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CHAPTER ONE  

 

1. Introduction 

This chapter describes a short background of the dissertation and an overview of the 

research problem. Furthermore, it discusses the main purpose of searching for problem 

which need to be solved. The end of the chapter shows the limitations.  

 

1.1. Background 

 

Urbanisation is a major force contributing to the development of towns and cities, 

where people live, work and shop. Towns and cities function as places where the 

population concentrated in a defined area, and economic activities locate in the same 

area or nearby, to provide the opportunity for the production and consumption of goods 

and services in capitalist societies. Consequently, towns and cities provide the context 

for a diverse range of social, cultural and economic activities which the population 

engage in, and where tourism, leisure and entertainment form major service activities 

(PAGE&HALL, 2003). Tourism, in accordance with the definition of the World Tourism 

Organisation (UNWTO), includes activities of persons travelling for purposes other 

then that connected with earning income, i.e., mainly for recreational, work-related, 

religious and other purposes, and remaining outside their usual environment not longer 

than 1 year (www.unwto.org, 2008-04-10). 

Tourism plays an increasingly significant role in country’s economic development. 

In any community, the level of tourism expenditures is generally determined by the 

capacity and willingness of that community to invest in its tourism infrastructure, 

development, management and marketing and its ability to attract the targeted set of 

tourists and provide for their needs. Tourism businesses contribute financially to the 

communities in which they operate because they generate cash flow that is necessary for 

businesses and residents to survive. Tourism offers lots of attractions to everyone. 

These attractions are called tourism products or tourism offerings. Tourism services, 

attractions and events add a sense of vitality to a community that is critical to both 

residents and visitors. Concerts, historical tours, community festivals, the beautification 

of the main street and interaction with people visiting from other countries all enrich the 

daily lives of year-round residents (THOMAS, 2002). 

Travellers choose between diverse tourism products at specific time. According to 

consumer behaviour theory, their choice mainly depends on their preferences and 
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behaviour. These days people are more interested in activity holidays then previously. 

Travel is increasingly more about experiences, fulfilment and rejuvenation then about 

‘places and things’. “Traditional distribution channels are increasingly being bypassed, 

homogeneous group holiday experiences are being shunned, booking lead times have 

shortened, an increasing trend to contact the supplier directly is developing, personal 

satisfaction and experiences are becoming more important and increasingly the 

customer is becoming more independent, involved and discriminatory in the itinerary 

planning process” (KING, 2001, p. 105). Many towns and cities were forced to move 

from traditional production-based activities to a growing emphasis and dependence 

upon services, especially the more advanced services which deal with the exchange and 

use of information. They also have repositioned their economic and employment 

structure to develop the advanced service sector activities such as banking, business 

services, i.e., and most notably the expansion and development of tourism, especially 

the cultural and creative industries as well as the hospitality sector. Service activities, 

such as leisure and recreational, emerged as a new research agenda focused on the post-

industrial city and notions of globalisation, which have made tourism a more visible 

area for research. 

While creating marketing programmes that increase tourism, travel businesses’ 

managers and marketers must take into consideration that there are significant 

differences between the old population and young generation. People are differently 

motivated by various factors that influence their trip decisions and their efforts to meet 

individual needs and desires. Tourists have different travel patterns and behaviours, 

including trip plans, finance, accommodation, reasons for travel, and preferred 

destinations (KIM, JOGARATNAM, NOH, 2006). Young generation mainly travel to 

experience another culture, adventure and thrill. They are more risk-takers and 

sensation-seekers. Meanwhile, mature tourists travel for pleasure and relaxation. They 

seek safety and comfort amenities, prompt and courteous services. Those travellers also 

appreciate personal attention and readily available medical services (VIEREGGE, 

PHETKAEW, BELDONA, LUMSDEN, DEMICCO, 2007). 

In this study, the main research area is Poland. This is an European country where 

tourism plays an important role in developing its economy. History and the 

development of educational tourism in Poland contributed to the development of towns 

and cities as tourist centres and sites of tourist interest. Poland possesses many natural 

assets in terms of tourism development. There is a wide and varied topography with 
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mountainous regions to the south, Baltic Sea and lake lands to the north and large 

forests to the east. This region is known as the “Land of thousand lakes” or the “Green 

Lungs of Poland”. Poland is a country steeped in history and culture that plays host to 

many artistic festivals. There are numerous attractive towns and cities with strong 

cultural, religious and historical connections. The most popular towns include Warsaw, 

Krakow, Wroclaw, Lodz, Poznan, Torun, and Auschwitz. Poland's main touristic 

products are: city and historical monuments sightseeing, business trips, qualified 

tourism, agro-tourism, mountain hiking and many others. Poland offers many tourism 

attractions to travellers. It is wondering if consumer behaviour affects what services 

tourism companies provide. The aim of this thesis is to answer this question.  

 

1.2. Research problem 

 

Tourism plays an important role in today’s world. More and more people leave all 

the issues and problems behind, and just travel to relax and experience something 

unique in their lives. In many countries tourism is highly developed, in others it is still 

developing. However, there are some countries where the demand for tourism products 

is constantly declining. The main research question of this paper has been created:  

“Did consumer behaviour affect what services tourism companies provided in 

Poland between 1990 and 2005?” 

This can be determined by using tourism product theory and consumer behaviour 

theory. Tourism product theory can identify characteristics of a service in a tourism 

sector. Meanwhile, consumer behaviour theory is used to help analyse preferences and 

motivation of a client to travel.  

 

1.3. Purpose of the study 

 

The World Tourism Organisation (WTO) forecasts that international tourists will 

exceed 1.5 billion by 2020 (www.worldtourism.org/facts/2020.html, 2008-04-13). This 

estimate suggests that international and domestic tourism organisations should conduct 

research relating to trip behaviour, preferences, and motivation to adopt successful 

marketing strategies aimed at attracting more visitors to popular destinations. 

Developing and delivering new tourism services are challenging and have not been well 

examined in the tourism literature. The objective of this paper is to fill the lack of 
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knowledge about tourism offerings in Poland. The purpose of this study is to investigate 

travellers’ preferences for facilities and services in analysed country between 1900 and 

2005. The paper describes a use of information about existing services in Poland as the 

basis for ideas about development. This study also investigates if consumer behaviour 

affects what services tourism companies will provide. 

 

1.4. Scope and limitations 

 

Narrowing the scope of the research activity was a prime task. It was essential to 

develop a clearly defined framework focusing on the objectives of the paper. 

Limitations are set in this study to ensure that there will be no misleading information. 

There are a lot of organisations collecting data concerning tourism, such as World 

Tourism Organisation (UNWTO), OECD and Eurostat. All of them use different 

analytical tools within the framework of the core system of national accounts. The 

proposed accounts adopted different solutions with the resulting significant differences 

between the results produced. For this reason, this study is limited to and adopts data 

only from a Central Statistical Office called Główny Urząd Statystyczny (GUS), which 

creates Polish database.  

This study examines the data of fifteen years, since 1990 till 2005. For better 

understanding the research problem, the paper is limited to and presents the results of 

every five years: 1990, 1995, 2000 and 2005. 
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CHAPTER TWO 

 

2. Theoretical framework 

This chapter includes the selection of theories that pertain to the problem. It builds a 

framework for analyzing the empirical data and creating conclusions. That is why for 

this study the previous academic theories were applied because the author believed that 

these theories were the most appropriate for providing insight.         

 

2.1. The tourism product(s) theory 

 

In the literature there are presented many definitions of a tourism product. 

According to Jefferson and Lickorish (1991), a tourism product is a collection of 

physical and service features together with symbolic associations which are expected to 

fulfil the wants and needs of the buyer.  

Many methods of analysing the tourism product are presented in the literature. The 

analysis which considers the tourism product’s features and benefits is adopted in this 

study. Seaton and Bennett (1996) states that features consist of the objective attributes of 

a tourism product while benefits are the rewards the product gives the consumer. 

Features have to be translated into meaning as consumer benefits. In some instances 

features may be the physical aspects of products and benefits the symbolic ones.  

According to these authors one of the most useful disciplines for tourism planners is to 

inventory as many features of their product as they can (destination, attraction, hotel, 

etc.) and then attempt to translate them into benefits in relation to their main target 

audiences. This procedure often reveals that what planners regard as significant features 

of their product may have little relevance for the specific visitors they are trying to 

attract. The exercise can also be done in reverse by finding out what benefits consumers 

want from a tourism product and then trying to identify what features would enable them 

to gain them.  

There are three levels of product in the hospitability sector: core product, 

tangible/formal product and augmented product. The three levels can be seen as a 

continuum scale with the product’s most basic benefit at one pole and a range of add-on 

benefits, not directly related to the product’s essential purpose, at the opposite pole. 

