
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

TTHH EE  GGRREEEENN     

TTOOUURR                        
 
 

 

TTOOUURRIISSTT  MMOOTTIIVVAATTIIOONNSS  FFOORR  VVIISSIITTIINNGG  UURRBBAANN  PPAARRKKSS        

EEXXPPLLOORRIINNGG  TTHHEE  VVOONNDDEELLPPAARRKK  IINN  AAMMSSTTEERRDDAAMM  
  
 
 
 

ARTEMIS LIANOURIDIS 



TOURIST MOTIVATIONS FOR VISITING URBAN PARKS: EXPLORING THE VONDELPARK IN AMSTERDAM 

2 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
© 2010 Artemis Lianouridis 

 

No reproduction, copy or transmission of this publication in any form or by any means, electronical or mechanical, 

including photocopying, recording, or any information storage and retrieval system now known or to be invented 

may be made without written permission of the author. 



TOURIST MOTIVATIONS FOR VISITING URBAN PARKS: EXPLORING THE VONDELPARK IN AMSTERDAM 

3 
 

THE GREEN TOUR 
 

TOURIST MOTIVATIONS FOR VISITING URBAN PARKS 

EXPLORING THE VONDELPARK IN AMSTERDAM 
 
 
 
 
 
 
 
 
 
 
 
ARTEMIS L IANOURIDIS 

REGISTRATION NUMBER:  830121 -515 -080  

 

SAL-80430  

THESIS REPORT MASTER SOCIO-SPATIAL ANALYSIS  

 

SUPERVISOR:  DR. H. DE HAAN  

 

WAGENINGEN UNIVERSITY AND RESEARCH CENTRE 

DEPARTMENT:  ENVIRONMENTAL SCIENCES 

CHAIR GROUP:  SOCIO-SPATIAL ANALYSIS 

 

WAGENINGEN, AUGUST 2010  

 



TOURIST MOTIVATIONS FOR VISITING URBAN PARKS: EXPLORING THE VONDELPARK IN AMSTERDAM 

4 
 

ACKNOWLEDGEMENTS 
 
 
 

This Master thesis would not have its current shape without the support of several 

people. Those people to whom I owe a great deal of thanks I would like to address my 

appreciation: 

First and foremost, I would like to express my sincere gratitude to my supervisor Dr. 

Henk de Haan. Dr. Henk de Haan has offered invaluable guidance throughout the 

process of writing this thesis. He has provided me with useful literature, sound advice 

and constructive ideas, and has enabled me to develop a deeper understanding of the 

subject.  

Also, I am heartily thankful to the numerous anonymous respondents, who have been 

willing to participate in the research and have provided the fundamental knowledge so 

crucial for completing the thesis.  

I am indebted to óOrangebikesô rentals and guided tours, óSkate Dokterô rent-a-skate, 

and óKoopvondelparkô for their valuable information about the tourism activities in the 

Vondelpark. 

I wish to thank Georgios Comnenus and Francis Vos for their inspirational involvement 

in the study and for participation in the first round of test interviews.  

Last but not least, I would like to thank my parents. They have supported and stimulated 

me unconditionally throughout my years at Wageningen University and they believed in 

me. To them I dedicate this thesis.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



TOURIST MOTIVATIONS FOR VISITING URBAN PARKS: EXPLORING THE VONDELPARK IN AMSTERDAM 

5 
 

ABSTRACT 
 
 

 

This report describes an exploratory study that is concerned with identifying those 

motivations which direct international tourists towards visiting the Vondelpark in 

Amsterdam. The study seeks to identify the underlying motivations of international 

tourists for visiting the Vondelpark in Amsterdam by adopting push-and-pull motivation 

theories. In the first phase of the study, a theoretical framework has been constructed, 

which combines theories from sociological, psychological and geographical 

backgrounds. The second phase of the study concerned a review of nine empirical 

studies that have applied the concept of push and pull motives in an attempt to classify 

tourist motivations. The analysis of the motivation typologies from these empirical 

studies served to generate a tourist motivation classification model applicable to the 

Vondelpark study.  The third phase of the research involved the empirical study at the 

Vondelpark. This phase consisted of 48 in-depth interviews conducted with tourists 

visiting the Vondelpark. The performed analyses revealed 37 categories and 24 

subcategories of motivating factors that have influenced the choice to visit the 

Vondelpark.  The tourist motivation typology from the Vondelpark study was found to 

have a high level of resemblance with the classification model of phase 2. Furthermore, 

the data from the empirical study served to support the theories that form the basic 

standpoint of the research.  
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INTRODUCTION TO THE RESEARCH 
 

 

 

 

1.1. PROBLEM DESCRIPTION 

 
There is a lack of specific scientific knowledge on the underlying motivations that drive 

urban tourists to visit city parks, despite the relative importance and influence of this 

user-group within these parks. Many larger public parks within capital cities are major 

tourist attractions, which gives relevance to investigating the topic of tourism in these 

parks. Despite this fact, the studies of great urban parks have focused predominantly on 

the group of residential users. Understanding tourism in urban parks starts with 

understanding the reasons why tourists visit urban parks. While motivation is only one 

of many variables (e.g. perceptions, cultural conditioning, and learning) that may 

contribute to explaining tourist behavior, it is nevertheless a critical variable because it 

is the driving force behind all behavior (for general references, see Fodness, 1994; 

Pearce, 1996). By understanding the underlying motivations of tourists (why), many 

other aspects of tourist behavior (what, how) can be explained and understood. Thus, 

examining tourist motivations for visiting urban parks is essential for understanding the 

underlying processes that determine tourist behavior within these parks. Understanding 

tourist motivation in urban parks may contribute to a better comprehension of the 

different facets of tourist motivation in general, thereby contributing to the expansion of 

the existing literature on tourist motivation. This is particularly relevant, as the socio-

psychological field of tourism motivation is still a relatively new and undeveloped field 

of study that needs further attention, especially with respect to the urban green 

environment (see also section 2.2). 

 

In touristic metropoles, most central public recreational parks function as major tourist 

attractions. Although tourists are known to be one of the (if not the most) significant 

user-groups of these parks, their significance and influence seems to have been 

excluded not only by scientific researchers, but also by the tourism industry. There is no 

clear evidence of empirical research executed by industry-stakeholders that focuses 

specifically on tourist motivations for visiting urban parks. As a result, both conceptual 

and empirical background is lacking.  

 

This exploratory study serves to fill in the extant knowledge gap of urban park tourist 

motivations by 1) developing a theoretical framework, 2) developing a practical 

framework, and 3) generating on-site data at the Vondelpark to be able to support the 

theoretical and practical frameworks. The study seeks to identify the underlying 

motivations of international tourists for visiting the Vondelpark in Amsterdam by 

adopting push-and-pull motivation theories. The theoretical framework, which forms 

1 
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the first part of the research, combines theories on tourist motivations with theories 

related to urban parks. In the second phase, the practical framework, a selection of 

related empirical studies providing tourist motivation taxonomies is reviewed and 

analyzed in order to generate a (hypothetical) tourist motivations classification model 

that is applicable to urban parks. This classification model serves to support the 

Vondelpark study (phase 3). The motivation typologies from the model will be 

compared to the typologies derived from the on-site data-collection in the Vondelpark. 

From the obtained data from the Vondelpark, conclusions will be drawn about the 

motivations that tourists have for visiting the Vondelpark.  

 

 

 

 

 

 

 

 

 

 

 

 

     Fig. 1.1:  General overview of the research design 

 

As well as contributing to the existing literature, the obtained knowledge in this report 

may offer a useful benchmark for further research in the area. The research is especially 

valuable for stakeholders who are interested in improving specific urban parks, 

connecting to the existing user needs and desires for the park, but also for gaining a 

deeper insight into the general aspects of tourist motivation that are apparent within 

these parks. This may lead to higher overall tourist satisfaction levels of urban parks in 

particular, and of the urban setting as a whole.  

