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SUMMARY 

The purpose of this study was to determine the travel behaviour of tourists to a ATKV resort, more 

specifically ATKV-Natalia. Numerous studies on travel behaviour has been done, but none of them 

indicated that it was focused on ATKV resorts. 

Travel behvaiour is concerned with the way in which tourists react towards specific inherent 

aspects. There are various internal and external factors which influence and determine travel 

behaviour. Travel motivations and reasons for travel are two of the most important factors 

influencing travel behaviour. Travel motivations can be defined as internal forces influencing a 

tourist and reasons for travel can be conceptualised as external forces influencing a tourist to 
11 

travel. I 

Another important factor influencing travel behaviour is the stage of the family life cycle in which 
I 

the tourist finds him- or herself. Every stage has its own certain needs and wants. Thus, every 

stage implies different needs and wants in terms of traveling. 

The in~ormation of this study was gathered by means of a questionnaire. The questionnaire was 

distributed at ATKV-Natalia Resort during the weekend of 17-19 July 2009, by two. fieldworkers. A 

total of 159 questionnaires were distributed (one per family). Another 150 questionnaires were 

distributed by means of email. Respondents were identified by the existing database of ATKV 

which indicated the tourists who visited the resort during the 2009 December school holidays. 

Statistical analysis of the data was used to determine the findings of this study. For the first article, 

factor analyses were done in order to determine the travel motivations and reasons for travel of 
I • 

tourists to ATKV-Natalia. Correlation analysis was also done. in order to determine the correlations 

which exist between travel motivations and reasons for travel. In the second article, only the data of 

the respondents who indicated that they were married were used for statistical analysis. Cross 

tabulations were done in order to determine the most important similarities and differences which 
' 

exist between tourists married with children and tourists married without children. 
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Conclusions and recommendations regarding the outcome of the study were made. Adequate 

knowledge and information regarding the above mentioned aspects can contribute to more 

effective product development and successful marketing strategies. This study contributes to the 

existing literature regarding travel behaviour and family life cycle and has a positive impact on 

future research with regard to ATKV resorts. 

Key words: ATKV Resorts, tourism, travel behaviour, travel motivations, family life cycle, 

marketing strategies, product development 
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SAMEVATTING 

Die doel van die studie was om die reisgedrag van toeriste na ATKV-oorde, meer spesifiek ATKV

Natalia, te bepaal. Verskeie soortgelyke studies is al in die verlede gedoen, maar geen hiervan 

was spesifiek gefokus op ATKV-oorde nie. 

Reisgedrag handel oar die wyse waarop toeriste reageer teenoor spesifiek inherente aspekte. Dus, 

daar is verskeie interne en eksterne faktore wat reisgedrag bepaal en be"invloed. Reismotiverings 

en redes vir reis is twee van die belangrikste faktore wat reisgedrag be"invloed. Reismotiverings is 

interne faktore wat gedrag en belsuitneming be"invloed en redes vir reis is eksterne aspekte wat 

reisgedrag en besluitneming be"invloed. 

Die fase van die familie lewensiklus waarin die toeris horn- of haarself bevind speel oak 'n 

belangrike rol in die bepaling van reisgedrag. Elke fase van die lewensiklus bring spesifieke 

behoeftes mee. Verskillende behoeftes het dan verskillende gedrag, ten opsigte van reis, tot 

gevolg. 

Die opname het tweeledig plaasgevind. Die eerste deel van die opname het gedurende die 

naweek van 17 tot 19 Julie 2009 by ATKV-Natalia geskied. 150 vraelyste is tydens hierdie naweek 

onder besoekers aan die oord versprei deur twee veldwerkers. Slegs een vraelys per gesin is 

voltooi vir die doeleindes van die opname. Die tweede deel van die opname het plaasgevind deur 

besoekers te identifiseer wat die oord gedurende die 2009 Desember-skoolvakansie besoek het. 

Respondente is ge·identifiseer deur middel van die bestaande databasis van ATKV en die vraelyste 

is versprei deur middel van elektroniese pas. Weereens is 150 vraelyste versprei en slegs een per 

gesin voltooi. 

Analise van die data is gebruik om die bevindinge van die studie te bepaal. In die eerste artikel is 

faktor-analises gedoen om die reismotiverings en redes vir reis te bepaal van toeriste wat die oord 

besoek. Korrelasie-analise is oak gedoen om die verband tussen die reismotiverings en redes vir 

reis wat bestaan, te bepaal. In die tweede artikel is die data van alle respondent wat aangedui het 

dat hulle getroud is, gebruik ".'ir die doeleindes van die resultate. Kruis-tabellasies is gedoen om die 
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belangrikste ooreenkomste en verskille te bepaal wat bestaan tussen toeriste wat getroud is 

sander kinders en toeriste wat getroud is met kinders. 

Gevolgtrekkings en aanbevelings ten opsigte van die resultate van die studie is gemaak. lnligting 

rakende bogenoemde aspekte kan 'n positiewe bydra lewer in effektiewe produkontwikkeling en 

suksesvolle bemarkingstrategiee tot gevolg he. Die studie dra by tot die bestaande literatuur 

rakende reisgedrag en familielewensilus en lewer 'n konstruktiewe bydra tot die toekomstige 

navorsing gebasseer op ATKV-oorde. 

Sleutelwoorde: ATKV, toerisme, reisgedrag, reismotiverings, familielewensiklus, 

bemarkingstrategie, produkontwikkeling 
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~hapter 
Introduction, problem statement, 
objectives and method of research 

1.1 DEFINING CONCEPTS 

The following concepts will be used in the study and need to be clarified: 

1.1.1 Tourism 

Tourism can be viewed as a resource-based industry. It mainly depends on the interaction between 

different communities of interest, such as tourists, job providers, government systems and local 

communities. This interaction takes place when tourists are attracted, entertained, transported and 

given accommodation; the whole process leading to a total experience (Saayman, 2007:3; Decrop, 

2006:67). Mills and Morrison (1992:9) explain that tourism includes all activities and purchases 

made, as well as the level of interaction that takes place between the tourist and the host 

community (George, 2004:20). 

1.1.2 ATKV (Afrikaanse Taal en Kultuur Vereniging) 

The ATKV (Afrikaanse Taal- en Kultuur Vereniging) is a well established organisation in South 

Africa. Their primary focus and vision is the promotion and elaboration of the Afrikaans language 

and culture. This organisation was established in 1930 in Cape Town, and the number of members 

has grown rapidly over the past few years. The ATKV has contributed to the South African tourism 

industry by developing. several family resorts all over the country. These resorts offer a wide 

selection of self-catering accommodation and conference facilities, thus creating the ideal 

atmosphere for positive and imaginative business planning and team building (Anon., 2008). 



1.1.3 Travel behaviour 

Travel behaviour can be defined as a person's movement from one place to another. This action is 

caused by the desire to participate in a necessary or desired activity. Travel behaviour can be 

described in two ways (Venkatesh, 2006:94): 

Trip: this implies the literal movement of a person from one place to another. 

Tour: the series of linked trips a person undertakes during one day or the duration of a 

holiday. 

According to Dann- (2002:51) travel behaviour can also be defined as the actions that carry out 

discursive work in order to achieve positioning in relation to others and to the remaining aspect of 

each tourist's life 

Many important aspects of travel behaviour cannot be predicted without considering the overall 

pattern of the activities in which a tourist participates during the holiday. Travel behaviour 

specifically includes the frequency of travel, the purpose of travel, the activities which create the 

demand for travel, the mode of transport and time of travel (Bradley, 2001:6,15, 18). 

1.2 INTRODUCTION 

The tourism industry is a large and complex industry; currently one of the fastest growing industries 

in the world (Ninemeier & Perdue, 2008:4). It offers endless and exciting opportunities, and plays a 

very significant and dominant role in the service sector. It is a global phenomenon that has grown 

rapidly over the past few years and can be seen as one of the leading sectors in world economy 

(Hodgson, 1987:1; Page, Brunt, Busby & Connell, 2001 :1; Ninemeier & Perdue, 2008:4). 

According to Kay (2003:2) the term 'tourism industry' is used to describe more than one industry, 

as it also includes the products and services tourists desire while travelling. Tourism can also be 

defined as an activity in which a number of industries, such as hospitality and transport, play 

significant roles (George, 2004:20; Kay, 2003:2). 

Even with tourism being a world phenomenon the World Travel and Tourism Council recognises 

the fact that the tourism industry can only grow if governments around the world realise the true 
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economic and social value thereof, and contribute to the development of the necessary 

infrastructure to accommodate its development and growth (Anon., 2009). Tourists are an integral 

part of the industry which directly influences its growth and development. 

Poon (as cited by Slabbert, 2002:2) considers tourists to be well-read and well informed on where 

they want to go and what they want. Slabbert (2002:2) also states that tourists' feelings, beliefs and 

perceptions are reflected in their choice of travel destination and the perceived ability of the 

destination to satisfy their needs in terms of their vacation. Information regarding travel behaviour 

can therefore assist product owners in the development of their products, marketing efforts and 

service delivery. It is thus imperative to have adequate information regarding the travel behaviour 

of tourists in order to enhance the growth of the industry and specific tourism products. Therefore, 

it is important for resorts such as those of the ATKV to conduct research regarding the travel 

behaviour of visitors. 

The following section of the chapter will consist of the problem statement. The aim of the problem 

statement is to discuss the importance of conducting the research study. This section will be 

followed by the goals and objectives, as well as the research methodology of the study. 

1.3 PROBLEM STATEMENT 

Dann (2002:51) defines travel behaviour as "actions that carry out discursive work in order to 

achieve positioning in relation to others and to the remaining aspect of each tourist's life". Travel 

behaviour, in turn, has a direct influence on tourism marketing (Venkatesh, 2006:89). 

In order to understand tourists' travel behaviour, organisations need information about the activities 

tourists would like to partake in; where, when and with whom they want to pursue these activities, 

and how these activities are scheduled. It is also important to understand how tourists make their 

decisions and how these decisions are affected by personal and institutional influences (Mazanec, 

Crouch, Ritchie & Woodside, 2001 :107). Rogers and Slinn (as cited by Page et al., 2001 :248) state 

that tourism demand fluctuates on a continuous basis, but that it is important to deliver the services 

tourists demand on the right time. In this fast growing tourism industry, it is therefore important to 
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provide a quality tourism product which remains satisfying in terms of the tourists' wants and 

needs. 

Tourists differ in their perceptions, wants, needs and expectations of a destination as a tourism 

product. Marketers therefore, whose primary task is to market destinations, have to be more 

innovative and creative in· developing marketing strategies and techniques that will satisfy the 

needs of the more demanding customers (Kozak & Andreu, 2006:79). This, in turn, highlights the 

importance of having adequate knowledge of travel behaviour and the motivations for travel in 

order to implement more effective marketing strategies and successful product development (Law, 

Cheung & Lo, 2004:361 ). 

Leisure and the opportunity to travel influence the travel behaviour of tourists. Venkatesh (2006:94) 

identifies five factors which influence the travel behaviour of tourists: personality, motivation, 

attitude, situational factors such as time, money, health and marketing pressure, and 

environmental factors or variables which influence what and how the tourist thinks, feels, learns 

and behaves (Venkatesh, 2006:94; Nanda, Hu & Bai, 2006:112; Decrop, 2006: 11, 14). According 

to Mondschein, Blumenberg and Taylor (2005:6), research suggests that the perception of distance 

influences the travel behaviour of tourists. Culture also plays an important role in the travel 

motivations and behaviour of tourists (Gibson & Connell, 2005: 1; Baloglu & Uysal, 1996:32; 

Novelli, 2005:7). To this, Heung, Qu and Chu (2000:261) and Van Harssel (1994:99) add 

promotional strategies as an important, influential factor, while George (2004:147) identifies 

psychological and social factors which influence the travel behaviour of tourists. Motivations that 

arouse a drive or need for certain activities or goals can be considered as one of the most 

important psychological influences of tourist behaviour. Similarly, the stage of the family life cycle in 

which tourists find themselves also has a significant influence on their behaviour and is an 

important social factor (George, 2004:151). 

Motivations to travel have a major influence on the travel behaviour of tourists. According to Page 

et al. (2001 :61 ), Maslow suggests that people's motivation to satisfy their needs directly influence 

their behaviour or the actions they take in order to satisfy these needs. Several tourism 

researchers have applied Maslow's hierarchy of needs within the context of the tourism industry, as 

tourists want to satisfy a number of distinctive needs at the same time (Baloglu & Uysal, 1996:33). 
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These studies recognise that tourists' motivations change constantly and that tourists have several 

motivations for travelling (Page et al., 2001 :61 ). Crompton (as cited by Saayman, 2006:24) 

identifies seven socio-psychological factors that motivate tourists to travel. They include the need 

to: 

escape from an everyday environment; 

discover and evaluate oneself; 

relax or take part in recreational activities; 

gain a certain level of prestige; 

regress; 

strengthen family ties; and 

facilitate their level of social interaction. 

Clearly, deciding to travel is a part of a complex process - it is not only based on motivations but 

also on attitudes, needs and values (van Harssel, 1994:119). Most of the literature on travel 

motivations has revolved around the concept of 'push and pull factors'. Therefore it can be 

assumed that various push and pull factors influence tourists' decisions (Baloglu & Uysal, 1996:32; 

Law et al., 2004:356; van Harssel, 1994:124; Dann, 2002:79). A push factor is the force which 

leads to a desire to go somewhere else without stating a specific destination; therefore pushing an 

individual away from home. A pull factor can be defined as the single force which pulls an 

individual to a specific destination, whether due to its region or the perceived attractiveness thereof 

(Baloglu & Uysal, 1996:32; Lam & Hsu, 2005:589; Page et al., 2001 :62). In other words, push 

factors can be defined as internally generated drives which create a desire within the tourist to 

search for signs in objects, situations and events in order to reduce the prevalent drives. Pull 

factors can be seen as the influences which have been created by knowledge regarding the goal 

attributes which the tourist holds (Decrop, 2006:79). For example, the need to relax in an 

environment other than that in which the tourist usually finds himself can be considered a push 

factor. Pull factors would be the scenic beauty and tranquil atmosphere of a destination which 

influence the tourist's behaviour (Lam & Hsu, 2005:589). 

Due to its impelling and compelling nature, motivation is considered one of the most important 

variables in explaining tourist behaviour (Baloglu & Uysal, 1996:32; Lam & Hsu, 2005:589). 

Satisfying tourists' needs can lead to the purchase of a holiday, which implies the process of final 
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decision-making. In terms of tourism, this leads to the choice of travel destination. Organisations 

benefit from understanding tourists' travel motivations and the factors which influence their 
I 

behaviour when deciding on a travel destination. Decision-making leads to the choice of a travel 

destination and is considered as a complex process during which tourists balance positive 

evaluative factors against negative aspects of the destination (Lam and Hsu, 2005:589; Mazanec, 

et al.; 2001:107). 

Page et al. (2001 :64) states that tourist motivation is influenced by two broad categories: personal 

and family influences, and social and situational influences. The family life cycle and other factors 

such as gender thus have significant influences on the travel motivations of tourists. 

Pender (as cited by Saayman, 2006:93) states that the family life cycle indicates the stages 

through which a household is progressing; each stage linked to different needs. Knowledge about 

the consumer's family life cycle enables the tourism marketer to adjust the marketing plan 

according to each target market (George, 2004: 151; Wood, 2004:77). 

Family members play diverse roles in their involvement in the decision-making process. In terms of 

selecting a tourism destination, the family usually acts as the single decision-making unit. The 

family, also referred to as the purchasing agent, usually consists of a husband, wife and children 

up to the age of fifteen. During the decision-making process, the family members interact and 

influence each other in their choices (Wang, Hsieh, Yeh & Tsai, 2003:1; Koc, 2004:87; Page et al., 

2001 :249). The number and age of the children may influence the travel behaviour as well as the 

travel decisions. 

Table 1.1, below, lists various studies that have been conducted on travel behaviour, the family life 

cycle and tourism marketing: 

Table 1. 1: Previous studies 

Travel Behaviour 

Family Life Cycle 

Venkatesh, 2006; Mondschein, Blumenberg & Taylor 

2005; Lam & Hsu, 2005. 

Zalatan, 1998; Koc, 2004; Wang, Hsieh, Yeh & Tsai, 
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2003. 

Cha, McCleary & Uysal, 1995; Moscardo, Morrison, 

Travel Motivation 
Pearce, Lang & O'Leary, 1996; Boo & Jones, 2009; 

Dotson, Clark & Dave, 2008; Chen, Prebensen & Huan, 

2008. 

Tourism Marketing Law, Cheung & Lo, 2004; Crick, 2003; Williams, 2006. 

The studies on travel behaviour were mainly focused on how core constructs of travel behaviour 

and the variable of past behaviour influence the current decision-making process of choosing a 

travel destination (Lam & Hsu, 2005:597). Another study on travel behaviour focused on cognitive 

mapping and the direct influence that a special context, in travelling, has on the travel behaviour of 

tourists. The outcome of this study showed that, in addition to individual, cultural, situational and 

environmental factors, the physical distance one has to travel to a destination can also be 

considered a factor influencing and shaping individual travel behaviour and choices (Mondschein et 

al., 2005:11 ). Another study, conducted by Venkatesh (2006), was based on the determinants of 

leisure and how these factors influence the tourism industry and tourists' ability to conceptualise 

leisure and apply this to their travel behaviour. 

Previous research concerning the family life cycle were based on the role of family members in 

terms of decision-making. These studies indicate the role of spouses and children in deciding on a 

holiday destination. Koc (2004: 100) found that wives play a particularly influential role in the 

making of this decision. The outcome of the study conducted by Wang et al. (2003: 191) shows that 

wives play a prominent role in the information search stage. They also found that children are 

primary participants in vacation planning, but that parents stay the most important decision-makers. 

Zalatan (1998:899) also found that wives have a prominent influence on the decision-making 

process and recommends that marketers should implement their marketing strategies according to 

this finding. 

Travel motivation has also been a very popular research field in the tourism industry. Cha, 

McCleary and Uysal (1995) conducted research based on a factor-cluster segmentation approach 

amongst Japanese overseas travellers in order to determine their travel motivations. Six push 
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motivation factors were identified to base the travel motivation of the respondents on. The findings 

of this study were that sports, novelty and family or relaxation was the main motivations which 

influenced the respondents to travel. The study also pointed out certain marketing implications for 

this market in terms of the future. 

A study conducted by Moscardo, Morrison, Pearce, Lang and O'Leary (1996) aimed to prove that 

the activities presented at the travel destinations play a significant role in travel motivation. The aim 

of the study was to prove that these activities are a critical link between the choice of a destination 

and the motivation to travel. The analysis of the research study proved that there is a dependable 

relationship between activities and travel motivations, as well as between activities and the 

features of a preferred travel destination. 

Boo and Jones (2009) used a validation process in order to develop market segmentation based 

on travel motivations. This study focussed on major metropolitan areas. Six push motivation factors 

were identified in order to develop the market segments. These factors included social interaction, 

excitement/fun, relaxation, sightseeing, family/friends, and sports. The findings of this study were 

based on a cluster analysis and showed that three homogeneous groups of travellers could be 

identified as market segments by means of travel motivations. 

Dotson, Clark and Dave (2008) conducted a research study based on the travel motivations and 

destination activities of travellers from different age groups in the United States. The outcome of 

this study indicated that travellers from different age groups have different perceptions of their 

travel experience. Based on this, it is c::lear that these different groups have different travel 

motivations. The outcome of the study showed that two distinct groups with unique motivations and 

perceptions could be identified amongst the young travellers in the United States and states that it 

is important that the travel industry understand their motivational factors in order to provide better 

services. 

Chen, Prebensen and Huan (2008) have devoted themselves to a study which determined the 

motivation of wellness travellers. They found that relaxation, pursing multiple activities, recreation, 

and enjoying nature were the four factors which played the most significant role in the motivation of 
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wellness travellers. The study also concluded with relevant market implications for the future of this 

segment of the tourism industry. 

Tourism marketing is also a popular research field in the tourism industry. Law et al. (2004) have 

proven the relevance of profiling travel activities in order to implement improved marketing 

strategies for tourist destinations. Crick (2003) conducted a study in the Carribean to determine 

how tourism authorities have internally marketed tourism in their host communities in order to 

encourage the desired attitudes of tourists. Williams (2006) found that marketing and promotion is 

essential for the tourism and hospitality industry, but that experiential marketing, which has played 

a significant role in recent advances in the marketing environment, have been overlooked in 

_ tourism and hospitality marketing. 

Hu (1996:35) states that understanding where tourists come from and what their travel patterns 

are, are some of the most important and challenging issues in tourism marketing. Therefore, 

should an organisation have adequate knowledge and information regarding the travel behaviour of 

its visitors, it would enable the marketing managers to implement effective marketing strategies. 

According to Decrop (2006:139), it is important to understand the travel behaviour of tourists - a 

lack of knowledge may lead to unsatisfied tourists. 

As indicated above, it is clear that previous research on these topics has been conducted 

independently. However, no study has yet been conducted in order to determine the travel 

behaviour of tourists in a South African context, more specifically those tourists visiting the ATKV 

family resorts. By conducting such a study, the AKTV will gain adequate and relevant knowledge 

regarding the travel behaviour of visitors to their resorts. This study will further indicate the stage of 

the family life cycle in which visitors find themselves, as well as the main forces which motivate 

them to travel. In this regard, it will also be possible to make accurate conclusions and 

recommendations concerning effective marketing strategies based on the travel behaviour of the 

tourists. 

Due to the fact that a study of this kind has not yet been undertaken at ATKV Resorts, it can be 

concluded that there is a definite need regarding the outcome of such a study. Thus posing the 

question: What does the travel behaviour of tourists to the ATKV Resorts entail? 
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1.4 GOAL AND OBJECTIVES OF THE STUDY 

1.4.1 Main goal 

The main goal of this study is to determine the travel behaviour of tourists visiting ATKV resorts, 

with specific reference to Natalia Resort, in order to develop more effective marketing strategies 

and to improve product planning. 

1.4.2 Objectives 

The following objectives have been identified in order to reach the main goal of this study: 

• To analyse the travel motivations and behaviour of tourists visiting ATKV-Natalia. 

• To determine the influence of the family life cycle on the travel behaviour of tourists visiting 

ATKV-Natalia. 

• To draw conclusions and make recommendations to ATKV-Natalia based on the outcome of 

the study, regarding more effective marketing strategies and product planning. 

1.5 RESEARCH METHODOLOGY 

The research methodology of this study can be considered as twofold: a literature study and an 

empirical survey. 

1.5.1 Literature Study 

A literature study was done based on the following concepts and keywords: 

Tourism, travel behaviour, travel motivation, family life cycle, marketing and ATKV. 

During this study, research sources such as books, articles, annual reports, journals, theses, 

textbooks and other tourism related literature was used to gather the necessary information. The 

World Wide Web also served as an important source for the purpose of this study. The following 

search-engines were used: Google Scholar and international databases such as Science Direct, 

SAePublications and Emerald. Related journal articles on research conducted by authors such as 

Gill & Ibrahim (2005); Nanda, Hu & Bai (2006); Lam & Hsu (2005) were consulted for the purpose 

of this study. 
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1.5.2 Empirical Survey 

This section will emphasise the methods which have been chosen to conduct the empirical 

analysis of the study. 

1.5.3 Research design and method of collecting data 

The research design is mainly of a descriptive nature. Descriptive research is the most commonly 

used form of research - it is used to identify the causes of something that is happening. Descriptive 

research is necessary when knowledge about a topic or a specific field of research is vague. It was 

deemed necessary for this study because insight was needed into the travel behaviour of tourists 

visiting the ATKV resorts. 

Quantitative research was also relevant and was used to gather demographics, travel motivation 

and lifecycle information of the respondents. 

Data for this study was collected through questionnaires distributed at the ATKV Natalia Resort 

between 17 and 19 July 2009. This weekend was a membership weekend at the ATKV Natalia 

Resort in KwaZulu-Natal, during which only members of the ATKV were allowed to visit. An e

questionnaire was also distributed by means of email to all the tourists visiting ATKV-Natalia during 

the 2009 December holidays. 

1.5.4 Development of random test plan 

An availability sampling method was used to determine the sample. 

According to Welman, Kruger and Mitchell (2006:70-71 ), the larger the sample size, the lower the 

likely error of generalising the population. The choice of sample size is influenced by: 

The level of certainty that the characteristics of the data collected will represent the 

characteristic of the total population; 

The accuracy required for any estimates made from the sample; 

The statistical techniques with a minimum threshold of data cases for each variable; and 

The size of the .population from which the sample is drawn. 

For the purpose of this study, a total of 150 questionnaires were distributed at the ATKV Natalia 

Resort. The questionnaire was also distributed electronically on the ATKV's member database. 
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The sample of the e-questionnaire is not known. A total of 300 questionnaires were distributed for 

the purpose of this study. The outcome of the study regarding the travel behaviour of tourists 

visiting the ATKV resorts are thus only based on tourists visiting ATKV-Natalia. 

1.5.5 Development of questionnaire 

Due to the absence of a questionnaire suitable to capture the necessary data for this study, a new 

questionnaire was developed. The questionnaire focussed on capturing information regarding 

travel behaviour, family life cycle and marketing. It mainly consisted of open-ended, closed and 

likert scale questions. Previous questionnaires used for similar studies conducted by the Institute 

for Tourism and Leiswre studies of the Northwest University were used as indication of the type of 

questions to be developed for the questionnaire of this study. 

Cronbach Alphas were calculated for travel motivations and with all Cronbach Alphas being above 

.5, these questions are considered as valid and reliable. 

1.5.6 Data Analysis 

Collected data was captured in Microsoft Excel and processed in SPSS (Statistical Package of 

Social Sciences) version 15.0. This program was also used to draw necessary graphs and figures 

related to the outcome of the study. Exploratory factor-analysis, correlations and cross-tabulations 

were used to reach the outcome of the study, in order to make accurate and effective conclusions 

and recommendations based on the results of the study. 