Core product is the basic need function served by the genetic product; is the core benefit 

which is clearly distinguishable from product feature. Tangible/formal product is the 

specific feature and benefit resisting in the product itself. Finally, augmented product is 
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the add-on that is extrinsic to the product itself but which may influence the decision to 

purchase (SEATON, BENNETT, 1996). There is a distinction between levels of services 

offered as part of the overall augmented product and how the service element is actually 

delivered (LUMSDON, 1997). Tourism marketers and managers may appraise the 

comparative advantages and consumer appeal of his or her product versus others. “In 

highly competitive markets it is unlikely that any supplier will have an advantage in 

core benefit. Differentiation is more likely to reside in the second and third categories, 

and where it does not, it may be developed through creative innovations developed to 

the known needs of the target market” (SEATON, BENNETT, 1996, p.121). 

Smith (1994) has created a model laying stress on the term “generic tourism 

product” (Figure 2.1), i.e. the facilitation of travel and activity of individuals away from 

their usual environment. The model comprises elements of the products and the process 

by which those elements are assembled. It is a result of synergistic interaction among all 

the components. The elements are: 

� “The physical plant, such as a site or natural resource, weather and infrastructure, 

and the design standards applied to the built environment; 

� Service refers to the tasks required to meet the needs of tourists such as in a hotel or 

airline facility. It is the technical element of service provision; 

� Hospitality refers to the way in which service is provided, i.e. the something extra 

that makes a visitor feel good. It is distinct from the technical competence of service 

provision.  

� Freedom of choice refers to the notion that the visitor has some degree of choice in 

order for the experience to be satisfactory. It is the trigger to relaxation and allows 

some degree of spontaneity; 

� Involvement refers the underlying services marketing principle of simultaneous 

performance or consumption mentioned earlier. It involves participation and some 

degree of engagement; 

� The sixth dimension of the model is the tourism product process. Resources are used 

to create tourism infrastructure and intermediate processed inputs, known as tourism 

facilities, but this is still a commodity. The final refinement is provided by the 

customer” (LUMSDON, 1997, p. 140-141).  
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Key: 

PP – Physical Plant 

S - Service 

H – Hospitality 

FC – Freedom of choice 

I - Involvement 

 

 
Figure 2.1. The genetic tourism product. 

Source: LUMSDON, 1997, p. 141. 
 

Smith (1994) states that the tourism product and process are inseparable, but the 

terminology and the perspective utilized is one derived from a production oriented 

approach, which emphasizes outputs and phases rather than consumer benefits and 

outcomes. The benefits to the consumer are delivered only if the service provider(s) and 

customer(s) are central to the model. Atmosphere and customer-performer interaction at 

the service encounter are integral to the core offering.  

A further consideration about the tourism product, which is perhaps more accurately 

described as a tourism offering, is its composite nature. Seaton and Bennett (1996) point 

to the wide application of the term product across tourism sectors, from accommodation 

providers to destination. This diversity is matched by an even greater diversity of 

component features specific to each tourism product sector which need to be considered 

and managed in providing individual products for particular markets. Table 2.1. 

illustrates some of the different features which constitute the product in the hotel, 

attraction and destination sectors. 

 
Table 2.1. Product features in three tourism markets 

Market Features 
Resort Appearance of beach and promenade; impressions of built environment 

(houses, public buildings, etc.); environmental impressions (clean, dirty, 
etc.); climate; attractions and accommodation; services and facilities; 
visitor profile; history. 

Hotel  Location; access; décor; business services; front-of-house people; fittings 
and furniture; guest profile; food and beverage quality; historic image; etc. 

Museum Contents/exhibitions and their perceived interest and importance (e.g. 
major collection, unique items, etc.); interpretive techniques; external and 
internal architectural features of museums; services and facilities (e.g. 
restaurant, gift shop, etc.); perceptions of staff. 

Source: SEATON, BENNETT, 1996, p.113. 

I 
FC 

H 

S 
PP 
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According to Lumsdon (1997) there is invariably a balance between intangible-

tangible benefits dependent on each specific offering, but in tourism the core benefits 

and service interaction almost always dominate. Therefore, they constitute a tourism 

offering which can be defined as a combination of services which deliver primarily 

intangible, sensual and psychological benefits but which also include some tangible 

elements (Figure 2.2).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2. The tourism offering: a modified framework 
Source: LUMSDON, 1997, p. 142. 

 

Marketers should aim to develop the tourism offerings. The best method of 

developing a successful product is through intensive product research and testing. New 

services development is necessary for service companies to survive. There are key 

reasons why companies introduce new tourism offerings to market: 

� “Built recognition as an innovator in the market; 

� Provide a new tourism offering to develop a market; 

� Proactive territorial expansion through a new or modified offering at a destination;  

� Defensive action to challenge competitors; 

� Imitate the success of another organisation; 

� Take advantage of technological breakthroughs; 

� To reposition, i.e. to fit consumer requirements more accurately” (LUMSDON, 1997,   

p. 149). 

Physical evidence: 
• Decor 
• Staff dress 
• Furniture 
• Colour scheme 
• Materials 
• Image 

Processes: 
• Response systems 
• Reception 
• Ticketing/billing 
• Staff procedures 

 
People: 
• Staff training 
• Staff 

responsiveness 

• Level of staffing 

Core service offering: 
• Actual level of service 
• Customer image and 

expectations 
• Perception of value 
• Atmosphere, ‘feel good’ factor 



 11

The development of new tourism offerings tends to be stimulated by both proactive 

and reactive strategies, although much of the growth in the market relates to imitation 

and repositioning of tourism offerings. Very little could be classified as components or 

innovations entirely new to the market. Those organisations which have a proactive 

strategy tend to have a real commitment and resource base to plan a succession of new 

products or offerings. This is very much in the visitor attractions sector where updating 

and addition is commonplace (LUMSDON, 1997). 

It is important to highlight that tourism and its products differ from other services. 

As a service tourism is different from the marketing of physical products. According to 

Seaton and Bennett (1996), there are four following differences: 

� Tourism is more supply-led than other services - Marketing begins with a bottom-up 

sequence of planning that starts with detailed analysis of the consumer, the market 

and the environment and only then does marketing planning begin. Tourism 

marketing often reverses this pattern. Tourism tends to be supply-side rather than 

demand-side led. Tourism marketing is often a matter of taking an existing place 

product and then determining who might be interested in purchasing it. The typical 

pattern in destination marketing is for national or regional authorities first to decide 

that they wish to develop tourism in their area, and only after that decision to begin 

thinking about the potential customer/tourist. The result is that destination marketing 

in particular has tended to be promotion-focused rather than consumer driven; 

� The tourism product is frequently a multiple one involving cooperation between 

several suppliers - Tourism is often a combinatory product which requires the 

deliberate or non-deliberate collaboration of several different parties in providing 

the tourism product(s). Thus there may be variations in competence, expertise and 

safety standards, and clashes vested interests among the organisations involved. 

Control over the product is thus dispersed and the shortcomings of one organisation 

may adversely affect the reputation of others; 

� Tourism is a complex, extended product experience with no predictable critical 

evaluation point - Tourism experiences can extend over several weeks and involve 

long phases of pre-trip anticipation and post-trip retrospective reflection. There are 

no obvious points of evaluation; 

� Tourism is a high-involvement, high-risk product to its consumers - People’s 

holiday decisions are very important to them and they are fraught with a number of 

kinds of perceived risk. 
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When talking about services, it is of a great importance to mention about service 

quality. Zeithaml, Parasuraman and Berry (1990) defined service quality as the 

discrepancy between customers’ expectations and perceptions of an organisation’s 

ability to satisfy customer needs, and it is suggested that word-of-mouth 

communications, personal needs, past experience and external communications 

influence customers’ expectations. Building a strong reputation for delivering quality 

service is an essential part of a community’s identity and reputation. As communities 

compete for first time and repeat visitors, it is increasingly important for the 

communities to focus on the consistent delivery of quality service as a competitive 

weapon in the battle for a visitor (THOMAS, 2002). Improved service quality will 

contribute to increased visitor satisfaction, and both of them influence visitors’ future 

behavioural intentions. High level of service quality will produce satisfied visitors who 

are more likely to spread positive word-of-mouth, and to be repeat visitors. Service 

quality and satisfaction are assumed to be predictors of consumer behaviour (COLE, 

ILLUM , 2006). 

 

2.2. Consumer behaviour theory 

 

Tourists from different nationalities differ in the way they go about choosing a 

destination, their motives, perceptions, expectations and service requirements. Visitors 

have different needs and desires, patterns of travel, as well as motivation to travel and 

thus should be understood based on multidimensional perspective. There are lots of 

theories about consumer behaviour.                                                                                                                                                                                             

People visiting Poland come from many different countries. They have diverse 

motives to visit this European country and different expectations from the trip. 

According to Lumsdon (1997) the marketer ought to understand three aspects of 

consumer behaviour: 

• consumer typologies,  

• consumer motivation, 

• the consumer purchasing process. 