 

1.2. RESEARCH OBJECTIVE AND QUESTIONS  

 
This exploratory study has a strong theoretical focus as well as a practical component. 

The scientific research goal is to gain an understanding of the underlying 

motivations that tourists have for visiting urban parks.  

 

The main research question has been stated as follows: 

 

× What are the key motivations of urban tourists for visiting the Vondelpark?  

 

As discussed in section 1.1, the research process includes three phases that contribute to 

providing an answer to the main research question. The first phase, the theoretical 

THEORETICAL FRAMEWORK 
Tourist motivations vs. 

urban parks 

 
STUDY AT 

THE 
VONDELPARK 

PRACTICAL FRAMEWORK 
Empirical studies Ą tourist 

motivation typologies 
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framework covering a detailed literature study, serves to provide an answer to the 

following three sub questions as listed underneath: 

 

1. What is (tourist) motivation and how can it be measured?  

2. Why do tourists visit urban settings?   

3. What is the function of public parks in urban settings?  

 

The knowledge derived from the literature study helps to inform the overall practical 

and methodological frameworks to be used in the research. 

 

The second phase of the research, the practical framework, concerns an examination of 

a selection of empirical studies that have adopted the concept of ´push-and-pull´ 

motives to generate tourist motivation typologies. The analysis of these studies and the 

retrieved motivation typologies is used to construct a tourist motivation classification 

model for urban parks that will be applied to the own empirical research of the 

Vondelpark. 

 

The third and final phase of the study involves the empirical research at the Vondelpark. 

For this research qualitative in-depth interviewing has been undertaken with tourists 

visiting the Vondelpark in order to gain an understanding of the motivations of their 

visit to the park. The sub questions for empirical research include: 

 

1. What are the tourist motivations of the cause (= extrinsic) for visiting the 

Vondelpark? 

2. What are the tourist motivations of the park features (= extrinsic) for visiting 

the Vondelpark? 

3. What are the tourist motivations of the activity (= extrinsic) for visiting the 

Vondelpark? 

4. What are the tourist motivations of the effect (= intrinsic) for visiting the 

Vondelpark?  

5. How is the tourist motivation typology retrieved from the practical framework 

(phase 2) related to the tourist motivation typology of the Vondelpark (phase 3)? 
 

(For an explanation of the four above mentioned types of motivations, see chapter 4) 

 

The answers to questions 1 - 4 are combined to construct the tourist motivation typology 

of the Vondelpark. Accordingly, the tourist motivation typology of the Vondelpark is 

compared to the tourist motivation typology from the practical framework (phase 2), 

thereby providing an answer to question 5.  
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1.3. THE RESEARCH PROCESS: METHODS, MEANS AND MATERIALS 

 
This study will:  
 

1. Review the existing literature on tourist motivations, urban tourism, and urban  

parks; 

2. Examine a selection of empirical studies that have adopted the concept of ´push- 

and- pull motives´ to create tourist motivation typologies;   

3.   With the help of the knowledge gained from the literature review and the  

      empirical studies, create a typology of tourist motivations and link this typology  

      to the functioning of urban parks; 

4.   Collect relevant literature information on (tourism in) Amsterdam and the  

      Vondelpark; 

5.   Create interview lists; 

      6.   Carry out in-depth face to face interviews with tourists at the Vondelpark; 

      7.   Analysis of the data through labeling; 

      8.   Relate the analyzed data to the literature and the motivations typology of phase 2; 

      9.   Draw conclusions on why tourists use the Vondelpark; 

      10. Offer recommendations for further research. 

 

Necessary research means and materials to be able to complete the above mentioned 

actions: 
 

¶ Data resources relevant for the literature research: books, scientific journals and 

articles, internet information, specific (governmental / organizational) 

information on Amsterdam and the Vondelpark, detailed information from 

experts who are involved in the Vondelpark. 

¶ Means: computer with internet access and required programs, printed interview 

lists, writing material, voice-recorder, small gift of thanks for the research 

participants. 

 

1.4. SCOPE AND LIMITATIONS 

 
An important limitation concerns the level of generalizability of the research. While this 

study intends to draws conclusions on tourist motivations for visiting the Vondelpark, 

these conclusions may not be applicable to all urban parks. The extent and focus of this 

thesis does not allow conducting a prolonged research that would enable a 

generalization of the results. Instead, the study focuses on qualitative insights and an 

understanding of the individual motivations of real people in context. 

 

The limitations of in-depth interviewing at the location of the Vondelpark and the 

analysis of unstructured information should be mentioned, which involves: the time-

intensiveness of the method; the language barrier between interviewer and interviewees 
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(and consequently, the chance of misinterpretations); exclusion of people that are not 

willing or capable of participating in the research; the irrelevance, incorrectness or 

incompleteness of the given answers.  

 

The study does not intend to measure or derive any type of causal relationships from the 

data. The derived motivation categories may be discussed in context with each other, 

but no conclusion will be drawn on relations between these data. Furthermore, it should 

be stressed that the identified motivations relevant to the touristôs visit to the 

Vondelpark are translated into a tourist motivation typology, but are not used to identify 

types of tourists.  

 

As research and established theory are lacking, theories from other related topic areas 

have been used to support the theoretical framework. Furthermore, since empirical 

research is also lacking, a selection of other relevant empirical studies has been 

reviewed for the purpose of the practical framework. 

 

1.5. SRUCTURE OF THE THESIS REPORT 

 
This report combines knowledge from three main topic areas: tourist motivations, urban 

tourism, and urban parks. Chapters 2 and 3 provide theoretical background information 

concerning these three main topic areas. The first part of the theoretical framework is 

discussed in chapter 2, which focuses on tourist motivation research. The second part of 

the theoretical framework, which is presented in chapter 3, relates to the spatial context 

of urban tourism and urban parks. Chapter 4 discusses the practical framework, 

focusing on an examination of empirical studies on tourist motivation from which a 

tourist motivation typology is derived. Chapters 5 to 7 cover the Vondelpark study. In 

chapter 5, the research context of Amsterdam and the Vondelpark is discussed. 

Subsequently, chapter 6 describes the methodology of the empirical study at the 

Vondelpark. In chapter 7, the results of the study in the Vondelpark are presented, 

discussed, and linked to the theoretical framework and to the motivation typology from 

chapter 4. Finally, chapter 8 offers conclusions and a discussion to the study. 
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 THEORETICAL FRAMEWORK PART 1:      

 UNDERSTANDING TOURIST MOTIVATIONS 
 

 
 

2.1. INTRODUCTION 

 
Understanding the underlying motivations of tourists for visiting urban parks starts with 

a global comprehension of why people vacation. Throughout the years, several 

paradigms and theories have dominated the tourism literature which may provide 

interesting starting points for examining tourist motivations. The aim of this chapter is 

to provide a framework of relevant tourist motivation theories which can be applied to 

the spatial context of urban parks, as discussed in chapter 3. Section 2.2 provides an 

overview of the development in tourist motivation research. Subsequently, section 2.3 

discusses several tourist motivation theories which form the theoretical groundwork of 

the research.  

 

2.2. DEVELOPMENT IN TOURIST MOTIVATION RESEARCH 

 
óInitially, the study of tourism ï that is, tourism research ï was predicted to the counting 

numbers and the determination of economic benefits. This occurred because tourism, a 

service industry, was viewed as an economic development tool both at a national and 

international level.ô (Jennings, G., 2001, p. 15) óFor many years, boosterism and the 

economic tradition (Getz, 1987) were the predominant planning approaches adopted for 

tourism development. Both are founded on economic paradigms. As a consequence, 

research focused on tourism as an economic activity, in particular the economic 

advantages and disadvantages of tourism. (Crompton and Richardson, 1986; Helder, 

1988 In. Jennings, G., 2001, p. 15) Due to the highly quantitative nature of the field, a 

very limited concept of óthe touristô was adopted, viewing them in collective rather than 

individual terms and failing to regard the perspectives of the tourists themselves. Since 

the 1980ôs, however, contributions from the social sciences gradually started to be made. 

