

actual message content (Tan & Arnott, 1999). 

 

Fodness and Murray’s (1999) finding that friends and relatives were used as 

information sources for routine travel decisions does not seem to support this theory 

as these are sources usually associated with media rich face-to-face communication. It 
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is possible, however, that this finding should be explained with reference to source 

attributes associated with friends and relatives rather than face-to-face channel 

attributes. In other words, it is likely that travellers talk to friends and relatives about 

routine decisions not because face-to-face communication is needed to reduce 

equivocality, but because friends and family are seen as the most appropriate 

information sources in such situations and face-to-face is seen as the most appropriate 

way of communicating with these sources. 

 

In organisational research there has so far been mixed empirical support for the Media 

Richness Theory (Tan & Arnott, 1999). One weakness of the theory that has been 

pointed out to explain this is that it fails to recognise the importance of situational or 

contextual demands on the choice of information search strategy. 

 

2.42 Situational Theory 

Belk (1975) suggests a S-O-R diagram (Figure 2.4) to illustrate the effect of the 

situation and object (stimulus) as well as the person (organism) on a particular 

behavioural outcome (response). 

 

Figure 2.4: Belk’s S-O-R Diagram 

(Source: Belk, 1975) 

Situation

Object

Person Behaviour

(Stimulus) (Organism) (Response)

S-O-R Paradigm
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According to Belk (1974), investigations of buyer behaviour that ignore situational 

effects are likely to result in good predictions only when the characteristics of buyers 

or choice alternatives are intense enough to be influential across all relevant 

situations. It is possible that factors such as time constraints, geographic distances, 

time zones, and accessibility of the source and / or channel serve to constrain a 

traveller’s choice of search strategy even before other factors are considered. 

Travellers (as well as managers) often act under time pressure, and when faced with 

an urgent need for information, the most accessible source or channel will be used. 

Allen (1977) explained this with reference to the Law of Least Effort which posits 

that when individuals must choose among several paths to a goal, they will base their 

decision upon the single criterion of least average rate of probable work (Zipf, 1949).  

 

This could explain why billboards are used for last minute decisions for automobile 

travellers, and why travellers who are visiting friends and relatives at the destination 

will rely on these for tourism information. Furthermore, geographic distances and 

different time zones may prevent the use of certain tourist information channels when 

the information source is located at a far off destination. Thus, in addition to the 

media richness of the information channel, situational variables must be considered 

when trying to understand travellers’ choice of information search strategy. 

 

As seen in the preceding section, a number of situational variables have been studied 

in the existing literature with regards to their effect on tourism information search. 

When ranking and rating the overall importance of various tourist information 

sources, however, situational factors have tended to be ignored in the tourism 

literature. This study is particularly concerned with potential situational factors that 

may influence travellers’ choice of information search strategy, and in the interviews 

in Phase One respondents were asked specifically about situations that might affect 

their search behaviour.    

 

2.43 Channel Disposition Theory 

The Channel Disposition model proposed by Swanson (1987) attempts to incorporate 

both the quality of the information that an information channel can convey and the 

accessibility of that information. He suggests that the information searcher performs a 
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cost-benefit assessment where there is a trade-off of the benefits of a particular 

channel against the costs associated with accessing that channel. Thus, a tourist may 

select an information channel despite the poor quality of its information if the channel 

is highly accessible. Similarly, he or she may tolerate low accessibility in a channel 

provided that the information provided by that channel is thought to be of high 

quality. 

 

An important contribution of the Channel Disposition Theory is that it sheds light on 

the interaction between information sources and channels as it recognises both that the 

choice of channel depends on what sort of information that can be obtained through 

that particular channel and that the accessibility of the information source depends on 

the accessibility of the channel. Thus, the choice of tourism information channels 

must always be seen in light of the tourism information providers or sources that can 

be reached through that channel. Swanson (1987) found that channel disposition 

influenced both channel employment and information usage. Although much cited in 

more recent studies, there have been few later attempts to gather empirical support for 

the theory. One reason for this may be that is has to some extent been superseded by 

Davis’ (1989) Technology Acceptance Model. 

 

2.44 Technology Acceptance Model 

Technology Acceptance Model (TAM) is based in part on Swanson’s work and 

discusses the related concepts of ease of use and usefulness. The popularity of this 

model is largely due to its alleged ability to predict the usage of emerging 

technologies. Perceived usefulness is the degree to which a person believes that a 

particular technology can enhance a person’s performance e.g. by reducing the time to 

accomplish a task (Lederer, Maupin, Sena, & Zhuang, 1998). Perceived ease of use is 

the degree to which a person believes that using the technology will be free of or low 

in effort (Davis, 1989). The model posits that an evaluation of these two factors is 

associated with attitudes toward use, intention to use, and actual usage of the 

technology (Figure 2.5).  
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Figure 2.5: Technology Acceptance Model 

(Source: Lederer et al., 1998) 
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The literature contains extensive empirical testing of the model. Legris, Ingham, and 

Collerette (2003) reviewed 22 different studies that had investigated the model with 

respect to a wide range of information systems. Their contention was that the results 

from these studies are not totally conclusive, and they suggest that there may be other 

significant factors that are not included in the model. Venkatesh and Davis (2000) 

have attempted to account for such deficiencies by suggesting an extended model 

called TAM2, which also takes certain social influence factors into account. Overall 

the two models have been found to explain about 40% of the usage for the tested 

systems (Legris et al., 2003). In tourism Wober and Gretzel (2000) found strong 

support for the impact of ease of use and usefulness on tourism managers’ usage of 

decision support systems. They also found that users’ system expectations and 

technology attitude influenced usage. 

 

Although the technology acceptance model is designed to predict the adoption of 

computerised information systems, the constructs ease of use and usefulness may 

equally apply to travellers’ choices of information channels whether they are 

information technologies such as the Internet, more low-tech channels such as print or 
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telephone, or no-tech face-to-face channels. The latter obviously being the easiest to 

use, whereas advanced technologies, although more difficult to use, may in certain 

situations be perceived as being more useful. Thus, one might predict that the Internet 

would only be used as a touristic information channel if its combined value on these 

two scores was higher than for other channels. However, as pointed out by the critics 

of the model, there seems to be several other factors that play important roles in 

influencing the choice of information search strategies, factors that should not be 

precluded from the investigation at this stage.  

  

2.45 Individual Preferences 

It has also been suggested that people’s personal preferences for certain sources or 

channels may play a dominant role in strategy selection. This implies that a traveller 

will default to a favourite source or channel unless there are good reasons to use 

another. The preference for particular channels has been related to individual 

characteristics (Trevino, Daft, & Lengel, 1990) and to the concept of media expertise 

(Schmitz & Fulk, 1991). Individual characteristics that may influence such 

preferences are cognitive styles (Trevino et al., 1990) and oral and writing 

apprehension (Alexander, Penley, & Jernigan, 1991). Alexander et al. (1991) found 

that people with oral or writing apprehension showed less ability to choose 

appropriately among communication media to match the appropriate situation. Thus, 

writing apprehensive individuals may actively avoid written communication even 

when it is the appropriate medium. It seems likely that face-to-face apprehension may 

affect the use of direct personal communication in a similar way. 

 

Media expertise refers to the extent to which a person is familiar with and skilled in 

the use of a particular information channel. Schmitz and Fulk (1991) found for 

example that a manager is less likely to engage in e-mail communication if their 

typing skills are not adequate. This type of channel preference has also been found to 

be self-reinforcing, leading to repetitive use whether or not the information from this 

channel is optimal (O’Reilly, 1982). 

 

As seen in the preceding section, several individual or personal characteristics have 

been studied with relation to tourism information search, and these factors could be 
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related to direct preferences for particular information sources or particular 

information channels. It may even be that certain people have a preference for specific 

combinations of sources and channels. The reliance of elderly travellers on family and 

friends for tourism information as evidenced by Capella and Greco (1987) could be 

either a self-reinforced preference for these as reliable information sources, or it could 

be a channel preference for face-to-face communication, or it could be both. 

 

It has also been found that media preferences can only be exercised when the pressure 

from task demands and the situational constraints is relatively weak (Trevino et al., 

1990). Aspects such as particular information requirements and time pressure may 

thus limit travellers’ abilities to exercise personal preferences. If for example a tourist 

needs to quickly get a price of an airline ticket, he or she may be forced to make a 

phone call to a travel agent even though he or she would prefer to talk to the travel 

agent in person. 

 

2.46 Social Influence Theory 

In addition to the rational choice theories discussed so far, social interaction theorists 

have pointed out the role social influences play in people’s selection of 

communication channels. Fulk, Schmitz, and Steinfeld (1990) suggest four ways in 

which channel choice could be socially influenced: 

 

1) Others’ Opinions - Statements made by another person about a particular 

information channel may affect a tourist’s decision to use this channel. A fellow 

traveller’s recommendation to use the Internet to search for information might 

convince a person to consult this channel in spite of personal preferences.  

 

2) Vicarious Learning - Non-users are more likely to start using an information 

channel if they observe someone else making effective use of it. In contrast, if a 

tourist observes that another tourist experience negative consequences from using a 

particular channel (e.g. wasting a lot of time sifting through useless web sites), then he 

or she is likely to avoid that channel. 
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3) Media Behaviour Norms - The social environment can dictate norms for which 

information channels are most acceptable. If it is considered trendy to use the Internet 

for tourism information search, this might encourage some travellers to adopt this 

channel to conform to the social norms of the community. 

 

4) Social Definitions of Rationality - An example of this may be a traveller that 

continues to use a channel because he or she has spoken negatively about alternative 

channels when they were first proposed. Because people are expected to behave 

consistently over time in their statements and behaviours, this behaviour would be 

rational from a social influence perspective even though it does not at first seem 

sensible. 

 

It is in the nature of social influence that it is not always reported explicitly by the 

respondents themselves as having played a role in their choice of search strategy. This 

could either be because the respondent is not aware of this influence or because he or 

she does not want to acknowledge or admit to this influence. A traveller may, for 

example, be too proud to admit that he or she was induced to use the Internet by his or 

her peers rather than through his or her own initiative. This study is mainly concerned 

with the choice factors reported by the travellers themselves, but it is acknowledged 

that social influence factors may play a major additional role in this choice whether on 

a conscious or a subconscious level.  

 

2.47 Variables Discussed in the Theories 

Belk’s (1975) S-O-R diagram, as discussed above, provides a useful framework for 

analysing the variables involved in a travellers’ choice of information search strategy. 

Applying this diagram to the tourism information search context, the traveller would 

be the organism (O), the response (R) is the choice of information search strategy, and 

the stimulus (S) consists of the situation as well as the object under consideration. 

Usually in consumer behaviour the object would refer to the product or service being 

purchased, but in the information search phase the object that is being considered is 

actually the information about this product.  
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With reference to Shannon and Weaver’s (1963) communication model, the object 

that the traveller is considering in this case may be seen as consisting of three 

components: the information source, the information channel, and the message itself. 

Information is, in fact, a product that cannot be acquired except as a complete package 

consisting of these three elements, all of which have distinctive product 

characteristics. Adapted to the tourism information search context, Belk’s S-O-R 

diagram may be represented by the model in Figure 2.6. 

 

Figure 2.6: Adapted S-O-R Diagram 

(Adapted from Belk, 1975) 

 

Situation

Message Traveller Strategy
Choice

(Stimulus) (Organism) (Response)

Source

Channel

 

 

This model suggests a set of categories wherein the potential variables influencing 

travellers’ choice of information search strategy may be classified. As such, it may be 

regarded as a simplified conceptual framework for this project. The categories may 

also be used to compare the main emphases of the various theories discussed in this 

section (Table 2.7). The Xs in the table indicate those variables that the theories have 

focused on with bold types pointing out the main focus of the theory. 
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Table 2.7: Comparison of Theories 

 
 Source 

Characteristics 
Channel 

Characteristics 
Message 

Characteristics 
Situational 

Characteristics 
Personal 

Characteristics 
Media 
Richness 
Theory 

 X X X  

Situational 
Theory X X X X X 

Channel 
Disposition 
Theory 

X X X  X 

Technology 
Acceptance 
Model 

 X X  X 

Individual 
Preferences  X   X 

Social 
Influence 
Theory 

 X  X X 

 

 

Because all of these theories have been put forth primarily to explain channel choice, 

they have all considered the characteristics of the information channel to some extent. 

Media Richness Theory considers the ability of the channel to communicate 

information with various degrees of media richness in light of the equivocality of the 

situation. Not surprisingly, as Situational Theory was used as the basis for this 

framework, it is shown as dealing with all of these variables. As the name suggests, 

however, the main emphasis is on the situational characteristics. 

 

The main focus of Channel Disposition Theory is the trade-off between channel 

characteristics (accessibility) and information characteristics (quality). The 

Technology Acceptance Model is primarily concerned with the two channel 

characteristics ease of use and usefulness, whereas Individual Preference Theory 

emphasises personal characteristics such as cognitive styles and oral / writing 

apprehension. Finally, the Social Influence Theory deals with the social context 

within which the information search behaviour takes place. 
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As seen earlier in this chapter, Fodness and Murray (1999)  also used personal, 

situational, and product characteristics to categorise the variables influencing 

travellers’ choice of information sources. In their framework, however, the product 

refers to the trip rather than the information about the trip. It is argued here that when 

the traveller is trying to decide how to acquire tourist information, it is this 

information with its three components source, channel, and message that is the actual 

object under consideration, what in consumer behaviour is called the target (Fishbein 

& Ajzen, 1980). In the information search stage of the consumer decision making 

process it is the need for information that the consumer seeks to satisfy rather than the 

need for the trip itself. Aspects of the trip that the traveller is seeking information 

about are here regarded as part of the situational context within which the choice of 

information search strategy is made. 

 

Using this interpretation the variables discussed within Fodness and Murray’s (1999) 

framework must be regarded as either personal or situational characteristics. Product 

characteristics in the sense that it is understood here have not been widely researched 

in tourism. One exception, however, is research on the use of Internet for tourism 

purposes, which has identified a number of channel characteristics that distinguish the 

Internet from other channels. In his review of this body of literature, Jang (2004) 

identified the following characteristics of the Internet that have been found to present 

travellers with unique benefits compared to other channels: ability to purchase tickets, 

real-time communication, low cost, customised information, easy product 

comparison, interactivity, virtual community formation, and 24-hour accessibility. No 

studies were found, however, that described channel characteristics that are important 

for choosing between other information channels. 

 

The most notable example of research studying source characteristics in tourism is 

Kersetter and Cho (2004) who recently studied the effect of credibility, which they 

found to be a strong predictor of source selection. Apart from that study, most of the 

research on source characteristics has focused on the choice of travel agents. Wolfe, 

Hsu, and Kang (2004) have recently reviewed that body of literature and identified 

several source characteristics that seem to play an important role in this choice: 

reputation, knowledge, willingness to search for lowest fares, courteousy, friendliness, 
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customer / personal service, corporate image, price competitiveness, and reliability. In 

their own study the authors concluded that travellers will choose a travel agent that 

they can trust and who can provide good service, expertise, and convenience without 

costing too much (Wolfe, Hsu, & Kang, 2004). A few studies have also looked at 

reasons for choosing information centres (e.g. Pennington-Grey & Vogt, 2003), but no 

research was identified in this review that has looked at source attributes associated 

with the choice between various information sources. It should also be added that the 

studies reviewed by Wolfe et al. (2004) considered travel agents as a source of travel 

purchase rather than a source of information. 

 

Looking beyond the tourism literature, Kelman (1961) has developed three generic 

categories of attributes that seem to influence the choice of political information 

sources. The first category is credibility, meaning the extent to which the recipient 

sees the source as having relevant knowledge, skill, or expertise and trusts the source 

to give unbiased, objective information. The second category is attractiveness, which 

encompasses the degree of similarity, familiarity, and likeability that the receiver 

associates with the source. The final source attribute is power, which means the extent 

to which the source can administer reward or punishment to the receiver. An example 

of power in tourism might be a travel agent’s potential to offer discounted prices. 

Although this model has mostly been applied to political studies and advertising 

(Belch & Belch, 2001), it likely that some of these variables may also be relevant to 

the choice of tourism information sources. 

 

With regards to message characteristics, very little research is available in the tourism 

literature that has looked at the role of this variable in the choice of information search 

strategy. The closest example is probably Cai, Feng, and Breiter (2004) who recently 

studied the use of the Internet in light of preferences for various types of information 

content. As mentioned early in this chapter, however, characteristics of the message or 

data has been the focus of much research within the areas of information theory and 

computing. A recent example is Klein (2001) who studied user perceptions of data 

quality with respect to the choice between the Internet and traditional text 

information. The most important characteristics associated with the choice of the 

Internet were: believability, timeliness, relevancy, accessibility, and appropriate 
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amount. The highest rated characteristics associated with the choice of text 

information were: believability, reputation, interpretability, relevancy, and ease of 

understanding. 

 

Thus, each of the three elements under consideration by a person seeking travel 

information possess certain product attributes that may be likened to the evaluative 

criteria used by a consumer when considering the purchase of a product. The 

theoretical attention to such product attributes in marketing is for a large part a legacy 

from Multiattribute Theory, which was proposed by Martin Fishbein in the 1960s 

(Fishbein, 1967). According to this theory, a person’s attitude toward an object is a 

function of his or her salient beliefs that the object has certain attributes and the 

person’s evaluations of these attributes (Fishbein & Ajzen, 1980). The product 

attributes are assumed to be judged in relation to the person’s needs, and this process 

presumably results in the formation of an attitude, which ultimately influences 

intention and purchase behaviour. 

 

Although it remains to be explained exactly how such judgements are translated into 

buying decisions, most market researchers assume that consumer decisions are guided 

by the extent to which alternative products meet such evaluative criteria (Fishbein & 

Ajzen, 1980). A main objective of this research is therefore to identify the product 

attributes used as evaluative criteria by travellers when deciding on a particular 

information search strategy as well as the situational and personal characteristics 

influencing this decision. As this is a question that has been actualised with the 

emergence of new information technology, the next section considers the impact of 

the Internet on the study of travellers’ information search behaviour. 
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2.5 The Impact of the Internet 

Tourism and information technology are two of the largest and most dynamic 

industries in the world today (Sheldon, 1997). According to the World Travel and 

Tourism Council, both tourism and IT are seen as being among the three most 

important industries of the 21st century (Werthner & Klein, 1999). No other industry 

can measure up to these two in terms of their energetic growth and development 

(Frew, 2000). In this section the impact of this development is discussed with regards 

to travellers’ information search practices, and it is maintained that the advent of the 

Internet has made it more important than ever to distinguish between information 

sources and information channels. 

 

At present it is the Internet that is driving most of the development in tourism 

information and communication technology, but the tourism sector relied on IT long 

before the Net was put into commercial use (Sheldon, 1997). For decades the travel 

industry has used technology to sell, control, operate, and communicate in one form 

or another (Fontayne, 1996). The sheer size and nature of the tourism industry suggest 

that it generates large volumes of information to be processed and communicated 

Sheldon, 1997). Every time a tourist decides to purchase a vacation, a huge amount of 

information accompanies the transaction such as destination and product information, 

itineraries, schedules, payment information, and passenger information. The travel 

industry has been exploiting information technology to process such information for 

more than 30 years, and the tourism industry has, in fact, been said to be the inventor 

of electronic commerce (Dietrich et al., 1997). What has changed, Dietrich, Snowdon, 

and Washam (1997) point out, is that the introduction of the Internet has pushed the 

use of information technology from the back office to the consumer, and that novel 

uses of information technology have become an important competitive advantage for 

tourism businesses. 

 

The use of the Internet and World Wide Web now dominates most of the development 

in the area of marketing communication in tourism. The Internet currently contains 

hundreds of thousands of home pages of service providers and associations as well as 

electronic bulletin boards, newsgroups, and chat rooms designed for the travel and 
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tourism community. The new medium is fast becoming an important new channel for 

commerce in tourism as well as other industries (Dombey, 1998). For instance, it only 

took the Internet 3 years to reach 50 million users, compared to 38 years for radio and 

13 for TV (Law & Leung, 2000). 

 

In looking at the new medium, it seems as if the Internet were specifically designed to 

correct the complexities and inefficiencies inherent in the tourism industry (Bear 

Sterns, 2000). Consumers and suppliers are, by definition, dispersed, and the Internet 

is the perfect tool for improving marketing communications between the two. 

Moreover, as already mentioned, the process of researching and buying travel is very 

information-intensive (O’Connor, Buhalis, & Frew, 2001). It involves a tremendous 

amount of data about each component of a trip that comes from a wide variety of 

sources. The Internet offers the possibility to reduce or eliminate these research and 

transaction inefficiencies. The Web can serve as a centralised access point to 

information on many related topics, allowing the traveller to research each aspect of a 

trip (air, hotel, car, and attractions) in one place. 

 

One reason that it has become more important in recent years to make a clear 

distinction between information source and information channel is that the emergence 

of the Internet has provided a new channel of communication that is equally available 

to private travellers as it is to governmental tourism bodies or commercial suppliers of 

tourism services. A traveller wanting to get in touch with a travel agent would 

traditionally do this by making a phone-call or by talking to a travel agent in person. 

Now, however, the same information may be acquired through the travel agent’s web 

site or by sending an e-mail. Similarly, other travellers have traditionally been a 

source of information accessed in-person while out travelling. Nowadays, this 

information source is readily accessible through various Internet discussion groups 

and chat rooms. 

 

Because of the emergence of new information technologies such as the Internet, it is 

no longer self-evident which information channel a tourist would use to consult a 

particular information source. The Internet has fundamentally changed the way in 
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which travellers may access different sources of information. It is therefore essential 

to make a clear distinction between who is providing the information (source) and 

how the information is communicated (channel). The communication model discussed 

at the beginning of this chapter makes this distinction clear by pointing out the nature 

of the difference between the two concepts. 

 

It is in the nature of the Internet that the providers of the information communicated 

through this channel are more obscure than for most other information channels, and 

unfortunately, many consumers do not know (or do not care) who the source behind 

the information is. It is even more unfortunate, however, that the academic tourism 

literature in the area also seems to ignore that the Internet is an information channel 

through which several sources communicate their messages. To get a sound 

assessment of the impact of the Internet in the tourism industry, it is important that 

this new information channel is regarded as such, and that research focuses on how 

various information sources use the Internet as one out of several other 

communication channels. 

 

As the world’s largest repository of human knowledge it is obvious that the Internet 

has a huge potential in serving tourists in the information search stage of their 

decision-making process. Regarding this medium as merely another marketing 

communication channel, however, means ignoring its unique capabilities in terms of 

booking and fulfilment of tourism transactions. As Morgan, Pritchard, and Abbot 

report: “Prior to the advent of the WWW, organisations needed at least two media for 

marketing - promotion to raise awareness and a sales medium (face-to-face or 

telephone) to process the transaction. Today, websites are channels of distribution as 

well as communication - making the conversion of interest into action and sales more 

immediate” (Morgan, Pritchard, & Abbot, 2001, p. 111). 

 

Thus, the Internet is not only widely used for marketing communication purposes, but 

importantly, it is perceived as one of the major influences affecting the way that the 

tourism product will be bought and sold in the future (Inkpen, 1998). The ease with 

which Internet technology is linking customers and suppliers is giving rise to new 
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possibilities for tourism distribution, restructuring the tourism industry, and leading to 

the emergence of new types of travel intermediary firms. On-line travel brokers give 

consumers the opportunity to by-pass the traditional tourism intermediaries such as 

travel agents and tour operators, and thus threaten the position of these companies. 

Some authors have, in fact, characterised the issue of disintermediation as one of the 

biggest single issues currently facing the tourism industry (Inkpen, 1998). 

 

Although the importance of the Internet is expected to increase as users gain 

confidence in its performance (Beirne & Curry, 1999), the Internet is not likely to 

become the sole channel for distributing tourism products. Research has shown that 

many consumers regard searching for and purchasing products off-line as a source of 

enjoyment and an opportunity for social interaction (Forman & Sriram, 1991; 

Beliveau & Garwood, 2001). Because of the strong emotions that the term electronic 

commerce arouses, opinions as to its significance for the traditional tourism 

intermediaries are often exaggerated. A common conclusion to studies that have 

researched the disintermediation issue is that the Internet cannot replace the traditional 

travel retailer because of its inherent limitations in terms of providing personal, face-

to-face assistance to the customer. The literature in the area abounds with statements 

such as the ones shown in Table 2.8. 

 

Table 2.8: Disintermediation Statements 

 
 

“It will be years, if ever, before computers give us anything close to the warm and personal service we 

hope to get from dealing with a live travel agent” (Needle, 1998, as cited in Lang, 2000, p. 372). 

 

“Many consumers need an emotional connection before they buy, and that is where travel agents can 

benefit by providing this human touch to fulfil the need for a human interface” (Lang, 2000, p. 371). 

 

“One of the most influential obstacles towards acceptance of tourism information systems is the lack of 

personal assistance and advice. Users tend to feel uncomfortable with an impersonal assistant” 

(Passmann, Pipperger, & Schertler, 1997, p. 210). 
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“The experience of shopping is probably the only thing that electronic media will never be able to fully 

replicate” (Bloch & Segev, 1996, p. 8). 

 

“As the market grows and competition generates more choice in every sector of the industry, people 

will increasingly want the help, guidance and reassurance of a competent, cost-effective retail 

consultant” (Lord Marshall, 2000, p. 296). 

 

“Interaction between a customer and sales associate enables store-based retailers to provide 

information about the attributes that matter to the customer” (Alba, Lynch,& Weitz, 1997, p. 6). 

 

“There are convincing arguments that traditional, old model information and booking services utilising 

travel retailers and CRS systems are robust, and are likely to persist for the foreseeable future. They 

offer a familiar mode of conducting business, and provide the benefit of direct human contact and a 

perceived level of travel expertise” (Laws, 2001, p. 69). 

         Table 2.8 continued. 

 

These conclusions, however, are clearly more related to consumers’ preferences for a 

personal transaction medium than they are to the choice of buying from a travel agent 

as opposed to directly from a supplier. The statements seem to suggest a choice 

between a personal interface vs. a technological one, and the travel agent is favoured 

as the representative for the human option. What many commentators seem to ignore 

is that most of the travel services sold through the Internet are still sold by travel 

agents even though these travel agents distribute their information and products 

through electronic media. Furthermore, the human touch factor would also be 

experienced by visiting a tourism supplier in-person (although this is often impossible 

with tourism products where the supplier is usually remote from the consumer). 

 

It is therefore inadequate and misleading to imply that the disintermediation issue is 

about whether consumers will purchase from a travel agent or from the Internet. The 

choice still stands between buying through an intermediary vs. directly from a 

supplier. However, for both these options there is an additional choice of whether to 

deal with them in-person or through some new electronic channel. In fact, what is 

frequently presented as a choice between a source (travel agent) and a channel 

(Internet) is really a choice between two combinations of a source and a channel. 
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A more precise description of the disintermediation issue might consider the choice of 

dealing with service providers directly through the Internet versus dealing with travel 

agents in a face-to-face situation. To get a clear idea of the forces that are driving 

disintermediation, it is therefore necessary to separate between the factors determining 

the choice between information sources from the factors determining the choice 

between information channels. 

 

What has changed, of course, with the advent of the Internet is the relative 

accessibility of the different vendors of tourism services, making it easier for tourists 

to purchase directly from the supplier. The Internet does not, however, change the 

basic principles of the role of intermediaries, who exist to simplify buyers’ choice 

processes by aggregating travel products and simplifying the consumers search 

process (Palmer & McCole, 1999). It is therefore important, when considering the 

disintermediation issue, to recognise that accessibility is only one out of several 

factors that may guide consumers’ choice between a service provider and a travel 

agent. When eliciting other choice criteria used when purchasing a travel service, one 

must determine whether these criteria can be attributed to the sources that the tourist 

is buying from or to the characteristics of the channel that is used for distribution. 

 

Not surprisingly, the disintermediation debate has focused on the revenue generating 

aspect of tourism distribution, which is the actual transaction. Knowing, however, that 

the provision of prepurchase information is a necessary prerequisite for any 

transaction to be made (O’Connor, 2001), the questions raised by the 

disintermediation debate are equally relevant to the information search stage of the 

consumer decision-making process. Regardless of whether or not the tourist has an 

immediate intention to purchase the travel product in question, the Internet provides a 

vastly improved access to information sources that were not consulted as frequently 

only a few years ago. Again, however, the question of whom to acquire the necessary 

information from (supplier or intermediary) must be separated from how the tourist 

wants the information to be communicated (through the Internet or face-to-face). This 

research takes a fresh look at the disintermediation issue from an information search 

perspective with an emphasis on clearly separating the choice of information source 

from the choice of information channel. 
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2.6 Summary 

The interest in how travellers select, acquire, evaluate, and use the information on 

which they base their travel plans has been strong among researchers of tourism. 

Within the context of a rapidly changing tourism market, it becomes especially 

important to understand the factors influencing travellers’ information search 

behaviour. It has been argued in this chapter that any consideration of travellers’ 

information search would benefit from clearly distinguishing between who is 

providing the information and how the information is communicated. 

 

When searching for information, the traveller is both selecting a particular source or 

provider of the information and a channel or medium through which the information 

is communicated. In any information acquisition scenario there will be a particular 

combination of a source and a channel involved in conveying the message to the 

information seeker. As suggested in the introduction, these combinations can be 

illustrated by a matrix showing the information sources on one axis and the 

information channels on the other. Figure 2.7 shows a more general version of the 

tourism information matrix, which incorporates a suggested information source 

typology based on the discussion in this chapter. 

  

Figure 2.7: General Tourism Information Matrix 

Sources 
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The vertical axis of the matrix displays some of the most important information 

channels available to the traveller. On the horizontal axis the main types of 

information sources are found. The information source classification proposed here 

represents an eclectic selection from categories proposed in the previous literature 

(Cf. Figure 2.2), and the categories correspond to the definition of source that is used 

in this dissertation as all of them denote providers of the information. 

 

The commercial category includes servive providers, travel agents, tour operators, and 

specialty channelers such as corporate travel departments, incentive travel firms, 

meeting and convention planners etc. Included in the organisational category are: 

destination marketing organisations, public tourism offices, welcome centres, visitor 

centres, chambers of commerce, as well as private travel clubs. Although embassies 

and consulates differ somewhat from the organisations already mentioned in terms of 

their role as a tourism information provider, they would also be included in this group. 

Editorial sources include journalists and travel writers. Finally, included in the social 

category are family, relatives, friends and other fellow travellers. 

 

Each cell in the matrix represents a specific information search strategy where one 

particular source is communicating through one channel. The matrix illustrates that, in 

theory, any such combination of source and channel is possible. Obviously, certain 

combinations are more common or likely than others such as social / face-to-face or 

editorial / print. However, by visualising the various available options when studying 

travellers’ information search behaviour, it is possible for researchers and respondents 

alike to avoid unnecessary assumptions about which source is communicating through 

which channel. 

 

These combinations of sources and channels may have been assumed or vaguely 

implied by some of the authors mentioned in this chapter. However, by making these 

relationships explicit, it is possible to get a more precise description of the various 

information search scenarios. This will contribute to a better understanding of the 

options that travellers are choosing from when making information search decisions. 

Identifying these options gets all the more important when wanting to elicit and 
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describe the factors that are used by consumers as decision criteria when choosing 

where and how to seek information about a tourism product or service offering. 

 

This chapter has looked at a number of personal, situational, and product 

characteristics as well as various theoretical viewpoints that may shed light on why 

travellers use the information search strategies they use. It seems apparent that the 

factors involved are numerous, and no single theoretical framework has so far 

captured the full complexity of this phenomenon. Existing theories of information 

channel choice provide some insight into various choice criteria that may be involved, 

but the organisational setting from which most of these theories are drawn is very 

different from the situation a traveller faces when making a choice of information 

search strategy. Compared to the communication between a manager and a limited 

number of employees, tourism information search is often far more complex both in 

terms of the number of potential sources and channels, as well as the content variety 

of the information being sought. Furthermore, the empirical support for these theories 

has been largely inconclusive even in the field from which they have emerged. The 

theories, therefore, seem largely insufficient in explaining the choice of information 

serach strategy in a tourism context. 

 

Furthermore, the distinction between sources and channels, as well as the emergence 

of the Internet as a significant and unique information channel, suggest that much of 

the existing theory in this field must be revisited. It seems therefore that a broad view 

needs to be taken at this stage to consider the variety of potential variables that may 

influence information search behaviour. Consequently, this study has adopted an 

exploratory approach rather than focusing on one particular theory to describe 

travellers’ choice of information search strategy. The next chapter outlines the details 

of this approach, and in Chapter Six the factors and theories discussed above are 

revisited in light of the findings from the exploratory investigation. 
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3.0 Introduction 

This chapter discusses the methods and procedures adopted for the collection and 

analysis of primary data. It also expounds the research perspective of the study and 

provides justifications for the methods chosen. 

 

The starting point for choosing a method is the research question to be answered. The 

choice of method directly influences the final outcomes, so it is important to have a 

clear view of what outcomes one seeks and to choose the most appropriate method 

and research design (Grennes, 1997). The main question addressed in this study is: 

 

• What are the most important product, personal, and situational 

characteristics influencing travellers’ choice of information sources and 

channels when visiting a foreign country? 

 

The next step is to determine the information needed to be able to say something 

about this question and how to acquire this information. A mixed methods approach 

was adopted, and primary data was collected in two separate phases: 

 

Phase One – A qualitative study involving semi-structured in-depth 

interviews with 82 respondents to elicit information about factors that 

travellers associate with the choice of information sources and channels when 

speaking freely about this topic.  

 

Phase Two – A quantitative survey involving 488 respondents filling in 

questionnaires to investigate the statistical relationships between the travellers’ 

choice of information sources and channels and the variables identified in 

Phase One. 

 

This chapter details how the data were collected, processed, and analysed in each of 

these phases. Firstly, however, the research perspective and the overall design adopted 

for the project are considered. 
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3.1 Research Perspective 

In the collection and analysis of data, the researcher has traditionally had a choice 

between two main research perspectives: quantitative or qualitative. The quantitative 

perspective tends to be aligned with the positivist or post positivist paradigm, which 

holds that there is an objective reality that can be expressed numerically. On the other 

hand, the qualitative perspective emphasises an interpretivist or constructivist view, in 

which reality is seen as inherent in the perceptions of individuals. Studies deriving 

from this perspective focus on meaning and understanding, taking place in naturally 

occurring situations (Marshall & Rossman, 1995). 

 

In travel and tourism research, anthropologists and sociologists have been turning to 

qualitative approaches for a long time although researchers from economics, 

geography, psychology, and marketing have used primarily quantitative methods 

(Decrop, 1999). Riley (1996) also points out that the majority of tourism marketing 

research has traditionally relied on structured surveys and quantification. This is still 

very much the case, according to a study of tourism journals by Riley and Love 

(1999) although formal recognition that tourism research reaches beyond statistical 

relationships has been actualised in recent years. Several authors have criticised 

tourism research recently for relying too heavily on quantitative approaches in which 

the intricacies of the tourist experience are often neglected (Walle, 1997; McIntosh, 

1998). 

 

The dominant view within the social sciences for most of the latter part of the 20th 

century was that the two research perspectives and their corresponding paradigms 

were incompatible because of their inherent ontological, axiological, and 

epistemological differences (Denzin & Lincoln, 1994). Each of the two camps tended 

to discredit and criticise the proponents of the opposing orientation, a situation 

described by Gage (1989) as the paradigm wars. An example of the incompatibility 

stance is from Guba, stating that one perspective precludes the other “just as surely as 

the belief in a round world precludes belief in a flat one” (Guba, 1987, p. 31).  
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Currently, however, a more pragmatic acceptance prevails that the researcher would 

do well in utilising the best of both paradigms (Tashakkori & Teddlie, 2003). An 

ever-increasing number of scholars now agree that quantitative and qualitative 

methods are compatible and can be combined successfully. In fact, pragmatism has 

been suggested by several authors as the appropriate paradigm to justify the use of 

mixed methods research (e.g. Rossman & Wilson, 1985; Howe, 1988; Tashakkori & 

Teddlie, 1998). Other proponents of the mixed methods perspective argue that the 

paradigm-method link is distracting or unnecessary (Patton, 2002) or that multiple 

paradigms may serve as the foundation for a single research project (Creswell, Clark, 

Gutmann, and Hanson, 2003).    

 

The mixed methods perspective is adopted for this project, as it is believed that 

methodological eclecticism is the most desirable approach to tourism research. On 

what mixed methodologists regard as the continuum of ontology and epistemology 

this study must be regarded as closer to post positivism than interpretivism although 

the first part of the project is a qualitative investigation. One reason for this is that the 

analysis of the in-depth interviews relies more on quantisizing the qualitative data 

than on any profound interpretations of the respondents’ thoughts and feelings. 

 

One of the principles of the mixed methods approach is that the research question is 

considered more important than the paradigm underlying the methods that are used. 

Tashakkori and Teddlie refer to this as “the dictatorship of the research question” 

(Tashakkori & Teddlie, 2003, p. 21). To answer the research question of this project 

satisfactorily, it was held that the relevant choice factors first had to be identified 

through qualitative interviews with the travellers and then measured quantitatively to 

assess the relative importance of the identified factors.  

 

The mixed methods perspective has evolved from the notion of triangulation, 

originally a navigational term which was first adopted in the social sciences by 

psychologists and sociologists (Tashakkori & Teddlie, 2003). Triangulation involves 

the use of different sources of data to inform a study, thereby improving the 

credibility of its findings (Denzin & Lincoln, 1994). One way of doing this is to 
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combine quantitative and qualitative methods, and this is probably the most common 

connotation of the term. A basic tenet of the mixed methods approach is that this 

combination equals more than the sum of its quantitative and qualitative parts because 

it can 1) answer research questions that the other methodologies cannot, 2) provide 

better, stronger inferences, and 3) provide the opportunity for presenting a greater 

diversity of divergent views (Tashakkori & Teddlie, 2003). 

 

Although many “purists” still reject pragmatism as simplifying the highly complex 

philosophical issues of research, recent studies show that in practice, researchers are 

as likely to blend or mix features of different paradigmatic traditions as they are to use 

features from only one tradition (Niglas, 1999, cited in Tashakkori & Teddlie, 2003). 

Others have pointed out that qualitative and quantitative research projects are not 

entirely uniform anyway as they both generally contain distinct components of the 

opposite orientation (Maxwell & Loomis, 2003). Thus, it has been argued that since 

the two traditional research perspectives are not pure to begin with, researchers lose 

little by mixing them in a variety of creative ways (Tashakkori & Teddlie, 2003). 

 

A main criterion by which to evaluate the mixed methods perspective, however, is the 

extent to which it has evolved to a point where it has a separate methodological 

orientation with its own worldview, vocabulary, and techniques. According to 

Tashakkori and Teddlie (2003), the developments in this field of research over the last 

ten years justify the regard of the mixed methods perspective as “the third 

methodological movement”. The authors further believe that mixed methods designs 

will be the dominant methodological tools in the behavioural and social sciences 

during the 21st century. Greene and Caracelli (1997) dismiss the continued search for 

the single best paradigm as a relic of the past and believe that multiple perspectives 

are required to explain the complexity of an increasingly pluralistic society. The 

mixed methods approach is also gradually being adopted in the tourism literature (e.g. 

Corey, 1996; Dann, 1996; Markwell, 1997). 
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3.2 Research Design 

A research design is a plan for how to gather the information needed in the most 

appropriate way. It is possible to distinguish between three main types of research 

design: exploratory, descriptive, and causal (Churchill, 1995). An exploratory design 

is used when the background knowledge is limited and when one does not have 

specific hypotheses to be tested. It is also used when the main purpose of the study is 

to gain increased general insight and knowledge about a topic. A descriptive design is 

used when the problem statement suggests that it is appropriate to describe a 

phenomenon and its characteristics, and one has relatively clear hypotheses. The 

purpose is to describe variables and interrelationships between them. A causal design 

is used when one wants to explain the effect of different variables with an aim to 

reveal cause and effect relationships (Churchill, 1995). 

 

Typically, exploratory research is undertaken when a topic is relatively new and 

underresearched (Churchill, 1995). There are many aspects of the topic for this 

research that are new and underresearched, suggesting that an exploratory design 

would be the best option for this study. Firstly, there is the emergence of novel 

technology that has changed radically the environment in which travellers search for 

information. The Internet represents a new information channel in tourism that is so 

different from other traditional channels that much of the existing research on tourism 

information search strategies is in many ways outdated. Although several researchers 

have studied this new channel’s potential as a tourism marketing medium (See for 

example: Bloch & Segev, 1996; Connolly, Olsen, & Moore, 1998; Jung & Butler, 

2000; Morrison, Mills, Chuvessiriporn, & Ismail, 2002), the focus has primarily been 

on the transaction / purchase stage of the consumer decision-making process and has 

not been linked to the existing tourism information search literature. (Notable recent 

exceptions include: Bei, Chen, & Widdows, 2004; Jang, 2004; Öörni, 2004). 

 

Secondly, as was argued in the previous chapter, many of the results from previous 

information search studies may be misleading because they do not incorporate the 

distinction between sources and channels. Since this study is considering sources and 

channels as separate entities in the communication process, it seems appropriate to 
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take a step back and reconsider our knowledge of tourism information search with a 

particular regard to this distinction. Although information search strategies have been 

studied in tourism before, it seems safe to say that this particular approach to the topic 

is new and underresearched. 

 

The exploratory design is also very flexible and has the ability to bring about deeper 

understanding and reveal underlying factors (Churchill, 1995). The underlying factors 

to be revealed here are the criteria for choosing between sources and channels of 

information about travel services. With this design it is possible to have a continuous 

learning process throughout the study, and new knowledge can be gained on a 

cumulative basis. This learning process can also influence the method by continuously 

adding to the knowledge base and improving the instrument for data collection. 

 

The main objective of this study is to gain increased insight and knowledge about why 

travellers choose the sources and channels they do when searching for information. It 

is hoped that this increased insight may form the basis for drawing conclusions and 

developing propositions about issues to consider when developing marketing 

communications strategies for tourism organisations. Although this study has a clearly 

stated research question, there is also an interest in gaining a better general 

understanding of the travellers’ choice behaviour in the information search stage of 

the decision making process. For these reasons, the exploratory design was regarded 

as the most appropriate for this study. 

 

Using the terminology of Creswell (2002), the appropriate description of the overall 

design of this project is a mixed methods sequential exploratory design. In short, this 

means “first gathering qualitative data to explore a phenomenon, and then collecting 

quantitative data to explain relationships found in the qualitative data” (Creswell, 

2002, p. 567). Morse’s (2003) notation system for mixed method designs would 

describe the design as a “QUAL→quan” design. The arrow signifies that the two 

methods are used sequentially, and the upper-case QUAL means that there is a 

qualitative “thrust” in the design. In this project the qualitative and the quantitative 

parts are considered equally important, but it may still be said to have a qualitative 
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thrust because the quantitative analyses in Phase Two are based on the qualitative 

findings in Phase One. 

 

According to Creswell (2002), the sequential exploratory design may or may not be 

implemented within a prescribed theoretical perspective. One of the reasons for 

adopting the exploratory design in this case was that there was no single theory of 

information search in the literature that seemed to adequately explain the reasons for 

travellers’ choice of information sources and channels. Related theories of channel 

choice were seen as too different in their applications to be adopted directly to this 

context. It is acknowledged, however, that the current literature forms the basis of the 

a priori knowledge with which the researcher approached the research question. 

Furthermore, the model of communication by Shannon and Weaver (1963) and Belk’s 

(1975) S-O-R Diagram had an important impact on how the qualitative data were 

conceptualised and categorised. It must therefore be acknowledged that even though 

the study is exploratory in nature, there is still a substantial theoretical influence. 

