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The reasons for travel are many and varied, but the main motivations could perhaps
be identified as one or a combination of the following: relaxation, escapism, fun,
freedom, hedonism, self-development, education, business, meeting new people, sex,
romance, existential or spiritual needs, consolidating friendships and being together
with family. Sharpley(1994) refers to five categories of tourist experience:
recreational, diversionary, experiential, experimental and existential. The first two are
more concerned with relaxation, escapism and hedonism, whereas the latter three are
related more to adventure, self-development and ‘finding oneself’. Some tourists also
travel for spiritual reasons to find meaning in their life. Cohen(1996) describes how
the quest for a “spiritual centre’ is an integral part of tourism, especially when people
feel socially alienated. Tourism can be seen as a process of self-regeneration as well
as relaxation or indulgence(Ryan, 1997). Hallab(2006) describes how travel and
tourism can make a positive contribution to an individual’s health and well-being, and



this includes not only physical but also mental improvements (Seaton and Bennett,
1996). Smith and Puczkd(2009: 40) state that:

Travel can contribute to all aspects of health if we consider the physical
and mental benefits of rest and relaxation, the social aspects of mixing
with other tourists and local people, and the intellectual stimulation that
can come from learning about new places.

Sometimes tourists travel to make new friendships or to consolidate old ones, or to
have much needed quality time with a partner or family. Many people need escapism
from routine and freedom from responsibility in the form of relaxation and fun. ‘Push’
factors in tourism could relate to what Dann and Cohen(1996) describe as anomie in
tourism generating societies, which reflects a general normlessness or
meaninglessness. For example, Sharpley(2002) describes how alienation (e.g. from
work or community) has become an important motivating factor in tourism. Although
business tourism is becoming a growth sector, it is more common for people to go on
holiday to escape from the pressures of working as well as everyday life. As stated by
Krippendorf(1987: 33):

Tourists are free of all constraints... Do as one pleases: dress, eat, spend
money, celebrate and feast... The have-a-good-time ideology and the
tomorrow-we-shall-be-gone-again attitude set the tone.

It is perhaps rarer for people to travel to confront their problems and engage in
self-development, but this is being catered for more recently in the burgeoning
wellness and holistic tourism sector(Smith and Kelly, 2006; Smith and Puczko, 2009),
which offers tourists the chance to deal with their emotional or psychological
problems in an environment far away from home. Sirgy(2008) suggests that life
satisfaction can be increased by engaging in life experiences such as travel and
tourism events, which can produce a positive affect in important life domains and
allow that positive affect to spill over into one’s overall life. We can see from the
possible motivations listed above that tourism and travel can technically enhance
many domains of our lives...
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