1.6 CHAPTER CLARIFICATION 

The study will consist of four chapters. Chapter one present of the problem statement, the 

clarification of concepts, the main goal and objectives of the study, and the research methods th9t 

was- used to reach the outcome of the study. Chapter two will determine the travel motivations and 

travel behaviour of tourists to ATKV-Natalia .. Chapter three will analyse the influence of the family 

life cycle on the travel behaviour of tourists to the resort. In the last chapter, chapter four, effective 

and accurate conclusions and recommendations will be made to the ATKV, based on the outcome 

of the study. 
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~hapter 
Travel motivations and behaviour of tourists to 
ATKV-Natalia 

'Patriotism is your conviction that this country is superior to all other 
countries because you were born in it.' 

-George Bernard Shaw-

ABSTRACT 

Travel behaviour is a popular field of study in tourism literature. Travel behaviour refers to the way 

in which tourists behave according to their attitudes before, during and after travelling. However it 

was found that no research has been conducted regarding the travel behaviour of tourists visiting 

the Afrikaanse Taal- en Kultuurvereeniging (ATKV)-resorts. The ATKV is an organisation in South 

Africa, with their main focus on the elaboration of the Afrikaans culture and heritage. Over the 

years the organisation has developed seven holiday resorts across South Africa, one of which 

ATKV-Natalia. This resort is situated in the province of KwaZulu-Natal, in the town of Winkelspruit. 

The purpose of this study was to determine the main travel behaviour and the travel motivations of 

tourists visiting ATKV-Natalia. Research was conducted by means of the distribution of 

questionnaires. This was done by fieldworkers and by means of email. The results indicated that 

the main travel motivations are resting and relaxation, enriching and learning experiences, 

participation in recreational activities, personal values and social experiences. These results 

indicated similarities with the findings of previous research studies. 

Key words: travel behaviour, travel motivation, motives, ATKV, ATKV-Natalia, marketing 

2.1 INTRODUCTION 

The tourism industry is considered one of the largest and fastest growing industries in the world 

(Ninemeier & Perdue, 2008:4; Cooper & Hall, 2008:4 ). As a worldwide occurrence it forms a very . i 
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important part of the service sector strongly influencing the economy (Page, Brunt, Busby & 

Connell, 2001 :1; Ninemeier & Perdue, 2008:4; Kay, 2003:2; Koc, 2004:85; Cooper & Hall, 2008:4). 

For the tourism industry to maintain or improve its current status it is dependent on tourists' travel 
\ 

decisions which are reflected in travel behaviour. Papatheodorou (2006: 164) stated that destination 

choice has always been an important aspect in tourism literature and there are various factors 

influencing travel decisions. These factors constitute of culture, travel motivations, finances and 

previous experiences, to name a few (Ankomah, Crompton & Baker, 1996:138). Cooper and Hall 

(2008:53) state that tourism is subject to a collection of influences and factors that determine its 

relative distribution. Travel motivations forms an integral part of travel behaviour and has been 

widely researched and applied in tourism marketing strategies. The need to see the unseen and 

know the unknown drives people to travel to new places and motivates them to visit new 

destinations (Venkatesh; 2006:88). 

It is therefore important for tourism products such as ATKV-resorts to understand the travel 

behaviour and more specific the travel motivations of tourists and the factors influencing the latter, 

as it may assist in product development, improved marketing strategies, enhanced service delivery 

approaches and the creation of a competitive advantage. Therefore, travel behaviour plays an 

important role in tourism as concept, industry and economy, and demands investigation. 

The article will be organised in the following manner, firstly the problem statement will be 

discussed. This will be followed by the research methodology, the results, discussion of results, 

implications of the results and the conclusion drawn according to the outcome of the research 

study. 

2.2 LITERATURE REVIEW 

Tourists are subject to certain behaviour before, during and after travelling. This is conceptualised 

as travel behaviour. This behaviour is the direct result of interaction between certain personal and 

environmental variables on a continuous basis. Notice is given to the influence of people and 

situations on both sides and the reaction according to this influence. Travel behaviour can 

therefore be defined as the way tourists behave according to their attitudes towards a certain 
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product and their response by making use of the product (March & Woodside, 2005:260; George, 

2004: 130; Dann, 2002:51 ). 

March and Woodside (2005:116) state that specific decisions embraces one or more of the 

behavioural intensions based on the need to behave in a certain way according to highly defined 

situations. In order to predict travel behaviour it is important to understand how individual 

characteristics of a person interact with the characteristics of the situation, therefore understanding 

the positive and negative evaluative factors influencing destination choices of the tourists (March & 

Woodside, 2005:260; Laws, 1995:42; Holloway, 2004:109). 

Various researchers have identified factors influencing travel behaviour of tourists. According to 

Venkatesh (2006:94) there are five factors which influence the travel behaviour of tourists: 

personality of the tourist, variables motivating the tourist to travel, attitude of the tourist, various 

situational factors and environmental factors which influence the personal significance of the tourist 

(Venkatesh, 2006:94; Laws, 1995:43). 

The result of the study conducted by Venkatesh (2006:94) has shown that tourists with a 

psychocentric personality (bounded, insecure and powerless) tend to partake in group holidays 

where they can remain feeling . comfortable in their non-active, non-adventurous lifestyles. In 

comparison with this, tourists with an allocentric personality (self-confident, intellectually curious 

and in control of their lives) tend to travel individually and to destinations which offer exotic and 

unique aspects (Venkatesh, 2006:94 ). Previous experiences with certain destinations can result 

into one of the variables motivating tourists to travel and the positive or negative attitude of a tourist 

towards the destination will also determine whether the tourist will travel to the destination 

(Venkatesh, 2006:97). 

Culture can also be added as a very important factor influencing travel behaviour and motivations 

of tourists (Gibson & Connell, 2005:1; Baloglu & Uysal, 1996:32; Novelli, 2005:7; George, 

2004:149). McKercher (1998:37) emphasized the importance of accessibility and travel distance as 

factors influencing travel behaviour and motivations. 
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Situational factors influencing travel behaviour of tourists can be representative of the amount of 

(a) available leisure time of the tourist - which will influence the destination choice, duration of the 

holiday and the participation in activities during the holiday and where more leisure time leads to 

more travel (Venkatesh,2006:93; Saayman, 2000:32), (b) their income - tourists with a higher 

income level have more choices of destinations to travel to with better access and transport 

(Mondschein, Blumenburg & Taylor, 2005:5), (c) health situation - tourists' cardiovascular health, 

disease control and mental- and physical restoration influences travel choice (Venkatesh, 2006:87; 

Saayman, 2000:33), (d) family commitments - families pass through different stages where each 

stage brings along its own needs and wants based on leisure and these travel decisions are 

usually based on the needs and wants of spouses and children (Nanda, Hu & Bai, 2006:109), (e) 

marketing pressure and promotional strategies - the advertising of a destination has a significant 

influence on the choice made by the tourist, seeing that the unfamiliarity with the destination and a 

lack of information leads to a lack of interest by the tourist (Saayman, 2000:40), (f) political factors 

- political circumstances play a determining role in the amount of tourists visiting a country, 

regarding the political situation and similarities between different countries (Saayman, 2002:8), 

and (g) technology - the development of technology which makes bookings and travelling easier 

and technology which enables tourists to be 'at work' anywhere and anytime (Venkatesh, 2006:87; 

Saayman, 2000:33; Nanda et al., 2006:109; Decrop, 2006:16; Pearce, 1989:138; Laws, 1995:48; 

George, 2004:147; Hueng, Qu & Chu, 2000:261, Van Harssel, 1994:99; Holloway, 2004:110; 

Ryan, 2002:7; Cooper & Hall, 2008:14; Saayman, 2002:8). 

Ankomah et al. (1996:139) identified motives, benefits, values, attitudes and personal 

characteristics as socio-psychological factors and cognitive distance, budget, time and health as 

situational constraints influencing travel behaviour and destination choice. Van Harsell (1994:119) 

states that deciding to travel is part of a very complex process based on motivations, attitudes, 

needs and values. 

According to Gartner (as cited by Pike, 2008:209) motivation initiate the decision-making process. 

This occurs when a certain need or want cannot be met at home. Motivations surface when a 
------~- - ~~,---~,.-~~-=·~------~--~"'='--~-----~,,__ ----- . ---· ----

tourist wants to satisfy a need or want and this can be seen as a very important variable in relation 

to their travel decisions and the outcome of satisfaction (Chang, 2007: 157; Correia, Oom do Valle 
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& Mago, 2006:46). Goodall (as cited by Saayman, 2006:23) developed a model to indicate the 

different phases of the travel decision-making process: 

Holiday Acquiring Evaluation Decision 
Motivation '--+- lnformatio '--+- of holiday f-----+ to Buy 

Alternative 

t 
I Holiday Experience I 

~ 

~ 

Figure 2.1: Phases of the travel decision-making process (Saayman, 2006:23). 

The above indicated model constitutes of two important factors influencing the process: information 

and motivation (Saayman, 2006:23). 

According to George (2004:147) and March and Woodside (2005:130) travel motivations can be 

considered as one of the most important psychological influences of tourist behaviour. Motivations 

are the inner state of a person, or certain needs and wants of a person, which forces them to act or 

behave in a specific way and thus sustaining human behaviour and energy levels of the human 

body (Pearce, 1989:113; Decrop, 2006:9; George, 2004:147). 

The process of motivation can be commonly described in more specific terms: motives, needs, 

wants and benefits (Decrop, 2006:9). According to Foxall and Goldsmith (as cited by Decrop, 

2006:9) and lso-Ahola (as cited by Ryan, 2002:137) a motive is the internal drive which forces a 

person to act in a certain way, a need is the materialisation of the motive, a want is the goal object 

and the benefit can be defined as the result of behaviour. 

Once a tourist has achieved the goals in terms of satisfying his needs and wants the individual 

would return to a normal state until a certain need arouses again (George, 2004:147). Maslow's 

theory is one of the most frequent used to explain the premise of motivation. Maslow uses five sets 

of goals which are also referred to as basic needs: physiological needs, safety needs, social 

needs, self-esteem and self-actualisation (Tikkanen, 2007:722). It is important to understand and 
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have adequate knowledge about the motivations influencing the travel behaviour of tourists, for 

they have a direct impact on the decisions tourists make (George, 2004:148; Holloway & Robinson, 

1995:56). Figure 2.2 explains the theory of Maslow: 

Self-
actualisation: 

Self fulfilment 

Ego Needs: 
Self-respect, status 

Social Needs: 
Affection, love, friendship 

Safety Needs: 
Security, protection 

Physiological Needs: 
Food, water, air 

2.2 Mas/ow's hierarchy of needs (Holloway & Robinson, 1995:56). 

Wants of the consumers are formed by their needs. This, in turn, forms the wants which shape 

demands for certain products. Once a consumer has achieved his goals in terms of their wants 

and needs, the consumer will return their normal state until a new need arises. Therefore, the 

understanding of these needs and wants plays a significant role in the production of certain 

products, to satisfy customer needs (Adcock, 2000:5; Holloway & Robinson, 1995:55; Paley, 

2000:162; George, 2004:147). Table 2.1 shows and elucidate these factors of Maslow's hierarchy 

according to the need, motives and tourism literature. 

Table 2.1: Needs and tourism motives (Saayman, 2006:31). 

Need II Motive II Tourism Literature I 
Physiological Relaxation Escape, relaxation, relief of 

tension, sunlust, physical, mental 

relaxation of tension 

Safety Security Health, recreation, keep oneself 

active and healthy 
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Belonging Love 

Esteem Achievement, status 

Self-actualisation Be true to one's nature 

To know and understand Knowledge 

ciation of beauty 

Family togetherness, 

enhancement of kinship 

relationships, companionship, 

facilitation of social interaction, 

maintenance of personal ties, 

interpersonal relations, roots, 

show one's affection for family 

members, maintain social 

contacts 

Convince oneself of one's 

importance to others, prestige, 

social recognition, ego

enhancement, professional 

business, personal development, 

status, prestige 

Exploration and evaluation of 

self, self discovery, satisfaction of 

inner desires 

Cultural, education, wanderlust, 

interest in foreign areas 

ronmental, scenery 

With regard to Table 2.1, physiological needs refer to the need to escape, relax, to gain relief of 

physical- and mental tension and for typical sunlust reasons. Health and recreation motivations 

and the need to keep oneself active and healthy are labelled as security needs. According to 

Maslow belonging also plays a significant role in the needs and wants of tourists to travel. 

Belonging implies family togetherness, enhancement of kinship, relationships and companionship, 

facilitation of social interaction, maintenance of personal ties, interpersonal relations and roots, to 

show one's affection for family members and to maintain social contacts with those people close to 

you. 

Another motivator in terms of needs and wants, as cited by Maslow's hierarchy of needs, is 

'esteem'. People continuously need to convince themselves of their importance to others, their 

prestige, social recognition, ego-enhancement, professional business, personal development and 

status. 

19 



- - ---------- --1 

Self-actualisation, the need to be true to one's nature, constitutes of exploration and evaluation of 

oneself, self discovery and the satisfaction of inner desires. This was also identified as an 

important motivator in terms of needs and wants of people (Maslow's hierarchy). 

A person's need to know and understand cultural differences, education and interests in other 

foreign areas, influences a person when he/she aims to satisfy their wants and needs. Appreciation 

of environmental scenery and its beauty can be added to the motivators of a person to satisfy their 

wants and needs. 

Various researchers have analysed travel motivations in order to conclude a better understanding 

of travel behaviour. Crompton (as cited by Saayman, 2006:24; Pearce, 1989:114) identified seven 

socio-psychological factors which motivate a tourist to travel: escape from an everyday 

environment, discovery and evaluation of oneself, relaxing or participation in recreational activities, 

gaining a certain level of prestige, for the purpose of regression, strengthening family ties and 

facilitating their level of social interaction. Other than this, motives for travel and tourism can be 

divided into holiday travel, business travel, health travel, visiting friends and relatives, religious 

travel, economic benefit travel (shopping) and personal values (prestige), educational purpose 

travel, sports and exciting activities travel, discovering new things and social experience travel, 

resting and relaxation and travelling to true places and experiencing authentic environments 

(Holloway, 2004:119; Decrop, 2006:83; Cooper & Hall, 2008:69; George, 2004:148). 

It has been found that travel motivations mainly revolves around the concept of push and pull 

factors. The push and pull concept explains that people travel as a result of several inherent forces 

influencing them (Lam & Hsu, 2005:590; Pike, 2008:210). Therefore, the conceptualisation of travel 

motivation, with reference to push and pull factors, influence travel decisions of tourists (Baloglu & 

Uysal, 1996:32; Law, Cheung & Lo, 2004:356; van Harssel, 1994:124; Dann, 2002:79; Cooper & 

Hall, 2008:69; Tikkanen, 2007:721 ). 

According to Decrop (2006:9) a motive can be defined as a push factor. A push factor is the 

intangible internal force which influences a tourists' desire to travel and creates a desire to satisfy 

this need. Push factors contain the constructs of the socio-psychological factors of the tourists as 
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well as their environments. Push factors are those factors which enable the tourist to travel to 

certain destinations (See Figure 2.3). 

Push factors include time, money, stress, boredom, interests, culture, prestige, family bonding, 

adventure and pleasure travel experience (Meng & Uysal, 2008:445; Jennings & Nickerson, 

2006:33; Laws, 1991:131; Lam & Hsu, 2005:590; Law, Cheung & Lo, 2004:356). In comparison 

with this, a pull factor can be defined as the physical characteristics of the destination which 

encourages the tourist to choose a specific destination as travel destination (See Figure 2.3). 

These factors can be based on tangible resources, perceptions, expectations of travellers and the 

region and perceived attractiveness of the destination (Baloglu & Uysal, 1996:32; Lam & Hsu, 

2005:589; Page et al., 2001 :62; Saayman, 2006:32; becrop, 2006:79; Jennings & Nickerson, 

2006:33). These factors would include activities the destinations offer, romantic appeal, heritage 

elements, safety and various other destination attributes. It is important to understand that these 

factors would differ according and relate to the wants and needs of the tourist (Jennings & 

Nickerson, 2006:33; Laws, 1991 :131; Lam & Hsu, 2005:590; Law, Cheung & Lo, 2004:356). 

ORIGIN 
[ TOI JRIST ) Pull factors 

Destination Attributes & 
Motivations 

Types of Facilities 

• Escape • Climate 

• Rest and relaxation • Historical sites 

• Self-esteem • Scenic beauty 

• Prestige • Sunshine 

• Health and fitness • Beaches 

• Adventure • Snow 

• Social interaction • Cultural events 

• Benefits • Recreational 

• Interests opportunities 

Figure 2.3: Push and pull factors influencing travel behaviour of tourists (Saayman, 

2006:35). 
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According to Kozak (as cited by Lam & Hsu, 2005:590) it is important to do an empirical 

examination of the push and pull factors which motivates a person to travel, seeing that these 

factors help identify the attributes which has to be promoted to match tourist motivation and travel 

behaviour. 

Travel behaviour and travel motivation are considered as important topics in tourism research 

literature (Huang & Xiao, 2000:21 O; Lam & Hsu, 2005:589). The prediction of travel behaviour and 

knowledge of travel motivation play an important role in tourism marketing, in order to create 

demand and assist tourists in decision-making (March & Woodside, 2005:260; Decrop, 2006:4; 

Pearce, 1989: 113; Mazanec et al., 2001: 107; Holloway, 2004:4 ). Thus by having adequate 

knowledge and understanding tourist behaviour, strategies and policies can be developed and 

implemented in order to increase the demand for tourism (March & Woodside, 2005:72; Pearce, 

1989:138; Law et al., 2004:361; Papatheodorou, 2006:176). 

Table 2.2 provides an indication of previous research studies on travel motives and the findings of 

these particular studies: 

Table 2.2: Analysis of research on .travel motives 

Research eris 
II 

Travel motives I 
Crompton (1977) Identified seven socio-psychological motives for 

travelling: 

• Escaping from the everyday environment 

• Discovering and evaluating of oneself 

• Recreation and travelling 

• Status 

• Regression 

• Strengthening of family ties 

• Facilitation of social interaction 

Loker and Perdue (1992) • Excitement and escape 

• Adrenalin excitement seeking 

• Family and friends-oriented 
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• Naturalist (those who enjoy nature surroundings) 

• Escape (those who value the escape by itself) 

Backman, Backman, Uysal • Excitement 

and Sunshine (1995) 

Oh, Uysal and Weaver 

(1995) 

Schneider and Backman 

(1996) 

Baloglu & Uysal (1996) 

Huang & Xiao (2000) 

Lee, Lee and Wicks (2004) 

• External factors 

• Family 

• Socialising 

Relaxation • 

• 
• 
• 
• 

• 
• 
• 
• 
• 
• 

Safety/comfort seekers 

Culture/history seekers 

Novelty/adventure seekers 

Luxury seekers 

Family togetherness 

Socialisation 

Social/leisure 

Festival attributes 

Escape 

Event excitement 

• Major destination attributes 

• Culture 

• Novelty 

• Learning 

• Adventure 

• Urban-life experience 

• Visiting friends and relatives 

• Sightseeing 

• Vacation and holiday purposes 

• Business and convention purposes 

• Learning and Investigation 

• Cultural exploration 

• Family togetherness 

• Novelty 

• Escape 
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• Event attractions 

• Socialisation 

Law, Cheung & Lo (2004) • Visiting friends and relatives 

• Sightseeing 

• Entertainment 

• Outdoor activities and sport 

Swanson and Horridge Internal motivators: 

(2006) • Desire for escape 

• Rest 

• Relaxation 

• Prestige 

• Health and fitness 

• Adventure 

• Social interaction 

External motivators, attractiveness of the destination 

• Tangible resources (beaches, recreational activities and 

cultural attractions) 

• Traveller's perceptions and expectations (novelty, benefit 

expectations, and marketing image). 

Venkatesh (2006) • Available leisure time 

• Physical motivators 

• Relaxation 

• Recreational motives 

• Health situation 

• Family situation 

Correia, Oom do Valle & • Knowledge and Intellectual motivators 

Moi;o (2007) • Socialisation 

• Relaxation 

• Facilities 

• Core attractions 

• Landscape features 
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Chang (2007) • Relaxation and Pleasure 

• Social relationships 
I 

• Socio-economic factors 

• Socio-psychological needs 

Meng & Uysal (2008) Women: 

• Culture 

• Family 

• Prestige 

Men: 

• Sports 

• Adventure 

• Pleasure travel 

Saayman, Slabbert & van Hartenbos: 

der Merwe (2009) • Escape and relaxation 

• Destination Attractiveness 

• Socialisation 

• Personal attachment 

• Site attributes 

• Trip feature 

Jeffrey's Bay: 

• Escape and relaxation 

• Destination attributes 

• Leisure activities 

• Site attributes 

• Novelty 

• Personal attachments 

From Table 2.2 it is clear that various researches has been conducted on travel motives, however 

it clearly discovered that very little research, if any, has been done on travel motives of tourists to 

resorts such as ATKV-Natalia. Two similar studies were found which was conducted on travel 

motivations, but neither of them was conducted in South Africa. 
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The two studies found, were Correia, Oom do Valle and Mago (2007) who conducted research on 

the travel motivations of tourists to exotic places and Chang (2007) who did an analysis of travel 

motivations of package tour travellers. Chang (2007) indicated that the motives for package tour 

travellers are: relaxation and pleasure, social relationships, socio-econ,omic factors and socio

psychological needs. On the other hand, Correia et al. (2007) identified the travel motivations to 

exotic destinations: knowledge, leisure, socialisation, facilities, core attractions and landscape 

features. These two studies do not exhibit much correlation except for socialisation and leisure 

factors. A reason for this could be that different types of tourists who travel to different destinations 

have different travel motivations. This emphasises the importance of this research study. More 

studies conducted in this field was undertaken by Meng, Tepanon and Uysal (2008) and Masterson 

and Verhoven (1995). 

ATKV Resort can be found all over South Africa. Therefore, they can ensure that they 

accommodate all tourists' vacation needs. The ATKV owns seven of these family resorts and 

boasts on the fact that every one of these resorts are situated in a safe and relaxing area, 

surrounded by some of South Africa's greatest cultural and heritage attractions. The ATKV promise 

each tourist an unforgettable, affordable family experience. They also strive to provide 

entertainment and services of high standard (Anon., 2010). 

The research question remains: what is the travel motivations and behaviour of visitors to ATKV

resorts? 

2.3 RESEACRH METHODOLOGY 

An empirical survey was conducted at the ATKV-Natalia Resort. A questionnaire was developed by 

analysing similar previous research studies and the questions asked were descriptive of nature. 

Two surveys were conducted for the purpose of this research study. 

A questionnaire which has been used, by the Institute for Tourism and Leisure studies of the 

Northwest University, to conduct previous research studies to determine te questions for the 

questionnaire for this study. Cronbach Alphas were calculated in order to determine the results for 
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this study. With all the Cronbach Aplhas being above .500, these questions are considered valid 

and reliable. 

The first survey was conducted at the ATKV-Natalia Resort, situated in the town of Winkelspruit, 

KwaZulu-Natal. It was conducted during the last weekend of the winter school holidays, from 1 ih 
to the 19th of July 2009. A total of 150 questionnaires were distributed by fieldworkers of which 102 

was completed and useful for data analysis. The questionnaires were distributed by 2 fieldworkers, 

over a period of two days, amongst tourists staying in the self-catering units, as well as the tourists 

making use of the camping facilities. Only one questionnaire per family was distributed. Sampling 

of this survey was based on the willingness and availability of tourists to complete the 

questionnaire. 

The second survey took place in December 2009. This time e-questionnaires were distributed by 

means of email. Tourists were identified by making use of the database, indicating tourists who 

visited the resort during the 2009 December school holidays. Again, only one questionnaire per 

family was distributed. Based on availability sampling and the willingness to complete the 

questionnaire, 150 questionnaires were distributed of which 99 were suitable for analysis. 

Therefore, the results of this research study are based on the statistical analysis of a total of 201 

questionnaires. 

The data for both surveys were captured in Microsoft Excel and the descriptive statistical analyses 

were performed by using Statistical Programme for Social Sciences (SPSS 15.0). The statistical 

analysis included descriptive analysis, factor analyses and correlation analysis. The latter is 

explained more in detail in each section focusing on the specific results. 

2.4 RESULTS 

The results for this study will constitute of four sections: A description of the demographic profile of 

the visitors to ATKV-Natalia resort, a factor analysis of the travel motivations, a factor analysis of 

reasons for travel and correlation analysis between travel motivations and reasons for travel. 
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2.4.1 Demographic characteristics of tourists 

Table 2.3: Demographic characteristics of tourists 

I I 

Percent: 

Attribute ATKV-Natalia 

1~=========:;:=N=~2021 
Gender: 

Male 

Female 

Age of Adults: 

<19 

19-24 

25-30 

31-40 

41-50 

51-60 

>60 

Age of Children: 

<1 

1-2 

3-5 

6-10 

11-15 

>16 

Marital status: 

Single 

In a relationship 

Married without children 

Married with children 

Divorced 

Number of accompanying adults: 

None 

1 

2 

49% 

51% 

0% 

2% 

6% 

33% 

36% 

15% 

8% 

0% 

4% 

10% 

23% 

27% 

36% 

2% 

3% 

21% 

68% 

6% 

0% 

12% 

69% 
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3 8% 

4 6% 

5 1% 

6 3% 

7 1% 

Number of accompanying children: 

None 1% 

1 15% 

2 55% 

3 22% 

4 6% 

5 1% 

Province of residence: 

Western Cape 1% 

Eastern Cape 1% 

Northern Cape 2% 

Free State 7% 

Gauteng 52% 

Mpumalanga 9% 

Limpopo 1% 

KwaZulu-Natal 19% 

North West 7% 

Education: 

Matric 38% 

Diploma/Degree 36% 

Professional 10% 

Post graduate 12% 

Other 4% 

A descriptive analysis (Table 2.3) of the statistical data indicates that the gender percentage of the 

respondents visiting the ATKV-Natalia Resort appear to be almost equivalent with 49% of the 

respondents female and 51 % male. In terms of age distribution, the resort appears to catch the 

attention of relatively middle-aged tourists with 36% of the visitors between the ages of 41 and 50 
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and 33% of the visitors between the ages of 31 and 40. The average age of tourists to ATKV

Natalia resort is 43.97. 

