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1. Introduction 
 

Behaviour change is a contentious issue in tourism. Tourism 

consumption and mobility are regarded as positive traits within the 

western society and efforts to curb the demand for frequent and distant 

travel have not been successful in reaching the desired outcome of 

limiting travel. The tourism industry is also a major economic sector 

ranking as the fourth largest industry. “tourism generates an estimated 

5% of world gross domestic product (GDP), and contributes an estimated 

6–7% of employment (direct and indirect)” (Gössling, Scott and Hall, 

2013: 525). Mobility growth has always been viewed as an indicator of 

progress and economic growth, changes to the business of travel to 

lower demand would undermine the foundations of our capitalist society 

(Gössling and Peeters, 2007; Kroesen, 2013). 

 

However, significant changes to tourist consumption is a required factor 

in reducing the impact that air travel has on greenhouse gas emissions 

(GHG) and anthropogenic climate change. (Antimova, 2012). The most 

commonplace approach to altering tourist behaviour is by raise 

awareness of the environmental issues caused by tourism mobility. 

Aviation is the biggest contributor of GHG emissions in tourism and the 

use of critical resources, such as water and food, are also significantly 

higher during holidays. (Barr, 2010; Becken, 2007) 

 

Frequent travel by aviation is a privilege that only a small percentage of 

the global population participates in. Gössling and Upham (2009) 

estimate that “that only about 2–3 per cent of the world’s population fly in 

between any two countries over one consecutive year” (Gössling and 

Upham, 2009, p.131). Of the global travelling population, the most 

frequent users of aviation are high mobility travellers. High mobility travel 

is characterized by traveller who frequently partake in long distance and 

recurring travel.  A high mobile traveller is described as one who will 

generally have a good education, higher income and opportunities for 

more leisure time. (Gössling and Peeters, 2009) 

 

High mobility travellers are responsible for the majority of GHG emissions 

and efforts to alter their behaviour patterns have proved to be the most 

difficult. High mobility travellers who are aware of the impact of travel on 

anthropogenic climate change will generally disregard knowledge gained 

and continue with their current consumption trends. (Becken, 2007) 
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Moreover, societal trends are pointing towards increased consumption of 

aviation for both leisure and business travel. Cohen and Gössling (2015) 

argue that high mobility is a method of accruing network capital, which is 

the “social capital that makes “resources available through interpersonal 

ties” (Cohen and Gössling, 2015, p.1). This in turn leads to glamorization 

and proliferation of high mobility. Network capital would previously be 

represented by other means of wealth among the highly mobile, however 

it is now more frequently represented by “frequent business trips, often to 

long-haul destinations, or signifiers of frequent flyers, such as often 

golden or otherwise ‘status-coloured’ frequent flyer high status cards 

attached to bags” (Cohen & Gössling, 2015, p.4) 

Travel by aviation is now more commonplace than ever before. Air travel 

serves many different functions in day to day modern culture. “Trends 

also bear witness to the inclusion of new societal groups in air travel, 

such as children regularly flying on their own to visit friends and relatives, 

elderly people commuting to warmer and drier climates for health care 

and probably, most importantly in terms of volume, the movement of long 

distance leisure travellers.” (Gössling and Peeters, 2007, p.403) 

Researchers have identified that if the current consumption patterns of 

aviation are allowed to continue unfettered “C02 emissions may exceed 

150% between 2005 and 2035, most of this attributed to air travel.” 

(Gössling et.al, 2010: 121). Gössling, Scott and Hall (2013) argue that “if 

travel and tourism were to remain on a ‘business as usual’ pathway, the 

sector will become an increasingly important source of GHG emissions” 

(Gössling, Scott and Hall, 2013: 527).   

The prevalence of low-cost airlines is identified as one of the reasons 

why high mobility has become more accepted. Air travel has historically 

been prohibitively expensive for a large segment of the population and 

removing the high barrier of entry to aviation has led to flight being the 

accepted means of long distance transportation. Hergesell and Dickinger 

(2013) discover that the accessibility of low cost air travel has caused 

travellers to disregard former established means of transportation such 

as coach and rail (Hergesell and Dickinger, 2013). 

Furthermore, Becken (2007) observed that tourists are aware of the 

impact of frequent flying on low cost airlines, however “the benefit they 

receive from travel outweighs possible concerns.” (Becken, 2007, p. 363). 

 



 

  

The need for behaviour change to reach internationally set targets is 

universally agreed upon. A point of contention in the behaviour change 

discourse is whether tourism behaviour change should be a voluntary 

change, driven by social marketing and raising awareness of the 

environmental issues caused by tourism; or if it should be the role of 

regulatory bodies who implement means of compulsory schemes to limit 

the level of travel of a tourist through travel quotas and taxes.  

 

Several researchers have argued that voluntary behaviour change can be 

achieved by informing tourists of the impact that their mobility has on the 

environment. McKercher (2010) argues that education is an important 

part of achieving behaviour change as “there is currently little acceptance 

of the need to change” (McKercher, 2010: 314). Becken (2007) states 

that; “It is believed that knowledge about certain environmental risks may 

increase awareness and ultimately encourage pro environmental 

behaviour” (Becken, 2007: 352). 

 

A study conducted by Cheng and Wu (2014) found that tourists who have 

a richer knowledge of environmental sensitivity will partake in more 

environmentally sustainable behaviour. “Tourists with a high level of 

knowledge on sustainable development and environmental protection are 

more likely to enjoy the environment of tourist destinations, and are more 

concerned about (sensitivity) local surroundings and impact of their living 

habits on environments.” (Cheng and Wu, 2014: 569). 

 

A contrary viewpoint is that an increase in awareness of the issues 

caused by high mobility is not enough to effectively change behaviour. 

Hall (2013) argues that “The failure of neoclassical economic models to 

significantly increase levels of sustainability behaviour has led to the 

realisation that behaviour does not change simply because of better 

quality information” (Hall, 2013: 1097). This viewpoint is corroborated 

Larsen (2013) and Juvan and Dolnicar (2014) who argue that education 

alone is not enough to encourage tourists to change their behaviour to 

more sustainable consumption levels.  

 

The opposing viewpoint is that policy change is required to effectively 

change behaviour. Higham (2013) argues that the burden of change 

should not be placed squarely on the individual traveller. Instead they 

argue for changes to economic infrastructure such as taxation to promote 

sustainable mobility.  
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Kroesen (2013) also argues for Government intervention to promote 

sustainable movement through schemes to promote less energy 

dependant methods of transportation and investment and incentives to 

develop more sustainable aircraft technologies.  

 

Advances in the technology of travelling are predicted to have minimal 

effects. As Kroesen (2013) states; “Marginal effects of new aircraft 

technology, tourist researchers generally emphasize the need for 

behavioural change, e.g. less air travel, longer stays, reducing the 

distances travelled and shifts toward more sustainable travel modes.” 

(Kroesen, 2013: 272) 

A call for behaviour change has been made and attempts at behaviour 

change have been made. However, McKercher (2010) states “most 

tourists have yet to take notice of these calls and have not shown much 

willingness to adopt voluntarily mitigation strategies to reduce their 

personal carbon footprint.” (p.297) 

 

 



 

  

2. Aims and Objectives 
 

2.1 Aims  

 

The aim of this study would be to explore means of deterring 

hypermobility. Specifically, it will attempt to discover if methods of 

economic deterrents, such as how changes in price of air travel could be 

effective in altering high consumption behaviour in tourism, and to gain 

an understanding of high mobility tourists and their attitudes towards 

anthropogenic climate change.  

 

Attaining an understanding of how high mobility tourists perceive and 

explain their high mobility when presented with the knowledge of the 

effects of their movements.  

 

This thesis will also research other forms of regulations to limit highly 

mobile tourists, such as controlling limits to long distance air-travel. 

Limiting the frequency of how much a person is allowed to travel within a 

certain time period would have the desired effect of lowering the amount 

of GHG emissions caused by tourism. This is documented by research 

conducted by Vellecco (2010) who states “It is also felt that sustainable 

tourism is possible but mitigation actions have to be sociocultural in 

nature and framed by regulations and policies that can encourage 

citizens and businesses to adjust attitudes by addressing them to 

sustainable practices” (Vellecco (2010, p.2202) 

 

Exploring what the effective methods of changing hypermobile traveller 

behaviour is important since a continuation of current mobility patterns 

would result in more GHG emissions.  

 

2.2 Objectives 

 

The objectives are to conduct a literature review. Construct a conceptual 

framework. Finally, a study will be conducted using a qualitative research 

method to understand what influences high mobility and what are the 

means to which the effects of it can be limited.   

 

This study would be researched using qualitative research methods such 

as the phenomenology and hermeneutic approach, by conducting 

interviews with high mobility and relatively high income tourists and 
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interpreting and linking their experiences to understand their motivations 

and attitudes.  

 

2.3 Main focus question 

 

Examining factors that influence behaviour and approaches to behaviour 

change in highly mobile tourists 

 

2.4 Other research questions 

 

Is social marketing effective in reaching the intended target group and 

can it be effective in reducing travel consumption? 

 

Does raising prices in the form of taxes have the desired outcome of 

reducing travel and what would the response be to such a tax?  

 

Whose responsibility is it to promote sustainable travelling lifestyles? The 

Government, industry or voluntary changes? 

 

 

 

 



 

  

3. Literature Review 
 

Aim of the literature review is to map all the knowledge that is around and 

exists around behaviour change in high mobility tourism. Gaining an 

understanding of the existing knowledge on the environmental damage 

caused by the excessive use of resource demanding methods of 

transportation. It will also research the causes of high mobility travel and 

the methods discussed to attempt to curtail this behaviour.  

3.1 Methodology 

 

In order to identify the most relevant articles, the keyword terms that have 

been used are: “Behaviour Change”, “Public Understanding”, “Consumer 

Behaviour”, “Environmental awareness”, “Voluntary mitigation”, “Attitude–

behaviour gap”, “Travel Behaviour” and “Tourist Behaviour”. If a certain 

keyword returns too many searches, the additions of “tourism” and 

“sustainability” are added to narrow down the number of searches 

generated. 

 

Keywords: 

Hypermobility 

High mobility 

Behaviour Change 

Attitude Behaviour Gap 

Travel Behaviour 

 

Voluntary mitigation 

Tourism Mitigation 

Environmental 

Economics 

Tourist Behaviour 
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Search Plan 

 

“Behaviour Change” was chosen because it is a search term explore me 

to explore the methods and policies proposed to mitigate the 

environmental impact of tourism mobility both from a consumer 

perspective and from the perspective of Governments and companies. 

“Public understanding” is a keyword seeks to explore how much the 

public understands about the issues caused by tourism mobility 

“Consumer behaviour”, “Tourist behaviour” and “Travel behaviour” are all 

search terms that would help me explore the reasons and motivations 

behind consumer choice in tourism such as current practices and their 

reasoning. “Voluntary mitigation” keyword is about finding out what 

methods and policies have been introduced in order to encourage 

voluntary mitigation and what the outcomes of those methods were. 

“Attitude behaviour gap” search term would allow me further research into 

why this phenomenon exists by finding all articles that have been written 

about this area of research.  

 

After the initial search, the keyword “Sustainable Tourism” was removed 

and replaced with “Travel Behaviour” and “Tourist Behaviour”. This is 

because the keywords Sustainable Tourism returned far too many results 

that were not within the scope of this review. Consumer Behaviour 

“remains one of the most researched areas in the marketing and tourism 

fields, with the terms ‘travel behaviour’ or ‘tourist behaviour’ typically used 

to describe this area of inquiry.” (Cohen, 2014: 872). 

 

Inclusion criteria. 

 

After the initial search, all the relevant articles, based on the title and 

abstract, are going to be listed under the keyword under which they were 

found. After an initial reading, articles that are not within the scope of this 

review will be eliminated. The articles must have a clear focus on tourist 

behaviour influences. Articles that did fit within the scope of the review 

were included into the list for review and analysed. If the same article was 

found using separate keywords, it will not be included in the search 

results twice. Only articles written in English and authored within the last 

20 years (1995-2015) will be included. The articles must have a clear 

focus on tourist behaviour influences. 



 

  

3.2 Results 

 

An analysis of the literature reveals that it is universally acknowledged 

that behaviour change is a required part of limiting the effects of 

anthropogenic climate change. 

 

Frequent travel is now an accepted reality in modern existence. However, 

if the rate of travel is in anyway be reduced, the view that high frequency 

travel has in modern life will have to be revaluated. High mobility travel 

has many factors that lead to the existence and propagation of the 

phenomenon. 

3.3 Tourism Behaviour Influencers 

 

In order to change behaviour, the root cause of why someone engages in 

high mobility travels need to be understood. A review of the literature has 

identified 7 dominant internal influencers. The internal influences are 

“holiday identity”, “personal gain and happiness”, “lack of education”, 

“desire for distance”, “costs and benefits”, “denial of personal 

responsibility” and “justification of behaviour”. Internal influencers are 

defined as behaviours that a person inherently holds, independent of any 

outside encouragements.   

 

3.3.1 Holiday Identity  

 

A holiday is a perceived escape from dismay of modern reality and thus, 

a tourist will self-justify that extravagant behaviour is allowable on holiday, 

this has been found to be especially true if that person leads a 

constricting sustainable lifestyle in their day to day lives.   

 

Hall et. al (2013) has also recognised that tourists who identify the most 

as environmentally conscious are less likely to voluntarily change 

unsustainable travel behaviour when on a trip. Hall et, al (2013) state; 

“Consumers fatigued from energy conservation and emission reduction 

efforts at home and work may be even more susceptible to rebound 

effects while on holidays. (Hall, Scott and Gössling, 2013, p. 116). 

 

Cohen, Higham and Reis, (2013) explain this dichotomy between the two 

stances as being compounded by a dissonance between home and away 

behaviour. The study establishes that “that the public is largely unwilling 
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to voluntarily change their holiday flying behaviour for environmental 

reasons” (Cohen, Higham and Reis, 2013, p.994).   

 

Barr et al., (2010) has conducted congruent research on the difference in 

identity between sustainable at home behaviour and unsustainable away 

behaviour stating that that “those who are most conscious about the 

environment accept that flying is contributing to climate change and are 

willing to accept taxes to mitigate against this; but they are not actually 

willing to reduce their flying habits significantly” (Barr, 2010: 480). 