 

Morse (2003) points out that the overall theoretical thrust in this type of study is 

inductive even though the second, quantitative phase may be seen as a deductive 

component if it is testing a model developed in the first, qualitative phase. Phase Two 

of this project clearly contains elements that are more descriptive or even explanatory 

in nature, particularly in that it attempts to describe the interrelationships between 

variables. The focus is, however, more on exploring various propositions about such 

relationships, rather than testing specific hypotheses suggested by previous research. 

 

Creswell et al. (2003) suggest several reasons for selecting the sequential exploratory 

design all of which are to some degree relevant to this study: 1) to test emergent 

theory resulting from a qualitative phase, 2) to generalise qualitative findings to 

different samples, 3) to test an instrument, and 4) to identify or narrow down the focus 

of the possible variables. Even though this project does not endeavour to develop a 

comprehensive theory of travellers’ information search, the purpose of the survey in 

Phase Two is to test relationships among the variables identified and summarised in 

the model of Phase One. 
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3.3 Phase One – Qualitative Interviews 

The first phase of this project involved a series of qualitative interviews with 

international travellers. This section details the methods used in Phase One. 

 

3.31 Objectives 

The primary objective of Phase One was to get travellers’ own accounts of why they 

had used various sources and channels when searching for information about their trip 

and thus elicit the choice factors associated with these decisions. By getting the 

respondents to articulate the reasons for their own choice of information search 

strategy, the aim was to get an idea of which of the factors discussed in the existing 

literature mattered most in this decision from the traveller’s point of view. It was also 

hoped that the interviews would result in the identification of additional choice factors 

not previously considered in this context. 

 

A secondary objective was to test the information matrix as an instrument to collect 

data about travellers’ information search strategies. In addition to letting the 

respondents fill in the matrix, feedback about the instrument was recorded to 

determine its suitability for a self-administered questionnaire. 

 

3.32 Personal Interviews 

To gain insight into the criteria relevant to travellers’ choices of information sources 

and channels, primary data for Phase One were collected through a series of personal 

in-depth interviews with travel consumers. At the root of in-depth interviewing is an 

interest in understanding the experience of other people and the meaning they make of 

that experience (Seidman, 1998). The goal of each interview was to have the 

participant reconstruct his or her experience with choosing sources and channels in 

order to identify decision factors that were perceived to be particularly important. 

 

There are several established motives for employing in-depth interviews in consumer 

research. As pointed out by Klaus (1985), the complexity of social interaction in the 
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service encounter almost makes it mandatory that something more than a narrow 

survey is used. Tourism researchers have also emphasised that the complexity and 

subtleties of the tourist experience cannot be adequately captured by scales and 

questionnaires (Walle, 1997). The most basic motive for using personal interviews in 

this study is expressed in Barnes’ (1994) unequivocal contention that the best way to 

understand consumer relationships is simply to ask the consumer. 

 

In-depth interviewing’s strength is that through it one can come to understand the 

details of people’s experience from their own point of view. Open-ended questions are 

generally preferred in qualitative interviews as they establish the territory to be 

explored while allowing the participant to take any direction he or she wants 

(Seidman, 1998). Open-ended questions were used for this study to avoid exposing 

participants to predetermined decision criteria categories. The interviews were semi-

structured, using a carefully developed interview-guide while at the same time 

allowing the interviewer the freedom to follow-up on themes of interest that came up 

during the course of the interview. 

 

To work most reliably with the words of the participants, the researcher has to 

transform those spoken words into a written text to study (Seidman, 1998). The best 

way to do this is to tape-record the interviews and then do a verbatim transcription. In 

addition to recording the respondents’ answers on tape, a notebook was kept which 

included additional information that might be of importance such as mimics, body 

language, mood, or other circumstances that might have affected the responses. 

 

3.33 Interview Guide 

Following is a review of the most important questions that were used in the interviews 

in Phase One. The full interview-guide that was used is included in Appendix A. 
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Question 1) When you go on an international trip or holiday, how do you prefer to 

search for the information that you need for your travels? 

 

As suggested by Morrison (2002), this first question was phrased in fairly broad terms 

to establish the general area of interest. The answers to the question gave an idea of 

whether the respondents, without being previously exposed to predetermined 

categories, first thought of information search in terms of information sources, 

information channels, or a combination of the two. The aim was to find out whether 

the travellers were thinking along those lines at all, or if the distinction between 

sources and channels is artificial or perhaps subconscious? 

 

The first question also gave an idea of whether the respondents were concerned with 

situational factors when searching for information. Whenever respondents find it 

difficult to answer this question in general terms and respond with the phrase “it 

depends…” or something similar, this may be taken as a hint to important situational 

factors (Belk, 1974). 

 

Question 2) Each cell in the model below represents a combination of information 

sources (providers of information) and information channels 

(communication methods) that can be used to get travel information. 

Which of these combinations have you used to plan your trip to and in 

Norway? You may tick as many cells as you want. 

 

This item was designed to test the applicability of the information matrix as an 

instrument to measure travellers’ information search strategies. It also established the 

search strategies to be discussed further in the subsequent questions. The question and 

the matrix were given to the respondent on a separate piece of paper (included in 

Appendix B), and comments were recorded in a notebook about any difficulties filling 

in the answers. The respondents proved to have no major difficulties using the matrix, 

however, so it was confidently incorporated in the questionnaire for Phase Two. The 

answers to the second question also gave an initial indication of which source / 

channel combinations were most likely to be used. 
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Question 3) You have indicated that you made use of _(SOURCE or CHANNEL)_ 

when planning your trip. What are some of the reasons why you used 

that particular information source / channel? 

 

This item is a so-called free listing question (Weller & Rommey, 1988) that elicits 

information about the most important reasons for choosing particular sources or 

channels from the traveller’s own point of view. 

 

Question 4) In what ways do you feel that _(SOURCE or CHANNEL)_  is different 

from the other information sources / channels? 

 

This question was included to get additional source and channel attributes that might 

be important in travellers’ choice of information search strategy. 

 

Question 5) Try to think of some situations or contexts in which you would be more 

or less likely to use _(SOURCE or CHANNEL)_  as an information 

source / channel. – In other words, when would you, and when would 

you not use this source / channel? 

 

This question explored the importance of situational factors that might be relevant to 

travellers’ information search. Thus, it is clear that although this is an exploratory 

study, the theories discussed in the previous chapter have influenced the content of the 

interviews both to ask for source and channel attributes as well as situational 

characteristics.  

 

The form and content of the interview guide were subject to changes according to 

feedback from a pilot study that was conducted with a small convenience sample 

before the main investigation. The main changes from previous versions of the 

interview guide included simplifying the language as well as making the flow of the 

interview more natural or “conversational”. 
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3.34 Sampling 

As previously mentioned, there was an initial focus in this research on producing as 

comprehensive a picture as possible of the various criteria that international travellers 

use when choosing information sources and channels. Thus, a diverse sample was 

seen as desirable to elicit as many such criteria as possible. Ideally, the sampling 

frame would include a variety of respondents that differed on all antecedent variables 

that might possibly affect their choice. However, to make the project practically 

viable, a specific, accessible target market had to be chosen for data collection, 

recognising that the sample would not represent the total universe of international 

travellers. In this case the sampling frame was defined simply as international visitors 

to Norway. The choice of international travellers was made to be able to assess 

differences in nationalities with regards to information search as suggested by Uysal 

et al. (1990) among others. Norway was chosen as a destination partly because the 

researcher is Norwegian and therefore has personal interests in this market and partly 

because it would facilitate the access to certain important interviewing venues. 

 

A systematic sampling strategy was used where respondents were intercepted at 

specified intervals at the chosen venues and asked whether they wanted to participate 

in the investigation. This way, researcher bias in the selection of subjects was 

eliminated. Systematic sampling provides an acceptable alternative where random 

sampling is not possible. A couple of important limitations associated with the 

sampling procedures should be mentioned, however. These are related to the time and 

place that the interviews were conducted. 

 

The first limitation has to do with seasonal variations in foreign visitations to Norway. 

There are differences between people who travel to Norway at different times 

throughout the year (Rideng & Grue, 2002), and these differences might potentially 

be related to their choices of information sources and channels. The data collection for 

both phases of this project was carried out during the summer season. Within that time 

frame, however, all efforts were made to interview travellers on different days of the 

week and at different times of the day. 
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The second limitation has to do with the location of the interviews. Firstly, the 

interviews for this project were conducted at selected locations in the Oslo area, and 

thus travellers not visiting those particular locations would not be included in the 

sample. Secondly, to be able to contact travellers using different modes of travel, it 

was necessary to conduct interviews at locations associated with these travel modes. 

Accordingly interviews were conducted at the airport, at the harbour, and at the train 

station. This was seen as the most practically viable way of collecting this type of 

data, and it is believed that the interviews covered a good cross-section of the 

population, especially as the majority of international visitors to Norway by far use 

Oslo as the main port of entry and / or exit. 

 

The sample size of a qualitative study is usually not determined with the goal of 

generalisability in mind. One criterion that is commonly used in this type of 

investigation is the saturation point where no new issues seem to emerge from the 

interviews (Seidman, 1998). This principle was adopted here, and the researcher 

continued interviewing until the subject appeared to be saturated. In practice the 

number of participants was also influenced by the allocated time slots the researcher 

was permitted to conduct interviews at the various interception points. By the end of 

the scheduled interviewing sessions, 82 participants had been interviewed. The 

saturation point seemed to have been reached by that stage, so no additional sessions 

were required.     

 

When the population of interest is international travellers, there is a fundamental 

choice of whether to intercept foreign visitors at the destination (destination based 

sampling) or local residents travelling to foreign destinations (origin based sampling). 

The main advantages of the latter option is that the participants all have a similar 

language and cultural frame of reference and have, at least in theory, access to more 

or less the same sources and channels for pre-departure information. On the other 

hand, because these tourists will be visiting various destinations, there will be large 

variations as to the sources and channels they are exposed to overseas.  

 

A destination based sampling procedure was chosen for this study as this would allow 

the researcher to collect data from respondents from different origins who were all 
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seeking information about more or less the same tourism products and services. This 

option also meant that the researcher would be able to pick up on issues that were 

related to the travellers’ geographical, cultural, political, or technological 

backgrounds. Furthermore, because they would all be searching for information about 

the same destination, it was possible for the researcher to get an idea of the kind of 

information that particular destination produced and communicated to travellers both 

locally and to potential visitors overseas. 

 

Finally, by choosing the destination based option, it was possible for the researcher to 

make sure that the destination that the respondent was seeking information about was 

in fact producing a varied and substantial amount of tourism information that was 

communicated through a variety of different channels. This type of investigation is 

also likely to be of most value to the destination’s tourism marketers as its findings 

may help in developing its future marketing communication strategies. 

 

3.35 General Procedures 
Most of the respondents were interviewed as they were leaving the country either by 

plane, by boat, or by train. Interviewing the travellers on departure made it possible to 

collect information about their information search while at the destination. Auto 

travellers, however, were virtually impossible to intercept on departure (except when 

they were leaving by ferry). To get respondents from this group, interviews were 

conducted at camping grounds and at various tourist attractions at the destination. 

 

Choosing a destination based sample makes it possible to acquire information about 

visitors from different cultural backgrounds although it is recognised that language 

barriers impose certain restrictions on this diversity. In-depth interviews rely on both 

the interviewer and the interviewee having a certain level of familiarity with a 

common language. As all the interviews in this study were conducted in English, it is 

possible that certain culturally dependent choice criteria were lost since data could not 

be collected from non-English speaking tourists. It should be added, however, that 

none of the travellers who were approached for these interviews seemed to have any 

major problems understanding or responding to the questions. 
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Studying a group of people from different nationalities always raises the dilemma of 

whether to use one common language or different languages for different respondent 

groups. The problem with the first approach is, of course, that different language 

backgrounds might distort both the interpreted meaning of the questions as well as the 

rendered responses. Interviewing in different languages, on the other hand, carries 

with it problems associated with differences in meaning in the translation of the 

questions and answers afterwards. It was therefore decided to use English in all 

interviews of Phase One as well as for the questionnaires in Phase Two. To minimise 

the effect of language barriers, all efforts were made to keep the language as simple as 

possible both in the in-depth interviews and in the questionnaires. 

 

The importance of a non-threatening, relaxed, and informal setting is emphasised by 

qualitative researchers to decrease the vulnerability of the respondents and get to the 

underlying factors behind their choices (Reynolds & Gutman, 1988). Every effort was 

made to create a relaxed atmosphere for the interviews. However, conducting 

interviews in the field as opposed to inviting respondents to a more suitable 

interviewing location inevitably imposes certain limitations in this respect. 

Interviewing out in the field was preferred, nevertheless, in order to 1) allow a natural 

“touristic” setting that the respondents associated with their travel experience, 2) 

make the responses as intuitive as possible by not allowing the respondents to 

“prepare” for the interview, and finally 3) be as unobtrusive as possible, as most 

people feel that their vacation / travel time is valuable and may be reluctant to travel 

to another venue just for an interview. 

 

3.36 Data Analysis 

Qualitative data analysis can take many forms, but it is fundamentally a procedure 

that involves culling for meaning from the words and actions of the participants of the 

study, framed by the researcher’s focus of inquiry (Maykut, 1994). Qualitative 

research findings are inductively derived from these data. The adopted approach for 

this analysis was to try to understand more about travellers’ information source and 

channel selection and to describe what was learned with a minimum of subjective 

interpretation. 
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The goal of the study was to identify a set of decision criteria inductively derived 

from a rigorous and systematic analysis of the transcribed interviews. In contrast to 

the numeric representations of quantitative research findings, qualitative research 

relies mostly on verbal accounts and narrative representation of the data. 

Nevertheless, a count of the number of respondents talking about the same or similar 

choice factors still played a central role in the analysis. The mention-counts formed a 

basis for an initial idea of the relative importance of the various choice factors. 

However, because of the limitations of the sample used for this qualitative study, the 

representativeness of the quantisized data is downplayed. 

 

To improve the confirmability of qualitative studies, it is important that the 

procedures used for analysing the data are well documented and explained (Marshall 

& Rossman, 1995). In order to make the data analysis process as transparent and 

understandable as possible, a detailed account of the procedures involved is presented 

below. 

 

Transcription 
Firstly, the taped interviews were transcribed as accurately as possible to get the 

respondents’ words in a format that allowed further processing. Rather than 

reproducing the interviewer’s questions for each interview, the respondents’ answers 

were cited under the main headings Preferred Search, Channels, and Sources. Under 

the last two sections it was further specified which particular channel or source 

category the respondent had been asked about and also whether they has been asked 

about differences between channels / sources or usage situations. 

 

At the end of each interview the respondents’ answer to each of the following were 

noted: purpose of trip, country of residence, age, mode of transport, and gender. 

Finally, the respondents’ replies in the information matrix were attached to the end of 

each transcribed interviews. 

 

To be able to capture immediate impressions of the respondents’ tone of voice, 

pauses, or other vocal clues, notes were written down on the transcriptions next to the 
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respondent’s own words, separating them by using a different colour. Any notes taken 

during the interviews about further clues from body language or facial expressions 

were also noted in the transcribed interviews at this stage. In addition, notes were 

made concerning the researcher’s initial thoughts and ideas about potential factors 

associated with the travellers’ channel and source choices while having the interviews 

fresh in mind. 

 

Labelling 
After all the interviews had been transcribed, the texts were read through thoroughly 

for the first time while labelling all passages or units of text that might contain a 

potential “choice factor”. A choice factor was seen as any meaning that might 

describe a reason for choosing a source or a channel, a difference between sources or 

channels, or a particular situation in which a source or a channel might be chosen. 

Any passage that was thought to contain at least one such meaning was labelled with a 

tag consisting of: 1) which interview number the passage belonged to, 2) which 

question the passage was a reply to, and 3) which theme the passage was initially 

thought to be an example of. Table 3.1 illustrates the descriptive codes that were used 

together with an example of how a meaning segment might be labelled. 

 

This coding scheme was used so that the analyst at any time would be able to 

recognise and go back to the place in the original transcripts from where that 

particular passage was taken and see the passage within its original context. 

Furthermore, this allowed easy identification of passages that commented on similar 

questions and sources / channels as well as linking the passages to the corresponding 

respondent information. 
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Table 3.1: Descriptive Codes Used for Labelling 

 
Interview Number   - 1-82 
 
Preferred Search    - P 
 
Channels    - C 
 Face to Face   - F 

Telephone   - T 
TV    - TV 
Print    - P  
Internet    - I  

 
Sources     - S 

Travel Agents   - T 
Service Providers   - S  
Information Centres  - I 
Journalists / Writers  - J 
Other Travellers   - O 
Friends / Family   - F 

 
Differences    - D 
 
Situations    - S 
 
 
 
Example:  34CID – Quantity. 
 
Meaning: Transcript is taken from interview number 34, and the respondent has been asked 

about the difference between the Internet and other channels. The transcript has been 
preliminary coded as having to do with the quantity of information. 

 
 

 

Summarising 

After the segments of meaning had been labelled, the answers to each question across 

all the interviews were summarised on a series of concept maps to identify patterns in 

the aggregate answers of all the respondents. This was done by using a software 

package called Mind Manager that permits easy ways of categorising and storing 

textual data as well as various ways of processing and representing the data 

graphically. 

 

It should be noted that these initial attempts at aggregating the data were only meant 

as descriptive summaries rather than a scheme to fix subsequent categories. The 

content of the resulting concept maps represents an effort to maintain the respondents’ 

wording as closely as possible. The analysis software allows the original transcripts to 
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be stored under the different branches of the map so that the text on each branch as far 

as possible represents the original passages. Wherever several respondents answered 

similarly to a question, all responses could thus be stored under the same branch and 

compared, making sure that the text on the branch was the best representation of all 

the transcripts that were grouped together. Summaries were first made from all 

respondents’ answers to the questions about why the various sources and channels 

were chosen. 

  

In creating these concept maps the principle of constant comparison as devised by 

Glaser and Strauss (1967) was adopted. Each new transcript was constantly compared 

to all existing branches of the map to see where it would fit best. Only if none of the 

existing branches contained similar meanings to the new transcript, a new branch was 

created on the map in the place it was deemed most relevant. Whenever there was 

doubt as to where a new transcript should be placed, it was placed “on hold” and 

revisited only after all the interviews had been reviewed. 

 

When all the respondents’ answers to a particular question had been placed on the 

map, it was “tidied up” to aid reading and understanding. Some minor adjustments 

were made with regards to the branches’ relative positions. Then the original 

transcripts under each branch were studied, and a count was made of how many 

respondents had mentioned the various themes represented by the branches. This 

mention-count was useful in giving an initial idea as to which reasons were 

predominant in the decision to use the various sources and channels.  

 

After the usage summaries had been made for each of the various sources and 

channels, similar concept maps were prepared for the questions regarding differences 

between sources and channels and situational factors influencing the choice of sources 

and channels. (Examples of these concept maps can be seen in Appendix D). 

 

 

 

 



 101

Categorising 

Only after all the summaries above were completed, the process of organising the 

transcripts into categories began. A major point was made with regards to the 

construction of these concept maps of not force-fitting transcripts into categories if the 

meanings were not sufficiently similar. Furthermore, attempts were made to use the 

language / terminology of the respondents as much as possible to stay close to what 

was believed to be the respondents’ original meaning. 

 

It should be noted that the labels used to name the categories represent a pragmatic 

mix of theoretical concepts from the literature as well as terms used by the 

respondents themselves to describe important themes emerging from this particular 

study. Hence, the terms that were used should be regarded as labels describing the 

commonalities of a group of answers rather than objective empirical constructs. 

 

Modelling 

Parallel to the process of categorising the information choice factors identified in the 

transcripts, a model was developed to provide a graphical representation of the main 

categories and the individual choice factors associated with them. As explained in the 

results chapter, this modelling was an iterative process of structuring and restructuring 

different versions of the model at different stages of the analysis. Not to be confused 

with statistical modelling, the aim of qualitative modelling is to develop a diagram 

that visualises internal relationships between categories and sub-categories (Marshall 

& Rossman, 1995). 

 

The final outcome of the analysis process in this first phase of the project was a 

comprehensive information search strategy choice factor model encompassing all the 

most important factors that were found to influence travellers’ choice of information 

sources and channels. The choice factors in this final model were the basis for the 

variables that were subsequently measured in the quantitative study in Phase Two. 
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3.4 Phase Two – Quantitative Survey 

The second phase of this project consisted of a quantitative survey of 488 

international travellers. This sections details the research methods used in Phase Two. 

 

3.41 Objectives 

The purpose of Phase Two of this project was to investigate the relationships between 

travellers’ source and channel use and the various choice factors identified in Phase 

One and / or suggested in previous studies of tourism information search. More 

specifically the study had the following three objectives: 

 

1) To explore how personal and situational variables are related to 

international travellers’ choice of: 

a. information sources 

b. information channels 

c. information search strategy (combination of source and channel) 

 

2) To explore how perceptions of various source and channel attributes are 

related to international travellers’ choice of: 

a. information sources 

b. information channels 

 

3) To explore how international travellers’ choice of information sources, 

channels, and search strategies can be predicted based on personal and 

situational variables. 

  

The third objective is an attempt to apply and further the knowledge gained through 

this project by illustrating how information about the relevant choice factors might 

benefit tourism marketers’ understanding of the disintermediation issue. In addition to 

these three objectives, the applicability of the information matrix as an instrument for 

measuring travellers’ information search strategies was put to the test in this phase. 
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3.42 Questionnaire 

In Phase Two primary data were collected by way of a self-administered survey. As 

Veal (1997) points out, surveying is probably the most popular research method in the 

tourism industry due to its flexibility and ease of use. Another key advantage of 

surveys is the lower personnel and implementation costs associated with survey 

distribution and collection (Jennings, 2001). Neuman (1997) adds the following 

advantages of the method: ability to target geographically dispersed areas, completion 

at respondents’ convenience, and anonymity of the respondent. 

 

A researcher-assisted surveying method was deemed the most appropriate for the 

project. This means that the respondents filled in the questionnaire themselves while 

the researcher was available on-site to answer any questions that might arise. As a 

result some of the advantages mentioned above were not fully realized in this study, 

but other benefits were seen as outweighing the reduced convenience and anonymity 

of the method. 

 

The main benefit of this approach is that potential problems with filling in the 

questionnaire can be resolved immediately and thus reduce non-response biases and 

misunderstandings. This was seen as essential because of the potential difficulty some 

respondents might have with the language. If required, the researcher had tools such 

as translation dictionaries and currency converters available for the respondents’ 

convenience. Care was taken to make sure that the assistance provided did not in any 

way lead the respondent towards a particular answer and thus introduce interviewer-

bias into the results. It should be noted that the actual amount of assistance required 

by the respondents in this study was negligible. 

 

The researcher-assisted surveying method also made it possible to evaluate whether 

the respondents were taking the task of answering the questions seriously. Cases 

where the respondent gave up, could not be bothered completing, or did not have time 

to complete the questionnaire could be identified and, if necessary, excluded from the 

analysis. The approach also made it easier to pick up on any problems regarding the 

information matrix. Finally, it was believed that the response rate could be improved 

by providing this assistance. 
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Additional measures to increase the response rate such as offering the respondents 

something in return for their cooperation were considered, but decided against 

because of the cost and potential bias associated with this practice. Nevertheless, a 

response rate of 90% was achieved, which is considered more than satisfactory for 

this type of research. 

 

The survey used a structured questionnaire to have all participants respond to an 

identical list of questions. The instrument consisted exclusively of closed-end 

questions to facilitate tabulation and interpretation of the answers. As Jennings (2001) 

points out, the construction of the questionnaire is paramount to the success of data 

collection and analysis. In particular, one should consider aspects such as length of 

questions and questionnaire, organisation of content, and wording of questions 

(Morrison, 2002). 

 

Considerable effort was put into the development of the questionnaire, and it was 

tested in two separate pilot studies before being used in the main study. Feedback 

from the pilot studies was incorporated to make improvements to the instrument. For 

the most part, these improvements consisted of making the questionnaire simpler and 

easier to understand. Fink points out that “You have to decide how to state your 

questions so that the number of respondents who can read and understand all 

questions are maximised” (Fink, 2003, p. 14). This was considered particularly 

important for this study, as a large proportion of the respondents did not have English 

as their first language. The final version of the questionnaire that was used in the 

study is included in Appendix C. On average it took the respondents about 25 minutes 

to complete the questionnaire. 

 

3.43 Variables 

The tourism information matrix presented in the introduction chapter formed the basis 

for the dependent variables in both phases of this project. The following information 

sources were assessed: travel agents, service providers, information centres, 

journalists / writers, other travellers, and friends / family. The information channels 

included were: face-to-face, telephone, TV, print, and Internet. These variables were 
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measured both through a Likert-type scale rating and by indicating the most important 

source and channel used. Combinations of sources and channels were measured with 

the information matrix. 

 

The independent variables that were measured in Phase Two were identified in the 

first phase of this project and are described in detail in the chapter presenting the 

results of Phase One. The following is a summary of the choice factors that were 

included in the quantitative study and how these variables were operationalised. Table 

3.2 includes the source and channel characteristics. 

 

Table 3.2: Source and Channel Characteristics Measured in Phase Two 

Name Label Operationalisation 

Source Characteristics 

V2A & V8A Locals The source was a local from Norway 

V2B & V8B Maps & Brochures I could get maps and brochures from the source 

V2C & V8C Destination Experience The source had been to Norway before 

V2D & V8D Credibility I trusted the source to be honest 

V2E & V8E Travel Experience The source had a lot of travel experience 

V2F & V8F Commonalities The source and I had much in common 

V2G & V8G Knowledge The source had a lot of the information that I needed 

V2H & V8G Booking I could book my tickets with the source 

Channel Characteristics 

V4A & V10A  Accessibility It was accessible 

V4B & V10B Speed It was quick 

V4C & V10C Control I could choose the information I wanted 

V4D & V10D Quantity I could get a lot of information 

V4E & V10E Enjoyment It was nice and comfortable 

V4F & V10F Interactivity I could ask questions and receive immediate answers 

V4G & V10G Personalness It was personal 

V4H & V10H Ease of Use It was easy to use 

V4I & V10I Directness It was direct 

V4J & V10J Flexibility I could use it when I wanted and as long as I wanted 

V4K & V10K Mobility I could take it with me 

V4L & V10L Price It was cheap 
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The source and channel characteristics were measured on a 7-point Likert-type scale 

ranging from 1 (Not at all Important) to 7 (Extremely Important). The variable names 

are included in the table because they are referred to in the plan of analysis later in 

this chapter. There are two variable names per characteristic referring to the 

importance of these characteristics before and after departure. 

 

A number of situational search variables were measured on a dichotomous categorical 

scale where the respondents were asked to check the alternative that best described the 

situation they were in when using a previously indicated information search strategy. 

The variables and the answer categories are summarised in Table 3.3. 

 

Table 3.3: Search Variables Measured in Phase Two 

Name Label Operationalisation of Answer Categories 

V6A Planning Stage I had already decided where to go on this trip. 

I had not yet decided where to go. 

V6B Topic I was mostly interested in information about how to get to Norway. 

I was mostly interested in information about the destination itself. 

V6C Booking I wanted to make a booking at the same time. 

I was only looking for information. 

V6D Subjectivity I was mostly interested in objective facts. 

I was mostly interested in subjective experiences. 

V6E Timing I had much time available to get information. 

I had little time available to get information. 

 

 

Situational trip variables and the personal variables were measured on categorical 

scales, some nominal and others ordinal (Table 3.4). Some of the trip variables are 

better described in terms of their corresponding answer categories than the actual 

question provided in this table. For the answer alternatives for these variables, see 

Appendix C where the complete questionnaire is attached. 
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Table 3.4: Trip Variables and Personal Variables Measured in Phase Two 

Name Label Operationalisation 

Trip Variables 

V13 Destination Naivety Have you ever visited Norway before? 

V14 Duration How long are you staying in Norway on this trip? 

V15 Mode of Travel What was your most important transport into Norway? 

V16 Accommodation What is your most important type of accommodation on this trip? 

V17 Travel Style How would you characterise you travel style on this trip? 

V18 Travel Party How would you describe your travel party on this trip? 

V19 Purpose What is your main purpose of this trip to Norway? 

V20 Language Skills How would you characterise your knowledge of the Norw. language? 

Personal Variables 

V21 Gender What is your gender? 

V22 Age What is your age group? 

V23 Nationality In which country do you normally live? 

V24 Education What is your highest level of education? 

V25 Income What was your annual personal income for 2003 before taxes? 

 

 

Phase Two of this project should be regarded as a quantitative measurement of the 

issues raised and described by the respondents in the qualitative study rather than an 

empirical test of established theoretical concepts. The study does not claim any 

construct validity of the variables used transcending the way they were 

operationalised in this particular questionnaire. 

 

Furthermore, in terms of representing the meaning of the tested construct, the terms 

used to describe the variables should only be regarded as labels and, as such, 

secondary to the phrases used here to operationalise them. In other words, it is the 

question itself that is the object of measurement and not the descriptive label. In the 

qualitative study the identified categories were first described in terms of a phrase that 

seemed the most representative, and it is this phrase that formed the basis for the 

questions in Phase Two. The descriptive label was assigned to the category afterwards 

primarily to facilitate the reference to and the presentation of the choice factors. 
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3.44 Sampling 

Many aspects of the sampling procedures discussed for Phase One also applied to the 

second phase of the project and will not be repeated here. The same sampling 

procedure was used in both phases, and the international travellers were intercepted 

more or less at the same venues. Thus, the same sampling advantages and 

disadvantages apply for both phases of the study. The issue of the representativeness 

of the sample and its generalisability is discussed further in the results chapters, which 

include analyses of the drawn samples. 

 

The major difference between Phase One and Phase Two with regards to sampling is, 

of course, the size of the drawn sample. The criterion adopted here with regards to 

sample size was whether the sample included enough cases in the various categories 

of the independent variables to perform the planned statistical tests. An estimate was 

done of the total sample size needed based on the number of categories in both the 

dependent and independent variables. It was decided that at least 320 respondents 

were required to do the planned tests. By the time all the interviewing sessions were 

completed, 488 questionnaires were collected, which was considered sufficient. 

 

3.45 Data Screening 
After entering the data into a computer, a number of procedures were undertaken to 

clean up the raw data as advised by Tabachnick and Fidell (2001). These included 1) 

checking the accuracy of the data file, 2) checking for honest correlations, 3) missing 

data analysis, 4) checking for univariate outliers, and 5) checking the normality of 

univariate distributions. Other assumptions associated with the various statistical 

analyses were tested before or as part of the individual analyses. 

 

To ensure the accuracy of the data file, the entered data were proofread by two 

different people and checked against the questionnaires. A few mistakes were found 

and corrected. Then the frequencies of the different variables were checked to make 

sure that the data did not contain any out-of-frequency values.  
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The questionnaire contained no composite scales, so inflation of correlations was not 

considered a problem. Deflation of correlations including dichotomous variables were 

checked for by identifying variables where more than 90% of the responses fell within 

one single category. Not surprisingly, this was the case for several of the dichotomous 

matrix variables where certain source / channel combinations were very infrequent. 

None of the other variables had more than 90% of the values in the same category. 

 

Missing data is a problem insofar as the values that are missing are not randomly 

scattered throughout the data matrix. Therefore, the pattern of missing data is more 

important than the actual amount (Tabachnick & Fidell, 2001). A total of nine cases 

were deleted because of large numbers of missing values. A check for missing data 

patterns and randomness of the missing data gave no reason for deleting any 

additional cases of variables. The only variable of concern because of the amount of 

missing data was personal income, missing 8.3% of the values. This is not surprising, 

as many people are reluctant to share information about their income. The variable 

was retained nevertheless as well as the cases displaying this pattern, but caution was 

applied when making conclusions about this variable. 

 

Outliers in the scale variables were checked for by studying box plots for each 

variable. No univariate outliers were identified as the Likert-type scales had several 

responses in both ends of the scales. Because of the relatively large size of the sample 

in this study, the significance tests of skewness and kurtosis were considered too 

conservative a normality criterion, as they are likely to reject a null hypothesis even 

with minor deviations from normality (Tabachnick & Fidell, 2001). Univariate 

normality was therefore assessed by studying the shape of the distributions and the 

absolute skewness and kurtosis sizes instead of the standard inference tests. 

Nevertheless, as demonstrated in the results chapter, it was found that several of the 

variables departed substantially from a normal distribution. Although many 

parametric tests are said to be quite robust to violations of the normality assumption, 

the safest option in such cases is either to use some kind of transformation or to use 

non-parametric tests (Field, 2000). Because non-parametric alternatives existed to the 

analyses planned for this study, the tests involving metric variables were performed 

using non-parametric techniques.  
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3.46 Data Analysis 

Whereas qualitative data analysis is grounded in an inductive approach and mostly 

text-based, quantitative analysis is deductive in nature and relies on data abstracted 

into numerical representation (Neuman, 1997). It involves comparison between 

variables and the use of statistical formulae to assess relationships (Jennings, 2001). 

This study relied mainly on robust bi-variate methods. In addition, binomial logistic 

regression analysis was used to explore how the choice between sources, channels, 

and strategies could be predicted based on various independent choice variables.  

 

A statistical computer package (SPSS version 11.0) was used in the data analysis 

process. Firstly, the data were coded, entered into the computer, and cleaned by the 

researcher, and a record was kept of all codes assigned to the response categories for 

each survey question. A logbook was also kept of the various tests that were carried 

out as well as issues that were seen as important during the analysis process. 

 

Various statistical techniques were used to analyse the data. These techniques are 

outlined in Table 3.5 together with the specific research questions they were meant to 

address. The three parts of the table correspond to the three objectives outlined in the 

beginning of this section. 
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Table 3.5: Overview of Phase Two Data Analyses 

 

Question Variables Analysis 

 
How are personal and situational 
variables related to international 
travellers’ choice of information source, 
channel, and strategy? 
  

 
V2X, V4X, V6X, V8X, 
V10X, V12 

 
 Descriptives 

 Is there a significant difference 
before and after departure? 

 V2X * V8X 
 V4X * V10X 
 V6X * V12 

 Chi-square, goodness of fit 

 Is there a relationship between 
source, channel, and strategy 
importance and personal 
variables? 

 V2X * V21-V25  
 V4X * V21-V25 
 V6X * V21- V25 

 Chi-square, cross-tabulation 

 Is there a relationship between 
source, channel, and strategy 
importance and situational trip 
variables? 

 V2X * V13-V20 
 V4X * V13-V20 
 V6X * V13- V20 

 Chi-square, cross-tabulation 

 Which sources and channels are 
rated most important on a 7-point 
Likert-type scale? 

 V1, V3, V7, V9  Descriptives 

 Is there a significant difference 
before and after departure? 

 V1 * V7 
 V3 * V9  Wilcoxon Signed Rank Test 

 Is there a relationship between 
search strategy and situational 
search variables? 

 V6X * V6A-V6E  Chi-square, cross-tabulation 

 What is the total number of search 
strategies used by international 
travellers to Norway before and 
after departure? 

 V5, V11  Descriptives 
 Multiple response analysis 

 
How are perceptions of source and 
channel attributes related to 
international travellers’ choice of 
information sources and channels? 
 

 
V2, V4, V8, V10 

 
 Descriptives 

 Is there a significant difference 
before and after departure? 

 V2 * V8  
 V4 * V10  Wilcoxon Signed Rank Test 

 Is there a relationship between 
source and channel attribute 
importance and most important 
sources and channels? 

 V2 * V2X 
 V4 * V4X 
 V8 * V8X 
 V10 * V10X 

 Kruskal Wallis H Test 

 
How can international travellers’ choice 
of information sources, channels, and 
search strategies be predicted based on 
personal and situational variables? 
 

 
 
V6X * V13-V25 
 

 
 Binomial Logistic 

Regression 
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As the independent variables were all categorical, this study relied for a large part on 

cross-tabulations using chi-square tests of significance. The Wilcoxon Signed Rank 

Test was used as the non-parametric alternative to traditional repeated measures or 

paired T-tests to compare information usage before and after departure. Kruskal 

Wallis H Test was used instead of the traditional one-way between-groups ANOVA 

to test the relationship between the importance of source and channel characteristics 

and the sources and channels used. 

 

Binomial logistic regression analysis was used to identify which of the personal and 

situational variables were the best predictors of information strategy choice. Binomial 

logistic regression was preferred to its multinomial equivalent in order to contrast the 

two sources and channels of interest to the disintermediation debate. The method was 

used to predict the choice between travel agents and service providers as well as the 

choice between face-to-face and the Internet. Finally, the choice of talking to travel 

agents face-to-face was compared to the choice of contacting service providers 

directly through the Internet. 

 

Additional exploratory analyses using multinomial logistic regression were attempted 

but then abandoned because of a failure to meet the required proportion of expected 

cell frequencies greater than five. A small number of multinomial tests were possible 

to perform comparing non-commercial information sources and only a small selection 

of the independent variables, but the results were not considered of sufficient interest 

to be reported. The logistic regression analysis is explained in more detail in the 

chapter presenting the results of Phase Two. 
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3.5 Trustworthiness of the study 

All research must respond to canons that stand as criteria against which the 

trustworthiness of the project can be evaluated (Marshall & Rossman, 1995). 

According to the conventional positivist paradigm, every systematic inquiry into the 

human condition must address the issues of reliability and validity to establish a 

project’s scientific value (Seidmann, 1998). 

 

Reliability refers to the consistency and stability of the measuring instrument and is 

closely related to objectivity, which is the extent to which the interpretation of the 

results are based on the data itself as opposed to subjective or emotional 

interpretations (Jennings, 2001). Obviously, if the research is not objective, the results 

will not be consistent with measurements made by another researcher at another point 

in time. Although these are concerns for quantitative studies as well, the issues of 

reliability and objectivity are often raised as particularly difficult for qualitative 

research. A questionnaire-based survey is usually regarded as more reliable than in-

depth interviews because the influence of the researcher is not as great. 

 

Although every aspect of the structure, process, and practice of the data collection and 

analysis was directed at minimising interviewer biases, one must still leave open the 

possibility that other researchers might come up with different conclusions. No matter 

how diligently an interviewer works to increase the reliability, the fact remains that 

the interviewer is part of the interviewing picture. All through the process he or she 

works with the material, selects from it, interprets, describes, and analyses it. 

Although it is acknowledged that the researcher thus may reduce the objectivity and 

reliability of the study, a qualitative researcher emphasises the fact that the human 

interviewer can be an adaptable and flexible instrument who can respond to situations 

with skill, tact, and understanding (Lincoln & Guba, 1985). 

 

Seidman (1998) has commented that qualitative data should be documented in order 

to enable those not involved in the research to follow the chain of enquiry. In this 

study the interviews were recorded and then transcribed to combat the limitations and 

fallibility of recollection. An additional tool that was used to help dealing with the 
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reliability problem was to keep a research notebook and analysis log to record the 

details of the research process. Finally, it was seen as important that all procedures 

leading up to the final conclusions were thoroughly explained and accounted for in 

this presentation to make the research more transparent and easier to assess and 

replicate by other researchers. 

 

The validity of the data refers to the extent to which they accurately reflect what they 

are meant to reflect (Veal, 1997). Although a researcher must to some extent live with 

certain limitations to validity, this research has strived to minimise as far as possible 

the effects of validity threats. In particular, measures were taken to eliminate potential 

sources of bias such as minimising the intrusion and influence of the researcher, 

trying to include a cross-section of the population in the sample, conducting 

interviews at various locations and at various times, using identical, same language 

questioning formats for all respondents, and keeping the questions as simple as 

possible to make sure that they were understood by everyone. With regards to 

construct validity, is has been emphasised that it is the meaning of the questions used 

to describe the variables that have been measured, rather than the labels used to 

identify them. 

 

External validity, or generalisability, is the extent to which the findings of one 

population of interest can be applied to another similar population (Marshall & 

Rossman, 1995). Although this is a problem for quantitative research as well, a 

qualitative researcher must be particularly careful if he or she wants to transfer the 

results to other settings. It has been argued that the findings from a qualitative 

research effort should be regarded as informed hypotheses rather than proven facts as 

the samples that are used are quite small and usually selected on a purposive rather 

than a probability-sampling basis (Peterson, 1994). In Phase One of this project such 

informed hypotheses were seen as a necessary first step in the exploration of the topic 

at hand. In the second phase care was taken in the sampling procedures to ensure 

external validity as much as practically possible. It is acknowledged, however, that 

additional research is necessary to examine the generalisability of the results 

presented in this dissertation. 
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Decrop (1999) suggests that triangulation (i.e. looking at the same phenomenon or 

research question from more than one source of data) be incorporated into the design 

of tourism studies to enhance their trustworthiness. Although it is recommended that 

triangulation is considered from the very start of a research project, it is in the analysis 

of data that this strategy is particularly valuable (Patton, 2002). This project has 

incorporated at least three types of triangulation in order to improve the 

trustworthiness of the results. 

 

Method triangulation entails the use of multiple research methods to study a single 

problem (Denzin & Lincoln, 1994). What is commonly referred to by this term is the 

combination of qualitative and quantitative data collection and analysis techniques. 

This project has adopted a mixed methods perspective, and one of the main arguments 

in favour of this approach is the potential improvement to the project’s 

trustworthiness. The mixed methods approach is based on the idea that no one method 

measures a phenomenon perfectly.  Multiple measurements offer the chance to assess 

the validity of each method in the light of other methods (Brewer & Hunter, 1989). If 

the methods measure the same phenomenon, their findings will converge as errors are 

corrected. 

 

Investigator triangulation means using different researchers to interpret the same body 

of data. Given the limitations of this study it was not viable to involve other 

researchers to interpret the entire body of data from the study. However, it was 

possible to use the supervisors as so-called “devil’s advocates” to regularly review the 

data gathering and analysis process to confirm adherence to sound research practices. 

 

The third triangulation approach used in this study was theoretical triangulation, 

which involves using several different theoretical perspectives to interpret the data. To 

the extent that other disciplines offered insights that were relevant to the topic of 

tourism information search, these were also used to inform the study. The literature 

review in Chapter Two discussed the theories that were deemed relevant to the 

research problem, and the discussion of the results in the conclusion chapter revisits 

some of those theories in light of the findings from this study. 
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3.6 Summary 

This research adopted a mixed methods approach and consisted of two phases 

whereof the first involved a series of exploratory qualitative interviews. At this stage, 

and for this particular research problem, it was believed that asking travellers open-

ended questions to explain in detail how they made decisions about information 

source and channel usage would significantly improve our general understanding of 

the topic. Phase Two of the study was of a quantitative nature, involving a self-

administered researcher-assisted survey. This phase sought to measure relationships 

between the choice variables from the qualitative study as well as relevant factors 

identified in previous research. The results of the two studies are presented in the next 

two chapters. 
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4.0 Introduction 
This chapter presents the results of the qualitative Phase One of this project. While 

attempting to minimise the overlap with the methodology chapter, it also includes 

some accounts of the procedures involved in analysing the data. This is done to make 

the progression from raw data to final results as transparent and understandable to the 

reader as possible, which is considered particularly important for qualitative research 

(Yin, 1994). Some comments and discussion of the results and findings are included 

in this chapter where these issues are not deemed more appropriately discussed in the 

presentation of the results from Phase Two or in the conclusion chapter. 

 

The primary objective of Phase One was to get the travellers’ own accounts of why 

they had used various sources and channels when searching for information about 

their trip and thus elicit the choice factors associated with this decision. There was a 

focus on identifying as many such factors as possible to get a broad picture of the 

variables involved. A secondary objective was to test the information matrix as an 

instrument to collect data about travellers’ information search strategies. 