Tourism typologies are very helpful in determining likely travel patterns and 

potential destinations. Traveller classification consists of five distinctive types of people 

who experience travel in different ways regardless of origin or destination. Lumsdon 

(1997) differentiate consumer profiles as follows: 
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• adventurers – they are independent and confident. Adventurers like to try new 

activities, meet new people and experience different culture. They are better 

educated and more affluent then the members of other groups. For the adventurers 

travel plays an important role in their lives. Besides, the adventurers are 

predominantly male and they tend to be younger than other travellers.  

• worriers – they experience considerable anxiety from the perceived stresses of 

travel, have little confidence in their ability to make travel decisions and are 

generally afraid to fly. Overall, worriers tend to be less educated and less affluent 

than other travellers in their country. Moreover, this category travels the least of the 

five groups and when they do, they are more likely to travel domestically. Worriers 

are predominantly female and rather older than other travellers. 

• dreamers – they are intrigued with the idea of travel and attach great importance to 

the meaning it can bring to their lives. Despite reading and talking a lot about new 

destinations, they have travel experiences that are usually less remarkable than their 

ideas, and more often oriented toward relaxation than adventure. The dreamers 

belong to the modest income and education categories. Most dreamers rely on maps 

and guidebooks when they travel to new places.  

• economizers – travel provides economizers with a routine outlet for relaxation and 

is not perceived as an experience that adds meaning to their lives. The economizers 

seek value in travel and they do not think it worth paying extra specialist amenities 

and services, even of they can afford them. Economizers are more likely to be men 

than woman and they are slightly older than their travelling counterparts. These 

people have an average income level and are less educated. They take an average of 

two trips per year.  

• indulgers – they are generally wealthier than other travellers and they are willing to 

pay for additional comfort and better service when they travel. The indulgers are 

more likely than other travellers to stay in large hotels because they like to be 

pampered. This group of travellers are second only to adventurers in the amount 

they travel and they are equally divided between men and women. 

Factors influencing motivation and purchase can be divided into three dimensions, 

each of which comprises a number of variables: 

• internal driving forces, 

• external influencing factors, 
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• the nature of the buying situations. 

Knowledge of a combination of internal and external forces leads to a process of 

buyer behaviour in tourism. A number of internal driving forces, described as a 

combination of attributes, experience and skills, have been identified in tourism-related 

research. The key factors are: motivation, perception, learning, beliefs and attitudes, 

personality. “Motivation is conceptually viewed as ‘a state of need , a condition that 

serves a driving force to display different kinds of behaviour toward certain types of 

activities, developing preferences, arriving at some expected satisfactory outcome” 

(KIM, OH, JOGARATNAM, 2006, p. 74). According to Pearce (1993), motivation stems 

from inner states of tension which must be satisfied. It is postulated that humans strive 

to maintain a state of equilibrium and that an individual is invariably involved in the 

process of seeking solutions to relieve such states of tension. Patterns of behaviour are 

not entirely predictable because forces which stimulate our behaviour are mainly 

unconscious and hence not readily discernible in overt behaviour. 

Kim, Jogaratnam and Noh (2006) classified travel motives into two categories: push 

and pull motivation. Push motivation is related to the decision, ‘whether to go’, while 

pull motivation addresses the question of ‘where to go’. The authors suggest that 

individuals are pushed by invisible factors emerging from their psychological or 

physical desires and then pulled by visible factors affected by either natural 

environment or destination attractions. Even though the two factors are decided by 

travellers at two different points in time, they are interrelated in that people may make 

trip-decisions consciously or unconsciously at a single point of time.  

Research on the interrelationship between push and pull motives has significantly 

influenced tourism marketing. According to Crompton (1979), there are two concepts of 

motivational factors: ‘socio-psychological motives’ and ‘cultural motives’. The socio-

psychological motives associated with push factors include ‘escape from a perceived 

mundane environment’, ‘exploration and evaluation of self’, ‘relaxation’, ‘prestige’, 

‘regression’, ‘enhancement of kinship relationships’, and ‘facilitation of social 

interaction’, while the cultural motives related to pull factors include ‘novelty’ and 

‘education’. His study concludes that the socio-psychological motives are more 

important than the cultural features in terms of developing and promoting product 

development.  

The concept if learning refers to the way in which visitors receive and interpret a 

variety of stimuli. People gain experience through taking holidays, by listening to others 
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and through a variety of other sources. The process of absorbing such information might 

involve a visitor referring to earlier experiences at the same destination or learning from 

visits to a number of alternative destinations as well as different accommodation bases 

or visitor attractions. As part of the process the visitor develops a mental inventory of 

expectations about places, a catalogue of good and bad holiday experiences. These form 

the basis of learned criteria which will be recalled when selecting future holidays and 

destinations (LUMSDON, 1997). 

According to Lumsdon (1997), beliefs refer to the thoughts which people have about 

most aspects of their life. In the commercial domain consumers have beliefs about 

companies, products and services including tourism offerings and destinations. 

Thoughts can be positive or negative. Whereas, attitudes can be defined as ingrained 

feeling about a range of subjects. They fit an overall framework of thinking about the 

world, so therefore involve a set of interrelated thoughts. 

Perception “refers to the way in which people filter information which they receive 

to fit into an overall mind picture of the world. Thus, perception is inextricably bound to 

the concepts of bias and distortion. People choose to interpret different ways, ignoring 

some factors while enhancing others. This is known as selective retention” (LUMSDON, 

1997, p. 38). 

Analysis of internal and external driving forces helps marketers to understand how 

visitors perceive tourism offerings in the marketplace. Therefore, it is necessary to 

recognize the impact of external influences. Prime external factors include culture, age 

and gender, social class, lifestyle, life cycle and reference groups. Bennett and 

Kassarjian (1972) define culture as a set of beliefs, values, attitudes, and forms of 

behaviour that are shared by a society and are transmitted from generation to 

generation. It is necessary to highlight that institutions, the media and educational 

systems affect cultural patterns. Also language is important aspect of culture which is 

appropriate to motivational studies. The transmission of culture is primarily through the 

spoken and written word, and symbolic gestures. The use of the formal as opposed to 

informal language in tourism transactions in very important in many cultures. Most 

societies comprise a number of subcultures which exhibit variations of behaviour as a 

result of ethnicity or regional differentiation.   

Next very important external factor is age and gender. People at different age tend to 

exhibit different values and requirement than younger groups. In some societies gender 

can be important in terms of societal expectations of the roles men and women should 
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play. There are societies which are primarily masculine and which are mainly feminine 

in domains.  

Social class, according to Kotler et al. (1996), is relatively permanent and ordered 

divisions in a society whose members share similar values, interests, and behaviours. 

Social class is assessed primarily by occupation and level of income. As a rule, the 

higher the level of disposable income a person has the more likely they are to travel.  

Next very important external factor is life cycle. The concept of the family life cycle 

is based on the premise that when people live together their way of life changes. Single 

parent families, extended family networks and those who remain single throughout their 

life have different level of financial and other commitment as well as different patterns 

and destinations. The family structure affects how holidays are chosen. Since the family 

is a group all of whom share the outcome of a holiday it means that there may be joint 

consultation in the choice of what kind of holiday to have and where to have it. The 

family can be seen as a decision-making unit. The family can also be seen as the 

motivating object of much tourism in the form of visiting friends and relatives trips 

(VFRs). It is expected that the movement of people across borders following 

immigration/emigration patterns, refugee displacement, liberalization of travel, etc. will 

expand the VFR market in Europe and elsewhere (SEATON, BENNETT, 1996). The 

pattern of change differs from generations.  

Reference group is the last external factor. Learning about new destinations also 

takes place through sharing values and expectations with others in a variety of social 

groups, including the family, workplace, or church. This brings exposure to a normative 

set of values (LUMSDON, 1997).  

Knowledge about consumer behaviour helps international and Polish marketing 

organisations and businesses to conduct research relating to trips behaviour, preferences 

and motivation, and to adopt successful marketing strategies aimed at attracting more 

visitors to popular destinations in Poland.  
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CHAPTER THREE 

 

3. Methodology 

This chapter presents a plan for collecting, organizing, and integrating the data so that 

an end result can be reached (MERRIAM, WELFORD, PRESCOTT, 2001). It is supposed to 

give the reader insight into how the research was completed, and in what order the 

different tasks were conducted. The chapter starts by describing the research strategy, 

the methods, and description of the data collection. It uses general terminology from the 

literature for explaining how the specific research was conducted.  

 

3.1. Research methods 

 
A study can be qualitative, quantitative or a mix of both (MERRIAM, 1998). Yin 

(1994) and Jacobsen (2002) differentiates between the two types of approaches that can 

be considered for research. First, a qualitative research approach, which emphases 

openness as a key word and attempts to highlight details, shades and uniqueness 

concerning the explored phenomenon. Secondly, a quantitative research approach, 

which has a high external validity and makes it to a further extent possible to generalize 

the research. A given situation can be thoroughly explained especially concerning its 

extent and scope. This approach is therefore more useful when the frequency and extent 

of a certain phenomenon is explored (JACOBSEN, 2002). Moreover, quantitative 

research is “an inquiry into an identified problem, based on testing a theory, measured 

with numbers, and analysed using statistical techniques. The goal of quantitative 

methods is to determine whether the predictive generalizations of a theory hold true” 

(http://www.unr.edu/bench/chap04.pdf, 2008-05-14). From reviewing relevant 

information included in books, articles, and Internet, the author has obtained a high 

level of understanding concerning the chosen subject. Due to the subject, quantitative 

approach has been chosen. This approach provided the researcher with fundamental 

connection between empirical observation and mathematical expression of quantitative 

relationships. It also allowed creating a deeper understanding of the various attributes 

towards tourism offerings. 

