






resistant Segment). Segment 5 (n=263) contains tourists who, despite facing sickness, did not 
cancel their travel booking significantly more often than the average tourist population (Sickness-
resistant Segment). 

Segments 2, 4 and 6 in Figure 2 show non-resistant characteristics. In Segment 2 (n=238), the 
percentage of tourists who have canceled their vacation due to both types of internal crisis events 
is higher than the sample average (Internal Crisis-non-resistant Segment). In Segment 4 (n=128), 
the proportion of tourists who have experience of canceling their vacation due to family 
emergency is higher than the sample average (Family Emergency-non-resistant Segment). In 
Segment 6 (n=125), the percentage of tourists who canceled their travel booking due to sickness 
is higher than the sample average (Sickness-non-resistant Segment). 

In order to learn about the characteristics of internal crisis-resistant tourists, the Sickness-
resistant Segment, Family Emergency-resistant Segment, and Internal Crisis-resistant Segment 
are combined (n=498) for our further analyses. This combined internal crisis-resistant segment is 
compared to the combination of the three non-resistant segments (n=491). 

 

 
Figure 3. Segment profile plot related to external critical events 

 

External crisis-resistant tourists 
Figure 3 shows the five segments obtained from segmenting 1007 respondents who have faced 

external crises events. Segment 1 displays the profile of an external crisis-resistant segment: 
members of this segment have followed through with their vacation despite external events 
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significantly more often than the average tourist population, and they have cancelled significantly 
less frequently (External Crisis-resistant Segment, n=182). Segment 2 (Natural Disaster-resistant 
Segment, n=207), Segment 4 (Strike-resistant Segment, n=236) and Segment 5 (Terrorist Attack-
resistant Segment, n=213) are resistant to only one of the external critical events each. Segment 
3, on the other hand, is a segment of non-resistant tourists who have experience cancelling their 
vacation due to all the three external critical events (External Crisis-non-resistant Segment, 
n=169). Segment 1 (External Crisis-resistant Segment, n=182) is compared with all other 
segments (n=825) in the further analyses. 

 

Testing the conceptualization of crisis-resistant tourists 

A high-risk propensity was postulated to be a psychological driver of behavioral resistance to 
crisis events. The results show that behaviorally resistant tourists (to both internal and external 
critical events) do, indeed, exhibit a greater willingness to take risks across all risk categories, 
and generally perceive their risk propensity as being higher than that of others (Table 1 and Table 
2). The findings indicate that crisis-resistant tourist segments score significantly higher on the 
resistance to change scale; that is, they prefer routines, usually consider change to be a negative 
thing, find change stressful, do not change their mind easily, and a change of plans seems like a 
real hassle to them. Therefore, both risk propensity and resistance to change are established as 
important markers for crisis resistance to both internal and external critical events.  

Validating segmentation results, only a small proportion (9.8%) of internal crisis-resistant 
tourists and 20.8% of external crisis-resistant tourists have ever cancelled a trip in its entirety. In 
addition, internal crisis-resistant tourists score somewhat lower (43.0%) on buying travel 
insurance compared to other travelers (47.7%), while external crisis-resistant tourists score 
somewhat higher (53.3%) on buying travel insurance compared to other travelers (48.0%). 
However, the differences are not statistically significant. 

 

Characteristics of crisis-resistant tourists 

Internal crisis-resistant tourists 
The internal crisis-resistant tourists differ significantly from other tourists in several ways (see 

Tables 3 and 4 in Appendix 2). Internal crisis-resistant tourists are significantly younger 
(median=41); more of them work full-time (49.2%), fewer are retired (14.1%), fewer are married 
(43.8%). Internal crisis-resistant tourists also differ significantly with respect to one of the big 
five personality traits: they score lower on agreeableness (4.07). Furthermore, members of the 
internal crisis-resistant segment are distinct with respect to their use of information sources for 
travel planning: they obtain travel-related information more often from social media (44.6%), 
social clubs (30.7%), and other travelers not personally known to them (44.0%). They are also 
more likely to do the travel planning themselves (48.2%). 

Internal crisis-resistant tourists also differ significantly from non-resistant tourists in some 
travel behaviors, as shown in Table 4 in Appendix 2. The number of trips per year outside the 
country of residence is higher (mean=2.6), they are more interested in adventurous activities such 
as mountain biking (39.4%), horse riding (47.4%) and hiking (65.5%), and they are less 
interested in activities such as sightseeing and relaxing. Internal crisis-resistant tourists score 
significantly higher in some of the motivational elements such as in doing sports (42.4%), 
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improving health and beauty of body (58.2%), not paying attention to prices and money (62.9%), 
and an intense experience of nature (71.1%). There is also significant difference between the two 
segments in terms of typical travel companions: internal-crisis resistant tourists are more 
frequently seen travelling with their partner and children (30.5%), or with an organized group 
(2.0%), and less frequently alone (13.3%).   

Table 1 
Internal crisis-resistant tourists: risk propensity, resistance to change, cancellation behavior and 
risk shifting. 

Variables 
Resistant 

Segments 1,3,5 
(n=498) 

Non-resistant  
Segments 2,4,6 

(n=491) 
p-value 

Do you typically buy trip insurance when making travel 
reservations? 
 

43.0% 47.7% .156 

Have you ever cancelled a vacation travel booking in its entirety? 
 

9.8% 100% .000 

Resistance to change (mean) 
 

7.0 6.1 .000 

Risk propensity (mean):    
… physical risk 51.5 43.2 .000 
… financial risk 45.7 40.2 .000 
… health risk 46.4 36.1 .000 
… social risk 55.1 51.2 .013 
… risk propensity compared to others 55.9 52.6 .026 

 

Table 2 
External crisis-resistant tourists: risk propensity, resistance to change, cancellation behavior and 
risk shifting. 

Variables 
Resistant 

Segment 1 
(n=182)  

Segments 2,3,4,5 
(n=825) p-value 

Do you typically buy trip insurance when making travel reservations? 
 

53.3% 48.0% .225 

Have you ever cancelled a vacation travel booking in its entirety? 
 

20.8% 37.9% .000 

Resistance to change (mean) 
 

7.1 5.9 .000 

Risk propensity (mean):    
… physical risk 58.3 47.9 .000 
… financial risk 51.5 42.7 .000 
… health risk 51.8 40.9 .000 
… social risk 57.4 52.7 .022 
… risk propensity compared to others 60.3 55.7 .011 

 

External crisis-resistant tourists 
External crisis-resistant tourists are significantly different from other tourists in some socio-

demographic, psychographic and travel behavior variables (see Tables 5 and 6 in Appendix 3). 
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The external crisis-resistant tourists are significantly younger (median=39), more of them work 
full-time (60.4%), and fewer are retired (11.5%). Tourists in the resistant segment score 
significantly higher in one of the big five personality traits: extraversion (mean=3.55). 

Critical to tourism marketers, members of the external crisis-resistant segment differ 
significantly with respect to their use of information sources for travel planning (see Table 6 in 
Appendix 3). More of them do not require any information at all (34.6%), but if they do, they are 
more likely to use social media (48.4%), social clubs (34.6%), motoring associations (41.2%), 
and other not personally known travelers (53.8%) as a source. They are less likely to rely on 
information provided by friends or relatives (70.9%), suggesting that they are more likely to take 
advantage of the strength of weak social ties when obtaining travel information (Granovetter, 
1973). Nevertheless, traditional word of mouth is still important to them. Crisis-resistant tourists 
are more likely to do the travel planning themselves (57.1%). 