 

The chapter starts with a brief analysis of the sample of the study. Beginning with the 

answers to the first question of the interview, the next section then looks at the 

information search strategies the respondents mentioned as being most important 

when speaking freely about their information search process. Then the information 

sources and channels indicated in the information search matrix are discussed as well 

as the respondents’ reasons for choosing the various sources and channels. Finally, the 

main bulk of the chapter considers in turn all the choice factors that emerged from 

these interviews. The factors are discussed within the categories of source, channel, 

message, situational, and personal characteristics. 

 

In line with Chad Perry’s (1998) structured approach to presenting theses, the 

following two results chapters are restricted to presentation and analysis of the 

collected data, without discussing the results in relation to the work of other 

researchers. This is to avoid repeting the content of the literature review and the 

discussion of the most important results in Chapter Six. 
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4.1 Analysis of the Sample 
The sample of Phase One included 82 respondents who were international visitors to 

Norway during the summer season of 2003. A further 16 respondents agreed to fill in 

an information matrix without participating in a full interview. Table 4.1 gives an 

overview of the sample used in the interviews. 

 

Table 4.1: Phase One Sample 

Variable Category Frequency 
Gender Male 

Female 
60 
38 

Age 10 – 19 
20 – 29 
30 – 39 
40 – 49 
50 – 59 
60 – 69 
70 - 79 

2 
22 
19 
25 
17 
10 
3 

Nationality Germany 
Sweden 
Holland 
UK 
Denmark 
USA 
Poland 
Spain 
France 
Canada 
Australia 
Finland 
Lithuania 
Belgium 
Austria 
Switzerland 
Italy 
Czech Republic 
Rumania 
Belarus 
Japan 
Sri-Lanka 

19 
9 
9 
8 
7 
7 
3 
3 
2 
2 
2 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 

Purpose of Trip Holiday 
Business 
Visit Friends or Relatives 

50 
26 
17 

Mode of Transport Air 
Ferry 
Road 
Train 

44 
20 
15 
3 

Total n = 98 
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As can be seen from the table, the respondents represent a good mix of different age 

groups, but with an overrepresentation of male travellers. Whenever a couple or a 

family group was approached, the person mostly responsible for the planning of the 

trip was asked to participate, and the disproportion may reflect a difference in gender 

with regards to this role as suggested by Jenkins (1978). Twenty-two different 

nationalities were represented with German travellers being the largest group. The 

large representation of Germans is in accordance with the national Norwegian visitor 

survey, which shows that this nationality has the highest number of international 

visitor days in Norway in the summer season (Rideng & Grue, 2002). 

 

Most of the respondents in the sample were in Norway on holiday. Because the 

information on this variable was collected using an open-ended question, it can be 

assumed that many VFR travellers would also name holiday as the primary purpose of 

the trip. It was possible to state more than one purpose of trip for this question. One 

respondent, who was in Norway as an international student, is counted in the business 

group. 

 

Mode of transport was measured as transportation out of Norway in these interviews. 

Train travellers being the smallest group is in accordance with the Norwegian visitor 

survey, but air travellers are overrepresented compared to road and ferry (Rideng & 

Grue, 2002). Usually these three largest groups constitute about 30% each in the 

visitor surveys. The ferry category also includes four cruise ship passengers. 
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4.2 Preferred Information Search Strategy 
The purpose of the first question of the interview was to give the respondents a chance 

to express in their own words how they preferred to get the information they needed 

for their travels without predisposing them to source and channel categories suggested 

by the researcher. The responses did give an initial idea of which sources and 

channels were used most by this group of travellers, but this aspect was measured and 

quantified more precisely in Phase Two of the project. The primary focus here was to 

identify the terms and concepts that were employed by the travellers themselves to 

express their search strategies. The information search strategies mentioned by the 

respondents are presented in Table 4.2. 

 

Table 4.2: Preferred Information Search Strategies 

Internet     50   
Travel Agent    22   
Books      13   
Tourist Information Centre    12   
Friends      11   
Brochures      7   
Colleagues      4   
Magazines      4   
Family       3   
TV       3   
E-mail       3   
Travel Guides      3   
Book Stores      2   
Library       2   
Lonely Planet      2   
Newspapers      2   
Secretary      2   
Speak to someone     2   
Other Travellers     2   
Call      2   
Airlines      2   
Chamber of Commerce    2   
Ads      1   
Computer Networks    1   
Bennett      1   
Tourism Firms     1   
Travel Company     1   
Other Business People    1   
Wife      1   
Mother      1   
Cousin      1   
Maps      1   
Catalogues     1   
People in the Street     1   
Locals      1   
Customers     1   
Word-of-mouth     1   
Other People     1   
Camping Grounds     1   
People at the airport    1   
Finnair      1   
Write      1   
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The numbers in the table indicate the frequency of respondents mentioning each 

strategy. The most striking aspect about the table is the prevalence of the Internet as a 

tool for tourist information acquisition. Out of the total 82 respondents as many as 50 

replied that the Internet was one of their preferred ways of getting information. It 

should be noted here that all respondents were free to provide more than one search 

strategy. After the Internet, the most commonly mentioned tourist information search 

strategies were travel agents, books, (tourist) information centres, friends, and 

brochures. 

 

The many advantages of the Internet as a tourism information channel have been 

mentioned earlier in this dissertation and serve to explain the popularity of this 

medium. One reason that was frequently mentioned with regards to this question, 

however, was the fact that it can be used to get many different kinds of travel 

information. Looking at the information search strategies following Internet on this 

list, it seems that all of them are especially suited to supply information about either 

travelling to the destination (travel agent), the destination itself (books and 

information centres), or personal opinions and experiences (friends). The Internet, on 

the other hand, is well suited for all these types of information. This will become 

clearer as the choice factors are examined more closely later in this chapter. 

 

In considering the tourism information matrix proposed in this dissertation it was 

interesting to see whether tourists themselves seemed to be thinking, or rather 

speaking in terms of sources and / or channels when describing how they searched for 

information. In Table 4.3 the respondents’ answers have been sorted under the 

categories of the channel / source scheme suggested in this dissertation, and the 

resulting list shows a relatively small difference between the total number of sources 

and the total number of channels mentioned in the interviews. This shows that 

travellers will describe their preferred way of searching for tourism information by 

referring both to the actual providers of the information and the method used to 

communicate this information. 
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Table 4.3: Categorised Preferred Information Search Strategies 

 
Sources:  79 

Travel Agents  23 (Bennett) 

Service Providers  6 (Airlines, Finnair, Travel Company, Tourist Firms, Camping Grounds) 

Information Centres 14 (Chamber of Commerce) 

Journalists / Writers 5 (Travel Guides, Lonely Planet) 

Other Travellers  3 (People at the airport) 

Friends / Family   23 (Colleagues, Secretary, Wife, Mother, Cousin) 

Other   5 (People in the Street, Other People, Locals, Customers, Business People) 

 

 

Channels:  96 

Face-to-Face  3 (Speak to someone, Word-of-Mouth) 

Telephone  2 (Call) 

TV   3  

Print   34 (Books, Magazines, Papers, Brochures, Catalogues, Maps, Ads, Write) 

Internet   54 (Computer Networks, E-mail) 

Other   0  

 
 
 
 

Although the preceding results clearly show that the Internet is at the very forefront of 

people’s minds when it comes to tourist information, one should not read too much 

into the frequencies of these results. The reason is that many of the sources and 

channels that people use are not likely to be mentioned explicitly because they seem 

self-evident in the context. In other words, it seems obvious which channels are used 

with which sources and vice versa. For instance, the journalists / writers category is 

likely to have received a disproportionately low score, as most respondents indicating 

that they have used books would not bother specifying that these books were written 

by a journalist / writer. 

 

Similarly, when people say that they have “asked” someone, it can be assumed that 

most of the time they will have talked to this person face-to-face or over the 

telephone. Thus, these categories receive a very low score in the table even though 

they are frequently used communication methods. When for instance a respondent 
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says that he “asks his wife” he would most likely have done this face-to-face although 

in theory it could very well be over the phone or through printed or electronic mail. 

The service providers category is also likely to have been larger if respondents had 

specified which information provider they actually consulted when using the Internet. 

Nevertheless, even in free speech some respondents did in fact describe their search 

strategy as a combination of a source and a channel. Here are some examples: 

 

• Rick Steves has a company in Seattle called Europe Through the Backdoor, 

and he is Norwegian. And so they have documentaries on television in Seattle, 

sometimes three or four times a week. So we listened to that and got 

information there (Male, 60, from the USA). 

• Tourist Information in the area. We wrote an e-mail to them (Male, 41, from 

Holland). 

• We probably do that through brochures and books. Tourist bureaus and 

borrowing at the library about the place we’re going to (Female, 75, from 

Denmark). 

• I’m from Germany, so there’s something called ADAC. It’s a traffic... 

Organising traffic and travelling and stuff. So they have really good books and 

so on (Female, 23, from Germany). 

• I call our travel agency (Male, 52, from Sweden). 

• I meet up with business colleagues and chat with them (Male, 52, from the 

UK). 

• I just call 96 200 200 and get Stena on the line (Male, 46, from Denmark). 

• I write to the Chamber of Commerce (Male, 67, from the USA). 

• I’ve got family here, so I made contact with them by e-mail mostly (Female, 

51, from the USA). 

• Then it’s just a matter of calling up the airline that you think is the most 

reasonable (Male, 61, from Germany). 
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Even though most respondents were not as precise as these in describing their 

information search strategies, as many as 25% made some form of reference to both 

an information provider and a method of communication in their replies. Often people 

seemed to specify which mode of communication they had used with which source 

only when there was an exception to what seems obvious or is commonly expected. 

However, when it comes to the Internet as a mode of communication, it is very 

difficult to say what source is commonly expected to be contacted. It is therefore 

interesting to note that out of the 50 respondents who used the Internet to get 

information, only one specified the type of information provider they consulted 

through this medium: “Usually I go to the Internet, and firstly, I go to Finnair because 

they’ve got a lot of leads” (Female, 41, from Finland). As the Internet becomes an 

ever more prevalent mode of communication, it is important for consumers and 

marketers alike to increase their awareness of who exactly is providing the 

information that is found at this channel. 

 

It seems that even though people acknowledge the distinction between source and 

channel, it is often unnecessary to be explicit about this combination when talking 

about their information search strategies. With certain information channels, however, 

it is necessary to encourage a more precise description of travellers’ search strategies 

than the one respondents will offer when speaking freely. For a tourism marketer, it is 

crucial to have a clear picture of these source / channel combinations, and therefore it 

is essential that researchers use instruments that are able to pick up this distinction. 
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4.3 Travellers’ Choice of Search Strategies 
After the respondents had been given a chance to recount in their own words the type 

of information search they preferred, they were asked to fill in an information matrix 

to indicate the search strategies (i.e. combinations of sources and channels) that they 

had used to get information for their current trip. The total results from the sample are 

shown in Table 4.4. 

  

Table 4.4: Phase One Matrix Results 

 
 
 
 

Because of the limitations of the sample, the frequencies of this table will only be 

discussed briefly. A quantitative analysis of the information matrix was performed 

with a larger sample in Phase Two of the project. The table does suggest, 

nevertheless, that talking to friends or family face-to-face is one of the most common 

information search strategies. Printed information from journalists / writers is also 

frequently used. The Internet was much used to get information from travel agents, 

service providers, and information centres. It is interesting to note, however, that it is 

still used less frequently than face-to-face communication even though Table 4.2 

above suggested otherwise. This illustrates the point made earlier about certain 

sources and channels not being deemed necessary to mention. 

Travel 
Agents

Service 
Providers

Information 
Centres Journalists Other

Travellers
Friends/
Family Other

Face-to-Face 23 9 21 1 28 46 5

Telephone 24 14 7 1 3 10 2

TV 2 8

Print 12 2 10 36 2 6

Internet 26 22 32 7 9 10 1

Other

C
ha

nn
el

s

Sources
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Travel agents were contacted extensively through a variety of information channels. 

Finally, it seems apparent that of the information channels included in this version of 

the matrix, TV is the least important. The low frequencies of the other categories 

indicate that this matrix does encompass the most important information search 

strategies used by international visitors to Norway. No additional information 

channels were used by these respondents. The information sources that were added by 

respondents in the other category were customers, colleagues, secretary, and 

distributor. However, the relatively small number of respondents who had used these 

sources did not warrant any changes to the original matrix before Phase Two of the 

project. 
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4.4 Travellers’ Choice of Information Sources 
The primary focus of this study was to investigate the factors that influence travellers’ 

choice of information search strategies. In the interviews these choice factors were 

elicited through asking the respondents what their reasons were for using the various 

sources and channels indicated in the information matrix. The answers to these 

questions were recorded, transcribed, and then summarised in a number of concept 

maps. For every new idea that was mentioned, a new branch was added to the map 

until the essence of all answers to the questions was recorded. The procedure used 

was based on the method of constant comparison as devised by Glaser and Strauss 

(1967). The responses that were given are presented in this and the next section, 

starting here with reasons for using the various information sources. 

 

For each information source, a concept map is included that represents a summary of 

the answers given to the corresponding question. At this stage the branches of the 

maps describe the respondents’ choice factors as close to their own words as possible 

with only a minimal amount of analytical restructuring and rephrasing. Thus the maps 

presented in this section are only meant to be summaries of the respondents’ answers 

rather than models illustrating the most important choice factors. Wherever a choice 

factor has been mentioned by more than one respondent, a number has been included 

on the branch, indicating the number of respondents who have touched upon the same 

issue. 
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The main branches of the maps reflect the most common ways of initiating an answer 

to the question of why the various sources were used. With minor variations the 

respondents typically answered by starting their sentences in these ways:  

 

• Because it is... 

• Because they... 

• To get information about... 

• To get info that is... 

• Because I... 

• To... 

• When / If... 

 

Even though all respondents did not use these exact words, the answers seemed 

sufficiently similar in meaning to be displayed within this pattern. This pattern would 

also form the basis for the more analytical categories that were used later in the 

process. It should be noted that the following two sections only deal with the 

respondents’ answers to the questions concerning “What were some of your reasons 

for using this particular source / channel?” Additional choice factors describing 

perceived differences and usage situations were incorporated in the choice factor 

models presented later, but are not included in these summaries. The individual choice 

factors are also discussed in further detail later in the chapter and will be only briefly 

introduced here as they relate to the various sources and channels. 
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4.41 Travel Agents 
As can be seen from Figure 4.1, the main reason these respondents used travel agents 

to acquire tourism information was that they were able to book their tickets with this 

source. As many as 12 respondents stated booking as a reason for using travel agents, 

and 8 respondents were concerned with the travel agents’ ability to give them a good 

deal on their ticket purchase. The notion that “We always use them” was also an 

important issue for the respondents. Business travellers were often obliged to use the 

travel agent with whom the company had an agreement. The fact that the travel agent 

is easy to use was also a major argument. Finally, it seems that it is mainly used at 

home before departure to get information about how to get to the destination. 

 

Figure 4.1: Reasons for Using Travel Agents 

 
 

Because it is
When / If

Because I

To get info

Because they

To get

I use
Travel
Agents:

Easy - 8
Company policy - 5
Quick - 3
Accessible

Booking - 12
At home - 4

On business - 2
Using different airlines - 2

Planning
It's our first time

Always use them - 5
Know someone

Like their trips
Had little time

Am lazy
Trust them

About

Getting there - 4
Costs - 2
Opening hours
Ferries
Money
Accommodation

That is
Specific
Updated
Complete

Know - 3
Have a lot of information - 2
Can fix the trip
Have been there
Inundate us with material
Have good contacts

Good deals - 8
A guarrantee - 2

Pamphlets
Human contact
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4.42 Service Providers 
As for travel agents, the most important reason for using service providers was to be 

able to book and purchase tickets (Figure 4.2). When comparing travel agents and 

service providers, respondents often used the price of tickets as an argument for 

choosing one over the other. Again similar to travel agents, this source was primarily 

used to get information required to travel to the destination such as time schedules, 

availabilities, and prices. The source was also used to get information about 

accommodation at the destination. 

 

Figure 4.2: Reasons for Using Service Providers 
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To get
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Know where to go & what to do
Can find out straight away

Have control  
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4.43 Information Centres 
As opposed to travel agents and service providers, information centres are used at the 

destination to get local information (Figure 4.3). This source was also used for 

booking, but mainly tickets to trips and activities at the destination. Rather than 

getting information about travelling to the destination, this source was used to get 

information about the destination itself and to get maps and brochures. 

 

Figure 4.3: Reasons for Using Information Centres 
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4.44 Journalists / Writers 
The main reason for using journalists / writers was to get information about the 

destination that the respondent was visiting (Figure 4.4). Most importantly, they 

wanted information about what do at the destination as well as tours and trips on 

offer. It was also used to get information about traditions, folklore, geography, nature 

etc. The source’s function in providing less “touristic” information about “off-the-

beaten-track” travelling was also pointed out. A main reason for using journalists for 

this type of information was their experience and amount of information / knowledge. 

 

Figure 4.4: Reasons for Using Journalists / Writers 
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4.45 Other Travellers 
The most important reason for using other travellers as a source of tourism 

information was that they had been to the destination in question and experienced it 

themselves (Figure 4.5). The source was used to get various information about the 

destination, and a major reason for this was that the information could be assumed to 

be true. Other travellers were preferred because they “don’t have an angle” and were 

not “trying to sell anything”. The information from this source was also seen as more 

current than information from other sources as they were often people who had just 

recently been to the place in question. Furthermore, the source was chosen because it 

was seen as a more personal way of getting information. Especially when travelling 

with a group of people, this source was used because the respondents would be talking 

to them anyway, and travel information would be an obvious part of this conversation. 

 

Figure 4.5: Reasons for Using Other Travellers 
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4.46 Friends / Family 
Friends and family were used as a source of information mainly insofar as they had 

been to Norway before and therefore were able to give first-hand information about 

the place (Figure 4.6). This reason was mentioned by as many as 20 different 

respondents, or nearly 80% of those who had used this source. About 40% of them 

used this source because they had friends or family who either lived in Norway now 

or had done so in the past. One important reason for using this source was that friends 

and family by definition know the traveller personally and are therefore able to offer 

reliable information. The source was also used because of their travel experience and 

sometimes because it was this source that got the respondent interested in making the 

trip in the first place. Hearing about the personal experiences of this source seemed 

just as important as getting bare facts. 

 

Figure 4.6: Reasons for Using Friends / Family 
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4.5 Travellers’ Choice of Information Channels 
In this section the respondents’ reasons for using the various information channels are 

presented. As in the previous section, the main branches of the maps reflect the most 

common ways of initiating an answer to the question of why the various channels 

were chosen. Again, with minor variations, the interviewees’ answers displayed a 

pattern with regards to how the responses commenced: 

 

• Because it is... 

• Because (the source)...  

• To get information about... 

• To get information that is... 

• Because I can... 

• Because I... 

• When / If... 

 

The degree to which the responses resembled these phrases varied somewhat, but the 

similarity in meaning seemed to justify their use in summarising the answers. This 

pattern also served as a starting point for further categorisation of the choice factors 

used. 
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4.51 Face-to-Face 
The most important reason for using face-to-face seemed to be its interactive nature, 

which lets the traveller ask questions and get immediate answers (Figure 4.7). The 

source can expand on and explain things that are important or difficult. This makes 

the communication easier and more personal. Seeing the information provider’s 

reactions and expressions also makes it easier to evaluate the credibility of the source. 

A major reason for using this information channel was that the source just “happened 

to be there anyway”. Finally, face-to-face was preferred when seeking information 

about personal experiences where feelings, emotions and impressions were involved. 

 

Figure 4.7: Reasons for Using Face-to-Face 
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4.52 Telephone 
The major advantage of using the telephone to get tourist information seemed to be 

that it is quick (Figure 4.8). It may therefore be used to get last-minute information. 

As with face-to-face communication, it is interactive, so the information seeker can 

ask questions without having to wait for the answer. It was also seen as an easy 

communication method. Another main reason for using telephone was the ability to 

make a reservation. It seemed that this method was mostly used for making practical 

travel arrangements and getting the practical information required to make the trip. It 

is also a channel that is targeted in the sense that the information seeker can seek out a 

specific information source and communicate directly with this source. 

 

Figure 4.8: Reasons for Using Telephone 
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4.53 TV 
TV did not appear to be a widely used information channel for travellers to Norway. 

As can be seen from Figure 4.9, it does serve a purpose, however, in that it can 

transmit live images of the destination and thereby give the information seeker a more 

vivid impression of the place. According to the respondents, this makes the 

information more interesting and inspiring. Commercial travel shows or commercials 

can also be a source both of new ideas about where to go and good deals on tickets. 

 

Figure 4.9: Reasons for Using TV 
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4.54 Print 
The most important reason for using print as an information channel was the 

flexibility of it (Figure 4.10). First of all, the traveller can take the information with 

him or her either to study it more carefully at home, or bring it along on the journey. 

In this way it is a channel that provides immediate access to the information whenever 

it is needed. With print the traveller can look at the information whenever he or she 

wants and for as long as he or she wants. Printed information was often used to get 

information about what to see, where to go, and other general information about the 

destination. A special type of print information that is of major importance for 

travellers is the geographical map. 

 

Figure 4.10: Reasons for Using Print 
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4.55 Internet 
Interestingly, the most frequent answer to why the respondents used the Internet was 

that it was easy to use (Figure 4.11). The amount of information and the ability to 

seek out exactly the information that was required quickly and easily seemed to be the 

major selling points. It was used mostly to get information about the destination but 

also to get practical information and arrange bookings. Furthermore, as people get 

more and more used to working with computers either professionally or at home, it is 

becoming a natural, cheap, and convenient information channel for travellers. 

 

Figure 4.11: Reasons for Using Internet 
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In similar fashion to the reasons for using the sources and channels discussed above, 

the transcripts of the questions concerning perceived differences between sources and 

channels and the questions about situational factors were also summarised in a series 

of concept maps. These maps represented only the first step in the analysis and should 

be considered only as the initial attempt to collate and systemise the responses. A 

couple of examples of such maps are included in Appendix D mainly to illustrate the 

progression of the analysis. 

 

As previously mentioned, caution should be applied in putting too much emphasis on 

the quantification of the choice factors presented in the concept maps in this chapter. 

The small number of respondents, and the relatively lower rigidity of the categories 

used here compared to the quantitative study in Phase Two means that the mention-

counts used here should only be regarded as preliminary indications of these 

respondents’ most important reasons for choosing the various sources and channels. 

 

On the other hand, the summaries presented here give a much richer picture of the 

choice factors that are important to travellers both because they present these factors 

in the respondents’ own language and because they include more detail than can ever 

be dealt with in a quantitative study. Even though this discussion must only be limited 

to the most important of the choice factors included in the summaries, the information 

included in these maps (and the maps in the appendixes) may serve to answer several 

other questions about why certain sources and channels are preferred above others. To 

supplement and validate this information, the quantitative study in Phase Two gives a 

clearer picture of the relative significance of the most important factors discussed 

here. 
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4.6 Search Strategy Choice Factors 
After having produced the summary concept maps discussed above, the next step of 

the analysis was to identify commonalities and form categories that described the 

essence of the choice criteria mentioned in the interviews. The way that the 

respondents initiated their answers (i.e. Because it is..., Because they..., To get 

information about..., Because I..., When / If... etc.) provided a starting point for a set 

of main categories in an initial model. For each of these main categories, sub-

categories were created that were believed to be the most representative groupings of 

the most frequent responses. This initial model was used to categorise the transcripts 

from the interviews, leaving room for changing and adding categories in the process. 

  

The development of the final model, however, was an iterative process of structuring 

and restructuring various combinations of categories. Eventually, it was decided that 

the evolving categories bore enough similarity to the ones suggested in the literature 

review so that these could be used to classify the most important choice factors. The 

final model is meant to encompass all the search strategy decision criteria raised in the 

interviews whether they were stated as reasons for using sources or channels, 

descriptions of source and channel differences, or situational factors influencing these 

choices. As such, it is an attempt to collate and aggregate the totality of choice factors 

arising from all the questions of all the interviews. The information search strategy 

model is presented in Figure 4.12 at the end of this chapter. It consists of five main 

categories: source characteristics, channel characteristics, message characteristics, 

situational characteristics, and personal characteristics. 

 

This section discusses in detail the factors classified within each of these main 

categories plus an other category, which was used for transcripts that were difficult to 

place anywhere else in the model. In addition to justifying the rationale behind the 

conceptualisation of the model, this section discusses the meaning of each choice 

factor. Based on the mention-counts, the factors are presented in order of their 

importance starting each group with the characteristic mentioned by the largest 

number of respondents. The discussion of each characteristic ends in a statement of 

the most representative phrase describing the essence of the choice factor. This phrase 

was used in Phase Two to perform quantitative measurements of the characteristics. 
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It should be noted that the mention-count numbers for the choice factors are affected 

by the number of respondents who used the various sources and channels. Thus, as 

travel agents were used by many of the respondents, the arguments for choosing a 

travel agent will consequently have a high mention-count. Keeping this in mind, the 

numbers still give a good indication as to the most important reasons for source and 

channel choices since they reflect the relative importance of arguments given the 

varying importance of different sources and channels. 

 

Note also that the labels used to name the choice factors represent a pragmatic mix of 

theoretical concepts from the literature as well as terms used here to describe 

important themes particular to this study. The terms should be regarded as labels 

describing the commonalities of a group of answers rather than objective empirical 

constructs. 

 

4.61 Source Characteristics 
In order of decreasing importance, the following source characteristics will be 

discussed in this section (mention-counts in parentheses): destination experience (29), 

knowledge (23), credibility (21), locals (12), and travel experience (11). 

 

Destination Experience 
Of the source attributes influencing information search strategy, destination 

experience was mentioned most frequently by these respondents, i.e. whether the 

information source had previously been to the destination in question. This attribute 

was mentioned by 29 respondents as being one of the main reasons why a particular 

source was chosen. Destination experience is here distinguished from general travel 

experience, which is discussed later in this section. 

 

Destination experience often seemed to play a major role in the early inspirational 

stages of the information search. If a friend or relative had been to the destination and 

spoken highly of it, this could be a major influence in a traveller’s choice of 

destination for an upcoming trip. In later stages of the information search it seemed to 

be reassuring to get information from someone who could inform about potential 
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problems or hazards as well as recommendations about what to see and do at the 

destination. 

 

The source’s destination experience was also a major reason for using other travellers 

to get travel information and sometimes a criterion by which travel agents and other 

professional information providers were evaluated. Having been to the destination 

obviously means that the source can give a lot of information about personal 

experiences with the destination, referred to by one respondent as “inside 

information”. Personal opinions from people who had been to the destination were in 

many situations just as important as bare facts about the place. 

 

The statement that seemed to describe this concept most representatively was simply: 

The source had been to the place before. Other key phrases classified under this 

category include: been there, experience, visited the place, were here, done it, 

travelled here before, gone there, come here frequently, have tried, witnessed it 

themselves. 

 

Knowledge 
Knowledge is the amount of relevant information that the information source 

possesses, or rather, is believed to possess. A person with destination experience may 

possess much information about what he or she has experienced but is not necessarily 

knowledgeable about other aspects of the destination or trip. On the other hand, a 

person may have relatively good knowledge about a destination without ever having 

been there. 

 

Sometimes friends and family were sought out for information because of their level 

of knowledge, other times more knowledge was thought to be found in professional 

information providers such as travel agents. To be in the possession of knowledge 

does not necessarily mean that the source knows everything by heart, but that he or 

she has the resources or is in a position to access the information required. In this 

sense a professional information provider might be seen as knowledgeable because of 

his or her position in an information network with access to other information sources 
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as well as specialised information technologies.  

 

The statement that seemed to describe this concept most representatively was: The 

source had a lot of the information I needed. Other key phrases classified under this 

category include: have a lot of info, have more info, got the info, access to info, it’s 

their job, professional, specialised, got network, informed, experts, get more info. 

 

Credibility 
Both experience and knowledge contributes to, but does not equate to, credibility in a 

source. It is not enough that the source has been to the destination or possesses large 

amounts of information if the information seeker does not trust that the information is 

conveyed honestly and believably. Not only must the content of the information that 

is given be true in itself, but the selection of information that is communicated must 

also give a true picture of the actual state of things. 

 

Credibility of an information source may be compromised if the information seeker 

thinks that the source may have ulterior motives for giving the particular information. 

Commercial information sources might thus enjoy less credibility if they were thought 

to be favouring a certain product or service. The information seeker might start 

wondering what the source stands to gain by providing that particular information. 

Credibility is about trusting the information provider to serve the interests of the 

person seeking the information. 

 

One respondent pointed out the problem of assessing the credibility of information 

sources on the Internet. Because this channel offers access to so many different 

sources that may or may not be identifiable, it becomes all the more important to 

consider the credibility of the information source. Furthermore, evaluating the 

credibility of a source was seen as being more difficult with any channel that does not 

provide visual contact with the information provider. If the information seeker could 

see the source’s face and eyes, it made it easier to judge whether or not he or she was 

telling the truth. 
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The statement that seemed to describe this concept most representatively was: I 

trusted the source to be honest. The word honest was used much more frequently by 

the respondents than credible and seemed sufficiently similar in meaning to describe 

this choice factor. The term credibility was used as category label, nevertheless, as it 

is an established source characteristic in the literature. Other key phrases classified 

under this category include: selling, trust, true, reliability, good info, commercial 

interests, want to influence me, easier to believe, masking feelings / emotions, more 

convincing, have a motive, fool me, tell it like it is, lying, pushing a product, 

publicising, what they want to show, validity, their product, objective, have an angle, 

not all the information, pretend. 

 

Locals 
For many respondents, the reason for using a particular information search strategy 

was that the information source lived at the destination in question. This concept may 

be seen as a variant of destination experience, but locals refers to experience with 

living at the destination as opposed to experience with visiting the destination as a 

tourist. If the source has lived at the destination in the past, he or she will also have 

this type of experience. 

 

One reason why getting information from a local person was regarded as useful and 

interesting was that such a source might have knowledge about the destination other 

than what would be considered typical tourist information, e.g. what it is like to live, 

grow up, go to school, or work in that place. A local person might also be the best 

option when asking for directions or to get recommendations about what to see and do 

at the destination. The special ties that locals have to the destination may make them 

subjective, but at least their knowledge of the place is usually better than that of a 

travel agent trying to sell the destination from another country. Being a local was a 

choice criterion that was often used with reference to friends or family, but it was also 

a major argument for using information centres at the destination as an information 

source.  
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The statement that seemed to describe this concept most representatively was: The 

source was a local from the destination. Other key phrases classified under this 

category include: live here, from the area, connected with the place, born here. 

 

Travel Experience 
In some cases the most important criterion for choosing search strategy was how 

experienced the information source was with travelling in general. In contrast to 

destination experience the important thing here was that the source had travelled a lot 

and was familiar with the ins and outs of being a traveller. Travel experience was seen 

as useful if the information seeker wanted to know about practical travel 

arrangements, getting to certain places, problems that might occur, advice about what 

to do and not do etc. Having extensive travel experience was also seen as helpful if 

one needs help comparing various destinations to decide where to go. 

 

Often friends or family were chosen because of their level of travel experience. It was 

also an important criterion by which to evaluate professional information sources. 

One respondent suggested: “They know how to check something, they know how to 

go by train, they know the time tables, they know everything” (Male, 35, from 

Germany). Other respondents commented on the negative experience of dealing with 

professional information providers who lack travel experience: “Travel agents are, in 

fact, very ignorant. They’ve received some PC-training for five hours, and then 

suddenly you’re a travel agent” (Male, 56, from Sweden). The implication being that 

a small amount of computer training does not qualify a person to advice clients about 

travelling to foreign destinations. 

 

The statement that seemed to describe this concept most representatively was: The 

source had a lot of travel experience. Other key phrases classified under this category 

include: travels a lot, have travelled, done it for years, they’re travellers, they like 

travelling. 
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4.62 Channel Characteristics 
In order of decreasing importance, the following channel characteristics will be 

discussed in this section (mention-counts in parentheses): ease of use (44), 

personalness (36), flexibility (36), quantity (34), interactivity (33), accessibility (29), 

speed (25), enjoyment (18), directness (18), control (18), mobility (15), and price 

(13). 

 

Ease of use 
Ease of use was found to be the most important channel characteristic influencing the 

choice of information search strategy, mentioned by more than half of the 

respondents. Whenever a respondent answered by merely saying “it is easy”, it was 

counted in this group, but the category does not include respondents talking about 

“ease of access”, or “easy to find” etc. Such responses were classified elsewhere, for 

instance under accessibility. It is possible that some of the respondents answering 

simply “it is easy” could have intended another meaning than this interpretation. Most 

of the time, however, the intended meaning was clear from the context. Ease of use 

has to do with the level of effort involved in actually using the channel to get 

information once it is made available. Thus it is related to the search effort or 

marginal cost of information search, but it is distinguished here from financial cost, 

which is discussed later in this section. 

 

Ease of use was, in fact, mentioned most frequently with regards to Internet usage. 

While recognising that the Internet is an easy way to get travel information, 

respondents were also concerned with the complexity of some web sites. There 

seemed to be a feeling, however, that as the Internet is getting more and more 

pervasive, the quality and userfriendliness of the channel is improving. Still, as one 

respondent pointed out: “The Internet is a place where if you have a problem, then 

you have a problem” (Male, 40, from Germany), meaning that the channel is good for 

simple queries, but if you get stuck or have a special request of some kind, then the 

Internet can be very frustrating. Perhaps more than any of the other channels, the 

Internet requires quite specific channel skills to make full use of it. 
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One reason that was mentioned for the increasing popularity of the Internet was that 

the telephone is now getting more and more difficult to use as companies are starting 

to make wide use of automated answering services. Although taking the pressure and 

workload off the company’s staff, the experience of the customer is often a very 

negative one. A well-serviced, free-of-charge hotline, on the other hand, was 

mentioned as making communication easier. 

 

The statement that seemed to describe this concept most representatively was simply: 

It was easy to use. Other key phrases classified under this category include: simple, 

difficult, complicated, no problems, not having to invest too much work.  

 

Personalness 
The second most mentioned channel characteristic influencing the choice of 

information search strategy was personalness, meaning the degree to which the 

information channel was considered a personal method of communication. This 

characteristic was, of course, primarily used with reference to face-to-face 

communication as opposed to the other channels. Especially when asked about 

differences between the various channels, this was a widely cited distinguishing 

feature. 

 

Personalness is primarily about human touch or contact between the people 

communicating with each other. One respondent elaborated: “I like dealing one-on-

one with people. It’s more personal rather than, especially the telephone or the 

Internet. That’s the main thing... The human contact.” (Female, 29, from Australia) It 

should be pointed out, however, that the personal contact was not always the preferred 

mode of communication. Sometimes it was seen as easier to use a channel like the 

Internet precisely to avoid the personal contact with the travel agent. And as another 

respondent pointed out: “The telephone is impersonal when you need it to be 

impersonal” (Male, 48, from the USA). 

 

Another aspect of the personalness concept is the idea of being able to see the 

information provider’s eyes, gestures, and body language. This point was seen as an 
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important issue both for understanding the message and for evaluating its validity. 

The trust aspect of being able to see the information source’s eyes and gestures played 

a major role in establishing the credibility of the source. Additionally, it was 

important to see how enthusiastic the source was about a particular destination or 

service. As one respondent suggested: “70% of the information comes from the body 

language, then there’s the words” (Male, 68, from Sweden). 

 

The statement that seemed to capture this concept most adequately was simply: It was 

personal. Other key phrases classified under this category include: can see the person, 

have eye contact, personal contact, see reactions, body language, you’re with a human 

being, there’s a human there, you get an emotional component, can see mimics / 

gestures / impressions, can judge / evaluate the source, experience the person.  

 

Flexibility 
The term flexibility has been used here to denote a category composed of three time-

related themes: 1) the ability to use the channel at whatever time suits the information 

seeker (whenever I want), 2) the ability to spend as much time using the channel as 

the information seeker wants (as long as I want), and 3) the ability to use the channel 

as many times as the information seeker wants (as often as I want).  

 

1) Whenever I want 

Print and the Internet are examples of information channels that were seen as flexible 

in the sense that the information is available at whatever time it is required. As one 

respondent commented about the Internet: “It doesn’t matter whether it’s four o’clock 

in the afternoon or midnight. You’ve got the information there. It’s whenever you 

feel:  -Ah, let’s see whether we can book ourselves a holiday” (Female, 40, from the 

UK). Not being restricted to business hours is of course one of the main advantages of 

shopping through this medium. 

 

Printed material has the same flexibility but obviously with a much smaller amount of 

information and without the ability to book tickets. TV is limited to the TV-stations’ 

schedules, with a bit more flexibility when it comes to video. Telephone is also to a 
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large extent limited to business hours when used to contact professional information 

providers, but as a few respondents mentioned, this can be alleviated by having 24-

hour hotlines to provide at least a limited service. 

 

The statement that seemed to describe this concept most representatively was: I could 

use it whenever I wanted. Other key phrases classified under this category include: 

whenever I feel like it, any time of day, any time, my own time, 24/7. 

 

2) As long as I want 

The second flexibility theme was being able to use the channel as long as required by 

the information seeker. Again the main dividing line lies between the channels that 

have real-time contact with the information source such as face-to-face and telephone, 

and the channels that have recorded information such as print and the Internet. Being 

able to spend time with the information in his or her own tempo was often an 

important issue for travellers when choosing information search strategy. 

 

Telephone was often considered the briefest of the information channels, which was 

one reason why many information seekers preferred going through the extra effort of 

seeking out an information source in person in order to be able to spend more time 

with him or her. One problem that was mentioned with regards to the telephone was 

that it is easy to forget both the questions one wants to ask as well as the answers 

given. It was suggested that tourism information staff, whether at a call centre or 

behind an information counter, would do well in making a customer feel at ease and 

relaxed, and avoid the stressing atmosphere that is created when trying to serve as 

many people as possible, with as few staff as possible, in as short a time as possible.  

 

Many information seekers preferred printed material or the Internet for this reason: 

“You have much time to sit there and be quiet and read. On the telephone you talk for 

ten minutes, and then you must have your information. You cannot talk to the other 

person for two or three hours. But on the Internet that is possible” (Male, 41, from 

Germany). Information search was often seen as a major part of the excitement of 

taking a trip, and many travellers seemed to appreciate this hedonic value of 
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information search, wanting to spend time with channels such as print and the 

Internet. The monetary cost of spending a lot of time on the Internet or on the 

telephone was mentioned as a factor limiting their flexibility and thus their usage. 

 

The statement that seemed to describe this concept most representatively was: I could 

use it as long as I wanted. Other key phrases classified under this category include: 

take my time, in my own pace / tempo, only for a short time, have time, length of 

time, need time. 

 

3) As often as I want 

The third aspect of the flexibility concept involves the reusability of the information 

channel. Again the main division was between the direct channels and those with 

recorded information, with TV falling in between depending on whether or not the 

information is recorded on video. 

 

As opposed to being able to use the channel at any time of day or week, the main 

issue here was whether the information seeker could go back to the channel and 

access the information over and over again. Often it was more a question of whether it 

is socially acceptable rather than whether it is practically possible, as for example the 

issue of how many times one can go back to a travel agent and ask the same or similar 

questions. 

 

The ability to use a channel repeatedly obviously increases if you can take the channel 

with you, and the category is therefore closely related to mobility. The main idea here, 

however, was the frequency of the information search. A channel does not need to be 

mobile for people to feel that they can use it as often as they want (e.g. the Internet). 

Conversely, the fact that a channel is mobile does not necessarily mean that the 

information seeker can use is to contact an information source as often as he or she 

wants (e.g. cellular phone). 
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The issue of remembering the information seemed to be especially important in this 

context and was by many regarded as the main reason for wanting repeated access to a 

channel. One of the main advantages of a written brochure as opposed to a telephone 

call is that one can go back to look at the brochure again if one does not recall some 

part of the information. Equally important was the issue of understanding a piece of 

information, which is facilitated if the information seeker can get the information over 

again several times. 

 

The statement that seemed to describe this concept most appropriately was: I could 

use it as often as I wanted. Other key phrases classified under this category include: 

read / look again, I can remember, don’t forget, return to it, look back, every time I 

want, remind, come back, take it back, re-check, counter-check, re-read, one-off 

occurrence, got a copy, something to refer to, rewind, ask again. 

 

Quantity 
The next major channel characteristic influencing information search strategy was the 

quantity of information that could be accessed through the information channel. Print 

is one channel that was regarded as providing a lot of information, but most often it 

was the Internet that was referred to when respondents commented on this issue. The 

sheer abundance of information was seen as one of the main features of the Internet, 

making it such an important channel of information. 

 

Sometimes this quantity can be a disadvantage, and several respondents mentioned 

the problem of information overload on the Internet: “The Internet has so much, so 

it’s very difficult to find the particular piece of information that you’re looking for” 

(Male, 37, from Germany). Especially if one lacks the skills required to do a proper 

search, or if one does not know exactly what to look for, the abundance can be a 

major obstacle. For the most part, however, the amount or quantity of information was 

seen as a positive feature provided that the information searcher has the time and 

skills required to sift through all the useless bits. 
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The statement that seemed to describe this concept most representatively was: I could 

get a lot of information. Other key phrases classified under this category include: 

much / more information, too much information, not enough, the amount of 

information, limited, further information, extra information, it’s big, you’ve got 

everything, infinite field of information, whatever you want, extended, loads, nothing 

you can’t find, huge, most information, can always find it, additional information. 

 

Interactivity 
The choice of search strategy was also strongly influenced by whether it was possible 

to ask questions and receive immediate answers through the channel. This, of course, 

is possible through truly interactive channels such as face-to-face and telephone but 

more restricted for the other communication methods. 

 

The main feature of interactivity, as it is used here, was the lack of lag-time between 

asking a question and getting the answer, and thus it is closely related to the concept 

of speed, which will be discussed later. Speed and interactivity are clearly two distinct 

attributes, however, since a channel (e.g. a book) may be perceived as being quick 

without being interactive. It is also possible for an interactive medium to be lacking in 

speed, but a major point in these interviews seemed to be the immediacy of a real-

time two-way communication. Especially for information concerning bookings or 

other complex travel arrangements it was seen as important to have a swift exchange 

without unnecessary delay in transmission. 

 

The statement that seemed to describe this concept most representatively was: I could 

ask questions and receive immediate answers. Other key phrases classified under this 

category include: receive immediate answers, direct answers, dialogue / monologue, 

no waiting for answers, two-ways communication, get feedback straight, no delay in 

transmission, get it done then, at the time, answer straight away, response right away, 

answer there and then, instant answer. 

 

Accessibility 
The ease with which the information channel could be accessed was also a major 

factor influencing the respondents’ choice of information search strategy. This is a 
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category that is somewhat difficult to define, however, as it is very closely linked to 

concepts such as ease of use, speed, and mobility. The concept seemed to deserve a 

separate category, however, as it denotes an issue of concern to a large group of 

respondents even though it was explained in slightly different ways. It was also often 

difficult to discern whether the respondent was talking about access to the channel, 

the source, or to the information or message itself. The term is here regarded as a 

channel attribute, nevertheless, as the accessibility of the channel is a prerequisite of 

the other two. 

 

What was meant by this category was that it must be easy to get to the channel 

through which the information was communicated. A channel is accessible if it is 

convenient for the information seeker to get in a position where it can be used to 

acquire information. Thus, the Internet may be perceived as accessible insofar as it 

can be used from home, and face-to-face may be perceived as accessible provided that 

the information source is not too far away. 