Participants in that study also cited their restrictive behaviour at home 

allowed them to transgress while on a break, stating that “for some 

individuals, tourism is not considered as a context for environmentally 

responsible behaviour (Barr, 2010, p.480) 

 

A tourist’s personal identity being the driver for high mobility is a trend 

that has been emphasized. The rebound effect is an occurrence that has 

been observed that suggests that tourists will justify high mobility 

lifestyles if they observe a sustainable lifestyle ‘at home’ (Hibbert, 2013; 

Hall, 2013) 

 

This dissonance shows a clear attitude behaviour gap between the 

attitudes of being for sustainable values and the behaviour of taking long 

and frequent trips. Several researchers have identified a cognitive 

dissonance (Eijgelaar,2010; Chen, 2014; Juvan and Dolnicar, 2014, 

Higham, 2013) 

 

An interviewee in a study by Juvan and Dolnicar (2014), when asked 

about their vacation practices said “It’s my once in a life chance and I 

want to do it regardless” (Juvan and Dolnicar, 2014:  90).  

 

This kind of approach was also shown in studies by Eijgelaar (2010) and 

Chen (2014). These studies examine the paradoxes of sustainable travel 

to the Arctic and Antarctic respectively. Chen (2014) reveals that tourists 

who travelled to the Arctic “have the most positive attitude toward 

sustainable practices” (Chen, 2014: 229).  

 

However, Eijgelaar (2010) points out “cruise tourism to the Antarctic that 

attempts to raise awareness on climate change while disproportionately 

contributing to it at the same time.” (Eijgelaar, 2010: 347). Eijgelaar also 

found that participants in that study did not have a higher level of 

awareness of climate change than the average citizen and no signs were 



 

  

found “that pointed to any change of attitude about travelling with regard 

to climate change and travel emissions.” (Eijgelaar, 2010: 347) 

 

3.3.2 Personal Gain and Happiness 

 

Gössling and Upham (2009) characterise the highly mobile tourist as one 

who is well educated, relatively wealthy and has the privilege of free time 

in order to engage in travel. participating in international air travel. “This 

implies that a very minor share of humanity accounts for a large part of 

the overall kilometres travelled and consequent impacts.” (Gössling and 

Upham, 2009, p.133) 

 

High mobility travel is skewed toward those who have the means to 

participate in the practice. Gössling and Upham (2009) reveal “28 per 

cent of the air travellers in the study had made one or two domestic or 

international return flights in the past 12 months (including the present 

flight; similar figures are reported by Lethbridge (2002) for the UK), and 

another 23 per cent between 3 and 5 flights, the situation was different at 

the higher end of the spectrum, where about 12 per cent of the 

respondents had flown at least 30 times (return) over the past 12 months, 

with a maximum of 300 return flights made by two respondents over one 

year.” (Gössling and Upham, 2009, p. 135) 

There is considerably more travelling impulsively in our current time. One 

reason for this can largely be attributed to the abundance low cost 

airlines. “Second, the research provides further evidence that tourism 

practices based on low-cost air travel have become embedded into 

lifestyle aspirations and this will be a hard habit to break.” (Barr, 2010, p. 

480; Becken, 2007). 

 

Additionally, improved means of communication has led to an increase in 

international business and globalisation. This has also been identified as 

a reason why travel has become so much more predominant.  

 

Ram (2013) explores the role of happiness in decision making. Tourists 

generally have a need to satisfy their desires. Ram (2013) states; “It may 

be reasoned that the motivations of novelty, escaping and enhancing 

relationships drive the choice of destinations farther from home within 

constraints posed by travel costs, time and, to some extent, the 

relationship element.” (Ram, 2013: 1022). 
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Altering tourist behaviour is a difficult task because of the self-serving 

nature of human beings. There is an inconvenience caused by adopting 

more sustainable methods. “Where personal benefits are seen to be 

large, the perceived environmental impacts are felt to be lessened”. 

(McKercher. 2010: 301) 

 

Cohen and Gössling (2015) identify that high mobility travel is glamorized 

and comes with social currency that is perceived in a positive light and 

desired in western society. This has also been found be the case in 

Hibbert (2013) and (Larsen and Guiver, 2013) 

 

Gössling and Upham (2009) argue that the high mobility lifestyle will 

become embedded in the youth of today and create a global lifestyle that 

may well establish travel patterns for 50 years or more…’” (Gössling and 

Upham, 2009, p.146) 

 

Shaw (2010) further comments on the influence of young people stating 

that “Although their disposable income is generally below average, their 

propensity to fly is high, an attribute that is reflected in the targeting of 

youth markets by low-cost airlines across Europe (Shaw, 2010, p.210) 

 

Urry (2012); Ram (2013) and Hibbert et.al (2013) all mention the 

importance of personal friends and family interactions that are a major 

diver of mobility. Urry (2012) argues that mobility occurs due to social 

networks of connected people. Physical organised meetings between 

people connected by networks is an important aspect of maintaining that 

social link as without it the link with wither and the relationship will. fade  

 

Family connection is a strong link with more expectation to attend face to 

face meetings. Urry (2012) states: 

 

“Very often what is exchanged is tacit knowledge or understanding. And 

when people meet face-to-face for work, for family life, or for friendship, 

this normally involves long distance travel for some or all of the 

participants involved. The average distance people in the rich ‘north’ have 

to travel in order to sustain their networks has significantly increased” 

(Urry, 2012, p.26).  

 

Urry (2012) explains the reasons why people travel to maintain network 

connections by stating: 



 

  

“Obligations to family and friends often involve very strong 

normative expectations of presence and attention. In Sweden it is 

thought that about one-half of all travel stems from meeting up with 

friends and family (o’Dell, 2004). While 70% of people surveyed in 

the UK agree that ‘people should keep in contact with close family 

members even if they don’t have much in common’ (McGlone et al., 

1999). There are social customs, obligations, and activities that 

substantial majorities of the UK population identify as among the 

top necessities of life. These events include: celebrations on 

special occasions such as Christmas (83%) and attending 

weddings and funerals (80%), visits to friends or family (84%) 

especially to those in hospital Gordon et al., 2000). Warde and 

Martens (2000: 217) (argue specifically about family meals: ‘it is 

important to be present, if it is possible, because the meal 

symbolizes a socially significant, temporally specific occasion.” 

(Urry, 2012, p.26) 

 

This obligation that one has for one’s family and friends is highlighted as 

a key motivation for travel. Hibbert et.al (2013) reveal that an increasingly 

globalised world has resulted in the possibility of having a global friend 

and family network.  

 

“An increasingly globalised world has resulted in increased global 

networks meaning it is possible to have friends and family spread across 

thousands of miles (Axhausen, 2005); Journal of Sustainable Tourism 

1005 visiting friends and relatives (VFR) is now the second most import 

motive for travel after leisure and before business travel” (Hibbert et.al, 

2013, p.1004-5). 

 

Hibbert et.al (2013) similarly state that one’s connections with family 

members in upholding current social standings within that family. “Visiting 

family is consequently an important motive for travel: we usually strive to 

have social standing in family networks. Physical meetings with family 

may thus be a precondition for presenting specific identities, and to 

receive re-affirmation of our role and standing within these networks” 

(Hibbert et.al, 2013, p.1005) 

 

Ram (2013) additionally highlights the importance that family and friends 

have on tourists making travel decisions stating that the appeal of travel 

is to escape current situations and enhancing relationships. “Thus, 

although the “tourist experience” may have different expressions (e.g. 
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backpacking, luxury travels or family vacations), its foundations and 

motivations are universal. Moreover, it may be reasoned that the 

motivations of novelty, escaping and enhancing relationships drive the 

choice of destinations farther from home within constraints posed by 

travel costs, time and, to some extent, the relationship element.” (Ram 

et.al, 2013, p.1022) 

 

3.3.3 Lack of Education 

 

Several researchers have noted that a lack of education on the issues 

caused by tourism is a major reason why there has not been an 

acceptance of the facts and a correlating reduction in high distance travel 

consumption.  

 

The notion that education is a required factor in increasing awareness 

and reducing the impact of anthropogenic climate change caused by 

tourism is a prevalent theme in many studies as integral part of reducing 

unsustainable behaviour. Becken (2007); McKercher (2010); Lee, (2015); 

Eijgelaar (2010); Butcher (2015) and Gössling and Peeters (2007) all 

mention education as a method of reducing the gap between awareness 

and action.  

 

However, the opposing viewpoint is that the effectiveness of education is 

extremely limited. This viewpoint is primarily argued by Hall (2013) and 

Jovanovic (2011) who says that there is a lack of understanding when it 

comes to the meaning of sustainability. 

 

Some research has found that an outright denial exists of the issues 

caused by climate change. “Indeed, there is evidence that for many 

individuals, the case of a link between air travel and climate change 

remains contested (Gössling and Peeters, 2007; Gössling et al., 2006). 

(Barr, 2010, p. 480)  

 

Becken (2007) states that; “It is believed that knowledge about certain 

environmental risks may increase awareness and ultimately encourage 

pro-environmental behaviour” (Becken, 2007: 352). This is corroborated 

by other authors such as McKercher (2010) who states that a lack of 

knowledge is the biggest hindrance to chance as “there is currently little 

acceptance of the need to change” (McKercher, 2010: 314) 

 



 

  

Gössling and Peeters (2007) state “uncertainty seems to prevail in terms 

of its seriousness, its consequences for society and action that needs to 

be taken” (Gössling and Peeters, 2007: 402). Cohen (2013) states that 

we need to employ “strategies that seek to tackle these issues, whether 

through education or media, by aiming to nudge individual lifestyles 

towards less carbon intensive consumption choices” (Cohen, Higham and 

Reis, 2013: 995) 

 

A study conducted by Cheng and Wu (2014) reveals that “when tourists 

have richer environmental knowledge, their environmental sensitivity to 

tourism locations will be higher. In other words, tourists with a high level 

of knowledge on sustainable development and environmental protection 

are more likely to enjoy the environment of tourist destinations, and are 

more concerned about (sensitivity) local surroundings and impact of their 

living habits on environments.” (Cheng and Wu, 2014: 569) 

 

Despite the role that education might play, Hall (2013) states that 

education is not effective on its own.  “The failure of neo-classical 

economic models to significantly increase levels of sustainability 

behaviour has led to the realisation that behaviour does not change 

simply because of better quality information” (Hall, 2013: 1097) 

 

The notion that education alone can induce significant behavioural 

change is prevalent in many articles. The suggestion from many other 

researchers is that behaviour change will only be effective if it is coupled 

with other forms of policy change. (Hall, 2013; Juvan and Dolnicar, 2014 

and Larsen, 2013). 

 

Juvan and Dolnicar (2014) argue that “little evidence is available, 

however, that education affects the actual behaviour; it is increasingly 

accepted that tourists are unlikely to change their behaviour to protect the 

environment when planning a vacation or during their travels” (Juvan and 

Dolnicar, 2014: 176) 

 

Research carried out by Larsen (2013) showed that “change towards 

more sustainable tourism mobility is unlikely to happen through tourists 

becoming more aware of the damage caused by their current travel 

behaviour. Change could be encouraged if tourists were more aware of 

good and valued holiday experiences at closer destinations with more 

sustainable transportation choices, combined with policy changes that will 

mitigate constraints felt on tourists’ time and financial budgets.” (Larsen, 
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2013:979)  

 

3.3.4 Desire for distance 

 

Distance is a factor that is attractive and sought after as social currency. 

Research conducted by Larsen has found that distance is a major key in 

tourism decision making. Larsen (2013) states “Distance was also 

identified as being an attraction for tourists, especially for holidays that 

are perceived as free of temporal and financial constraints, where long 

distance travel is embraced as a positive and desired holiday element. 

This seems a logical extension of predicted holiday trends, towards 

increasing future numbers of trips and the distances travelled” (Larsen 

and Guiver, 2013, p.979) 

 

Cohen and Gössling (2015) also argue that society places high social 

value on lots of mobility. Stating that; “Where mobility patterns turn into 

an object of admiration, they become a signifier of social status and thus 

a social necessity, shaping what might be termed ‘liquid identities’, which 

after Bauman (2007), are defined as social identities increasingly 

modelled and built on mobilities.” (Cohen and Gössling, 2015, p.3) 

 

Distance travelled exists as an assumed good method of raising 

individual social stature. Cohen et.al, (2013) discovered that one’s 

economic situation will influence the distance they desire. Cohen reveals 

that a participant in the study discloses that a higher economic stature will 

change their behaviour stating that: “In another instance, a participant 

who regularly stayed in the UK and went camping for her holidays, both 

because of lower costs and pro-environmental attitudes, admitted that if 

her financial circumstances were to change, that she would probably not 

be able to resist taking tourism trips via long-haul air travel – “Say I won a 

load of money tomorrow – I’d probably go [to New Zealand].” (Cohen, 

et.al, 2013, p. 993). 

 

3.3.5 Costs and Benefits 

 

Steg and Vlek (2009) suggest that achieving behaviour change requires 

an understanding of the factors that influence pro environmental 

behaviour. One such factor is costs and benefits. Steg and Vlek (2009) 

found that when making a buying decision, a consumer will weigh the 

perceived benefits of travel to the costs and effort involved. Several 

researchers have found that the accessibility of low cost air travel has 



 

  

removed the previously insurmountable barrier of price and increased its 

viability for regular use. (Becken, 2007; Hergesell and Dickinger, 2013; 

Böhler, 2005; McKercher, 2010). 

 

Pro environmental behaviour and knowledge of anthropogenic climate 

change have little impact on travel decision making. (McKercher. 2010; 

Eijgelaar et. al, 2010). The perceived value of high frequency is such that 

voluntary changes to current practices are unlikely. McKercher (2010) 

states “In the end, though, inaction can be attributed to the inability or 

unwillingness of individuals to change their lifestyles unless they are 

forced to do so by external agents such as regulators or price.” 

(McKercher, 2010: 301) 

 

The low cost of air travel has also been found as the reason why other 

forms of more environmentally sustainable means of transportation have 

been neglected. Böhler et, al (2005) reveals that rail is the most 

sustainable method of long distance travel. However, subjects 

interviewed that study revealed that travel by rail is rarely considered, 

primarily due to the high cost relative to aviation. [m] 

 

Kroesen (2013) states “a transformation to such a discourse would be 

difficult, however, as it directly undermines the foundations of our 

(capitalist) society (Kroesen, 2013: 287). Instead he proposes policy 

change. “As an alternative to a total discursive shift, strategies and 

policies may be pursued which would enhance the credibility of the 

“rationalization of lifestyle” discourse. For example, instead of (or in 

addition to) taxing air travel, Governments could become much more 

active in directly affecting the chain of production by providing incentives 

to develop more sustainable aircraft technologies.” (Kroesen, 2013: 287) 

 

The most mobile tourists are those with the most education and wealth. 

