
 

Tourists are less sensitive to higher prices in
more crowded destinations, according to new
study
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A new study from Queen Mary University of London has shown that
chronic and temporary crowding experiences lead to tourists being less
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sensitive to higher prices. The findings also show that marketing and
promotional discounts are less effective in areas with more crowding.

The research paper, published in the Journal of Travel Research,
included one survey and two experiments. In addition to the main
finding, the research also found that tourists rely more on their feelings
rather than perceptions when making judgments under crowded
conditions.

Implications for the tourism industry

The research has implications for the tourism industry and suggests that
service providers should set pricing strategies or tailor promotions
carefully. It may not be beneficial for service providers to reveal
discounts because tourists are less sensitive to these price differences in
crowded environments.

The study also shows that where service providers can manipulate
available space to alleviate crowding (e.g., allocating the space between
tables at restaurants), they may be able to influence tourists' price
perceptions.

Crowding is a widely observed phenomenon in the tourism industry,
especially for destinations experiencing over-tourism. Much of the
previous research in this area has centered on how destinations can
manage this effectively. This study is the first of its kind to explore
people's sensitivity to price magnitude in the tourism domain.

Social distancing opportunities

Dr. Yuansi Hou, senior lecturer in marketing at Queen Mary University
of London said: "In light of the current COVID-19 crisis, these findings
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have implications for holidaymakers and tour operators. Tourists are far
less likely to pay attention to price discounts in more crowded areas but
given the desire to socially distance, tourists may be more sensitive to 
prices in quieter areas, which includes discounts as well as price
increases."

The findings build on Dr. Hou's recent research which found that tourists
who experience a range of emotions, both good and bad, enjoy a greater
sense of well-being.

  More information: Hou, Y.S. and Zhang, K. Space and Money: How
and Why Crowding Influences Tourists' Sensitivity to Price Magnitude,
2020, Journal of Travel Research
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