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Tourist behavior and weather 
Understanding the role of preferences, 
expectations and in-situ adaptation

Abstract. This study contributes to a deeper understanding of the relationship between tourist weather preferences, perceptions, and

weather-related activities. A conceptual model with respect to the interdependencies and relationships is proposed and discussed in

light of the results of a pilot study conducted on the French Caribbean island of La Martinique. An explorative in-situ survey that

included n= 32 holiday tourists from ‘cold’ and ‘warm’ countries examined the core variables of the model. The results demonstrated

that slight differences in climate preference existed for respondents, depending on whether they originated from a country with a cold

or a warm climate, that the activity patterns seemed to be influenced by changing weather conditions only to some extent, and that

the actual weather, which was marked by heavy rains in the first data collection period and by changeable weather in the second,

appeared to have only limited impact on return intentions. Despite the limited possibility of a pilot study, the results facilitated an

overview of the factors necessary to understand the weather-related behavior and shifts in the behavior of tourists. The core concepts

include acceptance and adaptation as dynamic psychological processes that allow an individual to cope with adverse weather

conditions. Thus, this study may serve as a basis for future research, especially with respect to the behavioral responses of leisure

tourists to predicted climate change dynamics in holiday destinations. The conceptual model may provide a useful framework for

future studies. 

Résumé. Cette étude explore les relations entre perceptions du temps qu’il fait, conditions météorologiques et comportements

des vacanciers. Un modèle conceptuel est proposé, à partir d’une étude réalisée à la Martinique, aux Antilles. Une enquête

exploratoire, menée auprès d’un échantillon contrasté de trente-deux touristes “de loisirs” venant de pays au climat

“froid” ou “chaud”, a permis d’analyser les principales variables du modèle. Les résultats ont montré : qu’il y avait de

légères différences dans la préférence climatique selon que les personnes enquêtées venaient d’un pays froid ou d’un pays

chaud ; que les conditions météorologiques n’avaient qu’un impact limité sur le type d’activités pratiquées ; que le temps

qu’il faisait, qui a été marqué par des fortes pluies dans la première période d’enquête et par un temps variable dans la

deuxième, n’avait qu’un impact limité sur les intentions de retour. Malgré ses moyens limités, l’étude identifie les variables

et facteurs essentiels à la mise en œuvre d´un projet de recherche examinant la perception des conditions météorologiques

par les touristes, d’une part, et les comportements induits, d’autre part. Les principaux concepts identifiés sont l’acceptation

et l’adaptation, en tant que processus psychologiques dynamiques permettant à un individu de faire face aux mauvaises

conditions météorologiques. Cette étude peut servir de base pour de futures recherches, notamment pour l’analyse des

comportements des touristes face au changement climatique. Le modèle conceptuel peut fournir un cadre utile pour de

futures études. 
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W eather appears to

influence human

behavior in various

ways and at different levels, ranging

from a simple decision concerning

what clothes to wear depending on

the expectation of rain to reactions

to unusual and severe weather events,

such as hurricane Sandy, which occur-

red on the eastern coast of the US in

2012 (CBC 2012; Murray, Di Muro, Finn

& Popkowski Leszczyc, 2010). Similarly,

behavior and behavior-regulating pro-

cesses are related to climate factors,

where climate is defined as “long-

term average weather”. Weather and

climate have a specific and significant

impact on tourism that affects the

tourism industry as well as current

and potential tourists. This impact

may become even more pronounced

with climate change.

From a demand perspective, wea-

ther and climate exert a level of

influence on individual motivations

for travel, a destination’s attractiveness

and tourist destination choice, the

timing of travel for individuals, actual

or planned tourist behavior at the des-

tination, holiday satisfaction and per-

ceived value-for-money and a consu-

mer’s return intentions (Becken, 2010;

Becken, Wilson, & Reisinger, 2010; Goh,

2012; Lohmann & Aderhold, 2009;

Lohmann & Kaim, 1999; Mansfeld,

Freundlich, & Kutiel, 2007; Scott & Lemieux,

2009; Scott, hall & Gössling 2012). Given

the importance of weather and climate

as a determining factor of tourism

demand, the body of literature that

explores tourist preferences, expecta-

tions, perceptions and destination

experiences has steadily grown. Certain

This pilot study examines weather

preferences, expectations and the

behavior of holiday-makers in

Martinique, a small island in the

Caribbean Lesser Antilles. Preliminary

results of this project have been repor-

ted in a regional journal (Lohmann &

hübner, 2011). This study will examine

the following items in detail: Climate

preferences of holiday-makers with

respect to a typical summer holiday;

The role of weather concerning the

destination choice; Actual weather

perceptions; Weather-related activities;

Evaluative processes. 

This study does not attempt to

explore all (social-psychological) deci-

sion-making factors such as percep-

tions, attitude, motivations or expe-

riences in every respect. It is instead

aimed at delineating a conceptual

model that considers weather and

climate to be drivers of tourism

demand in general and, more speci-

fically, in a small tropical island set-

ting. The assumption is that weather

constitutes an important factor for

holiday-makers in a small tropical

island and, therefore, that deviations

from the weather preferences and

expectations of tourists will result in

negative perceptions of the travel

experience, including value-for-money

perceptions of the destination. A nega-

tive expectation-experience gap could

impinge on the consumers’ intentions

to revisit the destination.

