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AS TO THE PARTICIPANTS



Older adventure tourists

• We can predict that there will be an 
increase in the number of older baby 
boomers who refuse to grow old and will 
seek a more adventurous holiday.

• This large market will be relatively wealthy 
and, as it approaches retirement, it will 
have time to travel also

• Self-fulfillment rather than fleeing will be a 
major motivator for older adventure 
tourists.

• Many of these consumers will seek to 
maintain their physical activity levels. 

• Millington (2001) Many adventure 
tourism companies report that at 
least one third of those participating 
in adventure activities are 50, 60 and 
70 years old.

• Mintel (2000a): Many avoid doing 
"pair granny" activities.



Young

• Increase of 20-30% mobility for studies. The journey as part of the studies

• Increase in the autonomy of adolescents as consumers. 

• The personalised lifestyle will also affect families, and there will be fewer 
joint family activities, as children grow up.

• Young people are becoming more sophisticated and experienced 
consumers 

• Familiarity with the internet gives them access to the information they 
need to make their choices.



Family 
• There are opportunities to increase family 

participation in adventure-focused tourism, as 
people are slow to make a family

• Until they start to have a family they are already familiar 
with certain forms of tourism, something that does not 
change once the children are born. 

• US Travel Industry Association (1997): 

• "Over 55% of people involved in adventure 
activities, who travelled the past 5 years had 
children, and at least one third of them took them 
on their travels."

• Huge potential market for adventure tourism for 
families, which is still untapped.

• Free time is a valuable commodity for adults in the 
midst of family life cycle. 

• Survey: Parents of 0-15-year-olds set family vacations at the 
top of the list of recreational priorities, higher than fitness, 

television, food outlet and gardening (by far) (Mintel, 
2000b). 



Women

• The development of service sectors and information and flexible labour 
practices has increased the percentage of women in the workforce.

• This trend will continue and the needs of economically independent 
women will affect the tourist services.

• Existence of opportunities for adventure service providers to develop less ' 
men's ' products and to appeal to a broader range of women.



Singles

• The number of singles also seems to increase, and it is expected 
that the tourism industry will respond by creating products that 
help them socialise.

• “Activities Abroad” Brochure, 2002:

• «The group trips are the biggest part of our trips and individuals will find 
themselves among friends in one of these holidays. In response to the 
requests of our customers we provide also some weeks exclusively for families, 
single-parent families and single women»



Changes in motivation in the future

• Unlikely to change. 

• 1. Escape

• From the stresses of urban living, employment 
and information overload, and from the 
materialist culture of our consumer society.

• 2. Self-actualization

• Baby boomers will undergo some psychological 
transformations as they approach middle age:

• the emergence of introspection, which can lead to 
a re-regulation of goals and new challenges, and 
people's desire to seek Self-fulfillment through 
challenging pursuits. 

• This reinforces the likelihood that older people 
will become an important part of the adventure 
tourism market

• 3. Excitation and tension

• The desire of consumers for new and innovative 
experiences seems insatiable. Time pressure 
requires full and intense experiences.

• Things that are "different" and with a high 
coefficient of "vitalization" are considered as an 
antidote to what the TV and the Internet offer. 

• 4. Ambitions

• People feel that they are making the holidays that 
represent them and value.

• The adventure is related to heroism, individuality, 
independence, dexterity and other important 
qualities.



As to activities and products

New products will be developed and specialize based on changing markets and technological developments. 



Extreme adventure

• «Ask any parties in extreme sports and they will tell you that the sport is more of a simple 
sport-it is a state of mind and lifestyle. It is challenging, adventure and extruding the 
boundaries... It is a response and sharing of enthusiasm for the sport with a group of like-
minded and concerns the fun, the challenge and the enthusiasm» .(Mintel, 2001a: 1).

• Prediction: The "extreme" activities will continue to grow in the spirit of "harder, faster, 
deeper».

• As adventure activities will become more popular, people will push the limits of performance. E.g. skiing 
speed.

• Many of these activities, which today are made primarily from business, attract and amateurs



Holiday activity and multiple activities

• Multi activity holidays, providing customers with adventure holiday 
options, today is a growing market and is expected to continue to grow

• It's a great way for beginners to learn what activities they desire, but also 
for groups with mixed preferences.



