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Tourism’s Perception and Satisfaction

Question 1:

Reasons Tourists Develop Stereotypes

While traveling away from their home environment, tourists often develop and resort to
stereotypes. Stereotypes are defined as preconceived notions about a particular group of people
based on characteristics such as gender, race, religion, nationality, or other identity markers,
ignoring their distinctive traits and experiences. In tourism, stereotypes are referred to as
oversimplified assumptions or perpetuated biases about certain destinations, groups of people, or

cultures based on superficial or limited knowledge.

Tourists encounter new environments and cultures while they travel from one place to
another for which their brains use stereotypes from each new culture as cognitive shortcuts.
These shortcuts help them navigate unfamiliar settings quickly to process and categorize new
information about a specific environment or culture without feeling overwhelmed. In addition,
media portrayals or cultural conditioning of different places and cultures reinforce stereotypes

before tourists even visit that place as these stereotypes shape tourists’ expectations.

Subjectivity of Perception & Process of Perception Creation

Tourists resort to stereotypes due to the influence of the subjective nature of perception

and the process of perception creation from a particular destination.

¢ Subjectivity of Perception: The term ‘perception’ refers to the subjective conditioning
by one’s personal experiences and social or cultural backgrounds. It leads tourists to

perceive hosts and cultures from their own perspective, subjective or impartial, to



interpret new environments and cultures. So, when tourists rely on their past experiences,
the subjectivity of their perception oversimplifies the customs or complex behaviors of
the host.

¢ Process of Perception Creation: Tourists, before they even arrive at a destination, form
a perception of that destination based on their first-hand experiences and societal
influence through media to interpret a new environment beforehand. However, upon
arrival, they may filter new ideas based on their pre-existing assumptions which help

them reshape and reinforce their perceived stereotypes.

Hosts’/Tourists’ Perceptions of Each Other

¢ Hosts’ Perceptions of Tourists: Hosts often perceive tourists on the basis of their past
encounters. They view them as dominant foreigners who are disrespectful and if some
individual tourist is compassionate enough, hosts view that tourist showcasing superficial
relationships.

¢ Tourists’ Perceptions of Hosts: Tourists view hosts through their culturally subjective
lens which may oversimplify locals’ behavior. For instance, a Mexican tourist may find a
host from New York as over-expressive which would lead to the tourist generalizing all
New Yorkers as over-expressers, forming a superficial understanding of New York’s

culture.

Attitudes, Stereotyping, and Ethnocentrism

Stereotypes are influenced by attitudes which often shape the way locals and tourists
engage with each other. Hosts may stereotype tourists based on previous encounters and tourists

stereotype hosts based on unconscious biases they carry from locals or media perceptions.



Ethnocentrism, the belief that one culture is superior to another, leads to a dismissive attitude as
tourists may see hosts and their cultures through a self-centered lens, leading to the perception

that they are more “civilized” than locals (FCB Online Program Accounting, 2018).

Why are Stereotypes Often Inaccurate?

Stereotypes are often broad and oversimplified generalizations that fail to account for a
complex reality and individual differences within a group of populations or cultures. Cultures are
monolithic as people within any group from a specific destination display a wide range of
customs, behaviors, personalities, and beliefs. Tourists, based on their limited information
influenced by cognitive biases, ignore the diversity and richness at certain destinations and form
incorrect assumptions about people and their cultures. Inaccurate stereotypes often emerge from
exaggerated images of foreign cultures, limited or superficial interaction with locals, and
oversimplified assumptions about people which lead to further distortion in the image of the host

culture.

Why are Stereotypes Helpful?

Contrary to the potential harms of the stereotypes, they can be helpful in certain contexts
as mental shortcuts simplify complex social environments and cultures which help tourists to
navigate the unfamiliarity and complexity of the host environment. As stereotypes serve as
cognitive shortcuts, they are the ultimate starting point for helping individuals understand
cultural differences and process large amounts of social interactions efficiently. Moreover, they
guide certain expectations around particular customs and behaviors which allow tourists for

quick decision-making.

Why are Stereotypes Dangerous?



Stereotypes lead to potential danger when they are reinforced. Oversimplified
assumptions and reinforcements can lead to discrimination and prejudice against a certain group
in society as such reinforcing stereotypes justify unjust behavior towards marginalized groups in
various contexts. Negative attitudes towards certain cultures and groups can cause tourists to
misinterpret locals’ behaviors due to group membership rather than the personal merit of the
individuals within the group. Such a situation or attitude can lead to offensive interactions
between the host and the tourist. These oversimplified assumptions can also perpetuate social
inequalities and reinforce power imbalances among hosts and tourists, leading to disrespectful

attitudes toward locals as mere “service providers” rather than “equals” as tourists.

How Can We Modify and/or Eliminate Stereotypes?

Stereotypes can be eliminated by raising awareness, cultural immersion, media literacy,
effective personal interactions, perception checking, and educating hosts and tourists.
Encouraging awareness can help hosts and tourists recognize and challenge preconceived
assumptions and biases. It should be promoted through cultural immersion while encouraging
genuine interactions, a thoughtful approach towards the culture, and increasing understanding
among tourists to help them recognize when they fall back on stereotypes. Pre-trip education
through media can help tourists question stereotypical portrayals of the destination before they
arrive at it. To foster more inclusive communities, tourists should be encouraged to engage in
perception checking while verifying their generalizations through questioning, observations, and

personal experiences to adjust their perceptions (FCB Online Program Accounting, 2018).

