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Abstract  

 

This study aimed to analyze the Brazilian scientific production related to tourism consumer 

behavior without temporal filter, in the databases Spell, Scielo and Scopus, using the sys-

tematic review protocol disseminated by Cronin, Ryan and Coughlan (2008). In addition, the 

bibliometrics by Araújo and Alvarenga (2011) was also adopted as a research strategy. Thus, 

this research design is descriptive with qualitative approach. The search yielded a sample of 

109 papers which were evaluated from three approaches: a) general; b) methodological and; 

c) theoretical. The papers were analyzed using descriptive statistics, Descending Hierar-

chical Classification (DHC) and Correspondence Factor Analysis (CFA). About the findings, we 

identified an increasing interest in the theme after 2014, with the immediately subsequent 

period being the one with the highest concentration of papers. In relation to the methodo-

logical character, the results revealed the preference for descriptive and quantitative re-

searches. The adoption of survey and opinion research were the most recurrent methods. 

From the DHC and CFA analysis emerged four thematic axes associated with the theme and 

defined as: “internal influences”, “tourism products”, “decision making” and “segmented 

tourism”. Therefore, this investigation brings advances to the tourism studies field by ena-

bling a photograph of the Brazilian research and identifying gaps to be filled by future stud-

ies.   

 

Resumo  

 

Esse estudo analisou a produção científica brasileira relacionada ao comportamento do con-

sumidor de turismo no período compreendido entre 1996 a 2019, nas bases Spell, Scielo e 

Scopus, utilizando o protocolo de revisão sistemática difundido por Cronin, Ryan e Coughlan 

(2008). Ademais, a bibliometria de Araújo e Alvarenga (2011) também foi utilizada como 

estratégia de investigação. Desse modo, essa pesquisa delineia-se como um estudo descri-

tivo e de abordagem qualitativa. A busca resultou em uma amostra de 109 artigos que foram 

avaliados a partir de três abordagens: a) geral; b) metodológica e c) teórica. Os artigos foram 

analisados por intermédio da estatística descritiva, Classificação Hierárquica Descendente 

(CHD) e Análise Fatorial de Correspondência (AFC). Entre os achados, identificou-se um in-

teresse progressivo na temática após o ano 2014, sendo o período imediatamente posterior 

o de maior concentração de artigos. Sob o caráter metodológico, os resultados revelaram a 
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1 INTRODUCTION  

The use of bibliometrics for scientific production analysis in the different knowledge areas allow researchers 

to visualize the level of development in the field and the interest of academy about the thematic (Araújo & 

Alvarenga, 2011), contributing to the future investigations, identifying researches gaps to be filled by new 

studies, and facilitating the transfer of knowledge. 

The study about consumer behavior in tourism emerges as a relevant thematic taking tourists, tourist desti-

nation agents (Valls, 2002), as investigation objects, considered by Pechlaner and Osti (2002) as key ele-

ments in competitiveness of tourist places. They choose among different tourist destinations, reinforcing the 

tourist market rivalry. Furthermore, the UNWTO – United Nations World Tourism Organization – highlights the 

tourists’ role to reach the Sustainable Development Goals embracing, among several targets, the develop-

ment of a more responsible, plural, and integrator tourism (WTO, 2018). 

Therefore, to understand the dynamics of the tourist-territory relationship and other elements of the tourist 

industry are substantial to the progress of tourism as an interdisciplinary subject and traditional service of 

the leisure and hospitality sector (Bateson & Hoffman, 2016). Besides that, the study of consumer behavior 

emerges as one of the most researched areas in the tourism literature, but there are still few reviews about 

the topic (Cohen, Prayag, & Moital, 2014). 

In this context, the main questions are: In Brazil, how has research developed in tourism consumer behavior? 

Which are the most recurrent themes? Who and where are the most prolific researchers on the theme?  

Which are the contributions to new studies? In face of these and other questions, the present research aims 

to present a panorama of the Brazilian scientific production, considering general aspects such as the years 

of the publications; more prolific authors and institutions; methodological aspects including research design 

and development; and theorical approach to the identification of the main thematic axis emerging from the 

papers.  

This review differs from the one developed by Silva et al. (2012) for categorizing the analysis in three ap-

proaches (general, methodological, and theoretical) and for using the research strategy of systematic review 

 

 

 

 

 

 

 

Palabras clave: 

 

Consumidor de Turismo. 

Turista. 

Consumo. 

preferência por pesquisas descritivas e quantitativas. O survey e levantamento de opinião 

foram os métodos mais recorrentes. Das análises CHD e AFC emergiram quatro eixos temát-

icos associados ao tema e definidos como: “influências internas”, “produtos turísticos”, 

“processo decisório” e “turismo segmentado”. Destarte, essa investigação traz avanços 

para a área de turismo ao possibilitar uma fotografia sobre as pesquisas brasileiras e iden-

tificar lacunas prolíficas a serem preenchidas por estudos futuros. 

 

Resumen  

 

Este estudio analizó la producción científica brasileña relacionada con el comportamiento 

del consumidor turístico en el período de 1996 a 2019, en las bases Spell, Scielo y Scopus, 

utilizando el protocolo de revisión sistemática difundido por Cronin, Ryan y Coughlan (2008). 