TOURIST BEHAVIOR AND

WEATHER CONDITIONS

Literature Review. The influence

of weather on human behavior is an

studies have employed a so-called cli-

mate index model to estimate future

tourism flows and seasonality patterns

on a macro-scale based on different

weather conditions (Amelung, Nicholls

& Viner, 2007; Mieczkowski, 1985; Morgan,

Gatell, Junyent, Micaleff, Özhan & Williams,

2000). Other studies have focused on

context-specific environments, such

as coastal, urban or mountainous

areas, and/or the importance of natural

features that include climate and wea-

ther for tourist decision-making and

experiences (Rutty, 2009; Uyarra, Côté,

Gill, tinch, Viner, Watkinson, 2005). 

However, there is still a lack of

information concerning tourists’ per-

ceptions of weather and subsequent

in situ behavior and trip planning.

Seasonal changes in weather, increases

in climate variability and extreme

weather events either already affect

tourism demand and supply systems

or are projected to alter such systems

in the future along with climate change

processes.

These changes demand a greater

understanding of the relationships

that exist between tourism and wea-

ther expectations and experiences, as

well as the variables that contribute

to perceptions concerning comfort

and holiday satisfaction. Moreover,

there is a need to examine how diffe-

rent climatic conditions in different

settings influence perception and satis-

faction levels. Small tropical islands

and destinations with warmer climates

constitute interesting study settings.

Small islands have received compa-

ratively little attention in this research

area, though tourism provides a vital

source of income.
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interesting topic for many areas of

research and application. For instance,

individual social or financial behavior

appears to be affected by weather

variables (Cunningham, 1979; hirshleifer

and Shumway, 2001). The impact of

weather on behavior has also been

researched in marketing literature

(e.g., Parsons, 2001).

Studies from different research

areas confirm, in general, that there

is a link between weather and consu-

mer behavior. However, there are

different explanatory approaches for

the underlying “mechanism”. Such

explanations, in addition to thermo-

regulation, include other adaptive

processes that function as a type of

psychological homeostasis (e.g., mood

regulation) (Parker and tavassoli, 2000;

Steenkamp and Baumgartner, 1992).

Holiday trips offer additional pos-

sibilities for consumers to look for

alternative weather conditions.

Vacation trips may be considered

medium-term means of mood regu-

lation. Tourists often try to find opti-

mal conditions for physical and psy-

chological comfort. Lohmann and

Kaim (1999) presented empirical evi-

dence with respect to German tourists

and their idea of perfect weather

conditions for a summer holiday.

Even those tourists who visited des-

tinations for reasons other than wea-

ther or despite poor weather, did not

differ significantly in their opinion

of what is considered to be “good

weather” (Denstadli et al., 2011).

Weather is the state of atmospheric

elements such as temperature, preci-

pitation, wind, sunshine, cloudiness,

and visibility, whereas climate may

be considered the likelihood of dif-

ferent weather conditions occurring.

In a pioneering study, Besancenot

(1989) maintained that the ideal cli-

mate for tourism should provide a

basic level of comfort that includes

enjoyment and safety. However, per-

ceptions of “good” and “bad” wea-

ther are subjective and context-depen-

dent (e.g., Jacobsen et al., 2011; Meze-

hausken, 2007), as are perceptions of

comfort, discomfort, pleasure, safety

and other aspects related to climate

that may influence destination deci-

sion-making and in-situ activity plan-

ning.

Several studies have specifically

examined visitor preferences and

expectations of warmer climate des-

tinations. They demonstrated that

weather is a complex concept. Tourist

perception of weather considers seve-

ral aspects, including not only tem-

perature. Moreover, actual weather

is evaluated with respect to the acti-

vities planned, and it is assessed dif-

ferently by different target groups.

Gössling, Bredberg, Randow,

Sandström & Svensson (2006) exa-

mined the importance of climate on

travel and weather perceptions of

international visitors to Zanzibar.

Although the island can be described

as a typical “sun, sand and sea” des-

tination, the climate did not feature

in the travel decision-making process

for approximately 1/5 of the respon-

dents. The preconceptions held with

respect to the weather were predo-

minantly embodied by descriptions

of “warm”, “humid” and “great”

conditions. In the event of predicted

changing weather patterns for future

holidays or with increased storm,

rain and humidity, temperature was

perceived to have little influence on

future decision-making. Similarly,

Curtis, Arrigo, Long & Covington

(2009)highlighted that air temperature

did not have as much influence on

the sampled beach-goers in North

Carolina as did wind and cloud cover. 

In 2007, Mansfeld, Freundlich &

Kutiel conducted a study on tourist

comfort perceptions and weather

conditions in the winter resort town

of Eilat in Israel. Eilat generally offers

year-round warm and sunny weather.

In addition to the influence of different

weather conditions on satisfaction

levels, as demonstrated in other stu-

dies, the study also discovered that

overseas visitors were less sensitive

to weather conditions than were

domestic visitors. Therefore, the dis-

tance travelled also appears to

influence expectations and satisfaction

with weather conditions in-situ.

Rutty (2009) further investigated

the “ideal” weather parameters for

students coming from mid- to nor-

thern-latitude-located universities in

Europe with respect to a beach or an

urban holiday in the Mediterranean.