This generated a shift from the positivist tradition towards a more interpretative and 

critical perspective in tourism sciences; in other words: tourism studies are now facing a 

ócritical turnô (for general references, see: Ateljevic, I. et al., 2007, óThe Critical Turn in 

Tourism Studiesô). As a consequence, interest has turned from the supply side (the 

tourism industry) to the demand side of tourism (the tourists), hence encouraging a 

better understanding of the nature of the tourist, the tourist experience, and more 

importantly, tourist motivations. Despite this development, the predominant view of 

tourism as an economic activity together with the tremendous growth of tourism over 

the past decades has caused the study of tourism to postdate the phenomenon of tourism 

itself. Considering the complexity and multi-dimensionality of the tourism phenomenon 

2    
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it may be no surprise to find that óthe disciplinary nature of tourism commenced as a 

fragmented and multidisciplinary approach rather than an integrated and 

interdisciplinary one or a synthesized holistic field of studyô (Jennings, G., 2001, p. 16). 

In reality, tourism cannot be described as an academic discipline in the traditional sense 

of the word; rather, it is a subject area that draws on a variety of disciplines that 

collectively contribute to the overall picture of the subject. óIts beginnings are founded 

in other disciplines such as economics, geography, sociology, social psychology, social 

anthropology, marketing and history. These and other disciplines enabled an 

understanding of tourism to be achieved in the absence of a specific ótourismô 

disciplineô. (Jennings, G., 2001, p. 16) The multidisciplinary character of the field 

prevented the establishment of an interconnected and comprehensive set of knowledge, 

thus preventing a broader understanding of the tourism phenomenon. óTourism research 

has yet to move substantially beyond the descriptive and applied nature of much of its 

researchô (Jennings, G., 2001, p. 17). Or as Aramberri (2001) put it: óIf one cannot build 

some theoretical thread or, more accurately, threads [sic] below the maelstrom of case 

studies and econometric approaches that usually count more Greek letters than the 

Anabasis, the profession will get no respectô (Aramberri, J., 2001, p. 739).  

 

The development in tourism research has directly affected the study of tourist 

motivations. The study of tourist motivations, or in other words, the study of why people 

vacation or travel for leisure purpose, has been considered one of the most basic and 

indispensable issues in tourism studies. Unfortunately, the existent methodological and 

positivist approach within tourism research, which is more concerned with erklären as 

opposed to verstehen, and as a result creating a lack of intellectual qualitative depth, has 

left little profound insight into the area of motivations. óIndeed, the whole area of 

motivation and demand has been one of the least researched areas of tourism to date 

(Pearce 1988). Crompton (1979) notes that it is possible to describe the who, when, 

where, and how of tourism, together with the social and economic characteristics of 

tourists, but not to answer the question "why", the most interesting question of all tourist 

behavior.ô (Fodness, D., 2001, p. 555) óResearch into why individuals travel has been 

hampered by the lack of a universally agreed-upon conceptualization of the tourist 

motivation constructô (Fodness, D., 2001, p. 556). Although, in this respect, the study of 

tourism might seem to be a wasteland, there have been few theoretical contributions that 

provide a framework to explain the nature, evolution and underlying processes of 

tourism and can thus help to increase our comprehension of tourist motivations. In the 

following chapter several important tourist motivation theories will be discussed within 

the context of the research.  
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                                                                                                             (§2.3.4)                      LEVEL 3   

                                                             PSYCHOLOGICAL CONTEXT 

2.3. TOURIST MOTIVATION THEORY 

 

2.3.1. INTRODUCTION 

 

The encountered paradigm shift towards critical thinking has accelerated the research on 

tourist motivations. Being the most important, but at the same time, most complex 

component of tourism demand, the study of tourist motivations nevertheless remains 

fairly fragmented. No universally accepted theory of tourist motivation has been 

developed to date. In the light of this research then, insights from various disciplines 

will be aggregated to form the theoretical groundwork of the research. The structure of 

the theoretical framework is depicted in figure 2.1, which distinguishes three levels of 

theories concerning tourist motivation that are relevant for this research.  

                                                                                                                                                                                                                                                              
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 Fig. 2.1: General overview of the theoretical framework of the research   

 

In section 2.3.2 the theory of tourism as non-ordinary behavior is discussed, which 

offers a social-anthropological explanation to the driving forces of tourism (in order to 

answer the question: why do people engage in pleasure travel?). Section 2.3.3 deals 

with the spatial-psychological context of tourist motivations and addresses theories of 

spatial cognition and destination-decision-making (in order to answer the question: why 

do people engage in pleasure travel to specific destinations?). Section 2.3.4, finally, 

zooms further into the psychological processes of tourist motivation, which is outlined 

with the help of classical motivation theories together with various mentalist approaches 

that help to understand and classify these motivations (thus answering the question: 
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what is tourist motivation - how is it constructed cognitively?). From section 2.3.4, the 

structuralist approach, which draws upon the so-called ópush and pullô concept, is 

highlighted and will be used for the study of the Vondelpark (see chapter 3 and 4). 

 

2.3.2. UNDERSTANDING TOURIST MOTIVATION:  THE THEORY OF NON-ORDINARY 

BEHAVIOR 

 

From the small number of theories that have provided substantive contributions to the 

general, theoretical study of tourism, the social-anthropological theory of ótourism as 

non-ordinary behaviorô is commonly seen as one of the most fertile. This theory offers a 

perfect starting point for the exploration of why people engage in pleasure travel. 

According to the theory, tourism is seen as a necessary structured break from the 

ordinary life which is inherent to all human societies. óIt is that form, which 

characterizes many modern industrial societies, which involves travel and falls into that 

set of non-ordinary behaviors which also include play, ritual, ceremony, communion, 

altered states of consciousness, meditation, worship, pilgrimage and so on (cf. Graburn 

1977b). Like all these states, tourism involves for the participants a separation from 

normal ñinstrumentalò life and the business of making a living, and offers entry into 

another moral state in which mental, expressive and cultural needs come to the force. 

Some might say that it is one of those human behaviors which feeds ñthe right side of 

the brainò. It is no wonder then that tourism is often identified with ñre-creationò ï the 

renewal of life, the recharging of run-down elements, so necessary for the maintenance 

of mental and bodily health which characterize a balanced lifestyle ï mens sana in 

corpore sano [sic].ô (Williams, S., 2004, p. 92) Tourism has to do with change, escape 

and getting away from it all, óit allô implicating the everyday environment, ordinary 

people (society and culture), the regular activities such as work, responsibilities and 

everything else that has to do with rules. Escaping the rules will thus lead to increased 

personal freedom, which is one of the highest human values. 

As part of the theory of non-ordinary behavior, the theory of tourism as a ritual provides 

further insight into the underlying reasons for tourism. According to this theory, tourism 

is a conceived as a ómodern ritualô, which is limited in duration as contrasted to the 

longer periods of ordinary life. óIt has a beginning, a period of separation characterized 

by ñtravel away from homeò, ñexperience of a changeò and ña return to home 

(ordinary)ò.ô (Williams, S., 2004, p. 92) In this sense the structure of tourism is similar 

to the structure of all ritual behavior. Modern tourism exhibits two categories of ritual 

tourist behavior: ó(1) the modal type of tourism: the annual trip or vacation, the 

weekend, and the breaks which are repetitive, timed predictable breaks which allow 

people to be ófree of dutyô and mark the progress of cyclical time and (2) forms of 

tourism (or tourist experiences) which mark the passage of the person from one social 

status to the next within the categories provided by their society, e.g. adolescent 

initiations, marriage, accession to office, funerals, etc.ô (Williams, S., 2004, p. 93). 