 

In some instances accessibility seemed to be be a function of how easy it was to 

actually find the information channel. In this sense Internet may be an accessible 

channel even when out travelling if it is easy to find Internet facilities at the 

destination. Face-to-face information may be accessible if for instance information 

centres are clearly marked with a big “i” sign and are in a convenient location. 

Finally, if the information channel is mobile, of course, it makes it both easy to find 

and easy to reach, but as seen above, the channel does not have to be mobile to be 

perceived as accessible. Therefore the concept of mobility will be discussed 

separately below. 

 

The statement that seemed to describe this concept most representatively was simply: 

It was accessible. Other key phrases classified under this category include: 

convenience, can use it at home, handy, easy to find, easy to get to, readily available, 

out of my way, not have to go somewhere else, easy to get a hold of, all over the 

world, lot of it around, nearby, cannot always go there.  
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Speed 
Another important choice factor influencing search strategy choice was the perceived 

speed with which information could be obtained through the channel. Although an 

interactive medium may allow the information seeker to get immediate answers to a 

direct question, there may be quicker ways to acquire more general information. 

Interacting face-to-face with a travel agent may involve both waiting in line before 

asking the question as well as waiting for the information source to find and render 

the appropriate response. If the same information is available on the Internet or in a 

brochure, on the other hand, these channels may provide a more speedy resolution of 

the information need. As one respondent commented: “I’m looking for the quickest 

route to an information source” (Male, 39, from the UK). 

 

Although the Internet was frequently mentioned as a speedy information channel, it 

was also recognised that finding one’s way about the Internet or doing a particular 

search might require considerable time. The speed of the information channel 

therefore involves both the time it takes to reach a particular source through the 

medium as well as the time it takes to get the particular piece of information from the 

source. The information seeker must always strike a balance between the amount of 

information required and the time worth investing in acquiring that information, and 

this seems particularly true with the abundance of information available on the 

Internet. 

 

The statement that seemed to describe this concept most representatively was simply: 

It was quick. Other key phrases classified under this category include: takes time, too 

long, fast, waiting, efficient. 

 

Enjoyment 
On many occasions the search strategy seemed to be chosen based on the personal 

enjoyment of using the information channel. Especially with reference to printed 

material, the comfort of being able to sit down, lean back, and read tourist information 

in a relaxed atmosphere seemed to play a major role. The enjoyment of reading 

traditional letters as opposed to e-mail was also mentioned by some elderly travellers. 

In one particular case the “delay in transmission” was actually regarded as a positive 
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factor, increasing the anticipation and subsequent enjoyment of receiving the 

information. 

 

Other information channels were also described as being fun to use or just “nice”. As 

already mentioned, the enjoyment of information search was for many travellers 

considered an important part of the trip itself. In the same way as shopping is a major 

source of recreation for many consumers; the hedonic pleasure of shopping for a 

holiday seemed to give many travellers great gratification. Face-to-face was 

characterised by several respondents as being “nicer” than other information channels. 

This may be seen as a consequence of the personalness aspect discussed earlier. The 

enjoyment factor seemed to be one of TVs most attractive features when it comes to 

conveying travel information. 

 

The statement that seemed to describe this concept most adequately was: It was nice 

and comfortable. Other key phrases classified under this category include: enjoyable, 

comfortable, can sit, fun, cozy, friendly, pleasant, entertaining, pleasurable. 

 

Directness 
Several respondents regarded the directness of the channel to be important in 

influencing their strategy choice. What was meant by this concept was the relative 

lack of intermediating technologies or information redistributors. Face-to-face is 

obviously seen as the most direct information channel, and as such, directness may 

resemble the concept of personalness. The two concepts are distinguished here as it 

did not seem to be the human contact that was of the essence for the proponents of 

this criterion as much as the absence of information distortion and delay. 

 

Directness also means that the information seeker knows exactly whom he or she is 

communicating with, i.e. who exactly is the information source in the other end of the 

channel. This is, in fact, another example of how consumers themselves make a 

distinction between information sources and information channels. It is also an 

example of how the Internet is a channel that often disguises who the provider of the 

information acquired through the channel actually is. Directness, therefore, means that 
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the information seeker has a greater degree of what may be called “source precision” 

and “source transparency”. This includes both precision in contacting the required 

type of information source (i.e. travel agent, information centre, or journalist) and 

precision in contacting the specific individual one wants to communicate with (e.g. a 

particular person at an information centre). 

 

Directness was not always a desired feature, however. Sometimes information seekers 

preferred using the Internet precisely to avoid the directness of face-to-face 

communication. One reason seemed to be the pressure to buy something if one spends 

too much time with a travel agent. Privacy issues might also play a role in this regard. 

 

The statement that seemed to describe this concept most representatively was simply: 

It was direct. Other key phrases classified under this category include: you know who, 

in touch with a person, right person, quickest route, the right one. 

 

Control 
One thing is being able to contact directly the source one wants to get information 

from; another is to have control over what information is being accessed through the 

channel. The ability of the information seeker to pick and choose only the information 

that he or she wanted was considered important for many respondents. This control 

was particularly associated with the Internet as an information channel because here it 

is the information seeker who is deciding what information to look for and spend time 

with. 

 

By asking direct questions, a person has some level of control with direct, interactive 

information channels, but he or she does not have any control over the selection and 

scope of the information. The same applies for printed material with the distinction 

that the information seeker can choose which parts of the material to read and in what 

order. One major advantage of having control with the information search seemed to 

be associated with the relevance of the information being retrieved. Without this 

control, an information seeker will be presented with a lot of information that is not 

relevant to the information problem at hand. 
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 The statement that seemed to describe this concept most representatively was: I could 

choose the information I wanted. Other key phrases classified under this category 

include: I decide, I have control, choose myself, I can go on, I can go further, what I 

need / like. 

 

Mobility 
For many respondents, the choice of search strategy depended on whether it was 

possible to carry the information with him or her. Mobility or portability has obvious 

advantages with regards to flexibility and accessibility as already mentioned, but since 

this notion was mentioned frequently by respondents without reference to those two 

issues, the concept seemed to merit its own separate category. 

  

The idea of being able to carry the information with you is also closely connected to 

the situational issue of when and where the channel is likely to be used (see the 

discussion of trip phase below), and the possibility of taking the information medium 

along on the trip is a major advantage of mobile information channels. One reason for 

mobile channels often being preferred was that there was a certain security associated 

with bringing along “back-up information” in the form of, for instance, a tourist 

guidebook or information printed off the Internet. 

  

In addition to being able to take the information along on the trip, there also seemed to 

be a major advantage associated with being able to take information home. This might 

be either back from the travel agent to continue planning in your own time and in the 

comfort of your own home, or it could mean taking interesting pieces of information 

back from the trip. The mobility issue was most frequently discussed with regards to 

printed material, but mobile Internet technology was also mentioned and used by a 

few respondents. 

  

The statement that seemed to describe this concept most representatively was: I could 

take it with me. Other key phrases classified under this category include: keep it with 

me, take home, hold it, have in pocket, have with me, carry around, refer to it, take 

away, have all the time. 
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Price 
Time and energy costs have already been discussed as important choice factors when 

searching for travel information, but actual monetary cost also seemed to be a major 

issue. For several respondents, it was important whether the information channel was 

free or at least cheap to use. 

 

The price attribute was most often associated with using a telephone or the Internet to 

get information. Sometimes the costs associated with using these channels seemed to 

be related to the country from which the traveller originated. For Polish travellers, for 

instance, price seemed to be an important limiting factor as telephone and Internet 

usage is very costly in that country. For other groups, especially business travellers, 

the use of these channels was regarded as being cost-efficient compared to meeting 

the information source face-to-face. 

 

Usually price was seen not so much as an absolute deterrent from using the channel as 

a factor limiting the time spent using it and the purpose it was used for. Printed 

material was also discussed with regards to price, and brochures would sometimes be 

preferred to buying guidebooks because of this factor. Alternatively, travellers would 

print information off the Internet instead of purchasing a pocket guide in the 

bookstore. 

 

The statement that seemed to describe this concept most representatively was simply: 

It was cheap. Other key phrases classified under this category include: expensive, 

cost, don’t have to buy, it’s free, I was charged, you are paying. 

 

4.63 Message Characteristics 
One important category of search strategy determinants was message characteristics, 

meaning that the respondents based their choice of information source and / or 

information channel on attributes associated with the actual information that was 

gathered from them. Zmud (1978) provides a framework that served as a classification 

scheme for these message attributes. Certain modifications were made to adapt the 

framework to the context of tourism information. The modifications included the 
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exclusion of dimensions to which no data attributes were mentioned in the interviews, 

as well as some changes to the wording of a couple of categories to better match the 

language used in the interviews. 

 

Most of the time the respondents would refer directly to the information and specify 

that it was the information communicated from the source through the medium that 

was described. Respondents might say: “I hope to get better information” or “Most of 

the information is pretty accurate”. Other times the reference to the information was 

less specific, and it had to be deduced whether the respondent was referring to the 

source, the channel, or to the information as such. The framework of Zmud (1978) 

does, however, offer a number of adjectives that are typically used to describe 

information or data quality, and often this list of adjectives was used to determine how 

to classify a certain statement. 

 

The relationship between a certain message characteristic and the source or channel 

with which it was associated seemed very subjective and particular to the individual 

respondent, even more so than for source and channel characteristics. Some 

respondents felt that information through print was accurate while others would 

associate this attribute with face-to-face messages. Some would indicate that friends 

and family provided the most believable information while other would say that travel 

agents did. 

 

As opposed to the source and channel characteristics, the association between 

message characteristics and the selected source or channel was not tested 

quantitatively in Phase Two of this project, and will therefore not be discussed in any 

depth here. A proper test of such relationships should fully incorporate Zmud’s 

framework and methods, something that is beyond the scope of the current project. 

The material from these interviews does, however, contain much data that might form 

the basis for a follow-up study of this kind at a later stage. 

 

This section will be limited to a brief summary of the most important message 

characteristic categories from the interviews together with the adjectives and phrases 
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that were classified under these categories. In order of decreasing importance, the 

following message characteristics were found to be important in determining the 

choice of information search strategy (mention-counts in parentheses): completeness 

(23), believability (13), accuracy (10), timeliness (9), understandability (9), and 

relevancy (5). 

 

Completeness 
Key phrases classified under this category include: specific, detail, complete, variety, 

overview, basic, diverse, panoramic view, basics, focus, nearsighted / narrow sighted, 

scope, global / special, general, selective, anything, different information.  

 

Believability 
Key phrases classified under this category include: honest, trust, true, reliable, valid, 

sure, coloured, commercial, facts, as they see it, see it this way, reality. 

 

Accuracy 
Key phrases classified under this category include: accurate, correct, exact, right, 

faults, perfect, precise, mistakes. 

 

Timeliness 
Key phrases classified under this category include: current, old / new, updated, from a 

few years ago, hot / warm, recent, out of date, up to date. 

 

Understandability 
Key phrases classified under this category include: understand, clear, vague, 

systematic, explain, take it in. 

 

Relevancy 
Key phrases classified under this category include: interesting, concrete, things we 

need, no more, precise. 
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4.64 Situational Characteristics 
It was decided to split the situational characteristics into two parts; one including 

situations particular to the trip that the traveller is getting information about (trip 

context), and one referring to the specific situation the person is in at the time he or 

she is searching for information (search context). Trip context includes the situational 

variables that have been the focus of previous studies that have attempted to explain 

travellers’ information search. These are all what might be called antecedent factors 

that provide the background on which the information is acquired without necessarily 

being at the forefront of the information seekers’ mind as a reason for their decision. 

The search context, on the other hand, includes situational factors of which the 

information seeker is very aware and that influence his or her information search 

strategies on a conscious level. 

 

Another difference between the two is that trip context may be used to segment 

different types of travellers because for any particular trip, the person will belong only 

to one category of the trip variable. The search variables, one the other hand, are less 

useful for segmentation purposes because the traveller will often belong to different 

categories of this variable at different stages of the information search process. For 

instance, the question of a traveller’s primary purpose, mode of travel, and 

accommodation (trip context) are variables that may be assessed for the trip as a 

whole, and the traveller will usually only have one answer to questions about each of 

these variables. Questions about what the traveller is seeking information about and 

how much time he or she has available for information search (search context), on the 

other hand, are relative to the particular search situation, and the answers will vary at 

different stages of the trip. 

 

This also had implications for how the two types of situational variables could be 

measured in Phase Two. Whereas the trip context could be assessed with reference to 

search behaviour for the trip as a whole, the search context needed to be assessed with 

reference to the use of a particular information source or channel. This will become 

clearer as these variables are discussed in more detail. 
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With regards to the trip context, all the characteristics that were mentioned in the 

interviews that have also been debated in the tourism literature are discussed here and 

included in the final model even though the mention-counts of the individual variables 

were often quite low. The low mention-counts, obviously, have to do with the fact 

mentioned above; that these variables often influence the traveller’s search strategy on 

a more subconscious level. In order of decreasing importance, the following trip 

characteristics were found to influence the choice of information search strategy 

(mention-counts in parentheses): destination naivety (15), trip purpose (13), duration 

(8), travel style (7), travel party (3), distance (3), accommodation (3), and mode of 

travel (2). 

 

Destination Naivety 
The most frequently mentioned trip characteristic in these interviews was whether or 

not the traveller had been to the destination before. It has already been mentioned how 

the information source’s destination experience may influence the searcher’s choice 

of information search strategy, but the traveller’s own destination experience also 

seemed to have a strong influence on this choice. Destination naivety appeared to 

have a direct influence both on source and channel choice. 

 

The use of information centres is one example of how the choice of information 

provider was influenced by destination naivety. As one respondent commented: “Here 

I’ve used them because I’ve never been to Oslo before. If it’s a city that I’ve been to a 

few times, Paris, Prague or whatever, I don’t go to the information centres. Usually 

the first time I visit...” (Female, 40, from the UK) Another example is travel agents, 

which were often used by people who were visiting the destination for the first time, 

whereas on repeat visits it seemed to be just as easy to contact the service provider 

directly. 

 

Destination naivety also appeared to have a direct bearing on channel usage. 

Thorough information searches which may be performed with printed materials and 

the Internet was often not necessary if the information seeker was a repeat visitor. 

Similarly, travellers who would normally prefer face-to-face contact when planning a 

holiday would sometimes be happy picking up the telephone if it was to get 
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information about travelling to a familiar destination. 

 

Trip Purpose 
The second most important trip characteristic influencing information search strategy 

was the traveller’s purpose of the trip, i.e. whether he or she was travelling on 

business, to visit friends or relatives (VFR), or just for holiday. These different 

purposes often require different types of information, and therefore different 

information sources and channels would be used. 

 

Sometimes the very definitions of the trip purpose imply that the traveller will be in 

contact with particular types of information sources. When visiting friends or 

relatives, it seems obvious that these will to some extent be used to acquire 

information about the trip. It was also common with this type of trip to communicate 

over the telephone before the trip and then face-to-face once the traveller had reached 

the destination. Business trips will usually involve meetings with business partners 

who might be obvious information sources. Often, business travel would entail using 

a particular travel agent or booking office as part of the company’s policy. 

 

Some travellers used the Internet when planning holidays while calling a travel agent 

to arrange business trips. Yet others would do it the other way around. TV, on the 

other hand, is a channel that seemed to be primarily associated with holiday travel. 

When travellers were combining a business trip with more leisurely travel, different 

search strategies would be used for different purposes. 

 

Duration 
The longer the trip lasts, the more information is often needed (degree), which also 

means that different strategies may be appropriate (direction). But the duration of the 

trip may also have a more direct influence on the type of information needed, thus 

influencing the source and channel required. Not only was the traveller more likely to 

use various sources and channels at the destination when travelling for a long time, 

but he or she also seemed more likely to do a more extensive search in the planning 

phase of the trip. 
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Although about 10% of the respondents in this sample mentioned duration as a factor 

influencing choice of search strategy, this material did not give a very good picture of 

the nature of this influence. 

  

Travel Style 
The effect that travel style may have on information search strategy has already been 

hinted at. Independent travellers have different information needs from people 

travelling on an organised tour, and this was reflected in their choice of both 

information sources and channels. 

 

The traditional guidebook seemed to be the typical information resource for the 

independent traveller, whereas people on organised tours seemed to rely more on 

travel agents and the tour operator representatives for information. Often independent 

travellers were also more dependent on locals and other travellers for tips, 

recommendations, directions etc. A sign of travel independence may also be less need 

to talk to travel agents face-to-face and stronger reliance on him or her self to book 

the trip on-line.  

 

One characteristic of independent travellers is that they sometimes like to do less 

rigorous planning beforehand and maintain the flexibility and spontaneity of just 

seeing where the road leads them. Many prefer to find their own way around, and 

certain information sources may be used only as a last resort. This travel style also 

seemed to suggest a greater need for mobile information channels. 

 

 

Travel Party 
Each of the remaining four trip characteristics was only mentioned by two or three 

respondents in these interviews. They are nevertheless included in this discussion as 

the current literature suggests that they are important influencing factors that should 

be tested in Phase Two of this project. Furthermore, as mentioned previously, it is 

typical of many of the situational as well as personal factors that they may have a 

strong influence on strategy choice even though they are not typically mentioned as 
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deliberate choice criteria by the travellers themselves. 

 

An example of this is travel party. A person may not reply (or even be aware) that him 

or her travelling with a big family is a reason for choosing a travel agent as a source 

or face-to-face as a channel, but it may still be an important explaining factor.  A 

major emphasis of this project was to elicit choice factors that travellers use 

consciously and that they themselves mention when asked about their strategy 

decision. Phase Two, however, also tested some of the antecedent factors mentioned 

in the literature that may influence this search strategy choice. 

 

One obvious way that travel party seemed to influence information search was that 

people travelling together with others had the option of using his or her travel 

companions as information sources. These sources were usually friends or family. A 

person travelling alone, on the other hand, might be more likely to come in contact 

with locals or other travellers. 

 

Distance 
The physical distance travelled on the particular trip also seemed to influence the 

choice of information search strategy. It seems likely that the influence pattern of this 

characteristic to some degree resembles that of duration. The further the person is 

travelling from his or her origin, the greater the information need and the more 

sources and channels are likely to be used both for pre-trip planning and en-route. 

 

One respondent pointed out the fact that he was more likely to use face-to-face as a 

communication on long trips because it is more difficult to plan ahead. Thus the 

traveller may have a greater need to talk to people encountered during the trip whether 

it is locals, information centres, or other travellers. The distance travelled is also 

related to the distance between the information searcher’s home and an information 

source at the final destination. This in turn influenced the choice of information 

channels. The proximity of the information source to the information seeker is, 

however, regarded here as a separate category and is discussed below. 
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Accommodation 
Another trip characteristic that was mentioned in the interviews was accommodation. 

Type of accommodation used on the trip seemed to have a direct influence both on 

choice of source and channel. First of all, the information seeker would make sure to 

contact a source that is likely to have information about the type of accommodation he 

or she required. A travel agent may for instance know about the major hotels at a 

remote destination, but to find smaller camping sites, home stays, or cabins, other 

information sources such as information centres or other travellers might be needed. 

Similarly, it is only the major hotels that are extensively represented on the Internet or 

on widely distributed brochures. Smaller establishments might have to be located by 

talking to people at the destination. 

 

Travellers who were staying with friends or family would, of course, use these as 

primary information sources. Similarly, people staying in a hotel were likely to use 

the people in the reception as a source of information at the destination. It seems 

likely that most travellers using commercial accommodation use this type of 

information to some extent, although only a few may have thought of this as searching 

for tourism information. 

  

Mode of Travel 
Mode of travel is a trip characteristic that was only mentioned by two respondents in 

these interviews, but again there seems to be an important implicit effect on strategy 

choice. One effect that was mentioned in the interviews of this project was the 

relatively smaller need of travel agents for auto-travellers than for people travelling by 

air or ferry. 

 

In addition to the trip variables discussed above, there was another group of 

situational factors that were related to the context in which the travellers found 

themselves when using a particular information search strategy. This group of 

variables is here referred to as the search context or search characteristics. The search 

context is influencing the travellers’ choice of search strategy on a higher awareness 

level, which is reflected in the higher mention-counts of these situational factors. In 

order of decreasing importance, the following search characteristics were found to 
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influence the choice of information search strategy (mention-counts in parentheses): 

topic (62), booking (38), subjectivity (29), trip phase (24), planning stage (19), and 

timing (16). 

 

Topic 
More than any other single factor, the direction of information search strategy seemed 

to depend on what exactly the traveller was seeking information about, i.e. the topic of 

the information search. As many as 62 out of the 82 respondents of this sample made 

some reference to the topic or information content as a reason for choosing a source or 

a channel. Several respondents answered by stating explicitly that their choice 

depended on what they were seeking information about. 

 

It is not surprising that what one needs information about directly affects the 

information source one needs to contact, and often this will in turn influence the most 

appropriate information channel. It should be noted, however, that topic also 

sometimes dictates the choice of information channel directly, implying that different 

channels are appropriate for getting information about different things. One 

respondent pointed this out saying that his choice of channel depended on: “What I 

need to know. What I want to know face-to-face is different from what I want to know 

from the Internet” (Male, 23, from the Czech Republic). 

 

Tourist information includes an abundance of different topics, and sometimes it is 

difficult to distinguish between what might appropriately be called tourist information 

and what is just general information that happens to be sought by a traveller. Several 

typologies of tourist information exist, and some of them were discussed in the 

preceding literature review. 

 

The following is by no means an attempt to create another such typology but merely a 

presentation of the topics that were of interest to this sample. Although other 

dimensions might be found in this material, one main distinction that was found here 

to influence the choice of information search strategy was whether the traveller 

wanted information about how to get to the destination or information about the 
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destination itself. The first type of topic may be referred to as transportation and the 

latter may be called destination information. This distinction was also suggested 

directly by respondents as types of travel information requiring different types of 

search strategies. 

 

Transportation basically means practical information that the tourist needs to travel 

from A to B, and this topic was mentioned by 31 respondents. In order of decreasing 

importance, the most frequently mentioned topics in this group were: prices (14), 

times (12), getting there (8), ferries (5), and flights (4). Other topics categorised in this 

group include: air fares, tickets, directions, conditions, travel arrangements, 

availabilities, and connections. To get information about these topics, travellers would 

most often turn to travel agents or service providers although other sources were also 

used. In terms of channels, anything except TV might be used for this topic. 

 

Destination information is information about the place itself that is mostly used 

(although not necessarily acquired) after arrival at the destination. This topic was 

referred to by 54 respondents. The most frequently mentioned topics in this group 

were: where to go (20), where to stay (20), what to do (19), getting around (15), 

weather (6), people (4), culture (4), opening hours (4), currency (4), and costs (3). 

Other topics categorised in this group include: food, life / living, shopping, history, 

and economy. This type of information was typically sought from information centres 

and travel journalists although other sources might also be used. Print seemed 

especially suited for these topics, but Internet and face-to-face was also commonly 

used. Telephone seemed to be less applicable for this topic. 

 

Except for this distinction between transportation and destination, this study will not 

go any further into what types of strategies that are used with the specific topics. As 

can be seen above, the individual topics mentioned are too numerous, and the usage 

patterns are difficult to extract from this material. A follow-up investigation into the 

relationship between search strategies and the specific search topics might provide 

useful knowledge for information providers, but is beyond the scope of this study.  



 172

 
 
Booking 
The second most important search characteristic seemed to be whether the traveller 

wanted to make a booking or only search for information. Almost half of the 

respondents reported that they had used a particular information source or channel in 

order to make a booking or to get a good deal on a purchase. 

 

Although travel agents and service providers are considered here mainly in the 

capacity of being information sources, their primary function in the travel industry is 

to sell tickets for travel and accommodation etc. Making a booking is therefore also 

usually the main reason why travellers contact these sources. It is therefore necessary 

to consider whether the traveller is intending to make a booking when he or she is 

choosing between the different source alternatives, or whether he or she is only 

requesting information. 

 

Information exchange is necessary to some extent in all transactions, so booking 

cannot be considered completely isolated from the information function. Booking 

means here the actual transaction that takes place when a traveller buys a ticket or a 

hotel room. If this is the only purpose of a traveller’s visit to a travel agent, then the 

activity should not be regarded as information search, and the travel agent does not 

really have an information source function. Other times a traveller may be just 

looking around for good deals and interesting destinations at various travel agents 

without committing to a purchase of any kind. In this case the travel agent is acting 

purely in an information source capacity. 

 

In most situations, however, the travel agent is filling both of these functions. It is 

therefore important to know whether the travel agent or service provider is chosen 

instead of the other information sources because the traveller intends to perform a 

transaction or for some other reason related to the travel agent’s role as an information 

source. The same applies for the information channels, as the traveller can make 

transactions through some channels but not others. 
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If the intention of the traveller was to make a booking as well as getting information, 

then the information sources of choice would be either a travel agent or a service 

provider. The most frequently mentioned criterion in choosing between these two 

seemed to be the question of which of them could offer the best deal. Price is 

therefore a strategy choice criterion relevant both to the price of acquiring the 

information and the price of the product or service that is being researched. Getting a 

good deal was also a major factor influencing the choice of whether to use the Internet 

as a channel or book the ticket or hotel face-to-face or over the telephone. 

 

Subjectivity 
A third aspect of the search context that seemed to influence travellers’ choice of 

search strategy was whether he or she was mostly interested in getting objective facts 

or subjective experiences from the source. Both types of information seemed to be 

important for the traveller planning a trip, especially to an unfamiliar destination. The 

objective point of view seemed necessary to learn as much as possible about how 

exactly to travel to the destination and what to expect there in order to make better 

informed decisions. But travellers also wanted to hear about people’s personal 

experiences and their opinions about the place to help them make up their mind and 

form their own opinions and expectations. 

 

Friends, family, and other travellers seemed to be regarded as the best sources to get 

information about subjective experiences or opinions. Particularly when getting 

subjective information from people they know and trust, travellers could get a broader 

platform on which to base their own conclusions. In terms of channels, face-to-face 

seemed to be perceived as the most subjective one. To some extent, the subjective 

search context is related to the personalness of the information channel although a 

personal information channel may also very well be used to get objective, factual 

information. 

 

Key phrases classified under this category include: experiences, opinions, tips, facts, 

feelings, subjective / objective, stories, expressions, emotions, recommendations, 

ideas, impression, suggestions, reactions, flavour. 
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Trip Phase 
Trip phase has been used here to describe whether the information was being sought 

before or after departing for the destination. Information search in the before phase 

means data collected at home either continuously or as part of planning for a 

particular trip. The after phase would typically mean information collected at the 

destination or while travelling. For many travellers, this distinction seemed to be an 

important determinant of information search strategy. 

 

In terms of channels, TV is an example of one that was typically used before 

departure although hotel travel channels now offer much information to guests also 

after reaching the destination. Internet might be used at the destination in Internet 

cafes or by way of mobile devices such as a cellular phone or a laptop, but for the 

time being it seemed to be a channel primarily used before departure. 

 

Travel agents seemed to be typical before sources and information centres typical 

after sources, but here also there were exceptions. Service providers may initially be 

thought of as a before source, but if one also considers asking hotel receptionists for 

local information, they also serve an important purpose after arrival at the destination. 

Friends and family were primarily used before departure unless they were part of the 

travel party or the purpose of the visit. 

 

Although other travellers were expected to be a source typically used at the 

destination or en-route, the interviews found many examples of this source being used 

extensively before departure as well. The multitude of chat-rooms, discussion groups, 

and other travel forums on the Internet seem to contribute to the increasing use of this 

source before going on a trip. 

 

While the channel attributes mobility and accessibility seemed to be important in 

explaining channel usage in the different trip phases, the choice of information source 

is perhaps best explained by the different information needs in different phases of the 

trip. General destination information may be sought in both phases, but transportation 
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information is obviously information needed in the before stage. After reaching the 

destination there is a need for more specific destination information such as 

directions, what to do, and details about tourist attractions. 

 

Key phrases classified under this category include: before / after, at home, here, in the 

country, when travelling, on holiday, in town, on-site, when I come, all over the 

world, in advance, on the move, on the go, once travelling, when moving.          

 

Planning Stage 
In addition to dividing the trip into two phases, the before phase can be further 

divided into two separate planning stages, depending on whether or not the traveller 

has decided where to go on the trip. A trip often involves going to several sub-

destinations and travellers often make decisions concerning these as they go. The 

planning stage, however, is concerned with the choice of main destination or route 

that is made before the traveller sets out on a journey. 

 

Before the traveller has decided on a main destination, he or she will be collecting 

general information about various destination alternatives and see which is the most 

interesting one. In this stage travel magazines and travel shows on TV seemed to play 

an important role, as well as talking to friends, family, and other travellers. Because of 

the lack of control offered by traditional TV, this information channel was usually 

associated with the undecided stage. Video and digital interactive TV open the 

possibility of also using this channel to get information about a specific, 

predetermined destination.  

 

When the traveller has decided on a main destination, however, the search will be 

directed towards finding information relevant to that particular place. The traveller 

has then moved from the vague searching for inspiration and ideas to a more targeted 

search. Now the information seekers seemed more inclined to use particular 

information centres or guidebooks about certain destinations. Travel agents were used 

in both stages, but the service providers were more likely to be contacted after the 

traveller had honed in on a particular destination. 
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Often the main source of information in the earliest planning stage was potential 

travel companions, discussing where they might go for their upcoming trip together. 

Sometimes this stage might even overlap with the previous trip as when one trip 

sparks an interest for visiting a particular destination next time. Other travellers 

encountered during a trip might also give inspiration to visit a certain destination for 

the next trip. 

 

Key phrases classified under this category include: decided where, know where, 

tweak interest, hadn’t though of, next year, curiosity, get a feeling, idea about where, 

thinking about a country, just want to go somewhere, increase interest, what to see / 

do, find a destination, inspiration, planning, preparing, where to go, where I was 

going, ideas. 

 

Timing 
A final search context that seemed to affect travellers’ information search strategies 

was the amount of time they had available for the search process. Clearly this is very 

closely related to the channel attribute speed, but the time available also seemed to 

influence other aspects of the information search such as the type and amount of 

information gathered, the accessibility and flexibility of the channel, and the emphasis 

placed on various source attributes. 

 

In other words, having little time available for information search seemed to mean 

more than just selecting the quickest channel to get a certain piece of information 

from a certain source. It might, for instance, involve getting the information from 

another source, settling for another but similar type of information, or even deciding 

to drop that particular piece of information all together. In some cases having little 

time might lead to not using the quickest channel, but rather deferring the information 

search and using a slower channel at a more appropriate time. An example of this was 

a traveller who, even though he considered telephone to be the quickest way of 

booking a room, decided to wait to make the booking face-to-face upon arrival instead 

of calling ahead. 
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Timing means choosing the information type, quality, source, and channel most 

appropriate to the amount of time that the search context permits. Key phrases 

classified under this category include: time, hurry, nothing else to do, last moment, 

want quick info, few minutes, late, flexibility, had to happen fast, urgent. 

 

4.65 Personal Characteristics 
In order of decreasing importance, the following personal characteristics will be 

discussed in this section (mention-counts in parentheses): search history (30), 

acquaintance (17), preference (15), and age (5). Age is included here in spite of a 

relatively low mention-count because it is a variable that has been found to influence 

strategy in several previous tourism studies. 

 

Search History 
The personal characteristic most commonly referred to by these respondents was the 

degree to which he or she had used the particular information source or channel 

before. Search history means both having used the source or channel before to search 

for travel information as well as having used it for other purposes. 

 

The Internet in particular was a channel for which usage often depended on the 

information seeker’s search history. Many respondents answered that the reason they 

used the Internet was that they used it regularly for other things (often professionally), 

so using it to search for travel information was only a logical extension of this. “It’s a 

natural part of my day to search for information that way” (Male, 32, from Denmark) 

was a notion conveyed by many respondents referring to the Internet. Even non-users 

acknowledged that their previous usage history was a factor influencing their channel 

choice: “I don’t use Internet very much, but I think that is going to be a better way 

because telephone is really hard work now” (Male, 64, from the UK). 

 

For others, telephone was considered a natural part of their professional life, and 

consequently also the channel of choice when searching for travel information. 

Although probably too obvious for people to mention, the frequent use of face-to-face 
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is likely to be a major reason why this is often the preferred information channel. 

The choice of information providers or sources also seemed to depend on the 

information seeker’s search history. Often a source was chosen as a matter of routine 

or habit because it was the source that was always used: “On my previous travels I 

really relied on the Lonely Planet. [...] For me, it’s some form of standard thing to do” 

(Female, 34, from Holland). Others had histories of always using a particular travel 

agent and therefore relied on this source for most occasions. If previous search history 

had left the traveller with a negative impression of an information source or channel, 

it would often deter them from using it again: “If I’ve tried them and found out that 

they’re not up to date or not good, I wouldn’t bother again” (Male, 58, from 

Australia). 

 

Key phrases classified under this category include: always use it, use it for work, 

(don’t) know it, used it for a long time, don’t use it, natural part of my day / life, 

haven’t used, not experienced, use it all the time, it’s a standard thing, usually, often, 

have tried, before.     

 

Acquaintance 
Another personal factor that seemed to influence the choice of search strategy was 

whether or not the traveller knew the information provider personally. This concept is 

here called acquaintance, and is the reverse of familiarity, which is discussed below 

and means that the source knows the information seeker personally. In practice the 

two would usually refer to the same relationship, but the fact that one is an attribute of 

the source and the other an attribute of the information seeker seemed to have certain 

ramifications for strategy choice. For instance, familiarity was only mentioned by 

respondents with regards to choosing information sources, whereas acquaintance also 

seemed to be an important factor in determining channel choice. 

 

Naturally, acquaintance was most commonly associated with the choice of friends or 

family, which by definition are acquainted with the information seeker. However, in 

many cases travel agents, service providers, or even journalists were chosen because 

the information seeker knew them personally. 
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As mentioned, acquaintance also seemed to influence channel choice. An information 

seeker might for instance pick up a telephone to get information from someone he or 

she knew but prefer to contact an unacquainted information source by writing an e-

mail. Others preferred face-to-face when seeking information from strangers to be 

able to have a face associated with the name or position. To some extent, the level of 

intimacy with the information source would also govern the level of intimacy (or 

personalness) that respondents wanted from the information channel. 

 

Key phrases classified under this category include: I know him / her, been in contact, 

personal contacts, have friends, our cousin, people from work, friends, relationship.  

 

Preference 
Sometimes the traveller’s choice of search strategy seemed to be based simply on a 

general preference or partiality towards a particular source or channel. This preference 

is clearly linked to the person’s search history, but this history or experience was not 

necessarily referred to or even contemplated when the respondent explained his or her 

choice. There just seemed to be a general inclination to default to a particular 

information source or channel whenever that would be sufficient to fill the 

information gap. 

 

Often face-to-face was chosen simply because the traveller thought this was “the best 

way to get information”. Other people were so fascinated by the Internet that they 

preferred this channel for most kinds of information search. The opposite was also 

common, as when a person had some form of aversion towards modern technology 

and therefore shunned the Internet or mobile phones. This seemed to be the case for 

many elderly travellers. 

 

Source choice might also be based on this general preference or liking for a particular 

type of information provider. Especially in the choice between travel agents and 

service providers, the decision would sometimes be made based on a simple 

preference for dealing with travel agents. Finally, there were people who generally 
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shied away from asking other travellers for information because they preferred talking 

to people they knew. Responses were classified in this category when the traveller 

grounded his or her choice by employing general phrases such as “I like it”, “I prefer 

it”, or “It’s best”. 

 

Age 
Age is a factor that has frequently been suggested in the literature to be influencing 

the choice of information search strategy. It was therefore tested in Phase Two of this 

project even though it was only mentioned by a handful of respondents in these 

interviews. Age is another example of an antecedent factor that may play a major role 

in influencing search strategy even though it is not typically mentioned by 

respondents themselves. Nevertheless, some respondents did use age as an 

explanation for why they didn’t use a particular information channel. Older travellers, 

for instance, might prefer face-to-face communication to the Internet and ground this 

preference on their being too old for such new technology. 

 

4.66 Other 
This section briefly discusses some of the choice factors that for various reasons were 

difficult to classify under any of the other main categories. Included here are also 

channel, source, and situational characteristics that were mentioned by less than ten 

different respondents. Because of their relatively lower importance, these 

characteristics will not be treated in the same depth as the attributes discussed above. 

It was decided to include them in this chapter nevertheless in order to document a 

number of issues that, although mentioned by a smaller number of respondents, may 

provide useful input to tourism marketers about issues considered by travellers when 

choosing information search strategy. As with the other variables, these choice factors 

are discussed in decreasing order of importance. 

  

Information Format 
Some kind of reference to the information format was made by 30 out of the 82 

respondents as a reason for their choice of information channel, i.e. whether the 

information obtained from the channel was communicated in the form of text, 

pictures, sound, video, or in person. Thus information format is clearly an important 
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channel characteristic. However, compared to the channel attributes discussed 

previously, this characteristic is more objectively associated with the specific 

channels. A traveller saying that he or she uses TV in order to see moving pictures is 

very much like saying he or she chooses TV because it is TV, and it does not explain 

much about why this type of format was preferred. This is the main reason why this 

category is treated in this section rather than with the other channel attributes. The 

main interest here is to discover the reasons why travellers sometimes choose to get 

travel information in the form of moving pictures and other times in the form of text, 

sound, or in person. 

 

Channel Combinations 
This category includes all instances where information channels were used primarily 

to get access to information through a different channel. The most common example 

of this was visiting an information centre face-to-face in order to get printed materials 

such as maps and brochures. 

 

About 25% of the respondents did in fact refer to this type of channel combination 

when explaining their choice of information channel. Other examples included: 

 

• Using the Internet to print out information. 

• Using the telephone to order timetables. 

• Writing a letter to order brochures. 

• Watching TV or video on the Internet. 

• Meeting other travellers face-to-face to look at pictures. 

• Logging on to the Internet to get a phone number or use a callback service. 

• Ordering magazines through the Internet. 

• Talking to someone who can recommend travel literature. 

• Writing down information received over the telephone.  

 

Circumstance 
Often an information source or channel was used to get travel information simply 
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because the traveller was using that particular channel or communicating with that 

particular source anyway, i.e. travel information was not the primary purpose of the 

communication but rather a by-product of other social interaction. Usually the sources 

in question were friends, family, or other travellers, and usually communicating face-

to-face or by telephone. Other circumstances are possible, however, as when a person 

is reading a newspaper and comes across an article about a destination of interest. 

This type of information acquisition may be called passive search as opposed to active 

search, which is the main focus of this dissertation.   

 

Proximity 
The physical distance between the source and the information searcher often dictated 

both the source to be used and the channel through which to contact it. Obviously, 

face-to-face communication requires close proximity the source, whereas the Internet 

does not. Telephone may be used for long distances, but price may then become an 

issue. Similarly, if the information centre was far away, the information seeker might 

choose to seek out alternative sources such as locals or other travellers. 

 

Source / Channel Interactions 
One of the main messages of this dissertation is that a traveller’s reasons for choosing 

among information sources may be separate from his or her reasons for choosing 

between information channels but the choice of information search strategy (i.e. 

combination of source and channel) is based on an interaction between these reasons. 

Therefore, the choice of an information source may sometimes be based on attributes 

associated with the channel used to communicate with this source, and the choice of 

an information channel may be based on attributes associated with the source that is 

contacted through it. Several respondents indicated explicitly that their choice of 

information channel depended on the source to be contacted and vice versa. There 

were also several examples in the interviews where the choice of an information 

channel was explained with reference to source attributes and the other way around. 

 

Availability 
The choice of information search strategy depends on the availability of both channel 

and source. Firstly, for a person to be able to use certain channels such as telephone or 
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the Internet the necessary technology must be available to them. Secondly, the choice 

of channel depends on whether it is possible to contact a particular source through that 

channel. Some service providers may for instance be impossible to contact face-to-

face. Similarly, some information sources may be impossible to contact via the 

Internet simply because they do not employ that technology. 

 

Lack of Options 
About 10% of the respondents explained their choice of a source or a channel by 

saying that it was used as second option to the source or channel they originally 

wanted to use. Of course, this response does not provide any guide as to the reasons 

for using sources and channels, but it is mentioned here because of the large number 

of times this issue was brought up. For any actor in any industry, it is important to 

know about its products’ substitutability, and this goes also for information providers 

in the tourism industry. The issue will, however, not be discussed further here. 

 

Usefulness 
Many respondents reported that a channel was chosen because it was deemed the most 

useful or practical one. Which channel is considered most useful is obviously 

dependent on the situation; a channel that is useful in one situation may be completely 

useless in another. Other related concepts used to express the same idea were 

effective, beneficial, and informative.   

 

Helpfulness 
A number of respondents were concerned with the level of helpfulness exercised by 

the information source. For professional information providers, helpfulness is 

basically a matter of providing good customer service to make the information search 

as easy for the traveller as possible. As for most service industries, providing that little 

bit of extra help might make all the difference in terms of customer satisfaction and 

retention. Information providers who are enthusiastic about their task and take their 

time in solving the travellers’ information problems are much more likely to have him 

or her return on a later occasion. 
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Problem Complexity 
The nature of the problem often influences the choice of both channels and sources. If 

a traveller had a simple request, it might be possible to look it up on the Internet or a 

guidebook, or even ask another traveller. For more complex problems, on the other 

hand, it might be necessary to talk to a professional face-to-face. Problem complexity 

is also related to the amount of information needed for the communication. 

 

Similarity 
Information seekers often preferred to find an information source that had similar 

tastes to themselves. This is a question of finding someone who can provide the most 

relevant information and suitable recommendations. A young female traveller might 

for instance be best served by getting information from a young female travel agent as 

she might be in a better position to understand this travellers’ wants and needs. 

 

Familiarity 
For many respondents, it seemed to be important that the information source knew 

them personally. This is the reverse of the personal attribute acquaintance discussed 

previously, which means that the information seeker knows the source. The source 

attribute that is the focus here relates to how well the information source knows the 

information seeker, his or her interests and wants, travel habits etc. Again, the 

advantage of familiarity is that the source is in a better position to provide the 

information seeker with sound, relevant advice: “The better the friend knows you, and 

in this case he knows me quite well, he can imagine what I’m interested in, what kind 

of person I am. So it should be rather concrete and precise information” (Male, 38, 

from Belarus).  

 

Search Mode 
Strategy choice often depended on whether the traveller was doing a directed search 

for a particular piece of information, or was just browsing to see what information 

could be of interest. Telephone might be more suitable for directed search, whereas 

the Internet can accommodate both search modes. Search mode often had to do with 

the level of preparedness on part of the information seeker. If one knows which 

destination to go to and how to get there, one can speak directly to the service 

provider. If not, it may be necessary to talk to a travel agent.  
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Shortcut 
Often the choice of a channel was based on the fact that the information seeker was in 

possession of information that could be used to shortcut the access to a particular 

source through a channel. Personal names, street addresses, telephone numbers, and 

URLs are examples of such shortcuts that might get a person to choose a particular 

channel. 

 

One-Stop-Shop 
This means getting all the information that is needed in a particular situation from one 

source or through one channel. One example is having a guidebook with all the 

necessary information about a destination in one place. Another example is talking to 

a travel agent about various destinations instead of contacting an information centre 

for each separate destination. 

 

Versatility 
For some information searchers, it was important to have the ability to access various 

information sources through the same channel. This argument was mostly used with 

regards to the Internet where one can choose between a large number of information 

providers. Print might in this sense be an example of a less versatile channel. 

 

Language 
Choice of information search strategy also seemed to depend on whether the 

information provider was using a language that the information seeker could 

understand. In a destination where the native tongue is totally different from the 

traveller’s language, sources must be found that know his or her language, or the 

traveller must rely on information channels that provide information that is 

understandable. 