(Mair, 2011, Juvan and Dolnicar, 2014; Dolnicar, 2008). These are the 

tourists who understand the impact that their mobility has on the 

environment. This is also the group that is the least susceptible to an 

increase in prices for air travel. Becken (2007) on price-elasticity stated: 

“A recent meta-analysis of air travel price-elasticity studies showed that 

long distance travel is less price-elastic (i.e. sensitive) than short distance 

travel, possibly because the choices and possibilities for substitution are 

fewer” (Becken, 2007: 352). 
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Air travel offers the quickest route to the furthest distances. Larsen and 

Guiver (2013) stating; “Most seek to minimise the time and cost of their 

holidays and flying currently offers the best way of doing this. Coupled 

with the knowledge from the analysis that many tourists desire distance in 

the form of experience and meeting that which is different, which they 

associate with long physical distances, this strongly suggests that 

voluntary travel behaviour change is unlikely.” (Larsen and Guiver, 2013, 

p.979). 

 

3.3.6 Denial of personal responsibility  

 

Several studies have found that there exists an outright denial of the facts 

of anthropogenic climate change. This belief results in unfettered travel 

and the ability to take personal responsibility within the traveller resulting 

in them having no intentions to lower their air travel consumption. 

 

Barr (2010) finds that there is a notion of the psychology of denial, where 

individuals are able to rationalise inaction through highlighting a variety of 

intellectual or practical barriers to accepting the need for behaviour 

change” (Barr, 2010: 480). 

 

This has also been found to be true in a study conducted by Becken 

(2007) who establishes that tourists are unwilling make personal changes, 

instead stating that a collective, societal change was required instead. 

Participants in the study were “diverting into generalised responsibility 

(e.g. ‘We need people to travel less!’), rather than specifically referring to 

oneself was common.” (Becken, 2007: 358). This belief was echoed in 

Doran, Hass and Larsen (2015) who found that “environmental 

sustainability as a largescale social dilemma – a situation in which the 

attainment of a desired collective outcome depends on the cooperation of 

many individuals” (Doran, Hass and Larsen, 2015: 282). 

 

3.3.7 Justification of behaviour 

 

The most environmentally conscious tourists are also those who are the 

most highly mobile. (Mair, 2010; Juvan and Dolnicar, 2014). This is 

because those tourists who have the privilege to care about sustainability 

are often those who have the highest levels of education, free time and 

wealth. However, these tourists are the least susceptible to social 

marketing to attempt to curb their procurement of air travel. They instead 

require an increase in taxes or price to see any meaningful change 



 

  

 

Research by Barr (2010) states that “those who are most conscious 

about the environment accept that flying is contributing to climate change 

and are willing to accept taxes to mitigate against this; but they are not 

actually willing to reduce their flying habits significantly” (Barr, 2010: 480) 

 

Moreover, high impact travellers will also rationalise they unsustainable 

behaviour by placing the burden of change on external factors such as 

regulators and airlines. Becken (2007) discovered: “while tourists in this 

research did not deny that climate change is happening, they showed 

denial by seeking scapegoats (e.g. airlines, business travellers, countries 

that have not ratified the Kyoto Protocol), by indulging purposely in 

detrimental behaviour (e.g. flying as long as they can – freeriding), and by 

deferring personal responsibility.” (Becken, 2007, p. 353) 

3.4 External approaches to behaviour change  

 

Behaviour change is a required method of reducing high rate travel, 

however it proves ever elusive to achieve. There are multiple methods 

studied that have attempted to achieve this seemingly extraordinary act. 

There is discussion about whether the steering towards better behaviour 

should stem from the Government, industry or if it should be driven 

completely by individual choice. These methods are denoted to as 

external influencers to behaviour. These external methods seek to steer 

one away from their steadfast behaviour by introducing ways and means 

to actively change their behaviour.  

 

3.4.1 Voluntary Change from the individual  

 

The literature reviewed has shown that whilst attempting to cause 

voluntary behaviour change is the most prevalent method of behaviour 

change, it is also the one that has proved to be the most ineffective.  

 

The aim of attempting to induce voluntary change is to raise awareness 

of the environmental damage caused by the heavy use of resource 

intensive transportation methods in tourism to such a point that the 

prospect of travelling my air multiple times a year becomes undesirable. 

This has been found to have mixed results. A study conducted by 

Higham (2014) reveals that “Voluntary/individual measures were 

considered insufficient to address deeply entrenched air travel 

behaviours, and the complexities of climate change. The inclusion of a 
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mandatory carbon cost built into the cost of airfares was widely 

considered to be inevitable and overdue.” (Higham, 2014, p.9)  

 

Hall (2013) outlines social marketing approach to high mobility 

behavioural change. “The approach suggests that the goal of public 

policymaking should be to steer citizens towards making positive 

decisions as individuals and for society while preserving individual choice. 

Acting as “choice architects” policymakers organise the context, process 

and environment in which individuals make decisions and, in so doing, 

they exploit “cognitive biases” to manipulate people’s choices” (Hall, 2012, 

p.1098). 

 

The use of social marketing has been employed previously to attempt to 

steer the public away from other vices such as binge drinking and 

smoking. (Higham, 2014). Excessive travel could arguable also have a 

similar detrimental effect to the planet as those two aforementioned 

actions. Social marketing “Campaigns are typically short-lived, and 

comprised of mass advertising to encourage the public to, for instance, 

exercise more, or to eat more fruits and vegetables (ibid). Social 

marketing aimed at engendering environmental sustainability grew out of 

concern over the ineffectiveness of environmental campaigns that relied 

on information alone to encourage pro-environmental behaviour” (Higham, 

2014, p.3) 

 

Higham (2014) goes on to state: “Social marketing interventions 

associated with consumption reduction, such as those within the field of 

public health, often result in behaviour change not being sustained, as 

individuals revert back to old behaviours when the steering factors are 

removed or the novelty of the change wears off (Peattie and Peattie, 

2009). In the context of communicating climate change to mass public 

audiences, social marketing is critiqued as unlikely to motivate ambitious 

systemic behavioural change (CCCAG, 2010).” (Higham, 2014, p.4) 

 

McKercher et al. (2010, p. 297) say that “Government intervention may 

be required to create meaningful behavioural change in tourism patterns”. 

Hall et.al (2013) argue that increasing education and targeted social 

marketing does not work. He states “Given the failure of education and 

social marketing to change consumer behaviour, Scott et al. (2012b) 

therefore argue that universal climate policy and regulatory strategies 

appear to be the best option for generating change” (Hall, Scott and 

Gössling, 2013p. 116). 



 

  

 

3.4.2 Government Regulation 

 

Several researchers have detailed how the Government led policy 

change could curb the affliction that high rate travel has on the 

environment. Vellecco, 2010; Stanford, 2014; Larsen, 2013; Gössling, 

Hall, Peeters and Scott, 2010 and Hall, 2013 have all argued for policy 

change to ensure that the targets of CO2 reduction are met and the 

effects of tourism movement is limited.  

 

Kroesen (2013) argues for more Government intervention to spark 

behaviour change. “For example, instead of (or in addition to) taxing air 

travel, Governments could become much more active in directly affecting 

the chain of production by providing incentives to develop more 

sustainable aircraft technologies. In addition, the double stance toward 

consumption could be countered by developing codes of “appropriate” 

flying behaviour for civil servants. By showing leadership on this issue the 

currently ambiguous line between “good” and “bad” (too much) 

consumption would become clear. The codes may be (voluntarily) 

adopted by businesses and eventually seep through to people’s private 

lives.” (Kroesen, 2013 :287). 

 

3.4.3 Industry Change 

 

Higham (2013) discusses the role of the airline industry in normalising 

high mobility lifestyles through methods such as reward cards and 

lounges for frequent travellers. “The institutionalisation of mobility through, 

for example, airline frequent flyer programmes that reward high levels of 

aeromobility (Gössling & Nilsson, 2010) with access to privilege and 

luxury (e.g. gold card lounges) clearly serve industry interests in tourism 

as a marker of exclusivity and identity. Their study links personal 

mobilities to future visions of the individual, or “possible selves”. This 

approach reveals that individuals have various images of the person they 

could become (either positive or negative) and make travel decisions that 

are aligned to seeking (desired) or avoiding (undesired) certain “possible 

selves”. (Higham, 2013, p.959) 

 

The changing societal view that international air travel is now 

commonplace and ordinary, is an occurrence that can be primarily placed 

on the airline and tourism industries. This viewpoint may be what is best 

for prosperous business but the consequences to the environment and 
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planet are evident. Vellecco (2010) states “The interest declared by 

entrepreneurs for environmental issues is, nevertheless, still not strong 

enough to inspire proactive-type attitudes or the widespread adoption of 

behaviours and devices for safeguarding the environment.” (Vellecco, 

2010, p.2218) 



 

  

4. Conceptual Framework 
 

Table – Factors influencing a tendency for high mobility travel 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A review of the literature related to tourist behaviour change in high 

mobility tourists revealed that the overwhelming majority of researchers 

found that consumption patterns of high mobility tourists would not 

change with an increase of knowledge, education or social marketing of 

the environmental issues caused by their lifestyle decisions. A propensity 

for behaviour change would only occur in a significant way in the form of 

policy change or implementations of new regulations.  

 

There are factors. Internal factors, those are the factors that influence 

behaviour from the perspective of the actor. A person’s perspective is 

influenced by a variety of influences but those which influence high 

mobility travel are shown in the middle column. 

 

Income 

High mobility 

Personal 

Gain 
 

Wealth 

Distance
  

Education 

Social Status 
Network 
Capital 

Voluntary 
Change 

Government 
Regulation

 

Costs 

Identity 

Internal Influencers 

External Influencers 
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The external factors are those which seek to alter a person’s behaviour 

influences. They directly target those aspects of the actor’s decision 

making process that leads to a high mobility lifestyle. For instance, wealth 

is a factor that allows for the ability to travel by air to far destinations. This 

is of course not environmentally sustainable. Thus costs, which is 

controlled externally, can be raised to discourage such rapid use of 

aviation to travel. 

 

Internal factors are a term used to explain the motivators that lead to high 

mobility. Internal factors are those which a person comes to themselves 

through their own rationale and satisfying their own needs. 

 

External factors or external influencers are those which seek to limit a 

person’s tendency for high rate travel. External influences are called such 

because they are factors that come from outside sources to the person 

being influenced. They are needed because the literature has found that 

once left to their own devices, a person will not change unless influenced.  

 

4.1 Who is a high mobility tourist? 

 

A high mobility tourist is one who travels internationally multiple times a 

year. High mobility stems from a person’s income, as they have the 

means to travel the most and the furthest distances. A person’s income is 

most often determined by their education or social status.  

 

Gössling and Upham (2009) reveal that 23% of surveyed travellers had 

travelled between 3 and 5 return flights. This thesis targets those top 25% 

of the travelling population. 

 

A persons standing in society results in wanted to be perceived in a 

better light. They want to acquire the social currency attained by a high 

mobility life style. This had previously been limited to the upper echelons 

of society, but the developments in aircraft technology and proliferation 

low cost airlines have made the high mobility lifestyle more attainable for 

a larger swathe of the populace. Highly mobile tourists are can vary from 

those who take several short trips per year or fewer trips that are of a 

greater distance. 

 

 



 

  

4.2 Internal Influences to Behaviour 

 

Behaviour is influenced by many different factors, including, but not 

limited to, costs and benefits and personal identity. Behavioural 

economics dictates that a person will do for themselves what they 

perceive to gain the most from (Hall, 2013).  High mobility travel is so 

glamorized; many are inclined to desire to travel as frequently as possible.  

 

4.2.1 Wealth and Social Status 

 

Gössling and Upham (2009) states that the highest mobile tourists are 

those who are the most educated and have the highest wealth. The 

demographics of the highly mobile tourist is one who makes an above 

average salary, usually middle age and male. Younger tourists are 

increasingly exhibiting increasingly high mobility travelling patterns. This 

is due to the proliferation of low cost airlines and a change in attitude 

towards hypermobility.   

 

4.2.2 Distance 

  

Hypermobile travellers regard distance as an essential element of travel. 

Larsen and Guiver (2013) discovered that “distance was also identified as 

being an attraction for tourists, especially for holidays that are perceived 

as free of temporal and financial constraints, where long distance travel is 

embraced as a positive and desired holiday element.” (Larsen and 

Guiver, 2013: 979) 

 

The approach towards distance is a modern development.  “Clearly, over 

the last 20 years, there has thus been a transition from aviation being a 

luxury form of mobility for the wealthy few to being a self-evident and 

often cheap means of mass transportation for large parts of society in 

industrialized countries, including both leisure and business travellers. It 

seems equally clear that these changes in the availability and affordability 

of air travel have also fundamentally changed perceptions of distance, 

place and space” (Gössling and Upham, 2009, p.132-3) 

 

4.2.3 Identity 

 

Ram et.al, (2013); Hibbert et.al, (2013); Barr (2010) and Higham (2013) 

all argue that one’s identity is a main contributor to tourism behaviour. 

Higham (2013) reveals that “Very few study participants reported that 
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their environmental values, which are consistently performed in domestic 

life, are considered or meaningfully applied in holiday decision-making.” 

(Higham, 2013, p.959). 

 

Similarly, Ram (2013) finds that; “it may be reasoned that the motivations 

of novelty, escaping and enhancing relationships drive the choice of 

destinations farther from home within constraints posed by travel costs, 

time and, to some extent, the relationship element. Interestingly, Pearce 

and Lee (2005) found that more experienced travellers tend to seek 

social relations with locals in different cultures” (Ram, 2013, p.1022) This 

supports the previously established notion that distance is a desired and 

sought after component of tourism.  

 

Traditionally the highly mobile were high income individuals, however 

young people are increasingly becoming part of this demographic. They 

are also very influenced societal aspects that glorify the high mobility 

lifestyle that is perceived to have high social value. (Gössling and 

Upham, 2009; Cohen and Gössling, 2015) 

 

Ram et. al (2013) identifies that young people travel for the same reasons 

as the old. “The three-gear model does not suggest that the motivations 

for novelty and change increase over time. Instead, the motivations are 

the driver for gradual increases in travelled distance over time because 

the reference point changes with experience. This outcome was also 

supported by Pearce and Lee’s (2005) study, which demonstrated that, 

on average, older people have more experience in travel than younger 

people, although both groups share the same motivations for novelty and 

change.” (Ram et.al, 2013, p.1026)  

 

4.2.4 Costs and benefits 

 

Becken (2007) and Hall (2013) argue that a tourism consumer will 

purchase goods and services that they perceive to be the best value for 

their money regardless of the known environmental damage they are 

causing.  