 
3.2.Type of research 

 
There are three types of use of case study research: exploratory, descriptive, and 

causal (HOLBERT, SPEECE, 1993). According to Gummesson (1988), exploratory use is a 
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pilot study that can be used as a basis for formulating more precise questions or testable 

hypotheses. “The descriptive research study is typically concerned with determining the 

frequency with which something occurs or relationship between two variables. The 

descriptive study is typically guided by an initial hypothesis. Finally, a causal research 

design is concerned with determining cause-and-effect relationships, and these are 

studied via experiments” (CHURCHILL, IACOBUCCI, 2005, p. 74). The researcher needed 

more knowledge and familiarity with the problem, the situation as well as more time to 

understand the analysed population. In order to establish research priorities, the 

researcher decided to use an exploratory type of research. 

 
3.3. Population and sampling of the research 

 
Once the best way to gather the data has been determined, the researcher must 

decide how to take the sample, who gets in it, and how many (HOLBERT, SPEECE, 1993). 

In this study a target population is defined as all international and Polish tourists aged 

15 and more who visited Poland between 1990 and 2005. The sample is representative 

of 4,1 thousands, which accounts for approximately 0,01% of the target population. The 

selection of the sample is based on statistics sourced from a Central Statistical Office 

called Główny Urząd Statystyczny (GUS) situated in Warszawa, Poland.  

 
3.4. Instruments of data collection 

 
Churchill and Lacobucci (2005) distinguish two sources of data collection. Primary 

data are originated by the researcher for the purpose of the immediate investigation at 

hand. Secondary data, in contrast, are statistics that already exist; they had been 

gathered for a previous purpose. Secondary data can be classified in several ways. “One 

of the most useful is by source: internal data are those found within one’s own 

organisation, whereas external data are those obtained from outside source. The external 

sources can be further classified into those that regularly publish statistics and make 

them available to the user at no charge and the commercial organisations that sell their 

services to various users” (CHURCHILL, IACOBUCCI, 2005, p. 173). Secondary data 

possess important advantages over primary data, so the research always starts with 

secondary data, particularly given the ‘information explosion’ and the enormous volume 

of existing data.  
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External secondary data is used in carrying out this research. The data has been 

based upon academic literature as well as academic articles and information from the 

Internet. The literature and academic articles chosen were containing theoretical aspects 

of product and services in tourism sector, and consumer behaviour. The websites, such 

as: www.stat.gov.pl and www.unwto.org have mostly been used to gather the statistic 

information needed. Since there are a lot of organisations collecting data concerning 

tourism, such as World Tourism Organisation (UNWTO), OECD and Eurostat, and 

each of them uses different analytical tools, this study was limited to and adopted data 

only from a Central Statistical Office called Główny Urząd Statystyczny (GUS). This 

office used a survey to collect data about tourism in Poland between 1990 and 2005. 

Since GUS provides users with very good data, the researcher found it not necessary to 

look for data from other sources. All information collected is relevant and not wasted. 

The results are tabulated, figured and interpreted. To answer the research questions, 

analysis of archival records from GUS is used. 

 
3.5. Validity and reliability 

 
Validity and reliability are mainly related to quantitative research (EISENHARDT, 

1989) which has been used in this thesis. Validity refers to the degree to which a study 

correctly reflects or evaluates the specific concept that the researcher is attempting to 

measure (http://writing.colostate.edu, 2008-05-12). Reliability instead, is the degree to 

which an experiment, test, or other measuring procedure yields the same result on 

repeated trials. The viewers that are able to replicate research methods, or the ability to 

use research tools and procedures that yield consistent measurements. However, without 

the agreement of independency, they would be unable to satisfactory draw conclusions, 

formulate theories, or make claims about the generalizability of their research 

(http://writing.colostate.edu, 2008-05-12). While reliability is concerned with the 

accuracy of the actual measuring instrument or procedure, validity is concerned with the 

study’s success at measuring what the researchers set out to measure. 

The data for this thesis was taken from Główny Urząd Statystyczny (GUS), a 

Central Statistical Office in Warsaw. The credibility and accuracy of the data is assured 

by Ministry of Interior and Administration. The reliability of the results is ensured by 

performing a check by comparing the results of existing theories and literature. 
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CHAPTER FOUR 

 

4. Empirical study 

The empirical data is information based on experiment, observation and interviews 

rather than theory (www.farlex.com, 2008-05-12). The empirical data was collected by 

secondary data that are GUS. In this section, the real findings of the research are 

described. 

 

More and more people travel all over the world. They visit historical or tropical 

places in accordance with their preferences. Travellers gain new experiences. Hoteliers 

and other proprietors earn a lot of money. However, not all countries are so popular 

among visitors. One of them is Poland where tourism was declining.  

A demand for tourism services in a particular country can be examined through 

collective tourism movements in terms of numbers of visitors, trips and revenue 

generated from them. Table 4.1 presents a participation of Poles aged 15 and more in 

tourist trips through Poland. 

 

Table 4.1. Participation of Poles aged 15 and more in tourist trips  
Specification 1990 1995 2000 2005 

Travellersª in country: 53 54 60 47 
for 2-4 days 33 32 37 24 

for 5 days and more 34 34 34 29 
Non-travellers 47 46 40 53 
Numbern of departures:     

for 2-4 days 4,1 4,5 3,9 2,8 
for 5 days or more 1,7 2,2 1,8 1,6 

Numbern of nights spent:     
2-4 days 1,5 1,6 1,6 1,8 

5 days and more 18 9,6 9,5 9,1 
a - participants of tourism in % of surveyed population,  

(a participant may be indicated in the subheadings more than once); 
n- average per participant in domestic trips;  

Source: www.stat.gov.pl, 06.02.2008, Rocznik Statystyczny 1997, Rok LVII Warszawa, p. 278. 
 

The number of Polish travellers decreased from 53% in 1990 to 47% in 2005. Over 

analysed period, the most Poles took holiday trips through Poland in 2000, which is 

60% of the target population. In 1990, 33% of the Polish tourists went for holidays of 2 

to 4 days. Fifteen years later, this number decreased to 24% of the participants. It is 

important to highlight that trips of 5 days and more also decreased from 34% in 1990 to 

29% in 2005. The data in Table 4.1 also shows that the number of non-travellers 

increased from 47% to 53% over these fifteen years. 
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The number of departures for domestic holiday trips of 2 to 4 days significantly 

decreased by 31,7% between 1990 and 2005. In 1990, Polish people left their normal 

surroundings more often rather than in 2005, 4,1 and 2,8 times per year respectively. 

The number of departures for domestic holiday trips of 5 days and more insignificantly 

decreased. In the first year of the analysed period, Polish travellers took long holidays 

1,7 times per year whereas in 2005, they took them 1,6 times per year. 

Polish tourists’ preferences according to overnight stays have changed. The number 

of 1 to 3 nights spent increased over the analysed period. Each participant in domestic 

recreation trips stayed 1,5 nights in 1990 and 1,8 nights in 2005. It is of a great 

importance to highlight that the number of 4 and more nights spent decreased by 49,4%. 

In 1990, one participant in domestic holiday trips was able to spend 18 nights 

meanwhile in 2005 a traveller spent only 9,1 nights.  

Nowadays, work pressure and job insecurity make Polish people less likely to take 

long holidays, but more likely to take a series of short breaks so they are away from 

work for shorter periods of time. Taking shorter holidays means that people look for a 

more intensive, quality experience. They have limited time so want to ensure they get 

value for time as well as value of money, and are often willing to pay more to guarantee 

a better experience (BRIGGS, 2000). It means that providers of tourism offerings should 

prepare unique marketing programmes for short recreation trips that provide consumers 

with excitement and at the same time relaxation. The advertisements must be really 

convincing and tempting because Polish tourists attach great importance to the meaning 

it can bring to their lives. 

 It is equally important to have a look at the outbound holidays trips taken by Polish 

society. Figure 4.1 presents numbers of foreign departures of Poles between 1990 and 

2005. 
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Figure 4.1. Foreign departures of Poles (in thou.) 

Source: www.stat.gov.pl, 06.02.2008. 
 

In 1990, 22131 thousands Polish people took holidays outside their country. Fifteen 

years later, the number of foreign departures of Poles increased by 84,54% and reached 

40841 thousands. Over the period 1990-2005, the highest number of foreign departures 

was registered in 2000 year and amounted to 56677 thousands. The growth shows that 

the economic growth and open borders encouraged many Poles to visit foreign 

countries. 

