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Table 2.3     Psychographic Lifestyle Dimensions
Activities
Interests
	Work
	Family
	Themselves

	Hobbies
	Home
	Social issues

	Social events
	Job
	Politics

	Vacation
	Community
	Business

	Entertainment
	Recreation
	Economics

	Club membership
	Fashion
	Education

	Community
	Food
	Products

	Shopping
	Media
	Future

	Sports
	Achievements
	Culture


Source: Wells, William D., & Tigcrc, Douglas J. (1971). Activities, interests, and opinions. Journal of Advertising Research, 11, pp. 27-35.
of travelers, a research firm developed segments by associating values expressed by the survey respondents and the type of vacations they preferred.
The largest segment they identified is termed the "family getaway trav​eler" (38% of American travelers). This segment values family time above all else and seeks activities that all members of the family can enjoy together. The second segment is called the "adventurous/education traveler" (31%). This type of traveler values physical activity and challenge, and enjoys interacting with nature. Segment three is composed of "romantics" (28%). As the name suggests, chese travelers value intimate companionship and have a primary de​sire for comfort and relaxation. Do you see yourself fitting into any of these categories?
The United States Tour Operators Association (USTOA) now includes psychographic segmentation on its website. Website viewers are encouraged to take a "vacation personality quiz" online. The test includes 15 sets of state​ments that link to personality type and activities, interests, and opinions. For example, when taking the test you will be asked to check which of the follow​ing three statements best fits you:
Bunjee jumping would be exciting.
1 would never fall for bunjee jumping.
I might enjoy watching friends go bunjee jumping.
After you complete the test, the computer "analyzes" your results and then tells you which of the three types of tour packages offered by member compa​nies will be best for you. By using psychographics, the USTOA better targets its members' products to potential clients. To learn more about psychographic or lifestyle segmentation, consult any consumer behavior textbook.
Product-Related Segmentation
The previously mentioned bases for segmentation—geographic, demographic, and psychographic—are all used to help marketers move closer to the goal of developing product offerings that better satisfy potential tourism con​sumers. However, in all these cases, we are indirectly grouping people based on characteristics we assume are related to their needs and wants. Since as-