 

4.2.5 Education 

 

Awareness of the impact of high mobility travel is substantial. McKercher 

(2010) stating that “90% of respondents from 30 countries agreeing it is a 

serious problem” (McKercher, 2010, p.299) 



 

  

 

Higham (2013) states that: “Voluntary behavioural change, in the 

absence of strong Government intervention, in the context of sustainable 

air travel practices is unlikely” (Higham et.al, 2013: 959) 

 

The vast majority of travel is done by a small group of very mobile 

travellers.  Behaviour change for the hyper mobile traveller difficult to 

achieve as the traditional methods of mitigation such as an additional tax 

on travel would not be effective because mobility is considered an 

integral part of modern society. “We find that for certain identified groups 

in society, flying now forms an integral part of celebrating a birthday, 

anniversary or retirement, taking a city break, relaxing and getting away 

from it all, visiting friends and family, or pursuing a special interest such 

as golfing or climbing.” (Gössling and Upham, 2009, p.245) 

 

A hypermobile traveller is defined as “‘the maximization of physical 

movement’ [...] The vast growth in temporary mobility by a relatively small 

number of individuals” (Gössling and Upham, 2009, p.132). The 

hypermobile traveller is typically characterized as a traveller who is well 

educated and relatively wealthy.  

 

The higher income level leads to a perceived higher social status and a 

demand for luxury, a higher number trips both short and long haul and a 

disregard for the knowledge of their actions in favour of self service.  

 

4.2.6 Personal Gain and Happiness 

 

High mobility travellers have an aversion for discomfort “One indicator 

which was found to be associated with an aversion for general 

environment-friendly behaviour, and which has also been studied in a 

tourism context, is the unwillingness to put up with discomfort.” (Dolnicar, 

2008, p.206) 

 

Hibbert (2013) explores the role of self-identity when it comes to travel. 

Stating: “Undertaking certain forms of travel allowed them to avoid or 

approach their future self they had imagined... We feel that possible 

selves impact travel behaviour. There is scope for future research on how 

industry and policy-makers could creatively utilise this concept to 

instigate desired behaviour changes.” (Hibbert, et. al, 2013, p.1012) 
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Higham (2013) also explores identity and happiness by analysing a study 

conducted by Ram et, al (2013) stating: “This paper provides an in-depth 

exploration of the psychological causes for the development of 

unsustainable tourist mobility behaviour in a discussion that centres on 

the notion of happiness, which is implicated in key variables outlined in 

the model that include number of trips, the consumption of new and novel 

places, speed, time and distance. In doing so, Ram, Nawijn and Peeters 

illustrate that happiness, which is central to all elements of tourist 

experiences, serves as a fundamental barrier to behavioural change. 

Their paper outlines changes to transport infrastructure policies that may 

address the “speed–distance–demand loop” which, driven by the pursuit 

of happiness, lie at the heart of unsustainable tourist mobility. Their 

theoretical contributions open various avenues of empirical study. 

(Higham, 2013, p.959-60)   

 

4.2.7 Network Capital and Self Service 

 

The most mobile tourists are those with the most education and wealth. 

(Mair, 2011, Juvan and Dolnicar, 2014; Dolnicar, 2008). These are the 

tourists who understand the impact that their mobility has on the 

environment. This is also the group that is the least susceptible to an 

increase in prices for air travel. Becken (2007) on price elasticity stated: 

“A recent meta-analysis of air travel price elasticity studies showed that 

long distance travel is less price elastic (i.e. sensitive) than short distance 

travel, possibly because the choices and possibilities for substitution are 

fewer” (Becken, 2007: 352) 

 

“Travellers generally have a “strong awareness of and reasonable 

knowledge about both local and global environmental issues but is 

generally unwilling to make voluntary changes. Resistance to change in 

tourist behaviour must be placed within a larger context of an overall 

thicket of unsustainability that most of the developed world finds itself in 

and overall resistance to making needed changes” (McKercher, 2010, 

p.313) 

 

Those who were aware of consequences of their travel usage argued 

“innovative ways needed to be found to make flying environmentally 

acceptable, such as better and more trusted offsetting schemes, 

meaningful taxes and the effective use of technology.” (Barr, 2010, p. 

480) 

 



 

  

Mobility growth has always been viewed as an indicator of progress and 

economic growth. However, during the past 15 years, concerns have 

been raised that air travel has increasingly significant environmental 

consequences. (Gössling and Peeters, 2007, p.403) 

4.3 External Influencers to behaviour 

 

External influencers to behaviour are those factors that seek to influence 
a high mobility traveller to reduce their levels of travel. They are referred 
to as external influencers as they come from sources that are external to 
the person being targeted, i.e. from Government or companies.  
 

4.3.1 Government Regulation 

 

Several researchers have pointed out that social marketing does not 

have the desired outcome of altering behaviour in high mobility tourists. 

This is because social marketing aims to raise awareness of the issues 

caused by tourism to the environment. Studies by Hall (2013); Barr 

(2010); Hibbert (2013) and Becken (2007) have shown that a knowledge 

of the issues caused by aviation will not cause a dip in demand of long 

distance and high frequency travel. This is because tourists see a 

vacation away from daily life and away from responsibility. This has also 

been found to be the case when an otherwise environmentally conscious 

person goes on holiday. They will also exhibit unsustainable 

transportation practices and high resource use while travelling. A 

vacation is a time for relaxing and not allowing the restraints of day to day 

minutiae get in the way of time off. 

 

4.3.2 Taxes and regulatory changes 

 

A method of behaviour change that has been discussed in the research is 

that of a tax to raise prices of aviation. This has been suggested as one 

of the most effective methods of lowering demand and solving the issue 

of high mobility. (Vellecco, 2010; McKercher, 2010). However, Gössling 

(2002) states the biggest issue with this is how difficult it would be to 

implement. The burden of change should firstly drop on the shoulders of 

those who are the most responsible, the consumers. Methods to induce 

voluntary change have not been effective (Hall, 2013; McKercher, 2010), 

the next step would be for the industry to make changes. However, due 

to the neo-liberal society we live in, asking a corporation to change their 

business practices, resulting in lower profits would be a difficult ask. 

(Kroesen, 2013)  
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It would be within the domain of the Government to implement such 

policy. They have the most power but are also very reluctant to 

implement policy that would limit the movement of their citizens. It would 

be doubtful for citizens to vote for limiting their own movement in the 

current societal condition. Any Government that attempted to implement 

restrictions on movement would be met with a considerable backlash. 

Hall, Scott and Gössling (2013) reveal “No country has a comprehensive 

strategy to achieve measurable and monitorable emission reductions in 

tourism” (Hall, Scott and Gössling, 2013, p.117) 

 

4.3.3 Social Marketing and Nudging  

 

In order for social marketing to be effective, it would require a gradual 

societal change over time, gradually nudging citizens towards more 

sustainable decision making (Hall, 2013). It would be ineffective to 

attempt to force limited movement. Hall (2013) and Higham (2013) argue 

that a combination of Government regulation and social marketing are 

required to achieve some behaviour change, although this would be 

achieved slowly over time.  

 

Becken (2007) exposes that participants in their study were exhibiting 

views that place sustainable lifestyles in a positive light. “While tourists 

stated that air travel has become an integral part of their lives, they also 

knew that this privilege conflicts with the socially desirable behaviour of 

being a sustainable citizen. When tourists reported their active 

involvement in local pro-environmental behaviour, it became clear that 

the paradigm of sustainability has gained traction among the general 

public.” (Becken, 2007, p.364). Although some awareness exists within 

the participants of the study, that knowledge alone did not prevent high 

mobility travel.   

 

No strong moral conviction to change behaviour. High mobility is a deeply 

ingrained aspect of aspirational life. In order to be seen as upwardly 

socially mobile, one must engage is high frequency travel. Phrases such 

as high-flying and jet setting are common, literally describing the high 

velocity travel that has captured a generation.  

 

A high rate of travel is less than preferable because of the environmental 

impact. People have a penchant for high rate travel. Informing people that 



 

  

travelling a great deal is bad doesn’t stop people from travelling very 

much.  



 

 32 

5. Methodology 

5.1 Qualitative research 

 

In order to understand the motivations of tourists, this thesis will use 

qualitative research methods. The primary data will be collected via in- 

depth interviews. These interviews will be asking questions about tourists 

current understanding of the contributions of travel to the environment, 

factors that would influence a voluntary reduction to the propensity to 

travel, reactions to forced limitations to travel such as quotas, demand 

responses to an increase in price of air-travel and if a drastic change in 

price affect the appetite for consumption. 

 

Qualitative research is defined by Veal (2006) as: “Research methods 

and techniques which use, and give rise to, qualitative rather than 

quantitative information. In general, the qualitative approach tends to 

collect a great deal of ‘rich’ information about relatively few cases rather 

than the more limited information about each of a large number of cases 

which is typical of quantitative research.” (Veal, 2006, p.193) 

5.2 Primary Research 

 

In-depth interviews will be used to gain a deeper understanding of the 

research objectives of the study.  “In-depth interviewing is the most 

commonly used data collection approach in qualitative research.” 

(Darlington and Scott, 2002, p.48).  

 

The interviews would be conducted over Skype with face-to-face 

interviews taking place whenever possible. Subjects would be contacted 

prior to the interview by email, explaining the purpose of the study and an 

outline of the questions that will be asked. The subjects would also be 

informed that the interview will be recorded. 

 

In-depth interviews provide data for me analyse an 

interpret.  “Interpretivism does not suggest a separation but rather an 

interactive and co-operative relationship between the investigator and the 

object of investigation. The focus is not on the quantity of information 

gathered but rather on its quality and richness. All aspects of observation 

are considered to be worthwhile: the interpretive inquirer watches, listens, 

feels, asks, records and examines. In-depth interview, participant 



 

  

observation or document analysis are favoured tools in this approach.” 

(Phillimore and Goodson, 2004, p.157) 

 

A strength of interviews is that the experiences of the subjects can be 

explored directly. “Thus they are an excellent means of finding out how 

people think or feel in relation to a given topic. They also enable us to talk 

with people about events that happened in the past and those that are yet 

to happen.” (Darlington and Scott, 2002, p.50) 

5.2.1 Interview Method 

 

The phone meeting will be conducted asking semi structured interview 

questions. This interview method is used because I am going to 

investigate the reasons why high mobility travel is so prevalent and 

difficult to curtail. I will engage in dialogue with highly mobile travellers to 

tell me about their experiences using predetermined topics that I wish to 

cover that have been determined by my conceptual framework.  This is 

the method used in studies with a similar aim to mine such as 

Bensemann (2008) who stated that this method would be advantageous 

because, in doing so they were able to explore “topics that might not 

have been thought about when designing the research project, but which 

the copreneurs themselves identified as being significant.” (Hall, 2010, p. 

161) 

 

The interviews will be conducted over the Skype. Benefit of Skype 

interviews, as stated by Sullivan (2013) is that: “In comparison to face-to-

face interactions, Internet interactions allow individuals to better express 

aspects of their true selves— aspects of themselves that they wanted to 

express but felt unable to. The relative anonymity of online interactions 

and the lack of a shared social network online may allow for individuals to 

reveal potentially negative aspects of the self-online.” (p. 56) 

 

5.2.2 Sample  

 

10 participants were interviewed. The interviews ranged from 10 to 15 

minutes and were conducted over Skype. The participants were sampled 

using a snowball sample. The sample consisted of 7 men and 3 women 

who had travelled more than 3 international return trips were included. 

The education levels and ages ranged also. As a result of the snowball 

sampling technique, all the interviewees were from the United Kingdom.  
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The ages ranged from 20 on the low end to 35 years at the high end. This 

allowed us to get a spread of the young, who have been shown in other 

studies to have relationships with high mobility and the working aged 

person who is travelling for business related reasons.  

 

A small sample size such as this was used due to there not being as 

many people who had travelled as much as the study required. Those 

who did fit the criteria were often those people living fast paced business 

lifestyles and when approached stated that they did not have the time to 

spare for an interview.  

 

5.2.3 Sample Population 

 

The sample population will consist of those persons who self-identify as 

being a high mobile traveller. This is a person who has travelled a 

minimum of 3 return international trips within the last 12 months. 

 

5.2.4 Sampling Method 

 

This study will use snowball sampling.  Snowball sampling is described 

by Hall, (2010) as: “A snowballing technique, here meaning ‘allowing pre-

existing networks of friendship, kinship and community to guide choice [of 

informants]” (Hall, 2010, p.192) 

 

Snowball sampling is described by Hall (2010) as a good way of locating 

hard to reach populations. “Indeed, past studies using the snowball 

sampling techniques have mainly been conducted to locate ‘deviant 

populations’. As Watters and Biernacki (1989: 1) observe, the snowball 

sampling technique has been used to ‘help researchers study health or 

social problems that exist among populations that are difficult to reach 

because of their attributed social stigma, legal status and consequent 

lack of visibility’.” (Hall, 2010, p.115) 

5.3 Data Analysis 

 

Since the interview are being conducted over Skype, both the interviewer 

and interviewee can easily be recorded using a Skype to mp3 recording 

software. This is an advantage that Skype interviews has over traditional 

phone interviews. 

 



 

  

After the interview are conducted and recorded, after which the interview 

will be transcribed and analysed. Darlington and Scott say that: “For most 

qualitative research, transcription at a general level of detail would 

include, at a minimum, identification of long pauses (with the number of 

seconds or minutes typed in) and bracketed indications of obvious 

emotional content such as laughing, crying or sighing.” (Darlington and 

Scott, 2002, p.143) 

 

Transcribing the interviews will be conducted by listening and writing 

down what is being said. The transcriptions will then be read over and 

grouped based on various demographic data.  

 

The analysis of the data would be done with qualitative data analysis 

software which allows the data to be sorted based on its themes and 

various arguments made by the participants. This will be done by creating 

codes which will be applied to the relevant part of the transcript. “In 

qualitative research, coding is an integral part of the analysis, involving 

sifting through the data, making sense of it and categorising it in various 

ways.” (Darlington and Scott, 2002, p.145) 

 

In order to gain analysis from the transcribed interviews, the hermeneutic 

philosophy will be employed to develop meaning from the dialogue.   

The qualitative data analysis will be used to search the documents and 

group them based on various themes based on the narratives given 

during the interview. Interpretations of those answers can then be made 

to gain an understanding of the true motivations of that person. 

 

5.4 Hermeneutic Cycle 

 

Once the interviews have been transcribed, the time for analysing them 

would begin. Textual analysis will be conducted using the hermeneutic 

philosophy. The hermeneutic philosophy is a method of interpreting 

qualitative data that interprets in a cycle, where text is read and analysed 

to derive meaning. 