As for the benefits from participation in adventure

• Participation in adventure for the purpose of sponsoring 
and making money available to good ends

• Participation for the purpose of soliciting voluntary 
environmental project, humanitarian or other interest. 



Activities and technology

• Already visible the adventure - tourism relationship.

• Materials and designs in ski, snowboard, etc

• Space tourism (Advanced launchers)



Prestigious adventure

• Millington (2001): innovative products. 

• E.g. space travel

• Luxury Safari.

• Incentives of participants?

• The prestige, the admiration of others, the envy of others…. 

• Due to the projected increase in the number of very rich



Adventure without physical danger

• Projected dramatic increase due to supply and demand.

• The demand will be triggered:

• From the search for new experiences, those who have had enough of the products of 
conventional tourism

• Due to limited free time people will consciously seek out such experiences. 

• Due to increased discomfort with the materialistic lifestyle consumer societies will lead 
to increased search for meaning, fullness and self-fulfilling. 

• Because of the desire to learn new things during the holidays



Also increase in the future (for more experienced 
travelers) 

• Fiction tourism:

• Fictional, non-authentic worlds: virtual 
reality experiences, travel in artificial 
environments ("biospheres", 
"underwater worlds", themed hotels 
with sexual fantasies.)

• Betting tourism.

• e.g. new forms of Casino.

• Short Tourism Getaways

• To manage stress (e.g. hotels offer 
stress reduction techniques, or 
peaceful destinations).

• Tourism for spiritual elevation

• As was done in the past with interest 
in Hinduism and Buddhism, in the 
future there will be interest in 
shamanism, Islam, etc.. 



Also increase in the future

• Visits to places that are considered hazardous

• Disreputable city areas, areas with terrorism, war, extreme climate, diseases, etc..

• CHERNOBYL?

• Search for intellectual adventure

• Student exchanges, travel for learning a foreign language, or exotic cooking, etc.

• Non-conventional tourists (Backpackers)

• Travelers looking for the extraordinary and uncommon. Mostly young, but not only. 
More and more young people from Asia



Also increase in the future (for less experienced)

• For the inexperienced or originating from countries without a tradition of 
daring  excursions:

• Timesharing

• Travel to distant locations

• Special populations

• People with disabilities, as infrastructure improves worldwide

• Travel children without parents

• Retired



Research on adventure tourism

• 1. More research on spiritual tourism

• 2. Also in emotional adventure tourism 
(e.g. hedonistic tourism)

• 3. Urban adventure tourism (dangerous 
cities, “red lights”, etc) 

• 4. Cross-cultural differences in perceptions 
about the adventure. Particularly because 
of globalization.. 

• 5. Effects on tourism and adventure 
tourism destinations.. 

• 6. Perceptions, attitudes, motives (effects 
preferences) 

• 7. Ideal space for entrepreneurship 
development (particularly small) 

• 8. Perceptions as to the age of adventure, 
culture, gender, personality, experience.. 

• 9. Influence of the media, the Internet, 
etc.. 



Research on adventure tourism

• Difficult to implement as:

• The concept of ' adventure tourism ' is very limited (adventure in natural 
environment)

• Lack of international organizations (the area has scattered bodies)

• Quick changes are occurring and the surveys are expensive. 

• Governments have not accepted the contribution of adventure tourism in 
their economy.

• But research is required for the proper management of developing this 
area, which can be dangerous.



Case studies



1: Family Adventure Tourism
• “Active Family Vacations”

• Small Business adventure holiday company for families. 

• “An idea becomes a business”. 

• Founded during free time of owners. Success was not sure, but, according to 
the owners, if it continued to attract interest, their employment may become 
full-time.

• Owners are a married couple, with a lot of experience in adventure tourism and 
activities. 

• Their children help in business. 



1: Family Adventure Tourism

• From their website: 

• “We ensure: 1. Fun activities in a unique 
environment, 2. The whole family is having 
a pleasant time. That is what we want to 
ensure. All you need to have is your 
enthusiasm. 

• We offer you what we always wanted but 
we could never find: 

• 1. Holiday planning from start to finish. Includes 
accommodation, car rental, equipment rental, 
and closure of activities. 

• 2. Locations away from crowded tourist 

destinations,

• 3. Schedules or individual tours to match your 
pace,

• 4. Holidays that you could enjoy at your leisure,

• 5. Ensuring that the provider is established, 
qualified and experienced in meeting the needs 
of families

• Holidays with us mean that you will enjoy 
your family and activities without the stress 
and pressure time pressure needed to 
arrange the smallest detail”



1: Family Adventure Tourism

• A typical example of a small independent company 
dominating the field of adventure tourism. 