External crisis-resistant tourists also differ significantly from other tourist segments in travel 
motivations and behavior. They undertake more domestic (mean=4.0) and international 
(mean=3.1) travel, engage more in adventurous activities (such as mountain biking (51.1%), 
horse riding (57.1%) and hiking (75.3%)) and score significantly higher on the motivations of 
doing sports (49.5%), improving health and beauty of body (59.3%), realizing their creativity 
(67.0%), and not paying attention to prices and money (64.8%). They score significantly lower 
on one motivation (change to usual surroundings (85.7%)). In addition, they travel alone (17.0%), 
with partner and children (25.3%), or with friends (18.1%) more frequently. 

Conclusions 

The study set out to find empirical evidence for crisis-resistant travel behavior. The results 
confirm that crisis-resistance in tourists exists, and that behavioral resistance is a useful measure 
for it. The results also indicate that there are two dimensions to behavioral resistance, namely 
‘going despite’ and ‘not cancelling because’, which are, conceptually, not exact opposites. This 
complexity is also reflected in the construct’s link with high-risk propensity and high resistance 
to change, suggesting that both can be possible explanations for crisis-resistant travel behavior. 
As such, the research provides important insights regarding the theoretical conceptualization and 
underlying drivers of crisis-resistance, which was identified as missing from previous literature, 
and offers guidance to the tourism industry on how to identify and communicate with the 
attractive market segment of crisis-resistant tourists. 

The findings further point to tourists reacting differently to internal and external crisis events, 
and to not all tourists exhibiting general crisis resistance. This supports that while the general risk 
attitude remains stable, risk perceptions can be domain-specific and therefore can lead to 
different behavioral outcomes. Yet, rather than reflecting established risk domains, the results 
suggest that a distinction between internal and external events is sufficient to capture the 
variance.  

Importantly, the identified highly crisis-resistant tourists (for both internal and external crisis 
events) do not necessarily engage in risk shifting; they are not significantly more likely to take 
out travel insurance than other segments. By conceptualizing and measuring crisis resistance as a 
behavioral concept related to, but distinct from, a general willingness and a specific propensity to 
take a variety of risks, but also not a result of risk-shifting strategies, this study provides 
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important contributions to the risk-taking related literature in tourism and adds to the extremely 
limited bodies of work on the impact of travel insurance purchases and on travel cancellations. 

The study further aimed at identifying who the crisis-resistant tourists are in order to support 
marketing-based efforts to increase destination resilience. The rich descriptions of the 
characteristics of highly crisis-resistant tourists provide insights into their psyche, their travel-
related behaviors, and their socio-economic environment. The picture that emerges from the data 
paints these tourists as highly involved in travel and related planning activities. They fit the 
prototypical image of an adventure traveler in being more likely young, more extrovert (external 
crisis-resistant tourists), less agreeable (internal crisis-resistant tourists), willing to take high 
physical risks, motivated to travel by opportunities related to sports and health, and actively 
engaged in activities such as mountain biking, horse riding and hiking. Their life is generally 
exciting—they do not need to escape monotonous surroundings or constraints imposed by 
traditional relationships. They therefore fit the conceptualization of the ‘allocentric’ traveler 
(Plog, 1991) quite well. Understanding this segment likely means understanding who the first 
tourists are during or after a crisis event at a destination, which is essential information for crisis 
management planning. Knowledge of their characteristics is also important for destinations or 
travel businesses aiming to attract this segment in order to increase their resistance in the event of 
a crisis, or generally reduce cancellations. 

These highly crisis-resistant tourists are an attractive market segment for travel providers, 
intermediaries and destinations, not only because of their crisis-resistance and because of high 
spending power, but also because they are highly targetable. They engage in very specific 
activities at the destination, and attracting them through targeted product development appears to 
be rather straightforward. They are also highly involved in the travel planning process; therefore, 
they can be influenced directly through a variety of channels, including social media, which have 
emerged as critical communication tools in crisis and disaster events (White, 2011).  

The media use behaviors of crisis-resistant tourists provide further implications for resilient 
destination marketing. As noted by Cooper (2006) and Chew and Jahari (2014), media reports 
can have a devastating effect on affected destinations. Traditional media, especially TV, have 
been found to be prone to perpetuate disaster myths (Quarantelli, 1996). While the crisis-resistant 
tourists use traditional media as information sources, they have a qualitatively different level of 
awareness based on their widely cast net of information sources. Due to their greater reliance on 
social media and smaller exposure to opinions of concerned friends and relatives, it is easier to 
get messages to them that can counteract disaster myths. However, they are also more likely to 
simply ignore information, which can be an advantage for bringing them to the destination 
despite a crisis but also a management risk if they ignore warnings. 

The present study offers a first exploration of the concept of crisis-resistant tourists. It is 
limited by the fact that only a small set of possible internal and external crises were investigated. 
Moreover, some of the items combined crises, which may in fact evoke different reactions from 
tourists, such as street riots and terrorist attacks. There is a great need to further test the 
conceptualization, and further characterize the segment of crisis-resistant tourists. One of the 
major shortcomings of the present study is the reliance on self-reported behavioral data. Basing 
the segmentation on actual behaviors should be considered for future research in this area. A 
possible approach would be to observe tourists still visiting in the aftermath of a disaster. 
Furthermore, this paper focused on behavioral resistance, but insights are also needed on the 
cognitive and emotional processes that lead up to it.  
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Appendix 1: Survey questions 

 
Segmentation base – Behavioral resistance 
 
Now we would like to learn more about your past vacation behavior.  

Have you ever ... Yes No 
... gone on a vacation even though you were sick and your doctor recommended staying at home?   
... gone on a vacation despite a family emergency at home that would have required your attention?   
... gone on a vacation to a destination that had experienced a terrorist attack or street riots within a 

week before or during your time of departure? 
  

... gone on a vacation to a destination that had experienced a natural disaster within a week before 
or during your time of departure? 

  

... gone on a vacation despite major strikes at the destination?   
 

Describe ALL reasons that have made you cancel a travel booking in the past: 
 Yes No 
Personal health problems/accidents/injuries   
Family emergency   
Strike at the destination   
Terrorist attacks/street riots/political instability   
Natural disaster or hazardous weather conditions   

 
Explanatory factors 
 
Risk propensity 
 
1. Which risks are you willing to take?     

1) Some activities involve a “physical” risk such as particular occupations (e.g. underground miner) or sports (e.g. rock-
climbing) or transportation (e.g. cycling) – that is, there is a risk of injury or death.  
In general, your willingness to accept physical risks is ....        
Extremely low (0) ------------------------------------------------------------------------- Extremely high (100) 
 
2) Some activities involve a “financial” risk, such as gambling (e.g. in casinos), starting a business, investing (e.g. buying 
shares), and betting (e.g. on horses) – that is, there is a risk of losing money or other assets. 
In general, your willingness to accept financial risks is ...        
Extremely low (0) -------------------------------------------------------------------------- Extremely high (100) 
 
3) Some activities involve a “health” risk, such as travelling overseas (e.g. in countries of low hygienic standards) or 
particular “lifestyle” behaviors (e.g. long sunbathing, unsafe sex, drugs for pleasure) or smoking – that is, there is a risk of 
catching a harmful disease. 
In general, your willingness to accept health risks is ...        
Extremely low (0)-------------------------------------------------------------------------- Extremely high (100) 
 
4) Some activities involve a “social” risk, such as being very outspoken or behaving in an unusual manner (e.g. violating 
social norms) or accepting public roles (e.g. giving a controversial speech) – that is, there is a risk of losing the respect and 
acceptance of others and harming one’s social status.  
In general, your willingness to accept social risks is ...        
Extremely low (0)-------------------------------------------------------------------------- Extremely high (100) 
 

How would you rate your general willingness to take risks in comparison to other people, such as friends, peers, colleagues?  

