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(CBT), 142, 149, 153

acquiring deep understanding,

142�144

short guide to literature, 158�166

theory and research, 146, 150, 162

in tourism theory, 140�158

variance studies, 150

Consumer behavior literature, 144

Consumer culture theory (CCT), 40,

45�46

Consumer-driven dimension, 99

Consumer-generated content (CGC),

62

Consumers

active participation, 99

assessment of services, 165

describes, 163

explain, 163

noncomparable alternatives, 163

research, 30

researchers, 28

self-directed explanations, 144

tourists, 34

Country-collectors (CCs), 164

Culinary habits, 83

Culture, commercialization of, 82

Culture frames, 47

CWW. See Computing with words

(CWW)

Data analysis method, 121

Data interpretation, 30

DDB Life Style Study, 125

Decision-making models. See Tourist

decision-making models

Decision-making processes, 15

emotional risks, 2

influence on, 75

vacation, 17

Destination, 144, 145, 148, 150�153,

155�157, 163, 165

choice, 145

image

formation, 28, 29, 34, 35

holistic and unique components

of, 28

studies, 28

Destination-close-to-home, 152

Destination tourism marketing office

(DTMO), 164

Discretionary travel, 153

Disney World, 143

DMOs, 61

Domestic tourism, 142

Dominant experiential contexts, 114

DTMO. See Destination tourism

marketing office (DTMO)

170 INDEX



Economists claim, 3

Education levels, 61, 63

Electronic word of mouth (eWOM),

60�62, 74�76
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