Además, la bibliometría de Araújo y Alvarenga (2011) también se utilizó como estrategia de 

investigación. Por lo tanto, esta investigación está diseñada como un estudio descriptivo con 

un enfoque cualitativo. La búsqueda resultó en una muestra de 109 artículos que fueron 

evaluados a partir de tres enfoques: a) general; b) metodológico y; c) teórico. Los artículos 

se analizaron mediante estadística descriptiva, Clasificación Jerárquica Descendente (CJD) 

y Análisis de Factores de Correspondencia (AFC). Entre los resultados, se identificó un 

interés progresivo en el tema después del año 2014, y el período inmediatamente posterior 

fue la mayor concentración de artículos. Em relación con el carácter metodológico, los re-

sultados revelaron la preferencia por la investigación descriptiva y cuantitativa, siendo le 

survey y la encuesta de opinión los métodos más recurrentes. De los análisis CHD y AFC 

surgieron cuatro ejes temáticos asociados con el tema y definidos como: "influencias inter-

nas", "productos turísticos", "toma de decisiones" y "turismo segmentado". Por lo tanto, esta 

investigación trae avances al campo de los estudios de turismo al permitir una fotografía de 

la investigación brasileña y identificar vacíos que se llenarán en futuros estudios.  
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in addition to bibliometrics. Besides, the present study advances in the analysis period from 1996 to 2019, 

since the previous study examined the period from 2000 to 2010 and, also, in the data analysis technique, 

through the DHC (Descending Hierarchical Classification) and CFA (Correspondence Factor Analysis). 

Thus, the present investigation contributes to progresses in the tourism consumer behavior area, as this is a 

phenomenon that creates authentic tourist experiences, being the activity a traditional service in the leisure 

and hospitality sector (Bateson & Hoffman, 2016), which is responsible for 10% of world GDP – Gross Do-

mestic Product (WTO, 2018).  

Accordingly, it is admitted the relevance of service to societies, and the importance of investigating tourist 

behavior in order to improve the experience in the different stages of the purchase process, taking into ac-

count environmental sustainability and the conservation of resources (Valls, 2006), and enabling the formu-

lation of public policies for the different tourist destinations.  

2 LITERATURE REVIEW 

The consumer behavior concerns the analysis during the acquisition process of products and experiences, 

from the consumption intention to the post purchase (Schiffman & Wisenblit, 2015). Thus, it does not include 

only one marketing perspective, although this perspective is, for the most part, the starting point for investi-

gations related to the theme. Schiffman and Wisenblit (2015) built a conceptual model that provides useful 

insights into consumer behavior. The conceptual model is represented in Figure 1. 

From the model it is possible to understand the interrelations in the processes that involve consumer behav-

ior. The construction of individuals' self-concept and lifestyle is not self-directed, but result from internal and 

external influences, with marketing activities located within an external dynamic formed by a series of other 

influential factors. In this way, the needs and desires of consumers are the result of several aspects that 

include social, institutional, cross-cultural, and psychological dimensions (Rodrigues, 2013), which will de-

mand also interdisciplinary efforts. 

 

                     Figure 1 – Conceptual model of consumer behavior 

  

 

 

 

 

 

 

 

 

                Source: Schiffman and Wisenblit (2015). 

 

One of the greatest difficulties in the study of consumer behavior in tourism lies in the particularities of des-

tinations and in the complexity of the tourist phenomenon, which requires researchers to consider different 

contexts (Lee, Jan, & Yang, 2013), not just replicating marketing measurements, initially built for the goods 

and manufactured industry, and failing to consider the specificities of services (Bateson & Hoffman, 2016). 

Thus, tourism researchers’ interest in consumer behavior reveals different concerns. Internationally, re-

search has focused on destination image, satisfaction, perceived quality (Ramseook-Munhurrun, Seebaluck, 
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& Naidoo, 2015; Radu & Dobrescu, 2014; Ping, 2011), among other topics that affect socioeconomic dy-

namics and aim to promote the tourist attractions of different regions. 

In Brazil, the trend follows the international agenda when analyzing the sociodemographic profiles of tourists 

who influence the decision to purchase tourist products (Silva & Mendes-Filho, 2018; Silva, Abreu, & Gosling, 

2015; Andrade, 2001). Brazilian research also reveal interests by segments of marginalized tourists, such 

as the LGBT community – Lesbians, Gays, Bisexuals, Transvestites, Transsexuals or Transgenders (Hoffman 

et al., 2018; Sanches, Mancini, & Nascimento, 2011), handicapped or people in need of special cares (Lac-

erda et al., 2016; Silva, Abreu & Gosling, 2015; Faria, Souto, & Rocha, 2011), and elderly tourists (Moura et 

al., 2017; Levrini & Maciel, 2016; Lobuono et al., 2016). 

Finally, the strong market-oriented content aimed at increasing demand, guides Brazilian research and re-

veals the promotion of conventional tourism practices, including, however, in some investigations, concerns 

related to the negative impacts of tourism (Costa, Santos, & Aguiar, 2015; Azevêdo, 2014), since demand 

for preserved and authentic environments are already a reality (Diaz-Christiansen et al., 2016; Brandão, 

2014). Thus, these investigations are different from the common interests of most studies on consumer 

behavior, which deal with satisfaction, loyalty, purchasing criteria, and decision-making processes. 

3 METHOD 

The research started with systematic searches in scientific databases, such as: Spell, Scopus and Scielo, 

using as indexing terms behavior, tourist, consumer, and experience, their respective Portuguese transla-

tions, and combinations with Boolean operators. The survey was performed in April 2019 and did not use 

temporal filter. The search results are presented in Table 1.  

In addition, it is important to mention that these databases were chosen due to their interdisciplinary nature 

of the themes, and the number of journals indexed in each database, including also Brazilian journals. Spell 

currently has more than 40,000 documents on its platform, in 123 indexed journals. Scielo with 1,654 in-

dexed journals and Scopus with more than 30,000 indexed journals. Searches with terms in English are 

justified by the internationalization process of Brazilian journals. Therefore, aiming to reach better results 

with the interdisciplinary theme searches, the mentioned bases were selected for being related to previously 

formulated objectives. 