I am much less willing to accept risks  (0) ---------------- I am much more willing to accept risks (100) 
 
 

20 
 



Resistance to change 
 
Please indicate whether the following statements describe you.  

 Yes No 
I generally consider change to be a negative thing.   
I’ll take a routine day over a day full of unexpected events any time.   
I like to do the same old things rather than try new and different ones.   
Whenever my life forms a stable routine, I look for ways to change it. (R)   
I’d rather be bored than surprised.   
When I am informed of a change of plans, I tense up a bit.   
When things don’t go according to plans, it stresses me out.   
Changing plans seems like a real hassle to me.   
Often, I feel a bit uncomfortable even about changes that may potentially improve my life.   
When someone pressures me to change something, I tend to resist it even if I think the change may 
ultimately benefit me. 

  

I sometimes find myself avoiding changes that I know will be good for me.   
Once I’ve made plans, I’m not likely to change them.    
I often change my mind. (R)   
Once I’ve come to a conclusion, I’m not likely to change my mind.   
I don’t change my mind easily.   
My views are very consistent over time.   

 
 

Risk shifting 
 
Do you typically buy trip insurance when making travel reservations?  

 Yes    
 No    

 
 

Background variables 
 
General cancellation behavior 
 
Have you ever cancelled a vacation travel booking in its entirety?     

 Yes     
 No    

 
Travel behaviors and motivations 
 
How many holiday trips away from home do you usually make per year WITHIN YOUR COUNTRY OF RESIDENCE?  
_______ 
 
How many holiday trips away from home do you usually make per year TO ANOTHER COUNTRY? ______ 
 
Who do you usually travel with? Please select only one. 

 Alone      
 With partner    
 With partner and children    
 With friends      
 With an organized group    

 
For a typical vacation, how much of the planning is usually done by you personally? 

 All of it  
 More than half   
 About half   
 Less than half   
 None    

 
Compared to most people you know, how much money do you spend for a typical annual holiday? 
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 Less than most people I know     
 Same as most people I know     
 More than most people I know     

 
Compared to most people you know, how much time do you spend planning vacations? 

 Less than most people I know     
 Same as most people I know     
 More than most people I know     

 
What information sources do you typically use to learn about a particular holiday destination before deciding on a holiday? 

 Yes No 
Don’t need any information.   
Tour operator or travel agent.   
Traditional media (TV, radio, newspapers).   
Social media (e.g. Facebook).   
Online travel community companies (e.g. Tripadvisor).   
Friends and relatives.   
Official local, regional or national tourism offices.    
Guidebooks.   
Tourism suppliers (airlines, hotels, attractions, etc).   
Other travelers not personally known to you.   
Motoring associations.   
Social clubs (e.g. church groups, university clubs, etc).   

 
What is important to you when you are on holiday?  
 

I want to rest and relax.   YES NO N/A 
I am looking for luxury and want to be spoilt.    
I want to do sports.    
This holiday means excitement, a challenge and special experience to me.    
I try not to exceed my planned budget for this holiday.      
I want to realize my creativity.      
I am looking for a variety of fun and entertainment.      
Good company and getting to know people is important to me.    
I use my holiday for the health and beauty of my body.    
I put much emphasis on free-and-easy-going.      
I spend my holiday here, because there are many entertainment facilities.    
Being on holiday I do not pay attention to prices and money.      
I am interested in the life style of the local people.      
The special thing about my holiday is an intense experience of nature.    
I am looking for coziness and a familiar atmosphere.      
On holiday the efforts to maintain unspoilt surroundings play a major role for me.    
It is important to me that everything is organized and I do not have to care about 
anything. 

   

When I choose a holiday-resort, unspoilt nature and a natural landscape play a major 
role for me. 

   

Cultural offerings and sights are a crucial factor.    
I go on holiday for a change to my usual surroundings.    
When I choose a destination, I put much emphasis on a romantic and nostalgic 
atmosphere. 

   

When I choose a destination, what the destination has to offer is a crucial factor.    
When I choose a destination, it is important to me that it caters for my children’s needs.    
When I choose a destination, it is important to me that I can feel safe.    
When I choose a destination, it is important to me that there is little traffic in the village 
/ town. 

   

 
Please indicate which vacation activities you undertake on a typical vacation. 

 A lot Sometimes Never 
Playing tennis         
Cycling     
Mountain biking    
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Horse riding     
Playing golf     
Swimming / bathing    
Sailing / surfing    
Trendy sports (e.g. paragliding, rafting)     
Rollerblading / inline-skating     
Boat trips     
Skiing / Snowboarding    
Ice-skating     
Going to an indoor swimming pool / to a sauna    
Going to a spa     
Using health facilities     
Mountaineering     
Hiking    
Going for walks    
Participating in organized excursions    
Making (not organized) excursions into the near 
surroundings 

   

Relaxing / doing nothing     
Going out for dinner     
Going to discos / bars    
Shopping     
Sightseeing     
Going to museums / exhibitions     
Going to the theatre, musical, opera     
Visiting festivals, concerts     
Visiting local and regional events    
Posting pictures, status updates on Facebook, Twitter 
or any other social media website. 

   

      
 

Psychographic background: 
 
How would you describe yourself?  

 Yes No 
Panic easily.   
Start conversations.   
Enjoy hearing new ideas.   
Believe that others have good intentions.   
Sympathize with others' feelings.   
Am filled with doubts about things.   
Make plans and stick to them.   
Am concerned about others.   
Get stressed out easily.   
Respect others.   
Make friends easily.   
Have a vivid imagination.   
Don't mind being the center of attention.   
Worry about things.   
Enjoy thinking about things.   
Feel comfortable around people.   
Enjoy looking for a deeper meaning in things.   
Trust what people say.   
Pay attention to details.   
Carry out my plans.   
Fear for the worst.   
Am always prepared.   
Talk a lot to different people at parties.   
Get excited by new ideas.   
Am exacting in my work.   
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Socio-demographic background: 
 
Are you…        

 Male      
 Female     

 
In what year were you born?  

<1900 to 1996>   
 Prefer not to state    

 
 

What is the highest level of education you have completed? Please select one only. 
 No formal education        
 Primary school        
 Secondary school       
 Technical/Vocational training or apprenticeship    
 University degree, undergraduate      
 University degree, postgraduate      
 Not stated         

 
Which of the following best describes your current relationship status? Please select one only. 

 Not currently in a relationship      
 In a relationship but not living together     
 Living with your partner        
 Married          
 Not stated         

 
Which of the following best describes your employment status? Please select one only. 

 Working full-time        
 Working part-time or casually      
 Unemployed but looking for work     
 Homemaker        
 Retired 
 Student  
 

Which currency is your income paid in?  ______________________  [DROP DOWN MENU] 
 
Are you paid weekly, fortnightly, or monthly? [DROP DOWN MENU] 
 
What is your pay per [‘week’ or ‘fortnight’ or ‘month’ as selected in previous question]______________? 
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Appendix 2: Detailed profile of internal crisis-resistant tourists 

 

 

 

 

 

Table 3  
Socio-demographic and psychographic background variables. 