 

Arnold and Fisher (1994) state that hermeneutics is an ontological 

standing that emphasizes that all understanding is linguistic. (p. 55) 

 

The hermeneutic process allows text to be analysed and significance 

resulting from it. “Through language, experience is filtered, encoded, and 
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communicated in dialogue. It bridges past and present, interpreter and 

text; it conveys and propels tradition” (Arnold and Fisher, 1994, p.58) 

 

Veal (2006) described the hermeneutic technique as involving “detailed 

analysis of the contents of a certain body of literature or other 

documentary source as texts. The text becomes a focus of research in its 

own right rather than being merely a report of research. The texts might 

be, for example, novels, politicians’ speeches or the contents of 

advertising.” (Veal, p.130) 

 

Thompson (1997) states: “As well, there are interactive movements 

between the intratextual and intertextual interpretive cycles. For example, 

a researcher may gain an important insight from an interview text 

interpreted later in the process and then reconsider previously interpreted 

texts in light of this newly developed understanding” (Thompson, 1997, 

p.441) 

 

The hermeneutic process revolves in a cycle. The hermeneutic cycle is 

defined by Arnold and Fisher (1994) by declaring: “The objective of 

hermeneutic circling is to achieve an understanding free of contradictions. 

This is an important goal to achieve because contradictions are often 

overlooked as being minor errors or aberrations. The interpreter must 

persist until, eventually, an account is derived in which all passages in the 

text are woven into a coherent interpretation. At this point, it is often 

found that certain portions of the text, originally thought to be understood, 

have changed their meaning” (Arnold and Fisher, 1994, p.63) 

 

The hermeneutic process is best fitting my study as I aim to gather in-

depth data from highly mobile interviewees, then collate, code and 

analyse the meanings from that text. The hermeneutic process has been 

used in other fields where subjective testimony is to be analysed and 

interpreted.   

 

However, one limitation to the hermeneutic cycle is the subjectivity of the 

answers. As stated by Hall (2010): “The hermeneutic caveat, however, is 

that the voice of the given subject will often express a nexus of personal 

meanings that are formed in a complex field of social and historical 

relationships. As such, a subject’s self-perceptions can exhibit a 

considerable degree of situational variability depending on which 

personal meanings are salient in a given context” (Hall, 2010 p.162) 

 



 

  

5.5 Critical Methodology Evaluation 

 

One limitation of researching the highly mobile members of society is the 

gaining access to meet with them. Hall (2011) identifies that “The 

problems associated with researching elites may include ‘locating and 

funding travel to interview a hyper-mobile social group, gaining entrée 

into elite settings, modifying dress and appearance, and mastering 

specialized forms of knowledge in order to successfully complete 

interviews” (Hall, 2011, p.65)  

 

A restraint of snowball sampling is the homogenous sample that is 

generated. Phillimore and Goodson state the following about snowball 

sampling. “However, snowball sampling can mean that your sample is 

homogeneous and reflects only the experiences of like-minded solo 

travellers who happen to know one another.” (p.223) 

 

Since the snowball sampling methods relies on the contacts of those 

initially targeted, the sample size is reflective of that participants social 

group and geographical location. In this case, since the initial point of 

contact was in the United Kingdom, all other participants in the study 

were also from the UK and self-identify as British.  

 

The narrowness and sameness of the sample population might mean that 

the population used for this study might not be representative of the 

entire high mobility global population. The participants of this study may 

fall into one particular demographic who value a certain aspect of 

travelling more so than another demographic who could have entirely 

different values and decision-making processes.   

 

Another constraint of interviews is that the participants are sometimes 

prone to produce unlikely stories or tell fibs in order to present a more 

favourable view of themselves. As sustainable behaviour is seen to be a 

positive trait to possess, participants can tell untruths about their 

behaviour in order to make themselves feel or be perceived as better 

than they are.  

 

Veal (2006) states that a limitation of telephone interviews, which are the 

chosen method for this thesis, is that it is difficult to show participants 

certain materials that may be pertinent for them to see and react to for 

the confines of the study. Veal states “A limitation of the telephone 

interview is that respondents cannot be shown such things as lists. This 
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is particularly relevant to leisure and tourism surveys. In leisure 

participation survey’s respondents are frequently shown lists of activities 

and asked if they have participated in them.” (Veal, 2006, p.240). 

 

One major limitation of using interviews as the primary source of 

gathering data is that the biases of the researcher can influence the 

answers given by the participant. Jordan and Gibson (2004) have 

specified that a limitation of semi structured interviews is that “The 

researcher may consciously or unconsciously steer the interviewee 

towards expressing views that agree with the research themes sought. 

(Phillimore and Goodson, 2004, p.222) 

 

There are also limitations on the part of the researcher when it comes to 

asking follow up questions as the breadth of questions that can be asked 

is based on the knowledge of the researcher. If any gap exists within the 

researcher’s knowledge, topics within a field that may be pertinent in the 

study may be missed out.  

5.5 Ethical Considerations 

 

Veal (2006) identifies the general principles of research ethics as: 

a. “That no harm should befall the research subjects; 

b. that subjects should take part freely; and 

c. that subjects should take part on the basis of informed consent.” 

(Veal, 1997, p.71) 

 

Subjects will be informed that the audio interview will be recorded and will 

be asked for their permission and consent before the interview is 

scheduled. The subjects will first be informed about the aims of the 

project and the method by email. The subjects would be further informed 

that the interview would be recorded before the interview starts.  

Subjects would also be informed that their identity will be anonymous. 

Veal (2006) argues that anonymity allows subjects to be more 

comfortable and forthcoming with their opinions. 

“Informants and local researchers should be asked whether they prefer 

anonymity or recognition, and the project should be implemented and its 

results should be presented in keeping with these individuals’ preference. 

Prior to participation, informants and local collaborators have a basic right 



 

  

to know the purpose of the project and the end uses of the information.” 

(Hall, 2011, p.254) 

Subjects will be encouraged to speak freely and openly about their 

experiences but can back out of they wish. Any information that the 

subject feels they do not want to be included in the data will be deleted. 
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6. Data 
 

This chapter of the thesis will present the data gathered from the 

interviews conducted on high mobility tourists. The data will be presented 

and sorted based on various metrics, such as sorting by the various age 

groups, the gender split, education variance and more.  

 

Table 1 

Interviewee Gender Age Occupation Education  Trips Reason 

1 Male 23 Customer 

Service 

Undergraduate 3 Holiday 

2 Male 20 Student Undergraduate 9 Holiday 

3 Male 22 Student Undergraduate 3 Business/ 

Holiday 

4 Female 20 Caretaker Undergraduate 5 Holiday 

5 Male 26 Developer Undergraduate 8 Holiday 

6 Male 21 Social Media High School 5 Holiday 

7 Female 28 Import/ Export Undergraduate 11 Business 

8 Male 35 Life coach Undergraduate 8 Business 

9 Female 20 Student High Scool 3 Holiday 

10 Male 28 English 

Teacher 

Masters 3 Business/ 

Holiday 

Source: Interview 

 

Table 2 

 

Interviewee Pro Environmental Attitude 

1 Positive 

2 Positive 

3 Positive  

4 Negative 

5 Positive 

6 Negative 

7 Negative 

8 Positive 

9 Positive 

10 Positive 



 

  

Table 2 consists of the attitudes the participants have towards pro-

environmental behaviour.   

 

Table 3 

 

Table 3 highlights the response to the questions asked if distance has a 

part to place when one is choosing their destinations. The conceptual 

framework says that distance is a novelty that one seeks out.  

 

Table 4 

 

Table 4 shows the responses the two questions of whether if someone 

has been exposed to social marketing.  

Interviewee Influence of Long Distances 

1 None 

2 None 

3 None 

4 None 

5 None 

6 None 

7 None 

8 None 

9 None 

10 None 

Interviewee Exposure to sustainable social marketing 

1 None 

2 None 

3 None 

4 None 

5 None 

6 Yes 

7 None 

8 Yes 

9 None 

10 None 
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Table 5 
Interviewee Response to Government Change 

1 Positive 

2 Negative 

3 Negative 

4 Negative 

5 Negative 

6 Negative 

7 Negative  

8 Positive 

9 Negative 

10 Positive 

 

Table 5 presents the responses to the questions of how receptive the 

interviewee would be to proposed legislation from the Government about 

how much a person could travel per year.  

 

Table 6 
Interviewee Response to Changes in Price 

1 Positive 

2 Positive 

3 Negative 

4 Negative 

5 Positive 

6 Negative 

7 Postive 

8 Positive 

9 Positive 

10 Positive 

 

Table 6 presents the responses to the questions of how receptive the 

interviewee would be to proposed price changes to airline tickets, making 

them more expensive.  



 

  

7. Analysis 

7.1 Anthropogenic climate change awareness.  

 

Awareness of anthropogenic climate change goes a long way in placing a 

person’s position and susceptibility to changing their behaviour.  100% of 

the respondents confirmed and acknowledge that climate change is man-

made occurrence caused by current lifestyles. 

 

Interviewee 1 (24) stated that their awareness stemmed primarily from 

news coverage this was also a view shared by Interviewee 6 (22) and 

Interviewee 8 (35) 

 

“I know quite a bit about climate change. Ice caps are melting in the 

north pole, sea levels are rising and the way our lifestyles are the 

moment, we are not really doing anything to slow that down. The ice 

caps are melting at an alarming rate.” (Interviewee 8) 

 

Interviewee 6 stating:  

 

“You come across [climate change] videos on the internet, you learn 

about it in school and college, just generally hearing it from 

people.” (Interviewee 6) 

 

Overall, the sample had a cursory awareness of climate change with only 

a couple of interviewees having more than a surface level understanding 

of anthropogenic climate change.  Some interviewees acknowledged that 

anthropogenic climate change was an important phenomenon but did 

were not educated at all with the facts that cause it.  

 

Interviewee 7 (F, 28) and Interviewee 9 (F, 20) stated they had they least 

awareness of manmade climate change.  

 

A higher awareness of the damage caused by anthropogenic climate 

change would naturally cause a predisposition toward a pro-

environmental lifestyle, which seeks to limit a person’s personal 

contribution to the degradation of the environment.  

7.2 Pro-environmental Lifestyles 
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Some researchers have argued that that tourists who are the most 

sustainable are have a certain outlook on life that encourages sustainable 

choices. Sustainable lifestyles would dictate that one would have an 

aversion to long distance and frequent travel.  Cheng and Wu (2015) 

make the observation that a relationship exists between environmental 

knowledge and stronger environmental sensitivity. A stronger alignment 

with sustainable values would therefore be expected to result in a higher 

aversion to environmentally damaging long distance travel.  

 

The responses showed that examinees who displayed an inclination 

toward sustainable lifestyles, i.e. they self-identified as being someone 

who keeps sustainability in mind when making general life decisions, did 

not necessarily keep those beliefs when it came to travel.  

 

Interviewee 8 (35), who strongly emphasized that he is a sustainably 

conscious person stated that: 

“Yes, I do. I have electricity monitors at my house, gas monitor. I 

always monitor how much electricity I am using and how much I 

need. I try to keep the lights off as much as I can and limit any use 

of appliances when I am not using them. And yeah, recycling. I do 

cycle sometimes to work instead of taking the car. So I do think I live 

a very sustainable and environmentally friendly lifestyle.” 

(Interviewee 8, M, 35).  

In this instance, pro-environmental sentiment did directly translate to 

making more sustainable choices. Interviewee 8 (M, 35) displayed the 

highest engagement with sustainable matters, further stated that he is: 

“…Slowly taking daily steps to jump into the other camp of being in 

the solution. Trying to come up with ways to more intelligently travel 

around the world without flying or taking modes of transport that 

generate as much co2 emissions” (Interviewee 8, M, 35)  

This shows that an increase in promoting sustainable lifestyles can be 

an effective method of behaviour change.   

Some respondents reacted in a less outwardly positive light towards 

sustainable behaviour. Both Interviewee 1 (24) and Interviewee 10 (28) 

indicated that sustainable behaviour is only something they would 

participate with if it was easy to do so.  



 

  

 

Some have even pointed out that a significant difference in price, i.e. one 

where the sustainable product is significantly more expensive than the 

normally produced alternative, would result in the sustainably marketed 

product to be disregarded. However, a minimal difference in price would 

result in the sustainable product being chosen.  

 

Interviewee 10 (28) states: 

 

“Yes, I do. Yes, I do. To be honest, it’s not something that I used to 

really pay attention to but my wife is very big on recycling and 

making sure we are not throwing things away like plastic and 

cardboard and these kinds of things. And obviously things like the 

Government making things like recycling easier, by giving people 

recycling bins, that sense of responsibility is a bit more serious and 

easier to do.” (Interviewee 10)  

 

Interviewee 1 (24) similarly states: 

 

“I try to favour products that are better for the environment but they 

tend to be a little more expensive. If they are around the same price, 

I’d normally go for the sustainable one. I know Apple for instance 

really go on about how much they are focusing on sustainability 

when they are making their products. I remember that, so maybe 

that has had a little bit of an impact when I’m buying something.” 

(Interviewee 1)  

 

Interviewee 2 likewise had this to say: 

 

“If it is what I am looking for, and it already has it, for example, say 

I'm looking for a product and there is [sic] two options, obviously I 

would go for the cheaper one, but if they are the same price or 

similar, I don't mind. I would get one that is more sustainable.” 

(Interviewee 2, M, 20)   

  

This demonstrates that they stand as someone who has a passing 

awareness of sustainability when it is presented in marketing and 

describe themselves as someone who wants to promote sustainable 

lifestyles. However, when it comes the question of whether this belief has 

an impact on their travelling decisions, Interviewee 1 stated: 
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“Well it shouldn’t really be up to me to stop it. I get that climate 

change is an issue and I don’t deny that, but I’m, not going to stop 

travelling because of that. Truthfully, I think there are others who 

have the responsibility to change this. Think of the farms, the cars, 

industrial pollution. Are the Chinese going to stop their people 

travelling to? It’s not going to work unless everyone does it.” 

(Interviewee 1)  

 

This illustrates that they have an aversion to change when it comes from 

within. This is the general belief of all those who were interviewed. 

Respondents with the lowest awareness of climate change were the ones 

who held little to no regard for sustainable lifestyles or susceptibility to 

change. When asked about climate change awareness, Interviewee 7 (F, 

28) responded: 

 

“I can't say I know anything about it.” (Interviewee 7, F, 28)   

 

Unsurprisingly, Interviewee 7 also had the lowest inclination toward a pro-

environmental lifestyle.  Absorbing and restructuring one’s frame of belief 

is required if the considerable societal change needed to lower the 

environmental impact of frequent air travel is to occur.  

7.3 Exposure and Response to social marketing 

 

Social marketing or nudging is one means to which behaviour change, 

from unsustainable to sustainable is reached. This is a method that is 

highlighted by Hall (2013) and Higham (2014). 

 

The researchers postulate social marketing works, like conventional 

marketing, i.e. a message is presented to the public in a convincing way 

in order to make them buy into something. 