It is of a great importance to highlight that not only Polish tourists travel through 

Poland but also people from different nationalities visit Polish land. Table 4.2 presents 

the numbers of arrivals of foreigners to Poland according to countries. 
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Table 4.2. Arrivals of foreigners to Poland according to countries (in thou.) 
1991ª 1995 2000 2005 

Specification Arrivals  % Arrivals  % Arrivals  % Arrivals  % 
Total 36846 100 82244 100 84515 100 64606 100 
Countries bordering Poland: x x 78160 95,03 80595 95,36 60542 93,71 

Russian Federation x x 2313 2,81 2275 2,69 1599 2,48 
Lithuania x x 1211 1,47 1414 1,67 1344 2,08 

Belarus x x 3275 3,98 5920 7,00 3651 5,65 
Ukraine x x 4736 5,76 6184 7,32 5279 8,17 

Slovakia x x 4351 5,29 3914 4,63 3378 5,23 
Czech Republic 6102n 16,56 15102 18,36 11985 14,18 7855 12,16 

Germany 20885 56,68 47172 57,36 48903 57,86 37436 57,95 
Austria 133 0,36 372 0,45 304 0,36 282 0,44 
Estonia x x 334 0,41 259 0,31 156 0,24 
France 197 0,53 321 0,39 292 0,35 220 0,34 
Hungary 180 0,49 196 0,24 143 0,17 249 0,39 
Latvia x x 439 0,53 421 0,50 345 0,53 
Netherlands 159 0,43 359 0,44 402 0,48 335 0,52 
United States 124 0,34 202 0,25 288 0,34 340 0,53 
United Kingdom 85 0,23 192 0,23 240 0,28 345 0,53 
Other countries 8981 24,37 1669 2,03 1571 1,86 1792 2,77 

a – lack of information about 1990 year; x - lack of information;  
n – Czech Republic together with Slovakia 

Source: www.stat.gov.pl, 06.02.200; Rocznik Statystyczny 1997, Rok LVII Warszawa, p. 278.. 
 

In 1991, 36848 thousands tourists visited Poland. In the end of the analysed period, 

the number increased by 57,03% and reached 64606 thousands. Over fifteen years, the 

highest number of arrivals of foreigners to Poland was registered in 2000, which is 

84515 thousands. But after the terrorist attacks in America on September 11th, 2001, this 

number has been constantly decreasing. The biggest part of tourists came from countries 

bordering Poland like Germany, Czech Republic and Ukraine. Poland was also known 

by other European countries like Austria, Latvia, Netherlands, United Kingdom, and 

non-European countries like United States. Over time, Poland became more popular 

among the travellers. For example, in 1991, only 85 thousands British people visited 

analysed country, whereas in 2005 the number of British visitors grew by almost 306% 

and amounted to 345 thousands. It is worth to mention that people form different 

continents were also interested in travelling through Poland. In 1991, 124 thousands 

travellers from United States visited the analysed European country. By 2005, the 

number of arrivals of Americans increased by 216 thousands and reached totally 340 

thousands. International and domestic tourism organisations’ managers and marketers 

ought to prepare special marketing programmes for foreigners who are usually more 

demanding and expect more from tourism offerings.  
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International and national tourists were always welcomed in specially prepared and 

well equipped tourist accommodation establishments. Over the analysed period, 

travellers could decide where to stay, whether in hotel, excursion hotel, youth hostel and 

holiday centres or other places. Table 4.3 presents the data of collective tourist 

accommodation establishments between 1990 and 2005.  

 

Table 4.3. Collective tourist accommodation establishments (in thou.) (as of 31 VII) 
1990 1995 2000 2005 

Specification Amount % Amount % Amount % Amount % 
Facilities 8188 100 7585 100 7818 100 6723 100 

of which open all year x x x x 4549 58,19 4497 66,89 
Hotels 499 6,09 668 8,81 924 11,82 1231 18,31 
Motels 37 0,45 95 1,25 116 1,48 116 1,73 
Boarding houses 161 1,97 305 4,02 409 5,23 238 3,54 
Excursion hostels 366 4,47 254 3,35 179 2,29 78 1,16 
Shelters 80 0,98 86 1,13 83 1,06 49 0,73 
Youth hostels 939 11,47 560 7,38 457 5,85 403 5,99 
Camping sites 199 2,43 206 2,72 171 2,19 136 2,02 
Tent camp sites 390 4,76 388 5,12 339 4,34 247 3,67 
Holiday centres 4238 51,76 3124 41,19 2079 26,59 1391 20,69 
Training-recreational centres 422 5,15 425 5,60 497 6,36 492 7,32 
Creative arts centres 51 0,62 54 0,71 56 0,72 47 0,70 
Public tourist cottages 240 2,93 386 5,09 514 6,57 315 4,69 
Weekend and holiday 
accommodation establishments 279 3,41 167 2,20 90 1,15 47 0,70 
Other facilities 287 3,51 867 11,43 1904 24,35 1933 28,75 

x- lack of information 
Source: www.stat.gov.pl, 06.02.2008. 

 

 Table 4.3 shows that the number of available tourist accommodation establishments 

declined over fifteen years. In 1990, there were 8188 thousands tourist sleeping places 

prepared for travellers. After fifteen years, the number of facilities fell by 17,9% and 

reached 6723 thousands. It is of a great importance to highlight that 66,89% of tourist 

accommodation establishments were at a disposal for visitors all year in 2005. The 

clients’ demand according to a place to stay has constantly been changing. For this 

reason, it was built more hotels and motels rather than excursion hostels or week and 

holiday accommodation establishments. For example, in 1990, there were 37 thousands 

motels whereas in 2005, this number increased by 79 thousands (213,51%) and 

amounted to 116 thousands motels. Table 3 presents the decline by 83,15% in building 

the week and holiday accommodation establishments over the analysed period. 
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Travellers have their own idiosyncrasies, which may influence their decisions when 

selecting vacation destination and lodging facilities and services. Although several 

factors are involved in the selection process, it has been stated that visitors place price, 

perceived quality, security, and convenience as the key factors when selecting an 

accommodation (VIEREGGE, PHETKAEW, BELDONA, LUMSDEN, DEMICCO, 2007). Polish 

hoteliers and other proprietors of tourism establishments should provide guests with a 

sense of politeness, dependability, safety, reassurance, empathy, and promptness. Hotel 

properties ought to concentrate on ambiance, prompt delivery of appropriate services, 

and improving employees’ attitudes toward guests (VIEREGGE, PHETKAEW, BELDONA, 

LUMSDEN, DEMICCO, 2007). It will definitely attract tourists to Poland and to recreation 

accommodation establishments.  

 Wrongly created marketing programmes caused that not all available tourist 

accommodation establishments were occupied by tourists. Table 4.4 presents the data of 

travellers actually accommodated in holiday places. 

 

Table 4.4. Tourists accommodated (in thou.)  
1990 1995 2000 2005 

Specification Amount % Amount % Amount % Amount % 
Tourists accommodated (in thou.) 10112 100 13505 100 14560 100 16597 100 

of which foreign tourists x x 3702 27,41 3117 21,41 4310 25,97 
Hotels 3920 38,77 5996 44,40 6387 43,87 8693 52,38 
Motels 174 1,72 302 2,24 335 2,30 285 1,72 
Boarding houses 109 1,08 399 2,95 524 3,60 331 1,99 
Excursion hostels 1090 10,78 825 6,11 396 2,72 220 1,33 
Shelters 218 2,16 200 1,48 130 0,89 108 0,65 
Youth hostels 680 6,72 612 4,53 531 3,65 527 3,18 
Camping sites 395 3,91 364 2,70 183 1,26 216 1,30 
Tent camp sites 434 4,29 308 2,28 170 1,17 121 0,73 
Holiday centres 2036 20,13 2247 16,64 1836 12,61 1542 9,29 
Training-recreational centres 402 3,98 621 4,60 1046 7,18 1212 7,30 
Creative arts centres 47 0,46 52 0,39 67 0,46 59 0,36 
Public tourist cottages 203 2,01 288 2,13 280 1,92 226 1,36 
Weekend and holiday 
accommodation establishments 89 0,88 57 0,42 42 0,29 56 0,34 
Other facilities 315 3,12 1234 9,14 2633 18,08 3001 18,08 

x- lack of information 
Source: www.stat.gov.pl, 06.02.2008. 
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 The data in Table 4.4 indicate that more and more tourists stayed at tourist 

accommodation establishments between 1990 and 2005. In the first year of the analysed 

period, there were 10112 thousands travellers who decided to spent night at recreation 

place. In 2005, this number increased by 64,13% and amounted to 16597 thousands of 

which 25.97% constituted foreign tourists. Last days, comfort and safety plays an 

important role in decision making when choosing a place to stay. Before, most travellers 

occupied the holiday centres and excursion hostels. For example, in 1990, 1090 

thousands visitors rented rooms in the excursion hostels whereas in 2005, the number of 

travellers actually accommodated there decreased by almost 80% and reached 220 

thousands. Over time, the hotels and training-recreational centres became more popular 

amongst tourists. For example, in 1990, 402 thousands tourists stayed at the training-

recreational centres whereas in 2005, the number of visitors accommodated there 

increased by 810 thousands (201,49%) and reached 1212 thousands. 