 

Variables 
Resistant 

Segments 1,3,5 
(n=498) 

Non-resistant  
Segments 2,4,6 

(n=491) 
p-value 

Age (median) 41 50 .000 
Female 47.6% 46.2% .715 
Relationship status   

.000 
… Not currently in a relationship 22.7% 29.7% 
… In a relationship but not living together 13.7% 9.4% 
… Living with your partner 17.9% 10.8% 
… Married 43.8% 48.9% 
Employment status   

.000 … Working full-time 49.2% 34.2% 
… Working part-time or casually 15.5% 13.8% 
… Retired 14.1% 27.3% 
Education   

.498 
… university degree, postgraduate 19.5% 16.3% 
… university degree, undergraduate  26.5% 26.9% 
… technical/Vocational training or apprenticeship 23.9% 25.9% 
… secondary school 21.9% 25.3% 
Annual income (median) 41,600 AUD 39,000 AUD .594 
Personality traits (mean)    
… neuroticism 2.34 2.16 .102 
… extraversion 3.34 3.30 .843 
… openness to experience 4.20 4.29 .425 
… agreeableness 4.07 4.21 .033 
… conscientiousness 4.07 4.16 .324 
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Table 4 
Travel behavior background variables. 
 
 

Variables 

Resistant 
Segments 

1,3,5 
(n=498) 

Non-resistant  
Segments 

2,4,6 
(n=491) 

p-value 

What information sources do you typically use to learn about a 
particular holiday destination before deciding on a holiday?    

… don't need any information 28.1% 26.9% .717 
… tour operator or travel agent 56% 55.2% .842 
… traditional media (TV, radio, newspaper) 58.2% 54.6% .274 
… social media 44.6% 30.1% .000 
… online travel community companies (e.g. TripAdvisor) 61.6% 62.1% .930 
… friends and relatives 78.3% 79.8% .609 
… official local, regional or national tourism offices 61.0% 59.5% .659 
… guidebooks 63.9% 66.4% .440 
… tourism suppliers (airlines, hotels, attractions) 66.1% 67.8% .603 
… other travelers not personally known to you 44.0% 30.8% .000 
… motoring associations 37.1% 32.2% .115 
… social clubs (church groups, university clubs, etc.) 30.7% 21.0% .000 
Please indicate which vacation activities you undertake on a typical 
vacation:    

… Mountain biking 39.4% 26.1% .000 
… Playing Golf 37.3% 28.5% .003 
… Playing Tennis 41.0% 28.3% .000 
… Skiing/Snowboarding 42.6% 29.9% .000 
… Mountaineering 45.2% 28.9% .000 
… Trendy sports 45.0% 28.5% .000 
… Sailing/surfing 48.6% 33.6% .000 
… Horse riding 47.4% 36.7% .000 
… Cycling 53.0% 38.1% .000 
… Posting pictures, status updates on Facebook, Twitter or any other 
social media website. 59.2% 43.8% .000 

… Going to a spa 63.5% 54.0% .003 
… Hiking 65.5% 55.6% .001 
… Going to discos / bars 66.7% 55.4% .000 
… Going to the theatre, musical, opera 71.9% 69.0% .362 
… Participating in organised excursions 73.9% 76.0% .497 
… Going to an indoor swimming pool / to a sauna 83.5% 77.8% .027 
… Boat trips 80.1% 78.6% .612 
… Visiting festivals, concerts 83.1% 81.5% .546 
… Swimming / bathing 87.3% 83.3% .087 
… Going to museums/exhibitions 86.7% 90.6% .067 
… Making (not organised) excursions into the near surroundings 87.1% 90.8% .080 
… Visiting local and regional events 90.6% 93.5% .114 
… Shopping 94.0% 94.9% .616 
… Going for walks 92.8% 95.3% .119 
… Relaxing / doing nothing 93.6% 96.7% .030 
… Sightseeing 93.4% 98.0% .000 
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… Going out for dinner 96.8% 98.6% .098 
Motivations    
… I want to do sports. 42.4% 25.1% .000 
… I use my holiday for the health and beauty of my body. 58.2% 47.5% .000 
… I want to realise my creativity. 62.7% 57.4% .107 
… Being on holiday I do not pay attention to prices and money. 62.9% 50.7% .000 
… I am looking for luxury and want to be spoilt. 61.2% 57.4% .247 
… When I choose a destination, I put much emphasis on a romantic and 
nostalgic atmosphere. 66.7% 62.3% .173 

… I am looking for cosiness and a familiar atmosphere. 67.1% 68.6% .645 
… The special thing about my holiday is an intense experience of 
nature. 71.1% 65.0% .046 

… This holiday means excitement, a challenge and special experience to 
me. 77.5% 75.4% .469 

… Good company and getting to know people is important to me. 82.7% 80.2% .354 
… On holiday the efforts to maintain unspoilt surroundings play a major 
role for me. 78.5% 80.2% .552 

… When I choose a holiday-resort, unspoilt nature and a natural 
landscape play a major role for me. 81.5% 83.7% .411 

… I am interested in the life style of the local people. 81.1% 84.1% .247 
… I am looking for a variety of fun and entertainment. 86.5% 84.1% .321 
… Cultural offerings and sights are a crucial factor. 83.1% 86.2% .219 
… I want to rest and relax. 90.8% 91.9% .620 
… I go on holiday for a change to my usual surroundings. 88.2% 90.8% .203 
… I put much emphasis on free-and-easy-going. 92.0% 95.1% .060 
How many holiday trips away from home do you usually make per year 
within your country of residence? (mean) 4.1 2.7 .114 

How many holiday trips away from home do you usually make per year 
to another country (mean) 2.6 1.2 .010 

Compared to most people you know, how much money do you spend 
for a typical annual holiday?   

.046 … less than most people I know 26.7% 33.6% 
… more than most people I know 16.3% 16.3% 
Compared to most people you know, how much time do you spend 
planning vacations?   

.008 … less than most people I know 20.7% 28.1% 
… more than most people I know 25.9% 27.1% 
For a typical vacation, how much of the planning is usually done by you 
personally?   

.009 … more than half 32.3% 36.3% 
… all of it 48.2% 39.7% 
Who do you usually travel with?   

.014 

… Alone 13.3% 14.5% 
… With partner 41.0% 44.2% 
… With partner and children 30.5% 21.6% 
… With Friends 13.3% 18.1% 
… With an organized group 2.0% 1.6% 
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Appendix 3: Detailed profile of external crisis-resistant tourists 

 

 

 

 

 

Table 5  
Socio-demographic and psychographic background variables. 

 

Variables 
Resistant 
Segment 1 

(n=182)  

Others 
Segments 

2,3,4,5 
(n=825) 

p-value 

Age (median) 39 47 .000 
Female 39.0% 44.7% .185 
Relationship status   

.292 
… Not currently in a relationship 25.3% 26.5% 
… In a relationship but not living together 14.3% 10.4% 
… Living with your partner  15.4% 13.6% 
… Married 42.3% 48.0% 
Employment status   

.000 … Working full-time 60.4% 40.5% 
… Working part-time or casually 11.0% 15.9% 
… Retired 11.5% 22.7% 
Education   

.051 
… university degree, postgraduate 23.6% 16.8% 
… university degree, undergraduate  32.4% 27.9% 
… technical/Vocational training or apprenticeship 17.0% 24.7% 
… secondary school 19.8% 25.1% 
Annual income (median) 47,622 AUD 41,600 AUD .333 
Personality traits (mean)    
… neuroticism 2.16 1.96 .201 
… extraversion 3.55 3.27 .019 
… openness to experience 4.19 4.29 .261 
… agreeableness 4.09 4.15 .792 
… conscientiousness 4.20 4.09 .287 
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Table 6 
Travel behavior background variables. 

 
 

Variables 
Resistant 
Segment 1 

(n=182)  

Others 
Segments 

2,3,4,5 
(n=825) 

p-value 

What information sources do you typically use to learn about a 
particular holiday destination before deciding on a holiday?    