 

Another form of social marketing is nudging, which is a form of social 

marketing. This is where the public is gradually nudged into a direction, 

changing the collective mind-set over time. This has been successfully 

done in the case of stigmatising cigarette smoking. Cigarettes used to be 

much more prevalent in the past, but revelations about the health risk, 

combined with stricter control led to a reduction in consumption over time.  

 

The trouble with social marketing has been that is has not reached its 

intended audience. 80% of the subjects interviewed revealed that they 



 

  

had never been exposed to any kind of material or heard of any scheme 

designed to attempt to curb their travelling consumption.  

 

Interviewee 3 (22) responded by stating that they had not been exposed 

to any social marketing whatsoever to try to encourage them to travel 

less. 

 

“I've never come across anything like that [social marketing] and if I 

did, it wouldn’t affect me in terms of travelling less, because I'll only 

travel when I need to travel. I don't think anyone travels for the sake 

of nothing but just for the sake of travelling. Everyone travels with a 

certain purpose for them to see somewhere, meet someone, go on 

holiday, business, etc. So every bit of travel is done with a certain 

purpose so I don't believe you can cut back on travel, I don't 

understand how that could work” (Interviewee 3) 

 

This goes against the notion that social marketing is out there. People are 

not realty being exposed to it.  It should be more visible at airports, online 

on ticket booking websites, hotel websites.   

 

Several other respondents stated that they were not aware that their 

travelling levels were too high or that they should be reducing them. 

Interviewee 2 (M, 20) stated when asked if he has ever felt they should 

be travelling less responded: 

“No, I have not. No one has ever said that I should be travelling less 

or more. I normally travel when I have holidays. The only reason I 

was travelling that much the previous year is because I had a year off 

with nothing to do. (Interviewee 2, M 20) 

Exposure of the message that travel levels should be reduced is low 

and those who have come across the message have been found to 

sought out the message themselves. Interviewee 6 (M, 22) stated that 

their knowledge of the need to reduce air travel specifically came from 

internet videos.  

Social marketing has been shown to have some impact once exposed to 

the target market, however, it has been found that very few people are 

even exposed to it. 
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The effectiveness of social marketing cannot be accurately measured 

since the people who are the most in need to hearing the message are 

not privy to its existence.  

 

Furthermore, it is questioned whether social marketing alone could work 

in hindering travel. When asked, Interviewee 10 (M,28) revealed that, if 

presented in a convincing and clear manner, knowledge of the damage 

caused by air travel, they would work to reduce their consumption by 

stating: 

 

“If it [travel] was for fun, for pleasure, then maybe I’d be a bit more 

conscious of my means of transportation. But when it comes to 

work, obviously financial reasons overpower these emotional 

reasons” (Interviewee 10, M, 28) 

 

Interviewee 10 (M, 28) reveals that, in certain circumstances, such as 

for leisure travel, more consideration would be put into choosing the 

more sustainable method of transportation for a holiday.  However, 

some apprehension is still shown when it comes to limiting business 

travel. 

 

The role of social marketing is to alter travel behaviour. In order to 

change behaviour, we must find the reasons why people decide to 

travel in the first place. This was suggested in Cohen (2013) who 

observes that participants who commit to sustainable behaviour at 

home are unwilling to extend that behaviour when it comes to a 

holiday. 

7.4 Influence of Distance 

 

Distance has a twofold effect in tourism. Firstly, there is the allure of far 

away and exotic places and secondly, the allure of the social benefit 

deriving from having been to those places.  

 

Distance being a factor that attracts has been identified by some 

researchers such as Larsen (2013) and Barr (2011). The human 

association of distance with unique experiences is a way to explore why 

some decide to travel the far distances that they do.  

 



 

  

Larsen (2013) theorises that distance is valued both for the outcome of 

arriving in new and unique destinations, but also for the experience of 

travelling itself.  

 

All the respondents stated that distance was not a contributing factor in 

the destinations they chose when travelling. Instead it was noted that the 

pull factor in bringing them to their destination was to see family and 

friends. Interviewee 3 (22) noted a strong dislike for travel for the sake of 

travelling. He states: 

 

“I don't think anyone travels for the sake of nothing but just for the 

sake of travelling. Everyone travels with a certain purpose for them 

to see somewhere, meet someone, go on holiday, business, etc. 

So every bit of travel is done with a certain purpose so 

I don't believe you can cut back on travel, I don't understand how 

that could work.” (Interviewee 3) 

 

Some researchers have stated that many people travel due to the social 

currency that comes with travel. However, participants of this study have 

stated that this is not necessarily the case. Several interviewees who 

travelled for leisure, stated that the main reason why they travel is due to 

visiting family and friends.  

 

The response from the interviewees unanimously rejected the notion that 

distance had a part to play in their travelling decisions. Further away 

distances were consistently agreed to be a detraction, whilst other 

respondents stated that it had no bearing on their decision to travel 

somewhere.  

 

Interviewee 10 (28) states distance had an adverse effect when travelling 

for leisure: 

 

“Further distances are less attractive to me… Especially when I am 

travelling with family” (Interviewee 10) 

  

Nobody interviewed stated that far away distances were preferable when 

travelling for leisure. When taking short breaks, closer distances were 

more favoured. 
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No interviewee questioned indicated from their answers that they travel 

due to any increase in social status. For some participants, much of their 

high rate of travel was explainable due to employment constraints.  

 

Several respondents stated that they do not travel simply for the sake of 

travelling. Frivolous travel was indicated by Interviewee 3 as being wrong. 

 

Interviewee 10 notes that frequent travel has an adverse effect on his 

body and were it possible, he would attempt to reduce the levels of travel. 

He states: 

 

“Yeah at times. I was regularly in and out of Saudi Arabia because I 

was working there, teaching English and at times you do feel that 

this is a bit much, because it just gets tiring being in and out of two 

time zones. Obviously your body clock has to adjust. It just gives 

your body a bit of a beating.” (Interviewee 10, M, 28) 

 

Frequent travel, when not done for pleasure is not held in high regard. 

This can be seen as just the human cost of doing business, but it could 

be a starting point for introducing other means of conducing international 

business.  

 

It has been said that travel simply for pleasure is the domain of the time 

poor and money rich. The social currency gained from travelling to far 

flung locations has also been shown to be a reason why some decide to 

travel as much and as far as they do. This again was found not to be true 

with this sample population. 

 

The reasons for travel were either business trips or holidays to visit 

friends and family. Trips for leisure were said to be preferred to have less 

travelling time than more. The interviewees rejected the notion that they 

would travel for the sake of distance, instead they stated that it was for 

visiting friends and family.  

 

This coincides with what Urry (2012) discusses, which is the importance 

of maintaining significant social links. Face to face meetings reinforce 

relationship and are required in order for relationships to continue and 

flourish. 

7.5 Holiday Behaviour and Happiness 

 



 

  

The decisions that go into a travelling decision is multifaceted. High 

mobility tourism is a method that those with the means partake in in order 

to gain something that would otherwise be unattainable elsewhere.  

 

Barr (2011) has spoken about holiday behaviour.  Holiday behaviour is 

related closely to tourism decision making as tourism serves as an 

escape from day to day life. Seeking a brief moment, in search for a 

spark of pleasure not found in the weary and dreary usual life experience.    

 

Several interviewees reveal that they travel for leisure, travel because it 

brings them enjoyment and relaxation. Objects, attractions and 

experiences that are not available at home and are coveted are sought 

out in order for that person to experience that.  

 

This is what interviewee 2 says:  

 

“I eat much more food when I'm on holiday because the food there 

is different and much better than the UK. Especially Canada. 

Canada for me is like a more developed version of England. They 

have better food with the American junk food and stuff. For me, I 

like the burgers and stuff like that. Obviously I have the restaurants.” 

(Interviewee 2) 

 

Overall, the respondents who travel for leisure do so in search of 

experiences that could otherwise not be easily reached. Interviewee 2 

further states that objects and activities were a main motivator when 

making a travelling decision: 

“Because the weather is so nice, the environment is nice, the 

culture is nice, there is a lot of things to do when you get there like 

dune riding, dirt bikes, quad bikes there's parasailing, there is a lot 

of stuff to do when you are there. And the scenery is nice, especially 

the world tallest building, Burj Khalifa is there” (Interviewee 2, M, 

22)  

The dominant sentiment is that, travelling for leisure is motivated by 

experiences that can otherwise not be attained at home.  
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7.6 Personal Gain 

 

Researchers such as Dolnicar (2008) and Hibbert et.al (2013) discuss the 

self-serving nature of people when it comes to travel. One’s mobility is 

influenced by the potential benefits resulting in that travel. The pattern of 

self-interest was exhibited by several interviewees. Interviewee 6 (M, 22), 

when asked about why he travels knowing the damage caused to the 

environment stated: 

 

“I don’t really ever think about it. Obviously it is going to have an 

environmental impact related it to. I am sure all modes of transport, 

cars, motorbikes are not that friendly to the environment. If you go 

into a particular country to do some work there, you pick a country 

to see your friends and family, or for a holiday. You don't really need 

that much justification in your head. That act that you are doing in 

that holiday is enough justification for it.” (Interviewee 6)  

  

Similarly, Interviewee 4 (F, 20) states: 

 

“There shouldn't be any limitations on where a person can go. If 

someone wants to travel somewhere, they should be able to do it.” 

(Interviewee 4) 

 

And Interviewee 2 (M, 20) states: 

 

“It’s not like it's just me doing it. There is a whole lot of other factors 

that come into it. There is the other person on the plane also 

contributing to it. It's not actually just one person who is doing it. It is 

the plane that is doing it. As a human, you won't the person who is 

causing the damage to the earth, it would be the plane. and the 

planes jet fuel emissions. (Interviewee 2)   

  

Respondents display a deflection of blame when their self-serving 

behaviour is highlighted and questioned. These findings are consistent to 

those found in Shaw (2010) who reveals “air travel is a very good 

example of the ‘tragedy of the commons’; i.e. interviewees believe that 

their own ‘sacrifice’ (reducing personal benefits for the greater good) on 

behalf of the environment would have no value unless followed by others.” 

(Shaw, 2010, p.213) 

 



 

  

7.7 Response to changes in airline ticket prices. 

 

Altering the costs of airline tickets is something that has been stated as 

being necessary by a number of researchers such as Becken (2007). A 

proposed change to the current cost of airline tickets would be a hard pill 

to swallow making a multifaceted discussion difficult to have.  

 

Interviewee 3 (M, 22) stated that this  

 

“Obviously it would not be ideal to have air tickets that are 

expensive. It might make people think twice about whether if they 

can look into other means of, you know. For example, if someone 

has a business meeting, they need to attend internationally, 

perhaps they will look at other ways, I know some already do this, 

but they can do skype meetings and people will look into methods 

like that. But air tickets would be more expensive, it would 

be inconvenient but it might make people travel less, yes.” 

(Interviewee 3) 

 

Interviewee 2 (M, 20) who responded that a small increase in the price of 

airline tickets, such as an additional 20% on top of current rate prices, 

would have an impact on some but would not prevent them from 

travelling. 

 

“Me, personally, that wouldn't be an issue for me if I wanted to go 

somewhere really badly and they added the additional cost on. But 

for someone else that might be a big difference. A normal tickets 

prices would go up for places that I went to, they cost like £500 to 

£700 or a £1000, so that's a lot more to consider. I would still go 

because I would still like to travel and have that experience.” 

(Interviewee 2). 

 

Interviewee 2 (20) displayed the behaviour of someone who highly values 

travel. Being someone who has the capital and the time to spend 

travelling, he would be able to continue with high levels of travel 

consumption.  

 

Interviewee 8 (35) states that price increases would only be agreeable if 

they were coupled with some sort of regulation from the Government that 

forced the airlines to take additional action in addition to raised prices. 
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“It depends on how much more expensive. If it’s still reasonable, if 

the prices of tickets double, that is just going to create problems in 

other places. If its reasonable, 15-20%, then maybe I wouldn’t mind 

it as much. If tickets were made more expensive and these airlines 

just continue flying as they are, then that would defeat the purpose 

because the planes would still fly but they would be less full” 

(Interviewee 8) 

 

Throughout the interviews, a common theme emerging is that raising 

prices is the most agreeable option if the levels of travel are going to be 

reduced. 

 

Interviewee 10 questions the effectiveness of solely raising prices by 

arguing that: 

 

“I'm not too sure if that would deter people from travelling. maybe in 

that case what I would do is look at journeys that are a bit longer 

because generally when they are longer they tend to be cheaper. so 

if anything, it may consider something like that. or maybe just travel 

at another point in time.” (Interviewee 10, M, 28)  

7.8 Self Service 

 

Self-serving behaviour is explained as behaviour that puts the needs of 

the self above the considerations to the environment. The majority of the 

sample questioned responded that they had led an environmentally 

conscious lifestyle. When questioned why they prefer using air travel to 

other more environmentally friendly options when available, Interviewee 6 

(M, 22) stated: 

 

“Probably not because flying is a bit more convenient, it gets you 

there faster. If I am going out of the UK, boats and trains take much 

longer than using planes.” (Interviewee 6) 

 

Interviewee 2 (M,20) states: 

“I would choose the fastest and the easiest option. The one that 

wouldn't take the longest or be the hardest trip… It depends on the 

price as well. I would mainly consider the one that would be the 

least time consuming. And less exhausting.” (Interviewee 2) 



 

  

This shows a reluctance to use alternative methods of transportation 

such as trains primarily due to the cost and discomfort it causes. There is 

an aversion to discomfort that leads to aviation being preferred. 

Interviewee 3 (M22) states: 

 

“I would take a train; I find it a lot easier. When you are flying, you 

have to go through all these checks and processes and a lot 

of bureaucratic processes which make life difficult and as I said 

previously, anything that can make my life easier I’ll go for. I find 

that trains are a method that make life much easier for the traveller 

and myself. “(Interviewee 3) 

 

Interviewee 3 shows that trains could be the preferable method of 

transportation, however the apprehension comes in due to the costs and 

the time commitment involved in using rail as opposed to aviation. A 

heavy investment in subsidised high speed rail could alleviate the 

reliance on aviation.  

 

7.9 Response to airline marketing. 

 

A person’s susceptibility to traditional airline marketing, which is designed 

to promote consumption of air travel, could have an impact on their 

susceptibility towards social marketing and nudging attempts, steering 

them towards sustainable travelling lifestyles.  

 

The majority sample population responded that airline marketing did not 

have a significant role to play when it came to making travelling decisions.  

Interviewee 2 (20) states that marketing had nothing to do with their 

decision to travel.  