 International and domestic travellers chose a place to stay according to their 

preferences. According to Lumsdon (1997) there are tourists who seek value in tourist 

places and who are willing to pay for additional comfort, and special amenities and 

services. For them luxury is of a great importance in the expression of taste and style. 

While creating special tourism offerings for challenging guests, recreation businesses’ 

managers and marketers should also remember about travellers who seek primarily 

functional goods and services. This type of visitors is oriented toward relaxation and 

calm rather than luxury and adventure. Providers of tourist accommodation 

establishments ought to prepare special tourism offerings for families as well. Seaton 

and Bennett (1996) state that single parent families, extended family networks and those 

who remain single throughout their life have different level of financial and other 

commitment as well as different patterns and destinations. 

 Experienced tourists have bigger expectations from tourist accommodation 

establishments. If they liked the place or heard a very good opinion about the place, 

they were able to spend more nights in this place. Table 4.5 presents the data of tourists 

overnight stay. 
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Table 4.5. Tourists overnight stay (in thou.)  
1990 1995 2000 2005 

Specification Amount % Amount % Amount % Amount % 
Overnight stay (in thou.) 45098 100 x x 48794 100 48618 100 

of which foreign tourists x x x x 6891 14,12 10542 21,68 
Hotels 7891 17,50 6339ª x 11922 24,43 16335 33,60 
Motels 254 0,56 237ª x 473 0,97 381 0,78 
Boarding houses 493 1,09 624ª x 1903 3,90 1077 2,22 
Excursion hostels 2662 5,90 1948 x 1057 2,17 634 1,30 
Shelters 458 1,02 404 x 268 0,55 186 0,38 
Youth hostels 1362 3,02 1309 x 1217 2,49 1294 2,66 
Camping sites 1503 3,33 1297 x 644 1,32 660 1,36 
Tent camp sites 1845 4,09 1238 x 520 1,07 425 0,87 
Holiday centres 21864 48,48 18895 x 12469 25,55 9350 19,23 
Training-recreational centres 2780 6,16 3249 x 3770 7,73 4223 8,69 
Creative arts centres 320 0,71 291 x 259 0,53 215 0,44 
Public tourist cottages 946 2,10 1363 x 1379 2,83 898 1,85 
Weekend and holiday 
accommodation establishments 569 1,26 331 x 171 0,35 131 0,27 
Other facilities 2151 4,77 5203 x 12742 26,11 12809 26,35 

a- data concern rented rooms; x- lack of information 
Source: www.stat.gov.pl, 06.02.2008. 

 

 The data in Table 4.5 shows that the number of tourists overnight stay 

insignificantly increased. In 1990, 45098 thousands travellers spent the night in tourist 

establishments whereas fifteen years later, this number increased by 7,8% (3520 thou.) 

and amounted to 48618 thousands of which 10542 thousands constitute foreign tourists. 

In the first year of the analysed period, the most nights were spent in holiday centres 

(21864 thou.) and hotels (7891 thou.) and the least nights in motels (254 thou.) and 

creative arts centres (320 thou.). After fifteen years, the biggest group of tourists still 

preferred to get rest in hotels (16335 thou.) and holiday centres (9350 thou.), but they 

gave up staying in weekend and holiday accommodation establishments (only 131 

thou.) and shelters (186 thou.). Polish businesses’ managers and marketers must provide 

tourists with many diverse activities and attractions such as spa, Jacuzzi, tennis court, 

etc. to prompt and tempt clients to stay longer at tourist places.  

Poland is a very beautiful European country with many natural assets. There is a 

wide and varied topography with mountainous regions to the south, Baltic Sea and lake 

lands to the north and large forests to the east. Tourists form all over the world could 

admire the most amazing views and sceneries thanks to specially prepared touristic 

tracks (Table 4.6). 
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Table 4.6. Touristic tracks (km) 
Tracks 1990 1995 2000 2005 
Total 37973 36480 53002 62060 

of which:     
mountain 9246 8990 10573 10972 

horse x x x 2886 
canoe x x x 557 
bike x x 4897 11780 
ski 372 595 531 496 
hike 28355 26725 35168 34152 

others x 170 1833 1217 
x - Lack of information; 

Source: www.stat.gov.pl, 06.02.2008. 
 

Table 4.6 shows that the number of touristic tracks increased since 1990 till 2005. In 

the first year of analysed period, there were totally 37973 km touristic tracks. Fifteen 

years later, this number increased by 63.43% and amounted to 62060 km. It is of a great 

importance to highlight that in 1990, there were only mountain, ski and hike tracks. 

Over time, there were created horse, canoe and bike tracks. In 2005, the longest touristic 

track was the hike track which had 34152 km. Bike and mountain tracks were also long, 

11780 km and 10972 km respectively. Tourism organizations’ marketers should 

promote scenic beauty and historical sites as well as national parks and forests to attract 

more visitors to Poland.     

International and national tourists had possibility to join club tours in Poland 

between 1990 and 2005. Visitors could choose between hike, mountain, ski, cyclist and 

other more exciting clubs tours like underwater or potholing. Table 4.7 presents the 

numbers of most club tours at that time.  
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Table 4.7. Club tours 
1990 1995 2000 2005 

Specification Clubs % Clubs % Clubs % Clubs % 

Total 2330 100 758 100 835 100 851 100 
of which:                 
hike 1184 50,82 195 25,73 136 16,29 101 11,87 

mountain 249 10,69 123 16,23 110 13,17 88 10,34 
ski 71 4,29 34 4,49 22 2,63 17 2,00 

cyclist 143 6,14 79 10,42 87 10,42 98 11,52 
motor 66 2,83 27 3,56 44 5,27 38 4,47 
canoe 119 5,11 63 8,31 61 7,31 53 6,23 
sail 106 4,55 67 8,84 56 6,71 51 5,99 

underwater 62 2,66 36 4,75 44 5,27 32 3,76 
potholing 24 1,03 10 1,32 11 1,32 8 0,94 

others 306 13,13 124 16,36 264 31,62 365 42,89 
Source: www.stat.gov.pl, 06.02.2008. 

 

 Club tours represented tourism requiring special physical training and skills in using 

tourist equipment. The data in Table 4.7 shows that the number of club tours decreased 

over fifteen years. In 1990, there were opened 2330 club tours whereas in 2005, this 

number fell by 63,47% (1479) and amounted to 851 club tours. In the first year of 

analysed period, the largest amount represented the hike (1184), mountain (249) and 

cyclist (143) club tours and the smallest the potholing (24), underwater (62) and motor 

(66) club tours. The biggest decline in number of club tours over fifteen years was noted 

in the hike, ski and potholing club tours, by 91,47%, 76,06% and 66,67% respectively.

 The number of club tours decreased over the analysed period mostly because the 

interest of club tours declined as well. Table 4.8 presents the numbers of members of 

club tours in Poland between 1990 and 2005. 
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Table 4.8. Members of Clubs Tours 
1990 1995 2000 2005 

Specification Members % Members % Members % Members % 

Total 104084 100 19394 100 24820 100 26642 100 
of which:                 
hike 49245 47,31 3807 19,63 3291 13,26 3249 12,20 

mountain 12123 11,65 3740 19,28 4141 16,68 3905 14,66 
ski 4597 4,42 924 4,76 778 3,13 399 1,50 

cyclist 4680 4,50 1579 8,14 2057 8,29 2130 7,99 
motor 4687 4,50 1234 6,36 1332 5,37 1025 3,85 
canoe 4961 4,77 1968 10,15 1776 7,16 1498 5,62 
sail 6723 6,46 1979 10,20 2018 8,13 1781 6,68 

underwater 1923 1,85 877 4,52 1255 5,06 800 3,00 
potholing 1036 1,00 201 1,04 221 0,89 145 0,54 

others 14109 13,56 3085 15,91 7951 32,03 11710 43,95 
Source: www.stat.gov.pl, 06.02.2008. 

 

The data in Table 4.8 shows that the interest of club tours fell mostly among Polish 

society. In 1990, there were 104084 members whereas in 2005, this number fell by 

74,40% (77442) and amounted to 26642 members of club tours. In the first year of 

analysed period, the largest interest was shown to the hike, mountain and sail club tours, 

and the little one to the potholing, underwater and ski club tours. The biggest decline of 

members over fifteen years was registered in the hike, ski and potholing club tours, by 

93,40%, 91,32% and 86,00% respectively.  

