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while at the destination, she will need to collect information to make individ​ual decisions to satisfy her day-to-day needs for food, entertainment, local transportation, and the like.
Tourism suppliers therefore vary in the type of information they need to provide prospective customers. At the macro-level, destination marketing or​ganizations, .such as British Columbia Super Natural, need to entice visitors to their region by providing general information in an appealing format. At the micro-level, individual hotels need to have websites that can be accessed di​rectly or that are linked to the destination marketing site or will be listed when a traveler conducts a Web search. Small-scale area attractions, such as that of our buddies Jim and Andy from the chapter opener, need to have attractive brochures available in local area shops, restaurants, and the local visitors cen​ter. From this discussion of decision making and information gathering, we hope you now have a better understanding of the challenges facing tourism suppliers in getting the right information to the right people at the right mo​ment in time.
> FOUNDATIONS FOR UNDERSTANDING TOURIST MOTIVATIONS
In Chapter 1, you learned that humans have traveled away from their homes throughout history. What has motivated people to leave familiar surroundings and travel to distant places? In this section, we will consider what psychologi​cal reasons compel individuals to travel. Psychologists have long studied moti​vations for a variety of human behaviors including the drive to travel. We will discuss four of the most well-accepted theories for tourist motivations: push and pul! motivations, Maslow's hierarchy of needs, Pearce's leisure ladder, and Plog's all ocentric-psychocen trie continuum.
Push and Pull Motivations
For decades, tourism researchers have grouped tourist motivations as push or pull factors. The notion is that travelers are both "pushed" to travel by per​sonality traits or individual needs and wants, and "pulled" to travel by ap​pealing attributes of travel destinations. "Traditionally, the push motivations have been thought useful for explaining the desire for travel while the pull mo​tivations have been thought useful for explaining the actual destination choice" (p. *34-).5 Table 2.1 lists many of the push and pull factors proposed and examined by tourism motivation researchers.
This "theory" of travel motivation highlights that tourists are pushed (motivated) to travel by many factors simultaneously, and destinations pull (attract) visitors with a combination of resources. For instance, a tourist gen​erates the desire to escape from his mundane day-to-day routine and seeks a destination that seems to offer the "ticket" to that escape. Research has shown that push and pull factors are matched by travelers. For example, studies have found a large percentage of travelers are motivated to travel by a desire to be pampered, comfortable, and entertained. Destinations that generate the most "pull" for this group of travelers are cities and beach resorts.5
Several of the "push" factors listed in Table 2.1 are identified and re​searched personality traits (e.g., novelty seeking). An additional and particu​larly appropriate personality trait theory that relates to tourism is optimal