 

        Table 1 – Results of the scientific databases searches  

    DATA   BASES  

DESCRIPTORS SPELL SCIELO SCOPUS TOTAL 

Tourist behavior  46 10 27 83 

Comportamento AND turista 22 1 0 23 

Comportamento AND consumidor AND 

turismo 
54 6 0 

60 

Consum* AND behav* AND tourism 0 0 10 10 

Consum* AND comportamento AND 

turismo 
0 0 0 

0 

Consum* AND experience AND 

tourism 
0 0 11 

11 

Experiência AND turista 0 0 0 0 

Consumidor AND turismo 120 9 0 129 

Consumer AND tourism 116 6 17 139 

Total 358 32 65 455 

     Source: The authors. 

Furthermore, the research design is descriptive (Vieira, 2002), with qualitative approach (Minayo, 2001). The 

adopted method was the systematic review (Cronin, Ryan, & Coughlan, 2008) and bibliometrics (Araújo & 

Alvarenga, 2011) which offer a panorama of the Brazilian scientific production on tourism consumer behav-

ior. 

The adopted protocol started with (a) the formulation of the research problem; (b) the selection of filtering 

criteria: duplicated papers, abstracts, titles and non-adherent keywords, and various documents that did not 

fit as Brazilian papers; (c) the choice and access to the literature; (d) the analysis of the literature included in 
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the review; and, (e) the evaluation and publication of results. The criteria for eliminating the papers and the 

search outcome for composing the final corpus can be seen in Table 2. 

In face of the results and filtering criteria described above, the present review analyzed 109 papers regarding: 

a) the general information on the papers; b) the methodological aspects and; c) the theoretical approach. 

The details of each category of analysis are reported next. 

 

              Table 2 - Final sample of papers after eliminations  
FILTERING CRITERIA SPELL SCIELO SCOPUS TOTAL 

Duplicate papers 155 19 25 
 

Duplicate papers between bases 
   

12      
Total papers (before eliminating duplicates) 358 32 65  

Total (after eliminating duplicates) 203 13 40 244      
Summary, title, and non-adherent keywords    101 

International journals papers    33 

Theses, dissertations, abstracts, and other 

documents 
   1 

     
Final sample    109 

             Source: The authors. 

 

For the content analysis, we used the software Iramuteq version 0.7, performing the word cloud analysis, 

Descending Hierarchical Classification (DHC), and Correspondence Factor Analysis (CFA). The word cloud 

analysis presents visually the comparison among the word found. The DHC provides the grouping of similar 

elements of the text segments, identifying common words and identifying clusters (Camargo, 2005). The CFA, 

consecutively, presents the classes in a factorial level, providing the visualization of the relations between 

the words and variables associated with each cluster in the Cartesian axis (Camargo & Justo, 2013). It is 

added that the software Iramuteq itself, using the Qui-Square (χ2) statistics, indicates the most representa-

tive papers of each class.   

4 RESULTS AND DISCUSSION 

In this section the main results from the analysis are described. For better visualization, the results were 

categorized into three dimensions: general, methodological, and theoretical, as indicated in the previous 

method section. 

The pieces of information were extracted from the papers and organized in an Excel spreadsheet, where they 

received the first analytical treatment, before being sent to the software Iramuteq, in which they received 

also statistical treatment. 

4.1 General approach 

For the initial category of analysis, information related to scientific journals, years of publication of the papers, 

linked authors and institutions were extracted from the papers. 

From the 27 scientific journals (see Table 3) that emerged from searches, the most productive on the subject 

are the Revista Turismo em Análise (22 papers), Turismo - Visão e Ação (21 papers), Revista Brasileira de 

Pesquisa em Turismo (14 papers) , Revista Rosa dos Ventos - Turismo e Hospitalidade (8 papers), Caderno 

Virtual de Turismo (5 papers), Marketing & Tourism Review (5 papers), e Revista Acadêmica Observatório de 

Inovação do Turismo (5 papers), the first three being responsible for more than half of the publications on 

consumer behavior in tourism. 
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                          Table 3 - Scientific journals emerged from searches 

SCIENTIFIC JOURNALS Number of papers 

Revista Turismo em Análise 22 

Turismo – Visão e Ação 21 

Revista Brasileira de Pesquisa em Turismo 14 

Revista Rosa dos Ventos - Turismo e Hospitalidade 8 

Caderno Virtual de Turismo 5 

Marketing & Tourism Review 5 

Revista Acadêmica Observatório de Inovação do Turismo 5 

Podium-Sport Leisure and Tourism Review 4 

Revista Hospitalidade 3 

Revista de Administração da UFSM 3 

Revista Brasileira de Marketing 2 

Revista Eletrônica de Ciência Administrativa 2 

Amazônia, Organizações e Sustentabilidade 1 

Brazilian Business Review 1 

Caderno Virtual de Mergulho 1 

Economia e Gestão 1 

Estudos Históricos 1 

RACE. Revista de Administração, Contabilidade e Economia 1 

RAE-Revista de Administração de Empresas 1 

ReUNA – Revista de Economia, Administração e Turismo 1 

Revista Brasileira de Ciências do Esporte 1 

Revista Brasileira de Estratégia 1 

Revista de Administração 1 

Revista de Administração da UNIMEP 1 

Revista de Administração, Sociedade e Inovação 1 

Revista Interdisciplinar de Marketing 1 

Sociedade, Contabilidade e Gestão 1 

                    Source: The authors. 