Hence, the tourist experience represents a gift: the person gets rewarded for 

accomplishing or passing onto a new level of life.  
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Ning Wang (2000) observes that ótourism is a kind of social action which distances the 

paramount realityô. The term distance is central to the meaning of tourism. According to 

Simmel (1990) distance in tourism may be perceived from three different levels:  First 

of all, the ódistance in timeô implies that people feel an urge to escape present time. This 

may be through a search for authenticity, history, primitiveness etc. The second level, 

ódistance in culture or ways of lifeô, implies the search for the abnormal, the ethnic and 

the exotic. The ódistance in spaceô, finally, which is particularly relevant for this 

research, explains the appeal of new and different environments elsewhere. 

óPsychologically speaking, whereas something which is too distant from one's concern 

may be beyond people's interest, something which is too close at hand, ordinary and 

normal may lose its appeal.ô (Wang, N., 2000, p.7). Distance ï whether spiritually, 

spatially or socially ï is directly related to the subject of non-ordinarity. Tourism is a 

ritual activity which creates a certain distance from the everyday world and experiences, 

and enables one to transcend into another world. The routine or ritual character of 

tourism, on the other hand, conflicts with the concept of freedom, which is the basic 

principle of tourism. Tourism, which is initially proclaimed to be an escape from the 

ordinary routine life, in turn often becomes another routinized activity, dislodged from 

any spontaneity or free choice. The tourist experience then becomes inherently 

incorporated into the ordinary life.  

 

The theory of non-ordinary behavior forms the basic standpoint for the research. The 

distance-approach connects to the subject of spatiality and destination decision-making, 

which is discussed in the following section.  

 

2.3.3. UNDERSTANDING TOURIST MOTIVATION IN A SPATIAL CONTEXT 

 

This chapter commences with the assumption that tourist motivations differ across 

space; in other words: they differ according to the type of environment, destination or 

setting that the tourist visits (for general references see: Kozak, 2002; Williams, 2004; 

Dunne, 2006; Pearce, 1982; Fridgen, 1984). Considering this assumption a starting 

point, several interesting questions arise: how do we understand the relationship 

between tourist motivations and tourism space? Why do people travel to certain 

destinations for leisure? 

In section 2.3.3.1 relevant theories concerning the destination decision-making process 

are discussed and linked to the tourism space and the role of tourist motivation. The key 

statement made within section 2.3.3.2 is that tourist space is a mental construct, and that 

tourist motivations for visiting specific destinations are influenced directly by these 

mental constructs of space.  

 

× THE TOURIST SPACE AND DESTINATION DECISION-MAKING 
 

Tourism and the environment are inseparable. The tourist is indisputably connected to 

the tourist destination setting. This relationship involves a person-environment 
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relationship. Traveling is an act of exploring the environment. Moving through a setting 

destined for some leisure purpose or merely wandering through the city or countryside 

involves interaction with the environment. óTourism attractions and popular destinations 

are designed and built around environmental amenities ï be they climate, landscape, or 

physical terrain. The study of tourism is not complete without an understanding of how 

the physical and social environment influence the tourist. A complex interrelationship 

between the social situation, the physical environment, and human behavior makes up 

the core of travel, vacation planning, and tourism.ô (Fridgen, J.D., 1984, p. 20)  

 

Tourism is a social behavior which unfolds in a series of environmental settings. óIn 

some cases, the environment merely provides the backdrop or the stage for tourism 

behavior, in other cases the environment serves as the focal point -- the reason for 

travel.ô (Fridgen, J.D., 1984, p. 34) The process of integrating environmental variables 

and social processes has been initiated by Pearce (1982) in his review of tourism 

motivation and the needs of travelers. His research suggests that varying types of 

environments satisfy different types of needs for travelers. More recent tourism research 

has shown óan emerging integration in the study of environmental variables ï especially 

as they relate to travel and recreation motivationô (Fridgen, J.D., 1984, p. 22). A 

relevant framework that provides a meaningful link between environmental and social 

processes, and tourist behavior and motivation, is the framework of the recreation 

experience developed by Clawson and Knetsch (1966). Clawson and Knetsch offer a 

five phase experiential conceptualization of recreation which includes anticipation-- 

thinking about and planning the trip; travel to the site--going to the destination; on-site 

behavior--behavior on site or in the destination region; return travel--travel back home; 

recollection--recall, reflection, and memory of the trip. Although the phases relate to 

recreation in general, they can also be applied to tourism behavior. The typical follow-

up of these five stages points out the ritual character of the tourism activity. The first 

phase, anticipation, represents the state, mental processes and actions of the tourist prior 

to the actual start of the travel. The motivational reasoning that underlies the touristôs 

destination decision-making forms the central activator of this phase. Tourism travel 

involves the movement through sets of environments (from the home environment 

through a range of other environments to the destination environment(s) and back via 

the same or another route). Each step in this action process is pre-planned and motivated. 

óRussell and Ward (1982) point out that people not only act in their present setting, they 

also plan for subsequent settings. People prepare to arrive in another setting to carry out 

preplanned behaviors.ô (Fridgen, J.D., 1984, p. 24) Each type of setting represents a 

behavior setting, which is bounded in time and space and supports specific sets of fixed 

behavior patterns. Cities, for instance, include many different behavior settings due to 

their multi-functionality: from shopping malls to restaurants to public parks. Each 

behavior setting is timely bounded: restaurants may become bars after dinner time and 

parks, which serve recreational purposes at day time, may be used by the homeless to 

sleep at night. Tourism involves the movement from one behavior setting into the other. 

Relating to the theory of non-ordinary behavior (see section 2.3.1), this implies 

transcending from an ordinary behavior setting, such as the living environment or 
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workplace, into one or more settings which are distanced from the everyday life (non-

ordinary), be it an amusement park or the holiday beach. According to Iso-Ahola (1980, 

1982), who focuses on the social-psychological aspects of trip taking, two motivational 

forces simultaneously influence tourist behavior and determine travel decision-making. 

The first, avoidance, involves the escape of routine and stressful environments: the 

escape from ordinarity. The second force, approach, is the seeking of recreational 

opportunities for certain intrinsic rewards: the search for the non-ordinary. Iso-Aholaôs 

approach-avoidance dimension shows great similarity with the ópush and pullô concept, 

first initiated by Crompton in 1979. This concept, which distinguishes between ópushô 

and ópullô motives that determine travel behavior, forms the groundwork for much of 

todayôs research on tourist motivations (see section 2.3.3.).  

 

Now letôs zoom further into the first phase of Clawson and Knetschôs model: 

anticipation. This phase involves a touristôs motivational reasoning and destination 

decision-making. Olivia Jenkins provides a simplified model that shows how the 

different cognitive components contribute to the process of destination decision-making. 

This model is depicted in figure 2.2. According to the model, image, motivation and 

values interact to determine the destination preferences which influence destination 

decision-making. Intervening factors in decision-making include cost constraints, family 

commitments and timing and seasonality considerations. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Fig. 2.2: The process of destination decision-making: illustrating the role of motivations in 

determining the choice of destinations (Source: modified from Jenkins, O.H., 2000, p. 59). 

 

Although this model is indeed strongly simplified, it also lacks to outline the specific 

relationships between the various elements that determine destination-decision-making. 

In reality, the mental images, values and preferences have a direct influence upon (and 
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rather do they precede!) the motivations or as Graham Dann stated: ñ é a good deal of 

the fantasy element in a holiday takes place before the holiday itself; a certain picture is 

built up of a world that marks an escape from present reality, an environment for acting 

out psychic needs and the playing of certain roles which cannot be fulfilled at home, and 

it is this that forms part and parcel of tourist motivation.ò (Dann, G., 1977, p 22). 