Tourists visiting this resort seem to be well-educated with 38% passing matric and 36% educated 

with a degree\ or diploma. A total percentage of 68% tourists to the resort are married with children 

compared to the 21 % tourists who are married without children. 

The ages of children visiting the resort with their parents range from the age of 1 to older than 16. 

36% of respondents taking part in this study indicated that their children are older than 16, 27% 

indicated their children were between the ages of 11 and 15 and 23% were between the ages of 6 

and 10. 

Although ATKV-Natalia resort attracts mainly Afrikaans speaking tourists, it is clear that English 

speaking tourists also visit the resort. 

The travelling group of tourists visiting ATKV-Natalia indicated that they consist of 2 adults. 55% of 

respondents are accompanied by 2 children while 22% indicated that 3 children are accompanying 

them on holiday. Statistical analysis indicated that 86% of tourists visiting the resort are 

accompanied by members of their family, rather than friends or colleagues. 52% of all tourists 

visiting ATKV-Natalia originate from the Gauteng Province, 19% of respondents originate from 

KwaZulu-Natal and 9% from Mpumalanga. 

2.4.2 Travel characteristics of tourists 

Table 2.4: Travel Characteristics 

I Characteristic II Percent 

Weekend-Breakaways: 

0 4% 

1-2 15% 

3-4 34% 

5-6 25% 

7-10 15% 

11+ 7% 

I 
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Holidays per year: 

0 1% 

1 54% 

2-3 40% 

4-5 3% 

>5 2% 

Number of nights stayed: 

1-4 4% 

5-7 33% 

8-10 26% 

11-16 18% 

17-20 7% 

21+ 12%· 

Average expenditure per I R 10 560.41 

I 
trip: 

From Table 2.4 it is clear that 34% of tourists to this resort travel 3-4 weekends a year and 25% 

travels 5-6 weekends a year. When analysing the total number of vacations a year, other than 

travelling on weekends, it was indicated that 54% of respondents travel only once a year and 40% 

of respondents are travelling 2-3 times a year. 

The length of stay at ATKV-Natalia resort indicated that 33% of respondents stay 5-7 nights, 

whereas 26% stay an average of 8-10 nights. On average the respondents stay for 11.52 nights 

when on holiday. 

When analysing the average expenditure of tourists per trip, statistics indicated that the highest 

spending category was accommodation (R 4 049.65) followed by food (R1 790.05) and then by fuel 

& transport (R 1 521.39). This indication also correlates with the length of stay at the resort. 

Table 2.5 indicates the accommodation and travelling preferences of the tourists travelling to and 

staying at ATKV-Natalia Resort. Respondents could have chosen more than one option/category 

when answering the question. Therefore, it is possible that the percentage totals in table 2.5 does 

not add up to 100%. 
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Table 2.5: Accommodation and travelling preferences 

I Preference II Percent I 
Accommodation: 

Family or Friends 12% 

Self-catering units 80% 

Camping 67% 

Guesthouse 3% 

Bed & Breakfast 3% 

Hotel 4% 

Transport: 

Car 78% 

4X4 30% 

Train 2% 

Motorcycle 1% 

Aeroplane 13% 

Bus 1% 

An analysis of the statistical data indicated that 80% of tourists would rather stay in self-catering 

units when on holiday in comparison with the 67% who prefer camping and 12% who prefer to stay 

with family and friends. 

Statistics proved that 78% of tourists travel by means of a car, 30% by means of a 4X4 vehicle and 

13% of respondents prefer to rather make use of an airplane. 

Two factor analyses were conducted for the purpose of this study. The first one focused on general 

travel motivations and the second one focused on the reasons for visiting ATKV resorts. Lastly, 

correlations were determined between the travel motivations and the reasons for travel. Both the 

factor analyses, as well as the correlations will be presented in the next section. 

2.4.3 Factor analysis of motives for visiting ATKV-Natalia Resort 

The main focus of the motives section is to explore the fundamental patterns of the travel 

motivations indicated by means of a factor analysis. 
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For the purpose of this study, the Kaiser-Meyer-Olkin measure of sampling adequacy and the 

Barlett test of sphericity were examined and used in order to determine the suitability of principal 

components analysis. This basically refers to a data reduction procedure to determine a correlation 

matrix for the motivational data of this study. By making use of the Kaiser-Meyer-Olkin measure of 

sampling adequacy, one can explore and determine whether a relationship exists between certain 

variables and if this relationship is relevant enough to proceed with a factor analysis. 

The Kaiser-Meyer-Olkin measure for the study of ATKV-Natalia was .844. In this case the measure 

is acceptable. The Barlett test (p<.00001) was also found to be significant and therefore the 

reduction of data by means of the principal component would be justifiable. 

24 motivational factors exist for ATKV-Natalia, on which a factor analysis with varimax rotation was 

performed. This method (varimax rotation method) was used due to little correlations existing 

between factors for this resort. These correlations are indicated in Table 2.6: 

Table 2.6: Component correlation matrix for motivations 

Component 
II 

1 
II 

2 
II 

3 
II 

4 
II 

5 
I 

1 1.000 -.314 .104 .150 .235 

2 -.314 1.000 .030 -.100 -.210 

3 .104 .030 1.000 .311 .149 

4 .150 -.100 .311 1.000 .307 

5 .235 -.210 .149 .307 1.000 

In order to determine the primary dimension of the respondents' motivation to visit the AKTV

Natalia resort, a factor analysis was performed. Loadings of .50 were used for item inclusion and 

an eigenvalue of 6.438 was used for factor extraction criterion. This resulted in five factors for 

ATKV-Natalia. The four factors represent 59.850% of the total variance. The factors were 

determined according to similar features. 

The factors for ATKV-Natalia were labelled as Recreational Activities (Factor 1 ), Resting and 

Relaxation (Factor 2), Personal Values (Factor 3), Social Experiences (Factor 4) and Enriching and 
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Learning Experiences (Factor 5). The eigenvalues for these factors ranged from 1.178 to 6.438. 

Cronbach's coefficients were also examined for each factor. This was done in order to determine 

the reliability of the analysed data and to serve as a measure of internal consistency among the 

identified items. 

Mean values were calculated for each factor based on the Likert scale used in the questionnaire in 

order to determine the level of importance of each factor. 

Table 2. 7: Factor analysis of motives for visiting A TKV-Natalia 

Factor 1: Factor 2: Factor 3: Factor 4: Factor 5: 

Factor label Recreational Resting and Personal Social Enriching 

activities relaxation Values experiences and 
Learning 

experiences 

I Entertainment 1.789 

I To have fun 1.698 
I 

To spend time .421 
I with my family 

To be part of .414 
recreational 
activities 
To do .285 

• 

something out 
of the ordinary 
To break away -.818 
from routine of 
everyday life 
To break away -.815 
from everyday 
pressure 
To break away -.790 

I II I 
from everyday 
surroundinqs 

I To rest 
II 

11-.698 
II II I 

I To relax 
I 

I -.611 
I II I 

Influence of .912 
family 
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Influence of .829 
children 
Influence of .778 
friends 

Security .537 

Status and .537 
prestiQe 
To spend more , .801 

I time with friends 
To meet new 
people with the .642 
same interests 
as mine 
To learn more 

.571 CJ about my 
country 
To satisfy my 

.488 CJ need for social 
interaction 
Natural 

I I 

.851 surroundings· of 
the resort 
To see new 

I II I I 
I .757 

s 
To visit cultural 

I 
,, .593 

I attractions 
To increase my 

I II 
11.474 

I quality of life 

Cronbach's .715 .818 .710 .679 .751 
Alpha 

Mean Values 2.958 3.630 1.782 2.020 2.892 

With regard to factor 1, 5 items were categorised due to similar characteristics, as indicated by the 

statistics of the analysed data. These items included entertainment, fun, family time, recreational 

activities and to do something out of the ordinary. These items were categorised as Recreational 

Activities (Factor 1 ). It is important for tourists to experience a variety of recreation activities. They 

want to participate and have fun. A resort such as ATKV-Natalia should keep track of the needs of 

tourists in terms of recreation activities. 

The second factor which was identified, also consist of five items. They include breaking away from 

routine and pressure in the everyday environment, to escape from their surrounding environment, 
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to rest and to relax. These five items were labelled as Resting and Relaxation (Factor 2). Tourists 

experience the inherent need to relax when on holiday. They want to escape from the everyday 

environment and r~st when on holiday. Thus, resorts should ensure a tranquil and relaxing 

environment were tourists can forget about the pressures of their everyday lives. 

In the case of this study spending time with family, children and friends, to travel due to the level of 

security it offers and travelling with regard to a certain extend of status were representative of 

Personal Values and forms the 3rd factor for the study. The resort should enable tourists to partake 

in activities were they can interact and spend quality time with their families. 

The 4th factor was labelled as Social Experiences. It consists of 4 items and includes making new 

friends, meeting new people, to gain more knowledge about the country and travelling for social 

interaction. Tourists experience the need to meet new people and to gain more knowledge 

concerning their country. Activities the resort offer should indirectly ensure that tourists can interact 

with each other and offer them learning experiences. 

The last factor which was identified was categorised as Enriching and Learning Experiences 

(Factor 5). This constitutes of five items which include natural surrounding of the resort, discovering 

new places, cultural activities, improvement of quality of life and excitement. Tourists can learn 

about their environment and country when on holiday, without feeling like it is a learning experience 

rather than a relaxing holiday. The main motive for travelling is resting and relaxation, but resorts 

such as ATKV-Natalia should also keep in mind that tourists seek learning experiences. 

According to Table 2.7, Factor 2 (Resting and Relaxation) delivered the highest mean-value: 3.630. 

This implies that resting and relaxation are the two single most important motivators for tourists 

travelling to resorts such as ATKV-Natalia, whereas Factor 3 delivered the lowest mean-value, 

indicating that personal values, such as spending time with family and friends and travelling for 

security reasons are the motivators which have the least impact on tourists' decisions to travel. 

This can play a significant role in the development of marketing strategies and product 

development of the resort. 
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2.4.4 Factor analysis of reasons for visiting ATKV-Natalia 

The main focus of the reasons section is to explore the fundamental patterns of the reasons for 

visiting ATKV-Natalia by means of a factor analysis. 

For the purpose of this study, the Kaiser-Meyer-Olkin measure of sampling adequacy and the 

Barlett test of sphericity were examined and used in order to determine the suitability of principal 

components analysis. This basically refers to a data reduction procedure to determine a correlation 

matrix for the motivational data of this study. By making use of the Kaiser-Meyer-Olkin measure of 

sampling adequacy, one .can explore and determine whether a relationship exists between certain 

variables and if this relationship is relevant enough to proceed with a factor analysis. 

The Kaiser-Meyer-Olkin measure for the study of ATKV-Natalia was .844. In this case the measure 

is acceptable. The Barlett test (p<.00001) was also found to be significant and therefore the 

reduction of data by means of the principal component would be justifiable. 

18 reasons exist for ATKV-Natalia, on which a factor analysis with varimax rotation was performed. 

This method (varimax rotation method) was used due to little correlations existing between factors 

for this resort. These correlations are indicated in Table 2.8: 

Table 2.8: Component correlation matrix for reasons for travel 

I Component II 1 II 2 II 3 II 4 I 
1 1.000 .386 -.348 -.256 

2 .386 1.000 -.280 -.303 

3 -.348 -.280 1.000 .157 

4 -.256 -.303 .157 1.000 

In order to determine the primary dimension of the respondents' motivation to visit the AKTV

Natalia resort, a factor analysis was performed. Loadings of .40 were used for item inclusion and 

an eigenvalue of 7.558 was used for factor extraction criterion. This resulted in four factors for 

ATKV-Natalia. The four factors are representative of 64.876% of the total variance. The factors 

were determined according to similar features. 
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The factors for ATKV-Natalia were labelled as Management and Hospitality Aspects (Factor 1 ), 

Destination Attributes (Factor 2), Site Attractiveness (Factor 3) and Economic Benefits (Factor 4). 

The eigenvalues for these factors ranged from 1.016 to 7 .558. Cronbach's coefficients were also 

examined for each factor. This was done in order to determine the reliability of the analysed data 

and to serve as a measure of internal consistency among the identified items. 

Table 2.9: Factor analysis of reasons for travel 

Factor 1: 
Factor 2: Factor 3: Factor 4: 

Factor label 
Management and 

Destination Site Economic 
hospitality 

Attributes attractiveness benefits 
aspects 

Friendliness 1.796 II II 11= 
and helpfulness 
of staff 

Marketing of 1.773 II II ID resort is 
effective 

General .753 
management of 
the resort is 
good 

Membership of 1.545 II II ID the organisation 
(ATKV) 

The resort is 1.535 II II ID situated in a 
safe area 

Positive 1.457 
II II IC previous 

experiences 

Location of 

II 
11 ·845 

II II I resort 

Distance and 

I 

11 ·825 
II ID accessibility of 

resort 

Natural I 11.707 
II ID surroundings of 

resort 

I Popularity of 
I 

, .536 I I I 
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I resorts I 
The .464 
organisation 
forms part of 
my culture and 
heritage 

Activities at the 

I 
11-.837 

II I resort 

Entertainment 

I 
11-.730 

II I at the resort 

Atmosphere of 

I II 
11-.598 

II I the resort 

Facilities at the 

I II 
11-.491 

II l resort 

I Accommodation I 11-.627 l 
Value for 

I II II 
11-.612 

I money 

I Affordability 
I I 11-.547 l 

I 

Cronbach's 

I 
.793 

II 
.813 

II 
.813 

II 
.785 

I Alpha 

Mean Values II 
3.413 

II 
3.148 

II 
3.384 

II 
3.493 

I 

Factor 1 constitutes of 6 items which were categorised due to similar characteristics, as indicated 

by the statistics of the analysed data. These items included friendliness and helpfulness of staff, 

the effective marketing of the resort, the general management of the resort, membership of the 

tourists, the security of the location and positive previous experiences. These items were labelled 

as management and hospitality aspects (Factor 1 ). Resorts such as Natalia should ensure quality 

service. This can determine whether tourists will undertake repeat visits to the resort·. This aspect 

can also contribute to the extent of rest and relaxation the tourist experience. 

In the case of this study the location of the resort, the travel distance to the resort and the 

accessibility of the resort, natural surroundings of the resort, popularity of the specific resort and 

the fact that the organisation (ATKV) forms part of the tourists' culture and heritage were items 

which comprise of the same characteristics, as indicated by the analysed data of the research 

study, and were categorised as Destination Attributes (factor 2). These aspects can contribute to 

the tranquil and relaxing atmosphere and surroundings of the resort. 
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Factor 3 was labelled 'Site Attractiveness' and consist of four items with similar characteristics. 

These items include the activities tourists can partake in at the resort, the entertainment the resort 

offers, the atmosphere of the resort and the facilities at the resort. Tourists want to be entertained 

when on holiday. Thus, activities and holiday entertainment programmes should be implemented 

which will ensure entertainment and fun for adults and children. 

The last factor, factor 4, present of three items. Accommodation at the resort, value-for-money 

experienced at the resort and the affordability of the fee-structure of the resort resulted into the 

three items determining this factor. According to this, factor 4 is labelled as Economic Benefits. It is 

important for tourists to experience value for money and affordability. Resorts such as ATKV

Natalia should develop pricing strategies which will ensure this experience for tourists. 

Table 2.8 indicates that Factor 4 (Economic Benefits) delivered the highest mean-value: 3.493. 

This implies that factors such as value for money, type of accommodation and affordability are the 

most important reasons why tourists would travel to and stay at ATKV-Natalia. Factor 2 delivered 

the lowest mean-value (3.148), indicating that destination attributes are the least important reason 

why tourists prefer ATKV-Natalia as travel destination. 

2.4.5 Correlations between motives and reasons for visiting ATKV-Natalia 

Table 2.9 indicates the correlations which exist between the motivations and reasons for travel of 

family groups travelling to ATKV-Natalia based on the factor analyses: 

Table 2.10: Correlations between travel motives and-reasons 

D Personal Social Enriching and Management Destination Site 
Economic Recreation Resting Values Experien- learning and Hospitality Attributes Attractive-
Benefits ces experiences Aspects ness 

Recreation 
Pearson Corr 1 .509 .372 .538 .527 .488 .534 .757 .431 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 
N 178 178 178 178 178 177 178 178 178 
Resting 
Pearson Corr .509 1 .096 .219 .416 .431 .401 .365 .385 
Sig. (2-tailed) .000 .201 .003 .000 .000 .000 .000 .000 
N 178 178 178 178 178 177 178 178 178 
Personal Values 
Pearson Corr .372 .096 1 .460 .219 .271 .249 .323 .198 
Sig. (2-tailed) .000 .201 .000 .003 .000 .001 .000 .008 
N 178 178 178 178 178 177 178 178 178 
Social 
Experiences 
Pearson Corr .219 '"n 1 .554 .258 .367 .4?'.'l .159 
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Sig. (2-tai/ed) 

I 
.5381C!J 

.000 .000 .001 .000 .000 Q1 N 178 178 178 177 178 178 .000 178 
178 

8 

Enriching and 

D Learning 
experiences 
Pearson Corr .527 .416 .219 .554 .346 .529 .380 .314 
Sig. (2-tailed) .000 .000 .003 .000 .000 .000 .000 .000 
N 178 178 178 178 177 178 178 178 
Management 

D and Hospitality 
Aspects 
Pearson Corr .488 .431 .271 .258 .346 .598 .548 .611 
Sig. (2-tailed) .000 .000 .000 .001 .000 .000 .OQO .000 
N 177 177 177 177 177 177 177 177 
Destination 
Attributes 
Pearson Corr .534 .401 .249 .367 .529 .598 1 .555 .579 
Sig. (2-tailed) .000 .000 .001 .000 .000 .000 .000 .000 
N 178 178 178 178 178 177 178 178 178 
Site 
Attractiveness .757 .365 .323 .423 .380 .548 .555 1 
Pearson Corr .524 

Sig. (2-tailed) 
.000 .000 .000 .000 .000 .000 .000 .000 

N 
178 178 178 178 178 177 178 178 178 

Economic 

D Benefits .431 .385 .198 .159 .314 .611 .579 .524 
Pearson Corr 
Sig. (2-tai/ed) 

.000 .000 .008 .034 .000 .000 .000 .000 

N 
178 178 178 178 178 177 178 178 

Table 2.10 indicates the correlations which exist between factors identified as travel motivators and 

factors identified as reasons for travel. 

It is clear that recreational activities correlate with resting and relaxation, social experiences, 

destination attributes and site attractiveness. This can be a result of the nature of recreational 

activities which implies learning experiences, social interaction and a form of relaxation. 

Enriching and Learning experiences correlates with social experiences. People often interact with 

their family or friends whilst participating in activities which will enrich their lives and provide a 

learning experience. 

Destination attributes indicated a correlation with enriching and learning experiences, and 

management and hospitality aspects. This correlation can exist due to the fact that location, 

accessibility, travel distance and quality service are all aspects which the tourist take into 

consideration during the decision-making process, when deciding on a certain travel destination. 

Economic benefits also indicated an important correlation with management and hospitality 

aspects, destination attributes and site attractiveness. Product offerings should be affordable and 
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provide value for money when considering the exact type of product and facilities of the product 

offered. 

2.5 DISCUSSION OF RESULTS 

With regard to Table 2.2 and Table 2.7 similarities between the results of this study and the results 

of previous studies could clearly be identified. 

Factor 1 (Recreational activities) indicated similarities in terms of Crompton (1977), Venkatesh 

(2006) and Swanson and Horridge (2006), who also identified it as 'recreational activities'; Loker 

and Perdue (1992) who refers to these activities as 'adrenalin excitement seeking'; Law, Cheung 

and Lo (2004) who labelled these activities as 'outdoor activities and sport'; Meng and Uysal (2008) 

referring to 'adventure'; and Saayman, Slabbert and Van Der Merwe (2009) who identified 

recreational activities as 'leisure activities'. 

Crompton (1977) referred to rest and relaxation (Factor 2) as 'escaping from everyday 

environment'; Loker and Perdue (1992), Schneider and Backman (1996) only referred to it as 

'escape'; Chang(2007) labelled these items as 'relaxation and pleasure'; and Saayman, Slabbert 

and Van Der Merwe (2009), Backman, Backman, Uysal and Sunshine (1995), Vekatesh (2006), 

Swanson and Horridge (2006) and Correia, Oom do Valle and Moc;o (2007) all identified items 

acknowledged as motives in terms of 'rest and relaxation' (Factor 2). 

Personal values (Factor 3) also played a. role as motivator in previous studies conducted by 

Crompton (1977) - 'strengthening family ties'; Loker and Perdue (1992) - 'family and friends

orientated'; Backman, Backman, Uysal and Sunshine (1995) and Meng and Uysal (2008) - 'family'; 

Schneider and Backman (1996) and Lee, Lee and Wicks (2004)- 'family togetherness'; Venkatesh 

(2006) - 'family situation'; and Saayman, Slabbert and Van Der Merwe (2009) refers to personal 

values as 'personal attachment'. 

The 4th Factor, Social Experiences, indicated similarities in terms of items, with Crompton (1977) -

'facilitating of social interaction'; Backman, Backman, Uysal and Sunshine (1995), Correia, Oom do 

Valle and Moc;o (2007), Lee, Lee and Wicks (2004) and Schneider and Backman (1996) -
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'socialising'; Swanson and Horridge (2006) - 'social interaction'; Chang (2007) - 'social 

relationships'; and Saayman, Slabbert and Van Der Merwe (2009)- 'socialisation'. 

The last factor, Factor 5, proved similarities with most of the articles on previous research studies. 

Items categorised as enriching and learning experiences were also identified as a travel motivator 

in articles completed by Backman, Backman, Uysal and Sunshine (1995) - 'external factors'; Oh, 

Uysal and Weaver (1995) - 'culture and history seekers'; Baloglu and Uysal (1996) - 'culture' and 

'learning'; Huang and Xiao (2000) - 'learning and investigation'; Lee, Lee and Wicks (2004) -

'cultural exploration'; Swanson and Horridge (2006) - 'cultural attractions'; Correia, Oom do Valle 

and Mago (2007) - 'knowledge and intellectual motivators'; Meng and Uysal (2008) - 'culture'; and 

Saayman, Slabbert and Van Der Merwe (2009) - 'novelty'. 

With regard to reasons for travel two similar studies were found which were conducted in order to 

determine why tourists travel to certain destinations. 

The first study was conducted by Chen and Gursay (2001 ). These two researchers conducted a 

study to investigate the loyalty and preference of tourists in terms of a specific destination. The 

findings of the study included that tourists would choose a specific destination to satisfy their travel 

needs based on previous experience, safety, cultural difference (to experience different cultures) 

and the convenience of transportation. This indicates similarities with the findings of this study. 

The second study found, was conducted by Huang and Xiao (2000). They identified seven reasons 

why tourists will not travel to Changchun as destination. These findings included poor quality and 

high prices of foodstuff, high room rates (accommodation), poor standards of travel comfort 

(transportation), high prices of entrance tickets (sightseeing), lack of economical facilities to satisfy 

entertainment and recreational needs (entertainment), overcharging of tourists (shopping), and 

excessive courtesy, robbing and tourist crime (security). This indicates similarities with the findings 

of this research study, which is based on important reasons why tourists visit ATKV-Natalia, in 

terms of economic benefits, destination attributes and site attractiveness. 
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2.6 IMPLICATIONS 

The results of the research study have certain implications for ATKV-Natalia. The demographic and 

travel characteristics of the tourists, as well as each factor identified by the factor analysis have 

different implications for the marketing strategies and product development of the resort. 

2.6.1 Implications of demographic and travel characteristics of tourists 

According to the demographic results, ATKV-Natalia seems to draw the attention of middle-aged 

tourists. The resort should be up-to-date with the types of communication which reach the market 

on a daily basis. For example, marketers should be aware of the specific newspapers the tourists 

read, the radio stations they listen to and the magazines they prefer to read. This will assist the 

marketers in the development of a marketing communication plan which will ensure that the 

middle-aged market is reached effectively. 

Most of the tourists visiting the resort are married with children. Although literature has reported 

that wives play a dominant role in the decision-making process, George (2004: 157) stated that 

families have the tendency to choose holidays that meet the needs of their children. Marketing 

strategies can be developed in order to attract the attention of the children. For example, the resort 

can develop its own cartoon character. This character can then be used in marketing material and 

can be a 'living creature' during school holidays who presents the activities of the holiday 

programme for the children. Product development should also consider the development and 

implementation of activities which will ensure the entertainment of teenagers. 

It is clear that the travel characteristics of tourists to ATKV-Natalia include more weekend

breakaways per year. Promotional packages should be developed for these people. These 

packages can also attract those tourists who do not yet visit the resort. 

The highest spending category of tourists per holiday trip is accommodation. Pricing strategies 

should ensure that tourists can afford accommodation at the resort. At the same time the resort 

must be able to adapt to major economical changes. 
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Self-catering units and the camping facilities should be a main focusing point in product 

development and marketing, seeing that these are the two most preferred means of 

accommodation by tourists. Accommodation facilities should be upgraded on a regular basis and 

ensure that it satisfies the needs and wants of the tourists. 

2.6.2 Implications of factor analysis of travel motivations of tourists 

Factor 2, Resting and relaxation delivered the highest mean-value for this study. Therefore it 

indicates the most important factor motivating tourists to travel, is to rest and relax. It is deemed 

necessary that this should be a key aspect in the development of an effective and successful 

marketing plan. Resorts such as ATKV-Natalia should focus on the aspects of the resort, which 

indicates ultimate resting and relaxation for tourists visiting the resort, when developing marketing 

strategies. 

The second highest motivator delivered a mean-value of 2.958. This mean-value was for Factor 1. 

This indicated that tourists visit the resort for recreational activities. Entertainment, fun, spending 

time with family and doing something out of the ordinary, are all factors motivating tourists to travel 

to the resort. Thus, ATKV-Natalia should ensure that they improve holiday programmes which 

attract the attention of tourists in terms of their entertainment needs. The resort is also situated in 

an environment which offers endless opportunities for various recreational activities, such as wind

surfing, quad-biking and deep-sea fishing. Results of the research also indicated that tourists 

undertake more weekend breakaways. The resort could consider special weekend packages and 

entertainment programmes for weekends as well. Management should explore all these 

opportunities and determine feasibility of these types of activities and special offers in order to offer 

the tourist an ultimate recreational experience. 