 

Originality 
The label originality is used here to describe the degree to which the source conforms 

to providing typical “touristic” information. Touristic information means information 

only about the most commonly visited destinations, attractions, or activities. Many 

travellers want to see the more genuine sides of the destination, not only what is on 

display for mainstream tourist groups. Talking to locals about the everyday way of 
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life at the destination may be seen as a more original type of information as opposed 

to information about attractions, timetables, ticket prices, tourist resorts, and guided 

tours.  

 

Especially for independent travellers there was a desire to go “off the beaten track”, 

and this required other types of information than what a package tourist might need. 

This sentiment was expressed by several respondents: “Via a brochure you only get 

information about what’s most popular. And we would like to get away from the 

popular and out where there aren’t so many others” (Female, 75, from Denmark). For 

many budget travellers, it could also be a question of avoiding the most commercial 

and expensive “tourist traps”, and some information sources were considered more 

likely than others to be able to provide this type of original information. 

 

Presentation 
The quality and esthetic appearance of the information that is presented seemed to 

influence both channel and source usage. The decision to use a web site or a piece of 

printed material might depend on how the consumer perceived its presentation 

quality. Glossy brochures with pretty pictures might be preferred to drab newspaper 

articles. Similarly, it seemed important that travel agents consider the physical 

appearance both of its staff and its facilities in general.  

 

Company Policy 
For many business travellers, the choice of information search strategy was limited by 

their company’s policies. Often the employee had to book tickets through a particular 

provider using a particular channel, and so this would also be the logical way to 

acquire the information that was needed. 

 

Insurance 
A channel might be chosen because it offered some form of insurance to the traveller 

that the information was valid. Thus face-to-face might provide greater insurance for 

some travellers than for example the Internet. It seemed, however, that when talking 

about insurance, the respondents were thinking about using the source or channel for 

purchasing tickets rather than for information search.  
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Comparability 
A small number of respondents were concerned with the ability to compare services 

and prices of various suppliers when choosing their search strategy. In terms of 

information channels, the Internet was seen as a medium that readily lends itself to 

comparison-shopping. With regards to information sources, a travel agent would be in 

a better position to facilitate such comparison than if the traveller were to contact each 

single service provider directly.  

 

Experience 
The destination and travel experience of the information source has been mentioned 

previously as a major influence on strategy choice, but this choice also seemed to be 

associated with the traveller’s own experience. For instance, some travellers linked 

their choice of service providers to their own level of travel experience. Furthermore, 

people with little travel experience seemed to rely more than others on friends and 

family. 

 

Likeability 
The likeability of the information source also seemed to influence the choice of 

information search strategy. If the information provider was “nice and friendly” it 

would not surprisingly increase his or her chances of being the chosen information 

source. This seemed to be equally important for commercial as for social information 

sources. Although not mentioned in these interviews, it is probable that likeability of 

the source would also govern which channels the traveller would use to contact them. 

 

Proactivity 
By taking the initiative, an information provider may provide a traveller with 

information whether this traveller has asked for it or not. One respondent recounted 

how a travel agent acted in such a proactive manner: “They inundate you with written 

materials! There isn’t a day goes by that the mailbox doesn’t have another great trip 

that just whets your appetite” (Female, 65, from the USA).   

 

Time Difference 
The choice of information channel may depend on whether the information provider 

is located in the same time zone as the information seeker. Time difference obviously 
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precludes face-to-face communication because of the physical distance, but it may 

also impede the use of telephone. Time difference is closely related to source 

proximity, but deserves separate mention because of the different impacts these two 

may have on search strategy choice. 

 

Peer Pressure 
An information source or channel may be chosen because the information seeker feels 

or hears that “everyone else is using it”. A traveller might for instance use the Internet 

because it is the “in” thing to do within his or her reference group. As for many other 

sensitive choice determinants, it is quite possible that this factor plays a more 

important role than the travellers themselves like to admit. 

 

Obligation to Buy 
Travellers sometimes seemed to avoid face-to-face or telephone communication 

because they did not want the pressure of having to book or buy something from the 

information provider. This pressure could be an important reason for the tremendous 

popularity of the Internet as a shopping channel. Here the traveller can sit in peace 

and study various products and services as long as he or she wants without feeling any 

obligation to commit to a purchase. 

 

Sharing 
Some information channels are better suited than others if the information seeker 

wants to share the information with others. Print, for instance, is easier to share with 

someone than information acquired through face-to-face communication. As already 

mentioned, information search is considered by many to be an important part of the 

trip experience, and being able to share this part of the experience with your travel 

companions or others may be an important motivation for using certain information 

strategies. 
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4.7 Summary 
In this chapter the results of the qualitative interviews in Phase One were presented. 

The opening question of the interview gave some indications as to how international 

travellers describe their own information search behaviour. The respondents seemed 

to refer both to information sources and information channels when talking about their 

information search, with a number of respondents describing how they had used a 

combination of sources and channels. When asked how they preferred to search for 

travel information, most respondents identified the Internet. When indicating their 

search strategies on the tourism information matrix, however, face-to-face appeared to 

be more important. 

 

A number of concept maps were presented to summarise the respondents’ reasons for 

using various sources and channels. Although the relationships between these reasons 

and the particular sources and channels were more precisely quantified in Phase Two, 

the summaries in this chapter give a much richer account of these choice factors than 

a solely quantitative study can be expected to give. 

 

Additional choice factors were elicited by asking the respondents to describe the 

differences between various sources and channels and situations in which they were 

likely to be used. All the factors mentioned by all respondents in answer to all the 

questions were then summarised and categorised. The search strategy choice factors 

that finally emerged from this analysis are summarised in an information search 

strategy model presented on the next page (Figure 4.12). 

 

The information search strategy model consists of five main categories: source 

characteristics, channel characteristics, message characteristics, situational 

characteristics, and personal characteristics. The most frequently mentioned factor of 

each main category is mentioned first in the model, and the least important factor is 

mentioned last. The primary criterion for the inclusion of a choice factor in the model 

was that is had been referred to by at least ten different respondents in the interviews. 

Exceptions to this rule were situational and personal characteristics that have been 

researched extensively in previous tourism studies. 
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Figure 4.12: Phase One Search Strategy Choice Factors 
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Except for the message characteristics, the choice factors presented in this model 

formed the basis for developing variables for the questionnaire used in the next phase 

of the project. Because of difficulty of measurement, the only personal characteristic 

from the model that was tested in Phase Two was age. In addition, a number of 

personal and situational variables that were not mentioned by any of the respondents 

in these interviews were included in the quantitative study nevertheless, as they have 

been found in the existing literature to influence the choice of tourist information 

search strategy. Results from the quantitative study are presented in the next chapter. 
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5.0 Introduction 

This chapter presents the results of the quantitative study of Phase Two. The three 

main objectives of this phase of the project were outlined in Chapter Three, which 

also specified the methods of analysis that were used (Table 3.5). The structure of this 

chapter follows that same general outline with one section dealing with each of the 

sub-objectives as shown below: 

 

Objective 1: To explore how personal and situational variables are related to  

  international travellers’ choice of: 

a) information sources   (Section 5.2) 

b) information channels  (Section 5.3) 

c) information search strategies (Section 5.4) 

 

Objective 2: To explore how perceptions of various source and channel attributes 

are related to international travellers’ choice of: 

a) information sources  (Section 5.5) 

b) information channels  (Section 5.6) 

 

Objective 3: To explore how international travellers’ choice of information sources, 

channels, and search strategies can be predicted based on personal and 

situational variables. 

       (Section 5.8) 

 

 

Firstly, however, an analysis of the sample used in this quantitative study is presented 

in the following section. 
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5.1 Analysis of the Sample 

Table 5.1 presents an overview of the personal characteristics of the sample used in 

this study. 

 

Table 5.1: Personal Characteristics of the Sample 

Personal Variables Response n % 

Gender 
 

Male 
Female 

276 
190 

59.2% 
40.8% 

Age 
 

Under 20 
20 – 29 
30 – 39 
40 – 49 
50 – 59 
Over 59 

21 
131 
102 
83 
79 
59 

4.4% 
27.6% 
21.5% 
17.5% 
16.6% 
12.4% 

Nationality 
 

Sweden 
Denmark 
Finland 
Germany 
Holland 
France 
Great Britain 
Other Europe 
USA 
Other 

35 
45 

7 
70 

129 
12 
35 
41 
55 
49 

7.3% 
9.4% 
1.5% 

14.6% 
27.0% 
2.5% 
7.3% 
8.6% 

11.5% 
10.3% 

Education 
 

Primary School 
High School 
Diploma / Certificate 
University Degree 

5 
110 
131 
227 

1.1% 
23.3% 
27.7% 
48.0% 

Income 
 

Less than 100 000 NOKa) 
100 000 – 199 999 NOK 
200 000 – 299 999 NOK 
300 000 – 399 999 NOK 
400 000 – 499 999 NOK 
500 000 – 599 999 NOK 
600 000 – 699 999 NOK 
More than 699 999 NOK 

77 
55 
66 
69 
60 
39 
20 
54 

17.5% 
12.5% 
15.0% 
15.7% 
13.6% 
8.9% 
4.5% 

12.3% 
Total n = 480 
a) 100 000 NOK roughly equals 20 000 AUD. 

 

It must be pointed out here that the main emphasis of this research was to identify 

relative differences between various groups of respondents in terms of their 

information source and information channel usage rather than generalising absolute 

values to the total population of international travellers to Norway. As much as 

possible the sampling process aimed at including respondents representative of all 

various categories, but only to the extent of making sure that all groups were 

adequately represented to facilitate statistical comparison. 
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It is still valuable to see how this sample compares to other available information 

about the population to assess the potential generalisability of absolute values for the 

sample as a whole. The best source of information about international visitors to 

Norway is the annual Norwegian Foreign Visitor Survey (FVS) (Rideng & Grue, 

2002). It should be pointed out, however, that the FVS comprises ports of entry and 

departure all over Norway, whereas this study had to be restricted to the Oslo area. 

 

One variable that is measured in the official visitor survey is nationality. The 

frequencies of this sample were tested against the figures of the visitor survey using a 

chi-square goodness of fit analysis where the FVS data were entered as expected 

values. An alpha level of 0.05 was used for all the tests referred to in this chapter. The 

test showed a significant difference (χ2
(9) = 1174.18, p < 0.05). 

 

Looking at the residuals in Table 5.2, it seems clear that the Nordic countries Sweden, 

Denmark, and Finland were underrepresented in this sample. This is largely due to the 

fact that these travellers often travel by car and are often staying for shorter periods of 

time than other nationalities, which makes it more difficult to contact this group of 

respondents. 

 

Table 5.2: Nationality of This Sample vs. Visitor Survey 

Nationality This Sample Visitor Survey Residual 
Sweden 35 140 -105
Denmark 45 87 -42
Finland 7 33 -26
Germany 70 75 -5
Holland 129 14 115
France 12 10 2
Great Britain 35 38 -3
Other Europe 41 43 -2
USA 55 19 36
Other 49 19 30
Total 478    

 
The table also shows that travellers from Holland were overrepresented in this sample. 

This can be explained by the fact that the school holiday in Holland was coming to an 
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end about the time the interviews were conducted at the ferry harbours. Consequently, 

there were a lot of Dutch travellers leaving the country at that particular time. 

 

No official statistics were available that described the gender, age, level of education, 

or income of international visitors to Norway. There appears, however, to be a 

reasonably good spread between the various categories of these variables. One 

exception is the category including respondents with only primary school education. 

This category was too small to be used reliably in any analyses and was subsequently 

merged with the high school category.  

 

In addition to the demographic variables discussed above, the sample can be described 

in terms of the situational trip variables in Table 5.3. 

 

Table 5.3: Trip Characteristics of the Sample 

Trip Variables Response n % 

Destination Naivety 
 

First-Time Visitor 
Repeat Visitor 

237 
243 

49.4% 
50.6% 

Duration 
 

0 – 3 Nights 
4 – 14 Nights 
More than 14 Nights 

105 
239 
136 

21.9% 
49.8% 
28.3% 

Mode of Travel 
 

Air 
Boat 
Road 
Train 
Other 

179 
66 

148 
72 
12 

37.5% 
13.8% 
31.0% 
15.1% 
2.5% 

Accommodation 
 

Hotel / Motel 
Camping 
Cabin 
With Friends / Family 
Other 
Did not spend the night 

195 
64 
90 
81 
35 
11 

41.0% 
13.4% 
18.9% 
17.0% 
7.4% 
2.3% 

Travel Style 
 

Independent Traveller 
Organised Tour 

385 
91 

80.9% 
19.1% 

Travel Party 
 

Alone 
With One Other 
Family with Children 
In Other Group 

120 
212 
81 
64 

25.2% 
44.4% 
17.0% 
13.4% 

Purpose 
 

Business 
Visit Friends or Relatives 
Holiday 

104 
77 

292 

22.0% 
16.3% 
61.7% 

Language Skills 
 

Do not know language 
Not so good 
Fairly Good 
Fluent 

299 
76 
81 
22 

62.6% 
15.6% 
16.9% 
4.6% 

Total n = 480 
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The national visitor survey provides information about three of these trip variables 

that could be used to assess the representativeness of the sample: mode of transport, 

accommodation, and purpose of the trip. A chi-square test for goodness of fit showed 

a significant difference between this sample and the visitor survey data with regards to 

mode of transport (χ2
(3) = 589.95, p < 0.05). A look at the residuals in Table 5.4 shows 

that this sample included a disproportionately high number of air and train travellers 

and a disproportionately low number of boat and road travellers. These differences 

can be seen as a result of the difficulty involved in accessing respondents travelling by 

road and by boat. 

 

Table 5.4: Mode of Travel Used by This Sample vs. Visitor Survey 

 Mode of Travel This Sample Visitor Survey Residual 
Air 179 93 86
Boat 66 158 -92
Road 148 205 -57
Train 72 9 63
Total 465   

 

 

The difference between this sample and the visitor survey was also significant with 

regards to accommodation (χ2
(4) = 31.67, p < 0.05). Looking at the residuals in Table 

5.5 it appears that the hotel / motel category in this study was disproportionately large 

at the expense of the other categories. This is possibly related to the mismatch in 

mode of travel with an overrepresentation of air-travellers more likely to stay in a 

hotel and an underrepresentation of road travellers who often prefer other types of 

accommodation (Rideng & Grue, 2002). 

 

Table 5.5: Accommodation Used by This Sample vs. Visitor Survey 

 Accommodation This Sample Visitor Survey Residual 
Hotel / Motel 195 140 55 
Camping 64 79 -15 
Cabin 90 101 -11 
With Friends / Family 81 98 -17 
Other 35 47 -12 
Total 465    
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No significant differences were found with regards to purpose of trip (χ2
(1) = 2.21, p > 

0.05). With regards to the other trip variables in Table 5.3, the sample seemed to 

include adequate frequencies in most of the essential categories to perform the most 

basic analyses. Looking at the distribution of respondents at the different levels of the 

variables three aspects should be pointed out: 1) the close to 80/20 split between 

independent and organised travellers, 2) the relatively low (16.3%) representation of 

VFR travellers, and 3) the dominance of travellers without any knowledge of the 

language at the destination. 

 

The focus of this study was to identify variables that are related to travellers’ choice 

of information sources and channels and to explore the nature of these relationships. 

In other words, the aim was to explore source and channel usage at different levels of 

independent variables rather than for the population as a whole. The relative influence 

of the various categories of the independent variables on the different levels of the 

dependent variable is not affected by the absolute number of respondents for that 

category as long as the number is large enough to perform reliable statistical tests. 

Getting sufficient respondent counts for the different category levels was therefore 

more important when drawing a sample for this study than how representative the 

sample was of the total population of international travellers to Norway. Wherever 

total values for the whole sample are presented in this chapter, they should be 

regarded as results indicative of the sample as it is described in this section rather than 

results generalisable to the total population of travellers to Norway. 
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5.2 The Choice of Information Sources 

This section aims to address the first objective of Phase Two, which was to explore 

how personal and situational variables are related to international travellers’ choice of 

information sources. Contingency tables were used to cross-tabulate the most 

important information sources against the different levels of the personal and 

situational variables. Because of the difference in measurement, however, the effect of 

trip phase (before or after departure) is considered separately from the other 

situational variables. Chi-square tests were used to determine statistical significance. 

 

It should be noted that except for the sections dealing specifically with the effect of 

the trip phase, the cross-tabulations presented in this chapter are invariably concerned 

with the information sought by travellers before departure. To make the presentation 

of these results less repetitive, the after departure source and channel usage was only 

tested with regards to the total sample to investigate the effect of trip phase on 

travellers’ information search. 

 

5.21 The Effect of Trip Phase 

A chi-square test for goodness of fit showed a significant difference between most 

important source before and most important source after (χ2
(5) = 271.688, p < 0.05). 

The test was performed by entering the before departure frequencies as expected 

values and using after departure as the sample values. 

 

Table 5.6: Effect of Trip Phase on Choice of Information Source 

  Before After Residual 

Travel Agents 22.2% 9.4% 12.8%
Service Providers 13.1% 14.9% -1.8%
Information Centres 8.7% 29.5% -20.8%
Journalists / Writers 10.2% 9.0% 1.2%
Other Travellers 10.6% 8.8% 1.8%
Friends / Family 35.2% 28.4% 6.8%
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Looking at the residuals in Table 5.6, the largest discrepancy is to be found for 

information centres, which were used by 20.8% more travellers after departure than 

before. Travel agents and friends / family were more important before departure. 

These are all logical differences that were to be expected considering that information 

centres are not easily accessible prior to departure and friends / family are usually less 

accessible after departure. The role of the travel agent in arranging the transportation 

to the destination also makes this a typical “before source”. The other information 

sources seemed to be more or less similar in importance in both trip phases. 

 

5.22 The Effect of Personal Variables 

Table 5.7 presents the results of a series of chi-square analyses that tested the effects 

of personal variables on the respondents’ most important information source before 

departure. The cells in the table represent the percentage of respondents of each level 

of the personal variable that indicated a particular information source as the most 

important one when at home planning their trip. Percentages in bold types indicate 

individual cells that differed significantly from the other cells. The arrows next to 

these percentages signify that standardised residuals in these cells were either higher 

than 2 (↑) or lower than –2 (↓), which is equivalent to an alpha level of 0.05. None of 

the chi-square tests included cells with an expected cell frequency of less than 5 or 

expected percentage of less than 20%. 
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      Table 5.7: Effect of Personal Variables on Choice of Information Source 

Variable Response Travel 
Agents 

Service 
Providers 

Information 
Centres 

Journalists 
/Writers 

Other 
Travellers 

Friends 
/Family 

Gender 

χ2
(5)=2.71, p>0.05 

Male 

Female 

21.6% 

22.7% 

14.7% 

11.4% 

9.2% 

8.6% 

8.1% 

11.9% 

10.6% 

10.3% 

35.9% 

35.1% 

Age* 

χ2
(25)=42.73, p<0.05 

Under 20 

20 – 29 

30 – 39 

40 – 49 

50 – 59 

Over 59 

5.0% 

14.0%↓ 

23.5% 

27.7% 

29.3% 

27.6% 

5.0% 

9.3% 

14.7% 

18.1% 

16.0% 

10.3% 

15.0% 

10.9% 

7.8% 

7.2% 

6.7% 

8.6% 

5.0% 

19.4%↑ 

5.9% 

7.2% 

8.0% 

5.2% 

10.0% 

10.9% 

9.8% 

10.8% 

13.3% 

5.2% 

60.0% 

35.7% 

38.2% 

28.9% 

26.7% 

43.1% 

Nationality* 

χ2
(25)=82.08, p<0.05 

Scandinavia 

Germany 

Holland 

Other Europe 

USA 

Other 

20.5% 

15.9% 

36.5%↑ 

16.1% 

14.5% 

18.4% 

20.5% 

14.5% 

11.1% 

12.9% 

14.5% 

4.1% 

3.8% 

5.8% 

7.9% 

14.0% 

0.0%↓ 

22.4%↑ 

0.0%↓ 

20.3%↑ 

6.3% 

11.8% 

7.3% 

20.4%↑ 

16.7% 

4.3% 

6.3% 

14.0% 

14.5% 

8.2% 

38.5% 

39.1% 

31.7% 

31.2% 

49.1% 

26.5% 

Education 

χ2
(10)=9.75, p>0.05 

High School 

Diploma/Certificate 

University Degree 

20.5% 

26.6% 

21.3% 

12.5% 

14.1% 

12.4% 

4.5% 

10.9% 

9.3% 

8.0% 

8.6% 

12.4% 

11.6% 

10.2% 

10.2% 

42.9% 

29.7% 

34.2% 

Income* 

χ2
(30)=69.73, p<0.05 

< 100 000 NOK a) 

100 000 – 199 999 

200 000 – 299 999 

300 000 – 399 999 

400 000 – 499 999 

500 000 – 599 999 

> 599 999 NOK 

9.2%↓ 

9.6% 

13.6% 

19.4% 

28.3% 

35.9%↑ 

36.1%↑ 

3.9%↓ 

9.6% 

10.6% 

16.4% 

25.0%↑ 

15.4% 

13.9% 

10.5% 

9.6% 

15.2% 

6.0% 

8.3% 

5.1% 

6.9% 

17.1% 

11.5% 

13.6% 

3.0% 

8.3% 

10.3% 

6.9% 

15.8% 

13.5% 

7.6% 

10.4% 

6.7% 

5.1% 

16.7% 

43.4% 

46.2% 

39.4% 

44.8% 

23.3% 

28.2% 

19.4%↓

 
* = Personal variables significantly related to information source importance. 
a) 100 000 NOK roughly equals 20 000 AUD. 

 

 

Gender 

As can be seen from the table, no significant association was found between gender 

and most important information source before departure. The percentages suggest that 

friends / family was the most important information source for both genders with 

travel agents being the second most important. 
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Age 

The relationship between age and most important source is illustrated in Figure 5.1. 

 

Figure 5.1: Effect of Age on Choice of Information Source 
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providers increased in importance until 40-49, then decreased. Another interesting 

observation was the importance of journalists, which was relatively low for most age 

groups but had a significant peak for the 20-29 group. Finally, other travellers seemed 

to be of least importance to the oldest age group. 

0

10

20

30

40

50

60

70

Under
20

20 -
29

30 -
39

40 -
49

50 -
59

Over
59

Age

Pe
rc

en
ta

ge

Travel Agents
Service Providers
Information Centres
Journalists
Other Travellers
Friends & Family



 202

The fact that travel agents (and to some extent service providers) seemed to increase 

in importance when friends / family decreased and vice versa can to some extent be 

explained by young travellers’ reliance on support from family, but it is also related to 

the purpose of the trip. A cross-tabulation of age and purpose of trip showed, not 

surprisingly, that the proportion of business travellers was lowest for the lowest and 

highest age groups. Moreover, whereas almost 25% of VFR travellers were over 59 

years old, the percentage of business travellers in this age group was less than two. 

And, as will be discussed later, purpose of trip was strongly associated with choice of 

information source. 

 

The importance of journalists for the 20-29 year group seemed to be related both to 

mode of travel and accommodation. A cross-tabulation of age and these two variables 

showed that the cell for this age group and camping had a standardised residual of 

+2.7 (indicating a greater than expected frequency), and for this age group and train 

travel the standardised residual was as high as +5. As can be seen in Table 5.8 in the 

next section, camping and train travel were also positively related to the use of 

journalists.   

 

Nationality 

In order to get sufficient cell counts, nationality categories with a valid frequency of 

less than 10% were merged to form a new set of categories. The new categories were: 

Scandinavia, Germany, Holland, Other Europe, USA, and Other. The chi-square 

analysis was performed using this recoded variable. A significant relationship with the 

choice of information source before departure was found. 

 

Friends / family was the most important information source for all nationalities except 

those from Holland. For the Dutch, travel agents were the most important source, and 

significantly more important than for the other nationalities. The reliance of Dutch 

travellers on travel agents could for a large part be due to a specialised agency in 

Holland that caters for auto travellers going to Norway. The in-depth interviews in 

Phase One indicated that this so-called Verkeersbureau played a major role in the 

travel planning for this group. 
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Friends / family seemed to be particularly important for the Americans although this 

relationship was not statistically significant. The relatively lower importance of 

information centres for American travellers, on the other hand, was significant. In 

fact, none of the American travellers indicated information centres as their most 

important source, possibly because of the distance and resulting inaccessibility. An 

expectation of language barriers might also be a contributing reason. 

 

Finally, travellers from Scandinavia seemed to place relatively little importance on 

journalists, a source that was particularly important for the Germans. The first point 

seemed to be related to the fact that most Scandinavians (88.8%) were repeat visitors, 

which was significantly related to the choice of this particular source. The second 

point has to do with the fact that most German travellers to Norway were campers. A 

cross-tabulation of nationality and type of accommodation showed a standard residual 

of 3.1 for this combination, and as already mentioned, campers are particularly likely 

to use journalists for travel information. 
  
Education  

As only five respondents had indicated primary school as their highest level of 

education, this category was merged with the high school category to form a new 

category called primary / high school. This recoded variable was used for the chi-

square analysis in order to ensure sufficient cell counts. No significance was found in 

the relationship between education and most important information source. 

 

Income 

Because of low frequencies, the top two income categories were merged to form the 

new category of travellers with an income of more than 599 999 NOK. The chi-square 

analysis was performed using this recoded variable, and a significant relationship was 

found with regards to the choice of information source. It should be remembered, 

however, that there might be a bias in these results due to the low response rate on this 

particular variable. 

 

Friends / family was the most important information source for those earning up to 

400 000 NOK (80 000 AUD) per annum, and then travel agents became most 

important. In fact, the importance of travel agents seemed to increase gradually as the 
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annual income got higher. The importance of friends / family was significantly lower 

for the highest income group. With regards to service providers the importance 

increased gradually up to income levels of 400 000 – 499 999 NOK, then it decreased 

somewhat. Journalists seemed to be most important for the lowest income group with 

earnings of less than 100 000 NOK, but this relationship was not significant. 

 

In short, friends / family seemed to be more important than travel agents and service 

providers for the lowest income category, whereas for the highest categories the 

situation was reversed. Purpose of travel was explored to find an explanation for this 

result, but no significant pattern was found. A significant pattern was found, however, 

with regards to the use of camping as primary type of accommodation. Cross-

tabulation showed that campers, who were not likely to use travel agents or service 

providers, according to Table 5.8 below, belonged predominantly to the lowest age 

groups.  

 

5.23 The Effect of Trip Variables 

Table 5.8 presents the results of chi-square analyses testing the effects of trip 

variables on the respondents’ most important information source before departure. 

The cells in the table represent the percentage of respondents of each level of the trip 

variable that indicated a particular information source as the most important one when 

at home planning their trip. Again, bold types indicate significantly different cells 

with the arrows signifying whether the standardised residuals of these cells were 

higher than 2 or lower than –2. 

 

Destination Naivety  

The chi-square analysis showed a significant relationship between destination naivety 

and most important source before departure. Although friends / family and travel 

agents were the most important source for both groups, they seemed relatively more 

important to repeat visitors than to first-time visitors. This difference was not 

significant, however. Journalists, on the other hand, were found to be significantly 

more important to first-time visitors. 
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 Table 5.8: Effect of Trip Variables on Choice of Information Source 

Variable Response Travel 
Agents 

Service 
Providers

Information 
Centres 

Journalists 
/Writers 

Other 
Travellers 

Friends 
/Family 

Destination Naivety*

χ2
(5)=25.05, p<0.05 

First-Time Visit 

Repeat Visit 

20.3% 

24.2% 

11.6% 

14.6% 

12.1% 

5.4% 
15.5%↑ 

5.0%↓ 

11.2% 

10.0% 

29.3% 

40.8% 

Duration 

χ2
(10)=17.68, p>0.05 

0 – 3 Nights 

4 – 14 Nights 

> 14 Nights 

31.1% 

17.9% 

23.1% 

18.4% 

14.0% 

7.5% 

7.8% 

8.5% 

9.7% 

9.7% 

9.8% 

11.2% 

8.7% 

12.3% 

9.0% 

24.3% 

37.4% 

39.6% 

Mode of Travel* 

χ2
(20)=67.04, p<0.05 

Air 

Boat 

Road 

Train 

Other 

20.9% 

32.8% 

27.6% 

5.6%↓ 

16.7% 

18.6%↑

9.4% 

11.7% 

7.0% 

8.3% 

4.5% 

4.7% 

9.0% 

21.1%↑ 

8.3% 

5.6% 

6.3% 

11.0% 

23.9%↑ 

8.3% 

10.2% 

10.9% 

6.9% 

16.9% 

25.0% 

40.1% 

35.9% 

33.8% 

25.4% 

33.3% 

Accommodation* 

χ2
(20)=125.76, p<0.05 

Hotel / Motel 

Camping 

Cabin 

Friends/ Family 

Other 

28.9%↑

6.5%↓ 

36.7%↑

6.3%↓ 

11.4% 

21.1%↑

1.6%↓ 

14.4% 

3.8%↓ 

8.6% 

7.9% 

12.9% 

7.8% 

7.5% 

14.3% 

10.5% 

22.6%↑ 

5.6% 

3.8% 

17.1% 

12.1% 

16.1% 

6.7% 

5.0% 

14.3% 

19.5%↓

40.3% 

28.9% 

73.8%↑

34.3% 

Travel Style* 

χ2
(5)=17.07, p<0.05 

Independent 

Organised 

20.8% 

28.4% 

11.1% 

22.7%↑

10.3% 

2.3%↓ 

10.8% 

6.8% 

10.3% 

11.4% 

36.8% 

28.4% 

Travel Party* 

χ2
(15)=28.07, p<0.05 

Alone 

With One Other 

With Family 

Other Group 

24.4% 

24.3% 

21.0% 

12.7% 

16.8% 

7.3%↓ 

16.0% 

22.2%↑

5.9% 

11.2% 

12.3% 

1.6% 

8.4% 

12.6% 

4.9% 

11.1% 

10.9% 

9.2% 

8.6% 

15.9% 

33.6% 

35.4% 

37.0% 

36.5% 

Purpose* 

χ2
(10)=85.10, p<0.05 

Business 

VFR 

Holiday 

32.0%↑

6.5%↓ 

23.1% 

20.4%↑

5.2% 

12.6% 

2.9%↓ 

6.5% 

11.2% 

3.9%↓ 

1.3%↓ 

14.7%↑ 

14.6% 

6.5% 

10.1% 

26.2% 

74.0%↑

28.3%↓

Language Skills* 

χ2
(10)=22.34, p<0.05 

Poor 

Not so good 

Good 

23.8% 

17.3% 

21.8% 

12.2% 

14.7% 

14.9% 

9.9% 

9.3% 

5.0% 

13.6%↑ 

8.0% 

1.0%↓ 

10.2% 

10.7% 

10.9% 

30.3% 

40.0% 

46.5% 

 

* = Trip variables significantly related to information source importance. 

 

 

Journalists were, in fact, the least important information source to repeat visitors. This 

was not surprising considering that repeat visitors have a need for practical 

information about travel arrangements, rather than information about the destination 

as such. As shown later in this chapter, there was a significant difference between 
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travellers who needed information about transport and travellers who needed 

information about the destination itself with regards to their use of printed information 

from journalists and travel writers. 

 

Duration  

There was a tendency towards travel agents being the most important information 

source for short-term visitors (0-3 days) and friends / family being more important for 

longer-term visitors. This association between duration and information source was, 

however, not found to be statistically significant. 

 

Mode of Travel 

There was a significant association between mode of travel and most important 

information source. Friends / family was the most important source across all modes 

of transport. For train travellers, travel agents were significantly less important and 

information centres and journalists were significantly more important than for other 

modes of travel. Service providers were significantly more important for those 

travelling by air. Although not statistically significant, air and boat seemed to display 

similar patterns in that neither information centres nor journalists seemed very 

important. 

 

All these results seemed to fit well with the other trip variables measured in this study. 

Train travellers were usually independent travellers who preferred camping as 

accommodation, both of which suggest the choice of information centres and 

journalists as information sources. Air travellers, on the other hand, were 

predominantly business travellers staying in hotels, which was positively related to 

the use of service providers to acquire travel information. 

 

Accommodation 

Before cross-tabulating the values of the accommodation variable, the category of 

travellers who did not spend the night was filtered out to focus only on those 

respondents who had made use of one of the accommodation types. The subsequent 

analysis found a significant relationship between accommodation and most important 

source before depature. 
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Not surprisingly, friends / family were significantly more important for those staying 

with friends or family and significantly less important for those staying in a hotel or 

motel. This also seemed to be the most important information source for campers. 

Service providers were of little importance to these two groups, as were travel agents. 

 

For travellers staying in hotels, motels, or cabins, on the other hand, travel agents 

were the most important information source. Service providers were also significantly 

more important for the hotel / motel group. Considering that either a travel agent or a 

service provider is required to make reservations and bookings for these types of 

accommodation, these results were to be expected. 

 

Finally, campers differed from all the other accommodation groups in placing 

relatively more importance on journalists, other travellers, and information centres 

although the last two were not statistically significant. As already mentioned, 

journalists is a source that was associated with young travellers and travellers from 

Germany, both of which were most likely to prefer camping as accommodation. 

 

Travel Style 

Travel style was also significantly associated with the choice of information source. 

Friends / family seemed to be the most important information source for independent 

travellers although this was not statistically significant. People travelling on organised 

tours seemed to place just as much importance on travel agents as they did on friends / 

family. Information centres were significantly less important for people travelling on 

organised tours, whereas service providers were significantly more important. For 

independent travellers, these two sources were about as important as journalists and 

other travellers. 

 

Going on an organised tour obviously requires the traveller to communicate 

extensively with the organiser of this tour, which explains the importance of service 

providers. Furthermore, because the tour is organised and the traveller is usually in 

constant communication with a guide or company representative, there is less need for 

information sources such as information centres and journalists. 
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Travel Party 

There was a significant association between travel party and most important source 

before departure. Friends / family was the most important information source for all 

the different travel parties. The most significant relationship with regards to travel 

party was the difference between people travelling with one companion and people 

travelling in other groups (i.e. non-family groups) in their importance placed on 

service providers. For people travelling with one other, service providers were 

significantly less important, whereas for those travelling in other groups, this source 

was significantly more important. 

 

The last point is obviously related to people travelling on organised tours, as 

discussed above. The observation that people travelling with one other person did not 

seem to make much use of service providers is an interesting one that is not readily 

explained with reference to the other variables measured in this study. 

 

Purpose 

The purpose of the trip has already been referred to several times in this section as 

being significantly related to the choice of information source before departure. As 

one would expect, friends / family was by far the most important information source 

for travellers who’s primary purpose was to visit friends or relatives, indicated by 

74% of this group’s respondents. Friends / family was also the most important 

information source for holidaymakers although the frequency was significantly lower 

than expected. 

 

For business travellers, on the other hand, travel agents was the most important source 

with service providers as number two. Information centres and journalists were 

relatively unimportant sources for business travellers. As indicated in the interviews 

in Phase One, many business travellers have a deal with a particular travel agent or 

supplier who takes care of their travel arrangements. It is also in the nature of business 

travel that the information need is primarily related to making a booking for a flight 

and accommodation without much regard for extraneous information about the 

destination as such. This was also confirmed by a cross-tabulation of trip purpose and 

the topic of the information search. The test was significant (χ2
(s) = 67.78, p < 0.05), 

and the cell for business travel and information about transportation had a standard 
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residual of 4.3, whereas the cell for information about the destination had a standard 

residual of –3.6. 

 

Finally, journalists were significantly more important to people on holiday than to the 

other groups. As mentioned previously in this dissertation, the search for information 

to learn about the destination is an enjoyable part of the trip experience for many 

holidaymakers, and journalists are likely to be a major provider of this type of 

information whether it be in the form of printed literature, a web site, or a TV show. 

 

Language Skills  

Because of low frequencies, the two language skills categories fairly good and fluent 

were merged to form a new category called good. The chi-square analysis performed 

using this recoded variable showed a significant relationship. Friends / family was the 

most important information source for all groups, and it seemed to grow in 

importance as language skills increased. Journalists seemed to show an inverse pattern 

with a decrease in importance as language skills improved. 

 

Because of the similarity of the Scandinavian languages, this variable is closely 

associated with nationality with more than 90% of the Scandinavian visitors 

indicating that they had a good knowledge of the Norwegian language. Considering in 

turn that close to 90% of these Scandinavians were repeat visitors, the association of 

language skills with the use of journalists seemed closely linked to the question of 

destination naivety. It is also likely, however, that there is a more direct link between 

language and information sources that has to do with certain sources being less 

accessible with limited knowledge of the local language. 

 

5.24 Source Importance Rating on Likert-Type Scale 

A look at the Likert-type scale ratings of information sources and channels before and 

after departure revealed that the sources and channels that received the highest means 

were the same as the ones with highest frequencies on the categorical “most 

important” variables. It is important to note, however, that the “how important” 

question measured on the seven-point Likert-type scale and the categorical “most 
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important” variables are not directly comparable because of the difference in how the 

questions are worded. 

 

In the categorical question the respondents could only answer by one alternative, 

whereas on the Likert-type scales all the sources and channels were given a rating on 

a scale of 1 (not at all important) to 7 (extremely important). Therefore, a source or a 

channel that received a low score in the categorical variable because it was rarely seen 

as the most important might still get a relatively high score on the Likert-type scales 

if, for instance, it was frequently regarded as the second most important. 

 

Non-parametric tests were preferred to the traditional parametric alternatives in all 

analyses involving Likert-type scale measurements in this study. The reason was that 

analyses of the distribution of responses on these scales frequently showed significant 

departure from normality. In most cases inspection of histograms of these variables 

showed a marked peak either for the not at all important or the extremely important 

alternative as shown in Figure 5.2. 

 

Although most univariate and bivariate tests involving comparisons of means are 

fairly robust to violations of the normality assumption (Tabachnick & Fidell, 2001), 

the non-parametric alternatives were preferred because the histogram inspections 

suggested that it was not reasonable to assume that the population parameters were 

normally distributed. The histograms in Figure 5.2 suggest a bi-modal distribution 

where most respondents perceived the various sources and channels as being either 

important or not important. 
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Figure 5.2: Distribution of Importance Ratings of Source and Channel 
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To see whether there were significant differences before and after departure for the 

individual information sources, the Wilcoxon matched-pairs signed rank test was 

used. The Wilcoxon test is a non-parametric equivalent of the repeated measures t-

test. Table 5.9 shows that a significant difference was found in all pairs of information 

sources except for journalists. As can be seen from the table, travel agents, other 

travellers, and friends / family were regarded as more important before departure, 

whereas service providers and information centres were more important after the 

travellers had left for the destination. Journalists seemed to be similarly important in 

both phases of the trip. 

 

The results for travel agents, friends / family, and information centres have already 

been noted as being expected considering the accessibility of these sources when at 

home versus at the destination. Other travellers to be more important before departure, 

and service providers more important after departure was somewhat more surprising. 

The first point becomes easier to interpret when considering information search 

strategy as a combination of sources and channels. As shown later in this chapter, it is 

important to remember that in addition to talking to other travellers face-to-face, the 

Internet provides an important channel through which other travellers may be 

contacted before departure. The importance of service providers after departure has to 

do with the use of hotel receptionists and local tourism companies to get information 

at the destination. 
 

   Table 5.9: Effect of Trip Phase on Source Importance Rating 

Mean Rank Source 
Before After Before After 

Wilcoxon Test 

Friends / Family* 4.07 3.45 1 2 Z= -5.67, p<0.05 
Other Travellers* 3.08 2.75 2 4 Z= -3.11, p<0.05 
Travel Agents* 2.99 1.99 3 6 Z= -7.97, p<0.05 
Service Providers* 2.76 3.12 4 3 Z= -3.78, p<0.05 
Journalists / Writers 2.63 2.55 5 5 Z= -0.21, p>0.05 
Information Centres* 2.59 3.75 6 1 Z= -9.51, p<0.05 

 

  * = Significant Difference 
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It should be pointed out that the actual means are reported here rather than the mean 

ranks that are commonly produced through the non-parametric tests. This option 

was preferred in order to make it easier for the reader to relate the statistics to the 

seven-point scale that was used in the questionnaire. Accordingly, the ranks 

presented in this chapter are also based on the size of the actual means. 

 

Looking at the ranks in Table 5.9, it appears that friends / family was the most 

important information source before departure. Not surprisingly, information centres 

were rated least important in this trip phase. After departure, on the other hand, 

information centres were the most important information source. Friends / family 

was still an important information source in this trip phase, whereas travel agents 

were rated the least important. 
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5.3 The Choice of Information Channels 

This section presents the results pertaining to the second sub-objective, which was to 

explore how personal and situational variables were related to international travellers’ 

choice of information channels. Again cross-tabulation and chi-square analyses were 

used to measure the effect of these variables on the respondents’ use of information 

channels before departure. Firstly, however, the effect of trip phase is considered. 

 

5.31 The Effect of Trip Phase 

Using the results from the before phase as expected values, a chi-square test for 

goodness of fit showed that there was a significant difference between most important 

channel before and most important channel after departure (χ 2
(4) = 865.74, p < 0.05). 

The largest difference could be observed for the Internet, which was used by 35% 

more travellers before departure than after (Table 5.10). Telephone was also more 

important before. Both of these results can be explained by the accessibility of these 

channels when out travelling. It seems likely that the situation will change, however, 

as mobile devices make telephone and Internet communication more accessible when 

on the move. 

 

Face-to-face, although very important before departure, was used by 31.6% more 

respondents after reaching the destination. Print was also more important after 

departure. As shown later in this chapter, the mobility of printed information plays an 

important role in the decision to use this information channel, and this attribute makes 

it a particularly viable option after departure. 

 

Table 5.10: Effect of Trip Phase on Choice of Information Channel 

  Before After Residual 

Face-to-Face 23.0% 54.6% -31.6%
Telephone 13.2% 4.4% 8.8%
TV 0.0% 1.1% -1.1%
Print 19.8% 31.4% -11.6%
Internet 43.5% 8.5% 35.0%
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5.32 The Effect of Personal Variables 

Chi-square analyses were used to test the effects of personal variables on the 

respondents’ most important information channels before departure, and the results 

are presented in Table 5.11. The cells in the table represent the percentage of 

respondents of each level of the personal variable that indicated a particular 

information channel as the most important one when at home planning their trip.  