Sunshine hours were rated the most

important factor and were rated more

important than the absence of rain,

strong winds and unfavorable air

temperature. No wind, a 25% cloud

cover and temperatures between 27

and 32°C were perceived as perfect

weather conditions for a beach holi-

day (rf. also Scott, Gössling & de Freitas,

2007). The results also showed a lower

threshold for uncomfortable air tem-

peratures for beach holidays than for
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urban holidays (7°C warmer tempe-

ratures are acceptable on the beach)

and a lower threshold for unaccep-

table cloud cover (100% cloud cover

for urban holidays, in contrast to a

75% cloud cover acceptance thre-

shold for a beach holiday). Lohmann

and Kaim (1999) also examined the

summer holiday weather preferences

of tourists planning to travel to the

Mediterranean (the Balearic Islands)

or to the beach destinations in nor-

thern Europe. Preferences with respect

to the ideal summer holiday weather

were identical for both groups of

holiday-makers (plenty of sunshine,

light winds, and mostly warm). While

the weather expectations differed for

those planning a trip to beaches in

the North, the destination was none-

theless chosen for a holiday.

Furthermore, the study illustrated

that in-situ weather experiences had

no major influence on future visita-

tion. Respondents who expressed dis-

satisfaction with the weather after

the actual holiday demonstrated

almost as much interest in revisiting

as did those who experienced no

major disappointment. This obser-

vation was also made by Denstadli,

Jacobsen and Lohmann (2011) in

their study concerning the importance

of comfort perceptions with respect

to weather and climate, which affect

tourists’ motivation to visit northern

Norway. The authors found that

weather conditions did not greatly

influence the visitors’ overall travel

plans in-situ or their future visitation

intentions, even if the visitors’ expec-

tations had been positively discon-

firmed. Unforeseen “good” or “bad”

conditions during the holiday led to

short-term adjustments such as a pro-

longed stay, a change of itinerary or

partaking in indoor rather than out-

door activities. 

With respect to tourist response

to weather at the destination, de

Freitas (2003) distinguished among

five reaction types for individuals

based on different weather conditions.

Unexpected or unfavorable thermal

reactions (e.g., humidity, solar radia-

tion), aesthetic reactions (e.g., sun-

shine, cloud cover, daylight) and phy-

sical reactions (wind, rain, snow, ice)

to climate/weather conditions can

lead tourists to avoid areas with

adverse conditions (e.g., from sun to

shade, destination choice), change

their planned activities, use structural

or mechanical aids (e.g., umbrella,

shelter), thermally insulate their bodies

(through clothing) or adopt passive

acceptance. 

Conceptual Model. Prior research

has shown the universal importance

of climate and weather with respect

to destination image and destination

choice, as well as in-situ responses

and adaptation. Based on the existent

literature, a conceptual model is pro-

posed (cf. figure 1). The model offers

a structure that examines the rela-

tionships among the weather/climate

that is experienced at home, the wea-

ther that is experienced during the

stay at the destination, the climate

of the destination, pre-travel weather

preferences, weather perceptions, and

experiences at the destination, in-situ

tourist behavior (planning, travel and

activity), and re-visitation intention.

The white squares refer to weather

and climate in physical terms, with

climate at home and climate at des-

tination offering a framework for the

customer’s motivation, choice and

decision process and with weather

during the stay functioning as a

variable with which the customer

must contend at the destination. Light-

grey ovals mark psychological

concepts and processes. These are

the important “authorities” and form

the basis for reactions. Finally, dark-

grey ovals identify factual behavior.

The pilot study will further exa-

mine the role of concepts such as

expectations, preferences, acceptance

and adaptation with respect to tourist

response to actual weather during a

trip.

Method

• Study Area. The 3S (sun, sand

and sea) image has been a significant

feature of attraction for Martinique

since the development of tourism on

the island during the 1950s (CMt,

2010; Dupont, 2007). Martinique recei-

ved approximately 480 000 holiday-

makers on the island in 2009 (with

a stay longer than 24 hours). Of these

arrivals, 45% visited the four major

destination points located in the sou-

thern part of the island (Bruno Marques,

personal communication, February 2,

2011). Martinique forms part of the

overseas French territories (‘DOM’

= French overseas departments),

which substantially influences tourism

on the island (Cunningham, 2007; Gay,

2012; Momsen, 2004). The Laws of

Metropolitan France largely apply

to Martinique. The island is consi-
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Figure 1 • Conceptual model: Climate, weather, and in-situ tourist behavior
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chose an “in-situ” approach (as oppo-

sed to conducting interviews when

the tourists had returned home) to

ensure that the reports reflected fresh

experiences and evaluations and to

facilitate interviewer and respondent

interactions based on recent shared

(weather) experiences (Mays and Pope,

1995; Gonzales y Gonzales and Lincoln,

2006). On selected days, potential

respondents (n = 52) were randomly

approached at the international air-

port of Fort-de-France. Interviews

were conducted only if a holiday was

the prime reason for the stay on

Martinique and if respondents had

experienced at least a three-night stay

on the island. 

Two interview rounds were held

within a period of a month. The first

set of interviews was conducted bet-

ween April 29 and May 2, 2011

(hereafter termed group A). The

second set of interviews took place

on May 16 and 17, 2011 (hereafter

termed group B). This time period

represents the end of the main holiday

season for Martinique. A total of 32

interviews could be realized, 17 in

group A and 15 in group B. 

Because 18 of the 52 approached

respondents were residents of

Martinique, a response rate of 62%

was considered to be reasonable.

Interviews were conducted in French,

English and German and lasted bet-

ween 10 and 20 minutes.