 

About the periodicity of publication of the papers, it is possible to identify an increase in the number of pub-

lished papers (see Figure 2). It must also be pointed, that only half of the first semester of 2019 was consid-

ered for searches, this explains the sharp drop in the number of papers in the mentioned year.  

It may be observed in the frequency graph shown in Figure 2 that, although there are constant increases and 

decreases along time periods, after 2014 the attention of academia was progressive. This can be seen in the 

classified histogram, in which the two classes of 2015 and 2019, referent from 2013 to 2019, correspond 

to almost 80% of the cumulative percentage, which reveals that the papers are concentrated in that period. 

Moving ahead to the analysis about the authors and their respective institutional affiliation, the results re-

vealed that the papers are developed by a maximum of five authors, with single authorship being verified in 

18 papers, and the maximum number of authors being verified in only five papers. On the other hand, the 

results revealed that the preference is for double authorship (34 papers) or triple authorship (35 papers), 

corresponding to 63.30% of the total of papers analyzed. 

The authors who published more in the period from 1996, the year in which the first publication on tourist 

behavior emerged, to April 2019, are shown in Table 4, as well as each author's institutional affiliation. The 

number of papers per author is also presented. 

The author who produced more about the searched subject was Marlusa de Sevilha Gosling, from the Federal 

University of Minas Gerais (FUMG) with 8 papers, twice as much as the authors Glauber Eduardo de Oliveira 

Santos, from the University of São Paulo (USP), and Luiz Mendes Filho, from the Federal University of Rio 

Grande do Norte (FURN), who share the second position in the ranking. In third place were the authors José 

Manoel Gonçalves Gândara, from the Federal University of Paraná, Juliana Maria Magalhães Christino, from 

the Federal University of Minas Gerais (FUMG), Marina Dias de Faria, from the Federal University of Rio de 

Janeiro (FURJ), and Sérgio Marques Júnior, from the Federal University of Rio Grande do Norte (FURN), all of 

them with 3 papers. 
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                Figure 2 - Representation of frequencies and classified histogram (Pareto) 

 

 

 

 

 

 

 

          Source: The authors. 

 

      Table 4 – The most prolific authors in the analyzed sample                                                                                               

AUTHORS              Number of papers 

Marlusa de Sevilha Gosling – Federal University of Minas Gerais (FUMG) 8 

Glauber Eduardo de Oliveira Santos – University of São Paulo (USP) 4 

Luiz Mendes Filho - Federal University of Rio Grande do Norte (FURN) 4 

José Manoel Gonçalves Gândara – Federal University of Paraná (FUPR) 3 

Juliana Maria Magalhães Christino - Federal University of Minas Gerais (FUMG) 3 

Marina Dias de Faria – Federal University of Rio de Janeiro (FURJ) 3 

Sérgio Marques Júnior – Federal University of Rio Grande do Norte (FURN) 3 

Alexandre Augusto Biz – Federal University of Paraná (FUPR) 2 

Andréa do Nascimento Barbosa Cacho - Federal University of Rio Grande do Norte (FURN) 2 

Carlos Alberto Gonçalves – Federal University of Minas Gerais (FUMG) 2 

Carlos Alberto Mello Moyano – Federal University of Rio Grande do Sul (FURGS) 2 

Danielle Miranda de Oliveira Arruda – State University of Ceará (UECE) 2 

Derli Luís Angnes – University of Santa Cruz do Sul (UNISC) 2 

Eduardo Michelotti Bettoni – Federal University of Paraná (FUPR) 2 

Fabíola Fernandes Silva - Federal University of Rio Grande do Norte (FURN) 2 

Gislainy Laise da Silva - Federal University of Rio Grande do Norte (FURN) 2 

Graziela Scalise Horodyski - Federal University of Paraná (FUPR) 2 

Janaina de Moura Engracia Giraldi – University of São Paulo (USP) 2 

Jefferson Oliveira da Silva Lacerda – Federal University of Minas Gerais (FUMG) 2 

Jorge Brantes Ferreira – Pontifical Catholic University of RJ (PUC/RJ) 2 

Jorge Francisco Bertinetti Lengler - Michael Smurfit School of Business (Ireland) 2 

José Luis Felicio Carvalho – Federal University of Rio de Janeiro (FURJ) 2 

Luis Moretto Neto - Federal University of Santa Catarina (FUSC) 2 

Nelsio Rodrigues de Abreu – Federal University of Paraíba (FUPB) 2 

Sâmara Borges Macedo – Federal University of Minas Gerais (FUMG) 2 

Thaís Santos Silva – Federal University of Minas Gerais (FUMG) 2 

Tiago Savi Mondo – State University of Santa Catarina (UDESC) 2 

Valentina Gomes Haensel Schmitt – Federal University of Santa Catarina (FUSC) 2 

Vinícius Sittoni Brasil - Pontifical Catholic University of Rio Grande do Sul (PUC/RS) 2 

  Source: The authors. 

 

About the authors' institutional affiliation, it was found that the Federal University of Minas Gerais (11.16%, 

33 authors), University of São Paulo (10.17%, 30 authors) and Federal University of Rio Grande do Norte 

(7.8%, 23 authors) represent the institutions with the highest number of authors, being, therefore, the uni-

versities that produce the most on the topic.  

4.2 Methodological approach 

Moving toward to the next analysis, the methodological categorization begins. The papers were categorized 

according to their research design and operationalization. For the research design, investigations were clas-

sified into: a) Type, whether theoretical or theoretical-empirical; b) nature, whether exploratory, descriptive, 

explanatory, or exploratory-descriptive; c) approach, whether quantitative, qualitative or mixed-method; d) 

observation type, whether cross-sectional or longitudinal; e) environment, whether in the laboratory or in the 
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field; design, if correlational, experimental, semi-experimental, or without design, when the research does 

not fit into any of the previous classifications; and f) method used to carry out the research, whether it was a 

survey, case study, ethnography, netnography, phenomenology, among other classifications. 