Conclusion



In conclusion, the relationship between tourists and hosts is shaped by mutual perception,
interaction, and cooperation but it is often subjected to biases and cultural conditioning. It is
often reinforced due to stereotypes which lead to negative consequences. To modify and
eliminate these stereotypes, tourists and hosts should recognize the role of cultural subjectivity
and actively work to understand and challenge stereotypes. Strategies such as media literacy,
cultural immersion, personal interaction, awareness, and perception checking can help foster

more meaningful tourist-host relationships and cross-cultural experiences.

Question 2:

As the President of the San Diego Tourism Authority, tourist satisfaction is the most
crucial priority I would ensure to evaluate in order to push the reason the region continues to
thrive as the best destination to visit in the tourism industry. The evaluation of tourist satisfaction
would involve a multi-method approach, combining survey methods, observational data analysis,
and qualitative feedback. These methods would provide a numerical as well as qualitative
snapshot of tourist satisfaction through their immediate and reflective responses across various

aspects of San Diego’s tourist attractions.

The first strategy and the most adequate technique for the evaluation of tourist
satisfaction is a survey. Therefore, the strategy I would implement is the surveying method on
the flight to San Diego to query a captive audience while placing survey questions in the seat
pockets of the aircraft. The passengers arriving from San Diego’s major departure cities are
expected to fill in the survey questions about the major tourist cities of San Diego. The point of
attraction for the passengers who are willing to participate is that they would receive a booklet

that will help inform them about places to visit and things to do in San Diego as they would be



given admission coupons for San Diego’s area attractions. Upon filling in the survey, the survey
team will contact them through their email addresses for a follow-up survey once they visit San
Diego’s attractions. The follow-up survey will suggest whether their expectations from the San
Diego area attractions match their experiences at the destination or not. Questions would cover
various aspects of the tourist experience such as accommodation, services, attractions, and

overall satisfaction of the tourists.

Furthermore, on-site qualitative feedback through any small structure in the public area
attraction of San Diego for providing feedback forms is another approach to capture immediate
expressions of the tourists. These forms can be placed on the airports or major tourist attractions
of San Diego about the transportation, dining, and accommodation facilities offered to tourists.
Moreover, these feedback forms can be placed on social media platforms to tailor to the specific
needs of the tourists in order to ensure a wider reach to the target audience. Monitoring of
feedback through social media would be an easy task as it enables the quick detection of real-
time feedback from real people through their perceptions and sentiments. Such feedback may
otherwise go unreported if it is placed at area attractions. Feedback forms can be comprised of
open-ended questions like “How satisfied are you with your visit to San Diego?” and tourists can
also be asked direct questions like “Did you find the beaches of San Diego clean or is there any

room for improvement of beaches?”

Why International Tourist Complaints Should Not Always Be Used

Survey questions and feedback would be calculated from the international tourists at
airports and social media platforms, but their complaints should not always be used to rate a

certain destination because of cultural differences and bias. Some tourists offer biased or self-



centered feedback to certain area attractions because of their prior experience with locals. Some
negative feedback and survey answers are expected to come from the minority tourists section
that has isolated incidents with any attraction rather than overall tourist satisfaction with the
destination based on their personal standards of service and comfort. In this way, tourists do not
reflect the broader tourist community’s sentiments. Language barriers and miscommunication
are also crucial reasons why international tourist complaints should not always be used as

miscommunication often leads to misunderstanding which should not affect overall satisfaction.

Application of the Overall Satisfaction Approach

1. Expectations versus performance

This concept of expectations vs. performance involves the comparison of what tourists
expect from a certain destination and locals before they actually visit an area attraction. In the
case of evaluating tourist satisfaction related to San Diego’s area attractions, satisfaction would
be determined by the gap between expectations and performance. If performance meets

expectations it means that tourists are satisfied.

2. Input versus output of social exchange

Tourists offer their time, effort, and money as input when they visit a certain destination
in exchange for services, satisfaction, and comfort as output from the host destinations and
locals. The satisfaction assessment involves a positive balance where output exceeds input so

that a higher level of satisfaction can be met.

3. Expectations-environment fit



This refers to the overall wellness and comfort in the physical and cultural environment
of San Diego in order to align them with the needs and expectations of the tourists. The
satisfaction assessment, in this regard, involves whether tourists feel the value of what they
received is high in relation to their expenditures. If their output (experience) justifies their input

(expenditures) they will experience a higher level of satisfaction.

4. Internal-external attribution

In the context of tourism, internal-external attribution involves the assessment of whether
tourists attribute a positive or negative personal experience to certain area attractions. The
assessment of overall satisfaction in this case is determined by recognizing the attributions to
own choices (internal factors) and services, accommodation, local people, or weather (external

factors).

5. Prevention of spill-over effect

This effect occurs when dissatisfaction in one aspect impacts the other aspect of the
overall perception of the tourist’s journey (FCB Online Program Accounting, 2018). Managing
consistently higher standards at the destinations can prevent spill-over effects and all the

negative perceptions of all aspects of the trip.

In a nutshell, the multi-method approach along with the application of the overall
satisfaction approach offers an effective way to assess tourist satisfaction. Being the President of
the San Diego Tourism Authority, I would ensure preventing the negative perceptions of the
local people, biases towards destinations, spill-over effect, and over-reliance on international

tourist complaints to make San Diego a remarkable tourist attraction. The satisfaction assessment
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would involve feedback and surveys from tourists through traditional survey methods and digital

feedback collection to evaluate tourist satisfaction holistically and accurately.
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