Factor 3, Enriching and Learning Experiences, follows Factor 1, delivering a mean-value of 2.892. 

This indicates that tourists travel due to the impelling need to learn more about the natural 

environment, discover new places, to improve their quality of life, to participate in cultural activities 

and to partake in exciting events. ATKV-Natalia is situated in the province of KwaZulu-Natal, which 

ensures exotic surroundings. This can be used in marketing and the natural surrounding most 

definitely offer new learning experiences everyday. Tourists' quality of life can be improved through 

a basic aspect such as quality service at the resort, seeing that the main motivator is resting and 
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relaxation. ATKV is an organisation focusing on the elaboration of the Afrikaans culture and 

heritage. Thus, authentic cultural experiences, which are unique to the Afrikaans culture, can be 

used in the entertainment programme of the resort during holjdays, in order to create another 

learning experience for tourists. 

2.6.3 Implications of factor analysis of reasons for travel 

Although the four factors identified as reasons why tourists travel delivered mean values which are 

very close, Factor 4, Economic Benefits, delivered the highest mean value. This indicates that 

tourists expect value for money in terms of the accommodation and the ultimate overall experience 

the resort offers. Accommodation was also indicated as the highest spending category amongst 

tourists, therefore affordability plays a significant role. Pricing strategies of the resort should ensure 

value for money and affordability. Thus, the types of accommodation offered should be upgraded 

regularly and marketers should use physical evidence, such as photographs of the accommodation 

facilities, in marketing material so that tourists would be able to see what the product offers and 

how it relates to their view and expectations in terms of value for money and affordability. 

Management and Hospitality aspects delivered the second-highest mean value. The tourists regard 

the friendliness and helpfulness of personnel, effective marketing of the resort, general 

management of the resort, safe location of the resort and positive previous experiences at the 

resort as essential factors of reasons to travel. This has a practical implication for the resort. The 

resort should focus on providing quality service, management and an enjoyable experience at the 

resort. This will ensure that tourists undertake repeat visits to the resort in the future. 

Site Attractiveness (location of the resort, travel distance and accessibility of the resort, natural 

surroundings of the resort, popularity and culture and heritage) the third identified factor of reasons 

for travel, follows Factor 1. Tourists are focused on these aspects when travelling. Marketers 

should use the information regarding the travel distance and easy accessibility of the resort in 

marketing material. Tourists should also be informed on the natural surroundings of the resort by 

means of photographs and picture of the different site aspects the resort offers. 

Activities, entertainment and facilities at the resort, and the atmosphere of the resort (Factor 2) play 

the least significant role. Although, when tourists experience a little of the entertainment 
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programme offered at the resort it could influence the decision-making process significantly. 

Therefore, a practical example of what marketers can do to let the tourists experience this aspect 

of the resort, would be to place small video clips on the website of the resort. These video clips can 

be recorded during the December holiday while the entertainment programme of the resort is 

active. 

2.6.4 Implications of correlations 

Certain correlations exist within travel motivations and reasons for travel. Each correlation has a 

different implication in terms of marketing strategies and product develop_ment of the resort. 

Recreation activities, identified as a travel motivator, correlates with resting and relaxation, social 

experiences, enriching and learning experiences, destination attributes, and site attractiveness. 

The resort can develop a variety of recreational activities which will ensure that each of the factors 

which correlate with this factor is taken into consideration. Activities should take place in groups, be 

in a very attractive part of the resort or surrounding areas and should ensure that it provides a 

enriching and learning experience for tourists participating in these activities. For example, the 

resort can develop snorkelling as an activity at the resort. Groups of 5-7 people can participate in . 

the activity and a guide will accompany the tourists on the snorkelling adventure. The guide will 

then provide interesting facts regarding all the sea animals and how people affect their habitat and 

ocean life. 

Enriching and learning experiences correlates with social experiences. Therefore, the resort can 

include activities in product development which will enable tourists to learn more about the culture 

and heritage whilst interacting with their family, friends or new people. 

Destination attributes indicated correlations with enriching and learning experiences, and 

management and hospitality aspects. The marketing team should emphasise the quality service 

·and experiences the resort offers and how the resort also enables the tourists to learn and 

experience new things at the resort, in marketing material. 

Correlation also exists between site attractiveness and management and hospitality aspects and 

destination attributes. To improve site attractiveness of the resort, marketers and managers should 
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focus on improving hospitality of staff and informing staff on the importance of quality service. This 

can be done by hosting workshops for all the employees of the resort informing them of the role 

they play and what their responsibilities are when it comes to providing quality service. An 

enjoyable working environment should also be developed for employees and managers should aim 

to maintain a positive working relationship with employees. Thus, it is. imperative to focus on 

effective and successful internal marketing. 

The last correlation exists between economic benefits, management and hospitality aspects, 

destination attributes, and site attractiveness. The marketing team of the resort should ensure that 

affordability and value for money are strongly accented in marketing material. Tourists should be 

surprised positively in terms of their expectations of their experience at the resort. 

2. 7 CONCLUSION 

The purpose of this research study was to determine the travel behaviour and travel motives of 

tourists to ATKV-Natalia. Two surveys were conducted at the resort, one of which fieldworkers 

distributed the questionnaires and the other by distributing the questionnaires on the existing 
' 

database by means of email. The results revealed that the motives of tourists travelling to the 

resort were to rest and relax, to participate in exciting activities, to partake in enriching and learning 

experiences, social interaction and certain personal values. These results confirmed motives 

identified by previous research studies. A factor analysis of the reason for travel indicated that 

management and hospitality aspects, destination attributes, site attractiveness and economic 

benefits are the main reason for travel. Correlations exist between travel motivations and the 

reasons for travel. These research results indicated that it is clear that tourism marketers are 

required to do research on a continuous basis in order to determine tourists' travel behaviour to 

resorts such as ATKV-Natalia. The results can be used as a focusing point of the marketing 

strategies. These strategies could then be implemented in order to develop products for the 

specific travelling needs of the tourists. From this research it is evident that other factors, acting as 

travel motivators, should also be taken into consideration when marketing the resort. Factors which 

also seem to be popular motivators, such as recreational activities and enriching and learning 

experiences, should also be focussed on during the marketing process. Some of the strengths of 

· the resort, for example the natural environment and the cultural and heritage aspect of the 
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organisation itself, can add value to the effective attempt to market the resort successfully amongst 

the current market, as well as potential markets, by adding new research for this field of knowledge 

regarding the travel behaviour of tourists visiting ATKV-resorts. 
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(;hapter 
Influence of family life cycle on travel behaviour Mii:;;;;il 
tourists to ATKV-Natalia 

"The town is as full as ever of 'characters'; all created by each other." 
-Wilfred Sheed-

ABSTRACT 

Family life cycle has become a very popular field of study in tourism literature. Travel behaviour 

refers to the way in which tourists behave according to their attitudes before, during and after 

travelling. Family life cycle is one of the factors influencing tourists' travel behaviour. However it 

was found that no research has been conducted regarding the travel behaviour of tourists in a 

certain stage of the family life cycle visiting the ATKV-resorts. The ATKV is an organisation in 

South Africa, with their main focus on the development, promotion and support of the Afrikaans 

culture and heritage. ATKV-Natalia is but one of the seven resorts which the ATKV has developed 

over the years. This resort is situated in KwaZulu-Natal, in the town of Winkelspruit. The purpose of 

this study was to determine the travel behaviour of the tourists to the resort who are married. 

Research indicated that tourists to this resort are mostly married without children and married with 

children. Research was conducted by means of the distribution of questionnaires. This was done 

by fieldworkers and by means of email. The results in terms of cross tabulations indicated that very 

little, if any, differences exist between tourists who are married without children and tourists who 

are married with children with regard to their travel behaviour. Thus, the results indicated that the 

travel behaviour of tourists to ATKV-Natalia who are married without children are very similar to 

that of tourists who are married with children. The nature of the activities the resort offer can be the 

reason for the similarity between the travel behaviour of these two groups, respectively. 

Key words: family life cycle, travel behaviour, ATKV, ATKV-Natalia, marketing 
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3.1 INTRODUCTION 

The tourism industry has become one of the fastest growing industries in the world and plays a 

significant role in the service sector of the world, contributing to economic flow (Page, Brunt, Busby 

& Connell, 2001 :1; Ninemeier & Perdue, 2008:4; Kay, 2003:2; Koc, 2004:85; Cooper & Hall, 

2008:4). Tourists are an integral part of the industry which directly influences its growth and 

development. 

The travel decisions of tourists, reflected in their travel behaviour, is a very important factor 

concerning the maintenance and improvement of the current status of the tourism industry 

(Papatheodorou, 2006:164). Travel behaviour can be defined as "actions that carry out discursive 

work in order to achieve positioning in relation to others and to the remaining ·aspect of each 

tourist's life" (Dann, 2002:51 ). 

According to Venkatesh (2006:94) leisure and the opportunity to travel influence the tr?vel 

behaviour of tourists. George (2004:151) stated that the stage of the family life cycle in which the 

tourist find him- or herself is one of the factors influencing travel behaviour of tourists. 

The family life cycle indicates the stages through which a household is progressing; each stage 

linked to different needs (Saayman, 2006:93). Knowledge about the consumer's family life cycle 

enables the tourism marketer to adjust the marketing plan according to each target market 

(George, 2004:151; Wood, 2004:77). 

Family members play diverse roles in their involvement in the decision-making process. Therefore, 

it is important for resorts such as ATKV-Natalia to have adequate knowledge about the stage of the 

family life cycle in which tourists travelling to this resort find themselves and what the similarities or 

differences regarding the travel behaviour of tourists in different stages of the family life cycle are. 
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The article will be organised in the following manner, firstly the problem statement will be discussed 

followed by the research methodology, the results, discussion of results, implications of the results 

and the conclusions made according to the outcome of the research study 

3.2 LITERATURE REVIEW 

A person's desire to participate in a necessary or desired activity causes them to travel from one 

place to another. These actions define their travel behaviour. There are two ways in which one can 

describe travel behaviour: a trip or a tour. A trip implies the literal movement of a person from one 

place to another. A tour, on the other hand, describes the series of linked trips a person undertakes 

during one day or the duration of a holiday. Some of the vital aspects of travel behaviour cannot be 

predicted without the consideration of the overall pattern of the activities in which a tourist 

participates during the holiday. Travel behaviour particularly includes the frequency of travel, the 

purpose of travel, the activities which create the demand for travel, the mode of transport and time 

of travel (Bradley, 2001 :6). 

Poon (as cited by Slabbert, 2002:2) regards tourists to be well-read and well informed on where 

they want to go and what they want in terms of their desire to travel. According to Slabbert (2002:2) 

tourists' feelings, beliefs and perceptions are reflected in their choice of travel destination and the 

perceived ability of the destination to satisfy their needs in terms of their vacation. 

It is important to remember that tourists differ in their perceptions, wants, needs and expectations 

of a destination as a tourism product. Marketers therefore, whose primary task it is to market 

destinations, have to be more innovative and creative in developing marketing strategies and 

techniques that will satisfy the needs of the more demanding customers (Kozak & Andreu, 

2006:79). This, in turn, highlights the importance of having adequate knowledge of travel 

behaviour, seeing that it would guide marketers to implement more effective marketing strategies 

and contribute to successful product development (Law, Cheung & Lo, 2004:361; Fill, 2006:348). 

Although the biggest part of work done on tourist behaviour has become very indivualistic 

orientated, many researchers and students of tourist/travel behaviour in normal· settings will 
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instantly recognise the fact that a lot of travel parties are also composed of couples, friends and 

some complex family assemblies (Theobald, 2005: 113). 

Family members play diverse roles in their involvement in the decision-making process. In terms of 

selecting a tourism destination, the family usually acts as the single decision-making unit. The 

family, also referred to as the purchasing agent, usually consists of a husband and wife with the 

possible presence of children up to the age of fifteen. During the decision-making process, the 

family members interact and influence each other in their choices (Wang, Hsieh, Yeh and Tsai, 

2003:1; Koc, 2004:87; Page, et al., 2001 :249; Wood, 2004:76). The number and age of the 

children may influence the travel behaviour as well as the travel decisions. 

Theobald (2005:284) recognised that the largest part of travellers or tourists is compiled by 

families. Therefore, the potential of the family market is extraordinary and some travel groups that 

serve the family market have become billion dollar enterprises (Theobald, 2005:287). 

Botha (as cited by Slabbert & Saayman, 2003:142) stated that the family is one of the most 

principal groups to which any individual belongs. Different choices regarding certain travel 

behaviour, based on the decision-making process, are made according to the position of the 

individual in his or her family life cycle, their age, occupation, economic circumstances, lifestyle and 

his or her personality (Decrop, 2006:85; Cooper & Hall, 2008:70; Slabbert & Saayman, 2003:142; 

Wood, 2004:77; Steyn, 2005:81 ). 

Family life cycle is one of the most popular areas which receive attention in the tourism industry. 

Tourism literature focuses on family life cycle in order to categorise groups of travellers (Decrop, 

2006:69; O'Rand & Krecker, 1990:241 ). 

Pender (as cited by Saayman, 2006:93) states that the family life cycle indicates the stages 

through which a household is progressing; each stage linked to different needs. Knowledge about 

the consumer's family life cycle enables the tourism marketer to adjust the marketing plan 

according to each target market (George, 2004:151; Wood, 2004:77). 

53 



~-------------

The family life cycle is formed by a series of stages. These stages are categorised according to the 

series of life stages through which the bigger part of people pass. The family life cycle indicates 

that people pass from baby to young adulthood to death. The stages differ in terms of changes in 

age, family and status (Weaver & Lawton, 2006:180; Saayman, 2006:93; Rendondo-Bellon, Royo

Vea & Aldas-Manzano, 2000:612). Each stage of the family life cycle represents different 

purchasing needs. 

The stages in the family life cycle are basically related to very significant changes in family stages, 

for example deciding to marry, having children and/or adapting to the death of a partner (Weaver & 

Lawton, 2006:181). With age the traveller may become more passive (Weiermair & Mathies, 

2004: 19; Goeldner & Ritchie, 2003:305). 

The family life cycle stage in which the tourist finds him- or herself at a certain time, can be seen as 

a significant social factor that influence consumer buying behaviour (George, 2004:151; Saayman 

& Saayman, 2009:2; Heggie, 1978:544; Redondo-Bellon et al., 2000:612; Kattiyapornpong & Miller, 

2004:2). 

George (2004:48) found that the conventional family life cycle model, consisting of a two-child, two

car family living can not be seen as substantial as a few years ago. This is mainly due to the fact 

that the number of single people in South Africa is growing rapidly. This also includes the number 

of unmarried mothers and unmarried couples. Thus, these people should also be included in the 

family life cycle model. 

The concept of family life cycle originated in the field of sociology in the 1930's. Since the 1950's 

this concept has been applied in marketing (Redondo-Bellon et al., 2000:613; Duvall, 1988: 129). 

Family life cycle models have been adapted over the years in order to include the composition of 

families and their changes in demography, job markets and forms of union amongst individuals 

(Redondo-Bellon et al., 2000:613; Glick, 1989:123; O'Rand & Krecker, 1990:252; Zimmerman, 

1982:55). 

Table 3.1 indicates some of the different family life cycle models which were developed over the 

years: 
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Table 3. 1: Family life cycle models 

• Bachelor stage young, single people 

• Newly married couples young, no children 

• Full nest 1 
young, married with children under 
the age of 6 or older than 6 

Wells & Gubar, • Full nest 2 
older married with dependant 

1966 children 
older married with no children living 

• Empty nest with them; head of household in 
labour force or retired 

• Solitary survivors 
older single people in labour force or 
retired 

• Young adults married or single without children 

• Fam iii es with 
dependant children 

7 years and younger 

• Families with between the ages of 8 and 12 

Heggie, 1978 dependant children 

• Families with 
dependant children 

13 years and older 

• Family of adults All of working age I 

• Elderly 

• Young single 

• Young married No children 

Murphy & • Young married With children 
Staples, 1979 • Middle-aged married No dependant children 

• Older married 

• Older unmarried 

- Young single 
- Young married 

• Typical (Nuclear) - Child-rearing 
households 

Zimmerman, - Empty nest 
1982 - Sole survivors 

(Identified life - One adult with one child or more; 
cycle variation 

oldest 0-3 based on 
household - One adult with one child or more; 

• Single parent 
structure) households 

oldest 4-6 
- One adult with one child or more; 

oldest 7-1 O 
- One adult with one child or more; 
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oldest 11-15 
- One adult with one child or more; 

oldest 16-18 
- One adult with one child or more; 

oldest 19-22 

- Married, no children, husband less 
than 30 years 

- Married, no children, husband 30-
39 

- Married, no children, husband 40-

Married without 
49 

• - Married, no children, husband 50-
children 

59 

- Married, no children, husband 60-
69 

- Married, no children, husband 70-
79 

- Married, no children, husband 80+ 

- Living alone, less than 30 years of 
age 

- Living alone, 30-39 

• Single person - Living alone, 40-49 

household - Living alone, 50-59 
- Living alone, 60-69 
- Living alone, 70-79 , 

- Living alone, 80+ 

- Unrelated individuals living 
together, head of household less 
than 30 years 

- Unrelated individuals living 
together, head of household 30-39 

- Unrelated individuals living 
together, head of household 40-49 

• Unrelated individuals - Unrelated individuals living 
together, head of household 50-59 

- Unrelated individuals living 
together, head of household 60-69 

- Unrelated individuals living 
together, head of household 70-79 

- Unrelated individuals living 
together, head of household 80+ 
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• Postponement of due to advancing education or 
marriage occupational careers 

• Marriage 

• Child-bearing 

Glick, 1989 • Child-rearing 

• Divorce 

• Remarriage or single 
parenting 

• After children 
children leaving home (empty nest), 
retirement, death of a spouse 

• Leaving home single young adults 

• Joining of families 
McGoldrick & through marriage 

new couples 

Carter, 1999 • Families young children 
(van Katwyk, 

2003:96) • Families adolescents 

• Launching children moving on 

• Families later life 

• Bachelor stage young single people 

• Newly married couple young, no children 

• Full nest 1 young married couples 
George, 2004 • Full nest 2 older married couples with children 

Empty nest 
older married couples with no 

• children living at home 

• Retired one person or both retired 

Proctor, 1996; • Bachelor stage Single; unmarried 
Pender 1999; • Newly married or 

Wilson, Gilligan coupled people 
No children 

& Pearson 1993 
(as cited by • Full Nest 1 Youngest child under 5 

Saayman, 2006) • Full Nest 2 Youngest child between 6 and 11 

Full Nest 3 
Dependant children between 11 and 

• 18 

Empty Nest 1 
Older couples, head of household still 

• working, no children at home 

Empty Nest 2 
Older couples, head of household 

• retired, no children at home 

• Solitary survivors In labour force 

• Solitary survivors Retired 

- C''--'~ n \/\/:~!-. ~1r,;1r1~~~ · inl"li ,r1~~ i...~~i... 
- _VI..._, I t..4.1- ,,.._ . .. - ..... - ' .. - --- --·· 
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unmarried single parents and 
divorcees 

• Same sex couples Gay relationships 

With regard to Table 3.1 the family life cycle has changed over the years. Different researchers 

also indicated that the different possibilities of stages which the family life cycle can consist of. 

Many researchers indicated similarities in terms of the stages (George, 2004; Gubar, 1966; 

Saayman, 2006). Zimmerman (1982:55) stressed the fact that the stages in your family life cycle 

should differ according to your household structure. 

According to George (2004:48) the following life cycle stages can be identified for South Africa: at

home singles, starting-out singles, mature singles, young couples, new parents, mature parents, 

single parents, golden nests and left alones. 

A typical life cycle model can be developed according to the following stages: a) Bachelor stage -

young singles living at home; b} newly married or coupled people - without children; c) Full nest -

can be divided into three sub-stages; d) empty nest stage - older married couples with no children 

living at home; e) retired stage - head of family or both retired (George 2004:152; Saayman, 

2006:94). 

Characteristics of people in each stage of the family life cycle differ. Table 3.2 suggests the 

different stages with their different characteristics: 

Table 3.2: Stages in the family life cycle 

I 
Stage in Family Life Cycle 

I 
Characteristics 

Stage 1 II Bachelor stage 

I 

Young single people, living at 

home. 

Stage 2 

I 
Newly married and Coupled people 

People either married or in a 

relationship, without any children. 

II Full nest 
I 

Full nest 1 - Couples with youngest 
Stage 3 

child under the age of 5 
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Full nest 2 - Couples with youngest 

child between 6 and 11 

Full nest 3 - Older couples with 

children between the ages of 11 

and 18. 

Stage 4 II Empty nest 
I 

Older married couples with no 

children living at home. 

Stage 5 II Retired stage 

I 

One person or both retired with 

fixed income and more leisure time. 

The recreation patterns of a family are associated with the life stages of the family. The growth of a 

family and maturation of the children signify that family trips become the highlight of every year. 

Although the above mentioned statement is important, Goeldner and Ritchie (2003:305) also stated 

that a difference exists between families with the presence of young children and married couples 

with no children. Families with children tend to reduce the number of trips taken a year and married 

couples without children are defined as some of the best travel prospects in the travel market 

(Goeldner & Ritchie, 2003:305). 

According to Proctor, Pender, Wilson and Horner and Swarbrooke (as cited by Saayman, 2006:94) 

people in the bachelor stage have very few financial commitments. They would usually spend their 

money on fashionable clothes, sport and leisure products, cars, music and holiday. Research has 

also shown that people in this stage would normally participate in adventure-type overland holidays 

and activities like white-water rafting (George, 2004:152). 

Newly married couples or coupled people without children, who find themselves in the second 

stage of the family life cycle, are in a better financial position than is the prospect of their near 

future. They are most likely to spend money on cars, consumer durables, holidays and furniture 

(Saayman, 2006:94 ). People in this stage undertake frequent foreign holidays and tend to be 

romantic (George, 2004: 152). 
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Tourists in the full nest stage can be divided into three sub-stages. The first stage can be described 

as Full Nest 1. Here, couples have children with the youngest child under the age of 5. Their first 

priority seems to be buying a house and they tend to be dissatisfied with their level of savings. The 

necessity to undertake frequent holidays, if any, is not of any importance to them (Saayman, 

2006:94). In the second sub-stage of the full nest stage - Full Nest 2 - couples find themselves in 

a family situation where the youngest child is between the ages of 6 and 11. In this stage the 

financial situation of the couple is improving and the higher proportion of wives are working 

(Saayman, 2006:94). Family holidays are increasing in popularity amongst the families in this sub

stage (George, 2004:152). The last sub-stage - Full Nest 3 - indicates that the couples are older 

with dependant children between the ages of 11 and 18. Their financial position is improving even 

further and they tend to undertake upmarket family holidays (Saayman, 2006:94; George, 

2004:152). 

The fourth stage of the family life cycle is labelled as the Empty Nest stage. In this stage, the 

couples are older and there are no children living at home (George, 2004:152). The couples' home 

ownership is at peak and their savings have increased rapidly over -the years. Therefore, their 

financial position is of such a nature that they can afford more expensive long-haul holidays 

(Saayman, 2006:94; George, 2004:152). 

The retired stage forms the last stage of the family life cycle model. One person, or both are 

retired, they have a fixed income and more available leisure time (George, 2004:152). However, 

the substantial reduction in their income forces them to undertake cheaper holidays and value for 

money goods. They tend to focus on quality in products and holidays and would prefer to 

undertake all-inclusive tours (Saayman, 2006:94; George, 2004:152). 

Based on the literature review above, as well as previous research studies conducted, indicated 

that the bigger part of travel groups consist of families (Saayman & Kruger, 2009; Slabbert, Kruger, 

Saayman, Saayman & Viviers, 2009; Kruger, Saayman, Saayman & Oberholzer, 2009; Kruger, 

Saayman, Saayman, Viviers & Oberholzer, 2009). 

Regarding the above, it can be assumed that tourists travelling in South Africa are married and 

therefore the travel groups consist of families. Adequate knowledge regarding the travel behaviour 
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of such groups can lead to more effective and successful product development and marketing 

strategies. 

Thus, the aim of this study is to determine the travel behaviour of tourists in the married stage of 

the family life cycle of tourists to ATKV-Natalia. By determining the above mentioned, specific 

travel characteristics for these tourists can be identified in order to assist marketers in product 

development and effective marketing strategies. Correlations will also be determined which exist 

between the reasons and motivations for travelling amongst the family groups of tourists regarding 

this study. 

3.3 RESEARCH METHODOLOGY 

An empirical survey was conducted at the ATKV-Natalia Resort. A questionnaire was developed by 

analysing similar previous research studies and the questions asked were descriptive of nature. 

Two surveys were conducted for the purpose of this research study. 

A questionnaire which has been used, by the Institute for Tourism and Leisure studies of the 

Northwest University, to conduct previous research studies to determine te questions for the 

questionnaire for this study. Cronbach Alphas were calculated in order to determine the results for 

this study. With all the Cronbach Aplhas being above .500, these questions are considered valid 

and reliable. 

The first survey was conducted at the ATKV-Natalia Resort, situated in the town of Winkelspruit, 

KwaZulu-Natal. It was conducted during the last weekend of the winter school holidays, from 1 ih 
to the 19th of July 2009. A total of 150 questionnaires were distributed by fieldworkers of which 102 

was completed and useful for data analysis. The questionnaires were distributed by 2 fieldworkers, 

over a period of two days, amongst tourists staying in the self-catering units, as well as the tourists 

making use of the camping facilities. Only one questionnaire per family was distributed. Sampling 

of this survey was based on the willingness and availability of tourists to complete the 

questionnaire. 
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The second survey took place in December 2009. This time e-questionnaires were distributed by 

means of email. Tourists were identified by making use of the database, indicating tourists who 

visited the resort during the 2009 December school holidays. Again, only one questionnaire per 

family was distributed. Based on availability sampling and the willingness to complete the 

questionnaire, 150 questionnaires were distributed of which 99 were suitable for analysis. 