The interviews were explorative

and qualitative in nature. The in-situ

situation did not allow for the exten-

sive in-depth interviewing that is cus-

tomary with respect to qualitative

research, and we therefore attempted

dered part of Europe’s Outermost

Region and is part of the European

Union. Approximately 80% of the

island’s holiday-makers originate

from mainland France (France métro-

politaine). Other visitors come from

the Caribbean (12.6%), Belgium,

Luxembourg, Italy, Switzerland

(2.8%), or the US (1.4%). The ave-

rage length of stay in 2009 was 13

days. Holiday-makers, on average,

stayed approximately four days lon-

ger during the low season than during

the high season. More than one-third

of the tourists stayed with friends or

relatives. Almost half of all visitors

had previously visited Martinique at

least once (CMt, 2010). 

Although Martinique receives the

highest number of tourist arrivals in

the Lesser Antilles along with

Barbados (CMt, 2010), the glamour

of the island has faded. The advan-

tages that it once held over other

islands in the region (e.g., language,

currency, infrastructure, direct flights

from metropolitan France, safety,

and medical services) are currently

less effective against the rising com-

petition of nearby tropical destina-

tions. Its hospitality services are com-

paratively poor in quality and are

expensive, the salaries in the public

sector are exorbitant compared to

those in other sectors, which has led

to dissatisfaction and demotivation

among tourism sector employees,

and insecurity exists concerning the

possibility of strikes (e.g., electricity).

Investment policies, including various

financial aid, tax exemptions, artifi-

cially high wages and social welfare,

are becoming increasingly unstable

due to a deterioration in public

finances in metropolitan France (Gay,

2012). Tourism development has

never been trouble-free. Developments

have been marked by conflicts with

respect to exclusive beach usage, land

ownership, environmental issues, dif-

ficulties in socio-economic issues and

global uncertainty, including the glo-

bal economic crisis or volatilities in

currency exchanges.

Climate change and its projected

impact can add to these critical issues.

Martinique’s northern and southern

climates vary to some degree; the nor-

thern part is more humid and tropical

and has high precipitation levels of

up to 5000 mm/year, whereas the

south is much drier, with a precipi-

tation level of 1200 mm/year. The

average air and water temperatures

are 26°C and 25°C, respectively, year-

round. Moreover, the climate in

Martinique is characterized by a dry

season, called “le carême”, which

lasts from approximately December

to June, and by a wet season in the

remaining months (called “l’hiver-

nage”). This is also hurricane season.

However, hurricanes are less frequent

in Martinique than in the northern

Antilles, where the water temperatures

are slightly higher (INSee, 2010). The

rainy season is the low season for the

tourist industry.

• Data Collection. In order to better

understand the role of weather-related

preferences, expectations, perceptions,

evaluations, and in-situ adaptation

of holiday tourists, explorative one-

on-one interviews were conducted

with holiday-makers in Martinique

during April and May 2011. We
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to collect data on the topics of interest

using a time-saving approach. This

data collection method involved a

“short qualitative interview” (SQI)

that was conducted on a one-to-one

basis, was brief in nature but only

partly standardized and allowed the

respondent some flexibility with res-

pect to answers. In other contexts,

this type of methodological approach

has offered useful insights (Lohmann,

2007).

The interview guide covered ques-

tions concerning weather preferences

(the role of weather for the destination

choice, including home weather prior

to departure, the importance of wea-

ther with respect to the decision to

visit Martinique and preferences for

a ‘typical’ summer holiday), weather

expectations and experiences (inclu-

ding perceptions of the weather and

of particular weather parameters

during the holiday as well as weather

satisfaction), and questions that related

to the activities undertaken during

different weather conditions.

Qualitative, open-ended questions

were combined with closed quanti-

tative elements. Open-ended questions

were used, for instance, to gather

information with respect to home

weather descriptions and descriptions

of what “normal” weather resembles

in Martinique, especially with respect

to weather-related behaviors on the

island. Closed quantitative elements

were used for the questions that the

respondents had to rate on a scale.

Questions were posed on weather

preferences (from “like” to “do not

like”), perceptions of specific weather

parameters (from “never” to “nearly

all the time”) and weather evaluation

(from “lousy” to “excellent”).

• Weather Conditions during Data

Collection. The interview periods

were marked by somewhat different

weather conditions (cf. figure 2). The

minimum and maximum tempera-

tures of approximately 22.5°C to

30°C correspond to normal averages

for the time of the year (Météo France,

2011). However, the precipitation

levels in April were four times higher

than average (135 mm). In May, the

precipitation levels remained high,

with 191 mm of rain. The hours of

sunshine remained below normal,

with 164 hours of sunshine in April

and 173 in May. During the final

days of the holiday for participants

in group A (late April/early May),

exceptionally heavy rains and cloudy

skies were evident. The final days of

the holiday for participants in group

B were also characterized by higher

precipitation levels. However, for

group B, there was less rain overall,

and it had a shorter duration. Group

B experienced slightly higher tempe-

ratures and a higher humidity level

than did respondents from group A.

Figure 3 depicts a popular beach

on the southern coast of Martinique

experiencing rain and sunshine during

the data collection period. The images

illustrate the differences that may

have been experienced by holiday-

makers from groups A and B.

• Data analysis. Consent was

sought from the respondents for the

recording of interviews. The inter-

views were then transcribed in the

language in which the interview was

conducted. The transcriptions follo-

wed the scheme of Dresing & Pehl

(2011). Only the quotations used in

the text were translated into English.