… don't need any information 34.6% 24.4% .005 
… tour operator or travel agent 58.8% 56.6% .648 
… traditional media (TV, radio, newspaper) 61.5% 54.3% .089 
… social media 48.4% 34.8% .000 
… online travel community companies (e.g. TripAdvisor) 71.4% 64.2% .078 
… friends and relatives 70.9% 81.0% .003 
… official local, regional or national tourism offices 67.6% 60.5% .089 
… guidebooks 70.3% 67.6% .536 
… tourism suppliers (airlines, hotels, attractions) 72.5% 67.9% .255 
… other travelers not personally known to you 53.8% 34.8% .000 
… motoring associations 41.2% 30.9% .009 
… social clubs (church groups, university clubs, etc.) 34.6% 21.8% .000 
Please indicate which vacation activities you undertake on a typical 
vacation:    

… Mountain biking 51.1% 26.8% .000 
… Playing Golf 47.8% 27.3% .000 
… Playing Tennis 54.9% 29.2% .000 
… Skiing/Snowboarding 51.6% 31.9% .000 
… Mountaineering 53.3% 32.7% .000 
… Trendy sports 58.8% 35.4% .000 
… Sailing/surfing 56.6% 37.1% .000 
… Horse riding 57.1% 40.1% .000 
… Cycling 62.6% 42.3% .000 
… Posting pictures, status updates on Facebook, Twitter or any other 
social media website. 60.4% 49.5% .009 

… Going to a spa 68.1% 54.9% .001 
… Hiking 75.3% 59.9% .000 
… Going to discos / bars 68.7% 62.4% .132 
… Going to the theatre, musical, opera 76.9% 70.7% .108 
… Participating in organised excursions 79.1% 77.5% .695 
… Going to an indoor swimming pool / to a sauna 83.5% 81.2% .534 
… Boat trips 82.4% 82.2% 1.00 
… Visiting festivals, concerts 81.9% 82.9% .819 
… Swimming / bathing 91.2% 85.8% .068 
… Going to museums/exhibitions 88.5% 90.9% .379 
… Making (not organised) excursions into the near surroundings 91.8% 90.8% .786 
… Visiting local and regional events 92.3% 93.6% .647 
… Shopping 91.8% 94.9% .136 
… Going for walks 94.0% 95.0% .683 
… Relaxing / doing nothing 93.4% 94.8% .574 
… Sightseeing 94.0% 96.0% .307 
… Going out for dinner 96.7% 97.3% .826 
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Motivations    
… I want to do sports. 49.5% 27.3% .000 
… I use my holiday for the health and beauty of my body. 59.3% 48.1% .007 
… I want to realise my creativity. 67.0% 56.7% .013 
… Being on holiday I do not pay attention to prices and money. 64.8% 56.4% .044 
… I am looking for luxury and want to be spoilt. 60.4% 56.6% .387 
… When I choose a destination, I put much emphasis on a romantic and 
nostalgic atmosphere. 65.9% 63.0% .514 

… I am looking for cosiness and a familiar atmosphere. 68.1% 61.5% .109 
… The special thing about my holiday is an intense experience of 
nature. 74.2% 67.6% .101 

… This holiday means excitement, a challenge and special experience to 
me. 79.7% 77.9% .679 

… Good company and getting to know people is important to me. 77.5% 81.0% .331 
… On holiday the efforts to maintain unspoilt surroundings play a major 
role for me. 76.4% 81.9% .103 

… When I choose a holiday-resort, unspoilt nature and a natural 
landscape play a major role for me. 77.5% 83.8% .055 

… I am interested in the life style of the local people. 80.8% 85.5% .141 
… I am looking for a variety of fun and entertainment. 83.5% 85.5% .582 
… Cultural offerings and sights are a crucial factor. 84.6% 87.3% .402 
… I want to rest and relax. 86.3% 89.6% .245 
… I go on holiday for a change to my usual surroundings. 85.7% 91.9% .013 
… I put much emphasis on free-and-easy-going. 90.7% 94.2% .113 
How many holiday trips away from home do you usually make per year 
within your country of residence? (mean) 4.0 3.3 .005 

How many holiday trips away from home do you usually make per year 
to another country (mean) 3.1 2.0 .000 

Compared to most people you know, how much money do you spend 
for a typical annual holiday?   

.738 … less than most people I know 27.5% 28.4% 
… more than most people I know 23.1% 20.5% 
Compared to most people you know, how much time do you spend 
planning vacations?   

.096 … less than most people I know 16.5% 23.6% 
… more than most people I know 29.1% 28.4% 
For a typical vacation, how much of the planning is usually done by you 
personally?   

.001 … more than half 28.6% 35.3% 
… all of it 57.1% 41.5% 
Who do you usually travel with?   

.0315 

… Alone 17.0% 14.8% 
… With partner 39.0% 45.9% 
… With partner and children 25.3% 22.1% 
… With Friends 18.1% 15.5% 
… With an organized group 0.5% 1.7% 
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Appendix 4: Detailed profile of all the individual segments using internal crises 
variables 

 

 

 

 

 

Table 7  
Risk propensity, resistance to change, cancellation behavior and risk shifting. 

 

 Resistant Non-resistant  

Variables 

Internal 
Crisis-

resistant 
Segment 
(n=109) 

Family 
Emergency-

resistant 
Segment 
(n=126) 

Sickness-
resistant 
Segment 
(n=263) 

Internal 
Crisis-non-

resistant 
Segment 
(n=238) 

Family 
Emergency-
non-resistant 

Segment 
(n=128) 

Sickness-
non-

resistant 
Segment 
(n=125) 

p-value 

Do you typically buy 
trip insurance when 
making travel 
reservations? 
 

52.3% 45.2% 38.0% 46.2% 49.2% 48.8% .098 

Have you ever 
cancelled a vacation 
travel booking in its 
entirety? 
 

17.4% 10.3% 6.5% 100% 100% 100% .000 

Resistance to change 
(mean) 
 

8.7 6.9 6.3 6.1 5.8 6.4 .000 

Risk propensity 
(mean):        

… physical risk 57.7 49.2 50.0 46.5 44.5 35.6 .000 
… financial risk 53.0 45.2 42.9 42.4 41.1 35.1 .000 
… health risk 51.5 46.2 44.3 38.3 35.6 32.4 .000 
… social risk 57.2 53.0 55.3 53.5 50.0 47.9 .010 
… risk propensity  
compared to others 59.9 50.8 56.7 54.9 53.3 47.7 .000 
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Table 8 
Socio-demographic and psychographic background variables. 
 

 

 Resistant Non-resistant  

Variables 

Internal 
Crisis-

resistant 
Segment 
(n=109) 

Family 
Emergency-

resistant 
Segment 
(n=126) 

Sickness-
resistant 
Segment 
(n=263) 

Internal 
Crisis-non-

resistant 
Segment 
(n=238) 

Family 
Emergency-
non-resistant 

Segment 
(n=128) 

Sickness-
non-resistant 

Segment 
(n=125) 

p-
value 

Age (median) 35 43 43 52 50 49 .000 
Female 36.7% 49.2% 51.3% 47.1% 42.2% 48.8% .144 
Relationship status       

.026 

… Not currently in a 
relationship 22.0% 24.6% 22.1% 30.7% 25.8% 32.0% 

… In a relationship 
but not living 
together 

18.3% 8.7% 14.1% 10.5% 7.8% 8.8% 

… Living with your 
partner 20.2% 16.7% 17.5% 10.9% 12.5% 8.8% 

… Married 38.5% 46.0% 44.9% 46.2% 53.1% 49.6% 
Employment status       

.000 
… Working full-time 65.1% 45.2% 44.5% 31.1% 42.2% 32.0% 
… Working part-
time or casually 16.5% 18.3% 13.7% 13.4% 12.5% 16.0% 