 

 Table 5.11: Effect of Personal Variables on Choice of Information Channel 

Variable Response Face-to-
Face Telephone Print Internet 

Gender 

χ2
(3)=3.53, p>0.05 

Male 

Female 

24.7% 

21.2% 

14.0% 

12.5% 

17.0% 

23.9% 

44.3% 

42.4% 

Age* 

χ2
(15)=25.79, p<0.05 

Under 20 

20 – 29 

30 – 39 

40 – 49 

50 – 59 

Over 59 

35.0% 

25.0% 

16.0% 

22.0% 

20.0% 

33.3% 

10.0% 

8.6% 

16.0% 

12.2% 

13.3% 

22.8% 

15.0% 

16.4% 

17.0% 

23.2% 

25.3% 

22.8% 

40.0% 

50.0% 

51.0% 

42.7% 

41.3% 

21.1%↓ 

Nationality* 

χ2
(15)=40.26, p<0.05 

Scandinavia 

Germany 

Holland 

Other Europe 

USA 

Other 

17.5% 

27.9% 

23.0% 

25.0% 

22.2% 

24.5% 

26.3%↑ 

8.8% 

3.3%↓ 

13.0% 

22.2% 

14.3% 

11.3% 

26.5% 

29.5%↑ 

19.6% 

11.1% 

12.2% 

45.0% 

36.8% 

44.3% 

42.4% 

44.4% 

49.0% 

Education 

χ2
(6)=7.56, p>0.05 

High School 

Diploma/ Certificate 

University Degree 

30.3% 

23.6% 

19.2% 

14.7% 

12.6% 

12.9% 

21.1% 

18.9% 

20.1% 

33.9% 

44.9% 

47.8% 

Income 
χ2

(18)=24.27, p>0.05 

< 100 000 NOK a) 

100 000 – 199 999 

200 000 – 299 999 

300 000 – 399 999 

400 000 – 499 999 

500 000 – 599 999 

> 599 999 NOK 

22.7% 

29.1% 

33.8% 

19.4% 

19.3% 

23.1% 

13.7% 

6.7% 

14.5% 

9.2% 

13.4% 

19.3% 

12.8% 

17.8% 

20.0% 

14.5% 

24.6% 

13.4% 

26.3% 

25.6% 

20.5% 

50.7% 

41.8% 

32.3% 

53.7% 

35.1% 

38.5% 

47.9% 

 
* = Personal variables significantly related to information channel importance. 
a) 100 000 NOK roughly equals 20 000 AUD. 
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Cross-tabulation of the most important information channels generally resulted in too 

low counts in the TV category to do reliable chi-square analyses. This channel was 

therefore ignored in these tests. As indicated in the table, no significant relationship 

was found between gender and most important channel before departure. The Internet 

seemed to be the most important information source for both genders. A significant 

relationship was found, however, between age and most important information 

channel. The relationship is illustrated in Figure 5.3. 

 

Figure 5.3: Effect of Age on Choice of Information Channel 
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Respondents over 59 years old seemed to differ from the other age groups in two 

respects: Firstly, for this group face-to-face was the most important information 

channel, whereas for all other groups the most important one was the Internet. 

Secondly, whereas telephone was the least important information channel for all other 

age groups, the Internet was of least importance for those over 59 years. It is also 

interesting to note the relatively larger spread of the importance of information 

channels for the younger age groups compared to travellers over 59 years old.  

 

Both print and the Internet seemed to first grow in importance as age increased and 

then decline. The importance of print seemed to peak sometime in the respondents’ 

50s, whereas the importance of the Internet peaked sometime around the age of 30. 
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For this age group, face-to-face was the least important both relative to the other 

channels and relative to the other age groups. Although both face-to-face and the 

Internet were important for the under 20 group, there was a clear trend that when one 

increased in importance the other decreased. This pattern was difficult to interpret 

with reference to the other variables, so there seemed to be a direct link between age 

and comfort level with Internet technology.   

 

Nationality was analysed using the recoded variable from the previous source tests to 

get sufficient cell counts, and a significant relationship was found with regards to 

most important information channel before departure. The Internet was the most 

important information channel for all of the nationalities. Interestingly, the other 

category, meaning people from countries other than Europe and the USA, had the 

highest percentage of respondents indicating the Internet as the most important 

channel. 

 

It should be pointed out that the nationality category is the closest thing this 

quantitative study comes to measuring travel distance, which was identified earlier as 

a potential choice factor. Although nationality was found to be significantly related 

both to source and channel choice, the issue seems to be more complex than just a 

matter of distance. There were, in other words, no clear linear relationship in the 

choice of source or channel and how far away from home the respondent had travelled 

to get to Norway. In many cases American travellers displayed a more similar 

information search pattern to the other Scandinavian countries than the other 

European countries did. 

 

Scandinavia differed from the other European countries in that the telephone was 

relatively more important and print was least important. This is not surprising 

considering that the language would not be a barrier for these travellers and that 

telephone expenses would be relatively lower. For travellers from Holland, on the 

other hand, telephone was the least important information channel, whereas print was 

more important for this group than for the other nationalities. As can be seen in 

Table5.12 below, this pattern was typical for both boat and road travellers, and more 

than 85% of visitors from Holland did indeed travel by road and / or boat. The USA 
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was, in fact, more similar to Scandinavia than to the other European countries in terms 

of print and telephone importance. 

 

The recoded education variable was used in this analysis to get sufficient cell counts, 

but no significant relationship was found between education and most important 

channel before departure. The percentages of the table suggest, nevertheless, that the 

Internet was the most important channel for all education levels, and telephone was 

the least important channel for all groups. The relationship between information 

channel and income was also non-significant. 
 

5.33 The Effect of Trip Variables 

The effects of trip variables on the respondents’ most important information channels 

before departure are presented in Table 5.12. As can be seen from the table, there was 

a significant relationship between destination naivety and most important channel 

before departure. The most substantial differences between the groups were that 

telephone was relatively more important for repeat visitors, and print was relatively 

more important for first-time visitors. These particular differences were not 

statistically significant, however. Internet was the most important channel for both 

first-time and repeat visitors. 

 

There was a significant association between duration and most important information 

channel before departure. The Internet seemed to be the most important channel 

regardless of duration although this relationship in itself was not statistically 

significant. A significant difference was found, however, with regards to telephone, 

which seemed to decrease in importance as the trip lasted longer. Print, on the other 

hand, seemed to increase in importance for trips of longer duration. Finally, face-to-

face was significantly less important for trips with duration of only 0-3 nights. 
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Table 5.12: Effect of Trip Variables on Choice of Information Channel 

Variable Response Face-to-
Face Telephone Print Internet 

Destination Naivety* 

χ2
(3)=11.83, p<0.05 

First-Time Visit 

Repeat Visit 

23.6% 

22.7% 

8.9% 

17.4% 

24.9% 

15.3% 

42.7% 

44.6% 

Duration* 

χ2
(6)=33.68, p<0.05 

0 – 3 Nights 

4 – 14 Nights 

> 14 Nights 

13.6%↓ 

26.6% 

24.4% 

25.2%↑ 

13.1% 

4.4%↓ 

10.7%↓ 

20.1% 

26.7% 

50.5% 

40.2% 

44.4% 

Mode of Travel* 

χ2
(12)=49.32, p<0.05 

Air 

Boat 

Road 

Train 

Other 

23.2% 

26.2% 

25.0% 

16.9% 

25.0% 

19.2%↑ 

11.5% 

6.9%↓ 

9.9% 

25.0% 

6.2%↓ 

29.5% 

31.3%↑ 

22.5% 

25.0% 

51.4% 

32.8% 

36.8% 

50.7% 

25.0% 

Accommodation* 

χ2
(12)=46.35, p<0.05 

Hotel / Motel 

Camping 

Cabin 

Friends/ Family 

Other 

16.4% 

28.1% 

26.2% 

31.3% 

22.9% 

16.9% 

3.1%↓ 

6.0% 

22.5%↑ 

2.9% 

20.6% 

32.8%↑ 

26.2% 

2.5%↓ 

25.7% 

46.0% 

35.9% 

41.7% 

43.8% 

48.6% 

Travel Style* 

χ2
(3)=16.38, p<0.05 

Independent 

Organised 

20.4% 

35.6%↑ 

12.5% 

16.1% 

19.4% 

23.0% 

47.7% 

25.3%↓ 

Travel Party* 

χ2
(9)=38.58, p<0.05 

Alone 

With One Other 

With Family 

Other Group 

13.6%↓ 

23.6% 

25.0% 

38.1%↑ 

22.0%↑ 

8.4% 

10.0% 

15.9% 

10.2%↓ 

23.6% 

25.0% 

20.6% 

54.2% 

44.3% 

40.0% 

25.4%↓ 

Purpose* 

χ2
(6)=75.69, p<0.05 

Business 

VFR 

Holiday 

17.5% 

31.6% 

23.4% 

27.2%↑ 

19.7% 

6.0%↓ 

4.9%↓ 

1.3%↓ 

30.5%↑ 

50.5% 

47.4% 

40.1% 

Language Skills* 

χ2
(6)=28.06, p<0.05 

Poor 

Not so good 

Good 

25.0% 

18.9% 

21.4% 

9.0%↓ 

13.5% 

25.2%↑ 

25.0% 

13.5% 

10.7%↓ 

41.0% 

54.1% 

42.7% 

 

* = Trip variables significantly related to information channel importance. 

 

 

Looking at the table, the exact same pattern can be found for people who travel alone, 

and a cross-tabulation of duration and travel party showed a significant positive 

relationship between stays of 0-3 nights and travelling alone. The standardised 

residual for this combination was 7.8. The importance of telephone at the expense of 
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print is perhaps easier to understand with reference to trip purpose, which also 

displayed a similar pattern. As already mentioned, short stays were positively 

associated with business travel, and it makes intuitive sense that short business trips 

for only one person can be arranged just as easily through telephone communication. 

Holidaymakers, on the other hand, who are staying longer at the destination seem to 

require more in-depth information about the destination, and seemed to prefer reading 

printed information especially from journalists and travel writers.  

 

The relationship between mode of travel and information channel was also significant. 

Again the Internet was the most important information channel for all groups. Air 

travellers were different from the other groups in that telephone was significantly 

more important and print was significantly less important. Telephone was in fact the 

least important channel for all other modes of transportation, whereas print was the 

least important channel for air travellers. Road travellers showed an inverse pattern to 

air travellers with telephone being significantly more important and print being 

significantly less important than for the other groups. 

 

Again the results can be interpreted by looking at the difference between business and 

holiday travellers. Air travel was positively related to business travellers (St. Res. 

5.4), who seemed to favour telephone as an information channel. Road travel, on the 

other hand, was positively related to holidaymakers (St. Res. 3.7), who seemed to 

prefer print. A more direct relationship by which telephone is needed to book air 

tickets and print is needed for maps and other en-route information also seems 

plausible. An analysis of the topic of interest of people using different modes of travel 

confirmed that air travel was positively associated with search for transport 

information (St. Res. 2.9), whereas road travel was positively associated with 

destination information (St. Res. 7.0). 

 

The recoded accommodation variable was used to test the relationship with 

information channel use. The Internet was the most important information channel for 

all the travellers regardless of accommodation type. The main differences were found 

between campers and those staying with friends or family. For people who were 

camping, print was significantly more important than for other groups, and telephone 

was the least important information channel. There was an inverse pattern for those 
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staying with friends or family with telephone being significantly more important than 

for the other groups and print being the least important channel. 

 

It seems obvious that telephone would be an appropriate information channel for 

travellers staying with friends or family and that there would be less need for printed 

information for this group. Considering that about 90% of the campers in this sample 

were in Norway on holiday, it was also not surprising that camping displays the same 

pattern of importance as the holiday category with regards to print versus telephone 

use.    

 

There was also a significant difference between independent travellers and people on 

organised tours with regards to the choice of information channel. For both groups, 

telephone was the least important channel and print the second least important 

although none of these particular cell frequencies were significantly different. When it 

came to the most important channel, on the other hand, there was a significant 

difference with face-to-face being the most important information channel for people 

travelling on organised tours and the Internet being the least important information 

channel for this group. Presumably it is the direct contact with the tour company’s 

representative that accounts for the importance of face-to-face communication for 

organised travellers. Organised tours also require less research through other channels 

such as the Internet. The effect of age was also explored as a possible reason for the 

low ranking of Internet, but no significant relationship was found between age and 

travel style. 

 

Travel party was also found to be significantly associated with choice of information 

channel. The Internet was the most important information channel for all travel party 

compositions except those travelling in groups other than family. For this category, 

face-to-face was the most important. People travelling alone differed from the other 

travel parties in that telephone (and to some extent the Internet) was relatively more 

important, whereas face-to-face and print was significantly less important. The 

relative importance of face-to-face and the Internet was similar to the pattern 

exhibited by organised tour travellers which was discussed earlier. The pattern for 

single travellers has also been discussed previously, as it resembled that of travellers 

with trip duration of less than three days as well as business travellers.   
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As already mentioned, purpose of trip was significantly related to channel choice. 

Here also the Internet was the most important information channel for all groups 

regardless of purpose. Face-to-face was also fairly important for all groups although 

none of these individual relationships were significant. There was, however, a 

significant difference in the importance the various groups placed on print and 

telephone. Firstly, telephone was significantly more important to business travellers 

than it was to holidaymakers. The exact opposite was true in the case of print, which 

was significantly more important for people going on holiday. As previously 

suggested, this is related to the topic of the information sought by these groups with 

business travellers usually seeking transport information and holidaymakers seeking 

destination information. It also reflects the relative simplicity or straightforwardness 

of arranging a short business trip compared to a more lengthy holiday. 

 

Finally a chi-square analysis was performed with the recoded language skills variable, 

and it showed a significant association with most important channel used before 

departure. Neither Internet nor face-to-face seemed to be markedly affected by the 

travellers language skills. Again, however, there was a significant pattern in the 

relative importance of telephone and print. Whereas telephone increased in 

importance as language skills improved, the importance of print seemed to decrease. 

This was to be expected considering that the use of telephone to contact local 

information sources at the destination usually requires a certain familiarity with the 

local language and that printed material can be easily translated. 

 

It is interesting to note that for language skills, as for several of the other variables 

discussed in this section, the use of telephone often seemed to be at the expense of 

print and vice versa. This suggests that many of the situations described here dictate 

the choice between these two alternatives better than they differentiate between any of 

the other information channels. 

 

5.34 Channel Importance Rating on Likert-Type Scale 

The importance of the various information channels was also measured on a Likert-

type scale, and the results are presented in Table 5.13. As explained above, non-

parametric tests of significance were preferred with regards to these scales as the 
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assumption of normally distributed population parameters seemed to be violated. 

Again the actual means are reported in the table to make it easier to relate the results 

to the seven-point scale used in the questionnaire. 

 

 Table 5.13: Effect of Trip Phase on Channel Importance Rating 

Mean Rank Channel 
Before After Before After 

Wilcoxon Test 

Internet* 5.21 2.56 1 3 Z= -14.78, p<0.05 
Print 4.30 4.42 2 2 Z= -1.48, p>0.05 
Face-to-Face* 3.65 4.99 3 1 Z= -9.22, p<0.05 
Telephone* 2.99 2.49 4 4 Z= -4.23, p<0.05 
TV* 1.99 1.58 5 5 Z= -5.24, p<0.05 

 

* = Significant Difference 

 

 

To investigate the differences between the before and after condition for each 

individual information channel, Wilcoxon tests were used as a non-parametric 

alternative to standard t-tests. As can be seen from Table 5.13, there was a significant 

difference with regards to all channels except for print. The table also indicates that 

telephone, TV, and the Internet were all relatively more important before departure. 

Face-to-face, on the other hand, was significantly more important after the traveller 

had left for the destination. Print appeared to be similarly important in both trip 

phases. 

 

Looking at the ranks in the table, it appears that the Internet was the most important 

information channel in the before condition. Face-to-face seemed to be the most 

important information channel after the traveller had left for the destination. In both 

trip phases TV was by far the least important information channel. All these results 

resembled those from the most important channel variable discussed at the beginning 

of this section, and were not particularly surprising considering the relative 

accessibility of the communication technologies involved in the two trip phases. 
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5.4 The Choice of Information Search Strategies 

Addressing the third sub-objective, this section discusses the effect that various 

personal and situational variables had on the use of information search strategies (i.e. 

combinations of sources and channels) by international travellers. In addition to the 

variables that were tested in the two preceding sections, the search strategies were 

also investigated with regards to the influence of the situational search context 

variables identified in Phase One. 

  

5.41 The Effect of Trip Phase 

A chi-square test for goodness of fit showed a significant difference between most 

important strategy before and most important strategy after departure (χ2
(12) = 658.46, 

p < 0.05). The test was performed by entering the most important strategies before as 

expected values and the most important strategies after departure as sample values. To 

ensure sufficient cell frequencies to perform the test, combinations with counts of 10 

or less were filtered out in the analysis. Table 5.14 shows the percentage of 

respondents who indicated the various strategies as the most important. The before 

departure percentages are noted first followed by the after departure percentages in 

parentheses. 

 

This table illustrates some of the effects of separating information sources from 

channels when measuring travellers’ information search. Whereas all results (whether 

measured as most important channel, Likert-type scale ratings, or the composite row 

total of this table) have indicated that the Internet was the most important information 

channel before departure, the most important information search strategy was, in fact, 

communicating with friends or family face-to-face. 

 

The high total score for the Internet before departure stems from the importance of 

this channel in communicating with service providers, information centres, and travel 

agents. It should be noted that the Internet includes the use of e-mail to get 

information, which explains the relatively high score for friends / family on this 

channel. The combinations journalists / print and travel agents / face-to-face were also 

major information search strategies before departure. 
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Table 5.14: Effect of Trip Phase on Choice of Information Search Strategy 

 
 
 
 
Total: 
 
 
 
 
32.0% 
(58.0%) 
 
 
 
 
13.3% 
(5.9%) 
 
 
 
 
0.8% 
(0.9%) 
 
 
 
17.7% 
(28.4%) 
 
 
 
36.0% 
(6.8%) 
 
 
 

         Total:    24.5%         15.6% 12.8%          12.1% 8.8%      26% 
      (7.5%)        (16.7%) (31.0%)       (11.2%)         (6.2%)         (27.5%) 

    
 

 

A similar effect of the source / channel distinction is found in the after departure 

phase. Even though all results have shown information centres to be the most 

important information source after departure, the most important information search 

strategy was, in fact, again friends or family / face-to-face. 

 

The importance of information centres stems from their communication through face-

to-face and print being the second and third most important search strategy after 

departure. These combinations also represented two of the largest differences when 

comparing before and after strategies. As many as 15.9% more respondents indicated 

the combination information centres / face-to-face as their most important strategy 

 
Sources 

  Travel  
Agents 

Service 
Providers 

Information 
Centres 

Journalists 
/ Writers 

Other 
Travellers 

Friends / 
Family 

Face-to-Face 8.6% 
(2.4%) 

0.2% 
(10.5%) 

1.7% 
(17.6%) 

0.4% 
(0.2%) 

4.1% 
(5.3%) 

17.0% 
(22.0%) 

Telephone 5.6% 
(0.9%) 

1.9% 
(1.8%) 

0.4% 
(0.2%) 

0.0% 
(0.0%) 

1.3% 
(0.2%) 

4.1% 
(2.9%) 

 
 

TV 
 
 

0.0% 
(0.0%) 

0.0% 
(0.7%) 

0.0% 
(0.0%) 

0.6% 
(0.0%) 

0.2% 
(0.0%) 

0.0% 
(0.2%) 

 
 

Print 
 
 

3.4% 
(2.9%) 

1.5% 
(2.4%) 

3.2% 
(11.6%) 

9.0% 
(10.8%) 

0.2% 
(0.2%) 

0.4% 
(0.4%) 

C
ha

nn
el

s 

 
 

Internet 
 
 

6.9% 
(1.3%) 

12.0% 
(1.3%) 

7.5% 
(1.5%) 

2.1% 
(0.2%) 

3.0% 
(0.4%) 

4.5% 
(2.0%) 
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after departure than before departure. Other major differences are found with regards 

to service providers. Communication by service providers through the Internet was a 

typical “before strategy” (12%) and communication face-to-face by this source was a 

typical “after strategy” (10.5%). This last point can be explained by travellers using 

hotel receptions and local transport companies as information sources. 

 

In accordance with the results discussed previously, TV seemed to be the least 

important channel in both trip phases, and other travellers seemed to be the least 

important source in both phases. Nevertheless, the combination of other travellers 

with face-to-face (and with the Internet in the before phase) was more important than 

several of the strategies used with the other information sources even when 

disregarding TV. 

 

5.42 The Effect of Personal Variables 

In Table 5.15 the results of the chi-square analyses that tested the effects of personal 

variables on the respondents’ most important information search strategy before 

departure are presented. The cells in the table represent the percentage of respondents 

of each level of the personal variable that indicated a particular combination or 

information source and channel as the most important one when at home planning 

their trip. To get sufficient cell counts to perform chi-square tests with the most 

important search strategies, a filter was used that only included in the analysis search 

strategies that were seen as the most important by more than 5% of the respondents. 

 

No significant association was found between gender and most important strategy 

before. The combination friends or family / face-to-face appeared to be the most 

important strategy for both genders. 
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 Table 5.15: Effect of Personal Variables on Choice of Information Search Strategy 

Variable Response 
Travel 

Agents / 
Face-to-

Face 

Friends 
Family / 
Face-to-

Face 

Travel 
Agents / 

Telephone

Journalists
/Print 

Travel 
Agents 

/Internet 
Service 

Providers 
/Internet 

Info 
Centres
/Internet

Gender 

χ2
(6)=9.70, p>0.05 

Male 

Female 

11.1% 

13.9% 

25.6% 

27.0% 

7.8% 

8.2% 

12.8% 

14.8% 

15.0% 

4.1% 

16.1% 

20.5% 

11.7% 

11.5% 

Age* 

χ2
(24)=43.05, p<0.05 

Under 30 

30 – 39 

40 – 49 

50 – 59 

Over 59 

9.1% 

6.0% 

11.5% 

16.1% 

32.4%↑ 

34.3% 

23.9% 

25.0% 

14.3% 

23.5% 

2.0%↓ 

13.4% 

5.8% 

10.7% 

14.7% 

19.2% 

10.4% 

15.4% 

10.7% 

5.9% 

9.1% 

13.4% 

7.7% 

14.3% 

5.9% 

17.2% 

23.9% 

17.3% 

19.6% 

8.8% 

9.1% 

9.0% 

17.3% 

14.3% 

8.8% 

Nationality* 

χ2
(24)=48.88, p<0.05 

Scandinavia 

Germany 

Holland 

Other Europe 

Other 

3.7% 

15.1% 

21.8%↑ 

4.9% 

15.9% 

25.9% 

28.3% 

20.5% 

26.2% 

28.6% 

24.1%↑

1.9% 

2.6% 

8.2% 

6.3% 

3.7%↓ 

20.8% 

14.1% 

16.4% 

12.7% 

9.3% 

9.4% 

14.1% 

9.8% 

7.9% 

22.2% 

17.0% 

11.5% 

23.0% 

19.0% 

11.1% 

7.5% 

15.4% 

11.5% 

9.5% 

Education 

χ2
(12)=19.40, p>0.05 

High School 

Dipl./ Certificate 

University Degree 

16.0% 

19.2% 

8.4% 

36.0% 

15.4% 

24.7% 

8.0% 

7.7% 

9.1% 

8.0% 

12.8% 

16.9% 

10.7% 

11.5% 

9.7% 

14.7% 

16.7% 

20.1% 

6.7% 

16.7% 

11.0% 

Income* 

χ2
(18)=36.94, p<0.05 

< 200 000 NOK a) 

200 000 – 399 999 

400 000 – 599 999 

> 599 999 NOK 

11.3% 

8.1% 

10.1% 

20.4% 

37.5%↑

32.6% 

17.4% 

8.2%↓ 

2.5% 

5.8% 

14.5% 

16.3% 

16.3% 

9.3% 

15.9% 

12.2% 

5.0% 

9.3% 

15.9% 

14.3% 

16.3% 

20.9% 

14.5% 

20.4% 

11.3% 

14.0% 

11.6% 

8.2% 

 

* = Personal variables significantly related to information search strategy importance. 

a) 200 000 NOK roughly equals 40 000 AUD. 

 

 

Using the recoded age variable, the chi-square test showed a significant relationship 

between age and most important search strategy before departure. The combination 

travel agents / face-to-face was significantly more important to the oldest age group 

than to younger travellers. Travel agents combined with telephone was significantly 

less important to the youngest travellers under 30 years of age. The discussion earlier 

in this chapter showed that this age group was not significantly associated with the 

use of telephone, but it did show a negative relationship with regards to the use of 

travel agents. It appears therefore that the source attributes of this strategy played a 

dominant role over channel attributes in this situation. In other words, young 

travellers seemed to use this combination not primarily because they prefer telephone, 
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but because they prefer travel agents. A possible explanation may be that young 

travellers could be on their first trip ever. 

 

A significant relationship was found between the recoded nationality variable and 

most important strategy before departure. Travellers from Holland were found to be 

using the combination travel agents / face-to-face significantly more than the other 

nationalities. This strategy was the most important one for the Dutch, whereas for all 

the other groups friends or family / face-to-face was the most important strategy. For 

travellers from Scandinavia, the combination travel agents / telephone was 

significantly more important, and the combination journalists / print significantly less 

important than for other nationalities. This makes intuitive sense since most of the 

Scandinavian travellers were travelling by auto and being repeat visitors would be 

fairly familiar with the destination. 

 

It is interesting to note, however, that there was no significant relationship between 

Scandinavian travellers and the use of travel agents as such, whereas the group was 

indeed positively associated with telephone use. The significance of travel agents 

combined with telephone is therefore an example of a strategy that was chosen not so 

much because of its source attributes, but because of its channel characteristics. In 

other words, Scandinavians seemed to use this combination not because they prefer 

travel agents, but because they prefer telephone. This is further evidenced by the low 

score for Scandinavian travellers on the other travel agent combinations in the table. It 

appears therefore that the choice of information search strategy is sometimes best 

explained with reference to characteristics of the source involved, whereas other times 

the choice must be understood in terms of the channel that is used. 

 

There was also a significant relationship between income and search strategy. The 

combination friends or family / face-to-face was significantly more important for the 

lowest income category and significantly less important for the highest income group 

as can be seen from Figure 5.4. In fact, the importance of this strategy decreased 

gradually as the traveller’s income increased. For all income levels, this was the most 

important strategy except for the highest level for which travel agents / face-to-face 
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and service providers / Internet were most important. The importance of travel agents 

/ telephone was lowest for the lowest income group but seemed to increase gradually 

as income levels got higher. 

 

Figure 5.4: Effect of Income on Choice of Information Search Strategy 
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As seen previously in this chapter, income was not associated with the choice of 

information channel, so this relationship must be explained in terms of source 

differences. Travel agents and service providers were indeed associated with higher 

incomes, according to the above results, and friends / family was related to lower 

income groups. This is again related to the observation that lower income groups 

tended to use friends or family as accommodation (which was positively related to 

using friends or family as information source), whereas higher income groups tended 

to stay more in hotels or motels (which was positively related to travel agent and 

service provider use). 
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5.43 The Effect of Trip Variables 

Table 5.16 shows the results of the analyses that tested the effects of trip variables on 

the respondents’ most important information search strategy before departure. A 

significant relationship was found with regard to the destination naivety variable. The 

combination travel agents / telephone was significantly less important for first-time 

visitors than for repeat visitors. It seemed that first-time visitors preferred to visit their 

travel agent face-to-face whereas for repeat visitors it was sufficient to use the 

telephone. For both groups, however, friends or family / face-to-face was the most 

important search strategy. 

 

Duration was also significantly associated with strategy choice. For travellers with the 

shortest duration of their trip, the combination travel agents / telephone as well as 

travel agents / Internet were significantly more important than for those staying 

longer. The groups of travellers staying only 0-3 nights at the destination were also 

different in that service providers / Internet was the most important information search 

strategy, whereas for the other groups friends or family / face-to-face was the most 

important. It was shown earlier in this chapter that the choice of information sources 

alone was not significantly associated with the duration of the trip, so this is clearly a 

situation that governs strategy choice based on their channel characteristics rather than 

source characteristics. 

 

To ensure sufficient cell counts, the other category of the mode of travel variable was 

omitted in this test. The relationship of this variable and most important strategy 

before departure was found to be significant. The combination journalists / print was 

significantly less important for those travelling by air and significantly more 

important for those travelling by train. In fact, it was the least important strategy for 

the former group and the most important strategy for the latter. The combination 

service providers / Internet was significantly more important for those travelling by 

air and significantly less important for those travelling by road. Considering the 

previous discussions, it seemed reasonable that train travellers who are usually 

campers who stay longer at the destination preferred to read guidebooks, whereas air 

travellers who visit Norway on short term visits (often on business) made their travel 

arrangements directly with service providers over the Internet. 
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          Table 5.16: Effect of Trip Variables on Choice of Information Search Strategy 

Variable Response 
Travel 
Agents/ 
Face-to-

Face 

Friends 
Family/ 
Face-to-

Face 

Travel 
Agents/ 

Telephone

Journalists
/Print 

Travel 
Agents 

/Internet 
Service 

Providers 
/Internet 

Info 
Centres 
/Internet 

Destination Naivety*

χ2
(6)=25.24, p<0.05 

First-Time Visit 

Repeat Visit 

16.8% 

9.6% 

29.4% 

22.2% 
3.5%↓ 

12.6% 

18.9% 

9.0% 

5.6% 

14.4% 

14.7% 

21.0% 

11.2% 

11.4% 

Duration* 

χ2
(12)=35.06, p<0.05 

0 – 3 Nights 

4 – 14 Nights 

> 14 Nights 

8.3% 

15.4% 

12.2% 

15.3% 

26.3% 

32.9% 

18.1%↑ 

7.1% 

2.4% 

6.9% 

15.4% 

15.9% 

19.4%↑ 

5.8% 

11.0% 

25.0% 

17.3% 

13.4% 

6.9% 

12.8% 

12.2% 

Mode of Travel* 

χ2
(18)=55.95, p<0.05 

Air 

Boat 

Road 

Train 

9.4% 

21.1% 

19.2% 

3.9% 

26.5% 

15.8% 

30.3% 

19.6% 

12.8% 

5.3% 

4.0% 

9.8% 

2.6%↓ 

21.1% 

16.2% 

27.5%↑ 

11.1% 

13.2% 

9.1% 

9.8% 

29.1%↑ 

7.9% 

8.1%↓ 

21.6% 

8.5% 

15.8% 

13.1% 

7.8% 

Accommodation* 

χ2
(18)=94.87, p<0.05 

Hotel / Motel 

Camping 

Cabin 

Friends/ Family 

13.0% 

4.9% 

27.3%↑ 

6.1% 

12.2%↓ 

36.6% 

21.8% 

51.0%↑ 

14.5%↑ 

0.0% 

3.6% 

4.1% 

12.2% 

41.5%↑ 

7.3% 

0.0%↓ 

13.0% 

2.4% 

9.1% 

6.1% 

23.7% 

7.3% 

12.7% 

24.5% 

11.5% 

7.3% 

18.2% 

8.2% 

Travel Style* 

χ2
(6)=36.12, p<0.05 

Independent 

Organised 
8.3%↓ 

33.3%↑ 

24.4% 

31.5% 

7.5% 

11.1% 

14.6% 

9.3% 

11.0% 

7.4% 

20.9% 

5.6%↓ 

13.4% 

1.9%↓ 

Travel Party* 

χ2
(18)=50.63, p<0.05 

Alone 

With One Other 

With Family 

Other Group 

4.6%-↓ 

13.1% 

13.5% 

30.0%↑ 

18.4% 

26.2% 

34.6% 

27.5% 

17.2%↑ 

5.4% 

1.9% 

5.0% 

9.2% 

16.2% 

11.5% 

17.5% 

18.4%↑ 

6.2% 

11.5% 

5.0% 

25.3% 

18.5% 

13.5% 

7.5% 

6.9% 

14.6% 

13.5% 

7.5% 

Purpose* 

χ2
(12)=72.33, p<0.05 

Business 

VFR 

Holiday 

8.5% 

8.3% 

16.0% 

18.3% 

45.8%↑ 

22.9% 

22.5%↑ 

2.1% 

4.3% 

1.4%↓ 

2.1%↓ 

21.3%↑ 

16.9% 

4.2% 

9.6% 

25.4% 

29.2% 

12.8% 

7.0% 

8.3% 

13.3% 

Language Skills* 

χ2
(12)=34.09, p<0.05 

Poor 

Not so good 

Good 

15.7% 

12.5% 

5.7% 

26.7% 

16.7% 

28.6% 

4.7% 

4.2% 

20.0%↑ 

17.3% 

14.6% 

2.9%↓ 

8.4% 

14.6% 

12.9% 

15.7% 

22.9% 

21.4% 

11.5% 

14.6% 

8.6% 

 

* = Trip variables significantly related to information search strategy importance. 

 

 

 

To get sufficient cell counts, the accommodation variable was recoded into a new 

variable where the categories other and did not spend the night were omitted. The 

recoded variable was used in the test and was found to be significantly associated with 

the choice of search strategy. The combination journalists / print was significantly 

more important for people who were camping and significantly less important for 
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those staying with friends or family. In fact, this was the most important search 

strategy for the campers, whereas none of those staying with friends or family used it. 

For travellers staying in a hotel or motel, the combination service providers / Internet 

seemed to be the most important strategy. Friends or family / face-to-face, on the 

other hand, was significantly less important to this group and not surprisingly 

significantly more important for those staying with friends or family for whom it was 

the most important strategy. 

 

Travel agents combined with face-to-face was the most important search strategy for 

travellers staying in cabins and significantly more important than to the other groups. 

The combination travel agents / telephone was significantly more important for those 

staying in hotels or motels than for other groups. None of the campers availed 

themselves of this search strategy. It is interesting to note that campers used both 

travel agents and telephone, but none used these two together. Similarly, both 

journalists and print were separately regarded as important by a number of travellers 

staying with friends or family, but none of them regarded the combination of the two 

as important. 

  

There was a significant relationship between travel style and most important strategy 

before. The combination travel agents / face-to-face was significantly less important 

for independent travellers, whereas for people on organised tours it was the most 

important strategy. The least important strategy for travellers on an organised tour was 

information centres / Internet. The combination service providers / Internet was 

significantly less important for travellers on an organised tour. For independent 

travellers, on the other hand, this was one of the two most important strategies 

together with friends or family / face-to-face, which was the most important one. 

 

Travel party was also found to be significantly related to strategy choice. The 

combination travel agents / face-to-face was significantly less important for people 

travelling alone and significantly more important for those travelling in non-family 

groups. This strategy was actually the least important for the first group and the most 

important one for the latter. Travel agents / telephone was significantly more 

important for those travelling alone. For all the other categories, this was the least 

important strategy. The combination travel agents / Internet was also significantly 
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more important for those travelling alone. Bearing in mind that about 65% of the 

business travellers travelled alone, it is likely that a large part of the information 

sought from travel agents through telephone and the Internet concerned business 

travel. 

 

A significant association was found between purpose and most important strategy 

before departure.  As one might expect, friends or family / face-to-face was 

significantly more important for travellers visiting friends or relatives than for the 

other categories. This also seemed to be the most important search strategy for people 

on holiday, whereas for business travellers the combination service providers / 

Internet seemed to be the most important strategy. Travel agents / telephone was 

significantly more important for people travelling on business than for the other 

categories. Finally, the combination of journalists and print was significantly more 

important for those travelling on holiday, whereas for the other groups it was the least 

important strategy. 

 

The recoded language skills variable was used for this analysis, and its relationship to 

most important strategy before departure was found to be significant. The 

combination travel agents / telephone was significantly more important for travellers 

with good knowledge of the Norwegian language. For the other two groups, this was 

the least important search strategy. Journalists / print was significantly less important 

for travellers with good knowledge of Norwegian. Again, as most travellers with good 

knowledge of the language are repeat visitors from one of the other Scandinavian 

countries, it seems that making simple transport arrangements with an agent over the 

telephone is all that is required for this group. 

 

5.44 The Effect of Search Variables 

The respondents’ most important information search strategy before departure was 

also tested with respect to the effect of the five situational search variables identified 

in Phase One. The results are presented in Table 5.17.  
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 Table 5.17: Effect of Search Variables on Choice of Information Search Strategy 

Variable Response 
Travel 
Agents/ 
Face-to-

Face 

Friends 
Family/ 
Face-to-

Face 

Travel 
Agents/ 

Telephone

Journalists
/Print 

Travel 
Agents 

/Internet 
Service 

Providers 
/Internet 

Info 
Centres 
/Internet 

Planning Stage* 

χ2
(6)=24.43, p<0.05 

Decided Where 

Not Decided 

13.1% 

9.7% 

24.5% 

29.2% 

10.0% 

2.8% 

9.2% 

27.8%↑ 

10.5% 

8.3% 

21.8% 

8.3%↓ 

10.9% 

13.9% 

Topic* 

χ2
(6)=36.71, p<0.05 

Transportation 

Destination 

16.5% 

11.7% 

17.4% 

29.8% 
14.0%↑ 

4.1% 

6.6%↓ 

18.1% 

9.9% 

8.2% 
28.9%↑ 

12.3%↓ 

6.6% 

15.8% 

Booking* 

χ2
(6)=90.86, p<0.05 

Booking 

Information 

15.2% 

9.3% 

21.5% 

29.5% 
13.9%↑ 

1.6%↓ 

2.5%↓ 

27.1%↑ 

13.3% 

3.9%↓ 

29.1%↑ 

7.0%↓ 

4.4%↓ 

21.7%↑ 

Subjectivity* 

χ2
(6)=37.76, p<0.05 

Facts 

Experiences 

13.6% 

8.2% 
16.4%↓ 

50.7%↑ 

10.3% 

1.4%↓ 

13.6% 

13.7% 

10.8% 

4.1% 

21.6% 

13.7% 

13.6% 

8.2% 

Timing* 

χ2
(6)=15.18, p<0.05 

Much Time 

Little Time 

13.8% 

11.0% 

28.7% 

19.3% 

6.1% 

11.9% 

14.9% 

11.0% 

5.5% 

14.7%↑ 

17.1% 

22.9% 

13.8% 

9.2% 

 

* = Search variables significantly related to information search strategy importance. 

 

 

The cells in the table represent the percentage of respondents of each level of the 

search variable that indicated a particular combination or information source and 

channel as the most important one when at home planning their trip. As can be seen 

from the table, the chi-square test found significant relationships between strategy 

choice and all the search variables. 

 

 

Planning Stage 

The combination journalists / print was significantly more important to people who 

had not yet decided where to go on their trip than for those who had decided on the 

destination. Service providers / Internet, on the other hand, was significantly less 

important for those who had not decided where to go. This is not surprising 

considering that the first combination is especially suited to provide inspiration about 

new potential destinations, whereas the second is basically used for making practical 

travel arrangements. Looking at the three travel agent combinations, it appears that 

this source is used at both planning stages, but the combination with telephone was 

primarily for those who had decided where to go. Friends or family / face-to-face 

seemed to be the most important strategy for both categories. 
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Topic 

Travel agents combined with telephone was found to be significantly more important 

for those who wanted information about transportation than for those who wanted 

information about the destination itself. The same was the case for service providers / 

Internet. This strategy was significantly less important for those seeking destination 

information, whereas for the transportation group it was actually the most important 

one. The combination journalists / print was significantly less important for those who 

wanted information about transportation. The topic of the information sought is, of 

course, closely related to the planning stage as some 86% of those looking for 

transport information had already decided where to go. In fact, the same search 

strategies that were relatively more important for the decided where group of the 

planning stage variable discussed above were also relatively more important for the 

transportation group of the topic variable. 

 

Booking 

The same pattern of importance as for the two previous variables was also observed 

with regards to the booking variable with the differences between the two categories 

even more prominent. The combination of service providers with the Internet was the 

most important strategy for travellers wanting to make a booking and significantly 

less important for those wanting only information. Travel agents / telephone was also 

significantly more important for the booking category, whereas for the information 

category this was the least important search strategy. The two strategies journalists / 

print and information centres / Internet were significantly more important for 

travellers who only wanted information. 

 

Subjectivity 

For travellers seeking information about subjective experiences, the combination 

friends or family / face-to-face was by far the most important strategy. The most 

important strategy for those interested in objective facts was service providers / 

Internet. The combination travel agents / telephone was significantly less important 

for travellers seeking information about subjective experiences. This was, in fact, the 

least important information search strategy for both categories. Just as interesting as 

looking at the differences mentioned above, is to note the combinations that are 
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regarded as important both for experiential and factual information such as journalists 

/ print, travel agents / face-to-face, and information centres / Internet. 

 

Timing 

For travellers with much time available for information search, the combination of 

friends or family with face-to-face seemed to be the most important search strategy. 

For those with little time available, service providers / Internet was the most 

important. Travel agents / Internet was also significantly more important for this 

group. The pattern resembles that of business travellers, and not surprisingly there 

was a significant positive association between being a business traveller and having 

little time available for information search. 

 

As an additional check of these relationships, the search context variables were also 

checked against the sources and channels separately. This was done by recoding the 

replies from the information matrix to form a new set of source and channel variables. 

The tests showed significant chi-square results for all relationships except for 

information sources and time available. The relationship was significant with regards 

to channel choice, but none of the individual cells were significantly different. So 

even though time available was significantly associated with the choice of neither 

travel agents nor the Internet when considered separately, it was, in fact, significantly 

associated with the combination of the two. Later in this chapter more examples are 

presented of how the effect of the independent variables are stronger when 

considering the combination of source and channel than when considering the two 

separately. The results of these additional tests will not be discussed any further here, 

but the results tables are included in Appendix E. 

 

It is interesting to note in Table 5.17 that the most important search strategy at both 

levels of all these variables is either friends or family / face-to-face or service 

providers / Internet. With regards to the planning stage, friends or family / face-to-

face was the most important strategy for both categories, whereas for the other 

variables this was the most important for one category and service providers / Internet 

was the most important for the other category. This indicates that these two strategies 

in many respects are regarded as opposite extremes with many contexts requiring 

either one or the other. 
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Another pervasive relationship in these results relates to what might be called the 

specificity of the search context. When specific information is being sought that has to 

do with objective facts about booking transportation to a known destination, then 

combinations with travel agents or service providers tend to be consulted. For less 

specific contexts, on the other hand, such as subjective information about an 

unspecified destination, combinations with friends, family, or journalists are usually 

preferred. 
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5.45 Strategy Usage in Multiple Response Matrix  

Table 5.18 shows the total number of respondents who indicated that they had used 

the various search strategies to get information about their trip. The strategies used 

before departure are presented first, followed by the strategies used after departure in 

parentheses. Note the difference between this table and Table 5.14, which includes 

only strategies that were regarded as the most important. Here the respondents were 

asked to indicate all the combinations they had used in the two conditions. 

 

 Table 5.18: Effect of Trip Phase on Choice of Information Search Strategy (Multiple Response) 

 
 
 
 
 
Total: 
 
 
 
515 
(660) 
 
 
 
 
335 
(186) 
 

 
 
82 
(52) 
 
 

 
375 
(385) 
 
 
 
 
604 
(176) 
 
 
 

 
         Total:     353           285    298           264    252           459    

      (127)          (305)   (400)          (156)   (186)          (285) 

 

 

 
Sources 

  Travel  
Agents 

Service 
Providers 

Information 
Centres 

Journalists 
/ Writers 

Other 
Travellers 

Friends / 
Family 

Face-to-Face 111 
(40) 

10 
(128) 

42 
(192) 

7 
(6) 

114 
(138) 

231 
(156) 

Telephone 87 
(26) 

70 
(52) 

30 
(20) 

3 
(5) 

42 
(14) 

103 
(69) 

 
 

TV 
 
 

5 
(4) 

5 
(16) 

8 
(11) 

46 
(13) 

10 
(2) 

8 
(6) 

 
 

Print 
 
 
 

63 
(29) 

38 
(68) 

77 
(141) 

142 
(119) 

24 
(14) 

31 
(14) 

C
ha

nn
el

s 

 
 

Internet 
 
 

 

87 
(28) 

162 
(41) 

141 
(36) 

66 
(13) 

62 
(18) 

86 
(40) 
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For the most part, the results of this multiple response item were similar to the most 

important strategies discussed in Section 5.41 with some interesting exceptions. 

Whereas friends or family / face-to-face was the most important information search 

strategy for the largest number of respondents after departure, information centres / 

face-to-face was, in fact, the strategy used by the largest number of respondents. 

Other travellers / face-to-face also scored relatively higher on the “used” question 

than the “most important” question, indicating that this strategy is used by a large 

number of travellers even though it is not necessarily considered the most important 

strategy.  