Using the process of content analysis

(cf.Mayring, 2010), the transcripts were

later scanned and categorized using

the emerging themes and issues that

had developed with respect to the

study objectives. Subsequently, poten-

tial links among these categories were

sought. 

The results were analyzed separa-

tely for respondents from groups A

and B and, referring to the Köppen-

Geiger-classification (Peel, Finlayson &

McMahon, 2007), for respondents resi-

ding in a tropical country (“warm

weather” country, e.g., Guadeloupe,

St. Lucia) or in a country with mainly

temperate or cold climates (“cold

weather” country, e.g., France,

Germany, Switzerland, Monaco,

Argentina).

Results and Discussion

• Sample characteristics. Twelve

respondents from group A were from

cold countries (with three born in

Martinique), and five were from tro-

pical warm countries. Of the 15 inter-

viewees in group B, 13 were from

cold countries. The average age of

participants from cold countries was

43 years, and the average stay was

approximately 13 days. Warm coun-

try respondents were slightly older,

with an average age of 47 years, and

had a significantly shorter approxi-

mate average length of stay, i.e., four

days. Female and male respondents

were evenly represented in groups A

and B. Overall, the sample can be

characterized as predominantly
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ding is also confirmed by statements

made with respect to the expected

‘typical dry season’ weather condi-

tions, i.e., dry and sunny conditions

with occasional, brief showers.

Interviewees from warm countries

also anticipated ‘normally nice and

sunny’ weather but were more aware

of the recent rainy days. This was

particularly the case for respondents

from Guadeloupe.

When considering their holiday

destination choice, for many of the

tourists, the weather in Martinique

appears to be an implicit aspect that

does not elicit significant concern

because there is an expectation of

good weather.

French or French-speaking and as

relatively experienced visitors to the

Caribbean and to Martinique. This

was the first visit to Martinique for

13 respondents; for eight of these, it

was also the first visit to the

Caribbean.

• Preferences and expectations.

First, the respondents were asked to

relate the weather conditions that

were prevailing in their home country

shortly before coming to Martinique.

In both data collection time periods,

the weather at home was considered

to be predominantly “nice”, “sunny”

and with “pleasant temperatures”. 

Participants were then asked to rate

their preferences of selected weather

parameters for a “typical” summer

holiday (cf. figure 4). “Sunny”, “slightly

windy” and “mostly warm” weather

were favored by the majority of respon-

dents, with “occasional showers” or

“changeable weather” considered to

be no more than acceptable by many.

These findings are consistent with the

results of previous literature (e.g.,

Lohmann and Kaim, 1999; Rutty 2009;

Denstadli, Jacobsen & Lohmann, 2011).

Warm country respondents similarly

preferred sunny and slightly windy

weather but were less unanimously

accepting of warm or hot temperatures.

Førland, Jacobsen, Denstadli,

Lohmann, Hanssen-Bauer, Hygen and

Tømmervik (2013) found a similar

situation in northern Norway, where

national tourist preferences closely

resembled the actual climate and tou-

rists from the southern part of Europe

exhibited increased sensitivity.

The interviewees were asked spe-

cifically to describe the role of weather

or climate with respect to the desti-

nation choice. The answers demons-

trated that weather was one important

factor among many and was thus

not the only reason for visiting

Martinique. This result was also

found by Gössling, Bredberg,

Randow, Sandström and Svensson

(2006) in a study that featured holi-

day-makers to Zanzibar. The reasons

for visiting Zanzibar included safety,

marine diversity, the beach, or visiting

friends and relatives. In our study,

the visitors’ comments also suggested

an implicit understanding that the

weather in Martinique is considered

to be “normally” and “usually”,

“sunny”, “dry” or “good”. This fin-

Figure 4 • Weather preferences for a “typical” summer holiday
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Weather perceptions and eva-

luation. The respondents were asked

to rate specific weather parameters

on a scale from 1 (never experienced)

to 5 (experienced nearly all the time

during the holiday). With respect to

the first period (group A), the weather

was perceived as rainy, with an inter-

mittently sunny and clear sky and

medium temperatures. Group B

respondents reported less rain, more

sun, and higher temperatures and

humidity.

The descriptions of the weather

parameters experienced differed

slightly for warm and cold country

participants. Warm country respon-

dents reported less frequent sunshine

and experiencing rain “nearly all the

time”; the temperatures were descri-

bed as rather cool. The cool country

interviewees found the temperatures

higher, some even “really hot”, and

experienced less frequent rain. The

different perceptions may be based

on a different duration of the obser-

vation period because warm country

respondents had substantially shorter

stays (cf. figure 2) and because per-

ceptions may be based on different

expectations related to the climate

situation at home.

The differences were also reflected

in the evaluation of the weather.

Whereas respondents from group A

rated the weather overall as between

“mediocre” and “rather bad”,

group B interviewees rated the wea-

ther as “great”. Warm country

respondents rated the weather slightly

less favorably than did cold country

interviewees. These differences again

may be explained by two major fac-

tors. First, an extreme period of rain

preceded the data collection. Second,

the average length of stay for warm

country respondents was much shor-

ter, which prevented them from expe-

riencing more typical weather condi-

tions for mid-April.

The respondents were later ques-

tioned with respect to the relationship

between their expected and experien-

ced weather conditions, whether their

expectations were met, or whether

their expectations were positively or

negatively disconfirmed. The results

revealed that cold country respondents

from groups A and B rated the wea-

ther as worse than expected (80%

in total), whereas warm country

respondent evaluations were more

balanced, with half of them believing

that their weather expectations were

met.