Therefore, the results of this research study are based on the statistical analysis of a total of 201 

questionnaires. 

The data for both surveys were captured in Microsoft Excel and the descriptive statistical analyses 

were performed by using Statistical Programme for Social Sciences (SPSS 15.0). The statistical 

analysis included descriptive analysis, factor analyses and correlation analysis. The latter is 

explained more in detail in each section focusing on the specific results. 

With regard to this study, only the data for the tourists which indicated that they were married were 

used. A total of 178 respondents, out of the 201 respondents whose questionnaires were suitable 

for analysis, indicated that they were married. 

3.4 RESULTS 

The results section of this study will consist of a comparison of the demographic profile of the 

married visitors to AKTV-Natalia resort. For the purpose of this article only respondents married 

without children and married with children were included in the analyses. However, the focus of 

ATKV is on families with children which explain why 76% were married with children and 24% were 

married without children. 

3.4.1 Demographic characteristics of married tourists 

Table 3.3: Demographic characteristics of married tourists 

Percent 

Attribute ATKV-Natalia 

N= 178 

Gender: 
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Male 53% 

Female 47% 

Marital status: 

Married without children 24% 

Married with children 76% 

Age of Adults: 

<19 0% 

19-24 1% 

25-30 6% 

31-40 33% 

41-50 37% 

51-60 15% 

>60 8% 

Age of Children: 

<1 0% 

1-2 4% 

3-5 10% 

6-10 23% 

11-15 27% 

>16 36% 

Number of accompanying Adults: 

None 0% 

1 12% 

2 69% 

3 8% 

4 6% 

5 1% 

6 3% 

7 1% 

Number of accompanying 

Children: 
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None 1% 

1 15% 

2 55% 

3 22% 

4 6% 

5 1% 

Province of Residence: 

Gauteng 53% 

Mpumalanga 9% 

North West 5% 

Free State 7% 

Eastern Cape 1% 

Western Cape 1% 

Northern Cape 2% 

KwaZulu-Natal 20% 

Limpopo 1% 

Outside South African borders 1% 

Education: 

Matric 37% 

Diploma or Degree 37% 

Professional 10% 

Post Graduate 12% 

Other 4% 

A descriptive analysis (Table 3.3) for this study indicates that the gender percentage for tourists in 

the family stage of'the family life cycle appears to be almost equal, with 53% of the respondents 

being male and 47% of respondents were female. These tourists (37%) find themselves in the age 

group of 41-50 with 33% of respondents between the ages of 31 and 40. Thus, the majority of 

tourists to ATKV-Natalia are between the age of 31 and 50. 

24% of the 178 respondents indicated that they were married without children in comparison with 

76% which indicated that they were married with children. 69% of the tourists are accompanied by 
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at least 3 adults and 55% indicated that there are usually accompanied by 2 children. The ages of 

the children seem to be 6-15 years, with 27% between 11 and 15, and 23% of children between 

the age of 6 and 10. 

Tourists, travelling in family groups, to ATKV-Natalia are well-educated with an equal amount of 

37% passing matric and 37% educated with a degree or diploma. Only 10% of respondents find 

themselves in a professional career. 

The majority of tourists indicated that they originate from Gauteng (53%), with 20% living in 

KwaZulu-Natal and 9% travelling from the province of Mpumalanga. 

3.4.2 Travel characteristics of married tourists 

Table 3.4: Travel characteristics of married tourists 

Percent 

Characteristic ATKV-Natalia 

N= 178 

Weekend-Breakaways: 

0 4% 

1-2 15% 

3-4 34% 

5-6 25% 

7-10 15% 

11+ 7% 

Holidays per year: 

0 0% 

1 52% 

2-3 45% 

4-5 3% 

>5 0% 

Number of nights stayed: 

1-4 4% 
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5-7 32% 

8-10 28% 

11-16 17% 

17-20 6% 

21+ 13% 

A statistical analysis indicated that 34% of tourists to ATKV-Natalia travel 3-4 weekends per year 

and 25% of respondents travel 5-6 weekends per year. Analysis of the total number of vacations 

tourists undertake on average per year, the data indicated that 52% of respondents only go on 

holiday once a year and 45% of tourists will go on holiday 2-3 times a year. 32% of the tourists will 

stay at the resort for 5-7 nights and 28% stay for 8-10 nights. 

Table 3.5 indicates the preferences of tourist in terms of accommodation and transport. 

Table 3.5: Accommodation and transport preferences 

Percent 

Preference ATKV-Natalia 

N= 178 

Accommodation: 

Family or friends 11% 

Self-catering units 46% 

Camping 69% 

Guesthouse 2% 

Bed & Breakfast 3% 

Hotel 5% 

Transport: 

Car 78% 

4X4 28% 

Train 2% 

Motorcycle 1% 

Airplane 11% 
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Bus 1% 

From Table 3.5 it is clear that 69% of tourists prefer to make use of camping facilities when 

travelling to ATKV-Natalia. 46% of tourists prefer to stay in self-catering units and only 11 % would 

stay with family or friends. The type of accommodation which ATKV-Natalia Resort offers is in line 

with the preferences of the tourists. 

The statistical analysis showed that 78% of tourists travel by means o~ car, 28% by means of a 

4X4-vehicle and 11 % prefer to fly to their destination. 

3.4.3 Cross tabulations 

Cross tabulations is a statistical technique that establishes an interdependent relationship between 

two tables of values, but does not identify a causal relationship between the values; also called 

two-way tabulation. Cross tabulations are therefore data tables that present the results of the entire 

group of respondents as well as results from sub-groups of respondents. This enables one to 

examine relationships within the data that might not be readily apparent when analysing the total 

response. 

The following cross tabulations have been calculated in order to determine the similarities and 

differences which exist amongst tourists who are married without children (category 3) and tourists 

who are married with children (category 4). (See appendix for detailed cross tabulations) 

Table 3.6 indicates the demographic and socio-economic characteristics of these tourists: 

Table 3.6: Cross tabulations for marital status and demographic and socio-economic 

characteristics 
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Category3 Category4 
Married without Children Married with Children 

Province Gauteng 44.23 Gauteng 55.63 
KwaZulu-Natal 20.93 KwaZulu-Natal 203 
4 Weekends per 15.83 4 Weekends per 25.83 

Weekend Breakaways year year 
8 Weekends per 15.83 5 Weekends per 12.13 
year year 

I Holidays per year /Once a year 52.43 Once a year 52.63 
: 2-3 times a year 47.63 2-3 times a year I 403 

I Membership of ATKV II ~~s 151.23 I ~~s 168.13 
48.83 31.93 

The demographic profile of the tourists in category 3 (married without children) and category 4 

(married with children) evidently does not differ. Tourists in both these categories mainly originate 

and travel from Gauteng and KwaZulu-Natal. Tourists in the third category travel more over 

weekends than the tourists who are married with children (category 4). Although the amount of 

weekend breakaways between these tourists differs, both of them undertake a holiday 1 to 2 times 

a year. 

When analysing the influence of membership, it is clear that tourists married without children 

almost equally indicated whether they were members of ATKV or not, whereas the bigger part of 

tourists who are married with children indicated that they are members of the organisation. The fact 

that most of the tourists married with children are members of ATKV can be due to lower rates and 

discounts. This can make it more affordable for tourists (families) to travel. It can be deducted that 

family life cycle does not really influence demographic and socio-economic characteristics of the 

respondents. 

Table 3.7 indicates accommodation preferences which exist amongst tourists who are married 

without children and tourists who are married with children: 

Table 3. 7: Cross tabulations for accommodation preferences 

Category3 Category4 
Married without Married with 

Children Children 

Family 143 113 
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Self-Catering 443 473 
Camping 703 693 
Chalet 233 303 
Guesthouse 4.73 0.0073 
Bed & Breakfast 4.73 0.023 
Hotel 73 43 

Both categories indicated that they prefer camping and self catering units when it comes to 

accommodation facilities. Self-catering units and camping facilities are two of the lesser expensive 

means of accommodation. Thus, affordability can play a significant role in the accommodation 

preferences of married tourists (with and without children) to ATKV-Natalia. The only obvious 

difference between these two categories was that more married people without children indicated 

that they prefer a guesthouse, B&B or hotel when they travel. This can be due to the fact that they 

can afford more luxury because they have no kids and probably more money to spend than people 

married with children. 

Table 3.8 indicates the activities in which tourists in both these categories wish to participate in 

whilst on holiday at ATKV-Natalia: 

Table 3.8: Cross tabulations for activities 

Category3 Category4 
Married without Children Married with Children 

Not at all 
51.23 

Not at all 
55.63 

Museums and Galleries important 
32.63 

important Less 
29.63 Less important important 

Less important 
39.53 

Not at all 
39.33 

Historical heritage sites Not at all 37.23 important 
35.63 important Less important 

Cultural areas and 
Not at all 30.23 

Not at all 
38.53 

activities 
important 

30.23 
important 

31.93 
Less important Less important 
Not at all 69.83 

Not at all 
57.83 

Diving/snorkelling important 18.63 
important 

26.73 
Less important Less important 
Not at all 62.83 

Not at all 49.63 
4x4 important 

20.93 
important 

32.63 
Less important Less important 

I Hot air-balloon I Not at all 72.13 Not at all 71.93 
: important 20.93 important 24.43 
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Less important I Less imQortant I 
Not at all 88.43 

Not at all 
73.33 

Paragliding/Parachuting important important 
Important 73 Less important 22.23 

Not at all 
Not at all 

Horse riding important 48.83 
important 38.83 

Less important 32.63 
Less important 32.83 
Important 23.13 

Not at all 
important 34.93 Less important 36.33 

Hiking Important 25.63 
Extremely 

Important 32.63 

important 23.33 
Not at all 51.23 

Not at all 54.83 
Golf 

important 20.93 
important 19.33 

Less important 28.63 
Less important 15.63 

lmoortant Important 

Not at all 
Not at all 

Quad biking important 53.53 
important 51.93 

Less important 32.63 
Less important 24.43 
Important 18.53 

Not at all Important 

Whale watching 
important 34.93 Less important 34.33 
Important 27.93 Not at all 32.83 
Less important 20.93 important 28.43 
Not at all Not at all 
important 41.93 important 

373 
Fishing Important 25.63 25.23 

Extremely 16.33 
Important 233 

important 
Less Important 

Not at all 48.83 
Not at all 32.63 

Cycling 
important 23.33 

important 30.43 
Less important 20.93 

Important 27.43 
Important Less important 
Not at all 60.53 

Not at all 48.13 
Rowing 

important 23.33 
important 28.93 

Less important 143 
Less important 21.53 

lmoortant Important 

Swimming and relaxing on 
Extremely 55.83 

Extremely 593 
the beach 

important 20.93 
important 35.83 

Important Important 

Important 39.53 
Extremely 43.33 

Exploration of environment Extremely 37.23 
important 413 

important Important 

Not at all 34.93 Less important 373 
Dance important 20.23 Not at all 35.63 

Less imoortant 23.33 important 21.53 
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I Important II Important 

Both categories' tourists visit the resort to swim and relax on the beach, and to explore the 

surrounding environment. Hot-air balloon rides are the least popular activity amongst tourists in 

both these categories. For this category (activities) no differences which indicate a significant 

diversity in tourists married with children and tourists married without children can be identified. 

Thus, for this study it is clear that tourists married without children do not necessarily partake in 

different activities than tourists married with children, except for activities such as golf. 

Table 3.9 summarises the travel motivations of tourists who are married with/without children to 

ATKV-Natalia: 

Table 3.9: Cross tabulations for travel motivations 

Category3 Category4 
Married without Children Married with Children 

Extremely 
79.13 

Extremely 
85.23 

Relaxation important 
18.63 

important 
13.33 

Important Important 

Important 
Extremely 

35.63 
Excitement Extremely 

44.23 important 34.13 
important 

30.23 Important 24.43 
Less important 

Important 
Important 

37.83 
51.23 Extremely 

Exploring new places Extremely 
34.93 important 

33.33 
important Less important 

23.73 

Break away from 
Extremely 

58.13 
Extremely 

70.13 
important important 

everyday environment Important 
37.23 Important 

27.63 

Extremely 65.13 
Extremely 

71.13 
Break away from routine important 27.93 

important 24.43 
Important Important 
Less important 

37.23 
Not at all 40.73 

Visit cultural attractions Not at all 32.63 
important 

373 
important Less important 
Less important 

34.93 
Less important 

35.63 
Social Interaction 

Important 27.93 
Not at all 31.13 

Not at all 27.93 
important 25.93 

important Important 

Natural Extremely lffi·53 
Important 46.73 

environment/scenic important .93 Extremelv 39.33 
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beautv Important 1Portant 
Extremely 58.13 Extremely 

Escape from everyday important 
20.93 important 

64.93 
pressure Important 29.93 

Less important 
18.63 Important 

Less important 
39.53 

Important 
36.33 

Recreation activities 
Not at all 25.63 

Less important 
28.13 

important 
20.93 

Not at all 
26.73 

Important important 
Extremely 72.13 

Extremely 
81.53 

Spending time with family important 25.63 
important 

173 
Important Important 
Less important 23.63 

Important 
373 

Entertainment 
Important 

27.93 
Less important 

25.93 
Not at all 20.93 

Extremely 
25.23 

imoortant important 
Extremely 44.23 

Extremely 
45.93 

Improve quality of life important 41.93 
important 

39.33 
Important Important 
Extremely 38.13 

Extremely 54.13 
Have fun important 313 

important 
36.33 

Important Im ortant 

Meet new people 
Important 41.93 portant 31.93 
Less important 30.23 I~·- --"~nt 30.43 

Spending time with friends 
Important 44.23 Important 37.83 
Less important 27.93 Less important 27.43 

Not at all 31.13 
Learn more about country Less important 51.23 important 29.63 
and heritage Important 30.23 Less important 28.93 

Important 
Not at all 53.53 

Not at all 
773 

Prestige and status important 41.93 
important 

13.33 
Less imoortant Less important 
Not at all 69.83 

Not at all 803 
Influence of friends important 30.23 

important 
11.13 

Less important Less important 

Not at all 
Not at all 773 

Influence of family important 
62.83 important 10.43 
32.63 Important 

Less important Less important 
9.63 

Not at all 
Not at all 50.43 

Influence of children important 
58.13 important 203 
27.93 Less important 

Less important Important 
18.53 

Not at all 55.83 
Not at all 633 

Security important 23.33 
important 17.83 

Less important Less important 
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Extremely 
60.53 

Extremely 
69.93 Physical rest important 

25.63 
important 

26.73 Important Important 
Less important 

30.43 To do something out of the Important 41.93 Extremely 
ordinary Less important 34.93 important 28.13 

Important 26.73 

According to Table 3.9, tourists in the third category react on the need to relax, break away from 

routine, the need to rest and spending time with each other as internal forces which act as travel 

motivations. Spending time with friends and family does not act as an internal motivator, 

whatsoever. This can be due to the need married couples without children experience to spend 

quality time with each other, which they cannot necessarily do when participating in certain events 

or activities. 

Category 4 tourists react on the same motivators. The only difference which can be identified 

between these two categories is breaking away from an everyday environment, which also acts as 

an internal motivator. Tourists need to escape from the rush of their everyday lives, with the 

presence of children. They may also experience the need to spend quality time as a family, seeing 

that there may not be time for these activities during their everyday working lives. Thus, the need to 

relax, break away from routine, the need to rest and spend time as a family and breaking away 

from everyday routine act as considerable travel motivators. Another difference is that of 'prestige 

and status' which does not motivate tourists who are married with children at all. It can also be 

assumed that facilities which offer various activities is not that important for married people without 

children. 

With reference to Table 3.10, the following reasons for travel can be identified: 

Table 3.10: Cross tabulations for reasons for travel 

Category3 Category4 
.. arried without Children Married with Children 

Extremely 47.63 
Extremely 58.53 

Affordability important 
38.13 

important 32.63 
Important Important 

Travel distance and Important 503 Extremely 51.93 
accessibility Extreme Iv 313 imoortant 38.53 
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I Locatton 

Popularity of the resort 

Natural surroundings 

Facilities at the resort 

Accommodation 

Activities at the resort 

Organisation forms part of 
my culture and heritage 

Value for money 

Entertainment at the resort 

Atmosphere of the resort 

Secure and safe 
environment 

Positive previous 
experience 

General management of 
resort is good 

Friendliness and 
helpfulness of staff 

Marketing of the resort is 
effective 

I important 

I 

Important 
Extremely 
important 
Important 
Extremely 
important 
Less important 
Important 
Extremely 
important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Important 
Extremely 
important 
Extremely 
important 
Important 
Important 
Extremely 
important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Important 
Extremely 
important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Important 
Extremely 
important 

503 
35.73 

42.93 
23.83 
23.83 

52.43 
35.73 

54.83 
38.13 

52.43 
42.93 

45.23 
33.33 

45.23 
28.63 

52.43 
40.53 

52.43 
21.43 

503 
38.13 

693 
23.83 

503 
42.93 

57.13 
35.73 

73.83 
21.43 

40.53 
35.73 

Important 
Extremely 
important 
Important 

Extremely 
important 
Important 

Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
lmoortant 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 
Extremely 
important 
Important 

54.83 
403 

373 
31.13 

47.43 
36.33 

71.93 
23.73 

64.43 
31.93 

47.43 
41.53 

34.13 
31.93 

55.63 
42.23 

42.23 
41.53 

52.63 
44.43 

71.13 
28.93 

66.73 
28.93 

62.23 
33.33 

62.23 
32.63 

403 
29.63 
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Extremely 
503 Extremely 

45.93 Membership of ATKV important 
21.43 important 

26.73 Important Important 

Tourists' who find themselves married with children most important reason to travel to the resort is 

the facilities at the resort, closely followed by the safe surroundings of the resort. Parents 

experience the internal need to provide their families (children) with safe surroundings and 

environments. Therefore, the facilities and safe surroundings of the resort can be identified as the 

most important reasons to travel. 

The most important reason to travel amongst tourists, who are married without children, is the 

friendliness and helpfulness of staff, and the safe surroundings of the resort. Friendliness and 

helpfulness of staff contribute to quality service providing. This will also enhance the experience of 

tourists at the resort which will influence their future decisions in the travel decision-making 

process. 

Although membership is an important reason to travel for both categories, it was the least 

important reason for both groups, in comparison with the other reasons for travel. 

The marketing material which works most effectively for each category is indicated in Table 3.11: 

Table 3. 11: Cross tabulations for marketing material 

Category3 Category4 
Married without Married with 

Children Children 

Internet I 613 I 693 

Taalgenoot 703 613 

~ezlt 03 93 

dio 53 43 

evision 73 33 

In terms of marketing, married tourists with children tend to gather information mainly by means of 

the internet. The "Taalgenoot" and 'Hoezit" magazines, both published by the ATKV, also act as 

important marketing tools with regard to these tourists. 
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Tourists who are married without children gather information regarding the resort mainly by means 

of the "Taalgenoot" magazine and the internet. 

It is important to bear in mind that the "Taalgenoot" and "Hoezit" magazines are primary r_esources 

available to and used by members of ATKV. 

3.5 DISCUSSION OF RESULTS 

The results of the research study clearly indicated that tourists travelling to ATKV-Natalia are 

married. Table 3.3 specified that 24% of tourists who find themselves in this phase of the family life 

cycle are married without children, in comparison with the 76% of tourists who are married with 

children. Therefore, according to the findings of the study, the family market should be considered 

a very important market for ATKV resorts. 

The tourists, married without children and married with children, were analysed in terms of 

demographic characteristics (Table 3.3), travel characteristics (Table 3.4) and accommodation 

preferences (Table 3.5). 

Cross tabulations were calculated in order to determine the main differences and similarities 

between tourists who are married with 0 children and tourists who are married without children. 

According to the literature review differences exist in terms of families with the presence of young 

children and married couples with no children. Goeldner and Ritchie (2003:305) stated that families 

with children tend to reduce the number of holidays or trips taken a year. This was confirmed by 

the results of this study, with regard to the fact that the results indicated that tourists married 

without children ·break away 4-8 weekends per year and go on holiday 2-3 times per year. Tourists 

married with children, however, tend to break away 4-5 weekends per year and only go on holiday 

1-2 times per year. 

The above mentioned cross tabulations were calculated with regard to demographic and socio

economic characteristics (Table 3.6), accommodation preferences (Table 3.7), preferred activities 
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(Table 3.8), travel motivations (Table 3.9), reasons for travel (Table 3.10) and marketing material 

(Table 3.11 ). However, very few significant differences could be indentified in terms of tourists 

married with children and tourists married without children. 

The only differences between these two category tourists which could be indentified was in terms 

of travel motivations, were tourists married with children indicated that they travel to break away 

from their everyday environment, other than travelling to relax, break away from routine and to 

spend time with their family. 

Another difference could be identified in reasons for travel. This was the most significant difference 

between tourists married without children and tourists married with children. Tourists married 

without children indicated that friendliness and helpfulness of staff and the safe surroundings of the 

resort were the most important reasons why they visit ATKV-Natalia. Conversely, tourists married 

with children travel due to the facilities the resort offer and the safe surroundings of the resort. 

Tendencies regarding these two categories (married with children and married without children) 

proved to be similar with very little, if any, differences. The only differences which occurred were 

found in reasons for travel, travel motivations and marketing material. These differences appear to 

be very small. 

3.6 IMPLICATIONS 

The results of the research study have certain implications for ATKV-Natalia. The demographic and 

travel characteristics of the tourists, as well as the differences which exist amongst tourists who are 

married without children and tourists who are married with children have different implications for 

the marketing strategies and product development of the resort. 

3.6.1 Implications of demographic and ~ravel characteristics of tourists 

According to the demographic results, tourists to ATKV-Natalia are in the married phase of the 

family life cycle. A greater part of tourists are married with children. The resort should therefore 

ensure that product development focus on the entertainment of children. Entertainment should be 

based on holiday programmes and activities. 
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Tourists mainly originate from Gauteng and KwaZulu-Natal. Mpumalanga offers the third highest 

amount of tourists visiting the resort. Thus, marketing strategies should include the local press and 

communication networks of these three provinces in order to reach the market more effectively. 

Marketers should also decide whether it would be cost-effective to do more intensive marketing in 

provinces where the least amount of tourists travel from, if they rather spend money on marketing 

nationally or spend more money on marketing strategies in the three main provinces in order to 

attract even more tourists from Gauteng, KwaZulu-Natal and Mpumalanga. 

All the married respondents tend to travel more weekends per year. It is important that ATKV

Natalia should not only be marketed as a holiday destination, but also as the perfect destination for 

a weekend breakaway. This can especially be with regard to tourists in KwaZulu-Natal and 

surrounding provinces/areas. 

Tourists who find themselves married without children and married with children prefer camping 

facilities and self-catering units for accommodation. It is of utmost importance that these 

accommodation facilities are child-friendly for children of all ages. This aspect can also be stressed 

in marketing material, seeing that the parents want to relax when on holiday and do not want to 

worry about the safety of their children. 

3.6.2 Implications of cross tabulations 

The cross tabulations for this study did not identify any major differences between tourists who are 

married without children and tourists who are married with children. However, the results of these 

tabulations indicated that the tendencies regarding travel behaviour are very similar in almost all 

the cases. 

Tourists in both these categories originate from Gauteng and KwaZulu-Natal and undertake 

holidays 1-2 times a year. However, tourists who are married without children tend to break away 

more weekends per year than tourists who are married with children. This can be due to the fact 

that tourists who are married without children can afford more holidays and find themselves.more 

mobile with the absence of children. Thus, ATKV-Natalia can market the resort as the perfect 

holiday destination amongst coupled people without any children. 
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Table 3.6 indicated that membership is not that big of a deal for tourists who are married without 

children, but most of the tourists who are married with children indicated that they are members of 

ATKV. Membership of the organisation includes a variety of benefits. One of which discount prices 

are an example. Therefore, the organisation should consider influencing more tourists who are 

married with children, who are not yet members, to become members. This will contribute to the 

efforts of building and maintaining a positive and loyal relationship with tourists. 

Both groups of tourists (married without children and married with children) participate in the same 

activities the resorts, and the surroundings of the resort, offer. These activities include swimming, 

relaxing on the beach and exploration of the surrounding environment. Thus, marketing material 

should include the beach/ocean and the natural surrounding of the resort as main focus point in 

marketing. 

From Table 3.9 it is clear that married tourists, whether married with children or not, are motivated 

by the same internal motivators. However, a small difference can be identified in the travel 

motivations of tourists married with children. Both these groups of tourists are motivated by the 

need to rest and relax, break away from routine and spending time with each other. The only 

difference identified was the fact that tourists who are married with children experience the internal 

need to break away from their everyday environment which also motivates them to travel. 

Therefore, product development and marketing strategies should focus on the tranquil atmosphere 

the resort and its surrounding areas offer, seeing that this is what tourists will consciously or 

unconsciously focus on when deciding on a travel destination. 

The biggest difference identified in these two groups of tourists was in the reasons why they travel 

to the resort. Tourists who are married without children will visit the resort because of the 

friendliness and helpfulness of the staff and the safe surroundings of the resort. Tourists who are 

married with children will travel to ATKV-Natalia for the facilities the resort offer and the safe 

surroundings of the resort. Therefore, product development should focus on the safety aspect, 

seeing that this is one of the main reasons why tourists visit the resort. If tourists feel safe, they can 

relax effectively and enjoy their holiday. This will contribute to repeat visits from tourists. The safety 
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aspect, quality service offered and facilities should be focusing points in marketing material based 

on these two groups of tourists. 

In terms of marketing material, tourists married with children, as well as tourists married without 

children, indicated that they mainly gather information from the Internet and the 'Taalgenoot' 

magazine. The website should be updated on a regular basis and should include more visual 

aspects, such as video clips for example. 

With regard to this research study certain conclusions can be drawn. 