 

The table also indicates that even though hardly any rated TV as their most important 

information channel, it was nevertheless used by a substantial number of travellers to 

acquire tourism information both before and after departure. The fact that other 

travellers and friends / family are also combined with this information channel can be 

explained by the inclusion of video in this category. 
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5.5 Information Source Attributes 

This section looks at the relationships between the various information sources used 

and the attributes that were used to describe them in Phase One. The main interest lies 

in exploring which attributes are associated with the choice of which information 

sources to understand the source characteristics that are most important to travellers 

when making this choice. To assess whether there is a difference between the 

importance ratings of these attributes before and after departure, the section begins 

with a discussion of the effect of trip phase on the rating of source attributes. 
  

5.51 The Effect of Trip Phase 

As for the importance ratings of the information sources and channels, the ratings of 

the source and channel attributes also showed significant departure from normality in 

many instances. Figure 5.5 shows two examples of histograms that indicate that these 

variables are also perhaps best considered as having a bi-modal distribution. For this 

reason, it seemed most appropriate to use non-parametric tests of significance even 

though the traditional parametric tests are generally considered to be quite robust to 

violation of the normality assumption. 
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Figure 5.5: Distribution of Importance Ratings of Source and Channel Attributes 
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The differences between the before and after condition for each individual source 

attribute were assessed with the Wilcoxon signed rank test which is a non-parametric 

equivalent of the repeated measures t-test. Table 5.19 presents the results of these 

tests. 

 

 Table 5.19: Effect of Trip Phase on Source Attribute Rating 

Mean Rank 
Attribute 

Before After Before After 
Wilcoxon Test 

Credibility 5.17 5.12 1 2 Z= -0.94, p>0.05 
Knowledge 5.08 5.27 2 1 Z= -2.40, p<0.05 
Travel Experience 4.50 4.39 3 4 Z= -1.56, p>0.05 
Destination Experience 4.40 4.31 4 5 Z= -0.51, p>0.05 
Maps & Brochures* 3.86 4.65 5 3 Z= -7.36, p<0.05 
Commonalities* 3.57 3.17 6 7 Z= -4.56, p<0.05 
Booking* 3.49 3.01 7 8 Z= -4.50, p<0.05 
Locals* 2.94 4.28 8 6 Z= -10.56, p<0.05 
 

* = Significant Difference 

 

 

The tests showed significant differences with regards to commonalities between the 

source and information seeker and the ability to do bookings with the source, both of 

which seemed to be more important to travellers before departure. Significant 

differences were also found for the possibility of getting maps and brochures from the 

source and whether the source was a local from the destination, both of which seemed 

to be more important attributes for travellers after leaving for the destination. 

 

It was not surprising that locals was found to be a typical after departure attribute 

considering the relative accessibility of sources with this characteristic in the different 

trip phases. As shown later in this section, maps and brochures was typically 

associated with information centres, which was used primarily after departure. It was 

also no surprise that booking was more important before departure. The observation 

that there was a significant difference with regards to commonalities is interesting, but 

is likely to result from this attribute being associated with friends / family, which were 

somewhat more important before departure than after. 
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The ranks in Table 5.19 are based on the actual means as they relate to the seven-point 

Likert-type scale. It appears that credibility together with knowledge were the most 

important source attributes for travellers both before and after leaving for the 

destination. Commonalities, booking, and locals were the least important source 

attributes in both phases of the trip. 

 

5.52 The Effect of Source Importance 

In the questionnaire the respondents were asked to rate the importance of the various 

source attributes with regards to the particular information source they had indicated 

as being most important. More interesting than the total importance of the attributes 

therefore is how these ratings relate to the different sources. The Kruskal Wallis H test 

was used to investigate whether there were significant differences in the importance 

ratings of the various attributes between the information sources before departure. The 

Kruskal Wallis test is equivalent to the one-way ANOVA and thus allows for 

examination of differences between two or more groups. 

 

In Table 5.20 the results of these tests are presented. The cells of the table contain the 

actual mean ratings on the seven-point Likert-type scale. As can be seen in the table, 

there were significant differences between the information source groups for all the 

source attributes. Reading the means across the rows of the table gives an indication 

of which information source the individual attribute was most important for. More 

interestingly, however, the numbers in parentheses show the ranked importance of the 

various attributes for each information source. 

 

The results indicated that knowledge and credibility were of high importance for all 

the information sources. As mentioned above, these two were also the most important 

attributes overall, both before and after departure. It seems safe to conclude therefore 

that as a tourist information source, the most important characteristics that should be 

portrayed to potential users are those of being in possession of large quantities of 

information that is communicated in a truthful and unbiased manner.  
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 Table 5.20: Effect of Source Importance on Source Attribute Rating 

Attribute Travel 
Agents 

Service 
Providers 

Information 
Centres 

Journalists 
/Writers 

Other 
Travellers 

Friends 
/Family 

Booking* 
(χ 2

(5)=111.30, P<0.05) 5.35   (1) 4.65   (2) 3.46   (6) 2.26   (8) 2.47   (8) 2.54   (8) 

Knowledge* 
(χ 2

(5)=11.52, p<0.05) 4.84   (2) 4.64   (3) 5.38   (1) 5.66   (1) 5.00   (2) 5.14   (3) 

Credibility* 
(χ 2

(5)=17.97, p<0.05) 4.66   (3) 4.66   (1) 5.05   (3) 5.49   (2) 5.40   (1) 5.55   (1) 

Travel Experience* 
(χ 2

(5)=12.82, p<0.05) 4.27   (4) 4.07   (4) 4.13   (4) 5.28   (3) 4.29   (4) 4.71   (4) 

Maps & Brochures* 
(χ 2

(5)=41.52, p<0.05) 4.03   (5) 3.58   (5) 5.18   (2) 5.12   (4) 3.21   (6) 3.41   (6) 

Destination Experience* 
(χ 2

(5)=52.29, p<0.05) 3.38   (6) 3.40   (6) 3.83   (5) 4.84   (5) 5.00   (2) 5.15   (2) 

Commonalities* 
(χ 2

(5)=70.36, p<0.05) 2.70   (7) 2.56   (8) 2.98   (8) 3.22   (6) 3.78   (5) 4.66   (5) 

Locals* 
(χ 2

(5)=13.48, p<0.05) 2.34   (8) 3.36   (7) 3.21   (7) 2.51   (7) 2.83   (7) 3.25   (7) 

 

* = Significant Relationship. 

 

 

The ability to make bookings with the source appeared to be a very important attribute 

for those using travel agents and service providers, and understandably of least 

importance for the non-commercial sources. Travel experience was important with 

regards to the choice of journalists, and the ability to get maps and brochures was an 

important characteristic of information centres. Providing this type of printed material 

therefore seems to be a very important function for these centres. For the other 

information sources, these two attributes were only moderately important. 

 

Destination experience seemed to be an important attribute for those using other 

travellers and friends or family for travel information. For the other information 

sources, destination experience as well as having common interests with the 

information source seemed relatively unimportant. Finally, being a local seemed to be 

of comparatively little importance with regards to choosing any of these information 

sources. It should be reiterated, however, that these tests were all performed with 

regards to source usage before departure, and that locals was found to be significantly 

more important after.  
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5.6 Information Channel Attributes 

This section investigates the relationship between the various information channels 

and the attributes associated with them to see which channel characteristics are of 

most importance when choosing which information channel. The discussion starts by 

looking at the effect that trip phase had on the rating of information channel attributes.  
 

5.61 The Effect of Trip Phase 

Table 5.21 shows the effects of trip phase on the attribute ratings of the various 

information channels. Wilcoxon tests assessing the differences between the individual 

channel attributes before vs. after departure turned out to be non-significant for the 

following four attributes: speed, enjoyment, directness, and price. These attributes 

seem to be similarly important before and after departure. Accessibility, control, 

quantity, ease of use, and flexibility appear to be more important before leaving home, 

while interactivity, personalness, and mobility are more important at the destination or 

while travelling. 

 

 Table 5.21: Effect of Trip Phase on Channel Attribute Rating 

Mean Rank 
Attribute 

Before After Before After 
Wilcoxon Test 

Control* 5.51 5.23 1 3 Z= -3.24, p<0.05 
Ease of Use* 5.47 5.17 2 4 Z= -3.55, p<0.05 
Accessibility* 5.45 5.27 3 1 Z= -2.28, p<0.05 
Quantity* 5.43 5.21 4 5 Z= -2.64, p<0.05 
Flexibility* 5.36 4.88 5 7 Z= -5.24, p<0.05 
Directness 5.31 5.26 6 2 Z= -0.07, p>0.05 
Speed 5.14 5.06 7 6 Z= -0.59, p>0.05 
Enjoyment 4.66 4.64 8 9 Z= -0.09, p>0.05 
Price 4.41 4.24 9 10 Z= -1.58, p>0.05 
Interactivity* 4.40 4.81 10 8 Z= -3.87, p<0.05 
Mobility* 3.84 4.23 11 11 Z= -3.15, p<0.05 
Personalness* 3.68 4.23 12 11 Z= -4.78, p<0.05 
 

* = Significant Difference 
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With regards to the ranking of the channel attributes, the most striking difference 

between the two trip phases concern the directness of the information channel, which 

was seen as the second most important attribute after departure but only the sixth most 

important after. Apart from directness, the four most important attributes in both trip 

phases were control, ease of use, accessibility, and quantity. Mobility and 

personalness seemed to be the least important of these information channel attributes 

regardless of trip phase. As shown in the following discussion, however, both these 

attributes were found to be of major importance with regards to particular information 

sources. 

 

5.62 Effect of Channel Importance 

More important than the overall importance ratings of the attributes is the relative 

importance of the various attributes as they relate to the information channel that was 

indicated as the most important before departure. The Kruskal Wallis non-parametric 

ANOVA equivalent was used to test whether the respondents indicating the various 

information channels as most important differed in how they rated the importance of 

the channel attributes. Because only two respondents had answered TV as most 

important information channel before departure, the channel was ignored in this 

analysis. 

 

Table 5.22 shows that there were differences between the information channels for all 

the channel attributes except for enjoyment and ease of use. Apparently these two 

attributes are equally important regardless of which information channel is used. 

 

In addition to the mean scores on the Likert-type scale, the cells of the table contain 

the ranked importance of the channel attributes for each of the information channels in 

parentheses. In terms of these ranks it appears that directness was the most important 

channel attribute for those using face-to-face and telephone to acquire travel 

information. This attribute was of relatively low importance for those using print and 

the Internet. Being able to communicate directly with the source seemed, in other 

words, to be one of the main reasons for choosing face-to-face or telephone rather 

than print or the Internet.  
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   Table 5.22: Effect of Channel Importance on Channel Attribute Rating 

Variable Face-to-Face Telephone Print Internet 

Directness* 
(χ2

(3)=8.12, p<0.05) 
5.44    (1) 5.32    (1) 4.94    (7) 5.39    (7) 

Interactivity* 
(χ2

(3)=49.89, p<0.05) 
5.34    (2) 4.98    (5) 3.41    (11) 4.11    (10) 

Personalness* 
(χ2

(3)=102.25, p<0.05) 
5.26    (3) 4.72    (6) 3.00    (12) 2.78    (12) 

Ease of use 
(χ2

(3)=4.21, p>0.05) 
5.22    (4) 5.29    (2) 5.45    (4) 5.63    (6) 

Accessibility* 
(χ2

(3)=19.36, p<0.05) 
5.08    (5) 5.24    (3) 5.15    (6) 5.80    (4) 

Control* 
(χ2

(3)=39.51, p<0.05) 
4.99   (6) 4.64    (9) 5.53    (2) 5.97    (1) 

Quantity* 
(χ2

(3)=27.18, p<0.05) 
4.98    (7) 4.72    (6) 5.61    (1) 5.79    (5) 

Flexibility* 
(χ2

(3)=46.49, p<0.05) 
4.61    (8) 4.65    (8) 5.45    (4) 5.89    (2) 

Enjoyment 
(χ2

(3)=2.11, p>0.05) 
4.60    (9) 4.35    (10) 4.62    (8) 4.80    (9) 

Speed* 
(χ2

(3)=77.60, p<0.05) 
4.52    (10) 5.23    (4) 4.06    (9) 5.81    (3) 

Price* 
(χ2

(3)=23.23, p<0.05) 
4.09    (11) 3.78    (11) 3.99    (10) 4.90    (8) 

Mobility* 
(χ2

(3)=68.77, p<0.05) 
3.54    (12) 2.77    (12) 5.53    (2) 3.51    (11) 

 

  * = Significant Relationship. 

 

 

Interactivity and personalness also seemed very important with regards to face-to-face 

communication, and moderately important with regards to telephone. So even though 

personalness was the least important channel attribute overall both before and after 

departure, it was in fact the third most important reason for choosing face-to-face to 

get travel information. For print and Internet, these two attributes were among the 

least important attributes. Ease of use and accessibility were important attributes for 

telephone users, but only moderately important in relation to the other channels. 

 

Control was the most important attribute associated with Internet usage. This 

emphasises the fact that this channel can be used to access a variety of information 

sources, and the ability to decide which of them to access through this channel is one 

of its main features. Quantity was the most important attribute associated with print, 

which suggests that respondents were probably thinking more in terms of guidebooks 
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than brochures and magazines when answering this question. For the other two 

channels, control and quantity were relatively unimportant. 

 

Flexibility and speed seemed very important for Internet users. The first was also 

important for users of print, and the second for telephone users. With regards to face-

to-face, both these characteristics were relatively unimportant. Enjoyment and price 

appeared to be relatively unimportant choice criteria for all the information channels. 

 

Finally, mobility was found to be very important for those using printed travel 

information, whereas for the other channels this was among the least important 

attributes. Evidently the ability to take the information with you is a major reason for 

using printed materials. Again it should be pointed out, however, that these tests were 

performed with regards to channel usage before departure, and that mobility was 

found to be more important overall after the traveller had left for the destination.  
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5.7 Predicting Information Search 

The disintermediation issue in tourism is often portrayed as a choice of either travel 

agents or the Internet to search for information and purchase travel services. This 

simplification ignores the fact that a large number of the web sites selling travel 

services are in fact run by travel agents. Moreover, it ignores the fact that a large part 

of the businesses offering travel services on the Internet also offer these services 

through other channels. In fact, what is really a choice between two combinations of a 

source and a channel is presented as a choice between a source and a channel. 

 

A more precise description of the disintermediation issue would consider the choice 

of dealing with service providers directly through the Internet versus dealing with 

travel agents in a face-to-face situation. This decision is also important with regards to 

information search as all transactions involve some degree of preliminary information 

exchange. 

 

This section considers the disintermediation issue from an information search 

perspective by regarding the decision both as a choice between two information 

sources (travel agents vs. service providers) and a choice between two information 

channels (face-to-face vs. Internet) as well as considering the choice of two 

combinations of these sources and channels (travel agents / face-to-face vs. service 

providers / Internet). The objective is to identify which of the independent variables 

discussed in this chapter are best at predicting the outcome of these decisions. 
 

5.71 The Effect of Single Variables 

As a first step in identifying essential predictors of information source, channel, and 

strategy choice, the relationships between the three contrasts and each of the 

independent variables were explored. In predicting information search behaviour the 

focus was primarily on variables that are easily measurable and actionable for market 

segmentation purposes. The source and channel attributes and the search context 

variables are less interesting in this respect because a potential customer’s perception 

of these attributes and the particular search context that applies are difficult to use 

directly for segmentation. This section therefore focuses on the situational trip 

variables as well as the personal characteristics of the traveller.  
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The answers in the information search matrix where the respondents indicated their 

most important information search strategy before departure were used as the basis to 

form a set of three dependent variables for comparison in the analyses. The strategy 

contrast variable was formed simply by assigning all respondents who had used the 

combination of travel agents and face-to-face a value of 1 and those who had used the 

combination service providers / Internet the value 0. For the source comparison, all 

respondents who had used any of the travel agent combinations were assigned the 

value of 1 and any of the service provider combinations the value 0. In similar fashion 

all face-to-face combinations were coded 1 and all Internet combinations were coded 

0 to form the channel comparison variable. 

 

Table 5.23 shows the results of a series of chi-square contingency table analyses that 

were performed on these comparison variables to investigate their relationship to the 

various situational and personal independent variables. Significant results appear in 

bold types in the table. 

 

 Table 5.23: Chi-Square Tests of Contrast Variables 

 Travel Agents vs. 
Service Providers 

Face-to-Face vs. 
Internet 

Travel Agents 
/ Face-to-Face vs. 
Service Providers 

/ Internet 
Destination Naivety χ2

(1)=0.66, p>0.05 χ2
(1)=6.84, p<0.05 χ2

(1)=4.74, <p0.05 

Duration χ2
(2)=2.99, p>0.05 χ2

(2)=8.45, p<0.05 χ2
(2)=3.66, >p0.05 

Mode of Travel χ2
(3)=18.23, p< 0.05 χ2

(3)=7.09, p>0.05 χ2
(3)=22.71, <p0.05 

Accommodation χ2
(3)=9.04, p<0.05 χ2

(3)=15.92, p<0.05 χ2
(3)=10.07, <p0.05 

Travel Style χ2
(1)=6.76, p<0.05 χ2

(1)=24.81, p<0.05 χ2
(1)=22.22, <p0.05 

Travel Party χ2
(3)=3.95, p>0.05 χ2

(3)=21.71, p<0.05 χ2
(3)=16.86, <p0.05 

Purpose χ2
(2)=12.24, p<0.05 χ2

(2)=3.43, p>0.05 χ2
(2)=9.83, <p0.05 

Language χ2
(2)=3.03, p>0.05 χ2

(2)=4.47, p>0.05 χ2
(2)=5.32, >p0.05 

Gender χ2
(1)=0.58, p>0.05 χ2

(1)=1.61, p>0.05 χ2
(1)=0.00, >p0.05 

Age χ2
(4)=4.36, p>0.05 χ2

(4)=8.85, p>0.05 χ2
(4)=12.39, <p0.05 

Nationality χ2
(4)=12.16, p<0.05 χ2

(4)=1.69, p>0.05 χ2
(4)=14.70, <p0.05 

Education χ2
(2)=1.71, p>0.05 χ2

(2)=6.80, p<0.05 χ2
(2)=5.31, >p0.05 

Income χ2
(3)=4.07, p>0.05 χ2

(3)=2.56, p>0.05 χ2
(3)=2.35, >p0.05 
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It is evident from the table that different independent variables affect the source, 

channel, and strategy contrasts somewhat differently. The information source decision 

was significantly associated with mode of travel, accommodation, travel style, 

purpose, and nationality. The channel decision, on the other hand, was associated with 

destination naivety, duration of the trip, accommodation, travel style, travel party, and 

education. This underlines the importance of distinguishing between sources and 

channels, as the two types of decisions seem to be associated with slightly different 

sets of predictors. Note also that while age was not significantly associated with either 

the source or the channel decision alone, it did show significance with regards to 

strategy choice. 

 

Another interesting observation was that the various contrasts were significantly 

associated with different numbers of independent variables. The difference between 

the two information search strategies was related to a larger number of the 

independent variables than the source and channel contrasts. In other words, it is 

easier to distinguish between the two source and channel combinations based on these 

independent variables than it is to distinguish between the two sources or the two 

channels involved in the combination. This will become even more evident when 

looking at the models that were constructed to predict the various decision outcomes 

based on these variables. 

 

5.72 Binomial Logistic Regression 

Binomial logistic regression analysis was used to identify which of the variables from 

Table 5.23 were the best predictors of information search behaviour. Logistic 

regression allows the prediction of group membership from a set of independent 

variables and is thus similar to discriminant functions analysis. It is, however, more 

flexible as it does not make any assumptions about the distribution of the predictor 

variables (Tabachnick & Fidell, 2001). It is also related to linear regression analysis, 

but rather than explaining a metric dependent measure, logistic regression is 

formulated to predict and explain a categorical dichotomous variable (Hair, Anderson, 

Tatham, & Black, 1998). 
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The multiple logistic regression equation bears many similarities to the multiple linear 

regression model, but instead of predicting the value of a variable Y from a set of 

predictor variables (Xs), it predicts the probability of Y occurring given known values 

of the predictors (Field, 2000). Furthermore, it uses a logarithmic transformation of 

the data to overcome the problem of the outcome variable being dichotomous and thus 

violating the assumption of a linear relationship between the variables. The following 

is a representation of the logistic regression equation: 

 

P(Y) = 1 / 1+e-Z 

 

Z = B0 + B1X1 + B2X2 + ... + BnXn +  ε 

 

In this equation e is the base of natural logarithms, and Z is the linear combination of 

coefficients similar to traditional regression analysis. In logistic regression, however, 

the coefficient (B) signifies the change in the log odds associated with a one-unit 

change in the independent variable with the other variables held constant (Munro, 

1997). With categorical predictors a one-unit change means a change of category. 

 

One of the uses of logistic regression is to identify the most parsimonious sub-set of 

independent variables that manages to reliably predict an outcome (Grimm & 

Yarnold, 1995). In this case all the variables that were found to be significantly 

related to any of the contrast variables in Table 5.23 were initially included when 

running the analyses. Thus, the variables language, gender, and income were excluded 

from the outset, as they did not significantly differentiate between any of the pairs of 

options. 

 

The stepwise backward likelihood ratio method of regression was used. This method 

starts by creating a model including all the predictor variables, calculating coefficients 

for these variables that maximises the likelihood of a certain outcome. The likelihood 

is the probability of the observed result, given the parameter estimates (Munro, 1997). 

It then tests whether any of these predictors can be removed from the model without 

having a significant effect on how well the model fits the observed data (Fields, 

2000). The first predictor to be removed is the one that has the least impact on the 

goodness of fit. The end result is the sub-set of variables that best predicts the 
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outcome on the dichotomous dependent variable when the contributing effect of all 

the other independent variables are taken into consideration. A 0.05 level of 

probability was used for stepwise removal of variables.  

 

Stepwise methods are defensible for exploratory research where causality is not of 

interest and one merely wishes to find a model that fits the data (Menard, 1995). Of 

the stepwise methods the backward alternative is preferable because it is less likely 

than forward methods to exclude variables involved in suppressor effects (Field, 

2000). A suppressor effect occurs when a predictor has a significant effect but only 

when another variable is held constant. 

 

All the independent variables were coded as categorical variables, and the indicator 

type of contrast was used. This means that one of the categories (usually the first or 

the last) is used as a reference category to which all other categories are compared. In 

this case the last category of each predictor variable was chosen as the reference. 

 

5.73 Model One: Predicting the Choice of Information Source 

The first model was designed to predict the choice of travel agents as opposed to 

service providers as the most important information source before departure. A 

significant difference was found between the final model and the constant only model 

(χ2
(10) = 38.61, p < 0.05), indicating that the included variables do, in fact, contribute 

to the predictive power of the model. 

 

Table 5.24 shows that out of all the personal and situational variables that were 

considered, the sub-set of variables that best predicted the outcome of this choice 

included travel style, purpose, age, and nationality. By using the category coefficients 

from the B column of this table in the logistic regression equation above, the model 

can predict the probability of choosing travel agents over service providers based on 

which of the predictor categories a traveller belongs to.  
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Table 5.24: Variables in the Model Predicting Choice of Information Source 

95.0% C.I.for 
EXP(B) Variables B 

 
S.E. 

 
Wald 

 
df 
 

Sig. 
 

Exp(B)
 

Lower Upper 
 Travel Style -1.040 .500 4.328 1 .037 .354 .133 .942 
  Purpose  8.532 2 .014   
     Business .729 .517 1.990 1 .158 2.073 .753 5.710 
     VFR -1.481 .683 4.709 1 .030 .227 .060 .866 
  Age  10.230 4 .037   
     Under 30 -2.246 .763 8.657 1 .003 .106 .024 .472 
     30 – 39 -1.690 .768 4.845 1 .028 .185 .041 .831 
     40 – 49 -2.469 .839 8.652 1 .003 .085 .016 .439 
     50 – 59 -2.104 .787 7.143 1 .008 .122 .026 .571 
  Nationality  13.197 4 .010   
     Scandinavia .295 .624 .224 1 .636 1.344 .395 4.567 
     Germany .722 .668 1.169 1 .280 2.059 .556 7.621 
     Holland 1.281 .603 4.512 1 .034 3.600 1.104 11.741 
     Other Europe -1.148 .635 3.269 1 .071 .317 .091 1.101 
  Constant 2.658 .751 12.512 1 .000 14.266   

 

 

 

Positive category coefficients in this table indicate that the likelihood of choosing 

travel agents is larger for this category than for the reference category of that variable. 

The Wald statistic, which has a chi-square distribution, indicates whether the B 

coefficient for that predictor is significantly different from zero. If it is significantly 

different from zero, one can assume that the variable is making a significant 

contribution to the prediction of the outcome (Field, 2000). The Wald statistic should 

be used with caution, however, because it tends to inflate the standard error if the B 

coefficient is large. This was not the case and therefore not considered a problem in 

any of the analyses in this study. 

 

The table also includes values of the odds ratio exp(B), which in this case is an 

indicator of the change in odds of preferring travel agents to service providers 

resulting from belonging to the various categories of the table compared to the 

reference category. Finally, the table contains a 95% confidence interval for the 

exp(B) statistic. 
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Travel style 

The first significant predictor in the source model was travel style. The reference 

category for this variable was organised tour, and the table shows the coefficients for 

independent travellers. Exp(B) had a value of 0.354 for this category, which means 

that the odds of travel agents being the most important information source rather than 

service providers was 0.354 times higher for independent travellers than for people 

travelling on an organised tour. Dividing 1 by this number finds the factor by which 

the reverse situation can be described: 1 / 0.354 = 2.82. In other words, there was an 

almost three times greater odds of someone on an organised tour using travel agents 

instead of service providers than for independent travellers. 

 

This result is interesting considering that when all the information sources were taken 

into consideration, the cell count for organised tour and service providers was 

significantly higher than expected. When contrasted only with travel agents, however, 

service providers seemed to be of little importance for organised travellers. This can 

be explained by the even lower importance placed by this group on sources such as 

information centres and journalists. It makes sense that travellers would rely less on 

service providers for an organised tour as the whole point of packaged travel is not to 

have to deal with several service providers directly. 

  

Purpose 

The reference category for the purpose variable in this test was holiday. The Wald 

statistic was significant for VFR travellers with an odds ratio value of 0.227. This 

means that there was a 4.4 times higher odds of choosing travel agents to acquire 

travel information for holidaymakers than for people visiting friends or relatives. 

Business travellers seemed even more likely to prefer travel agents although the 

difference between this group and holidaymakers was not statistically significant. It 

appears that VFR travellers needed only to make the practical transport arrangements 

with a service provider, and that all other information could be acquired from the 

friends or relatives that they were visiting. 

 

Age  

For the age variable, the reference category was travellers over 59 years old. All the 

other age categories in the table show a significant difference in the odds of choosing 
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travel agents when compared to this group. The coefficients for all the categories are 

negative which means that all the younger age groups were less likely than the senior 

group to prefer travel agents to service providers when searching for information. In 

fact, in three of the age categories, the odds of choosing a travel agent is more than 10 

times higher for travellers over 59. 

 

It is interesting to note that although age was not significant in differentiating between 

travel agents and service providers when considered separately in the chi-square 

analysis (Table 5.23), it remained as one of the most important predictors of this 

contrast when considered in relation to the other independent variables of the 

regression analysis. 

 

Nationality 

The reference category for this variable was other, i.e. people from other countries 

than those mentioned in the table. The Wald statistic was significant for travellers 

from Holland. Looking at the odds ratio it appears that Dutch travellers had a 3.6 

times higher odds of choosing travel agents than people from other countries than 

those in the table. Travellers from Germany and Scandinavia also seemed more likely 

to use travel agents, whereas for those from other European countries the odds were 

lower than for the reference category. These relationships, however, were not 

statistically significant.  

 

The above results indicate that preferring travel agents to service providers is most 

likely under the following conditions: 

 

• On an organised tour 
• On business or holiday (not VFR) 
• Over 59 years old 
• From Holland 

 

It must be pointed out that belonging to any of these categories would increase the 

odds of preferring travel agents. Belonging to several of the categories is likely to 

maximise the odds of this outcome, although some of the combinations may not seem 

likely or logical. This will become evident when looking at the next model. 
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5.74 Model Two: Predicting the Choice of Information Channel 

The channel model was designed to predict the choice of face-to-face as opposed to 

the Internet (Table 5.25). This choice appears to be best predicted by the following 

four variables: destination naivety, accommodation, travel style, and travel party. A 

comparison of the model with these variables included and the constant only model 

indicated a significant difference (χ2
(8) = 56.13, p < 0.05). 

 

Table 5.25: Variables in the Model Predicting Choice of Information Channel 

95.0% C.I.for 
EXP(B) Variable 

 
B 
 

S.E. 
 

Wald 
 

df 
 

Sig. 
 

Exp(B) 
 

Lower Upper
 Destination Naivety .670 .284 5.587 1 .018 1.955 1.121 3.409
  Accommodation    15.165 3 .002      
     Hotel / Motel -1.105 .372 8.797 1 .003 .331 .160 .687
     Camping .324 .490 .437 1 .509 1.382 .529 3.610
     Cabin -.381 .431 .781 1 .377 .683 .294 1.590
  Travel Style -1.523 .410 13.769 1 .000 .218 .098 .487
  Travel Party    7.898 3 .048      
     Alone -1.511 .562 7.228 1 .007 .221 .073 .664
     With One Other -1.307 .512 6.518 1 .011 .271 .099 .738
     Family w. Children -1.153 .561 4.231 1 .040 .316 .105 .947
  Constant 2.418 .651 13.788 1 .000 11.224    

 

 

Destination Naivety 

The first significant predictor included in the channel model was destination naivety. 

In the test the reference category for this variable was repeat visitors, and the table 

shows the coefficients for first-time visitors to Norway. The value of exp(B) indicates 

that the odds that a first-time visitor would have face-to-face as his or her most 

important information channel rather than the Internet was almost twice that of repeat 

visitors. Apparently being a first-time visitor increases the complexity of the 

information search, and a richer communication channel than Internet is required. 

 

Accommodation 

The reference category here was travellers who were staying with friends or family. 

The only significant category in the table was hotel / motel, and it appeared that 

travellers using this type of accommodation had about three times the odds of 

choosing the Internet for travel information compared to those staying with friends or 
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family. Campers seemed to be even more likely to choose face-to-face 

communication than those staying with friends or family, but the difference between 

these two groups was not statistically significant. These differences make sense 

considering that the Internet is a channel suitable for researching and booking 

accommodation in advance. This is often not necessary for campers and people 

staying with friends or family, and so this channel becomes less important. 

 

Travel Style 

The travel style category compared independent travellers to people going on 

organised tours, and the table shows that the latter group had about 4.5 times higher 

odds of choosing face-to-face as the most important information channel than 

independent travellers. It appears that independent travellers have a greater need to do 

research about the trip and the destination than organised travellers, and the Internet is 

a channel that supports this. 

 

Travel Party 

For this variable, the categories in the table were compared to people who were 

travelling in another travel group constellation than the ones mentioned. The 

significance of the Wald statistics indicate that all the travel party configurations in 

the table differ from the other category in terms of the odds of face-to-face being the 

most important information channel. As all the coefficients in the B column are 

negative, it appears that all these categories were less likely to choose face-to-face 

communication than the reference category. For instance, the odds of people 

travelling alone preferring the Internet to face-to-face was 4.5 times greater than that 

of people travelling in a group other than family. 

 

As mentioned earlier, belonging to this other group was highly related to being on an 

organised tour as measured by the travel style variable. This analysis shows, however, 

that even when travel style is included in the model, comparing this group to other 

travel party constellations adds significantly to the predictive power of the model.   
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Preferring face-to-face over the Internet is most likely under the following conditions: 

 

• First-time visitor 
• Camping or staying with friends or family 
• On an organised tour 
• Travelling with a non-family group 

 

The idea of non-family groups on an organised tour staying with family may seem 

somewhat unlikely. This illustrates the point made earlier that certain combinations of 

these categories may be unlikely, and that belonging to either one of them will 

increase the odds of the predicted outcome. 

 

5.75 Model Three: Predicting the Choice of Search Strategy 

This final model was designed to predict the likelihood of choosing the combination 

of travel agents and face-to-face rather than the combination of service providers and 

the Internet. For the sake of simplicity, the former will be abbreviated T/F and the 

latter S/I. According to Table 5.26, the choice between the two seems to be best 

predicted based on the person’s travel style, age, and nationality. With these indicators 

included, the model predicted the outcome significantly better than the constant only 

model (χ2
(8) = 43.29, p < 0.05). 

 

Table 5.26: Variables in the Model Predicting Choice of Information Search Strategy 

95.0% C.I.for 
EXP(B) Variable 

  
B 
  

S.E. 
  

Wald 
  

df 
  

Sig. 
  

Exp(B) 
  

Lower Upper 

 Travel Style -3.343 .973 11.817 1 .001 .035 .005 .238
  Age    9.152 4 .057     
     Under 30 -3.260 1.181 7.625 1 .006 .038 .004 .388
     30 – 39 -3.340 1.295 6.648 1 .010 .035 .003 .449
     40 – 49 -3.755 1.458 6.637 1 .010 .023 .001 .407
     50 – 59 -2.480 1.154 4.615 1 .032 .084 .009 .805
  Nationality    7.646 4 .105     
     Scandinavia .998 1.221 .668 1 .414 2.713 .248 29.730
     Germany 1.876 1.065 3.103 1 .078 6.525 .810 52.593
     Holland 1.976 1.031 3.671 1 .055 7.215 .956 54.480
     Other Europe -1.304 1.304 1.000 1 .317 .271 .021 3.498
  Constant 3.974 1.206 10.860 1 .001 53.191    
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Travel Style 

Travel style was found to be one of the best predictors for the source and channel 

decisions as well, but by specifying the actual combination of source and channel one 

can see a substantial increase in the ability of this variable to predict information 

search. Using the exp(B) value and reversing it to refer to the odds of organised 

travellers choosing the T/F strategy, this was as much as 28.6 times higher than for 

independent travellers. 

 

Age 

The effect of specifying the exact combination of source and channel was even greater 

with regards to using age as a predictor. The categories in the table are compared to 

the over 59 years group of travellers, and in addition to all of them being significant 

they all have coefficients with negative values. This means that all the age groups in 

the table were less likely to have T/F as their preferred search strategy than the 

travellers over 59 years old. The biggest difference in odds was found with regards to 

the 40-49 year olds whose odds of preferring T/F to S/I were in fact 43.5 times higher 

than for those over 59 years. 

 

Again it is interesting to observe that age, which was not significantly related to the 

source or the channel decision when considered alone, was found to be one of the 

most important search strategy predictors when considered together with the other 

independent variables in the regression analysis. It should be added, however, that for 

the over 59 years group there was an overrepresentation of respondents who preferred 

travel agents to service providers (77%) as well as an overrepresentation of 

respondents who preferred face-to-face to the Internet (66%). 

 

Nationality 

The last predictor included in the search strategy model was nationality. Although 

none of the categories in Table 5.26 were significantly different from the other 

category which was used as a reference, there appeared to be a major difference 

between the group from Holland, who had a positive coefficient and those from the 

other Europe category, who had a negative coefficient. Compared to the reference 

group of nationalities other than those in the table the Dutch travellers had a 7.2 times 

higher odds of preferring T/F, whereas the odds for other European travellers were 3.7 
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times lower. Apparently it was the significance of this difference that accounted for 

nationality being selected as one of the best predictors of search strategy. 

 

To verify the above conclusion, the same test was run again using Holland as the 

reference category. This test did indeed show a significant difference in the odds ratio 

compared to the other Europe group. The value of exp(B) for this category in the new 

test was 0.038, indicating that travellers from Holland were, in fact, 26.32 times more 

likely to choose T/F than travellers from other European countries than those in the 

table. No significant difference was found for Dutch travellers with regards to the 

choice between Internet and face-to-face, so clearly it is the preference for that 

specialised travel agency for Dutch auto travellers in Norway discussed previously 

that contributes to these odds. 

 

5.76 Assessing the Prediction Models 

The above results have shown that much larger differences in odds can be calculated 

using a model that predicts an outcome that is specific in terms of source and channel 

combination than with the models contrasting source choice or channel choice 

separately. Table 5.27 presents further measures of how well the various models 

performed in terms of predicting the travellers’ choices. 

 

Table 5.27: Comparison of Prediction Models 

 1 - Source Model 2 - Channel Model 3 - Strategy Model 

Nagelkerke’s R2 0.285 0.252 0.530 

Classification Accuracy 72.4% 66.9% 78.2% 

Variables Included 

Travel Style 
Purpose 
Age 
Nationality 

Destination Naivety 
Accommodation 
Travel Style 
Travel Party 

Travel Style 
Age 
Nationality 

 

 

Nagelkerke’s R2 is comparable to the R2 used in standard linear regression. A value of 

0.530 for the strategy model can be interpreted as indicating that the variables in the 

model explained 53% of the variation in the dependent strategy contrast variable, 
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which is considered quite adequate for models in the social sciences. As can be seen 

in the table, the value is close to twice that of the other two models. 

 

The classification accuracy values also indicate that the strategy model is better at 

predicting which of the two categories of the dependent variable a case will belong to 

based on scores on the independent variables. The strategy model is able to correctly 

classify an overall 78.2 percent of the cases compared to only 66.9 percent for the 

channel model. 

 

Finally, the table illustrates that the strategy model is able to achieve these relatively 

better results based on less information than the other two variables using only three 

indicator variables as opposed to four. It appears that the increased precision resulting 

from describing information search in terms of a combination of source and channel 

makes it easier to distinguish between groups of travellers preferring one type of 

information search to another. In other words, the strategy model is more 

parsimonious than the other two. 

 

Returning to the issue of disintermediation, it appears that travellers are most likely to 

choose the combination of travel agents and face-to-face under the following 

conditions: 

 

• On an organised tour 
• Over 59 years old 
• From Holland 

 

On the other hand, travel agents promoting Norway as a destination have most reason 

to fear disintermediation from independent travellers, travellers between 40 and 49 

years old, and travellers from countries other than Holland, Germany, and 

Scandinavia. A travel agent in this position must consider his or her role as a travel 

agent compared to service providers in terms of which categories potential customers 

belong to in the predictors suggested by the source model: travel style, purpose, age, 

and nationality. When evaluating his or her communication channel dispositions, on 

the other hand, this should be done with consideration to the variables suggested by 

the channel model: destination naivety, accommodation, travel style, and travel party. 
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It should be added that although the predictive power of the strategy model was 

considered adequate, the R2 value of 0.530 highlights the fact that there are likely to 

be other variables that may also be important in determining the choice between these 

two information search strategies. The contingency table analyses earlier in this 

chapter have indicated that the search context as well as the travellers’ perceptions of 

source and channel attributes were also significantly associated with information 

search behaviour. In fact, regression analyses that included these variables resulted in 

models with substantially better predictive power. However, as already mentioned, 

such models are of limited value if the predictors they include are not practically 

useful in terms of segmenting travellers before they actually search for information.  

 

As a final assessment of the models, an investigation of outliers was carried out to see 

if any cases had an unduly large effect on the fit of the model to the data. 

Misclassified cases with standardised residuals of more than +2 or less than –2 were 

examined to identify potential patterns in the responses of these cases. No apparent 

pattern was found, however, that could justify excluding these cases from the 

analyses.   
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5.8 Summary 

This chapter has presented the results of the quantitative Phase Two of this project. 

The primary objectives were to explore the effects of personal, situational, and 

attribute variables on travellers’ choice of information sources, channels, and search 

strategies. In addition, binomial logistic regression analysis was employed to identify 

which of the personal and situational variables were the best predictors of the choice 

between two sources, channels, and strategies. 

 

The variable trip phase was considered separately from the other situational variables, 

and it appeared that whether the traveller was seeking information before or after 

departure had a significant impact on source, channel, as well as strategy choice. It 

was also found, however, that the combination of face-to-face and friends or family 

was the most important overall search strategy regardless of trip phase. Because most 

of the other situational, personal, and product characteristics were also found to be 

significantly associated with the three different decisions, it is more appropriate and 

interesting to summarise these results by pointing out the relationships that were not 

significant: 

 

• Gender and education did not seem to be directly associated with any of the 

three information search decisions. 

• Duration of the trip seemed to be associated with channel and strategy choice 

but not the choice of information source. 

• Income seemed to be associated with source and strategy choice but not the 

choice of information channel. 

• Timing, that is, time available for information search, seemed to be associated 

with channel and strategy choice but not the choice of information source. 

• Enjoyment and ease of use were the only product characteristics tested here 

that did not seem to differentiate significantly between the included channel 

alternatives. 
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To double-check the results of the initial chi-square analyses, the personal and 

situational variables were subsequently cross-tabulated with a set of new source and 

channel variables recoded from the information matrix variable in a fashion similar to 

that explained for the logistic regression analyses. These tests found significant 

relationships with the same independent variables as the initial tests with the original 

variables with two additions: In the latter test both duration and education were found 

to be significantly related to the choice of information source. Gender is thus the only 

one of the personal and situational variables tested here that did not seem to influence 

information search behaviour in any way. 

 

The effect of separating information sources from information channels has been 

demonstrated in several ways in this chapter. Firstly, the results of the contingency 

table analyses showed how sources and channels were associated in different ways 

with personal and trip characteristics. It has also been shown that a personal variable 

(income) in a certain situation can be significantly related to the importance placed on 

an information source while not being related to channel importance. Conversely, a 

situational characteristic (timing) was shown to be significantly related to channel 

importance but not to source importance. The contingency table analyses also 

indicated that sometimes a strategy is chosen because of a particular source 

preference, whereas other times it is the channel preference that is dominant in 

making the strategy choice. 

 

The results from these analyses have also demonstrated some interesting effects of 

using the information matrix to measure information search behaviour in terms of 

source and channel combinations. Both the contingency table analyses and the logistic 

regression analyses indicated that the personal and situational variables could better 

explain the choice of information search strategies than the choice between sources 

and channels separately. The first indication of this was that more significant 

differences were found when comparing search strategies than when comparing 

sources or channels. It was also shown that a variable (age) that did not significantly 

distinguish between the choice of two sources (travel agents vs. service providers) nor 

the choice between two channels (face-to-face vs. Internet) was, in fact, significant in 

terms of distinguishing between the choice of two strategies involving these same 

sources and channels.  
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Finally, the logistic regression analyses resulted in a better model in the case of 

predicting strategy choice than when attempting to predict the choice between sources 

or channels. Using the predictors travel style, age, and nationality, the strategy model 

accounted for 53% of the variation in the choice between travel agents / face-to-face 

and service providers / Internet. The implications of the findings of this study and 

their relation to previous research are discussed in the next chapter. 
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6.0 Introduction 
The aim of this research was to discover and explore the most important product, 

personal, and situational characteristics influencing travellers’ choice of information 

sources and channels when visiting a foreign country. This dissertation describes how 

this has been achieved through a mixed methods approach combining both qualitative 

and quantitative techniques. In Phase One a number of such characteristics were 

identified by asking international travellers direct, open-ended questions about their 

reasons for choosing a certain source or channel of information. In Phase Two the 

relative importance of those characteristics with regards to choosing particular sources 

and channels was measured using a questionnaire and analysed using an array of 

statistical tests. The results of these phases were presented in the two preceding 

chapters. 

 

In this final chapter the most important findings from the project are summarised and 

discussed with reference to the theoretical and empirical literature reviewed in 

Chapter Two. Then the implications of the results for tourism theory and practice are 

discussed. Finally, the limitations of this research are considered, and some potential 

avenues of future research on this topic are suggested. 
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6.1 Summary of Main Results 
The following research problem has been addressed in this research: 

 

• What are the most important product, personal, and situational characteristics 

influencing travellers’ choice of information sources and channels when 

visiting a foreign country? 