Interviewees originating from cold

countries made certain interesting

comments concerning the weather

that they had experienced. For some

respondents, the amount of rain was

“unusual” and “abnormal”. Others

appeared to have anticipated the rain

because they had been informed of

the weather or because they may have

experienced similar weather condi-

tions during previous travels to

Martinique and/or to the region (cf.

figure 5). Overall, three categories of

remarks were derived from intervie-

wees: negative irritation with respect

to the weather (the experience did

negatively match expectations) from

cold country respondents and neutral

acceptance (the experience came close

to what was expected) from both

cold and warm country respondents.

The respondents made rationaliza-

tions that were determined by pre-

vious travel experiences of other infor-

mation sources (friends or relatives,

media, home weather).

The results indicate that acceptance

is based on information. This finding

is consistent with the ‘Expectancy

Disconfirmation Model’ used in satis-

faction research (e.g., Walker, 1995).

Tourists who are informed of actual

weather conditions or are familiar

with the potential volatility of regional

weather have realistic expectations

and therefore accept adverse weather

conditions more easily.

• In-situ activities and weather

conditions. To explore the potential

relationship between the weather

conditions that an individual expe-

riences and the resulting activities,

the participants were questioned with

respect to the activities in which they

engaged. The respondents named a

great variety of activities, including

going to the beach, diving/snorkeling,

swimming, sailing, hiking/walking,

and visiting villages, museums and

distilleries. Warm country respon-

dents’ activities concentrated on hiking

or walking, visiting friends and rela-

tives and going to the beach. 

When questioned more specifically

with respect to any plans or activities

that had to be altered because of

unexpected weather conditions, cold

country respondents from group A

stated at least one planned activity

change. Among these changes were

the cancellation of hiking or walking

or sailing trips (“We were hiking but

had to return because of rain.”) or

other activities (“With this weather,
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we weren’t able to do what we had

intended to do.”), a change in the

mode of transport, or changes from

an outdoor to an indoor activity, such

as visiting a museum. The latter was

even considered an opportunity (“We

benefitted from visiting the

museum.”). These adaptive behaviors

also confirmed de Freitas’ (2003) fin-

dings, who outlined that the adoption

of passive weather acceptance includes

an avoidance of areas with adverse

weather conditions. However, a num-

ber of interviewees stated that the

weather conditions had minimal

influence on their activities (“Even

if it rains, one can go diving”; “Not

at all [any changes], because weather

conditions change rapidly.”; “It

doesn’t matter a lot because it [the

rain] usually doesn’t last for long.”). 

Group B participants appeared

more likely to consider going to the

beach during rainy or cloudy weather

conditions, which may have been due

to the less intense and briefer periods

of rain compared to the first period

of data collection. Overall, fewer

changes were reported by group B

participants. Moreover, respondents

from warm countries generally see-

med to have less fixed ideas with res-

pect to planned activities and, there-

fore, gave much fewer details concer-

ning any changes.

To obtain further insight into the

Figure 5 • Expectations and experience with respect to weather conditions 
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potential relationships between wea-

ther conditions and actual behavior,

interviewees were questioned with

respect to the weather and the acti-

vities undertaken during the day prior

to the interview. Although the weather

was generally described as rainy and

cloudy, respondents from cold coun-

tries nevertheless engaged in various

activities; these included walking,

touring the island, or snorkeling.

Respondents who participated in

snorkeling highlighted that this activity

depends more on high waves rather

than rain, which was also mentioned

by a few participants who participated

in swimming in the sea. 

Despite little daytime change in

weather, it was noted that interviewees

had undertaken most outdoor acti-

vities in the afternoon, and the

assumption was made that mornings

were spent indoors/at the accommo-

dation, whereas the respondents were

more inclined to engage in outdoor

activities in the afternoon, irrespective

of weather conditions. This could be

an adaptive strategy, i.e., postponing

activities to the afternoon in the hope

of better weather and spending the

morning in the hotel engaged in “light

activities”, such as playing board

games or going to the swimming pool. 

An activity that is typical for the

final day spent at a destination is pac-

king to prepare for the return trip,

which has to be done regardless of

weather conditions. Therefore, spen-

ding time at the accommodation is

inevitable to some extent. 

The overall reactions seemed to

be twofold: certain interviewees see-

med less than impressed by the wea-

ther and expressed a desire to maxi-

mize holiday satisfaction. In this res-

pect, it also appeared that the com-

pleted activities had been planned

before traveling to Martinique. The

other group of respondents, which

mostly consisted of repeat visitors,

seemed less likely to venture out

during “rainy” weather and adopted

a more flexible and accepting attitude

towards staying indoors. Plans and

activities were more often cancelled

or postponed. One participant empha-

sized that he would determine the

daily local weather conditions and

then plan activities for the following

day accordingly. Warm country

respondents overall engaged less in

outdoor activities during “bad” wea-

ther conditions than did their cold

country counterparts and were less

concerned with spending a day

indoors.