3.7 CONCLUSION 

The purpose of this research study was to determine the travel behaviour of tourists to ATKV

Natalia in the married phase of the family life cycle. Two surveys were conducted at the resort, one 

of which fieldworkers distributed the questionnaires and the other by distributing the questionnaires 

on the existing database by means of email. The results revealed that the most tourists visiting the 

resort are married. These results were confirmed by the fact that most people who travel, travel in 

family groups (with regard to previous research studies). Cross tabulations with regard to tourists 

who are married with children and tourists who are married without children indicated that there are 

similarities between these two groups concerning their demographic characteristics, 

accommodation preferences, preferred activities, travel motivations, reasons for travel and the 

marketing material which reach them effectively. However, very little differences could be identified 

in terms of travel characteristics - amount of weekend breakaways; membership - more tourists 

married with children indicated that they were members; travel motivations - the need to break 

away form everyday environment also acts as a motivator in tourists who are married with children; 

and reasons for travel - helpfulness of staff was more important to tourists married without children, 

whereas facilities the resort offer were more important to tourists married with children. The 

principal finding of the results was that very little, if any, significant differences exist between 

tourists to ATKV-Natalia who are married with children and tourists who are married without 

children. The results can be used as a focusing point of the marketing strategies. These strategies 

could then be implemented in order to develop products for the specific travelling needs of the 

tourists. From this research it is evident that marketers do not need different marketing strategies 
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with regard to tourists who are married with children and tourists who are married without children. 

It can be assumed that the characteristics and offerings of the resort correlates with the needs and 

wants of both the married people with and without children, and therefore the marketing strategies 

need not be different for each group respectively. The article made a contribution by adding new 

research and knowledge regarding the travel behaviour of tourists visiting ATKV-resorts with 

specific reference to the family lifecycle. 
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f;hapter 
Conclusions and Recommendations 

4.1 INTRODUCTION 

"The old believe everything, the middle-aged suspect everything, the 
young know everything!" 

-Oscar Wilde-

The aim of this research study was to determine the travel behaviour of tourists to ATKV-Natalia 

Resort. Three objectives were set in Chapter 1, in order to reach the aim for this study. The three 

objectives included the following: 

• The first objective was to analyse the travel motivations of tourists visiting the ATKV resorts. 

This objective was achieved in Chapter 2. Chapter 2 consist of Article 1. In this chapter the 

travel behaviour of tourists to ATKV-Natalia were analysed in order to determine the 

motivations of these tourists. Data was collected and analysed by means of factor analysis 

to achieve the outcome of Chapter 2. Factor analysis was done on travel motivations and 

reasons for travel and correlations analysis was done in order to determine the correlations 

which exist between the travel motivations and reasons for travel. 

• For Chapter 3 (Article 2), the aim was to determine the influence of the family life cycle on 

the travel behaviour of tourists visiting the ATKV resorts. In Chapter 3, a literature review on 

family life cycle was discussed and cross tabulations was done in order to determine the 

main differences and similarities which exist between tourists who are married without 

children and tourists who are married with children. 
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• The last objective for this study was to draw conclusions and make recommendations to the 

ATKV family resorts, based on the outcome of the study, regarding more effective marketing 

strategies and product planning. This objective will be achieved in this chapter, Chapter 4. 

The purpose of this chapter is to discuss the findings of the research results, as indicated in 

Chapter 2 and Chapter 3. The conclusions and recommendations made in this Chapter will 

be based on the findings of the research results. Conclusions and recommendations will 

also be made in terms of future and further research in this field of study. 

4.2 CONCLUSIONS 

The following conclusions can be made concerning the literature study and the empirical study: 

4.2.1 Conclusions regarding the literature study, Chapter 2 (Article 1) 

The following conclusions can be drawn with regard to the literature review on travel behaviour: 

• The tourism industry is considered as one of the largest and fastest growing industries in the 

world (cf. 2.1 ). 

• The tourism industry is dependent on the travel decisions that tourists make (cf. 2.1 ). 

• It is important for tourism products to understand the travel behaviour (travel motivations) of 

tourists to improve product planning and marketing strategies (cf. 2.1 ). 

• Tourists are subject to certain behaviour before, during and after travelling (cf. 2.2). 

• In order to predict travel behaviour it is important to understand how individual 

characteristics of a person interact with the characteristics of the situation, therefore 

understanding the factors influencing destination choices of the tourists (cf. 2.2). 
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• There are five factors which influence the travel behaviour of tourists. These factors include 

personality of the tourist, variable motivating the tourist to travel, attitude of the tourist, 

situational and environmental factors (cf. 2.2). 

• Travel motivations can be considered as one of the most important psychological influences 

of tourist behaviour (cf. 2.2). 

• Motivations are the inner state of a person which drives them to act or behave in a certain 

way (cf. 2.2). 

• It is important to understand and have adequate knowledge about the motivations 

influencing the travel behaviour of tourists because they have a direct impact on the 

decisions tourists make (cf. 2.2). 

• Travel motivations mainly revolve around the concept of push and pull factors (cf. 2.2). 

• By having adequate knowledge and understanding tourist behaviour, strategies and policies 

can be developed and implemented in order to increase the demand for tourism (cf. 2.2). 

4.2.2 Conclusions regarding the empirical survey, Chapter 2 (Article 1) 

The following conclusions can be made regarding the empirical survey for Chapter 2: 

4.2.2.1 Demographic and travel characteristics of tourists 

• More females than males participated in the survey (cf. 2.4.1 ). 

• Respondents were middle-aged, between the ages of 41 and 50 (cf. 2.4.1 ). 

• The average age of tourists was 43.97 years (cf. 2.4.1 ). 

• Tourists were accompanied by an average of 2 adults and 2 children between the ages of 

11 and 16 years (cf. 2.4.1 ). 

• Participating tourists originate from Gauteng, are well-educated and have a degree or 

diploma (cf. 2.4.1 ). 
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• Respondents indicated that they would break away for 3-4 weekends per year (cf. 2.4.2). 

• Tourists undertake 1-2 holidays a year and stay an average of 5-7 nights per holiday (cf. 

2.4.2). 

• The average expenditure of tourists per trip is R 1 O 560.41 (cf. 2.4.2). 

4.2.2.2 Factor analysis of travel motivations 

In Article 1 (Chapter 2) a factor analysis was done in order to determine the main motivations of 

tourists travelling to ATKV-Natalia. These results indicated the following five factors which motivate 

tourists to travel to the resort: 

• Recreation activities such as entertainment, having fun, spending time witli , family, 

participating in recreation activities and doing something out of the ordinary are motivating 

tourists to travel (cf. 2.4.3). 

• The second factor identified consists of breaking away from routine, pressure in the daily 

environment, to rest and relax. These factors were labelled as Resting and Relaxation and 

were the most important travel motivation for tourists (cf. 2.4.3). 

• Factor 3 was identified as personal values. This motive was the second least important 

motivator for tourists to travel (cf. 2.4.3). 

• Social experiences (Factor 4) which include making new friends, meeting new people, to 

learn more about the country and to participate in social interaction was the single most 

least important factor motivating tourists to travel (cf. 2.4.3). 

• The last factor identified was enriching experiences and learning activities. Here 

respondents indicated that they travel due to the natural surroundings of the resort, to 

discover new places, to see certain cultural attractions, to improve their quality of life and to 

do something exciting (cf. 2.4.3). 
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The identified factors indicate similarities with the findings of previous research studies. By 

determining the above mentioned factors, marketers can understand the travel motivations of 

tourists and gain adequate knowledge regarding the travel behaviour of tourists to ATKV-Natalia. 

This could lead to better product planning and more effective and successful marketing strategies 

for the resort. 

4.2.2.3 Factor analysis of reasons for travel 

A factor analysis was done in order to determine the reasons why tourists travel to this resort. 

These results indicated the following four factors which serve as reasons why tourists travel: 

• The first factor which was identified was labelled Management and hospitality aspects. This 

included friendliness and helpfulness of staff, effective marketing of the resort, general 

management of the resort, the influence of membership of the organisatio.n, the safe 

·location and surrounding of the resort and positive previous experiences (cf. 2.4.4). 

• Destination Attributes was identified as the second factor for reasons to travel. Here, 

location of resort, travelling distance and accessibility of resort, natural surroundings of 

resort, popularity of resorts and the fact that the organisation forms part of the tourists' 

culture and heritage played a role in reasons to visit ATKV-Natalia (cf. 2.4.4). 

' 
• Site attractiveness, consisting of activities at the resort, entertainment at the resort, 

atmosphere of the resort and the facilities at the resort was the third identified factor in the 

factor analysis (cf. 2.4.4 ). 

• The last identified factor was Economic benefits. This factor consists of three items: 

accommodation, value for money and affordability (cf. 2.4.4). 

• Factor 2 and 3 indicated to be equally important regarding the reasons to travel; with factor 

1 and factor 4 the least important reasons (cf. 2.4.4). 
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By understanding the reasons why people travel, marketers can predict the travel behaviour of 

tourists and aim to develop marketing strategies which fit the travel behaviour of tourists. 

4.2.2.4 Correlation analysis between travel motivations and reasons for travel 

A correlation analysis was done in order to determine whether correlations exist between the travel 

motivations and reasons for travel which influence the travel behaviour of married tourists. The 

following conclusions can be drawn from the results: 

• A relationship exists between recreation activities (motivational factor) and the destination 

attributes and site attractiveness (reasons for travel) of the resort (cf. 2.4.5). 

• A very small relationship exists between resting and relaxation and the management and 

hospitality aspects of the resort (cf. 2.4.5). 

• Personal Values and Social Interaction, which were identified as motivational factors, didn't 

indicate any relationship with the factors identified as reasons to travel (cf. 2.4.5). 

• Enriching activities and learning experiences indicated a relationship with destination 

attributes (cf. 2.4.5). 

• Management and hospitality aspects and recreation activities indicated a very small 

relationship (cf. 2.4.5). 

• A medium relationship can be identified between destination attributes and recreation 

activities and enriching activities and learning experiences (cf. 2.4.5). 

• A significant relationship was indicated between site attractiveness and recreation activities 

(cf. 2.4.5). 

• No relationship exists between economic benefits and any of the motivational factors 

identified by means of the factor analysis (cf. 2.4.5). 
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4.2.3 Conclusions regarding the literature study, Chapter 3 (Article 2) 

The following conclusions can be drawn with regard to the literature review on family life cycle: 

• A person's desire to participate in a necessary or desired activity causes them to travel from 

one place to another. These actions define their travel behaviour (cf. 3.2). 

• Tourists are well-read and well informed on where they want to go and what they want in 

terms of their desire to travel (cf. 3.2). 

• It is important to remember that tourists differ in their perceptions, wants, needs and 

expectations of a destination as a tourism product. (cf. 3.2). 

• A lot of travel parties are composed of couples, friends and some complex family 

assemblies (cf. 3.2). 

• Family members play diverse roles in their involvement in the decision-making process (cf. 

3.2). 

• During the decision-making process, the family members interact and influence each other 

in their choices (cf. 3.2). 

• The largest part of travellers or tourists is compiled by families (cf. 3.2). 

• The potential of the family market is extraordinary (cf. 3.2). 

• Different choices regarding certain travel behaviour, based on the decision-making process, 

are made according to the position of the individual in his or her family life cycle, their age, 

occupation, economic circumstances, lifestyle and his or her personality (cf. 3.2). 
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• Family life cycle is one of the most popular areas which receive attention in the tourism 

industry (cf. 3.2). 

• The family life cycle consist of a series of different stages which are connected to specific 

age brackets (cf. 3.2). 

• The family life cycle indicates the stages through which a household is progressing (cf. 3.2). 

• The family life cycle indicates that people pass from baby to young adulthood to death (cf. 

3.2). 

• Each stage of the family life cycle represents different purchasing needs (cf. 3.2). 

• The stages in the family life cycle are basically related to very significant changes in family 

stages, for example deciding to marry, having children and/or adapting to the death of a 

partner (cf. 3.2). 

• The family life cycle stage in which the tourist finds him- or herself at a certain time, can be 

seen as a significant social factor that influence consumer buying behaviour (cf. 3.2). 

• The conventional family life cycle model, consisting of a two-child, two-car family living can 

not be seen as considerable as a few years ago (cf. 3.2). 

• Family life cycle models have been adapted over the years (cf. 3.2). 

• The following life cycle stages can be identified for South Africa: at-home singles, starting

out singles, mature singles, young couples, new parents, mature parents, single parents, 

golden nests and left alones (cf. 3.2). 

• Characteristics of people in each stage of the family life cycle differ (cf. 3.2). 

• The recreation patterns of a family are associated with the life stages of the family (cf. 3.2). 
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4.2.4 Conclusions regarding the empirical survey, Chapter 3 (Article 2) 

In this article the results focussed on the characteristics of the married tourists. Some of these 

tourists were accompanied by children. Factor analysis was done in order to determine the reasons 

why people travel and a correlation analysis was done to determine whether any correlations, if 

any, exist amongst the travel motivations and the reasons why tourists in this stage of the family 

life cycle travel. 

4.2.4.1 Demographic and travel characteristics of married tourists 

• The gender percentage for tourists in the family stage of the family life cycle appears to be 

almost equal, with 53% of the respondents being male and 47% of respondents were female 

(cf. 3.4.1 ). 

• These tourists are between the age of 31 and 50 years (cf. 3.4.1 ). 

• The majority of the tourists are married with children (cf. 3.4.1 ). 

• The ages of the children are between 6 and 15 years (cf. 3.4.1 ). 

• Tourists are well-educated with a degree or diploma and mainly originate from Gauteng and 

KwaZulu-Natal (cf. 3.4.1 ). 

• Tourists to ATKV-Natalia travel 3-4 weekends per year and undertake family holidays 1-2 

times per year (cf. 3.4.2). 

• Tourists will stay at the resort for 5-7 nights (cf. 3.4.2). 

-
• Tourists prefer to make use of camping facilities and prefer to travel by means of a motor 

vehicle (cf. 3.4.2). 
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4.2.4.2 Cross Tabulations 

• The demographic profile of the tourists in cat~gory 3 (married without children) and category 

4 (married with children) evidently does not differ (cf. 3.4.3). 

• Tourists in both these categories mainly originate and travel from Gauteng and KwaZulu

Natal (cf. 3.4.3). 

• Tourists in the third category travel more over weekends than the tourists who are married 

with children (cf. 3.4.3). 

• Tourists married without children almost equally indicated whether they were members of 

ATKV or not (cf. 3.4.3). 

• The bigger part of tourists who are married with children indicated that they are members of 

the organisation (cf. 3.4.3). 

• Both categories indicated that they prefer camping and self catering units when it comes to 

accommodation facilities (cf. 3.4.3). 

• Both categories' tourists visit the resort to swim and relax on the beach, and to explore the 

surrounding environment (cf. 3.4.3). 

• Hot-air balloon rides are the least popular activity amongst tourists in both these categories 

(cf. 3.4.3). 

• Tourists married without children react on the need to relax, break away from routine, the 

need to rest and spending time with each other as internal forces which act as travel 

motivations (cf. 3.4.3). 
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• Tourists married with children react on the same motivators as tourists married without 

children (cf. 3.4.3). 

• Tourists who find themselves married with children most important reason to travel to the 

resort is the facilities at the resort, closely followed by the safe surroundings of the resort (cf. 

3.4.3). 

• The most important reason to travel amongst tourists, who are married without children, is 

the friendliness and helpfulness of staff, and the safe surroundings of the resort (cf. 3.4.3). 

• Although membership is an important reason to travel for both categories, it was the least 

important reason for both groups, in comparison with the other reasons for travel (cf. 3.4.3). 

• Married tourists with children tend to gather information mainly by means of the internet (cf. 

3.4.3). 

• The "Taalgenoot" and 'Hoezit" magazines also act as important marketing tools with regard 

to these tourists (cf. 3.4.3). 

• Tourists who are married without children gather information regarding the resort mainly by 

means of the "Taalgenoot" magazine and the internet (cf. 3.4.3). 

4.3 RECOMMENDATIONS 

4.3.1 Recommendations regarding the survey 

• It is of utmost importance that resorts such as ATKV-Natalia gain adequate knowledge 

regarding the travel behaviour of their tourists. This will indicate which factors motivate 

tourists to travel. 
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• Knowledge regarding the travel motivations of tourists will assist marketers in the 

development of effective marketing strategies. Marketing should, in the case of this survey, 

strongly focus on the 'resting and relaxation' component of the resort, seeing that this is the 

main motivator for travelling to the resort. 

• The resort should make use of the restaurant in their marketing strategies. Resting and 

relaxation are the most important motivator for tourists to travel, therefore marketing can 

focus on this aspect by stressing the fact that tourists needn't worry about cooking when 

they visit the resort because the resort offer an affordable restaurant, serving quality food. 

• Marketing should also focus on the type of recreational activities the resort offer. 

• Management of the resort should consider the expansion of activities the resort offer. More 

nature activities, such as windsurfing, deep-sea fishing, hiking trails along the coast line et 

cetera, should be considered. 

• Although ATKV-Natalie should maintain the level of management and hospitality at the 

resort, there will always be room for improvement in this section. This is an important reason 

why tourists travel to the resort. 

• The bigger part of tourists visiting the resort are married and accompanied by children. The 

resort offers a variety of activities and entertainment for younger children. However, result 

indicated that most of the children visiting the resort with their parents are between 11 and 

15 years of age or older than 16 years. Thus, the resort should consider developing holiday 

programs which consist of activities and entertainment which will satisfy the needs of 

teenagers. 

• Marketers can also focus on other segments of the family life cycle, for example young, 

unmarried couples or tourists in the empty nest stage of the family life cycle, in order to 

attract more of these tourists to the resort. This may also lead to further product 

development and even product expansion. 
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4.3.2 Recommendations regarding future research 

• ATKV has resorts across South Africa. Research should also be conducted at resorts such 

. as Buffelspoort, Klein Kariba, Drakensville, Goudini-Spa and Hartenbos in order to assist 

them in product development and the development of more effective marketing strategies. 

• Since only a small number of tourists were married without children it is recommended that 

more respondents are included in this category. 

• Research should be done on a continuous basis in order to gain knowledge regarding the 

changing trends in the market to adapt marketing strategies. 

• For this survey, a correlation analysis was done in the family stage of tourists visiting the 

resort, to determine the relationship that exists between the travel motivations and reasons 

for travel for these tourists. Future research studies should also be conducted to determine 

what the difference is between the travel behaviour of tourists in the family stage and 

tourists in the bachelor- and unmarried stage of the family life cycle. 

• Children can be considered as an important influence in the decision-making process of the 

parents. Thus, future research can be conducted under the children market, specifically, in 

order to determine what the main motivators for children are when they go on holiday. This 

could assist marketers in developing marketing strategies which focus on the children. 
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Appendix 
Questionnaire 

AFDELING A: DEMOGRAFIESE INLIGTING 

1. Geslag? 

2. In watter jaar is u gebore? 

3. Vlak van Opvoeding 

4. In watter Provinsie is u woonagtig? 

5. Wat is u huidige huwelikstatus? 

6. Hoeveel persone gaan gewoonlik 
saam met u op vakansie? 

I Manlik 
Vroulik 

19 

Matriek 
Diploma/Graad 
Professioneel 
Naqraads 
Ander: Spesifiseer 

GautenQ 
Mpumalanqa 
Noordwes 
Vrvstaat 
Oos-Kaap 
Wes-Kaap 
Noord-Kaap 
KwaZulu-Natal 
Limpopo 
Buite SA qrense 

Enkellopend 
In verhoudinq 
Getroud 
Getroud met kinders 
Geskei 

I Volwassenes 
Kinders 

:I 

1 

2 

3 

4 

5 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

1 

2 

3 

4 

5 
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Ouderdom van Kinders: 

AFDELING B: REISPATRONE 
Naweek wegbreek 
7.1 (a) Hoeveel naweke per jaar breek u weg? 

D naweke per jaar 

Vakansie 
7.2(a) Hoeveel keer per jaar gaan u met vakansie (buiten naweke)? 

Eenmaal 'n iaar 
2-3 keer 'n jaar 
4-5 keer 'n iaar 
Meer as 5 keer 'n 
iaar 

Nooit 

7.2(b) Wat is die gemiddelde aantal nagte waaruit u vakansie bestaan? 

,__ __ ~I nagte 

8. Be"invloed die feit dat u 'n lid van die ATKV is u vakansiekeuses? 

9. Wie is normaalweg deel uit van u 
vakansiegeselskap? 

Vriende 
Familie 
Kolleqas 
Ander: Spesifiseer 

10. Hoeveel spandeer u gemiddeld aan d" d t d k . ? 1e vo1qen e cy1 ens u va ans1e. 

Akkommodasie 
Voedsel en Restaurante 
Drank/Koeldrank 
Alqemene handel (buiten voedsel en drank 
Geskenke en Souvenirs 

1 

2 

3 

4 

5 

1 

2 

3 

4 

R 
R 
R 
R 
R 
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Vervoer/brandstof (na en tydens vakansie) 
Vermaak 
Ander: Spesifiseer 

AFDELING C: VAKANSIE VOORKEURE 

11. Wat is u voorkeure in terme van akkommodasie 
wanneer u met vakansie gaan? 

12. Watter tipe vervoer verkies u vir reisdoeleindes? 

Familie/Vriende 
Vakansiehuis/Selfsorgeenhede 
Kam peer 
Chalet 
Gastehuis 
B&B 
Hotel 
Ander: Spesifiseer 

Motor 
4x4 
Trein 
Motorfiets 
Vliegtuig 
Bus 

13. Hoe belangrik is deelname aan elk van die volgende aktiwiteite tydens u vakansie 
nie noodwendi b 'n oord self nie ? 

2 

13.3 Kulturele ebiede en aktiwiteite 2 

13.4 Duik/snorkel 2 

13.5 4x4 2 

2 

/valskerm 2 

2 

2 

2 

13.11 Vierwielmotorfietse 2 

13.12 Walvisk k 2 

13. 13 Visvan 2 

13.14 Fietsr 2 

13.15 Roei 2 

13. 16 Swem/a die strand le 2 

13.17 Verkennin van die om 2 

13.18 Dans 2 

13.19 Ander: S esifiseer 
a 2 

R 
R 
R 
R 

1 

2 

3 

4 

5 

6 

7 

8 

1 

2 

3 

4 

5 

6 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

107 



b 2 3 4 

3 4 
2 3 4 

se om 2 3 4 
14.5 Om we te breek van alledaa se roetine 2 3 4 
14.6 Om kulturele attraksies te besoek 2 3 4 
14.7 Om behoefte aan sosiale interaksie te bevredi 2 3 4 
14.8 Vir natuurlike omgewing/skoonheid van die 
natuur 2 3 4 
14.9 Om te vlug van die druk van 'n alledaagse 
leefst I 2 3 4 
14.10 Deelname aan rekreasie aktiwiteite 2 3 4 
14.11 Om t d saam m 2 3 4 
14.12 Vir vermaak 2 3 4 
14.130mm lewenskwaliteit te verbeter 2 3 4 
14.14 Om ret te he 2 3 4 
14.15 Om nuwe mense met dieselfde belan 
as ek te ontmoet 2 3 4 

2 3 4 
2 3 4 
2 3 4 

2 3 4 
2 3 4 

14.21 Omdat m 2 3 4 
14.22 Omdat dit tot 'n mate gevoel van sekuriteit 
verskaf 2 3 4 
14.23 Om fisies te rus 2 3 4 
14.24 Om iets buiten ewoon te doen 2 3 4 

15. Wat is die vernaamste redes waarom u ATKV oorde besoek? 

15 .1 Bekosti baar 
15.2 Afstand en toeganklikheid van die 
oorde 2 3 4 
15.3 Li 2 3 4 
15.4 Po 2 3 4 
15.5 Natuurlike om ewin wat die oorde omrin 2 3 4 
15.6 Fasiliteite van die oorde 2 3 4 
15. 7 Akkommodasie 2 3 4 
15.8 Aktiwiteite wat die oorde bied 2 3 4 
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15.9 Die organisasie vorm deel van my erfenis en 
kultuur 1 2 
15.10 Waarde vir geld 1 2 
15.11 Vir die vermaak wat die oorde bied 1 2 
15.12 Vir die atmosfeer by die oorde 1 2 
15.13 Die oord bied 'n veiliqe omqewinq 1 2 
15.14 As gevolg van positiewe vorige ervarings 1 2 
15.15 Omdat alqemene bestuur van die oorde qoed is 1 2 
15.16 Vriendelikheid en hulpvaardigheid van 
person eel 1 2 
15.17 Omdat bemarkinq van die oorde effektief is 1 2 
15.18 Omdat ek 'n lid is van die ATKV 1 2 

AFDELING D: . 
LEWENSKWALITEIT VAN TOERISTE 

16. Hoe dink jy be"invloed ATKV oorde jou persoonlike lewe? 

Baie 
neqatief 

-2 

17. Ek verkry meeste inligting oor ATKV deur middel 
van: 

18. Tarfiefstrukture van ATKV: 

a. Ek is oor die algemeen tevrede met die 
tariefstruktuur 
b. ATKV vakansieoorde se tariewe is kompeterend ten 
opsi te van ander selfsor akkommodasie en -oorde 
c. ATKV verblyf is bekostigbaar ten opsigte van ander 
vakansieoorde en selfsorgakkommodasie waarvan ek 
al 

19. Beoordeling van lewenskwaliteit 

Neqatief 

-1 

a. Internet 
b. Taalqenoot 
c. Hoezit tydskrif 
d. Radio 

e. Televisie 

Gemiddeld 

0 

2 
2 

2 

3 4 
3 4 
3 4 
3 4 
3 4 
3 4 
3 4 

3 4 
3 4 
3 4 

Baie 
Positief positief 

1 2 

1 
2 
3 
4 

5 

3 4 
3 4 

3 4 
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a. Ek is oar die algemeen tevrede met my familie 
situasie 2 3 4 
b. Ek is oar die algemeen tevrede met my werk 
situasie 1 2 3 4 
c. Ek is oar die al emeen tevrede in m woonbuurt 1 2 3 4 
d. Ek is oar die algemeen tevrede met my 
lewenstandaard 2 3 4 

1 2 3 4 

2 3 4 
2 3 4 

h. Selfs met laagtepunte in my lewe, voel ek goed oor 
m lewensst I 1 2 3 4 
i. Ek lei 'n betekenisvolle en vervulde lewe 1 2 3 4 