… Retired 8.3% 18.3% 14.4% 28.2% 25.0% 28.0% 
Education       

.620 

… university degree, 
postgraduate 28.4% 19.0% 16.0% 14.7% 16.4% 19.2% 

… university degree, 
undergraduate 21.1% 27.8% 28.1% 27.7% 26.6% 25.6% 

… technical/ 
Vocational training 
or apprenticeship 

19.3% 27.0% 24.3% 27.3% 25.0% 24.0% 

… secondary school 22.0% 16.7% 24.3% 22.7% 28.1% 27.2% 
Annual income 
(median) 

52,000 
 AUD 

49,564 
AUD 

34,729 
AUD 

41,422 
AUD 

37,383 
AUD 

38,661  
AUD 

.078 

Personality traits 
(mean)        

… neuroticism 2.76 2.22 2.23 2.23 2.09 2.10 .050 
… extraversion 3.78 3.22 3.21 3.48 3.18 3.09 .015 
… openness to 
experience 4.06 4.03 4.34 4.42 4.28 4.05 .001 

… agreeableness 3.96 4.03 4.13 4.18 4.13 4.16 .837 
… conscientiousness 4.02 3.98 4.14 4.15 4.25 4.32 .055 
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Table 9 
Travel behavior background variables: 
 

 
 Resistant Non-resistant  

Variables 

Internal 
Crisis-

resistant 
Segment 
(n=109) 

Family 
Emergency-

resistant 
Segment 
(n=126) 

Sickness-
resistant 
Segment 
(n=263) 

Internal 
Crisis-
non-

resistant 
Segment 
(n=238) 

Family 
Emergency-

non-
resistant 
Segment 
(n=128) 

Sickness-
non-

resistant 
Segment 
(n=125) 

p-
value 

What information 
sources do you 
typically use to 
learn about a 
particular holiday 
destination before 
deciding on a 
holiday? 

       

… don't need any 
information 43.1% 24.6% 23.6% 31.5% 18.8% 26.4% .000 

… tour operator or 
travel agent 66.1% 59.5% 50.2% 54.2% 57.0% 55.2% .107 

… traditional media 
(TV, radio, 
newspaper) 

68.8% 54.8% 55.5% 59.7% 50.8% 48.8% .026 

… social media 69.7% 38.9% 36.9% 37.8% 26.6% 19.2% .000 
… online travel 
community 
companies (e.g. 
TripAdvisor) 

67.0% 57.9% 61.2% 60.1% 67.2% 60.8% .550 

… friends and 
relatives 77.1% 80.2% 77.9% 82.4% 78.9% 76.0% .727 

… official local, 
regional or national 
tourism offices 

65.1% 62.7% 58.6% 62.6% 61.7% 51.2% .247 

… guidebooks 65.1% 64.3% 63.1% 67.6% 64.8% 65.6% .945 
… tourism suppliers 
(airlines, hotels, 
attractions) 

66.1% 67.5% 65.4% 65.1% 67.2% 73.6% .669 

… other travelers not 
personally known to 
you 

59.6% 49.2% 35.0% 35.7% 25.0% 27.2% .000 

… motoring 
associations 52.3% 40.5% 29.3% 42.4% 25.8% 19.2% .000 

… social clubs 
(church groups, 
university clubs, 
etc.) 

58.7% 23.0% 22.8% 26.9% 15.6% 15.2% .000 

Please indicate 
which vacation 
activities you 
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undertake on a 
typical vacation: 
… Mountain biking 64.2% 35.7% 30.8% 33.2% 20.3% 18.4% .000 
… Playing Golf 57.8% 34.9% 30.0% 35.3% 26.6% 17.6% .000 
… Playing Tennis 60.6% 34.9% 35.7% 33.6% 24.2% 22.4% .000 
… Skiing/ 
Snowboarding 64.2% 38.9% 35.4% 34.5% 30.5% 20.8% .000 

… Mountaineering 70.6% 40.5% 36.9% 33.6% 28.1% 20.8% .000 
… Trendy sports 67.0% 40.5% 38.0% 32.4% 30.5% 19.2% .000 
… Sailing/surfing 67.9% 45.2% 42.2% 40.3% 35.9% 18.4% .000 
… Horse riding 64.2% 41.3% 43.3% 40.8% 40.6% 24.8% .000 
… Cycling 72.5% 50.0% 46.4% 43.7% 35.9% 29.6% .000 
… Posting pictures, 
status updates on 
Facebook, Twitter or 
any other social 
media website. 

72.5% 53.2% 56.7% 47.9% 43.0% 36.8% .000 

… Going to a spa 74.3% 66.7% 57.4% 62.2% 50.0% 42.4% .000 
… Hiking 73.4% 65.9% 62.0% 55.5% 57.8% 53.6% .011 
… Going to discos / 
bars 77.1% 61.1% 65.0% 59.2% 58.6% 44.8% .000 

… Going to the 
theatre, musical, 
opera 

79.8% 72.1% 68.4% 73.9% 67.2% 61.6% .034 

… Participating in 
organised excursions 79.8% 74.6% 71.1% 72.7% 82.8% 75.2% .139 

… Going to an 
indoor swimming 
pool / to a sauna 

82.6% 77.8% 86.7% 79.4% 76.6% 76.0% .064 

… Boat trips 81.7% 78.6% 80.2% 76.9% 85.2% 75.2% .374 
… Visiting festivals, 
concerts 84.4% 81.0% 83.7% 84.5% 79.7% 77.6% .539 

… Swimming / 
bathing 92.7% 81.7% 87.8% 85.3% 81.2% 81.6% .065 

… Going to 
museums/exhibitions 83.5% 88.1% 87.5% 91.2% 90.6% 89.6% .365 

… Making (not 
organised) 
excursions into the 
near surroundings 

89.0% 83.3% 88.2% 89.5% 91.4% 92.8%% .224 

… Visiting local and 
regional events 89.9% 86.5% 92.8% 94.1% 94.5% 91.2% .121 

… Shopping 91.7% 92.1% 95.8% 95.4% 96.9% 92.0% .215 
… Going for walks 93.6% 91.3% 93.2% 95.0% 97.7% 93.6% .356 
… Relaxing / doing 
nothing 93.6% 91.3% 94.7% 97.1% 96.9% 96.0% .172 

… Sightseeing 91.7% 92.9% 94.3% 97.9% 100% 96.0% .006 
… Going out for 
dinner 95.4% 95.2% 98.1% 98.3% 100% 97.6% .092 

Motivations        
… I want to do 
sports. 59.6% 36.5% 38.0% 28.6% 24.2% 19.2% .000 

… I use my holiday 
for the health and 
beauty of my body. 

74.3% 53.2% 54.0% 52.5% 43.8% 41.6% .000 
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… I want to realise 
my creativity. 78.9% 53.2% 60.5% 60.9% 50.8% 57.6% .000 

… Being on holiday 
I do not pay attention 
to prices and money. 

68.8% 57.1% 63.1% 50.4% 54.7% 47.2% .001 

… I am looking for 
luxury and want to 
be spoilt. 

74.3% 56.3% 58.2% 60.1% 56.2% 53.6% .023 

… When I choose a 
destination, I put 
much emphasis on a 
romantic and 
nostalgic 
atmosphere. 

75.2% 64.3% 64.3% 63.9% 59.4% 62.4% .203 

… I am looking for 
cosiness and a 
familiar atmosphere. 

76.1% 62.7% 65.4% 73.1% 67.2% 61.6% .051 

… The special thing 
about my holiday is 
an intense 
experience of nature. 

78.9% 71.4% 67.7% 66.4% 64.1% 63.2% .102 

… This holiday 
means excitement, a 
challenge and special 
experience to me. 