Dannôs words describe tourism as non-ordinary behavior, where spatial preferences are 

related to the level of (non-) ordinarity of settings.  

  

In the following section the process of spatial image-making is discussed in greater 

detail. 

 

× SPACES AS CONSTRUCTS 
 

ñAn important tenet of interpretivism is that óóthe complex social-spatial world can be 

understood only from the point of view of those who operate within itôô 

(Goodson and Phillimore 2004:36 In Tribe, J., 2006, p. 369) 

 

Spaces are conceived as mental constructs, or as Gale and Golledge (1982) stated: 

ópeople form their own constructions of spaceô (Preston-Whyte, R., 2001, p. 581). 

While these spatial constructions are unique to each individual, there appears to be 

sufficient congruence between the individual constructs for the effective partitioning of 

spaces. Each space has its own characteristic features and is endued with unique sets of 

signs and symbols, which are recognized and contribute to the overall spatial image-

making. The place-specific characteristics together with the activities that characterize 

its use help to define and to distinguish between spaces. The existence of boundaries 

between the different spaces are socially and culturally constructed. Tourists use their 

common understanding of the spatial attributes to distinguish between different types of 

spaces. Modern tourist behavior is strongly sign-driven and media-driven. Tourist 

experience includes the consumption of these signs, symbols and cultural experiences, 

some of which may be purely artificial (e.g. Disneyland). The combination of signs and 

symbolic images, which are a product of ideas and social, cultural and political norms, 

give each bounded space its specific identity. The recognition of the subset of signs and 

symbols of each setting constructs in the minds of people not only an image of what the 

setting means to them, but also of what groups of people belong and what type of 

behavior are expected within it (the so-called óbehavior-settingô).  

 

According to Olivia Jenkins (2000) spaces can be conceptualized as consisting out of 

three types of environments: the objective environment (the real world), the operational 

environment (which is that portion of the world that impinges on any given human) and 

the perceptual environment (which is that part of the world that the person is aware of). 

The image refers to a personôs mental representation of the objective environment (see 

figure 2.3). This mental representation or image is the result of the processes of 

perception and cognition. 
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Fig. 2.3: Space and image in behavioral geography (Source: Jenkins, O.H., 2000, p. 21) 

 

Humans acquire knowledge from the objective environment directly via their sensory 

systems that operate as they move about the world. People however may also acquire 

spatial knowledge indirectly via symbolic media such as images, videos, maps or 

language. Indirect perception is particularly relevant for the tourist destination decision-

making and travel motivation. As travel decisions are made, people compare their 

perception of the mundane social and environmental situations at home (the so-called 

lived space) with the perceived image of the vacation destination (the imagined space). 

The mental representation of the lived space is acquired mainly through direct 

perception, whereas the representation of the imagined space is attained through indirect 

perception. These representations of the lived space and the imagined space together 

with peopleôs environmental preferences and values influence the motivation and actual 

decision-making that initiates travel to a specific destination (see figure 2.4). The 

preferences may include social and environmental factors. óPeople may seek out settings 

that offer solitude or those that provide ample social stimulationô (Fridgen, J.D., 1984, 

p. 25).  

 

 

 

 

 

 

 

 

 

 

 

Fig. 2.4: Influence of lived and imagined space on travel motivation (Source: author) 

.  

A tourist may have an image of a travel destination that goes beyond a travel brochure, 

even if the tourist has never actually seen the destination before. Only a few 

characteristics are needed in order for a tourist to form an impression of a destination. 

These tourist destination images are important because they play a significant role in 
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influencing the tourist motivation and destination decision-making. An individualôs 

motivation to visit a specific tourist site is influenced by two important factors: the 

personal desires and the perceived image of the extent to which the site is able to fulfil  

these desires: the expectation. The personal desires form the push factors that drive a 

person to leave a certain environment. The possibilities that other settings provide to 

fulfil  the desires form the pull factors (see the concept of push and pull in the following 

section 2.3.4). The final travel motivation together with the actual travel involves the 

push from the ordinary lived space and the pull towards the non-ordinary imagined 

space. 

 

2.3.4. THE COGNITIVE PROCESS OF TOURIST MOTIVATION  

 

In the previous section the processes of spatial cognition and destination decision-

making have been explored with respect to tourist motivations. To be able to link these 

theories to the context of the research (tourist motivations concerning the visit to urban 

parks), the internal cognitive process of tourist motivation needs to be outlined, thus 

providing an answer to the question: what is tourist motivation -- how is it constructed? 

Tourism studies have adopted classical motivation theories from the psychology in 

explaining tourist motivation. This section briefly discusses these theories to provide 

elementary insights into the psychology of tourism motivation. In line with these 

theories, three basic perspectives in tourism research are explored together with the 

significant role of the concept of ópush and pull motivesô.  

 

The general subject matter of motivation has to do with how behavior gets started, is 

energized, is directed, is sustained and is stopped. Put another way, motivation has to do 

with óthe why of behavior as contrasted to the what and how of behavior.ô (McClelland, 

D.C., 1987, p. 4) We could observe what a tourist is doing, for example playing soccer 

in a park. Or we could observe how he is doing it, that is, what skills he is using to play 

soccer. Or we can try to determine why the tourist is doing what he is doing. Essentially, 

when we ask a tourist why he is visiting the park, we are asking him about his 

motivation. However easy this example may appear, the truth is that motivation, like 

many other areas in psychology, is an extremely complex and multidimensional subject 

area. Despite this complexity and the resulting disagreement between researchers about 

what motivation means and how it is constructed, there have nevertheless been some 

general agreements on its meaning and functioning. Motivation is generally viewed as a 

driving force that initiates and directs behavior. It is a kind of internal energy which 

drives a person to do something in order to achieve something (see for instance: Richard, 

R., 2007). According to the drive-reduction theory, individuals constantly strive to 

achieve a state of psychological and physiological stability, a homeostasis. óSuch 

homeostasis is disrupted when people become aware of a need deficiency.ô (Shaw, G. 

and Williams, A.M., 2004, p. 140) This need deficiency causes an uncomfortable level 

of tension within individuals, which forms the triggering force towards motivation. 

Motivation prompts an individual to take action to release tension and restore balance. 
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The basic process of motivation, which is depicted in figure 2.5, consists out of four 

main inputs: needs or desires; motivation; action and behavior; and satisfaction. The 

needs and desires are the motivational forces that evoke action and behavior which in 

turn are aimed at satisfying the needs and desires, hence restoring a state of equilibrium. 

Once fulfillment is reached, behavior is adjusted. The basic model demonstrates that óin 

order to understand human motivation, we must first find out what touristsô needs are ï 

and how they can be fulfilledô (Hudson, 1999 In Lubbe, B.A., 2005. p. 31). This notion 

has led to the popularity of the needs-based classification of motivations (e.g. the needs 

for: novelty, self-expression, sensual enjoyment, stimulation, relaxation and the sense of 

belonging), first introduced by Maslow in 1954. Maslowôs Hierarchy of Needs, which 

classifies needs into a series of levels of necessity, has served as a basis for many 

studies on tourist motivation.  

 

 

 

 

 

 

 

 

 Fig. 2.5: The basic process of intrinsic motivation (Partly adopted and adjusted from: 

government of India, Ministry of Defense, 2010). 