A summary chart with the definition of the categories raised for the research design is presented in Chart 1. 

 

     Chart 1 - Conceptualization of categories for the research design                                                                                    

Categorization Classification Conceptualization 

Study type 

Theoretical 
It is dedicated to reconstructing theories, concepts, aiming at theoretical improve-

ments (Demo, 2000). 

Empirical T. 
It is dedicated to the treatment of reality, producing and analyzing data, approaching 

practical experiences (Demo, 2000). 

Nature of research 

Descriptive 
It aims to explain characteristics of a population or phenomenon or to establish non-

causal relationships between variables (Gil, 2008). 

Explanatory It aims to explain the reason for the phenomena, through experimentation (Gil, 2008). 

Exploratory 
Enables a wide view of a given phenomenon; research developed with themes that are 

still little explored (Gil, 2008). 

Approach 

Quality 
In this type of approach, there is no concern with generalization, but with the deepe-

ning of the studied phenomenon (Appolinário, 2013). 

Quantitative 

The objective of this, is to measure something (Cooper & Schindler, 2016), with less 

possibility for the researcher's intervention, with no concern for exceptions, but gene-

ralizations (Appolinário, 2013). 

Mixed-method Studies that operate both qualitative and quantitative approaches. 

Observation type 
Longitudinal The study is repeated various times for a period of time (Cooper & Schindler, 2016). 

Transversal The study is performed only once at a given time (Cooper & Schindler, 2016). 

Environment 

Field 
The studies take place under real environmental conditions (Cooper & Schindler, 

2016). 

Laboratory 
They occur in conditions prepared or manipulated by the researcher (Cooper & Schin-

dler, 2016). 

Design 

Experimental 
It aims to establish cause-and-effect relations with manipulation of independent vari-

ables and random distribution of subjects (Shadish, Cook, & Campbell, 2002). 

Quasi- 

Experimental 

Design without random distribution of subjects (Shadish, Cook, & Campbell, 2002). 

Correlational 
It aims to describe relations between variables, in an uncontrolled way. Thus, it does 

not determine cause-effect relations (Gressler, 2004). 

 Source: The authors. 

 

From the previously defined categories, and endorsed by the respective authors, the results for the research 

design are summarized in Figure 3. 

 

                                                  Figure 3 - Description of the research design 

 

 

 

 

 

 

 

 

                                         Source: The authors. 

Regarding the content of the theoretical studies evaluated, all were categorized as qualitative, and descrip-

tive in nature. Evaluating the theoretical and theoretical-empirical papers, it is obvious that the descriptive 

nature is predominant in 58% of the papers, and from these descriptive studies, 47.6% did not clearly report 
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this classification in the paper, and another 6.3 % of papers were classified incorrectly, requiring a reclassi-

fication. Exploratory-descriptive studies appear in the second place, being responsible for 32% of the evalu-

ated sample. Studies of an explanatory nature were not representative for this sample, emerging as a sug-

gestion for future research.  

Next, the results revealed that the majority of researches on the topic has a quantitative approach (47%), but 

qualitative studies (34%) and those using the two approaches (mixed-method) (19%) showed significant par-

ticipation for the analyzed sample, indicating interest of the scientific community in studies that enable new 

perspectives of analysis, since quantitative studies are mostly chosen by researchers in the investigation of 

consumer behavior in tourism. 

For the theoretical-empirical studies, cross-sectional methods represent 93% of the sample with investiga-

tions being performed in the field of study (100%). As for the research design, most papers did not report the 

design (62%), then the correlational studies were the most representative (37%). The experimental and semi-

experimental designs were not expressive for this sample, revealing a fruitful field to be explored by new 

studies. Finally, the methods used to perform the research were identified and categorized, with the survey 

(26%) and the opinion survey (24%) being the most recurrent (see Graph 1). 

 

                       Graph 1 - Description of the identified methods 

 

 

 

 

 

 

                Source: The authors. 

 

For the next methodological category analyzed, research operationalization, the theoretical-empirical papers 

were classified according to: a) sampling, whether probability or non-probability methods; b) type of sampling, 

whether simple random, stratified, systematic, by conglomerate, snowball or convenience/accessibility; c) 

collection instruments, whether questionnaires, interviews, focus groups; d) data collection procedures, 

whether virtual or presential and; e) data analysis, whether regression analysis, factorial, descriptive statis-

tics, structural equation modeling, comparing means, content or discourse analysis. 

The definition of the categories raised for the operationalization of the researches is summarized in Chart 2. 

 

   Chart 2 - Conceptualization of categories for the operationalization of research                                                                             (continue) 

Categorization Classifications Conceptualization 

Sampling 

Probability 
All elements of the population have equally, the same odds to be selected to compose 

the sample (Guimarães, 2012). 

non-probability 
The elements are selected arbitrarily and without the knowledge of the entire popula-

tion (Guimarães, 2012). 

Types of sampling 

Simple random 
Each element is selected at random, with an equal chance of being selected (Cooper 

& Schindler, 2016). 

Stratified 

In this type of probability sampling, the population is divided into strata, mutually ex-

clusive, and in each of these strata a random sampling is performed (Cooper & Schin-

dler, 2016). 

By conglomerate 

The population is divided into heterogeneous subgroups within groups and homoge-

neous between them. Random sampling of some subgroups is performed (unlike the 

stratified one, elements for study are not selected, but subgroups) (Cooper & Schin-

dler, 2016). 