 

“No, the places that I went to were because I had family there and I 

wanted to visit them. For the whole world those are like main 

attractions, everyone wants to go to Dubai, everyone wants to go to 

Canada. Those are the places I wanted to go because me 

personally, it wasn't because I want to do tourism and stuff like that, 

it was to see family I haven't seen for a long time. That’s the only 

reason that I went to those destinations. For example, it wasn’t due 

to marketing. (Interviewee 2) 
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Airline marketing has been shown to work because it exposes people to 

deals. This was the sentiment echoed by Interviewee 8 (M, 35) who 

states: 

 

“You are constantly getting deals in your email. Tickets this cheap, 

half price tickets here. They are always showing you deals. They 

never tell you the dangers of flying. The amount of emissions that 

are made from every flight. You don't really hear about all that stuff. 

But I suppose the airlines are not the ones that you would expect to 

educate people about the harms of flying because that is killing their 

own business, their own trade.” (Interviewee 8, M, 35) 

 

Interviewee 7 (F, 28) also stated that airline marketing has made them 

travel more by exposing them to destinations and deals stating: “If I am 

made aware of a deal that looks good to me, then I would probably look 

into it more.” (Interviewee 7, F, 28). 

 

Finally, Interviewee 5 (M, 26) revealed that airline marketing works when 

he is made aware of the prices of airline tickets. Stating: 

 

“I think airline marketing has encouraged me, not in a 'picking 

destination' sort of way, but more in a 'plane tickets are cheap, use 

our airline' sort of way.” (Interviewee 5, M, 26) 

 

This means that airline marketing has had a huge part to play in 

encouraging more travel. As discussed by Interviewee 8 (M, 35), it would 

not be within the interests of the airline to interfere with their booming 

business strategy. 

7.10 Response to increased information about climate change.  

 

This question was asked because it questions whether an increase in 

education to the impact of climate change would reduce the amount of 

travel that once participates in. particularly if this person is a high mobility 

traveller, as the subjects in this study definitely were.  

 

Kroesen (2013) researches the impact that environmental knowledge has 

on travel behaviour. Specifically, the role that guilt plays, stating: 

“Subjects slightly agree with the statement that the climate changes 

under the influence of man (1), but do not rule out the possibility that it is 

actually a natural process (2). However, the feelings of guilt in this factor 



 

  

(20 and 21) show that subjects perceive a strong inconsistency between 

their flying behaviour and their pro-environmental attitudes. In fact, these 

feelings of guilt can be regarded as subjects’ means to resolve the 

inconsistency between their behaviour and their pro-environmental 

attitude.” (Kroesen, 2013, p.281) 

 

Guilt was an appearing theme in those who self-identified as being 

environmentally conscious. Interviewee 8, who displayed a high pro 

environmental behaviour states: 

“It definitely does make me feel bad knowing that I am part of this 

problem. But slowly taking daily steps to jump into the other camp of 

being in the solution. Trying to come up with ways to more 

intelligently travel around the world without flying or taking modes of 

transport that generate as much CO2 emissions.” (Interviewee 8, M, 

35). 

The feeling of guilt emerges from an ingrained knowledge of sustainable 

issues and the damages of frequent and distanced air travel and thus 

reinforces the belief that education can work as a preventative measure. 

Instances of lasting behaviour change happening with an increase of 

education has been observed within this study. Interviewees who have 

had long term exposure to the realities of climate change and the man-

made actions that are proliferating it have made the seemingly difficult life 

changes for the sake of sustaining the planet for future generations. 

 

Other interviewees who did not keep up with sustainable issues 

responded that an increase in information would not have an impact on 

their traveling behaviour.  

 

Interviewee 2 states: 

“No, because airlines wouldn't stop that from affecting their profit. 

That wouldn't stop 1 person. For example, if you stopped me from 

taking the plane, it wouldn't stop the other passengers on the plane 

[from travelling].” (Interviewee 2, M, 20) 

Interviewee 2’s response highlights a prevalent response. Individual 

action is not taken because it would not prevent others from having the 

same experiences that you are limiting yourself to have. There is an 
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integral fear of missing out that causes further adherence to how things 

stand. 

In certain cases, environmental knowledge exists, but there isn’t a 

pressure to change behaviour. When asked if an increase in 

environmental awareness would change actions, Interviewee 4 states: 

“Not really. I mean, I'm fairly aware of the impact that flying has right 

now, that it increases the levels of CO2 in the atmosphere and that's 

raising temperatures, but I don't think that knowing any more than I 

currently know would have an impact on reducing how much I 

travel.” (Interviewee 4, F, 20)  

  

The difficulty in propagating the information is that, in all other observable 

instances, behaviour will not change unless coupled with some regulation. 

7.11 Response to increased regulatory control of high mobility 

travel 

 

Mobility being suddenly limited is a jarring prospect for many people who 

rely on unfettered access to international transportation. Limiting how 

much one can travel has been unanimously rejected by all those who 

were surveyed. 

 

Some interviewees, such as Interviewee 10 (28) disclosed that although 

they could understand the reasoning behind a limitation to travel, the 

prospect of it happening would not be deemed favourable, stating that:  

 

“For me a lot of the time, travelling is means of me providing for my 

family, looking after them financially so if it interfered with that, it’s 

not something I would endorse” (Interviewee 10). 

 

However, he did concede that unfettered access to transportation would 

be welcome if it was cut down to a level that still allowed him to travel for 

work, stating that:  

 

“If it was still in line with how much I travel and it didn’t cut it 

drastically, then it is something that I would support for the greater 

good” (Interviewee 10) 

 



 

  

Interviewee 10’s statement reveals an inherit selfishness that is a 

common theme throughout the interviews. Interviewee 10 is in favour 

for cutting down the amount one is permitted to travel as long as their 

level of travel, which is on the lower end of the spectrum, remains 

unchanged.  

 

Overall, support for this type of change would be positive for the 

environment as it limits those who are hypermobile and participating in 

travel much more than the average highly mobile person. 

 

Other responses to regulatory change had been met with near universal 

rejection. The notion that a Government would meddle in the affairs of 

regular folk resulted in predictions of chaos and havoc. Interviewee 3 (M, 

21) states that this would create “mayhem” and that people just wouldn’t 

accept it.  

 

Interviewee 2 states: 

 

“For example, If the Government said: "You are driving too much 

and I need to reduce the amount of driving I do by catching the bus, 

but what's the point of catching the bus if the bus driver is still going 

to drive the bus? I could drive myself and go to places 

more convenient to me and wherever I want to go instead of walking 

the extra” (Interviewee 2) 

 

Interviewee 4 states: 

 

“I would be completely against that and I don't think it's possible for 

any Government in a developed country with established cultures of 

travel. The established relationship people have with travel right 

now, if the Government were to come in and say, we're going to 

reduce how much you can travel by forcing you to do so, I don't 

think that's possible.” (Interviewee 4) 

 

Interviewee 2 and Interviewee 4 echo the sentiment that Government 

regulation could not be feasible in the current time. The established 

relationship people have with travel is deeply ingrained within the 

fabric of modern life.  

 

Interviewee 8 had a positive view on the Government stepping in and 

ensuring that travel levels were kept low. Stating: 
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“I do think a lot of flights, if you look at the statistics on how many 

flights leave place like London, with all the airports there, it’s a lot. I 

don’t think everything is essential. So maybe the Government could 

cut down. So maybe a flight, instead of going twice a day, it would 

go once a day. And then that barrier would make it more difficult. 

Only the people who really have to travel would travel. I am for the 

Government stepping in if it’s going to make the world a more 

sustainable place. (Interviewee 8, M, 35) 

This shows a rare supporting viewpoint in favour of regulations limiting 

air travel. Interviewee 8 (M, 35) displays that holding environmental 

issues in high regard does result in an altered mind state when it 

comes to human relationships and travel.  

7.12 Government change as opposed to Voluntary change 

 

The interviewees were asked the question of whether they believed 

lasting behaviour change could be something they would ever reach 

willingly or do they believe a Government should regulate so that high 

levels of air travel are limited. 

 

The overwhelming majority reject the notion that the Government should 

meddle in the affairs of self-determining citizens. Interviewee 2 (M, 20) 

states: 

 

“I would try to do it myself. If it’s not voluntary, then it means that 

there is no option. And it’s going to be forced and that is going to 

cause a lot of controversy. Its going to be no option. It would be like 

a closed question. For it to be open, there needs to be options. 

There needs to be consideration to what the consumers feel. At the 

end of the day, it’s not the Government who is travelling, its the 

person. And the person is only travelling a lot is because they can 

afford to travel that much.” (Interviewee 2, M, 20)  

 

Some could understand that voluntary change would not come easily. 

One regulatory change that was highlighted by Interviewee 10 was the 

recently introduced plastic bag charge in the United Kingdom, stating: 

 

“I think people need to be given the opportunity to think about it 

before the Government takes drastic measures to solve the 

problem. I think people need to be given information about what’s 



 

  

happening to the environment and how they are directly affecting 

how things are changing. And at first they need to be given 

opportunities to implement that change on their own and if that’s not 

effective, then extreme measures should be taken, like with the 

plastic bags in Britain. The Government has said that plastic bags 

need to be sold for 5p so people are holding themselves 

accountable for how much they are wasting and how much they are 

polluting the environment. I think taking that sort of approach may 

work in the long run, but I definitely think, give them an opportunity 

to change themselves first.” (Interviewee 10, M, 28) 

 

Interviewee 10 makes the argument that social marketing should be 

attempted before any regulations such as the plastic bag charge is 

introduced.  

7.13 Justifying Travel 

 

Tourism research is a complex endeavour with tourists having unique 

reasons for completing each journey. The high mobility travellers in this 

study each had their reasons why they completed as many journeys as 

they did. When asked how they personally justify their high levels of 

travel, knowing the impact it causes on the environment, Interviewee 10 

stated: 

 

“Like I said, the reasons why I travel are mainly for financial gain. So that 

is why I tend not to really pay attention to what’s happening 

environmentally because it's a source of income for me. If it's something 

that I overlook and I neglect, then its difficult for me to find work here.” 

(Interviewee 10, M, 28) 

 

Similarly, other respondents who are primarily business travellers 

responded in a similar manner. Interviewee 8 and Interviewee 7 likewise 

validate their high levels of travel on employment constraints.  

 

Interviewee 7 states: 

 

“It makes me money when I travel. For me, it’s sad that profit 

outweighs the damage done to the environment, but you have to do 

what you have to do. If it makes you money, then yeah.”  

(Interviewee 7, F, 28) 
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The answer from Interviewee 7 shows an unwillingness to change from 

the present circumstances as they are someone profiting greatly from 

unlimited access to travel. Although some remorse is shown, it is not 

enough to alter behaviour in a meaningful way.  

 

Other respondents replied that they justify travel simply because it brings 

them enjoyment. Interviewee 5 states: 

 

“I think it's because it's available and it's cheap and it's not just on 

me I think, it's on everyone to make that change. So if everyone isn't 

on board then I am not going to be the pioneer for that. I think in 

this scenario; everyone needs to come together on this, not just 

individually.” (Interviewee 5, M, 26) 

 

Interviewee 5 echoes both the sentiment that travel is done since it is 

easily available and fulfils certain demands, but also that there is an 

unwillingness to change unrequested. This further highlights the 

importance of a combination of education, social marketing and 

regulatory changes in order to achieve lasting behaviour change.   

 



 

  

8. Discussion 
 

The purpose of the study was to view behaviour change from the three 

primarily highlighted methods of voluntary change, social marketing and 

Government regulation. It furthermore pursued to find the reasons why 

these methods have not worked in the past and how they can be properly 

implemented in order to achieve the necessary change to prevent the 

further ravaging of the planets resources and eco system.  

 

Another aim of the study was to search for the societal reasons why high 

mobility travellers engage in the unsustainably high levels that they do.   

 

The conceptual framework, which was based on the literature review, 

revealed several factors that influenced behaviour. Through independent 

qualitative research, I have tried to the best of my ability, excluding any 

biases, to find if those factors corresponded with my findings. 

 

The results unsurprisingly found that most are reluctant to change unless 

prompted to do so by external sources. When asked whether change to 

more sustainable practices can come from within, the majority answer 

was negative. 

 

The discussion section will be presented in two parts. Section one will 

detail the internal reasons why people participate in high mobility travel. 

Section two will discuss the methods of mitigation, the observed 

effectiveness and potential limitations.    

8.1 Internal Factors 
 

As identified in the conceptual framework, there are 5 internal dominant 

factors that lead to a high mobility lifestyle. These have been identified as 

wealth, distance, network capital, identity and personal gain. These 

factors influence a person independently and in conjunction to result in 

high mobility travel.  

 

Larsen (2013) identifies distance as being mobility enabling factor. In the 

literature, distance is overvalued to be more significant than found in this 

study. Distance was found to often be seen as a hindrance and a 

detractor when choosing a destination.  
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Distance was unanimously regarded as being a non-factor when 

choosing a destination. When distance was being considered, further 

distances were seen as less desirable than closer distances. Closer 

distances were valued due to shorter travel time and less hassle when 

traveling with family. 

 

Most of the interviewees agree that business as usual is not sustainable. 

Sustainability was being understood as sustaining what we currently have 

for future generations. Unchecked and unfettered access to long distance 

travel, which is getting increasingly accessible is allowing rampant travel 

to occur with no regard for the environmental damage it causes. 

 

Travel allows access to experiences that would otherwise not be 

attainable at one’s current location. Interviewee 10 (M, 28) explicitly 

stated that the reasons why they participated in as much travel as they 

did was because of the business opportunities overseas. They went on to 

state that they would continue to travel as it brings them enjoyment and 

personal gain. They would not stop as it would cause a severe limitation 

to their level of income. This was the view held by the majority of the 

sample. Self-limiting for the sake of the environment will simply not occur.  

 

Network capital is closely linked to personal gain and identify. The social 

currency gained by travel is perceived to be high as high mobility 

lifestyles are seen to be worthy. Although no interviewee did not explicitly 

state that they travelled due to a raised social status, several respondents 

did allude to the social benefits of travelling. For instance, Interviewee 2 

(M,20) stated that they travelled to the destinations they did because they 

were attracted to the food, architecture and activities.  

A wide spread proliferation of the message is required in order for the 

idea to get ingrained into the collective psyche. Many respondents justify 

their personal travel by stating that they have not been exposed to the 

realities of their actions.  

 

Although researchers have argued that an increase of information 

regarding the environmental damage of air travel wouldn’t have the 

immediate effect of lowering the rate of travel, it is required to allow the 

information to reach the largest number of people possible. 

 

Personal comfort and an aversion to discomfort was identified as a major 

reason why aviation was preferred over rail as a mode of transportation. 

The time commitment and discomfort caused by long distance journeys 



 

  

caused an almost unanimous preference to aviation above all else. 