 

A basic critique made to the drive-reduction theory is that it is overly simplified. First of 

all, the process of motivation involves multiple sets of needs, which are either conscious 

or unconscious. Furthermore, motivation is multi-motive, in other words: ópeople 

explain their behavior in space, social context and time with a multiplicity of causes and 

accountsô (Pearce, D.G. and Butler, R.W., 1993, p. 120). For example, a visitor to 

Sydney questioned on her reasons for visiting the famous Botanical gardens, might 

observe: I went to the gardens to entertain the children, relax and learn something about 

indigenous flora and fauna. Furthermore, the basic model of motivation incorrectly 

suggests that individual behavior and performance is directly and exclusively influenced 

by motivation. In reality motivation interacts with multiple sets of intervening factors in 

determining behavior. This is demonstrated through the strongly simplified (and 

nevertheless incomplete) MARS-model of individual behavior (see figure 2.6). 
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Fig. 2.6: MARS-model of Individual Behavior (Source: McShane, S. and Von 

Glinow, M., 2009)  

 

Hudson (1999) provides a more complete version of the MARS-model, which applies 

more specifically to tourist behavior (see figure 2.7). 

 

 

 

Fig. 2.7: Major influences on individual behavior (Adapted from Hudson 1999 In Lubbe, 

B.A., 2005, p. 40) 

 

Motivation is a hybrid concept which is often confused with other related terms. The 

needs, desires or expectancy are different in that they trigger the motivation of the 
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tourist. Also, the term tourist motivation should not be equated with tourism demand, 

which is an outcome of motivation. Tourist motivation is the driving force or impulse 

that acts as an incitement to the actions of the tourist. Motivation is the "motivation in 

doing" (general), whereas a motive is the "motive for doing" (specific), the reasons for 

performing a specific action. Several basic classifications of motivation have been 

adopted in tourism research. The first is the differentiation between intrinsic and 

extrinsic motivation. Intrinsic or internal motivation refers to motivation that comes 

from inside an individual. It is determined by personal values and self-satisfying goals 

for the individualôs own rewards, órewards inherent to a task or activity itselfô 

(Birkinshaw, J., 2010, p. 38)  - the enjoyment of visiting a museum or the love of skiing 

in the Alps. Extrinsic motivation comes from outside of the performer and is more 

socially controlled through external rewards. It is when behavior is performed in order 

to óobtain material or social reinforcersô (Bateman, T.S. and Crant, J.M., 2005, p. 34). 

Examples are money, prizes, grades, coercion and risk of punishment. The concepts of 

intrinsic and extrinsic motivation are strongly related to the concepts of ópush and pullô, 

where ópushô refers to socio-psychological motivations that evolve exclusively from 

within the individual and ópullô refers to motivations aroused by external factors in the 

social and spatial environment.  

 

The translation of the basic motivation theory to tourist motivation is straightforward 

and is demonstrated through the following simplified example. A certain tourist visiting 

a particular city may have a desire to learn more about the history of this city. The 

touristôs intrinsic / push motivation in this case is to gain more knowledge about the 

history of the city. Whether the motivation will in fact be transformed into action 

depends not only on the motivation, but also on various other personal and situational 

factors, such as ability, means, opportunity etc. The tourist assumes that the city 

museum (extrinsic / pull motivation) is a good opportunity to be able to fulfill this 

personal desire and so he decides to visit the museum (= action). After a few hours of 

wandering through the museum the tourist gains a sufficient amount of knowledge 

about the local history (= result) and so he is satisfied (= restoration of equilibrium). He 

then decides to leave the museum (= behavior adjustment). After the visit to the 

museum, the tourist might become motivated to learn more about a specific type of 

architecture, after which a new motivational process commences, etc.  

  

The above described basic motivation theory provides some principal insights into the 

cognitive process of motivation. These principal psychological insights have also 

directly been adopted in tourism motivation theories. Research on tourist motivations 

has emerged from various approaches. According to Shaw and Williams (2004), these 

approaches can be categorized under three broad perspectives: reductionalist, 

functionalist and structuralist.  

 

óReductionist approaches have viewed tourist motivation as a tension between the 

search for the new or novel experience and the requirement for some degree of 

familiarity (Cohen 1972 In Shaw, G. and Williams, A.M., 2004, p. 140). New research 

http://en.wikipedia.org/wiki/Coercion
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findings however have proven the reductionist approach to be rather incomplete, as 

novelty appears to be only one of many features that help to explain tourist motivation 

(see for instance Dunne, 2006). Apart from novelty, other motives such as self-

actualization, prestige or social interaction have also proven to play major roles in the 

motivation construct. The research findings of chapter 4 confirm this belief.  

 

Another general approach to tourist motivation is that of functionalism, as proposed by 

Fodness (1994). óThis argues that the reason individuals hold certain attitudes is that 

these serve important psychological needs. In terms of the functional perspective, these 

inner needs may create tension of a psychological or physical natureô (Shaw, G. and 

Williams, A.M., 2004, p. 144), which are released by actions that may involve holiday-

taking. The functionalist approach corresponds directly with the drive-reduction theory 

and Maslowôs hierarchy of needs, discussed on page 18. 

 

óBy far the largest group of studies falls within the structuralist perspective, which has 

focused on identifying a series of underlying structures relating to both ópush and pullô 

factors. The emphasis has been on the former, which determine why people decide to 

take a holiday (Dann 1977). Similarly, Gnoth (1997) views motives as lasting 

dispositions, internal drives or push factors which cause the tourist to search for objects, 

events and situations. In these approaches, motives are linked to needs, with Maslowôs 

influential work stressing a hierarchy of needs, from so-called ódeficitô needs through to 

óbeingô needs. Ryan argues in the context of Maslowôs work that óholidays possess the 

potential for cathartic experienceô (2002: 30).ô (Shaw, G. and Williams, A.M., 2004, p. 

141) In this context Beard and Ragheb (1983) have identified four motivational 

components: 

- óAn intellectual component assesses the extent to which individuals are 

motivated, by involvement in learning, etc., in terms of a holiday. This 

may be a specific educational/cultural trip or merely the visiting of 

cultural sites while on holiday; 

- A social component concerns the extent to which individuals engage in 

activities for social reasons, i.e. friendship and esteem. The latter may be 

related to the notions of ego-enhancement through, for example, being 

seen as a seasoned, well-experienced traveler; 

- A competence-mastery component concerns the extent to which individuals 

engage in an activity / holiday for achievement (see Ryan 2005). 

- A stimulus-avoidance component concerns the drive to escape from 

over-stimulating situations or to seek rest and solitude.ô (Shaw, G. and  

Williams, A.M., 2004, p. 142) 

 

While the above provided taxonomy remains fairly general, it has proven to fit the 

frameworks of various other studies that have attempted to provide detailed motivation 

scales (see also chapter 4).  
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The three above discussed approaches in tourism motivation research are strongly 

interrelated. For the purpose of this research, the structuralist approach of push and pull 

factors will be adopted, which has proven to be especially useful for understanding the 

reasons why tourists move between and towards different types of spatial environments. 

The ópush and pullô concept was first introduced by Crompton in 1979. Cromptonôs 

work covers much early ground on tourist motivation research and has frequently 

recurred and been re-conceptualized by other researchers. In his study, Crompton 

sought to identify those motives of pleasure vacationers which influence the selection of 

a destination and to develop a conceptual framework (a "cultural-socio-psychological 

disequilibrium continuum") capable of encompassing such motives. For this purpose 39 

unstructured interviews were undertaken. From the study seven motives were classified 

as socio-psychological or push motives and two as cultural or pull motives. The socio-

psychological or push motives are the intrinsic motives of the individual that explain the 

desire to travel, whereas the pull motives are the external motives useful for explaining 

the actual choice of destination.  

 

Goossens (1998) has developed Cromptonôs idea further in an attempt to explore the 

relationship between the push and pull factors of pleasure motivation. óHe argues that 

the concept of emotion is the psychological factor that connects the two sides of 

motivation. In this context, ótourists are pushed by their (emotional) needs and pulled by 

the (emotional) benefitsô of activities and destinations (Goossens 1998, p. 302). 

Therefore, emotional needs are important in leisure-seeking and choice behavior. 