 

The most important characteristics that were identified in Phase One are summarised 

in Table 6.1. The table includes two different groups of product characteristics (source 

characteristics and channel characteristics) and two groups of situational 

characteristics (trip characteristics and search characteristics). 

 

Table 6.1: Summary of Characteristics Identified in Phase One 

Label Description 

Source Characteristics 
Destination Experience The source has been to the destination before 
Knowledge The source possesses a lot of the required information 
Credibility The source can be trusted to tell the truth 
Locals The source is a local from the destination 
Travel Experience The source has a lot of travel experience 
Channel Characteristics 
Ease of Use The channel is easy to use 
Personalness The channel is personal 
Flexibility The channel can be used whenever required and as long as required 
Quantity The channel can provide a lot of information 
Interactivity The channel returns immediate answers to direct questions 
Accessibility The channel is accessible 
Speed The channel is quick 
Enjoyment The channel is nice and comfortable to use 
Directness The channel provides direct contact with the source 
Control The channel allows the searcher to choose the required information 
Mobility The channel can be carried around 
Price The channel is cheap to use 
Situational Trip Characteristics 
Destination Naivety Whether the traveller has been to the destination before 
Trip Purpose The main purpose of the trip 
Duration How long the traveller is staying at the destination 
Travel Style Whether the person is travelling independently or on an organised tour 
Travel Party Whether the person is travelling alone or with other travellers 
Distance How far away the from home the person is travelling 
Accommodation The main type of accommodation the traveller is using 
Mode of Travel The main type of transport the traveller is using 
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Situational Search Characteristics 

Topic What the traveller is seeking information about  
Booking Whether the traveller is planning to book a ticket from the source 
Subjectivity Whether the traveller is interested in facts or subjective experiences 
Trip Phase Whether the information search takes place before or after departure 
Planning Stage Whether the traveller has decided where to go on the trip 
Timing Whether the traveller has much time available for information search 
Personal Characteristics 
Search History Whether the traveller has used the source or channel before 
Acquaintance Whether the traveller knows the source personally 
Preference Whether the traveller has a general preference for a source or channel 
Age How old the traveller is 

Table 6.1 continued. 

 

 

In addition to the variables mentioned in this table, the interviews in Phase One 

identified a number of message characteristics (completeness, believability, accuracy, 

timeliness, understandability, and relevancy) as well as several uncategorised choice 

factors (information format, channel combinations, circumstance, proximity, source / 

channel interactions, availability, lack of options, usefulness, helpfulness, problem 

complexity, similarity, familiarity, search mode, shortcut, one-stop-shop, versatility, 

language, originality, presentation, company policy, insurance, comparability, 

experience, likeability, proactivity, time difference, peer pressure, obligation to buy, 

and sharing) that had influenced the respondents’ choice of information search 

strategy. The focus of this study, however, was on the groups of characteristics 

mentioned in the table, and it was these that were measured in the quantitative tests of 

Phase Two. 

 

The second aim of the study was to investigate the relationships between the product, 

personal, and situational characteristics and the choice of particular sources and 

channels. Figure 6.1 illustrates the most important relationships that were identified in 

Phase Two of this project. Included in the model are personal and situational 

characteristics that had a significant impact on the choice of sources and / or channels. 

The model also shows which of the product characteristics were most important for 

respondents choosing the various sources and channels. 
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Figure 6.1: Summary of Phase Two Relationships 
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The tests performed in this study do not allow for any interpretations of the direction 

of the relationships between these variables. The lines in this model merely indicate 

that there was a significant positive association between the personal and situational 

characteristics and the most important information sources and channels. It can 

therefore be concluded, for instance, that the choice of journalists as an information 

source is associated with being a young traveller. For the product characteristics, the 

lines connect the sources and channels with the attributes that were most important for 

the respondents using them. For instance, knowledge was the most important source 

characteristic for travellers using journalists to acquire information. 

 

This model shows a sub-set of the variables that were identified in the qualitative 

interviews, all of which were found to have a significant impact on the choice of 

information sources and / or channels. Thus, it includes the most important product, 

personal, and situational characteristics found in this study to influence travellers’ 

choice of information sources and channels when visiting a foreign country. 
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6.2 Discussion 
In previous studies of tourism information search the main focus has been on the 

situational trip variables of Table 6.1 as well as demographic variables such as age, 

gender, income, education, and nationality. For this reason, these variables were also 

incorporated into the quantitative phase of this study. The interviews in Phase One, 

however, gave clear indications that these variables were relatively unimportant in 

terms of their direct, conscious influence on travellers’ choice of information search 

strategy. The results show that other factors such as search context and characteristics 

associated with the particular source or channel play a more prominent role in this 

decision. 

 

One of the main contributions of Phase One of this study is therefore to direct the 

attention to these groups of variables that, according to the travellers’ own accounts, 

are highly influential in their choice of information search strategy. It appears that 

previous research has focused on established quantitative measures of tourism 

behaviour without asking the travellers themselves about the reasons for their 

information search behaviour. By incorporating a qualitative phase into the 

investigation, this project has contributed to a richer and more comprehensive picture 

of the factors influencing traveller’s choice of information sources and channels. 

 

To draw any parallels between the findings of this project and previous work on this 

topic, however, one must look to the situational trip variables and the demographic 

variables and see how they have been found to relate to the choice of specific sources 

and channels. Table 6.2 summarises the results from Phase Two regarding the 

significance of these types of variables and compares them with the studies discussed 

in the literature review. The table shows whether or not the variables were found to be 

significantly related to the choice of both information sources and information 

channels in this study and whether these results are supported or contradicted by 

previous research. 
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Table 6.2: Comparison of Phase Two Results and Previous Studies 

Variable Significance Supported by Contradicted by 

Destination Naivety Yes Woodside & Ronkainen, 1980 
Andereck & Caldwell, 1993 
Dodd, 1998 
Vogt et al., 1998 
Chen & Gursoy, 2000 
Gursoy, 2003 
Kersetter & Cho, 2004 

Lo et al., 2004 
Luo et al., 2004 

Duration No Woodside & Ronkainen, 1980 
Luo et al., 2004 

Gitleson & Crompton, 1983 
Snepenger et al., 1990 

Mode of Travel Yes Woodside & Ronkainen, 1980 
Fodness & Murray, 1998 

 

Accommodation Yes Woodside & Ronkainen, 1980 
Snepenger et al., 1990 

 

Travel Style Yes Snepenger at al., 1990 
Hyde, 2000 
Tjostheim, 2002 

 

Travel Party Yes Gitleson & Crompton, 1983 
Fodness & Murray, 1999 
Luo et al., 2004 

 

Purpose Yes Snepenger et al., 1990 
Fodness & Murray, 1998 
Chen, 2000 
Gursoy & Chen, 2000 
Lo et al., 2002 
Luo et al., 2004 

 

Gender No Lo et al., 2002 Gitleson & Crompton, 1983 
Capella & Greco, 1987 
Snepenger et al., 1990 
Dodd, 1998 
Luo et al., 2004 

Age Yes Gitleson & Crompton, 1983 
Capella & Greco, 1987 
Raitz & Dakhil, 1989 
Fesenmaier & Vogt, 1992 

Lo et al., 2002 
Luo et al., 2004 

Nationality Yes Uysal et al., 1990 
Gursoy & Chen, 2000 
Lo et al., 2002 

 

Education No Gitleson & Crompton, 1983 
Capella & Greco, 1987 
Fesenmaier & Vogt, 1992 
Andereck & Caldwell, 1993 
Dodd, 1998 

Lo et al., 2002 
Luo et al., 2004 

Income Yes Gitleson & Crompton, 1983 
Fesenmaier & Vogt, 1992 
Fodness & Murray, 1999 
Lo et al., 2002 
Luo et al., 2004 

 

 

 

It is possible that some of the studies referred to did not bother publishing non-

significant results, which may explain why significant results tend to be supported 

more than non-significant results in this table. The table does, nevertheless, give an 
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idea of where there seems to be agreement in these studies and where there is 

inconsistency. Among the situational trip variables, for instance, it is clear that the 

variables destination naivety and duration are controversial with regards to their 

influence on information search. However, with seven separate studies showing a 

significant effect for destination naivety, this is clearly a factor that should not be 

ignored. When it comes to duration, on the other hand, it was found in this study that 

the variable was associated with the choice of information channel but not with the 

choice of information source. Duration is therefore an example of a variable that may 

have produced conflicting results in the existing literature because of the failure to 

distinguish between sources and channels of information. 

 

With regards to the demographic variables, it is clear that the lack of influence of 

gender in this research is in contrast with most of the literature. According to the 

results of the current study, gender did not have an influence on either the choice of 

source or the choice of channel. This is supported by Lo et al. (2002) but contradicted 

by several other studies. It is difficult to point to any particular differences in the 

studies that may explain these conflicting results, and gender should therefore not be 

ignored as a potential factor influencing the choice of information search strategy 

until further investigations have been made. 

 

In addition to the variables discussed here, all the situational search variables from 

Table 6.1 were found to be significantly related to either the choice of information 

source, or channel, or both. However, as these variables mere measured primarily in 

connection to the choice of source and channel combinations, they are not included in 

the model of Figure 6.1. 

 

An assessment of previous inquiries into the relationships between situational and 

personal variables and the specific direction of travellers’ information search is 

complicated by the lack of distinction between information sources and information 

channels in those studies. This problem was discussed in the literature review in 

Chapter Two and is, in fact, a major part of the justification for this project. With 

regards to such specific relationships it is therefore difficult to say whether the results 

from this project support or contradict earlier studies. 
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A few of the results from the current literature, however, are comparable to those of 

this study to the extent that it is specified whether the researcher has measured a 

source or a channel. Table 6.3 provides a summary of statements from previous 

research that are confirmed in this study. 

 

Table 6.3: Confirmed Results of Previous Studies 

 

• People over 50 years old are more likely to use travel agents than younger age groups 

(Gitleson & Crompton, 1983). 

• Print media are less useful to young adults than electronic media (Raitz & Dakhil, 1989). 

• Tourists with higher incomes are more likely to seek consultant’s help than expected (Gitleson 

& Crompton, 1983). 

• Travellers with lower incomes are more likely than others to use friends and relatives for 

travel information (Fesenmaier & Vogt, 1992; Fodness & Murray, 1999; Luo et al., 2004). 

• People whose primary purpose of the trip is to visit friends or relatives are more likely to use 

these for information than other sources (Snepenger et al., 1990; Fodness & Murray, 1998; 

Lo et al., 2002; Luo et al., 2004). 

• Leisure travellers rate the influence of guidebooks higher than other travellers (Lo et al., 

2002). 

• Business travellers are more likely to use travel agents than are leisure travellers (Chen, 

2000; Gursoy & Chen, 2000), and less likely to use friends and relatives (Lo et al., 2002; Luo 

et al., 2004). 

• Those who buy organised tours are often found to be travel agent users (Snepenger et al., 

1990; Tjostheim, 2002), and independent travellers use more Internet (Tjostheim, 2002). 

• Repeat visitors to a destination are more likely than first-time visitors to get information from 

travel agents (Gursoy, 2003) or directly from airlines (Chen & Gursoy, 2000). 

• Travellers who stay in hotels or motels are more likely to use travel agents than other sources 

(Snepenger et al., 1990), and people staying with friends or family are most likely to use these 

to get information (Luo et al., 2004). 

• People travelling in a non-family group are less likely to use the Internet than are other 

travellers (Luo et al., 2004). 
 

 

 

Other results from this study appear to be contradicting those of previous researchers. 

Capella and Greco (1987), for instance, found that travel agents were not important 

information sources for travellers over 60 years old. The results of this study, on the 
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other hand, indicate that although friends and family play a more important role for 

older travellers, travel agents are nevertheless their second most important 

information source. It seems to make sense that older travellers would also be travel 

agent users considering that they have a tendency to travel on organised tours, and 

organised travellers have been found to use travel agents extensively (Snepenger et 

al., 1990). 

 

Another example of a finding that seems to contradict the results of this project is 

found in Gursoy (2003). His research indicated that those with low levels of 

familiarity with the destination are more likely to use friends and relatives than 

travellers with high familiarity. The results of this project, however, suggest that 

friends and family are more important for repeat visitors, who presumably have a 

higher level of destination familiarity. This latter conclusion is to some degree 

supported by Dodd (1998) who found that the more frequently people have visited a 

tourist attraction, the greater the importance of word-of-mouth information. As 

pointed out by Gursoy (2003), however, the relationship between information search 

and this particular variable is complex and sensitive to how it is operationalised. The 

literature abounds with different terms used to describe the concept such as: 

destination naivety, prior visits, novelty, familiarity, expertise, past experience. 

 

Finally, Woodside and Ronkainen (1980) found that the further the distance travelled 

the greater the number of travellers using travel agents for planning assistance. 

Conversely, this study found that apart from the Dutch travellers, who must be 

considered a special case because of the role of specialised travel agents in that 

country, travel agents were, in fact, most important for travellers from the 

neighbouring Scandinavian countries. A likely explanation for these opposing 

conclusions is the difference in the target markets of these two studies. This study 

included business travellers among the respondents, a group that was found to be 

heavy users of travel agents. It was also found here that a large proportion of the 

Scandinavian visitors were business travellers, which explains why they use travel 

agents even though they are only travelling a short distance. Woodside and 

Ronkainen’s study, on the other hand, focused only on vacation travellers who are less 

likely to use travel agents for short trips. 
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Most of the results from previous studies, however, are not comparable to the findings 

of this project because of the differences in measurement techniques that were 

adopted for this research. The most unique results from this study were those found by 

measuring information search as a combination of a particular information source and 

information channel. This way of specifying information search strategies provides a 

more precise description of where and how the information is acquired, leaving out 

the guesswork that results from indicating only a source or a channel. 

 

One example of the effect of using the information search matrix to elicit search 

strategies was found when measuring the overall importance of the various sources 

and channels. Although the Internet was found to be the most important information 

channel for travellers before departure, the most important specific strategy was 

talking to friends or family face-to-face. This illustrates that considering information 

search as a combination of sources and channels gives a more nuanced picture of the 

situation because the choice of source seems to depend on the channel it is used with 

and vice versa. The results of this study also showed that a better prediction could be 

given of the outcome of a choice between two information search strategies than of 

the choice between two sources or two channels. 
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6.3 Contribution to the Study of Tourism 
With regard to the theories of information search strategy choice that were discussed 

in the literature review, it was suggested in Chapter Two that none of them were 

sufficiently relevant to fully explain travellers’ choice of information search strategy. 

Most of the theories were developed to explain the choice of communication channels 

in an organisational setting and predominantly from the point of view of a manager 

choosing how to distribute information to the rest of the organisation. After the 

collection of primary data in this project, the inadequacy of those theories became 

even more apparent. The qualitative interviews of Phase One in particular accentuated 

the complexities involved in the choice of tourism information sources and channels 

and the multitude of factors that influence this decision. Concepts such as media 

richness, technology acceptance, and channel disposition seem to capture only a small 

part of this complexity, although they may still contribute to an understanding of 

some of the processes that take place when choosing tourism information channels in 

a particular setting. 

 

Looking at Figure 6.1 in the beginning of this chapter, there seems to be some support 

for aspects of Media Richness Theory in that richer communication channels are 

preferred in situations of high equivocality (Daft & Lengel, 1984). For instance, 

people who travel alone seem to prefer telephone, whereas those travelling in groups 

(presumably a more equivocal situation) seem to prefer the more information rich 

face-to-face alternative. On the other hand, the model also indicates that people going 

on holiday and by road tend to use print information, whereas people going on a 

business trip and travelling by air are more likely to use the telephone. 

 

Usually a holiday would be considered a more complex and ambiguous product than a 

business trip, and one would therefore expect the richer telephone channel to be 

chosen. It seems, however, that other factors are more important than the reduction of 

message ambiguity in this case. Speed of feedback, for instance, which is an 

important feature of information richness, seems to be more important in the 

unequivocal situation than in the more equivocal holiday scenario. One reason why 

Media Richness Theory is unsuitable to explain tourism information search is that it 

considers channel choice primarily from the sender’s point of view rather than the 

information seeker’s. 
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Channel Disposition Theory draws attention to the quality of the information and the 

accessibility of the channel and suggests that information search involves a trade-off 

between these two product characteristics (Swanson, 1987). This research confirms 

that these are two important factors associated with travellers’ information search as 

well. Accessibility was, in fact, found to be the most important channel characteristic 

for travellers after departure. In the before departure situation, however, other channel 

characteristics such as control and ease of use seemed to be more important. 

 

Channel Disposition Theory contributes to the understanding of information strategy 

choice in that it both considers characteristics associated with the information channel 

and characteristics associated with the source or message. This research suggests, 

however, that situational factors are important in determining the importance of the 

various product characteristics, and although quality and accessibility may be 

important in certain situations, other contexts may draw the information seeker’s 

focus to other product attributes. 

 

Ease of use, which is one of the basic product characteristics considered in the 

Technology Acceptance Model (Davis, 1989), was indeed the second most important 

channel attribute overall for travellers before departure, but as mentioned above, other 

attributes seemed to be more important in the after departure situation. Furthermore, 

whereas ease of use seemed to be an important reason for using telephone, other 

attributes seemed to be more important when choosing other information channels. 

Admittedly, TAM was originally meant to explain the choice of new information 

technology rather than tourist information channels, but in this study, users of the 

Internet only ranked ease of use as the sixth most important channel characteristic 

following such attributes as control, flexibility, speed, accessibility, and quantity. 

 

Some of these attributes may be included in the concept of usefulness, however, 

which is the other main product characteristic considered by TAM. It is therefore 

possible that the results of this study would have provided support for the model if 

this research had adopted the TAM methodology to measure the choice of tourist 

information channels in isolation. TAM2, which also incorporates some of the factors 

suggested by Social Influence Theory, might have explained even more of the 

variation in tourist information channel choice. The interviews in Phase One gave 



 281

several indications that other’s opinions and social norms played an important role 

with regards to the choice of both channels and sources of information. However, as 

this research has focused on the travellers’ own reasons for choosing sources and 

channels, it would not have picked up on social influence that the respondents are 

either unaware of or embarrassed to talk about. It is likely that social influence is a 

more important part of the situational context than can be measured with self-

reporting research methods. 

 

This research was also not designed to identify individual preference factors such as 

cognitive styles (Trevino et al., 1991) or oral / writing apprehension (Alexander et al., 

1991) although a few respondents seemed to indicate apprehension towards certain 

technologies such as telephone and the Internet. Search history was also found to be a 

major personal characteristic, which suggests that media expertise is an important 

determinant of individual channel preference. Search history also seemed to be 

important in explaining travellers’ preference for certain information providers. 

Furthermore, about one fifth of the respondents indicated a general preference or 

partiality towards a source or channel as the reason for their choice. The focus of this 

research, however, has been to investigate the reasons behind such preferences. It is 

not enough for a tourism marketer to know that a traveller has a tendency to use 

certain types of sources and channels if he or she does not know why this is the case. 

An important contribution of the Individual Preference theories, nevertheless, is to 

draw attention to personal characteristics that may influence the choice of tourist 

information search strategies. 

 

As suggested in the literature review, Situational Theory seems to pull all the other 

theories nicely together as all the variables discussed above may be categorised as 

either product, personal, or situational characteristics (See Table 2.7 in the literature 

review). The theory may therefore serve as a useful framework to organise the various 

factors that influence the choice of information search strategy. For reasons explained 

in Chapter Three, this project has adopted an exploratory research design. 

Accordingly, the study was not designed to test any of these theories. It has, 

nevertheless, drawn more on, and therefore also found more support for, Situational 

Theory than the other theories discussed here. It is also easier to find support for this 

theory because it is more general and all-inclusive than the other theories, which are 
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more focused on specific variables. In this case, however, it would have been counter-

productive to focus on specific variables before exploring the larger picture of 

potentially important choice factors. 

 

As can be seen in Figure 6.1, this research has produced substantial support for 

Situational Theory’s most basic tenet that behaviour (choice of information sources 

and channels in this case) is determined by product, personal, and situational 

characteristics (Belk, 1975). For instance, if quantity is regarded as the most important 

channel attribute, different search strategies are chosen than if personalness is 

regarded as most important (product characteristic). Furthermore, Dutch travellers 

seem to choose different strategies than German travellers (personal characteristic). 

Finally, travellers going on a holiday seem to choose different strategies from those 

travelling on business (situational characteristic). 

 

Situational Theory suggests further that a person’s evaluation of choice alternative 

attributes is influenced by situational factors (Belk, 1974). This also seems to be 

supported by these results. For instance, the importance of channel attributes such as 

ease of use and accessibility was significantly different before and after departure. 

Thus, there is evidence in these results to support Situational Theory, and more 

importantly with regards to the research problem of this project, Situational Theory 

seems to contribute to a better understanding of the factors influencing travellers’ 

choice of information sources and channels when visiting a foreign country. 

 

This research is not an attempt to create a comprehensive new theory of the 

mechanisms involved in a traveller’s choice of information search strategy. Rather, 

the aim has been to identify variables that should be considered as potential 

components of such a theory, and to investigate how these variables are associated 

with the choice of specific information sources and channels. To date, the models of 

tourism information search have primarily focused on the degree of information 

search (e.g. Fodness & Murray, 1999; Gursoy, 2003) rather than the direction of the 

search. There is therefore an apparent need for theory building in this area, and 

identifying relevant variables through exploratory research is a necessary first step in 

this direction. 
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The purpose of any scientific theory, obviously, is to simplify the complexities of a 

phenomenon rather than describing every single variable that may be associated with 

it. It may be concluded from this research, however, that a theory attempting to 

explain the direction of tourism information search that ignores the important product, 

personal, and situational characteristics identified here is likely to fail in grasping the 

full picture of this phenomenon. Figure 6.1 in the beginning of this chapter contributes 

to the study of tourism by providing a diagrammatic illustration of the relationships 

between a number of such characteristics and the choice of specific sources and 

channels. Furthermore, the array of variables discussed in this dissertation may 

provide researchers, as well as practitioners of tourism, with a box of tools that may 

be used to understand more specific instances of a travellers’ choice of information 

search strategy.  

 

The other main contribution of this research to the study of tourism information 

search is the introduction of the tourism information matrix as a way of 

conceptualising and measuring travellers’ information search behaviour. In line with 

the communication models of early Information Theory (Shannon & Weaver, 1963), 

it has been argued here that any occasion in which a traveller acquires information, 

involves the use of a particular information channel through which the message is 

communicated to the traveller from a particular information source. The information 

matrix has been proposed in this dissertation as a convenient way of displaying the 

possible combinations of information sources and information channels that together 

make up what might be called the traveller’s information search strategy. 

 

This research has tested the tourism information matrix and shown that it may be used 

successfully as an instrument to measure travellers’ information search strategies. It 

has also demonstrated ways in which such results may be analysed. It should be 

stressed, however, that this project has only used one version of the matrix that 

seemed particularly suited to the target population of this study. By inserting 

alternative sources and channels into the matrix, the instrument may be modified to fit 

other situations and target markets. 

 

The tourism information matrix provides tourism researchers with a tool that 

measures travellers’ information search behaviour more precisely than current 
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techniques in that it clearly separates between who is providing the information and 

how it is communicated. Table 2.3 in the literature review shows the numerous 

sources and channels that have been measured previously in the academic literature 

on tourism information search. The table may provide some input as to which sources 

and channels could be included in an adapted version of the matrix. 

 

Finally, by clearly distinguishing between information sources and information 

channels this research may contribute to the study of tourism information search by 

proposing a new typology of information sources. As demonstrated in Chapter Two, 

the typologies found in the current literature are not consistent about whether they are 

classifying different types of information providers or different types of 

communication methods. By eclectically choosing categories from different previous 

studies, the following typology is proposed to refer consistently to providers of 

tourism information: 

 

• Commercial sources       (e.g. service providers, travel agents, tour operators, 

corporate travel departments, incentive travel firms, meeting and convention 

planners) 

• Organisational sources    (e.g. destination marketing organisations, public 

tourism offices, welcome centres, visitor centres, chambers of commerce) 

• Editorial sources       (e.g. journalists, travel writers) 

• Social sources       (e.g. family, relatives, friends, other travellers) 

 

This source typology may be used in conjunction with any typology that consistently 

classifies channels of information. 

 

A final contribution of this project to the study of tourism information search that 

should be mentioned is the extensive review of previous research on this topic. 

Regardless of the fact that this is the most recent study and therefore refers to a 

considerably larger number of articles than previously published literature in the field, 

some of the summaries included here could be of great benefit to future researchers. 
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6.4 Contribution to the Practice of Tourism 
The information matrix is also one of the main contributions of this research to 

practicing tourism professionals in that it provides a valuable tool for market research. 

As mentioned previously in this dissertation, it is common practice for destination 

marketing organisations to investigate how visitors learn about the destination. By 

using the information matrix to obtain this type of knowledge, the DMO will gain an 

understanding not only of the people and organisations that distribute information 

about their destination, but also the methods used by travellers to acquire this 

information. Although the focus of this study has been on how travellers acquire 

information about the destination as a whole, it is clear that the matrix could also be 

used by the individual tourism companies at the destination such as attractions, hotels, 

tour operators, and transport companies in order to learn about their customers. 

 

One of the main benefits of gathering information about current and potential visitors’ 

information search behaviour is to be able to improve marketing communication 

practices with these visitors. The more the organisation knows about which market 

segments are using various information sources and channels, the more targeted and 

relevant communication it can provide. The information matrix results presented in 

the previous chapter give some clear indications of the relationship between the use of 

various sources and their corresponding channels. The organisation may decide to pay 

special attention to a particular channel either because it wants to focus on one 

channel that is strong or because it wants to improve its communication through a 

channel that is currently weak but that may potentially be important. The organisation 

may also choose a differentiated communication strategy and adapt the style, tone, 

and content of its marketing messages to better suit the target market that is the 

dominant user of a particular channel. 

 

Chapter Five demonstrated how the issue of disintermediation might be better 

understood by distinguishing the choice between travel agents and service providers 

from the choice between face-to-face and Internet communication. The regression 

models developed in the chapter may be used both by travel agents and service 

providers to predict the outcomes of these choices given information about certain 

situational and demographic variables. This may guide these companies in deciding 
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where to focus their efforts in a time when the Internet is becoming an essential part 

of the tourism industry. 

 

The best basis for making such strategic decisions would be for an organisation to 

conduct its own tailored market research. The results presented here may, 

nevertheless, provide marketers with important insights into which communication 

strategies may be suitable for which market segments. This may in turn assist in 

differentiating their communication strategies through different information channels. 

For instance, it was found here that travellers who contacted travel agents face-to-face 

were most likely to be more than 59 years old, staying in cabins, travelling on an 

organised tour, and / or travelling in a non-family group. If a travel agent in this or a 

similar market wants to focus on its most important current customers, it should then 

take this information into account when communicating through their personal 

interaction channels and perhaps market specifically to elderly travellers going on 

organised tours. Figure 6.1 provides further information on which such segmentation 

might be based. 

 

In addition to the contributions to market research and market communication, this 

research also provides insights that may contribute to the development of products 

and services in the tourism industry. Knowledge about which attributes or 

characteristics consumers look for when choosing and using a product or service is 

essential to understand how to improve these products and services. This type of 

knowledge is particularly important with regards to the development of new 

information and communication technology but also when it comes to improving 

existing products and service offerings. An understanding of travellers’ information 

search behaviour is for instance essential to the design of useful Internet-based 

technology (Pan & Fesenmaier, 2003). 

 

The results of this study indicate, for instance, that control, ease of use, and 

accessibility are the most important information channel attributes for travellers when 

choosing how to acquire travel information. While it may not be possible to influence 

the level of control the consumer has with a particular channel, it seems essential that 

organisations make sure that the information channels they employ are easy to use and 

accessible to the consumers. Providing accessibility may involve measures such as 
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making sure that the company has an Internet presence, ensuring that the company’s 

web site is easy to find on the web, making sure that brochures are available at 

strategic access points, providing physical access at appropriate locations, having 

personnel readily available to answer both telephone and face-to-face requests. Ease 

of use seems particularly important with regards to making new technologies user-

friendly. Several respondents in this study complained about problems using company 

web sites as well as telephone answering services that made the task of acquiring a 

piece of information through that channel very difficult. 

 

When it comes to the travellers’ choice of information provider, it was found that 

credibility and knowledge were the most important source attributes. It seems 

essential therefore that information providers establish and maintain credibility by 

providing honest and sincere information rather than stretching the truth to make a 

quick sale. It is also important that tourism organisations have well informed staff that 

possess thorough knowledge about the destination as well as how to make 

reservations and book tickets. 

 

In Figure 6.1 the various source and channel attributes are broken down by the 

individual sources and channels to illustrate which characteristics are most important 

to consider when developing or improving which source or channel. It is important to 

remember, however, that a product or service does not only possess one of these 

characteristics, and that developing new products and improving existing products is 

all about creating the optimal combination of several desirable attributes. One must 

therefore not only focus on the most important source and channel attributes as 

discussed above. The range of variables identified in Phase One of this project 

provides a valuable source of several attributes that may inspire improvements both to 

the way new information channels are developed and to the way information sources 

are providing their services. 

 

 

 

 

 

 



 288

6.5 Limitations 
The findings of this research must be considered in light of the limitations of the 

study. Some of these limitations are related to the sample that was drawn for the two 

phases of the project. Ideally respondents would have been accessed at different times 

throughout the whole tourist season and at different locations in Norway to get a 

better cross-section of the population of interest. This, however, was not possible 

given the limited time and research funds available. Furthermore, it was necessary to 

interview a certain number of respondents using each of the modes of transport to be 

able to perform the statistical tests with this variable. Access points were therefore 

selected purposefully where users of the different modes of transport were likely to be 

encountered. This lack of randomness in the sample may have affected the 

representativeness of the results of this research. 

 

Another limitation that should be mentioned has to do with the so-called “mention-

counts” for the choice factors that the respondents brought up in the qualitative 

interviews. The basis for inclusion of such factors in the second phase was the total 

number of respondents who had mentioned the factor in the interviews in Phase One. 

This total number, however, does not take into account that certain factors are more 

important when choosing certain information sources or channels. Hence, 

characteristics that were associated with frequently used sources and channels would 

have been mentioned more often than characteristics associated with those that were 

used less frequently. 

 

This procedure was chosen because at that stage there were no good statistical basis 

on which to weight the various factors according to the sources and channels they 

were associated with. A follow-up study, on the other hand, might use the quantitative 

results from Phase Two of this study and perhaps get a somewhat different picture by 

giving the factors a mention-count that is proportionate to the number of people who 

has used the associated source or channel. The approach chosen here, however, was 

regarded as the only way of getting a total mention-count of the characteristics that is 

representative given the importance of the various sources and channels. 

 

The operationalisation of the source and channel attribute variables for Phase Two is 

also associated with certain limitations. No attempts were made in this study to ensure 
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construct validity by using composite scales to measure these characteristics. One 

reason for this was the consideration of the length of the questionnaire given all the 

other variables that were to be measured. The main reason, however, was that the 

researcher wanted to keep as close to the respondents’ words as possible and measure 

what was deemed to be the phrase most representative of the categories identified in 

Phase One. Thus, source and channel characteristics that might have been found to be 

similar or related constructs (e.g. experience and credibility) have here been measured 

separately because they were mentioned separately by a large number of respondents 

in Phase One. 
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6.6 Future Research 
There are many possible avenues of future research that may expand on the results of 

this study. The delimitations of this project suggest some potential areas of interest 

that for practical reasons could not be pursued here. These include, for instance, the 

choice factors identified in Phase One that were not followed up in the quantitative 

study such as the specific topics of information, message characteristics, and the 

unspecified other category (Section 4.66). A quantitative measurement of the 

significance of these factors would contribute substantially to a better understanding 

of this topic. 

 

Given that the tourism information matrix represents a new way of measuring the 

direction of travellers’ information search, there are several previous information 

search studies that would be interesting to replicate to examine how distinguishing 

between sources and channels of information would affect the results. In particular, it 

would be interesting to investigate the relationship between source and channel use in 

different types of markets. This project has focused on international visitors to 

Norway, whereas much of the existing work that has formed the basis for this body of 

research has been conducted with domestic travellers within the United States as 

respondents. Further work is clearly needed in a range of destinations with different 

visitor profiles to extend the external validity of the findings. 

 

As already mentioned, the information search matrix may be modified to include any 

combination of information sources and information channels. It could be made more 

general by merging rows and / or columns, or it may be made more specific by 

splitting them. Considering that different types of sources are important for different 

types of markets, the sources for a different study might include auto clubs, chambers 

of commerce, corporate travel departments, fairs / exhibitions etc. Alternatively, the 

source columns may include the more general source typology suggested in this 

dissertation: commercial, organisational, editorial, and social. It would be particularly 

interesting to test the relationships between different situational variables and these 

source categories. 

 

The information channels used in this study could also be replaced by any 

communication method imaginable to describe any kind of information search 
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strategy. The most interesting projects in this respect might be to investigate the use of 

emerging information technologies such as mobile Internet services and Interactive 

Digital TV, which are predicted to be among the most prominent channels in tourism 

in the near future (Buhalis & Licata, 2002). One might also use the information matrix 

to focus on different types of Internet channels (home pages, chat rooms, discussion 

groups) and the different types of sources providing information through them (travel 

agents, service providers, specialty channelers, journalists, other travellers). 

 

One important aspect that distinguishes this project from previous research on the 

direction of tourism information search is the use of multivariate statistics to analyse 

the effect of several independent variables simultaneously. In this study binomial 

logistic regression was used to predict the outcome of travellers’ choice between two 

particular cells in the matrix; the combination of face-to-face and travel agents versus 

the combination of service providers and the Internet. This specific contrast is 

particularly interesting in light of the ongoing disintermediation debate, but future 

research may choose to compare any two cells, rows, or columns of the matrix in 

order to predict which of the two a traveller is more likely to choose given his or her 

score on other situational or demographic variables. An information centre might, for 

instance, be interested in predicting the choice between its own face-to-face 

information and information provided in print by journalists. With large enough 

sample sizes, multinomial logistic regression could also be used to predict the choice 

between several search strategies. 

 

The use of the matrix could also reach beyond the topic of tourist information search. 

Firstly, it may be applied to other types of marketing communication to investigate 

the combined use of various sources and channels to search for information about 

other products and services. A review of the general consumer information literature 

reveals a similar lack of distinction between sources and channels. Insofar as 

consumers use a combination of several sources and channels to research a product or 

service, the matrix would be equally applicable to any market in order to specify the 

information search strategy used. 

 

Another interesting application in the field of tourism, however, would be to use a 

similar approach to study how and from whom travellers actually purchase tourism 
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services. According to O’Connor (2001), distribution of tourism services is essentially 

a two stage process involving: 1) the provision of sufficient information to the right 

people at the right time and in the right place to allow a purchase decision to be made, 

and 2) the provision of a mechanism where the consumer can make a reservation and 

pay for the required product. This study has focused on the first of these stages, but 

also for the transaction stage of the distribution process it makes sense to clearly 

distinguish between the source that is selling the service and the channel through 

which it is sold. This may be illustrated by Figure 6.2, which shows an example of 

what might be called the tourism distribution matrix. 

 

Figure 6.2: The Tourism Distribution Matrix 

 

 
Source 

  Service 
Providers 

Travel 
Agents 

Tour 
Operators 

Specialty 
Channelers 

Face-to-Face         

Internet         

Mobile Internet         

IDTV         

Telephone         

C
ha

nn
el

 

Mail         

 

Any commercial information source may also be regarded as a source of transactions 

in the distribution matrix. Similarly, an information channel that permits money 

transactions may also be used as a distribution channel. Thus, the cells in this matrix 

represent combinations of sources and channels which enable buying and selling of 

tourism services. In the same way as this study has investigated which type of 

travellers use which type of information search strategies, future research may study 

how different travellers make use of different purchasing strategies for different 

situations. 
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According to Buhalis (2001), distribution is becoming one of the most critical 

competitive factors for tourism organisations and destinations, receiving an increasing 

amount of attention both from academics and practitioners in the industry. Laws 

(2001) points out that distribution in the tourism industry is essentially about flows of 

information as well as flows of finance. Thus, it seems like an appropriate next step 

for future research to take the concepts of sources and channels discussed in this 

dissertation in relation to the flow of information and apply them to the flow of 

finance in the tourism industry.  
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APPENDIX A - PHASE ONE INTERVIEW GUIDE 
 

 

- Excuse me! Are you an international tourist here in Norway? My name is XXXX, 

and I’m doing some research on how travellers search for information when 

planning a trip overseas. I was just wondering if I could ask you a few questions 

about your experiences with searching for travel information. 

 

- Do you mind if I tape record the interview? 

 

- The interview will not deal with any sensitive information. All respondents will 

remain anonymous, and there will be no way of linking you as a person to the 

responses that you give.  

 

 

1) When you go on an international trip or holiday, how do you prefer to 

search for the information that you need for your travels? 

  

 

2) (Question on separate sheet of paper.) Each cell in the model below 

represents a combination of information sources (providers of 

information) and information channels (communication methods) that 

can be used to get travel information. Which of these combinations 

have you used to plan your trip to and in Norway? You may tick as 

many cells as you want. 

 

 

3) You have indicated that you made use of _(CHANNEL)_ when 

planning your trip. What are some of the reasons why you used that 

particular information channel? 
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4) In what ways do you feel that _(CHANNEL)_  is different from the 

other information channels? 

 

 

5) Try to think of some situations or contexts in which you would be more 

or less likely to use _(CHANNEL)_  as an information channel. – In 

other words, when would you, and when would you not use this 

channel? 

 

 

6) You have also indicated that you acquired tourism information from 

_(SOURCE)_. What are some of the reasons why you used that 

particular source of information? 

 

 

7) In what ways do you feel that _(SOURCE)_  is different from the other 

information sources? 

 

 

8) Try to think of some situations or contexts in which you would be more 

or less likely to use _(SOURCE)_  as an information source. – In other 

words, when would you, and when would you not use this source? 

 

 

9) Finally I’d just like to ask you for a bit of background information. 

What is your primary purpose of this trip?  

 

 

10) What is you usual country of residence? 

 

 

11) How old are you? 

 

            - Thank you very much for participating! 
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APPENDIX B - PHASE ONE MATRIX 
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APPENDIX C - PHASE TWO QUESTIONNAIRE 
 

 



 298



 299



 300



 301



 302



 303



 304



 305



 306



 307



 308



 309



 310



 311



 312
 



 313

APPENDIX D - CONCEPT MAPS 
 
 
 
 
 
 

When

To get info

If I can reach it through a channel that is

If it

I use/do not use
this source

in these situations:

I know where I'm going

It's before I go
I am travelling

I'm at home

I know the destination
I've been there before

Going to that particular destination

I have friends there
I'm talking with them anyway

They initiate the communication

I'm aloneI'm part of a tour group

I'm going on longer trips
I'm staying long

I'm going to various countries

I'm on business
I'm visiting friends or family

I'm on a personal holidayI'm taking a cruise

In a hurryIt's urgent

Money is important

I'm booking
I want to book ahead
I can get good deals

About

Coming this way
Flying
Times
Prices

The destination

Activities

Tours
Sight-seeing
Shopping
Working
Bars

Accommodation Hotels

Transport

People
Living
Food

Money
Prices
Exchange rates
Finance

Experiences Feelings

That is

Valuable Practical

Free
Special
Official
Personal Subjective

Direct

Exact
Accurate
Precise

Easy to use
Fast

Convenient
Looks nice

Is

Reliable
Honest
Unbiased Commercial

Up to date
Unsympathetic Obnoxious

Has a different taste

Knows

Has been there
Lives there
Has a lot of info
Travels a lot
Uses the product

Takes it's time with me Is stressed

Does not pretend
Hates the destination Is opposed to the trip
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When

When the source

For

To get info

I use/do not use
this channel

in these situations:

I don't know which destinationI'm ready to book

I'm on-site
It's before the trip
I'm out travelling

It's very touristicThere's a lot of people

There's no other infoCan't find it elsewhere

I don't have itHave no otherOther is not available

I don't have access to it
I'm walking past it

Can't get to someone

The web site is badI get an Internet address

I need to ask questionsI want an instant answer

I know nothing about a country
Going to that destination

Going to distant places

I have timeI'm in a hurry

I'm booking more than one flight
I'm travelling for work

I need to have it with me
Possible

Is only trying to sell
Is far away

Is someone I know
Has no idea

Knows this destinationHas been there before

Hard facts Something specific

Insurance about something
Booking
Seeing the hotel
Additional info
Most things Information centres

About

Accommodation
Camping
Hotels

Locations
Time tables
Tours
Activities
Exchange rates

That is

Detailed
Current
Accurate
Global Local
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APPENDIX E - SEARCH VARIABLE RESULTS 
 
 
 
 
 
 
 
 
 
 
Effect of Search Variables on Source Importance 
 

Variable Response Travel 
Agents 

Service 
Providers 

Information 
Centres Journalists Other 

Travellers 
Friends & 

Family 

Planning Stage 

χ2
(5)=21.84, p<0.05 

Decided Where 

Not Decided 

25.1% 

19.3% 

18.5% 

7.3%↓ 

12.7% 

14.7% 

9.0% 

22.9%↑ 

8.4% 

11.0% 

26.3% 

24.8% 

Topic 

χ2
(5)=33.27, p<0.05 

Transportation 

Destination 

27.4% 

21.3% 
24.2%↑ 

10.1%↓ 

9.1% 

16.7% 
5.9%↓ 

16.7%↑ 

11.3% 

7.4% 

22.0% 

27.9% 

Booking 

χ2
(5)=75.45, p<0.05 

Booking 

Information 
31.5%↑ 

13.9%↓ 

24.7%↑ 

5.9%↓ 

8.5%↓ 

19.8%↑ 

4.7%↓ 

21.3%↑ 

7.2% 

11.4% 

23.4% 

27.7% 

Subjectivity 

χ2
(5)=44.84, p<0.05 

Facts 

Experiences 

28.2% 

10.8%↓ 

18.7% 

11.5% 

16.1% 

8.5% 

12.1% 

13.1% 

6.2% 

15.4%↑ 

18.7%↓

40.8%↑

Timing 

χ2
(5)=7.66, p>0.05 

Much Time 

Little Time 

20.6% 

28.6% 

14.3% 

19.5% 

14.3% 

12.3% 

13.6% 

9.7% 

9.4% 

8.4% 

27.9% 

25.6% 
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Effect of Search Variables on Channel Importance 
 

Variable Response Face-to-Face Telephone Print Internet 

Planning Stage 

χ2
(3)=19.50, p<0.05 

Decided Where 

Not Decided 

30.9% 

35.2% 

16.3% 

4.6%↓ 

14.3% 

28.7%↑ 

38.5% 

31.5% 

Topic 

χ2
(3)=28.56, p<0.05 

Transportation 

Destination 

30.8% 

33.2% 
21.6%↑ 

7.8%↓ 

9.2%↓ 

23.8%↑ 

38.4% 

35.2% 

Booking 

χ2
(3)=36.90, p<0.05 

Booking 

Information 

31.3% 

32.3% 
19.7%↑ 

6.5%↓ 

9.0%↓ 

27.9%↑ 

39.9% 

33.3% 

Subjectivity 

χ2
(3)=11.26, p<0.05 

Facts 

Experiences 

26.9% 

43.3%↑ 

13.8% 

11.0% 

19.7% 

14.2% 

39.7% 

31.5% 

Timing 

χ2
(3)=8.18, p<0.05 

Much Time 

Little Time 

34.4% 

27.5% 

11.9% 

17.0% 

20.0% 

13.1% 

33.7% 

42.5% 
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