Investment in a high-speed subsidised rail network could be a solution to 

reliance on aviation, but as with all other discussed methods requiring 

Government intervention, the majority view of the voting population would 

have to be changed before significant action can take place.   

 

8.2 External Factors 
 

8.2.1 Social Marketing and Nudging 
 

Social marketing and nudging were discussed and it was found that it 

could have an effect if propagated to the degree that is required to reach 

the target audience. The majority of the interviewees in this study had 

never been exposed to any materials aimed towards them as high 

mobility travellers, informing them of the dangers of high mobility travel 

and suggesting that they limit the amount they travel per year.  

 

Nudging is another method that was discussed. This is when the 

message of sustainable travel is presented slowly over time, however this 

is not being noticed at all.  

 

The responses show that, when left to their own devices, a person will 

not willingly limit themselves for the sake of a perceived benefit for the 

environment. The responses to the questions asked in the interview 

showed that many people would be responsive to a gradual shift in the 

status quo over time.  A quick and sudden change would absolutely be 

too jarring and reactions to a proposed limitation on travel would be met 

with universal outcry and rejection.  

 

The best observed possible approach is the gradual introduction of the 

narrative that unfettered access and use of long distance air travel is 

detrimental to the environment. The majority of those interviewed were 

not aware that travelling as much as they do is detrimental to the 

environment, even when they self-identified as being someone who 

values sustainable practices in their day to day lives. 

 

This shows that the effectiveness of social marketing cannot be 

determined simply from hypothetical reactions to it. There needs to be a 

study where those who are exposed to social marketing can be observed 

over time to see if their behaviour meaningfully changes.  
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8.2.2 Government Regulation 
 

Education coupled with the gradual raising of prices of travel and social 

marketing is the optimal method to achieve lasting behaviour change. It 

has been shown that a gradual increase in the prices of tobacco products 

in Australia have drastically reduced the levels of smoking. Similarly, 

Interviewee 10 (M,28) stated that the recently introduced plastic bag 

charge of £0.05 in the United Kingdom has been effective in reducing the 

use and waste of plastic bags. 

 

This not only creates a public discourse that is required in raising 

awareness, but it also plays a part in ensuring that the rates of travel are 

reduced.  

 

This shows that it is within the domain of the ruling Government to ensure 

that high mobility travel is kept in check. This however would result in 

other issues as the voting population would initially be against higher 

prices or limitations to movement.  

 

Hibbert et, al (2013) notes that people are reluctant to be the first to 

makes changes. This could also hold true for Governments also, with one 

nation unwilling to take the first step. While a more left-leaning 

Government could adopt means to change, more conservative, business 

focused Governments could wholly be against regulations that restrict the 

growth of business. 

 

Businesses are too focused on maximising growth for shareholders. 

Putting the responsibility in the hands of the airlines is a risky proposition. 

As noted by some interviewees who were against raising prices, higher 

airline ticket costs would simply go straight to the airlines.  

 

It is therefore evident that change will not occur without significant 

alterations to the collective psyche regarding the human relationship to 

aviation. 

 

Respondents acknowledged that behaviour change is required. However, 

when faced with the realisation that limitations to movement that would 

impede their current lifestyles and business relationships, they become 

apprehensive. A large observed reason why many travel as much as they 

do is for business. Face to face business is a valued part of deal making 



 

  

and is required for some business to be conducted. Lowering the 

accessibility of air travel by increasing prices would go a long way in 

reducing many superfluous business meetings that could certainly be 

conducted over video conferencing, phone calls or email. 

 

Clearly there are many who argue that unfettered access to cheap travel 

is what has been a facilitator of economic growth within the last 60 years. 

The great acceleration was caused by the development of the rail system, 

allowing for easier and quicker movement and transportation of goods. Of 

course the argument could be made that an advancement in 

transportation technology could be made and this advancement would 

reduce the emissions caused by long distance travel. However, since this 

technology doesn’t currently exist, it would be reckless to continue with 

current behaviour and continue with the type of behaviour that landed us 

here in the first place.  

 

When respondents are faced with the two options of either raising prices 

or Government regulation, higher prices were the better option for most. 

This demonstrates that travel is an ingrained normality of normal western 

life and challenges to the existing state of affairs would be difficult to 

achieve in the short term. 

 

Self-serving behaviour is a reoccurring theme. The penchant for the self 

will supersede any notion that giving up things for the greater good is 

worthwhile the personal loss of enjoyment.  

 

The overwhelming narrative in tourism behaviour literature is that pro-

environmental attitudes does not directly translate to pro-environmental 

travelling choices.  

 

The results from my sample were that 80% of the sample self-identified 

as having a pro-environmental outlook on life. When asked about 

observing various sustainable habits such as recycling and taking into 

consideration of the energy efficiency of various household goods. The 

findings of my study were consistent with those found by other 

researchers.  
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9. Conclusion 
 

The aim of this thesis was to examine if behaviour change is achievable 

using the method of social marketing, using economic deterrents and 

regulatory limitations and the varying degrees that these methods would 

be successful. The additional research questions posed the queries of 

who the burden of responsibility should fall to in order for the needed 

behaviour change to occur.  

 

The vast majority of travel is done by a small group of wealthy and well 

educated mobile group. They are referred to as high mobility travellers. 

Altering the behaviour in this group of people has proved difficult as travel 

is perceived to be an inelastic good, meaning changes in prices would 

have a minimal effect. The act of travelling is perceived to be too valuable 

for changes in price to mitigate the high mobility lifestyle. 

 

The high mobility lifestyle needs to be mitigated because the rate of travel 

is growing at an alarming rate. “The majority of tourism-related CO2 

emissions stems from transport. Behavioural change is a possible way to 

reduce those emissions.” (Hibbert, et.al, 2013, p.999). If travel continues 

to remain unchecked, the toll to the environment will be catastrophic.  

 

In order to achieve lasting behaviour change, I aimed to first understand 

the reasons why the highly mobile travel as much as they do. The 

literature review showed that tourism behaviour can be broken down into 

two aspects. Factors that influence behaviour and factors that seek to 

alter behaviour. These factors have been conceptualized in the 

theoretical framework as internal factors and external factors.  

 

The data that was collected from 10 indepth interviews with individuals 

who identified as being highly mobile. This study defined highly mobile as 

3 international trips, putting them in the top 23% of travellers. (Gössling 

and Upham, 2009)  

 

The sample was collated using a snow-ball sampling technique. The 

interviews conducted and recorded over skype. Collected textual data 

was then grouped, coded and analysed using qualitative data analysis 

software such as QDA miner. The interpretation and analysis of the texts 

gathered were done using the hermeneutic philosophy.  

 



 

  

The data collected showed that travel is conducted for a varying number 

of reasons. Reasons for travel are often highly personal and proved 

difficult to condense to just a few groups. The sample population travelled 

for both business and leisure.  

 

One of the researched questions was investigating if social marketing 

was being reached by the intended target market. The data showed that 

80% of the respondents were not privy to any material or campaign that 

has tried to influence their behaviour to lower travelling rates.   

 

Sustainable lifestyles and the damage caused by high level of air-travel 

need to be promoted as a way of introducing the concept to the travelling 

population. The results showed that many who self-identified as being 

highly mobile did not feel the pressure to reduce the amount they travel 

per year. In some cases, respondents felt they should be travelling more. 

Interviewee 6 (M, 26) stated: 

 

“I feel pressure to travel more places to be honest with you. I am 

someone who sees a lot of people on social media and in the 

regular media, that people are travelling to all these amazing places 

and I always feel like that could be me, I could be going to places 

like Thailand or Japan or any of these places I've seen my friends 

go to, so if anything, it's the opposite, I feel like I should be travelling 

more.” (Interviewee 6)   

 

Responses such as this show that the relationship that people have with 

travel will need to be renegotiated if change is to take place.  

 

Another method of mitigation that has been investigated in Government 

intervention. This method would involve the ruling Government to 

introduce new legislation or schemes to discourage high mobility travel. 

This method proved to be the most controversial and was almost 

universally regarded as a bad idea.   

 

This method is recognised by the sample as being effective, as it would 

limit the mobility of people. However, the political and social implications 

of limiting mobility would be disastrous. Any ruling Government of a state 

with establish relationships with travel, who introduces regulations to stop 

movement would quickly be voted out of office or face serious revolt.  
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The third method of mitigation was a change in the price of airline tickets 

was also an investigated method of travel mitigation. This method would 

result in higher prices when it comes to purchasing tickets. Changes in 

price was regarded as the preferable option when compared to regulatory 

change. When asked if changes in prices would be effective in limiting 

one’s mobility, the answer was mostly negative. Travel is held in a high 

social regard. Some interviewees responded that they would take fewer 

trips if the price was prohibitive. 

 

In order for lasting behaviour change to occur and any mitigation efforts 

to take hold, the relationship we have with travel has to be examined. 

Antimova (2012) argues that people mimic and are influenced by those 

around them and a collective change is needed, stating: “From such 

perspective however, it could be argued that dominant social norms allow 

for environmental action/inaction; individuals copy behavior from others 

and use them as verification and support of their own behavior. Put 

differently, if individuals recognize inaction in those around them this 

could serve as a confirmation tool for their own lack of initiative. 

Furthermore, according to social dilemma theory, environmentally friendly 

behavior could be restrained when the costs of cooperation are perceived 

as too high. There is evidence that community based approaches to 

studying the gap might be advantageous in the long term for the reason 

that communities and individuals interact, consequently establishing new 

social norms.” (Antimova, 2012, p. 13) 

 

The seemingly colossal task can only be set in motion by the ruling 

Government as they have the means to implement all the required parts 

for behaviour change. A combination of changes in price, regulatory 

change and social marketing is needed for behaviour change to occur.  

 

As stated by Higham (2014): “Hard/regulatory (top-down) measures are 

likely to be more effective at reducing flying (or arresting its increase) 

than soft (bottom up) measures aimed at changing individual air travel 

behaviours. What form such measures take, and how they can be made 

more acceptable in different societies, are critical questions. Analogies 

from public health, including smoking, drink-driving and congestion-

charges, indicate that progressive regulation, even in the face of 

opposition, can be effective.” (Higham, 2014, p.11) 

 

Government regulations cannot take hold without the public 

understanding the reasons behind the changes. Research by Becken 



 

  

(2007) has shown that behaviour change from within is unlikely to happen, 

stating: “At present, little can be expected from tourists in terms of 

voluntary initiatives and proactivism to address the global impact of air 

travel.” (Becken, 2007, p.365). 

 

Interviewee 10 (M, 28) identified that the plastic bag charge in the UK has 

been effective in limiting his use of plastic bags. Similarly, Hall (2013) 

uses the example of the gradual nudging and regulations surrounding 

tobacco laws. A comparable regulation is required in the travel industry to 

action the change needed. 

 

Becken (2007) discusses the need to revaluate our relationship toward 

mobility if change is to occur, stating: “A social movement such as this 

will also require renegotiating the current trends towards hypermobility 

and the positively biased social representation of air travel in particular. 

Initiatives need to take explicit account of the fact that tourists’ behaviour 

cannot be reduced to individual decisionmaking, but has to be dealt with 

in the context of the society tourists live in.” (Becken, 2007, p.365) 

 

High mobility behaviour change is likely not to occur within the short term. 

Much of the current practices of tourism and business rely on the free 

and unrestrained movement of people. The current societal norms will 

need to be gradually changed as the public is informed of the dangers 

that their mobility causes the environment. Following the proliferation of 

the information, regulations would need to be introduced in advance to 

give people and business the time to prepare for limitations to travel. If 

limitations were introduced too early, this would cause untold economic 

and political damage.   

Limitations  

 

A clear limitation of this study was that people give answers on how they 

would like to be perceived, not necessarily answering questions. An 

environmentally conscious lifestyle can be perceived as being positive 

and held in high regard. 70% of the interviewees questioned responded 

that they felt they led a sustainable lifestyle. However, many of the 

answers given directly contradicted their self-classification as sustainably 

conscious.  

 

Another limitation of this study was the hypothetical nature of the 

questions. Hypothetical scenarios were proposed in order to gauge the 
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interviewees responses to those scenarios. However, without actually 

being in those situations, an accurate answer of what one would do is not 

possible to attain.  

 

A further limitation of this study was that the scope of the study was too 

broad. Social marketing, regulatory changes and economic deterrents 

were all attempted to be researched. This thesis also sought to uncover 

all the underlying reasons why hypermobility occurs in the first place. 

Focusing on three major aspects resulted in a surface level examination 

of all three topics. Focusing on just one aspect could have yielded a 

much more in-depth study.  

Future Study 

 

In order to gauge one’s receptiveness to measures such as price 

changes, a real world scenario could be investigated where travel 

consumers are presented with different prices for airplane tickets on a 

booking website for the same flight. This would investigate where the cut-

off is for a person to not take that flight. The study could be conducted 

with a participating booking website.  

 

Another study would be an in-depth investigation of whether social 

marketing is being effective in reaching the target population. This could 

involve setting up typical marketing material such as a poster or billboard 

in a visible place frequented by travellers such as an airport. The poster 

would detail the harms caused by aviation. The researcher would 

approach those who walked past the material and question if they recall 

what was presented and how effective it was in altering their behaviour, if 

at all. Although the research on social marketing states that it alone is not 

effective in preventing mobility, this study found that the overwhelming 

majority have not been exposed to any social marketing whatsoever.   
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Appendix 

Interview Topics.  

 

 What is your age/gender? 

 What is your occupation/ primary source of income? 

 How many times have you travelled internationally within the last 

12 months? 

 What were the reasons behind your last few trips? E.g. holiday, 

visiting friends and family, business, other... 

 What’s your highest level of education? 

 What’s your awareness of man-made climate change? 

 Would you describe yourself as someone who lives a sustainable 

lifestyle? E.g. do you recycle, buy energy efficient products, etc… 

 Do you recycle, buy energy efficient electronics etc.? 

 When traveling long distances, what means of transportation do 

you prefer and why? 

 Would you consider using other means of transportation such as 

rail? If not, why not? 

 Have you ever changed your travelling behaviour due to any social 

marketing targeted at improving sustainable habits? 

 Have you ever felt pressure to reduce the amount you travel per 

year? 

 What do you think of the Government limiting how much you can 

travel per year? 

 What would your response be if airplane tickets were more 

expensive than they are currently? 

 Do you believe airline marketing has anything to do with much you 

travel? 

 Would an increase of information regarding the impact that air 

travel has on the environment cause you to travel less by air plane? 

 Would you describe your behaviour on holiday to be different to 

when you are at home? 

 Do you think it’s your responsibility to change your own behaviour 

willingly or is it something the Government should do? 

 How much of a factor is distance travelled in decision making?  

 How do you justify all this travel? 



 

  

 