Systematic 
Probability sampling, which starts by determining an element ranging from 1 to k and 

each kth element of the population is sampled (Cooper & Schindler, 2016). 

Snowball 

Non-probability sampling, in which the first individuals are selected and, after this ini-

tial selection, the selected ones, themselves, indicate new participants (Cooper & 

Schindler, 2016). Also known as self-generated sampling. 
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   Chart 2 - Conceptualization of categories for the operationalization of research                                                                             (conclusion) 

Categorization Classifications Conceptualization 

 Convenience 
Non-probability sampling, in which researchers are free to choose the elements they 

would like to compose the sample (Cooper & Schindler, 2016). 

Collection instru-

ments 

Questionnaires Instrument composed of ordered questions in sequence (Marconi & Lakatos, 2017) 

Interview 
It uses qualitative means to obtain information from one or more people about a cer-

tain subject (Cooper & Schindler, 2016). 

Data collection pro-

cedures 

Presential 
Face-to-face communication between researcher and researched (Cooper & Schin-

dler, 2016). 

By email Communication carried out via internet (Cooper & Schindler, 2016). 

Data analysis tech-

nique 
Factor analysis 

Provides tools to establish the structure of the interrelations between variables (Hair 

et al., 2009) 

 
Regression analysis 

It tests linear relations between two or more variables and is used to make predictions 

of a variable as a function of one or more independent variables (Field, 2013). 

Content analysis 
A set of systematic procedures is used to describe the content of messages and infer 

knowledge about the conditions of the sender or receiver (Bardin 1977; 2006). 

Correlation analysis Test linear relations between two or more variables (Field, 2009). 

Social media analy-

sis 

Methodological and heuristic tool to map relations and quantify the involvement be-

tween interdependent actors (Borgatti & Foster, 2003) 

Descriptive statis-

tics 

Summarizes characteristics of a set of numerical data (Guimarães, 2012). 

Structural equation 

modeling 

A family of statistical models is used to establish relations between multiple variables, 

such as a series of multiple regression equations (Hair et al., 2009). 

Comparing means Analyzes means differences between two or more groups (Hair et al., 2009). 

Source: The authors. 

 

Most papers used non-probability sampling (87%) to compose the sample of the studies and 11% used prob-

ability sampling. It should be observed that some studies did not specify the type of sampling used in the 

investigations, representing 2% of the analyzed sample. For the types of sampling, the sample by conven-

ience or accessibility was the most representative, verified in 71% of the analyzed papers, then the simple 

random sample and the self-generated sample or snowball corresponded to 7% and 5%, respectively. Graph 

2 illustrate the identified types of sampling of the papers. 

 

                       Graph 2 - Description of the operationalization of the research regarding the types of sampling 

 

 

 

 

 

 

 

                 Source: The authors. 

 

Moreover, due to the methods (survey and opinion survey) used by the studies, the most recurrent instru-

ments were the questionnaires, responsible for 65% of the samples, converging, therefore, the design with 

the operationalization of the researches. Then the interviews are presented as more representative, in 12% 

of the sample. 

The instruments were applied in person (54%), virtually (39%) or in both ways (6%). And, for data analysis, 

several techniques emerged from the papers, with descriptive statistics and structural equation modeling 

being the most representative and identified in 32 papers.  

In addition, a significant percentage of the papers (44.95%) did not report the procedures used in any stage 

of the design or operationalization of the investigations, requiring inferences or new reclassifications. This 
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result is worrisome in relation to the methodological rigor recommended in academic studies, converging 

with the understanding of Silva et al. (2012) when identifying the weakness of studies in reporting methods. 

4.3 Theoretical framework 

After the general and methodological analysis of the papers, the theoretical appreciation of the research 

components of the sample begins. To carry out the word cloud analysis, the keywords of the 109 papers were 

used as a textual corpus. Figure 4 shows the most representative lexicographic forms and how they are 

distributed. 

 

                      Figure 4 – Word cloud analysis 

 

 

 

 

 

 

 

 

                 Source: The authors. 

 

The corpus consisted of a single text, with 22 Text Segments (TSs), from which 821 emerged occurrences, 

301 distinct words, and 192 keywords with a single frequency, representing 23.39% of the cases.  

Given the most recurring keywords identified in the word cloud analysis, it is observed a strong marketing 

content in the researches involving consumer behavior in tourism. The occurrences reveal the researchers' 

general concerns about evaluating travel motivations, reporting the experiences of tourists, and segmenting 

tourist demand with a view to increasing satisfaction during travels (Silva & Mendes-Filho, 2018).   

For the analysis of the themes that emerged from the papers, the DHC was performed (Figure 5), using the 

Reinert method, in which 109 texts were analyzed, divided into 519 TSs, with the use of 396 TSs (76.30%). 

18,539 occurrences emerged from the textual corpus, formed by words, forms, and other lexicographic ele-

ments, with 3,677 distinct forms, and 2,076 forms with a single occurrence. 

The analyzed content was categorized into 5 clusters: Class 1, with 83 TSs (20.96%); Class 2, with 60 TSs 

(15.15%); Class 3, with 86 TSs (21.72%); Class 4, with 79 TSs (19.95%); and Class 5, with 88 TSs (22.22%). 

Only forms with χ²> 3.81 (p <0.005) were considered for analysis. 

Class 1 - Internal influences - consisted of 20.96% of the sample, strongly represented by the research pro-

duced by Costa, Santos and Aguiar (2015) with χ² = 19.1, Santos, Ramos and Rey-Maquieira (2012), and 

Valdez-Muñoz (2002), both with χ² = 11.4. Such investigations aggregate discussions related to consumers 

of destinations under a more internal nature, evaluating perceptions, images, level of knowledge, stimuli, 

attitudes, identified by Schiffman and Wisenblit (2015) as influential in the construction of consumer self-

concept and lifestyles.  