AFDELING E: BEMARKING VAN ATKV 
20. Bemarking van ATKV 

a. Advertensie materiaal van ATKV is voldoende 2 3 4 
b. Die promosie materiaal van ATKV is 
kwaliteit 1 2 3 4 
c. Promosie materiaal van ATKV verskaf 
kwaliteit inligtin 2 3 4 
d. Ek lees graag promosie materiaal van ATKV aan 2 3 4 
my estuur 
e. Die promosie materiaal hou my op hoogte van 2 3 4 
veranderinge 
f. Oar die algemeen is die pryse van ATKV 
bekosti baar 1 2 3 4 
g. Oar die algemeen is ek tevrede met die pryse wat 
ek 1 2 3 4 
by A TKV oorde betaal 
h. Die kwaliteit produk wat ek kry is in verhouding met 
die 2 3 4 
prys wat ek betaal 
i. ATKV se pryse vergelyk goed met die van 
kompetisie 1 2 3 4 
j. Llidmaatskap by ATKV maak vakansies meer 1 2 3 4 
bekosti baar vir m es in 
k. Wanneer ek vakansie hou by ATKV kry ek waarde 1 2 3 4 
virm eld 
I. ATKV handhaaf hoe 
standaarde 2 3 4 
m. ATKV vervul my gesin se basiese 
vakansie behoeftes 2 3 4 
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n. Personeel by die oorde is vriendelik en 
behulpsaam 1 2 3 4 
o. Promosie materiaal van die ATKV is 
maklik toeqanklik 1 2 3 4 
p. Ek verkies die huidige verspreidingsmetodes van 
ATKV 1 2 3 4 
bv: Internet en Taalgenoot) 

BAIE DANKIE VIR U ONDERSTEUNING! 
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Appendix 
Cross tabulations 

a) Cross tabulations for marital status and demographic and socio-economic 

characteristics. 

marital * weekends Cross tabulation 

marital * province Cross tabulation 

provinsie 

1 2 3 4 5 6 7 8 9 

marital 3 Count 19 4 2 5 1 1 1 9 0 

% within marital 44.2% 9.3% 4.7% 11.6% 2.3% 2.3% 2.3% 20.9% .0% 

· % of Total 10.7% 2.2% 1.1% 2.8% .6% .6% .6% 5.1% .0% 

4 Count 75 12 7 9 1 1 2 27 1 

% within marital 55.6% 8.9% 5.2% 6.7% .7% .7% 1.5% 20.0% .7% 

% of Total 42.1% 6.7% 3.9% 5.1% .6% .6% 1.1% 15.2% .6% 

Total Count 94 16 9 14 2 2 3 36 1 

% within marital 52.8% 9.0% 5.1% 7.9% 1.1% 1.1% 1.7% 20.2% .6% 

% of Total 52.8% 9.0% 5.1% 7.9% 1.1% 1.1% 1.7% 20.2% .6% 

naweke 

0 1 2 3 4 5 6 7 8 9 10 12 14 15 16 

Count 2 0 4 5 6 3 5 2 6 1 2 0 1 0 0 

% 5.3% .0% 10.5% 13.2% 15.8% 7.9% 13.2% 5.3% 15.8% 2.6% 5.3% .0% 2.6% .0% .0% 

within 

marital 

10 Total 

1 43 

2.3% 100.0% 

.6% 24.2% 

0 135 

.0% 100.0% 

.0% 75.8% 

1 178 

.6% 100.0% 

.6% 100.0% 

20 40 Total 

0 1 38 

.0% 2.6% 100.0% 
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% of 1.2% .0% 2.4% 2.9% 3.5% 1.8% 2.9% 1.2% 3.5% .6% 1.2% .0% .6% .0% .0% .0% .6% 22.4% 

Total 

4 Count 4 3 19 13 34 16 19 0 7 0 8 4 0 3 1 1 0 132 

% 3.0% 2.3% 14.4% 9.8% 25.8% 12.1% 14.4% .0% 5.3% .0% 6.1% 3.0% .0% 2.3% .8% .8% .0% 100.0% 

within 

marital 

% of 2.4% 1.8% 11.2% 7.6% 20.0% 9.4% 11.2% .0% 4.1% .0% 4.7% 2.4% .0% 1.8% .6% .6% .0% 77.6% 

Total 

Total Count 6 3 23 18 40 19 24 2 13 1 10 4 1 3 1 1 1 170 

% 3.5% 1.8% 13.5% 10.6% 23.5% 11.2% 14.1% 1.2% 7.6% .6% 5.9% 2.4% .6% 1.8% .6% .6% .6% 100.0% 

within 

marital 

% of 3.5% 1.8% 13.5% 10.6% 23.5% 11.2% 14.1% 1.2% 7.6% .6% 5.9% 2.4% .6% 1.8% .6% .6% .6% 100.0% 

Total 

marital * holidays Cross tabulation 

aantal vakansie 

1 2 3 4 5 Total 

marital 3 Count 22 20 0 0 0 42 

% within marital 52.4% 47.6% .0% .0% .0% 100.0% 

% of Total 12.4% 11.3% .0% .0% .0% 23.7% 

4 Count 71 54 5 3 2 135 

% within marital 52.6% 40.0% 3.7% 2.2% 1.5% 100.0% 

% of Total 40.1% 30.5% 2.8% 1.7% 1.1% 76.3% 

Total Count 93 74 5 3 2 177 

% within marital 52.5% 41.8% 2.8% 1.7% 1.1% 100.0% 

% of Total 52.5% 41.8% 2.8% 1.7% 1.1% 100.0% 

marital * atkv Cross tabulation 

atkv 

1 2 Total 

marital 3 Count ,22 21 43 

% within marital 51.2% 48.8% 100.0% 

% of Total 12.4% 11.8% 24.2% 
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marital * weekends Cross tabulation 

naweke 

0 1 2 3 4 5 6 7 8 9 10 12 14 15 16 20 40 Total 

marital 3 Count 2 0 4 5 6 3 5 2 6 1 2 0 1 0 0 0 1 38 

% 5.3% .0% 10.5% 13.2% 15.8% 7.9% 13.2% 5.3% 15.8% 2.6% 5.3% .0% 2.6% .0% .0% .0% 2.6% 100.0% 

within 

marital 

% of 1.2% .0% 2.4% 2.9% 3.5% 1.8% 2.9% 1.2% 3.5% .6% 1.2% .0% .6% .0% .0% .0% .6% 22.4% 

Total 

4 Count 4 3 19 13 34 16 19 0 7 0 8 4 0 3 1 1 0 132 

% 3.0% 2.3% 14.4% 9.8% 25.8% 12.1% 14.4% .0% 5.3% .0% 6.1% 3.0% .0% 2.3% .8% .8% .0% 100.0% 

within 

marital 

%of 2.4% 1.8% 11.2% 7.6% 20.0% 9.4% 11.2% .0% 4.1% .0% 4.7% 2.4% .0% 1.8% .6% .6% .0% 77.6% 

Total 

Count 6 3 23 18 40 19 24 2 13 1 10 4 1 3 1 1 1 170 

% 3.5% 1.8% 13.5% 10.6% 23.5% 11.2% 14.1% 1.2% 7.6% .6% 5.9% 2.4% .6% 1.8% .6% .6% .6% 100.0% 

within 

marital 

4 Count 92 43 135 

% within marital 68.1% 31.9% 100.0% 

% of Total 51.7% 24.2% 75.8% 

Total Count 114 64 178 

% within marital 64.0% 36.0% 100.0% 

% of Total 64.0% 36.0% 100.0% 

b) Cross tabulations for accommodation preferences. 

marital * family Cross tabulation 

family 

1 Total 

marital 3 Count 6 6 
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% within marital 100.0% 100.0% 

% of Total 28.6% 28.6% 

4 Count 15 15 

% within marital 100.0% 100.0% 

% of Total 71.4% 71.4% 

Total Count 21 21 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * self-catering Cross tabulation 

self-catering 

1 Total 

marital 3 Count 19 19 

% within marital 100.0% 100.0% 

% of Total 23.2% 23.2% 

4 Count 63 63 

% within marital 100.0% 100.0% 

% of Total 76.8% 76.8% 

Total Count 82 82 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * camp Cross tabulation 

camp 

1 Total 

marital 3 Count 30 30 

% within marital 100.0% 100.0% 

% of Total 24.4% 24.4% 

4 Count 93 93 

% within marital 100.0% 100.0% 

% of Total 75.6% 75.6% 

Total Count 123 123 
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marital *family Cross tabulation 

family 

1 Total 

marital 3 Count 6 6 

% within marital 100.0% 100.0% 

% of Total 28.6% 28.6% 

4 Count 15 15 

% within marital 100.0% 100.0% 

% of Total 71.4% 71.4% 

Count 21 21 

% within marital 100.0% 100.0% 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * chalet Cross tabulation 

chalet 

1 Total 

marital 3 Count 10 10 

% within marital 100.0% 100.0% 

% of Total 19.6% 19.6% 

4 Count 41 41 

% within marital 100.0% 100.0% 

% of Total 80.4% 80.4% 

Total Count 51 51 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * guesthouse Cross tabulation 

guesthouse 

1 Total 

marital 3 Count 2 2 

% within marital 100.0% 100.0% 

% of Total 66.7% 66.7% 

4 Count 1 1 
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marital * family Cross tabulation 

family 

1 Total 

marital 3 Count 6 6 

% within marital 100.0% 100.0% 

% of Total 28.6% 28.6% 

4 Count 15 15 

% within marital 100.0% 100.0% 

% of Total 71.4% 71.4% 

Count 21 21 

% within marital 100.0% 100.0% -
% within marital 100.0% 100.0% 

% of Total 33.3% 33.3% 

Total Count 3 3 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * b&b Cross tabulation 

b&b 

1 Total 

marital 3 Count 2 2 

% within marital 100.0% 100.0% 

% of Total 40.0% 40.0% 

4 Count 3 3 

% within marital 100.0% 100.0% 

% of Total 60.0% 60.0% 

Total Count 5 5 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * hotel Cross tabulation 

hotel 

1 Total 

marital 3 Count 3 3 
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marital *family Cross tabulation 

family 

1 Total 

marital 3 Count 6 6 

% within marital 100.0% 100.0% 

% of Total 28.6% 28.6% 

4 Count 15 15 

% within marital 100.0% 100.0% 

% of Total 71.4% 71.4% 

Count 21 21 

% within marital 100.0% 100.0% 

% within marital 100.0% 100.0% 

% of Total 37.5% 37.5% 

4 Count 5 5 

% within marital 100.0% 100.0% 

% of Total 62.5% 62.5% 

Total Count 8 8 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

c) Cross tabulations for activities. 

marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 
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Total Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

% of Total 54.5% 30.3% 11.2% 3.9% 100.0% 

marital * heritage Cross tabulation 

heritage 

1 2 3 4 Total 

marital 3 Count 16 17 7 3 43 

% within marital 37.2% 39.5% 16.3% 7.0% 100.0% 

% of Total 9.0% 9.6% 3.9% 1.7% 24.2% 

4 Count 53 48 28 6 135 

% within marital 39.3% 35.6% 20.7% 4.4% 100.0% 

% of Total 29.8% 27.0% 15.7% 3.4% 75.8% 

Total Count 69 65 35 9 178 

% within marital 38.8% 36.5% 19.7% 5.1% 100.0% 

% of Total 38.8% 36.5% 19.7% 5.1% 100.0% 

marital * culture Cross tabulation 

culture 

1 2 3 4 Total 

marital 3 Count 13 13 9 8 43 

% within marital 30.2% 30.2% 20.9% 18.6% 100.0% 

% of Total 7.3% 7.3% 5.1% 4.5% 24.2% 

4 Count 52 43 31 9 135 

% within marital 38.5% 31.9% 23.0% 6.7% 100.0% 

% of Total 29.2% 24.2% 17.4% 5.1% 75.8% 

Total Count 65 56 40 17 178 

% within marital 36.5% 31.5% 22.5% 9.6% 100.0% 

% of Total 36.5% 31.5% 22.5% 9.6% 100.0% 

marital * diving Cross tabulation 

diving 

1 2 3 4 Total 

marital 3 Count 30 8 4 1 43 

% within marital 69.8% 18.6% 9.3% 2.3% 100.0% 
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marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

% of Total 16.9% 4.5% 2.2% .6% 24.2% 

4 Count 78 36 19 2 135 

% within marital 57.8% 26.7% 14.1% 1.5% 100.0% 

% of Total 43.8% 20.2% 10.7% 1.1% 75.8% 

Total Count 108 44 23 3 178 

% within marital 60.7% 24.7% 12.9% 1.7% 100.0% 

% of Total 60.7% 24.7% 12.9% 1.7% 100.0% 

marital * 4x4 Cross tabulation 

4x4 

1 2 3 4 Total 

marital 3 Count 27 9 6 1 43 

% within marital 62.8% 20.9% 14.0% 2.3% 100.0% 

% of Total 15.2% 5.1% 3.4% .6% 24.2% 

4 Count 67 44 16 8 135 

% within marital 49.6% 32.6% 11.9% 5.9% 100.0% 

% of Total 37.6% 24.7% 9.0% 4.5% 75.8% 

Total Count 94 53 22 9 178 

% within marital 52.8% 29.8% 12.4% 5.1% 100.0% 

% of Total 52.8% 29.8% 12.4% 5.1% 100.0% 

marital * hot air balloon Cross tabulation 

120 



marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

hot air balloon 

1 2 3 4 Total 

marital 3 Count 31 9 3 0 43 

% within marital 72.1% 20.9% 7.0% .0% 100.0% 

% of Total 17.4% 5.1% 1.7% .0% 24.2% 

4 Count 97 33 4 1 135 

% within marital 71.9% 24.4% 3.0% .7% 100.0% 

% of Total 54.5% 18.5% 2.2% .6% 75.8% 

Total Count 128 42 7 1 178 

% within marital 71.9% 23.6% 3.9% .6% 100.0% 

% of Total 71.9% 23.6% 3.9% .6% 100.0% 

marital * parachuting Cross tabulation 

parachuting 

1 2 3 4 Total 

marital 3 Count 38 2 3 0 43 

% within marital 88.4% 4.7% 7.0% .0% 100.0% 

% of Total 21.3% 1.1% 1.7% .0% 24.2% 

4 Count 99 30 5 1 135 

% within marital 73.3% 22.2% 3.7% .7% 100.0% 

% of Total 55.6% 16.9% 2.8% .6% 75.8% 
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marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

Total Count 137 32 8 1 178 

% within marital 77.0% 18.0% 4.5% .6% 100.0% 

% of Total 77.0% 18.0% 4.5% .6% 100.0% 

marital * horse riding Cross tabulation 

Horse riding 

1 2 3 4 Total 

marital 3 Count 21 14 7 1 43 

% within marital 48.8% 32.6% 16.3% 2.3% 100.0% 

% of Total 11.9% 7.9% 4.0% .6% 24.3% 

4 Count 52 44 31 7 134 

% within marital 38.8% 32.8% 23.1% 5.2% 100.0% 

% of Total 29.4% 24.9% 17.5% 4.0% 75.7% 

Total Count 73 58 38 8 177 

% within marital 41.2% 32.8% 21.5% 4.5% 100.0% 

% of Total 41.2% 32.8% 21.5% 4.5% 100.0% 

marital * hiking Cross tabulation 

hiking 

1 2 3 4 Total 

marital 3 Count 15 7 11 10 43 

% within marital 34.9% 16.3% 25.6% 23.3% 100.0% 
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marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

% of Total 8.4% 3.9% 6.2% 5.6% 24.2% 

4 Count 24 49 44 18 135 

% within marital 17.8% 36.3% 32.6% 13.3% 100.0% 

% of Total 13.5% 27.5% 24.7% 10.1% 75.8% 

Total Count 39 56 55 28 178 

% within marital 21.9% 31.5% 30.9% 15.7% 100.0% 

% of Total 21.9% 31.5% 30.9% 15.7% 100.0% 

marital * golf Cross tabulation 

golf 

1 2 3 4 Total 

marital 3 Count 22 9 8 4 43 

% within marital 51.2% 20.9% 18.6% 9.3% 100.0% 

% of Total 12.4% 5.1% 4.5% 2.2% 24.2% 

4 Count 74 26 21 14 135 

% within marital 54.8% 19.3% 15.6% 10.4% 100.0% 

% of Total 41.6% 14.6% 11.8% 7.9% 75.8% 

Total Count 96 35 29 18 178 

% within marital 53.9% 19.7% 16.3% 10.1% 100.0% 

% of Total 53.9% 19.7% 16.3% 10.1% 100.0% 

marital * motorbike Cross tabulation 
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marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

motorbike 

1 2 3 4 Total 

marital 3 Count 23 14 2 4 43 

% within marital 53.5% 32.6% 4.7% 9.3% 100.0% 

% of Total 12.9% 7.9% 1.1% 2.2% 24.2% 

4 Count 70 33 25 7 135 

% within marital 51.9% 24.4% 18.5% 5.2% 100.0% 

% of Total 39.3% 18.5% 14.0% 3.9% 75.8% 

Total Count 93 47 27 11 178 

% within marital 52.2% 26.4% 15.2% 6.2% 100.0% 

% of Total 52.2% 26.4% 15.2% 6.2% 100.0% 

marital * whale watch Cross tabulation 

Whale watch 

1 2 3 4 Total 

marital 3 Count 15 9 12 7 43 

% within marital 34.9% 20.9% 27.9% 16.3% 100.0% 

% of Total 8.5% 5.1% 6.8% 4.0% 24.3% 

4 Count 38 44 46 6 134 

% within marital 28.4% 32.8% 34.3% 4.5% 100.0% 

% of Total 21.5% 24.9% 26.0% 3.4% 75.7% 
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marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

Total Count 53 53 58 13 177 

% within marital 29.9% 29.9% 32.8% 7.3% 100.0% 

% of Total 29.9% 29.9% 32.8% 7.3% 100.0% 

marital *fishing Cross tabulation 

fishing 

1 2 3 4 Total 

marital 3 Count 18 7 11 7 43 

% within marital 41.9%. 16.3% 25.6% 16.3% 100.0% 

% of Total 10.1% 3.9% 6.2% 3.9% 24.2% 

4 Count 50 31 34 20 135 

% within marital 37.0% 23.0% 25.2% 14.8% 100.0% 

% of Total 28.1% 17.4% 19.1% 11.2% 75.8% 

Total Count 68 38 45 27 178 

% within marital 38.2% 21.3% 25.3% 15.2% 100.0% 

% of Total 38.2% 21.3% 25.3% 15.2% 100.0% 

marital * bike riding Cross tabulation 

Bike riding 

1 2 3 4 Total 

marital 3 Count 21 10 9 3 43 

% within marital 48.8% 23.3% 20.9% 7.0% 100.0% 
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marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

% of Total 11.8% 5.6% 5.1% 1.7% 24.2% 

4 Count 44 37 41 13 135 

% within marital 32.6% 27.4% 30.4% 9.6% 100.0% 

% of Total 24.7% 20.8% 23.0% 7.3% 75.8% 

Total Count 65 47 50 16 178 

% within marital 36.5% 26.4% 28.1% 9.0% 100.0% 

% of Total 36.5% 26.4% 28.1% 9.0% 100.0% 

marital * rowing Cross tabulation 

rowing 

1 2 3 4 Total 

marital 3 Count 26 10 6 1 43 

% within marital 60.5% 23.3% 14.0% 2.3% 100.0% 

% of Total 14.6% 5.6% 3.4% .6% 24.2% 

4 Count 65 39 29 2 135 

% within marital 48.1% 28.9% 21.5% 1.5% 100.0% 

% of Total 36.5% 21.9% 16.3% 1.1% 75.8% 

Total Count 91 49 35 3 178 

% within marital 51.1% 27.5% 19.7% 1.7% 100.0% 

% of Total 51.1% 27.5% 19.7% 1.7% 100.0% 

marital * swim Cross tabulation 

126 



marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

swim 

1 2 3 4 Total 

marital 3 Count 4 6 9 24 43 

% within marital 9.3% 14.0% 20.9% 55.8% 100.0% 

% of Total 2.3% 3.4% 5.1% 13.6% 24.3% 

4 Count 2 5 48 79 134 

% within marital 1.5% 3.7% 35.8% 59.0% 100.0% 

% of Total 1.1% 2.8% 27.1% 44.6% 75.7% 

Total Count 6 11 57 103 177 

% within marital 3.4% 6.2% 32.2% 58.2% 100.0% 

% of Total 3.4% 6.2% 32.2% 58.2% 100.0% 

marital * environment Cross tabulation 

environment 

1 2 3 4 Total 

marital 3 Count 4 6 17 16 43 

% within marital 9.3% 14.0% 39.5% 37.2% 100.0% 

% of Total 2.3% 3.4% 9.6% 9.0% 24.3% 

4 Count 5 16 55 58 134 

% within marital 3.7% 11.9% 41.0% 43.3% 100.0% 

% of Total 2.8% 9.0% 31.1% 32.8% 75.7% 
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marital * museums Cross tabulation 

museums 

1 2 3 4 Total 

marital 3 Count 22 14 4 3 43 

% within marital 51.2% 32.6% 9.3% 7.0% 100.0% 

% of Total 12.4% 7.9% 2.2% 1.7% 24.2% 

4 Count 75 40 16 4 135 

% within marital 55.6% 29.6% 11.9% 3.0% 100.0% 

% of Total 42.1% 22.5% 9.0% 2.2% 75.8% 

Count 97 54 20 7 178 

% within marital 54.5% 30.3% 11.2% 3.9% 100.0% 

Total Count 9 22 72 74 177 

% within marital 5.1% 12.4% 40.7% 41.8% 100.0% 

% of Total 5.1% 12.4% 40.7% 41.8% 100.0% 

marital * dance Cross tabulation 

dance 

1 2 3 4 Total 

marital 3 Count 15 13 10 5 43 

% within marital 34.9% 30.2% 23.3% 11.6% 100.0% 

% of Total 8.4% 7.3% 5.6% 2.8% 24.2% 

4 Count 48 50 29 8 135 

% within marital 35.6% 37.0% 21.5% 5.9% 100.0% 

% of Total 27.0% 28.1% 16.3% 4.5% 75.8% 

Total Count 63 63 39 13 178 

% within marital 35.4% 35.4% 21.9% 7.3% 100.0% 

% of Total 35.4% 35.4% 21.9% 7.3% 100.0% 

d) Cross tabulations for travel motivations. 

marital * relax Cross tabulation 

relax Total 
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1 2 3 4 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Total Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

% of Total 1.1% .6% 14.6% 83.7% 100.0% 

marital * excitement Cross tabulation 

excitement 

1 2 3 4 Total 

marital 3 Count 4 7 19 13 43 

% within marital 9.3% 16.3% 44.2% 30.2% 100.0% 

% of Total 2.2% 3.9% 10.7% 7.3% 24.2% 

4 Count 8 33 46 48 135 

% within marital 5.9% 24.4% 34.1% 35.6% 100.0% 

% of Total 4.5% 18.5% 25.8% 27.0% 75.8% 

Total Count 12 40 65 61 178 

% within marital 6.7% 22.5% 36.5% 34.3% 100.0% 

% of Total 6.7% 22.5% 36.5% 34.3% 100.0% 

marital * new places Cross tabulation 

New places 

1 2 3 4 Total 

marital 3 Count 1 5 22 15 43 

% within marital 2.3% 11.6% 51.2% 34.9% 100.0% 

% of Total .6% 2.8% 12.4% 8.4% 24.2% 

4 Count 7 32 51 45 135 

% within marital 5.2% 23.7% 37.8% 33.3% 100.0% 

% of Total 3.9% 18.0% 28.7% 25.3% 75.8% 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

Total Count 8 37 73 60 178 

% within marital 4.5% 20.8% 41.0% 33.7% 100.0% 

% of Total 4.5% 20.8% 41.0% 33.7% 100.0% 

marital * environement Cross tabulation 

environment 

1 2 3 4 Total 

marital 3 Count 1 1 16 25 43 

% within marital 2.3% 2.3% 37.2% 58.1% 100.0% 

% of Total .6% .6% 9.0% 14.1% 24.3% 

4 Count 0 3 37 94 134 

% within marital .0% 2.2% 27.6% 70.1% 100.0% 

% of Total .0% 1.7% 20.9% 53.1% 75.7% 

Total Count 1 4 53 119 177 

% within marital .6% 2.3% 29.9% 67.2% 100.0% 

% of Total .6% 2.3% 29.9% 67.2% 100.0% 

marital * routine Cross tabulation 

routine 

1 2 3 4 Total 

marital 3 Count 1 2 12 28 43 

% within marital 2.3% 4.7% 27.9% 65.1% 100.0% 

% of Total .6% 1.1% 6.7% 15.7% 24.2% 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

4 Count 2 4 33 96 135 

% within marital 1.5% 3.0% 24.4% 71.1% 100.0% 

% of Total 1.1% 2.2% 18.5% 53.9% 75.8% 

Total Count 3 6 45 124 178 

% within marital 1.7% 3.4% 25.3% 69.7% 100.0% 

% of Total 1.7% 3.4% 25.3% 69.7% 100.0% 

marital * cultural attractions Cross tabulation 

Cultural attractions 

1 2 3 4 Total 

marital 3 Count 14 16 9 4 43 

% within marital 32.6% 37.2% 20.9% 9.3% 100.0% 

% of Total 7.9% 9.0% 5.1% 2.2% 24.2% 

4 Count 55 50 26 4 135 

% within marital 40.7% 37.0% 19.3% 3.0% 100.0% 

% of Total 30.9% 28.1% 14.6% 2.2% 75.8% 

Total Count 69 66 35 8 178 

% within marital 38.8% 37.1% 19.7% 4.5% 100.0% 

% of Total 38.8% 37.1% 19.7% 4.5% 100.0% 

marital * social interaction Cross tabulation 

Social interaction Total 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

1 2 3 4 

marital 3 Count 12 15 12 4 43 

% within marital 27.9% 34.9% 27.9% 9.3% 100.0% 

% of Total 6.7% 8.4% 6.7% 2.2% 24.2% 

4 Count 42 48 35 10 135 

% within marital 31.1% 35.6% 25.9% 7.4% 100.0% 

% of Total 23.6% 27.0% 19.7% 5.6% 75.8% 

Total Count 54 63 47 14 178 

% within marital 30.3% 35.4% 26.4% 7.9% 100.0% 

% of Total 30.3% 35.4% 26.4% 7.9% 100.0% 

marital * natural environment Cross tabulation 

Natural environment 

1 2 3 4 Total 

marital 3 Count 1 4 15 23 43 

% within marital 2.3% 9.3% 34.9% 53.5% 100.0% 

% of Total .6% 2.2% 8.4% 12.9% 24.2% 

4 Count 10 9 63 53 135 

% within marital 7.4% 6.7% 46.7% 39.3% 100.0% 

% of Total 5.6% 5.1% 35.4% 29.8% 75.8% 

Total Count 11 13 78 76 178 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