• Willingness to return. Holiday-

makers were asked whether they

would revisit Martinique in the near

future to discover any potential

influence of the experienced weather

on return intentions. The respondents,

surprisingly, seemed little affected by

the prevailing weather and largely

said that a return visit was likely (28

of the 31 interviewees indicated a

probable or definite intention to re-

visit). Certain cold country partici-

pants commented that an earlier time

of the year would be considered for

a repeat visit. Others noted, again,

that the experienced weather had

been “exceptional” and that no other

time of the year would be chosen for

a return visit. Moreover, factors other

than the weather were considered to

be more important at times. Another

aspect mentioned in this context was

that the weather insecurities were

easier to accept with a lower price

level during shoulder seasons. Thus,

the acceptability of weather conditions

seems to be “negotiable”.

Little or no influence on the willin-

gness to return, despite negatively

confirmed weather experiences at the

destination, would also support the

observations made by Lohmann and

Kaim (1999) and Denstadli, Jacobsen

& Lohmann (2011). Therefore, the

following hypothesis is suggested:

unless weather experiences are repea-

tedly negatively disconfirmed, negative

perceptions of weather at a holiday

destination do not influence the future

willingness to visit.

In addition, it was noted that

respondents began to de-emphasize

the importance of weather on the

holiday experience at the end of the

interview. Instead, the friendliness of

people and the abundance of activities

were highlighted, which compensated

for the ‘unfortunate’ weather (“It has

been pleasant enough despite the

rain”; “We don’t mind the rain; it is

cheaper to stay here during the low

season. Yes, I would have liked to

take a swim more often, but that’s

life, the fish are there nevertheless”;

“We would have been more disap-

pointed if we hadn’t checked the wea-

ther forecast beforehand”). 

• Limitations. Given the limited

number of interviews conducted and

the differences to average weather

on the island, the results cannot be

generalized (e.g., to the usual wea-

ther-related behavior of tourists on
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Martinique). The small sample size

was not considered a major impedi-

ment to the identification and explo-

ration of different factors of the

conceptual model or to the concurrent

discussion of the quantitative and

qualitative data because the study

emphasized gaining a better and more

detailed/in-depth understanding of

the variables that determine weather-

related behavior and future travel

intentions. With respect to weather

preferences, the subjects showed ave-

rage (or “normal”) attitudes that

were consistent with prior research

(Lohmann and Kaim, 1999; Rutty 2009;

Denstadli, Jacobsen & Lohmann, 2011).

The dependency of the results may

be an issue, as is the case with all in-

situ studies, e.g., the actual weather

conditions may have an influence on

expressed general preferences (cf.

Gössling, Scott, hall, Céron & Dubois,

2013). It should also be noted, the-

refore, that the timing of and the wea-

ther during data collection may have

influenced the stated importance of

“sunny” weather. With respect to

the explorative objectives of this study

and the lack of a desire for absolute

thresholds, this factor may be of minor

importance.

The categorization of participants

into “warm” and “cold” source coun-

try respondents did not address solely

climate variables. For some respon-

dents who were categorized as ‘warm

country’ respondents, holiday-making

was not the prime reason for visiting

the island, whereas certain “cold

country” participants cited a relaxing

time to recuperate as the main reason.

Different travel motivations may have

an impact on weather evaluations

and the weather-related choice of

activities.

CONCLUSION

Recent studies on the role of wea-

ther parameters for decision-making

largely concentrate on pre-trip des-

tination choice and on the econome-

tric models used to project tourism

flows in the context of a changing

Figure 6 • Tourist in-situ weather evaluations and 
weather-related behavior in relation to pre-and post-trip planning
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climate. Less attention has been given

to tourists’ perceptions and expe-

riences of weather and activities under-

taken in-situ. This pilot study exa-

mined weather perceptions and tourist

behavior on a small tropical island,

specifically, Martinique. The location

of this study has a number of impor-

tant implications: (1) it is a heliocentric

destination that largely attracts visitors

through its climate; (2) it is set in a

region that is most vulnerable to pro-

jected changes in climate; accordingly,

the potential relationships between

weather and activities may provide

some important insights into tourist

decision-making; (3) there are limited

opportunities to ‘escape’ the actual

weather conditions or change the

daily itinerary (unlike Becken et al.,

2010; Denstadli et al., 2011); and (4) a

large portion of Martinique holiday-

makers are repeat visitors stemming

from one single source market. The

benefit of an in-situ study is to have

access to actual tourists’ perceptions

and recent experiences. 

The reports of our respondents

clarified that typical weather (climate)

is an important issue when planning

a holiday in the Caribbean but that

it is not the only issue. When consi-

dering the destination, weather

variables seem to be – at least partly

– implicit. Weather variables only

become an explicit issue when the

weather conditions at the destination

differ from the expectations. 

A major purpose of this study was

to explore the potential variables that

need to be considered for a reliable

quantitative or qualitative study

conducted in a similar context, i.e.,

with tourists originating from both

warm and cold climate source mar-

kets. The impact of (bad) weather

on in-situ tourist behavior may

depend on a large set of factors, inclu-

ding different weather parameters

such as temperature, precipitation,

and wind but additionally, the climate

at home, the duration of stay, the

type of activities available, the avai-

lability of alternative activities, and

mobility. Personality factors may also

be significant, but this area was not

covered in our study.

This study also demonstrated that

holiday-makers who pursue activities

that are less dependent on sunny wea-

ther conditions, such as diving or

snorkeling, were less affected by the

prevailing weather conditions than

were the holiday-makers whose main

focal point for activity was the beach.

Similarly, participants arriving from

cold climate countries seemed more

determined to undertake their planned

outdoor activities than their warm

climate counterparts, which may also

be connected to the long distances

traveled to an exotic destination, e.g.,

in the case of Europeans. Similarly,

first-time visitors appeared to be more

determined to undertake specific acti-

vities that were planned prior to travel

than were repeat visitors.