• Based on the founders ' experiences.. 

• It attempts to give its own stigma and not imitate what 
other similar companies do, which give different 
programs for adults and children. 

• It offers joint activities for parents wishing to share time and 
activities with their children during their holidays.

• Personalize programs by providing a guide and program, 
away from other tourists. 

• The main problem is to provide a program with activities 
that will be attractive to all family members. 

• They faced it with:

• Activities attractive to the whole family, but not 
dangerous (e.g. rafting)

• They provided additional services to make the 
experience more enjoyable. E.g. trailer for bicycles

• Experienced drivers who could teach and drive

• Destinations mainly in USA, Canada, Europe. 

• Duration of about 5 days

• Affluent parents, little time available



1: Family Adventure Tourism

• Prices between $2500-8000 with full 
board for a family of four. 

• The main advantage: holidays that suit 
the needs of the family. «Dreamy 
Vacation for family».

• UK location. Customers mainly from 
USA

• Rely on the internet. 

• Company that could not operate, 15 
years earlier. 



1: Family Adventure Tourism

• Important research was preceded for the 
foundation of the company.

• Todd Heskett: The director of the company confirms 
that an analysis of the gap between self-organized 
family vacations, adventure package providers and 
major holiday corporations convinced him that 
family adventure holidays were a viable Business 
opportunity

• «. . . Families who wanted adventure and time 
together had limited choices if they wanted an 
intimate, non-threatening and relaxed family 
atmosphere. Our company is built on this analysis. 
The market analysis also showed a lack of 
competition in offering real family vacations. 
Raising families with double income, resulting in 

time constraints for parents, and the growing desire 
and demand for adventure of this type have also 
helped us to believe that the market is ripe for our 
product.»

• For the future: focus on quality customer search and 
not on quantity. Certification of services. Aware that 
the market is constantly changing. Therefore, 
continuous adaptation of the products provided is 
required. 



Case study 2: Walk on the wild side – Travel to the most dangerous 
places in the world

• A small but growing number of people seem to enjoy travelling to places that are considered 
dangerous for some reason. 

• Trips to dangerous places (DP) for some has become an obsession. There are tourist guides only 
for them. 

• Eg. 1997 “Fielding World-Wide” published the 2nd edition of The Word's Most Dangerous Places 
guide (Pelton et al., 1997), which helps its readers to:

• Survive in the most dangerous places in the world

• Find hidden or restricted areas, including war zones.

• Explore the dark sides of cities

• Find adventures for "hard-core customers».



Case study 3: Clubbing and party tourism

• Party and clubbing's tourism has increased considerably in recent years and is 
becoming more and more evolved. 

• An increasing number of businesses are targeting this market and developing 
products to satisfy these tourists. 

• The market is for young people under 30 y. 

• Origin mainly from the UK, Germany, Denmark, Finland and the Netherlands. Also 
from US students after their exams.

• A pioneer is the UK Club 18 – 30. 

• Main criticism the (advertised) Sex orientation. 



3: Clubbing and party tourism

• E.g. commercial for Corfu (Kavos):

• «There are no children, so we can do what we want, when we 
want, with whomever we want»

• The price of the trip is usually low. Saving money for 
drinks..

• They raise many reactions, especially in local populations.  



Case study 4: Personal adventure and Holiday memorial card.

• Sheelagh, from Dubai, writes to Lillian in 
Merseyside: 

• "Our wedding yesterday went flawlessly, 
nothing went wrong»

• Alan writes to his people, 

• "we had 2 days trekking with a camel in the 
desert near the border with Pakistan, even 
though Mumbai was hot, smelly and dirty»

• From Crete, Julie writes to her friends in 
1996 that, 

• "This place is full of talent, I'm with new 
companion every night. I'm exhausted»

• Barbara and Stewart, write from Minorca to 
their friends in Exeter that 

• "we have found a wine distillery, so our 
evenings are perfect»

• Louisa visiting Bangkok and doing shopping 
writes to her friends at Exeter 

• "I've ordered a job form and a suit and I'll 
pick them up tonight»
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Ethics and guidelines



Do you want to start a business in adventure tourism?
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