% within marital 6.2% 7.3% 43.8% 42.7% 100.0% 

% of Total 6.2% 7.3% 43.8% 42.7% 100.0% 

marital * pressure Cross tabulation 

pressure 

1 2 3 4 Total 

marital 3 Count 1 8 9 25 43 

% within marital 2.3% 18.6% 20.9% 58.1% 100.0% 

% of Total .6% 4.5% 5.1% 14.1% 24.3% 

4 Count 3 4 40 87 134 

% within marital 2.2% 3.0% 29.9% 64.9% 100.0% 

% of Total 1.7% 2.3% 22.6% 49.2% 75.7% 

Total Count 4 12 49 112 177 

% within marital 2.3% 6.8% 27.7% 63.3% 100.0% 

% of Total 2.3% 6.8% 27.7% 63.3% 100.0% 

marital * recreation Cross tabulation 

recreation 

1 2 3 4 Total 

marital 3 Count 11 17 9 6 43 

% within marital 25.6% 39.5% 20.9% 14.0% 100.0% 

% of Total 6.2% 9.6% 5.1% 3.4% 24.2% 

4 Count 36 38 49 12 135 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

% within marital 26.7% 28.1% 36.3% 8.9% 100.0% 

% of Total 20.2% 21.3% 27.5% 6.7% 75.8% 

Total Count 47 55 58 18 178 

% within marital 26.4% 30.9% 32.6% 10.1% 100.0% 

% of Total 26.4% 30.9% 32.6% 10.1% 100.0% 

marital *family time Cross tabulation 

Family time 

1 2 3 4 Total 

marital 3 Count 1 0 11 31 43 

% within marital 2.3% .0% 25.6% 72.1% 100.0% 

% of Total .6% .0% 6.2% 17.4% 24.2% 

4 Count 0 2 23 110 135 

% within marital .0% 1.5% 17.0% 81.5% 100.0% 

% of Total .0% 1.1% 12.9% 61.8% 75.8% 

Total Count 1 2 34 141 178 

% within marital .6% 1.1% 19.1% 79.2% 100.0% 

% of Total .6% 1.1% 19.1% 79.2% 100.0% 

marital * entertainment Cross tabulation 

entertainment 

1 2 3 4 Total 

marital 3 Count 9 14 12 8 43 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

% within marital 20.9% 32.6% 27.9% 18.6% 100.0% 

% of Total 5.1% 7.9% 6.7% 4.5% 24.2% 

4 Count 16 35 50 34 135 

% within marital 11.9% 25.9% 37.0% 25.2% 100.0% 

% of Total 9.0% 19.7% 28.1% 19.1% 75.8% 

Total Count 25 49 62 42 178 

% within marital 14.0% 27.5% 34.8% 23.6% 100.0% 

% of Total 14.0% 27.5% 34.8% 23.6% 100.0% 

marital * quality of life Cross tabulation 

Quality of life 

1 2 3 4 Total 

marital 3 Count 0 6 18 19 43 

% within marital .0% 14.0% 41.9% 44.2% 100.0% 

% ofTotal .0% 3.4% 10.1% 10.7% 24.2% 

4 Count 7 13 53 62 135 

% within marital 5.2% 9.6% 39.3% 45.9% 100.0% 

% of Total 3.9% 7.3% 29.8% 34.8% 75.8% 

Total Count 7 19 71 81 178 

% within marital 3.9% 10.7% 39.9% 45.5% 100.0% 

% of Total 3.9% 10.7% 39.9% 45.5% 100.0% 

marital * fun Cross tabulation 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

fun 

1 2 3 4 Total 

marital 3 Count 5 8 13 16 42 

% within marital 11.9% 19.0% 31.0% 38.1% 100.0% 

% of Total 2.8% 4.5% 7.3% 9.0% 23.7% 

4 Count 2 11 49 73 135 

% within marital 1.5% 8.1% 36.3% 54.1% 100.0% 

% of Total 1.1% 6.2% 27.7% 41.2% 76.3% 

Total Count 7 19 62 89 177 

% within marital 4.0% 10.7% 35.0% 50.3% 100.0% 

% of Total 4.0% 10.7% 35.0% 50.3% 100.0% 

marital * new people Cross tabulation 

new people 

1 2 3 4 Total 

marital 3 Count 7 13 18 5 43 

% within marital 16.3% 30.2% 41.9% 11.6% 100.0% 

% of Total 3.9% 7.3% 10.1% 2.8% 24.2% 

4 Count 33 43 41 18 135 

% within marital 24.4% 31.9% 30.4% 13.3% 100.0% 

% of Total 18.5% 24.2% 23.0% 10.1% 75.8% 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

Total Count 40 56 59 23 178 

% within marital 22.5% 31.5% 33.1% 12.9% 100.0% 

% of Total 22.5% 31.5% 33.1% 12.9% 100.0% 

marital * friends Cross tabulation 

friends 

1 2 3 4 Total 

marital 3 Count 6 12 19 6 43 

% within marital 14.0% 27.9% 44.2% 14.0% 100.0% 

% of Total 3.4% 6.7% 10.7% 3.4% 24.2% 

4 Count 22 37 51 25 135 

% within marital 16.3% 27.4% 37.8% 18.5% 100.0% 

% of Total 12.4% 20.8% 28.7% 14.0% 75.8% 

Total Count 28 49 70 31 178 

% within marital 15.7% 27.5% 39.3% 17.4% 100.0% 

% of Total 15.7% 27.5% 39.3% 17.4% 100.0% 

marital * country Cross tabulation 

country 

1 2 3 4 Total 

marital 3 Count 4 22 13 4 43 

% within marital 9.3% 51.2% 30.2% 9.3% 100.0% 

% of Total 2.2% 12.4% 7.3% 2.2% 24.2% 
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marital 3 

4 

4 

Total 

marital 3 

4 

Total 

Count 

% within marital 

% of Total 

Count 

% within marital 

% of Total 

Count 

% within marital 

Count 

% within marital 

% of Total 

Count 

% within marital 

% of Total 

Count 

% within marital 

% of Total 

Count 

% within marital 

% of Total 

Count 

% within marital 

% of Total 

marital * relax Cross tabulation 

0 

.0% 

.0% 

2 

1.5% 

1.1% 

2 

1.1% 

42 

31.1% 

23.6% 

46 

25.8% 

25.8% 

2 

relax 

2.3% 

.6% 

0 

.0% 

.0% 

.6% 

40 

29.6% 

22.5% 

62 

34.8% 

34.8% 

marital * status Cross tabulation 

23 

53.5% 

12.9% 

104 

77.0% 

58.4% 

127 

71.3% 

71.3% 

2 

status 

18 

41.9% 

10.1% 

18 

13.3% 

10.1% 

36 

20.2% 

20.2% 

marital *friends Cross tabulation 

friends 

2 

3 

3 

3 

8 

18.6% 

4.5% 

18 

13.3% 

10.1% 

26 

14.6% 

39 

28.9% 

21.9% 

52 

29.2% 

29.2% 

2 

4.7% 

1.1% 

10 

7.4% 

5.6% 

12 

6.7% 

6.7% 

4 

4 

4 

34 

79.1% 

19.1% 

115 

85.2% 

64.6% 

149 

83.7% 

14 

10.4% 

7.9% 

18 

10.1% 

10.1% 

0 

.0% 

.0% 

3 

2.2% 

1.7% 

3 

1.7% 

1.7% 

Total 

43 

100.0% 

24.2% 

135 

100.0% 

75.8% 

178 

100.0% 

135 

100.0% 

75.8% 

178 

100.0% 

100.0% 

Total 

43 

100.0% 

24.2% 

135 

100.0% 

75.8% 

178 

100.0% 

100.0% 

Total 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

marital 3 Count 30 13 0 0 43 

% within marital 69.8% 30.2% .0% .0% 100.0% 

% of Total 16.9% 7.3% .0% .0% 24.2% 

4 Count 108 15 10 2 135 

% within marital 80.0% 11.1% 7.4% 1.5% 100.0% 

% of Total 60.7% 8.4% 5.6% 1.1% 75.8% 

Total Count 138 28 10 2 178 

% within marital 77.5% 15.7% 5.6% 1.1% 100.0% 

% of Total 77.5% 15.7% 5.6% 1.1% 100.0% 

marital * family Cross tabulation 

family 

1 2 3 4 Total 

marital 3 Count 27 14 1 1 43 

% within marital 62.8% 32.6% 2.3% 2.3% 100.0% 

% of Total 15.2% 7.9% .6% .6% 24.2% 

4 Count 104 13 14 4 135 

% within marital 77.0% 9.6% 10.4% 3.0% 100.0% 

% of Total 58.4% 7.3% 7.9% 2.2% 75.8% 

Total Count 131 27 15 5 178 

% within marital 73.6% 15.2% 8.4% 2.8% 100.0% 

139 



marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

% of Total 73.6% 15.2% 8.4% 2.8% 100.0% 

marital * children Cross tabulation 

children 

1 2 3 4 Total 

marital 3 Count 25 12 4 2 43 

% within marital 58.1% 27.9% 9.3% 4.7% 100.0% 

% of Total 14.0% 6.7% 2.2% 1.1% 24.2% 

4 Count 68 27 25 15 135 

% within marital 50.4% 20.0% 18.5% 11.1% 100.0% 

% of Total 38.2% 15.2% 14.0% 8.4% 75.8% 

Total Count 93 39 29 17 178 

% within marital 52.2% 21.9% 16.3% 9.6% 100.0% 

% of Total 52.2% 21.9% 16.3% 9.6% 100.0% 

marital * security Cross tabulation 

security 

1 2 3 4 Total 

marital 3 Count 24 10 5 4 43 

% within marital 55.8% 23.3% 11.6% 9.3% 100.0% 

% of Total 13.5% 5.6% 2.8% 2.2% 24.2% 

4 Count 85 24 17 9 135 

% within marital 63.0% 17.8% 12.6% 6.7% 100.0% 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

% of Total 47.8% 13.5% 9.6% 5.1% 75.8% 

Total Count 109 34 22 13 178 

% within marital 61.2% 19.1% 12.4% 7.3% 100.0% 

% of Total 61.2% 19.1% 12.4% 7.3% 100.0% 

marital * rest Cross tabulation 

rest 

1 2 3 4 Total 

marital 3 Count 1 5 11 26 43 

% within m"arital 2.3% 11.6% 25.6% 60.5% 100.0% 

% of Total .6% 2.8% 6.2% 14.6% 24.2% 

4 Count 4 1 36 94 135 

% within marital 3.0% .7% 26.7% 69.6% 100.0% 

% of Total 2.2% .6% 20.2% 52.8% 75.8% 

Total Count 5 6 47 120 178 

% within marital 2.8% 3.4% 26.4% 67.4% 100.0% 

% of Total 2.8% 3.4% 26.4% 67.4% 100.0% 

marital * out of ordinary Cross tabulation 

Out of ordinary 

1 2 3 4 Total 

marital 3 Count 1 15 18 9 43 

% within marital 2.3% 34.9% 41.9% 20.9% 100.0% 
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marital * relax Cross tabulation 

relax 

1 2 3 4 Total 

marital 3 Count 0 1 8 34 43 

% within marital .0% 2.3% 18.6% 79.1% 100.0% 

% of Total .0% .6% 4.5% 19.1% 24.2% 

4 Count 2 0 18 115 135 

% within marital 1.5% .0% 13.3% 85.2% 100.0% 

% of Total 1.1% .0% 10.1% 64.6% 75.8% 

Count 2 1 26 149 178 

% within marital 1.1% .6% 14.6% 83.7% 100.0% 

% of Total .6% 8.4% 10.1% 5.1% 24.2% 

4 Count 20 41 36 38 135 

% within marital 14.8% 30.4% 26.7% 28.1% 100.0% 

% ofTotal 11.2% 23.0% 20.2% 21.3% 75.8% 

Total Count 21 56 54 47 178 

% within marital 11.8% 31.5% 30.3% 26.4% 100.0% 

% of Total 11.8% 31.5% 30.3% 26.4% 100.0% 

e) Cross tabulations for reasons for travel. 

marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Total Count 2 16 60 99 177 
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% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% of Total 1.1% 9.0% 33.9% 55.9% 100.0% 

marital * distance Cross tabulation 

distance 

1 2 3 4 Total 

marital 3 Count 3 5 21 13 42 

% within marital 7.1% 11.9% 50.0% 31.0% 100.0% 

% of Total 1.7% 2.8% 11.9% 7.3% 23.7% 

4 Count 2 11 52 70 135 

% within marital 1.5% 8.1% 38.5% 51.9% 100.0% 

% of Total 1.1% 6.2% 29.4% 39.5% 76.3% 

Total Count 5 16 73 83 177 

% within marital 2.8% 9.0% 41.2% 46.9% 100.0% 

% of Total 2.8% 9.0% 41.2% 46.9% 100.0% 

marital * location Cross tabulation 

location 

1 2 3 4 Total 

marital 3 Count 3 3 21 15 42 

% within marital 7.1% 7.1% 50.0% 35.7% 100.0% 

% of Total 1.7% 1.7% 11.9% 8.5% 23.7% 

4 Count 2 5 54 74 135 

% within marital 1.5% 3.7% 40.0% 54.8% 100.0% 

% of Total 1.1% 2.8% 30.5% 41.8% 76.3% 

Total Count 5 8 75 89 177 

% within marital 2.8% 4.5% 42.4% 50.3% 100.0% 

% of Total 2.8% 4.5% 42.4% 50.3% 100.0% 

marital * popularity Cross tabulation 

popularity 

1 2 3 4 Total 

marital 3 Count 4 10 18 10 42 

% within marital 9.5% 23.8% 42.9% 23.8% 100.0% 

% of Total 2.3% 5.6% 10.2% 5.6% 23.7% 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

4 Count 14 29 42 50 135 

% within marital 10.4% 21.5% 31.1% 37.0% 100.0% 

% of Total 7.9% 16.4% 23.7% 28.2% 76.3% 

Total Count 18 39 60 60 177 

% within marital 10.2% 22.0% 33.9% 33.9% 100.0% 

% of Total 10.2% 22.0% 33.9% 33.9% 100.0% 

marital * natural environment Cross tabulation 

natural environment 

1 2 3 4 Total 

marital 3 Count 1 4 22 15 42 

% within marital 2.4% 9.5% 52.4% 35.7% 100.0% 

% of Total .6% 2.3% 12.4% 8.5% 23.7% 

4 Count 7 15 49 64 135 

% within marital 5.2% 11.1% 36.3% 47.4% 100.0% 

% of Total 4.0% 8.5% 27.7% 36.2% 76.3% 

Total Count 8 19 71 79 177 

% within marital 4.5% 10.7% 40.1% 44.6% 100.0% 

% of Total 4.5% 10.7% 40.1% 44.6% 100.0% 

marital * facilities Cross tabulation 

facilities 

2 3 4 Total 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

marital 3 Count 1 2 16 23 42 

% within marital 2.4% 4.8% 38.1% 54.8% 100.0% 

% of Total .6% 1.1% 9.0% 13.0% 23.7% 

4 Count 1 5 32 97 135 

% within marital .7% 3.7% 23.7% 71.9% 100.0% 

% of Total .6% 2.8% 18.1% 54.8% 76.3% 

Total Count 2 7 48 120 177 

% within marital 1.1% 4.0% 27.1% 67.8% 100.0% 

% of Total 1.1% 4.0% 27.1% 67.8% 100.0% 

marital * accommodation Cross tabulation 

accommodation 

1 2 3 4 Total 

marital 3 Count 0 2 18 22 42 

% within marital .0% 4.8% 42.9% 52.4% 100.0% 

% of Total .0% 1.1% 10.2% 12.4% 23.7% 

4 Count 1 4 43 87 135 

% within marital .7% 3.0% 31.9% 64.4% 100.0% 

% of Total .6% 2.3% 24.3% 49.2% 76.3% 

Total Count 1 6 61 109 177 

% within marital .6% 3.4% 34.5% 61.6% 100.0% 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% of Total .6% 3.4% 34.5% 61.6% 100.0% 

marital * activities Cross tabulation 

activities 

1 2 3 4 Total 

marital 3 Count 4 5 14 19 42 

% within marital 9.5% 11:9% 33.3% 45.2% 100.0% 

% ofTotal 2.3% 2.8% 7.9% 10.7% 23.7% 

4 Count 3 12 56 64 135 

% within marital 2.2% 8.9% 41.5% 47.4% 100.0% 

% of Total 1.7% 6.8% 31.6% 36.2% 76.3% 

Total Count 7 17 70 83 177 

% within marital 4.0% 9.6% 39.5% 46.9% 100.0% 

% of Total 4.0% 9.6% 39.5% 46.9% 100.0% 

marital * heritage Cross tabulation 

heritage 

1 2 3 4 Total 

marital 3 Count 6 5 19 12 42 

% within marital 14.3% 11.9% 45.2% 28.6% 100.0% 

% of Total 3.4% 2.8% 10.7% 6.8% 23.7% 

4 Count 11 35 43 46 135 

% within marital 8.1% 25.9% 31.9% 34.1% 100.0% 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% of Total 6.2% 19.8% 24.3% 26.0% 76.3% 

Total Count 17 40 62 58 177 

% within marital 9.6% 22.6% 35.0% 32.8% 100.0% 

% of Total 9.6% 22.6% 35.0% 32.8% 100.0% 

marital * value for money Cross tabulation 

Value for money 

1 2 3 4 Total 

marital 3 Count 2 1 17 22 42 

% within marital 4.8% 2.4% 40.5% 52.4% 100.0% 

% of Total 1.1% .6% 9.6% 12.4% 23.7% 

4 Count 1 2 57 75 135 

% within marital .7% 1.5% 42.2% 55.6% 100.0% 

% of Total .6% 1.1% 32.2% 42.4% 76.3% 

Total Count 3 3 74 97 177 

% within marital 1.7% 1.7% 41.8% 54.8% 100.0% 
~ 

% of Total 1.7% 1.7% 41.8% 54.8% 100.0% 

marital * entertainment Cross tabulation 

entertainment 

1 2 3 4 Total 

marital 3 Count 5 6 22 9 42 

% within marital 11.9% 14.3% 52.4% 21.4% 100.0% 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4" Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% of Total 2.8% 3.4% 12.4% 5.1% 23.7% 

4 Count 5 17 56 57 135 

% within marital 3.7% 12.6% 41.5% 42.2% 100.0% 

% of Total 2.8% 9.6% 31.6% 32.2% 76.3% 

Total Count 10 23 78 66 177 

% within marital 5.6% 13.0% 44.1% 37.3% 100.0% 

% of Total 5.6% 13.0% 44.1% 37.3% 100.0% 

marital * atmosphere Cross tabulation 

atmosphere 

1 2 3 4 Total 

marital 3 Count 2 3 16 21 42 

% within marital 4.8% 7.1% 38.1% 50.0% 100.0% 

% of Total 1.1% 1.7% 9.0% 11.9% 23.7% 

4 Count 0 4 60 71 135 

% within marital .0% 3.0% 44.4% 52.6% 100.0% 

% of Total .0% 2.3% 33.9% 40.1% 76.3% 

Total Count 2 7 76 92 177 

% within marital 1.1% 4.0% 42.9% 52.0% 100.0% 

% of Total 1.1% 4.0% 42.9% 52.0% 100.0% 

marital * safe Cross tabulation 

safe Total 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

1 2 3 4 

marital 3 Count 1 2 10 29 42 

% within marital 2.4% 4.8% 23.8% 69.0% 100.0% 

% of Total .6% 1.1% 5.6% 16.4% 23.7% 

4 Count 0 0 39 96 135 

% within marital .0% .0% 28.9% 71.1% 100.0% 

% of Total .0% .0% 22.0% 54.2% 76.3% 

Total Count 1 2 49 125 177 

% within marital .6% 1.1% 27.7% 70.6% 100.0% 

% of Total .6% 1.1% 27.7% 70.6% 100.0% 

marital * previous experiences Cross tabulation 

Previous experiences 

1 2 3 4 Total 

marital 3 Count 1 2 21 18 42 

% within marital 2.4% 4.8% 50.0% 42.9% 100.0% 

% of Total .6% 1.1% 11.9% 10.2% 23.7% 

4 Count 2 4 39 90 135 

% within marital 1.5% 3.0% 28.9% 66.7% 100.0% 

% ofTotal 1.1% 2.3% 22.0% 50.8% 76.3% 
' 

Total Count 3 6 60 108 177 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% within marital 1.7% 3.4% 33.9% 61.0% 100.0% 

% of Total 1.7% 3.4% 33.9% 61.0% 100.0% 

marital * management Cross tabulation 

management 

1 2 3 4 Total 

marital 3 Count 1 2 15 24 42 

% within marital 2.4% 4.8% 35.7% 57.1% 100.0% 

% of Total .6% 1.1% 8.5% 13.6% 23.7% 

4 Count 1 5 45 84 135 

% within marital .7% 3.7% 33.3% 62.2% 100.0% 

% of Total .6% 2.8% 25.4% 47.5% 76.3% 

Total Count 2 7 60 108 177 

% within marital 1.1% 4.0% 33.9% 61.0% 100.0% 

% of Total 1.1% 4.0% 33.9% 61.0% 100.0% 

marital * personnel Cross tabulation 

personnel 

1 2 3 4 Total 

marital 3 Count 0 2 9 31 42 

% within marital .0% 4.8% 21.4% 73.8% 100.0% 

% of Total .0% 1.1% 5.1% 17.5% 23.7% 

4 Count 2 5 44 84 135 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.~% 100.0% 

% within marital 1.5% 3.7% 32.6% 62.2% 100.0% 

% of Total 1.1% 2.8% 24.9% 47.5% 76.3% 

Total Count 2 7 53 115 177 

% within marital 1.1% 4.0% 29.9% 65.0% 100.0% 

% of Total 1.1% 4.0% 29.9% 65.0% 100.0% 

marital * marketing Cross tabulation 

marketing 

1 2 3 4 Total 

marital 3 Count 3 7 17 15 42 

% within marital 7.1% 16.7% 40.5% 35.7% 100.0% 

% ofTotal 1.7% 4.0% 9.6% 8.5% 23.7% 

4 Count 12 29 40 54 135 

% within marital 8.9% 21.5% 29.6% 40.0% 100.0% 

% of Total 6.8% 16.4% 22.6% 30.5% 76.3% 

Total Count 15 36 57 69 177 

% within marital 8.5% 20.3% 32.2% 39.0% 100.0% 

% of Total 8.5% 20.3% 32.2% 39.0% 100.0% 

marital * member Cross tabulation 

member 

1 2 3 4 Total 

marital 3 Count 9 3 9 21 42 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

%.of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% within marital 21.4% 7.1% 21.4% 50.0% 100.0% 

% of Total 5.1% 1.7% 5.1% 11.9% 23.7% 

4 Count 19 18 36 62 135 

% within marital 14.1% 13.3% 26.7% 45.9% 100.0% 

% of Total 10.7% 10.2% 20.3% 35.0% 76.3% 

Total Count 28 21 45 83 177 

% within marital 15.8% 11.9% 25.4% 46.9% 100.0% 

% of Total 15.8% 11.9% 25.4% 46.9% 100.0% 

f) Cross tabulations for marketing material. 

marital * internet Cross tabulation 

internet 

1 Total 

marital 3 Count 26 26 

% within marital 100.0% 100.0% 

% of Total 21.8% 21.8% 

• 4 Count 93 93 

% within marital 100.0% 100.0% 

% of Total 78.2% 78.2% 

Total Count 119 119 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * taalgenoot Cross tabulation 

taalgenoot 

1 Total 

marital 3 Count 30 30 

% within marital 100.0% 100.0% 

% of Total 26.8% 26.8% 

4 Count 82 82 

% within marital 100.0% 100.0% 

% of Total 73.2% 73.2% 

Total Count 112 112 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * hoezit Cross tabulation 

hoezit 

1 Total 

marital 4 Count 12 12 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

Total Count 12 12 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44.6% 76.3% 

Count 2 16 60 99 177 

% within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * radio Cross tabulation 

radio 

1 Total 

marital 3 Count 2 2 

% within marital 100.0% 100.0% 

% of Total 28.6% 28.6% 

4 Count 5 5 

% within marital 100.0% 100.0% 

% of Total 71.4% 71.4% 

Total Count 7 7 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 

marital * tv Cross tabulation 

tv 

1 Total 

marital 3 Count 3 3 

% within marital 100.0% 100.0% 

% of Total 42.9% 42.9% 

4 Count 4 4 
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marital * affordable Cross tabulation 

affordable 

1 2 3 4 Total 

marital 3 Count 2 4 16 20 42 

% within marital 4.8% 9.5% 38.1% 47.6% 100.0% 

% of Total 1.1% 2.3% 9.0% 11.3% 23.7% 

4 Count 0 12 44 79 135 

% within marital .0% 8.9% 32.6% 58.5% 100.0% 

% of Total .0% 6.8% 24.9% 44,6% 76.3% 

Count 2 16 60 . 99 177 

I % within marital 1.1% 9.0% 33.9% 55.9% 100.0% 

% within marital 100.0% 100.0% 

% of Total 57.1% 57.1% 

Total Count 7 7 

% within marital 100.0% 100.0% 

% of Total 100.0% 100.0% 
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