85.3% 70.6% 77.6% 76.9% 75.0% 72.8% .134 

… Good company 
and getting to know 
people is important 
to me. 

81.7% 79.4% 84.8% 82.4% 81.2% 75.2% .338 

… On holiday the 
efforts to maintain 
unspoilt 
surroundings play a 
major role for me. 

80.7% 77.0% 78.3% 79.4% 87.5% 74.4% .168 

… When I choose a 
holiday-resort, 
unspoilt nature and a 
natural landscape 
play a major role for 
me. 

81.7% 82.5% 81.0% 84.5% 85.9% 80.0% .747 

… I am interested in 
the life style of the 
local people. 

80.7% 78.6% 82.5% 82.4% 88.3% 83.2% .465 

… I am looking for a 
variety of fun and 
entertainment. 

89.0% 82.5% 87.5% 85.3% 82.8% 83.2% .549 

… Cultural offerings 
and sights are a 
crucial factor. 

81.7% 82.5% 84.0% 83.2% 90.6% 87.2% .327 

… I want to rest and 
relax. 87.2% 88.1% 93.5 92.4% 92.2% 90.4% .279 

… I go on holiday 
for a change to my 
usual surroundings. 

82.6% 83.3% 92.8% 87.8% 95.3% 92.0% .001 

… I put much 89.0% 87.3% 95.4% 94.1% 94.5% 97.6% .004 
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emphasis on free-
and-easy-going. 
How many holiday 
trips away from 
home do you usually 
make per year within 
your country of 
residence? (mean) 

5.7 5.5 2.7 3.4 2.1 2.1 .011 

How many holiday 
trips away from 
home do you usually 
make per year to 
another country 
(mean) 

4.5 2.9 1.7 1.4 1.0 1.0 .000 

Compared to most 
people you know, 
how much money do 
you spend for a 
typical annual 
holiday? 

      

.143 

… less than most 
people I know 19.3% 24.6% 30.8% 35.7% 29.7% 33.6% 

… more than most 
people I know 14.7% 17.5% 16.3% 14.7% 17.2% 18.4% 

Compared to most 
people you know, 
how much time do 
you spend planning 
vacations? 

      

.046 
… less than most 
people I know 21.1% 18.3% 21.7% 31.1% 24.2% 26.4% 

… more than most 
people I know 23.9% 23.0% 28.1% 22.3% 31.2% 32.0% 

For a typical 
vacation, how much 
of the planning is 
usually done by you 
personally? 

      
.008 

… more than half 32.1% 31.7% 32.7% 38.7% 35.9% 32.0% 
… all of it 56.9% 45.2% 46.0% 36.6% 39.1% 46.4% 
Who do you usually 
travel with?       

.068 

… Alone 16.5% 12.7% 12.2% 15.1% 8.6% 19.2% 
… With partner 41.3% 42.9% 39.9% 42.9% 42.2% 48.8% 
… With partner and 
children 29.4% 31.0% 30.8% 21.8% 25.0% 17.6% 

… With Friends 11.9% 12.7% 14.1% 18.9% 22.7% 12.0% 
… With an 
organized group 0.9% 0.8% 3.0% 1.3% 1.6% 2.4% 
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Appendix 5: Detailed profile of all the individual segments using external crises 
variables 

 

 

 

 

 

Table 10  
Risk propensity, resistance to change, cancellation behavior and risk shifting. 

 

 Resistant  Non-resistant  

Variables 

External 
Crisis-

resistant 
Segment 
(n=182) 

 

Natural 
Disaster-
resistant 
Segment 
(n=207) 

 

Strike-
resistant 
Segment 
(n=236) 

 

Terrorist 
Attack-
resistant 
Segment 
(n=213) 

 

External 
Crisis-non-

resistant 
Segment 
(n=169) 

 

p-value 

Do you typically buy trip insurance 
when making travel reservations? 
 

53.3% 51.2% 49.2% 47.9% 42.6% .328 

Have you ever cancelled a vacation 
travel booking in its entirety? 
 

20.9% 18.8% 25.0% 21.6% 100% .000 

Resistance to change (mean) 
 

7.1 6.1 5.5 5.9 6.3 .000 

Risk Propensity (mean):       
… physical risk 58.3 47.7 47.2 49.6 46.9 .000 
… financial risk 51.5 40.5 42.0 42.5 46.7 .000 
… health risk 51.8 41.5 37.7 43.3 41.7 .000 
… social risk 57.4 50.9 52.1 56.0 51.5 .030 
… risk propensity compared to others 60.3 54.1 54.5 58.7 55.9 .009 
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Table 11 
Socio-demographic and psychographic background variables. 

 

 Resistant  Non-resistant  

Variables 

External 
Crisis-

resistant 
Segment 
(n=182) 

 

Natural 
Disaster-
resistant 
Segment 
(n=207) 

 

Strike-
resistant 
Segment 
(n=236) 

 

Terrorist 
Attack-
resistant 
Segment 
(n=213) 

 

External 
Crisis-non-

resistant 
Segment 
(n=169) 

 

p-value 

Age (median) 39 43 48 46 47 .000 
Female 39.0% 46.9% 41.9% 48.8% 40.8 % .230 
Relationship status      

.328 

… Not currently in a 
relationship 25.3% 25.1% 25.8% 27.2% 28.4% 

… In a relationship but 
not living together 14.3% 13.5% 6.8% 13.6% 7.7% 

… Living with your 
partner 15.4% 10.6% 16.5% 13.6% 13.0% 

… Married 42.3% 49.3% 50.0% 43.7% 49.1% 
Employment status      

.001 
… Working full-time 60.4% 42.5% 44.1% 40.8% 32.5% 
… Working part-time or 
casually 11.0% 18.4% 11.9% 19.2% 14.2% 

… Retired 11.5% 19.3% 26.3% 18.8% 26.6% 
Education      

.151 

… university degree, 
postgraduate 23.6% 13.5% 16.9% 17.4% 20.1% 

… university degree, 
undergraduate 32.4% 25.6% 32.6% 26.3% 26.0% 

… technical/Vocational 
training or 
apprenticeship 

17.0% 28.0% 21.6% 27.2% 21.9% 

… secondary school 19.8% 28.5% 24.2% 24.4% 23.1% 
Annual income 
(median) 

47,622  
AUD 

41,600 
AUD 

52,000 
AUD 

34,605 
AUD 

39,000  
AUD .094 

Personality traits (mean)       
… neuroticism 2.16 2.07 1.78 1.93 2.14 .154 
… extraversion 3.55 3.07 3.36 3.26 3.39 .019 
… openness to 
experience 4.19 4.24 4.39 4.22 4.32 .312 

… agreeableness 4.09 4.17 4.31 4.05 4.02 .020 
… conscientiousness 4.20 4.06 4.22 3.90 4.20 .027 
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Table 12 
Travel behavior background variables: 
 

 Resistant  Non-
resistant  

Variables 

External 
Crisis-

resistant 
Segment 
(n=182) 

 

Natural 
Disaster-
resistant 
Segment 
(n=207) 

 

Strike-
resistant 
Segment 
(n=236) 

 

Terrorist 
Attack-
resistant 
Segment 
(n=213) 

 

External 
Crisis-non-

resistant 
Segment 
(n=169) 

 

p-
value 

What information 
sources do you typically 
use to learn about a 
particular holiday 
destination before 
deciding on a holiday? 