Although this class has condensed researches from multiple methods, the discussions emerged from the 

papers convergence to a more theoretical character and empirical tests on already solid theories of consumer 

behavior. Exemplifying, in this first class, there were recurrent analysis that dealt with Theory of Experience, 

Theory of Planned Behavior, Theory of Motivation and purchase motivators, and individual determinants.  
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Class 2 - Tourist products – was formed by 15.15% of the sample, comprising the following words as the 

most representative forms: product (χ² = 36.79, p <0.0001), activity (χ² = 29.08, p < 0.0001), souvenir (χ² 

= 28.36, p <0.0001), place (χ² = 27.6, p <0.0001) and practical (χ² = 24.01, p <0.0001) , the most repre-

sentative surveys of this class being those developed by Mariani (2002) and Almeida and Hostins (2011), 

both studies evaluate tourist products at destinations or visualize tourist activities as results of the consumer 

society. 

 

                 Figure 5 - Dendrogram from the analyzed sample 

 

 

 

 

 

 

 

 

 

 

            Source: The authors. 

 

Therefore, this class represents the efforts of studies in analyzing tourism products and identify tourist per-

ception of offers. As in the first cluster, solid theories were identified in the study of consumer behavior, such 

as the Theory of Experience and Motivation. However, this second class presents an economic approach to 

tourist consumption and inserts new constructs of analysis such as reputation, values, and practices of tour-

ists, and debates about the perceived space. 

Class 3 - Methodological paths - represented 21.72% of the sample, grouping the studies that used similar 

methods to analyze the phenomenon. This class originates all other classes by encompassing the methodo-

logical strategies of research. The most representative investigations of the class are those from Thomaz et 

al. (2016) who used content mining in social media as method, and Silva and Marques-Júnior (2017) who 

used the combination of survey with focus group. 

As the third class was not considered for the purpose of defining the thematic axis, since it brought together 

words and textual segments referring to research procedures and techniques, the central theories of this 

cluster were not raised. However, in general, the research that integrated this group uses common theories 

in the study of the theme, mainly the Theory of Planned Behavior and Theory of Experience. 

Class 4 - Decision-making process - consisted of 19.95% of the sample. The most representative forms are: 

decision (χ² = 73, p <0.0001), factor (χ² = 39.9%, p <0.0001), purchase (χ² = 39.6%, p <0.0001) and travel 

(χ² = 36.88, p <0.0001). The most representative studies in this class are those by Esteves et al. (2013) and 

Souza, Melo and Barbosa (2012) who investigate different factors that influence consumers' purchase deci-

sions. Such aspects refer to the last stage of the conceptual model for analyzing consumer behavior by Schiff-

man and Wisenblit (2015), a stage in which needs, and desires are no longer latent. 

In the fourth class, as in the previous ones, it was possible to identify the theories guiding the investigations. 

In addition to the well-known and recurring aforementioned theories, the Expectation Theory, approaches to 

the purchase decision, the Service Delivery System (SDS) and analysis of different constructs (emotions, 
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perceived risk and reputation) were also observed. The wide areas of service marketing and social psychology 

were presented as a background for subsequent analysis in this group. 

Finally, Class 5 - Segmented Tourism - consisted of 22.22% of the sample, aggregating studies that segment 

tourism in some way, either by the sociodemographic characteristics of tourists, or by tourist segment (sun 

and beach, ecotourism, business tourism, among others). The most representative forms of this class are 

market (χ² = 59, p <0.0001), disabilities (χ² = 30.27), competitive (χ² = 23.68), organization (23.68%, p <0, 

0001) and accessibility (χ² = 21.32, p <0.0001). 

The researches that most represent this class are those by Lacerda et al. (2016) and Oliveira-Matos et al. 

(2017), this one presents walking activities as a new segment for tourism development and the one that 

segments in relation to the physical characteristics of tourists, in this case, disabled or impaired tourists. 

Discussions raised about accessibility, emerging markets and marginalized segments are expressive in this 

cluster, with different theoretical approaches being evidenced. These discussions deal with urban tourism, 

environmental education, shopping attitude, model of restrictions, loyalty and satisfaction, and geographical 

mobility. 

Although the thematic axis has emerged from papers in different classes, being disregarded as a theme. 

However, class 3 that relates to the research method, allows the establishment of relations between the 

clusters at the factorial level, through the CFA. The panorama can be seen in Figure 6. 

 

                  Figure 6 – Correspondence Factor Analysis 

 

 

 

 

 

 

 

 

             Source: The authors. 

 

On the other hand, even if there was no definition of variables to identify the relations by factors, it is possible 

to verify how close the classes 2 (gray color) and 4 (blue color) are, and the disposition of the classes in each 

quadrant, revealing a relatively short distance between classes 1 (red color) and 5 (pink color), in which the 

first class is related to the internal influences of consumers and the fifth class is more directed to the market 

and external factors, such as the segmentation of tourists. 

4.3.1 Recommendations for further studies 

The literature review showed research gaps that can be considered in new investigations, although the con-

cern with identifying a research agenda was not required for all analyzed authors. Therefore, some recom-

mendations emerge as prolific zones. 

The first suggestion is the construction and validation of a scale to measure the degree of satisfaction and 

expectation of foreign tourists in relation to Brazilian tourism. Moreover, the consideration of the cultural 

factor in the formulation of these scales is important (Pérez-Nebra & Torres, 2002). The same authors also 

recommend exploring the different needs and preferences of consumers in relation to products and services 

with different positions in order to seek generalizations for Brazilian culture or subcultures with similar moti-

vational structures. 