 Club tours managers should concentrate on promoting extreme outdoor activities to 

attract international and domestic travellers. Creating marketing programmes, marketers 

must remember that nowadays tourists are more demanding than used to. They are risk-

takers and thrill-seekers. 

Not all of the visitors wanted to join the club tours which require special physical 

training and skills in using tourist equipment. Mostly international and Polish tourists 

took part in organised excursions without previous special preparation (Table 4.9). 
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Table 4.9. Organised excursions in Poland 
1990 1995 2000 2005 

Specification Excursions % Excursions % Excursions % Excursions % 

Total 62254 100 30704 100 26191 100 24581 100 
of which:                 
hike 24498 39,35 10407 33,89 8385 32,01 8830 35,92 

mountain 17711 28,45 7169 23,35 6287 24,00 5140 20,91 
ski 1742 2,80 1273 4,15 1028 3,93 664 2,70 
bike 4331 6,96 2635 8,58 3205 12,24 3658 14,88 

motor 534 0,86 400 1,30 432 1,65 449 1,83 
sail 2483 3,99 1174 3,82 1057 4,04 1577 6,42 

canoe 1464 2,35 769 2,50 960 3,67 825 3,36 
potholing 326 0,52 443 1,44 450 1,72 322 1,31 
frogman 524 0,84 521 1,70 576 2,20 469 1,91 

ride x x x x 54 0,21 202 0,82 
others 8641 13,88 5913 19,26 3757 14,34 2445 9,95 

x - Lack of information; 
Source: www.stat.gov.pl, 06.02.2008. 

 

Table 4.9 shows that the number of organised excursions in Poland decreased 

between 1990 and 2005. In the first year of analysed period, there were 62254 

excursions for tourists whereas in 2005, this number fell by 60,51% (37673) and 

amounted to 24581 excursions. The biggest amount of organised excursions represented 

the hike, mountain and bike excursions whereas the smallest number represented the 

ride, potholing and motor excursions. 

Excursions in Poland were organised according to the demand of tourists. Table 

4.10 presents the data of participants of organised excursions in Poland between 1990 

and 2005.  
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Table 4.10. Participants of organised excursions in Poland 
1990 1995 2000 2005 

Specification Participants % Participants % Participants % Participants % 

Total 1451456 100 698481 100 676347 100 675426 100 
of which:                 
hike 640939 44,16 291713 41,76 284896 42,12 316872 46,91 

mountain 390570 26,91 161121 23,07 149922 22,17 132323 19,59 
ski 32800 2,26 23562 3,37 17197 2,54 12675 1,88 
bike 66241 4,56 34982 5,01 51060 7,55 62372 9,23 

motor 13456 0,93 9539 1,37 9033 1,34 8284 1,23 
sail 26653 1,84 10106 1,45 10233 1,51 17110 2,53 

canoe 24995 1,72 16763 2,40 19028 2,81 17802 2,64 
potholing 2601 0,18 1659 0,24 2807 0,42 1507 0,22 
frogman 8583 0,59 6907 0,99 6236 0,92 4904 0,73 

ride x x x x 776 0,11 2055 0,30 
others 244618 16,85 142129 20,35 125159 18,51 99522 14,73 

x - Lack of information; 
Source: www.stat.gov.pl, 06.02.2008. 

   

The results in Table 4.10 show that tourism in Poland was declining over the 

analysed period. The number of participants of organised excursions in Poland fell by 

53,46% and amounted to 675426 persons over fifteen years. Between 1990 and 2005, 

the biggest interest was shown by travellers to the hike, mountain and ski excursions 

and a little one to the ride, potholing and frogman. The biggest decline of participants 

over fifteen years was registered in the hike, mountain and ski excursions, by 50,56%, 

66,12% and 61,36% respectively.  

According to Lumsdon (1997) there are five distinctive types of people who 

experience travel in different ways. Providers of organised excursions should direct 

appropriate marketing programmes to them. Recreation businesses’ managers and 

marketers should prepare diverse tourism offerings for those who are independent and 

confident, and who like to try new exciting activities. Special marketing programmes 

ought to be prepared for those who experience considerable anxiety from the perceived 

stresses of travel to encourage them to leave the mundane surroundings. 

Lots of tourists are interested in history and art. Between 1990 and 2005, there were 

open many museums and art galleries in Poland (Table 4.11). 
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Table 4.11. Museums and art galleries in Poland (in thou.) 
Specification 1990 1995 2000 2005 

museums  563 589 632 690 
no of visitors 19282 17060 16612 18488 

          
art galleries 174 209 253 292 

no of visitors 5036 2318 2644 2956 
x - lack of information; 

Source: www.stat.gov.pl, 06.02.2008; Rocznik Statystyczny 1997, Rok LVII Warszawa, p. 270-271. 
 

Table 4.11 shows that the number of museums and art galleries in Poland increased. 

In 1990, there were 563 museums and 174 art galleries whereas in 2005, the numbers 

increased by 22,56% and 67,82% respectively. It is of a great importance to highlight 

that the number of its visitors decreased. In the first year of analysed period, there were 

19282 museum visitors and 5036 art gallery visitors whereas in 2005, the numbers  fell 

by 4,12% (794) and 41,30% (2080) respectively. The biggest decline was registered in 

1995. Since then, it is possible to observe a systematically growth of the interest of 

museums and art galleries among tourists. But the number of its visitors was still lower 

compared to 1990. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 34

CHAPTER FIVE 

 

5.    Analysis of empirical data 

In this section the empirical data with theoretical framework is analyzed. By analyzing 

the data, the main problem of the study supposed to be solved.   

 

More and more people travel around the world. The World Tourism Organisation 

(WTO) forecasts that international tourists will exceed 1.5 billion by 2020 

(www.worldtourism.org/facts/2020.html, 2008-04-13). Different countries offer diverse 

attractions, such as museums and art galleries, amusement parks, local festivals, live 

theatre and concerts, outdoor activities, nightlife and entertainment, etc. to encourage 

people to escape their mundane surrounding and travel all over the world. Travellers 

gain new experience and providers of tourism offerings earn lots of money. Tourism 

plays an increasingly significant role in the economics’ development. The presence of 

tourists can have a positive impact on the local communities. To ensure tourism 

development in Poland, providers of tourism offerings would have to regularly conduct 

market research and create appropriate marketing programmes directed to even the most 

demanding people. By analysing internal and external driving forces, marketers would 

understand how visitors perceive tourism offerings in the marketplace. This study gives 

general information about products in a tourism sector in Poland. 

The results indicate that the participation of Polish travellers in holiday trips through 

Poland decreased from 53% in 1990 to 47% in 2005. It means that each year less and 

less Poles took domestic recreation trips of 2 to 4 days, and of 5 days and more. Polish 

people travelled rarely per year than they used to. When they got some free days, they 

preferred to participate in short holidays trips through Poland rather than take holidays 

of 5 days and more. Long holidays were channelled into holidays abroad. The data 

shows that the number of foreign departures increased from 22131 thousands in 1990 to 

40841 thousands in 2005. The growth shows that the economic growth and open 

borders encouraged many Poles to visit foreign countries. Poles preferred to learn about 

the culture of a foreign country and experience the atmosphere of a new place. Briggs 

(2000) states that nowadays, holidays tent to be shorter and less seasonal but more 

likely to be activity focused. Short holiday breaks are generally less formal, cheaper and 

more spontaneous. 

Tourism in Poland did not totally disappear thanks to visitors from many foreign 

countries. The findings indicate that the number of arrivals of foreigners to Poland 
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increased from 36846 thousands in 1991 to 64606 thousands in 2005. International 

travellers played an important role in development of Polish economy.  

International and domestic travellers chose a place to stay according to their 

preferences. According to Lumsdon (1997) there are tourists who seek value in tourist 

places and who are willing to pay for additional comfort, and special amenities and 

services. For them luxury is of a great importance in the expression of taste and style. 

There are also travellers who seek primarily functional goods and services. This type of 

visitors is oriented toward relaxation and calm rather than luxury or adventure. 

Providers of tourist accommodation establishments should not forget about families. 

Marketers should take into consideration that single parent families, extended family 

networks and those who remain single throughout their life have different level of 

financial and other commitment as well as different patterns and destinations 

(SEATON, BENNETT, 1996). Recreation businesses’ managers and marketers should 

create diverse tourism offerings and match them up with challenging guests. 

In Poland there was a diversity of recreation places to stay between 1990 and 2005. 

Travellers could decide where to stay, whether in a hotel, excursion hotel, youth hostel 

and holiday centres or other places. It is highly surprising that the number of tourist 

accommodation establishments decreased in spite of increased number of guests 

accommodated and tourist overnight stay. The number of collective recreation 

accommodation establishments decreased from 8188 thousands in 1990 to 6723 

thousands in 2005. According to Vieregge, Phetkaew, Beldona, Lumsden and Demicco 

(2007) travellers have their own criteria which help them to make decisions when 

selecting vacation destination and lodging facilities and services. The most important 

factors include price, perceived quality, security, and convenience. To attract repeat and 

new clients, proprietors of tourist accommodation establishments should provide guests 

with a sense of politeness, dependability, safety, reassurance, empathy, and promptness. 