      

… don't need any 
information 34.6% 21.7% 22.9% 24.9% 29.0% .026 

… tour operator or travel 
agent 58.8% 50.2% 58.9% 58.7% 58.6% .301 

… traditional media (TV, 
radio, newspaper) 61.5% 48.8% 56.8% 52.1% 60.4% .055 

… social media 48.4% 32.9% 33.1% 29.1% 46.7% .000 
… online travel 
community companies 
(e.g. TripAdvisor) 

71.4% 62.8% 68.6% 62.4% 62.1% .180 

… friends and relatives 70.9% 79.7% 83.5% 77.5% 83.4% .013 
… official local, regional 
or national tourism 
offices 

67.6% 58.5% 65.3% 57.3% 60.4% .150 

… guidebooks 70.3% 65.7% 67.4% 66.7% 71.6% .703 
… tourism suppliers 
(airlines, hotels, 
attractions) 

72.5% 69.6% 72.0% 63.8% 65.1% .207 

… other travelers not 
personally known to you 53.8% 35.3% 33.9% 35.7% 34.3% .000 

… motoring associations 41.2% 28.0% 35.6% 24.4% 36.1% .002 
… social clubs (church 
groups, university clubs, 
etc.) 

34.6% 23.2% 21.6% 15.5% 28.4% .000 

Please indicate which 
vacation activities you 
undertake on a typical 
vacation: 

      

… Mountain biking 51.1% 28.5% 21.6% 25.4% 33.7% .000 
… Playing Golf 47.8% 27.5% 26.7% 20.7% 36.1% .000 
… Playing Tennis 54.9% 26.1% 26.7% 28.2% 37.9% .000 
… Skiing/Snowboarding 51.6% 30.0% 28.8% 31.9% 38.5% .000 
… Mountaineering 53.3% 35.7% 27.1% 29.6% 40.8% .000 
… Trendy sports 58.8% 39.1% 32.2% 31.0% 40.8% .000 
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… Sailing/surfing 56.6% 35.3% 35.6% 34.3% 45.0% .000 
… Horse riding 57.1% 40.6% 38.1% 37.1% 46.2% .000 
… Cycling 62.6% 46.4% 40.7% 39.0% 43.8% .000 
… Posting pictures, 
status updates on 
Facebook, Twitter or any 
other social media 
website. 

60.4% 48.3% 47.5% 50.7% 52.1% .081 

… Going to a spa 68.1% 54.1% 50.4% 53.1% 64.5% .000 
… Hiking 75.3% 65.2% 58.9% 54.5% 61.5% .000 
… Going to discos / bars 68.7% 58.9% 61.4% 65.7% 63.9% .300 
… Going to the theatre, 
musical, opera 76.9% 65.2% 72.5% 71.8% 73.4% .034 

… Participating in 
organised excursions 79.1% 78.7% 76.7% 79.8% 74.0% .664 

… Going to an indoor 
swimming pool / to a 
sauna 

83.5% 81.2% 79.2% 78.9% 87.0% .225 

… Boat trips 82.4% 83.6% 85.2% 85.0% 72.8% .010 
… Visiting festivals, 
concerts 81.9% 82.6% 83.5% 80.3% 85.8% .699 

… Swimming / bathing 91.2% 85.5 88.6% 84.0% 84.6% .188 
… Going to 
museums/exhibitions 88.5% 88.9% 91.9% 89.7% 93.5% .406 

… Making (not 
organised) excursions 
into the near 
surroundings 

91.8% 88.9% 94.9% 90.6% 87.6% .087 

… Visiting local and 
regional events 92.3% 91.3% 96.2% 92.0% 94.7% .210 

… Shopping 91.8% 92.3% 96.2% 95.8% 95.3% .162 
… Going for walks 94.0% 96.1% 96.6% 92.0% 95.3% .196 
… Relaxing / doing 
nothing 93.4% 94.7% 97.0% 91.5% 95.9% .108 

… Sightseeing 94.0% 94.2% 98.7% 94.8% 95.9% .091 
… Going out for dinner 96.7% 96.6% 98.3% 97.7% 96.4% .735 
Motivations       
… I want to do sports. 49.5% 31.4% 22.5% 24.4% 32.5% .000 
… I use my holiday for 
the health and beauty of 
my body. 

59.3% 47.8% 41.5% 45.1% 61.5% .000 

… I want to realise my 
creativity. 67.0% 55.6% 55.9% 51.2% 66.3% .003 

… Being on holiday I do 
not pay attention to 
prices and money. 

64.8% 57.0% 55.5% 59.2% 53.3%  .210 

… I am looking for 
luxury and want to be 
spoilt. 

60.4% 50.7% 57.2% 56.3% 63.3% .137 

… When I choose a 
destination, I put much 
emphasis on a romantic 
and nostalgic 
atmosphere. 

65.9% 65.2% 62.7% 54.0% 72.2% .005 

… I am looking for 68.1% 60.4% 62.3% 51.2% 74.6% .000 
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cosiness and a familiar 
atmosphere. 
… The special thing 
about my holiday is an 
intense experience of 
nature. 

74.2% 72.9% 66.1% 61.0% 71.6% .021 

… This holiday means 
excitement, a challenge 
and special experience to 
me. 

79.7% 77.3% 79.7% 75.1% 79.9% .718 

… Good company and 
getting to know people is 
important to me. 

77.5% 81.6% 83.5% 76.1% 82.8% .216 

… On holiday the efforts 
to maintain unspoilt 
surroundings play a 
major role for me. 

76.4% 80.2% 82.2% 81.2% 84.6% .370 

… When I choose a 
holiday-resort, unspoilt 
nature and a natural 
landscape play a major 
role for me. 

77.5% 85.5% 83.5% 79.8% 87.0% .088 

… I am interested in the 
life style of the local 
people. 

80.8% 85.5% 85.6% 85.9% 84.6% .619 

… I am looking for a 
variety of fun and 
entertainment. 

83.5% 85.5% 88.1% 79.3% 89.3% .039 

… Cultural offerings and 
sights are a crucial factor. 84.6% 85.5% 91.1% 86.9% 84.6% .233 

… I want to rest and 
relax. 86.3% 92.3% 90.3% 83.1% 93.5% .004 

… I go on holiday for a 
change to my usual 
surroundings. 

85.7% 93.7% 95.3% 88.7% 88.8% .003 

… I put much emphasis 
on free-and-easy-going. 90.7% 93.2% 96.6% 92.0% 94.7% .116 

How many holiday trips 
away from home do you 
usually make per year 
within your country of 
residence? (mean) 

4.0 3.6 3.1 3.0 3.6 .024 

How many holiday trips 
away from home do you 
usually make per year to 
another country (mean) 

3.1 2.6 1.6 2.4 1.4 .000 

Compared to most people 
you know, how much 
money do you spend for 
a typical annual holiday? 

     

.967 … less than most people 
I know 27.5% 27.5% 27.5% 29.6% 29.0% 

… more than most 
people I know 23.1% 21.7% 21.6% 20.7% 17.2% 

Compared to most people      .254 
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you know, how much 
time do you spend 
planning vacations? 
… less than most people 
I know 16.5% 22.7% 26.3% 20.2% 25.4% 

… more than most 
people I know 29.1% 26.6% 30.5% 30.5% 24.9% 

For a typical vacation, 
how much of the 
planning is usually done 
by you personally? 

     
.005 

… more than half 28.6% 31.4% 35.2% 38.0% 36.7% 
… all of it 57.1% 40.1% 46.6% 39.0% 39.1% 
Who do you usually 
travel with?      

.140 

… Alone 17.0% 10.1% 14.0% 18.3% 17.2% 
… With partner 39.0% 50.7% 43.2% 45.5% 44.4% 
… With partner and 
children 25.3% 20.3% 28.0% 17.8% 21.3% 

… With Friends 18.1% 15.9% 13.1% 16.9% 16.6% 
… With an organized 
group 0.5% 2.9% 0.6% 1.7% 1.4%  
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