However, even when the adverse

weather conditions were contrary to

expectations, dissatisfaction was not

necessarily the result, which is not

consistent with certain satisfaction

theories (cf. Alegre & Garau, 2010).

Here, cognitive dissonance (Festinger,

1957) could be a factor. Travelers

originating from cold countries can

be expected to experience a level of

cognitive dissonance. This dissonance

would be the result of high costs (dis-

tance traveled, time and money spent)

and reduced holiday quality in terms

of weather. The theory assumes that

individuals tend to reduce dissonance

by adapting evaluations or attitudes.

In the case of this study, reducing

dissonance would lead to better per-

ceptions and evaluations of the holi-

day stay in general. The results pro-

vided some evidence in this direction.

It is unlikely that weather perceptions

are subject to such a process; however,

without an internal cognitive disso-

nance reducing mechanism, the eva-

luations of weather might have been

worse.

Generally, tourists exhibit a level

of “resilience”, “adaptive compe-

tences” and flexibility with respect

to weather. We argue that “adapta-

tion” and “adaptability” are key

concepts in understanding the multi-

faceted behavior of tourists under

unfavorable conditions (cf. figure 1).

Certain respondents exhibit remar-

kable adaptive capacity in coping

with the weather. Strategies used by

interviewees included the following:

– Adhering to plans, even when the

weather was not optimal for the acti-

vity;

– Re-evaluation of circumstances and

a temporal acceptance shift with res-

pect to the weather conditions (“it is

not that bad, actually”), most likely

based on the perception that you sim-

ply cannot control the weather;

– Changing plans with respect to acti-

vities, thus leading to a behavioral

shift (visiting a cultural heritage attrac-
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tion instead of a day on the beach).

With few exceptions (e.g., Allex et

al., 2011, for city tourists in Vienna),

adaptive processes among tourists

with respect to weather or climate

conditions have not been the focus

of tourism research. Adaptation can

occur either as an immediate reaction

to experienced weather changes or

as an indirect reaction to upcoming

weather events. The choice of adaptive

behavior seems to depend on visitor

characteristics (e.g., the long-haul

holiday traveler to a once-in-a-lifetime

destination is less flexible with acti-

vities). More broadly, the climate-

related destination choice can be

considered an adaptation process or

active mood regulation activity.

Therefore, in the research area of

tourism and climate (change), the

focus should include not only adap-

tation strategies for tourism stake-

holders (Dubois & Céron, 2006, p. 404)

and the adaptive capacities of consu-

mers.

Overall, the return intentions

appear to be less influenced by nega-

tively disconfirmed weather conditions

than could be assumed. General

beliefs with respect to a “normal”

Martinique climate appeared to have

a greater impact on future visitation

intention than negatively disconfirmed

weather experiences during the holi-

day.

Pre-trip information behavior and

the results with respect to weather

may cause shifts in the process because

this information affects weather

expectations. In our sample, certain

respondents during the second period

of data collection (group B) seemed

to anticipate “bad” weather condi-

tions because they had used infor-

mation sources at home that warned

them of unusual weather predicted

for the second half of April, i.e., the

days directly preceding their stay.

This information had lowered their

weather expectations, particularly

with respect to sunshine. However,

warm climate respondents were ove-

rall less dependent on weather condi-

tions, and these conditions appeared

to be relatively insignificant in their

destination choice. 

• Conceptual Model Revisited.

Considering the different factors that

are related to the home environment,

the situation at the destination and

tourists’ actual behavior planning

and behavior, we argue that different

psychological concepts can be used

to explore the link among these fac-

tors. Given the conceptual model pre-

sented in figure 1, figure 6 appears

to draw a more detailed but still pre-

liminary picture that depicts the rela-

tionships and links that have been

indentified in this pilot study. This

conceptual model is a type of “concep-

tual scheme” (Pearce, 2005). The

model expands beyond mere state-

ments of the observed world, but it

is not a fully functioning theory. It

may, however, be helpful in organi-

zing empirical information and in

structuring further research.

The actual weather at a destination

during a holiday does not directly

correspond to activities or changes

in activity, but it is subject to percep-

tion and evaluation processes. These

processes are linked to weather and

climate at home, weather preferences

and motivation, and weather expec-

tations and acceptance. The cognitive

and emotional processes involved

may be implicit or explicit. The data

collected support the assumption that

these processes become more explicit

with unexpected developments (unu-

sual weather), especially when the

weather is adverse to the anticipated

holiday experiences and activities.

Additionally, the acceptability of wea-

ther conditions seems to be ‘nego-

tiable’: when prices are low (during

the low season), bad weather is easier

to accept. Of course, many other des-

tination- and home-related factors

also influence tourist wants and beha-

viors, including personal abilities and

motivation (cf. Lohmann, 2009). These

factors are not depicted in the concep-

tual model. 

• Future Research. This pilot study,

given its limitations, provides an over-

view of the factors that are necessary

to understand tourists’ weather-related

behavior and behavior shifts, and

weather related psychological pro-

cesses. The study may serve as a basis

for future research, especially with

respect to the behavioral responses

of leisure tourists to projected climate

change dynamics in holiday destina-

tions, and the conceptual model may

provide a useful framework. Emphasis

should be given to the exploration

of the role of tourist adaptation and

adaptive capacity. n
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