They also ought to concentrate on ambiance, prompt delivery of appropriate services, 

and improving employees’ attitudes toward guests. The data indicate that visitors 

preferably used services from hotels and holiday centres. Most travellers sought high 

quality services, clean and comfortable rooms, safety and comfort amenities. They also 

appreciated personal attention. For all products in the tourism sector, tourists were keen 

to pay higher price. If they liked the place or heard a very good opinion about the place 

and high quality tourism offerings, they were able to spend more nights in this place. 
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Last days, people liked to run away from their daily environments and be spoiled by 

professionals.    

The findings reveal that travellers use more often the tourist accommodation 

services last days. Whereas, they do not use so often the tourism services from the 

tourist offices or other businesses which organise outdoor activities for tourists. For 

example, club tours which represent tourism requiring special physical training and 

skills in using tourist equipment. It is worrying that the number of club tours fell down 

between 1990 and 2005. Knowing that travellers were more thrill-seekers and risk-

takers, it is not understandable why Polish club tours were shutting down their 

activities. Club tours managers should concentrate on promoting extreme outdoor 

activities to attract international and domestic travellers.  

Another example concern organized excursions. The results prove that less and less 

excursions were organized in Poland since 1990. It may be a result of a decline in the 

number of participants of organized trips. It is a high possibility that marketing 

programmes were not created and presented in a convincing way. According to 

consumer behaviour theory there are five distinctive types of people who experience 

travel in different ways. Recreation businesses’ managers and marketers should direct 

appropriate marketing programmes to them. Providers of organised excursions should 

prepare diverse tourism offerings for those who are independent and confident, and who 

like to try new exciting activities. Special marketing programmes ought to be prepared 

as well for those who experience considerable anxiety from the perceived stresses of 

travel to encourage them to leave the mundane surroundings. 

The results shows that tourists were not interested so much in visiting museums and 

art galleries. In the first year of analysed period, there were 19282 museum visitors and 

5036 art gallery visitors whereas in 2005, the numbers fell by 4,12% (794) and 41,30% 

(2080) respectively. Museums and art galleries’ managers must offer new exhibitions to 

attract clients otherwise Polish history and art will be forgotten. 

Most of the travellers have a desire to escape the mundane surroundings. They are 

looking for rewards through trip experiences. People travel to explore the culture, 

diversity and unfamiliar atmosphere. While travelling, visitors have to use services from 

many tourism organisations. The reason why tourists did not use so much neither club 

tours nor organized excursions is because over time, visitors became less likely to book 

packages and became more independent. Tourists became also more and more confident 

and adventurous so they made their travel arrangements directly with airlines and 
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hotels, instead of turning to Travel Agents. It was induced by direct booking without 

travel agency commissions and the growth of the Internet. 
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CHAPTER SIX 

 

6. Conclusions 

In this chapter the author of the thesis will summarize and conclude all research 

findings that have answered the question: “Did consumer behaviour affect what 

services tourism companies provided?”.   

 

The intention of this thesis was to understand if consumer behaviour affected what 

services tourism companies provided in Poland between 1990 and 2005. For this study 

tourism product theory and consumer behaviour theory were adopted. By investigating 

a scale of tourism services in Poland and checking travellers’ preferences for facilities 

and services in analysed country, it was possible to find solutions to research question.  

The results show that Poles took short holiday breaks in Poland, whereas long 

recreation breaks abroad. Work pressure and job insecurity made people less likely to 

take long holidays, but more likely to take a series of short breaks so they were away 

from work for shorter periods of time. Taking shorter holidays meant that people looked 

for a more intensive, quality experience. Long holidays were channelled into holidays 

abroad because of cheaper prices and higher standard of tourism offerings. The growth 

of trips abroad shows that the economic growth and open borders encouraged many 

Poles to visit foreign countries. However, foreign tourists visited Poland more often 

between 1990 and 2005.  

The findings indicate that there was an increase in demand for accommodation 

services and a decline in demand for other tourism services like club tours, organised 

excursions, and museums and art galleries. It means that people preferred to plan their 

free time on their own. They were more experienced and confident in their choices. 

Tourists became more adventurous so they made their travel arrangements directly with 

airlines and hotels, instead of turning to Travel Agents. It was induced by direct 

booking without travel agency commissions and the growth of the Internet. It is of a 

great importance to highlight that the most significant medium of communication in the 

selection of travel destination was word-of-mouth. Information about tourism 

destination and services from other friends by word-of-mouth was more reliable than 

from traditional travel sources. Opinion and impressions gained in the past tend to be 

retained for a long time. People act in a habitual way and therefore it is difficult to break 

a pattern of behaviour. People very often have preconceptions about tourism offering 

and expect reality to confirm such expectations. It is really difficult to break down such 
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preconceptions. Services in Poland have to be at the highest level to meet present 

consumers’ requirements. Polish tourism businesses’ proprietors first must earn for a 

good reputation and maybe then tourism in Poland will be developing.  

 “Marketers ought to take into consideration that most travellers frequently rely on 

the advice of travel professionals, read promotional and informational literature, and 

listen to word-of-mouth communication to assist them with travel decisions” 

(VIEREGGE, PHETKAEW, BELDONA, LUMSDEN, DEMICCO, 2007). Travel marketers and 

managers ought to create and present new advertisements which emphasize price, 

location convenience, provision of information services and general assistance. 

Confident visitors take in new messages about tourism services and destinations more 

speedily even when there is a complicated buying process involved than those who are 

cautious in their travel habits. It is easier to promote new destination to a confident 

traveller than one who is more conservative in outlook. It is important to highlight that 

over time visitors became less likely to book packages and became more independent.  

Consumer behaviour affected what services tourism companies provided in Poland 

between 1990 and 2005. It was a consumer who decided what he or she wanted at a 

specific point of time. A decline in demand for organised tourism services showed that 

travel organisations were forced to shut down their activities. For this reason, 

proprietors of tourism offerings must first understand the growing needs and demands 

of different market segments. Travel marketers and managers should also constantly 

analyse strength and value of consumer demand in the travel market. They ought to 

realise that “people are initially pushed by internal desires or emotional factors such as 

their personal escape, psychological and physical health, thrill and adventure, and social 

interactions, and then pulled by external or tangible resources such as natural or 

artificial attractions that destination posses’ (KIM, OH, JOGARATNAM, 2007, p. 75).  

According to Pearce (1993) patterns of behaviour are not entirely predictable 

because forces which stimulate our behaviour are mainly unconscious and hence not 

readily discernible in overt behaviour. Knowing that people may make trip-decisions 

consciously or unconsciously at a single point of time, marketers should regularly 

conduct research on consumer behaviour. Analysis of internal and external driving 

forces would help marketers to understand how visitors perceive tourism offerings in 

the marketplace. An understanding of motivation aids marketers’ efforts to meet and 

satisfy individuals’ diverse desires and needs, key elements that influence the process of 

travellers’ decision-making. It helps to predict traveller’s personal needs, expectations, 
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achievements or benefits sought. The findings suggest that international and Polish 

marketing organisations and businesses should regularly conduct research relating to 

trips behaviour, preferences and motivation to adopt successful marketing strategies 

aimed at attracting more visitors to Polish popular destinations. Travel managers and 

marketers must aim to build customers loyalty and encourage them to repeat purchase. 

Recreation proprietors’ goals should be to create marketing and management 

programmes that increase tourism and support local businesses, including the 

development of customer service programmes (THOMAS, 2002). 

 In order to remain competitive, international and domestic tourism businesses’ 

managers and marketers ought to create and introduce promotional marketing 

programmes into the foreign and Polish markets. To develop successful tourism 

services and marketing plans for the travel market, travel marketers and managers need 

to understand travellers’ unique needs and characteristics. An understanding of the 

travel patterns and decision-making behaviour of tourists is necessary for purposes of 

developing appropriate marketing strategies, as well as promoting travel and delivering 

tourism services. An ability to recognise factors important in the traveller’s perceptions 

of quality provides a key to success in the marketing effort. Being able to direct 

marketing efforts, develop, and position tourism product strategies to those of a certain 

age promises to enhance the usefulness of vacation and hospitability (VIEREGGE, 

PHETKAEW, BELDONA, LUMSDEN, DEMICCO, 2007). 

Travel managers and marketers need to make new plans and set goals for their 

tourism businesses. The main aims of the companies are to make a profit and to make 

the business grow in a competitive marketplace at all times. Since the inception of the 

tourism organisations, the proprietors ought to decide which strategic and marketing 

plans pursue. They also have to get to know the firms’ environment and available 

resources. Knowing about the market situation, the marketers are able to face the 

different risks and stresses. Travel managers and marketers should constantly work on 

creating new tourism services and introduce them into the market. Products and services 

for the tourism sector should be presented through convenient and value-oriented 

distribution channels. 
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