According to Hirschman and Holbrook (1982), such experiential processes as emotions, 

desires, imaginings and daydreams play a significant role in hedonic consumption. This 

term refers to consumersô multi-sensory images, fantasies, and emotional arousal in the 

use of products (Hirschman and Holbrook 1982).ô (Shaw, G. and Williams, A.M., 2004, 

p. 142) The model conceptualized by Goossens is more complete than Cromptonôs 

model in that it fully recognizes the role of marketing stimuli. In this model (see figure 

2.8) the motivation process is viewed in three main stages. óThe first is involvement, 

which is defined as an unobservable state of arousal or interest. This is evoked by 

certain stimuli from either, or both, of the pushïpull factors, and leads to information 

processing (for a general discussion, see Decrop 2000). In turn, this leads to hedonistic 

responses, which occur both in the phase of information-gathering and during 

consumption. Motivation is therefore strongly intertwined with hedonic consumption. 

Emotion, moods and experiential aspects of tourism consumption appear to play 

important roles in motivation and the tourist experience, which is increasingly 

recognized by destination marketing through the concept of ómood marketingô (Morgan 

et al. 2002 In Shaw, G. and Williams, A.M., 2004, p. 142) 
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Fig. 2.8: The hedonic motivational model (source: Shaw, G. and Williams, A.M., 2004, 

p. 140; modified from Goossens 1998) 

 

Although Goosensô motivational model pays much attention to the importance of 

marketing, advertising and the hedonic consumption in determining tourist motivation, 

the model can also be applied to the concept of spatial cognition. The images and 

emotions, whether constructed by mass media or by other stimuli such as story telling or 

previous experiences, are a result of the processes of spatial image-making. The push 

and pull factors displayed in this model relate to push from a specific destination (which 

lacks to fulfill certain intrinsic needs) and pull towards another destination. In other 

words: push motives relate to the desire to leave the everyday life environment and go 

on a vacation, whereas pull motives are considered useful for explaining the choice of 

vacation. óThe pull factors are motives aroused by the destination rather than emerging 

exclusively from within the traveler himselfô (Williams, S., 2004, p.85). Pull factors are 

influenced directly by the process of spatial image-making (see section 2.3.2). An 

examination of push factors in this sense is basically impossible without prior 

consideration of the pull factors, as the push factors are logically and often temporally 

antecedent to the pull factors.  

 

Chon (1999) also provides a model which is based upon push and pull factors (see 

figure 2.9). In this model the different phases of the travel cycle (anticipation, travel to 

the site, on-site behavior, return travel, recollection: see also page 11) have been 

integrated into the destination decision-making process.  
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Fig. 2.9: The destination decision-making process (Chon, 1999 In. Lubbe, B.A., 2005, p. 36) 

 

Not only the great majority of discussions, but also most empirical studies on tourist 

motivations have tended to revolve around the concepts of ópush and pullô. The push 

and pull concept has been explained in similar ways by different authors: for example, 

Iso-Aholaôs approach-avoidance model, discussed in section 2.3.2, describes two 

similar motivational forces which simultaneously influence tourist behavior: approach, 

which relates to push, and avoidance, which represents the pull. The concepts of push 

and pull are also strongly related to the concepts of intrinsic and extrinsic motivation 

and to the concepts of internal and external needs. There appears to be much 

definitional fuzziness surrounding tourist motivation concepts. Many concepts are 

strongly interrelated or represent the same phenomena. Most of the described concepts 

also connect to the theory of non-ordinary behavior, where push is conceived as an 
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escape from a perceived mundane environment and the pull can be conceptualized as 

the attraction towards the non-ordinary and novel. The following chapters build directly 

upon Cromptonôs push and pull concept and in chapter 4 an analysis is made of a 

selection of empirical studies that have incorporated this concept into their classification 

of tourist motivations.   
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T. M. vs. URBAN PARKS 
 
 

LEVEL 1                                    LEVEL 2                                    LEVEL 3 
Non-ordinary behavior       Destination decision-ƳŀƪƛƴƎ       ΨtǳǎƘ ŀƴŘ ǇǳƭƭΩ ƳƻǘƛǾŜǎ 

 

 

                                            

 

                                            

 

 

 THEORETICAL FRAMEWORK PART 2:    

 UNDERSTANDING TOURIST MOTIVATIONS IN  
 THE CONTEXT OF URBAN PARKS 

 
 
 

3.1. INTRODUCTION 

 
This chapter aims at connecting the tourist motivation theories from the previous 

chapter to the spatial context of the research: recreational parks in the urban 

environment (see figure 10). First, a general introduction is given to the phenomenon of 

urban tourism and to the role of urban parks, which are discussed consecutively in 

section 3.2 and 3.3. The final section 3.4 views the different motivational and spatial 

theories in a joint perspective, in order to uncover the motivational reasoning processes 

relevant for urban parks.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

Fig. 3.1: General overview of the application of the tourist motivation framework (see also 

figure 1) to the spatial context of the research (T.M. = tourist motivation). 

 

3.2. INTRODUCTION TO URBAN TOURISM  

 
óUrban environments worldwide have for many years been amongst the most significant 

of all tourist destinations. As Karski explains: 

 

3 

SPATIAL CONTEXT OF THE RESEARCH 
 

URBAN ENVIRONMENT                 ҭ                  URBAN PARKS 
Ҩ                                                                           Ҩ 

Amsterdam                                                          Vondelpark 
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Urban tourism has, in one form or other, been with us since Mesopotamia 

and Sumeria were spawning the phenomenon of urbanization. People with 

the means and inclination to do so have been drawn to towns and cities 

just to visit and experience a multiplicity of things to see and doé These 

(towns and cities) were the melting pots of national culture, art, music, 

literature and of course magnificent architecture and urban design. It was 

the concentration, variety, and quality of these activities and attributesé 

that created their attraction and put certain towns and cities on the tourism 

mapé (Karski 1990, p. 15). 

 

Today tourism consumes substantial amounts of space within urban destinations: 

tourist-historic urban cores, special museums of many kinds, urban waterfronts, theme 

parks and specialized precincts all contribute to this consumption (Gospodini 2001).ô 

(Edwards, D. et al, 2008, p. 1032). Since the increasing expansion since the sixties, the 

urban tourism industry has developed into one of the largest industries of the world 

today. Considering the major global significance of urban tourism, it may however be 

quite surprising that the study of tourism in cities has been much neglected compared to 

the attention paid to coastal or rural tourism (for general references, see: Ryan, 2005; 

Page, 1995). Until recently it had in fact barely attracted any attention from researchers 

at all. A significant cause of this lack of attention given to urban tourism is its increased 

heterogeneity, complexity and invisibility compared to other types of tourism. A second 

reason is that óacademics studying tourism have neglected the large city as a type of 

destination, while perceiving it mainly as the origin of tourist flows. This neglect may 

be because most attention was given to holiday tourism and its end point in seaside 

resorts.ô (Law, C.M., 2002, p. 6). Another reason for the apparent reluctance of 

recreational researchers to examine urban areas is óthe complexity of disaggregating the 

tourist/recreational and non-tourist/recreational function of citiesô (Stansfield, C.A., 

1964. In: Ryan, C., 2005, p. 113). óThose interested in the study of tourism have tended 

to neglect the urban context in which much of it is set, while those interested in urban 

studies have been equally neglectful of the importance of the tourist function in citiesô 

(Ashworth, 1989 In Page, S. and Connell, J., 2006, p. 409).    

With the growth of cities and the increased pressure posed by tourists, and consequently, 

the increasing significance of urban tourism, the subject has started to be accepted as an 

area of study. óAs industrial manufacturing deserts dense urban areas, entertainment 

plays an expanded role in many city economies. The attraction and accommodation of 

visitors has now become a central concern for public and private city elites.ô (Lloyd, R., 

2007). This has generated an increasing interest in industry-based tourism research. 