Tourism consumer behavior: A systematic review of the Brazilian scientific production  

 

     RBTUR, São Paulo, 14 (3), p. 109-133, Sep./Dec. 2020. 122 

 

Event tourism also emerges as a prominent theme to be explored (Christino, Silva, & Agostini, 2018; Moyano 

et al., 2015; Moretti, Hack, & Zucco, 2015). Moretti, Hack and Zucco, (2015) recommend that detailed re-

search should be performed in events similar to poker events in order to attest to the use of social media as 

an important spreader of advertising messages. The relevance of this type of approach is related to the mar-

ket segmentation of poker players whose potential for choice and purchase is highlighted. Another suggestion 

is to investigate the motivational factors and determinants of the choice of tourists in the city of Tiradentes, 

Minas Gerais, during specific events in the city (Christino, Silva, & Agostini, 2018).  

The image of tourist destinations is also a field recommended by researchers (Mayer, Silva, & Bárcia, 2017; 

Bedran, Strehlau, & Melhado, 2014). Mayer, Silva and Bárcia (2017) suggest the use of interpretive analysis 

methods that can explore the public's imagination that consumes the attractions of the Rio de Janeiro city 

and other destinations and evaluate how it has been changing over time. In addition to the image formation, 

Bedran, Strehlau and Melhado (2014) recommend relating cosmopolitanism and tourist satisfaction towards 

the city of São Paulo as a tourist destination. 

Satisfaction and the measurement of perceived quality, besides recurring in investigations (Brasil, 2008; 

Vareiro & Pinheiro, 2017; Magalhães, Suyama, & Faria, 2017; Valenzuela, 2015), also emerge as sugges-

tions for further studies. For example, Brasil (2008) recommends exploring in more detail the determinants 

of customer satisfaction with the delivery system, more precisely, the elements that expand the experience 

when purchasing airline tickets. The monitoring of customers, through a database, for measuring, controlling, 

and improving the quality of services is also suggested (Valenzuela, 2015). 

It is emphasized that, besides the gaps identified by the researchers, the authors explore in their research 

agendas to the replication of their investigations or methods (Añaña, Anjos, & Pereira, 2016; Ferreira et al., 

2012; Moyano, Lengler, & Angnes , 2018; Moyano et al, 2015; Bebber, Graciola, & Milan, 2015), the execu-

tion of comparative analyses (Schmitt & Moretto Neto, 2007; Ferreira et al., 2012; Lacerda et al., 2016; 

Silva, Abreu, & Gosling, 2015), and longitudinal studies (Brasil, 2008; Mayer, Silva, & Bárcia, 2017; Schmitt 

& Moretto Neto, 2007). 

5 CONCLUSIONS 

This review aimed to contribute to scientific production in the field of knowledge regarding the consumer 

behavior in tourism by categorizing the findings in three approaches that allowed to outline an overview of 

research in the area. 

The general information made it possible to visualize the productions by period and to identify the most 

productive authors and institutions. This approach examines useful information to strengthen relations be-

tween producers of the same thematic line and make easier the dissemination of knowledge.  

Then, in the methodological approach, it was possible to identify fruitful fields for future research, such as 

studies with an experimental and quasi-experimental design, of an explanatory nature and using mixed-

method design, whose results were not expressive for the sample analyzed in this review. Still on this ap-

proach, studies developed in the laboratory and with a longitudinal cut are not receiving much attention from 

the area, inferences arising from the timid results of the analysis carried out under this perspective. There-

fore, this is an opportunity for future research, with possibilities of useful and innovative contributions. 

DHC and CFA provided support for the analysis related to the theoretical approach, in which five clusters 

emerged, identified as: “Internal Influences”, “Tourist products”, “Methodological paths”, “Decision-making”, 

and “Segmented tourism” which discuss, respectively, the internal influences of consumer behavior, tourist 

perception of offered products, research methodological strategies, influential factors in the purchase deci-

sion, and market orientation through tourist segmentation. Of these five, four clusters emerge as thematic 

axis related to the theme, except for "Methodological paths". 

The theoretical approach evidenced the use of theories common in the field of consumer behavior, such as 

the Theory of Planned Behavior, Theory of Expectation, and Theory of Experience. On the other hand, it al-

lowed us to outline a research agenda based on suggestions raised by the authors in the sample, thus con-

tributing to the development of the area. 
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However, despite the advances, it is emphasized that the present investigation did not intend to exhaust the 

scientific literature about the theme in Brazil, although the selected databases put together a significant 

number of indexed publications and journals, recognizing, therefore, weaknesses that can be considered in 

the next researches.  

Therefore, it is recommended that the next reviews expand the investigations to other bases and compare 

with foreign publications. Moreover, consider the combination of other indexing terms with the use of Boolean 

operators. For example, the addition of the term “traveler” that was not considered in this research, and 

some authors have used it in their investigations on consumer behavior in tourism.  

It is also possible to notice, an important gap to be filled regarding to consumer behavior in alternative models 

of tourism development, not only in marginalized segments, although the latter one appears as a prominent 

field to be investigated. In the same way as understood by Silva and Gândara (2016), it is believed that the 

planning and design of tourism must consider other aspects, in addition to elements of a market and eco-

nomic nature. And this understanding can be brought to the behavior of the tourism consumer, seeking to 

understand the whole atmosphere that surrounds the phenomenon and the multiple forms of approach.  

Finally, the arising results from this research confirm a recent interest by the academy in the subject and the 

potential of the thematic axis that emerged in the analysis of the study corpus. Besides that, they reveal an 

initial stage of theoretical deepening, and a greater focus on empirical tests. 
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