Substantial amounts of research reports have been produced by the industry and 

consultants, which unfortunately are still not easily available for the outsider. The 

growing concern from the industry, however, has also attracted the attention from the 

academic world. Both the growing interest from academics and the improved 

collaboration between the industry and academics has resulted in óan explosion in the 
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scientific literature on urban tourismô (Law, C.M., 2002, p. 1) in the last ten to fifteen 

years. 

As both the general study of urban tourism ánd the study of tourist motivations (see 

chapter 2, section 2.2) have proven to be rather problematic, it may not be surprising to 

learn that the combined study of motivation for urban tourism has faced at least as many 

difficulties. That is, towns and cities are multifunctional and tourists may visit for a 

great variety of reasons. The principal purpose may not even be tourism. At the same 

time, urban facilities and attractions may be used by many other groups of individuals, 

such as residents or non-residents working in the city. The urban environment is an 

extremely complex environment which exists out of many different behavior settings, 

and involves many different types of people and interactions. Hence, a tourist is likely 

to transcend several behavior settings and engage in various interactions while moving 

through the city. Although the meanings of spaces within any individual city may differ, 

the roles may also vary between cities. óSome cities are attractions in their own right, 

some are ógatewayô cities, and some provide a focus for regional tourismô (Sharpley, R., 

2006, p. 141). All of these varieties point to the problematic nature of the study of urban 

tourism motivation. The motivations for visiting the urban environment are indeed as 

complex and heterogeneous as the urban environment itself. This explains why the 

study of urban tourism motivation requires further development, especially as it lacks to 

provide universal theoretical background, and is still mainly based in quantitative 

applied research.  

 

3.3. INTRODUCTION TO URBAN PARKS: CONTEXT AND HISTORY 

 

While the scientific knowledge about tourism in cities, particular areas or attractions 

within cities is still fairly incomplete, the study of urban parks has been fully ignored 

when it comes to tourism. The type of centrally located, larger parks within capital cities 

have generally developed into major tourist attractions, which gives relevance to 

investigating the topic of tourism in urban parks.  

 

Cities are conceived as ñhumanò environments: they are created by people, lived and 

used by people and consist out of people. The urban parks within these cities form no 

exception to the rule: parks are artificial spaces constructed for the purpose of human 

activity. Although the entire urban space (including parks) is developed artificially, 

urban parks consist out of natural living elements as opposed to the remainder of urban 

space, which appears rather ódead and dullô. The natural character determines the 

recreational value of parks. The recreational value is also reflected in the horticultural 

design, a range of recreational facilities such as play and sports areas, resting and eating 

facilities, entertainment services etc. These characteristics, together with the public 

accessibility, have turned the great parks of large cities into major tourist attractions. 

Traditionally however, urban parks were not designed for tourism purposes. The first 
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urban parks developed out of the open spaces in the pre-industrial settlements which 

had originally been used for crops, orchards and livestock. The migration of people 

from the countryside to the cities that began in the Industrial Revolution created poverty 

and slums within the cities, resulting in a dirty, overcrowded and unhealthy urban 

environment. The urban parks movement grew during this period as óa response to the 

intolerable living conditions of these Victorian industrial citiesô. (Hough, M. 1989, p. 

12). At first urban parks were developed as private residential squares exclusively for 

the upper-class residents of the city. During the Romantic Movement these private parks 

became publicly accessible. In addition many new public parks started to be developed. 

óThey were created with the conviction that nature should be brought to the city to 

improve the health of all residents, by providing space for exercise and relaxation. It 

was felt that the opportunity to contemplate nature would improve moral standards. A 

new preoccupation with the aesthetics of natural landscape led to the notion that parks 

would improve the appearance of cities.ô (Hough, M. 1989, p. 15). The open 

accessibility of these parks invited new user-groups, including tourists visiting the city. 

After the romantic period, which focused on aesthetic design and passive recreation, the 

first part of the twentieth century developed an emphasis on active recreation and sports. 

From 1940 to 1995, there was a major decline in urban parks. óBy the start of the 1990ôs, 

parks were associated with neglect, vandalism and crime.ô (Tzoulas, K. and James, P., 

2004). óThe last ten years have seen a revival in the recognition of the importance of 

urban parks for enhancing the quality of life of urbanities.ô (Tzoulas, K. and James, P., 

2004). óRecent decades have seen a gradual development from industrial societyôs 

necessary public life to the optional public life of a leisure and consumer society. Where 

city life was once a necessity and taken for granted, today it is to a high degree optional. 

For that very reason, this period has also seen a transition from a time when the quality 

of city space did not play much of a role in its use, to a new situation in which quality is 

a crucial parameter. In the past, people had to use the streets and squares of the city 

regardless of their condition. Today this is in the majority of the cases an option.ô 

(Thompson, C.W. and Travlou, P., 2007, p. 3).  

 

As the quality of the public city life increased, optional activities such as leisure and 

tourism started to play a dominant role within cities. Consequently, the urban tourism 

industry increased significantly during this period. Public green spaces started to play a 

crucial role in increasing the attractiveness of the city. Many parks that had been 

neglected throughout the years, were renovated and redesigned to help improve the 

quality and appearance of urban public space (this is also the case for the Vondelpark, 

which will be discussed in chapter 5). As a result, parks also started to be used and 

appreciated by city tourists. At present time many urban parks have developed into 

popular tourist attractions and play an significant role in the overall urban tourist 

experience. Despite this fact, user-based research in urban parks still focuses on the 

initial residential users and does not seem to acknowledge the significant user-group of 

tourists. The knowledge gap concerning tourism in urban parks needs to be filled up.  
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3.4. CONNECTING TOURIST MOTIVATION THEORY TO URBAN PARKS 

 
In this section the theoretical insights from the previous sections are interconnected and 

related to the motivational reasoning of tourists for visiting urban recreational parks. A 

touristôs motivation and decision to visit any random urban park involves the movement 

through different spatial settings. The process that precedes the actual visit of the park 

involves two basic spatial movements: first the movement from the ordinary lived 

environment into the imagined setting of the city and second, the movement within the 

city towards a city park. This process is depicted in figure 3.2. The first phase involves a 

combination of push motives that drive a person to leave the home environment and a 

combination of pull motives that attract the tourist towards the city.  
 

                                                                                                                                        
 

 

                                                                                                                                                                     

                                                                                                             

  

 

 

 

 

 
 

Fig. 3.2: Push and pull motives in the spatial context of the research (Source: author) 
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Both the settings of the home environment and the city influence the motivation and 

choice to visit the city park. The lived space of the ordinary home environment is an 

important factor that causes to trigger the main push motives that are involved with 

travel towards the imagined space of the city. Once the tourist reaches the city, he or she 

may trespass several settings and visit a few or more tourist attractions. Each decision to 

action involves new sets of motivational reasoning. In most decisions more than one 

motive will be operative. Motives operate in tandem or combination, for they are multi-

dimensional (as has also been concluded by the study of Crompton, 1979). The motives 

may vary in space, time and depending on the person. Each movement from one space 

in the city to another involves multiple sets of push and pull motives. This is also the 

case for the movement within the city towards the city park.  
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 CREATING A TOURIST MOTIVATION  
 TYPOLOGY FOR URBAN PARKS  
 

 

 

While barely twenty years ago Lundberg indicated that ñthere is little empirical research 

that reveals the reasons why people travel and vacationò (Lundburg, 1990 in Fodness, 

1994, p. 556), nowadays this statement seems to have become somewhat dated. In the 

past twenty years, however, the extension of empirical research on tourist motivations 

has brought several renewed insights. This chapter takes the structuralist approach of 

push and pull motives from the previous chapter as a starting point and examines a 

selection of nine different empirical studies that have used this concept for classifying 

tourist motivations. The selected empirical studies can be classified into two groups of 

investigations: 1) investigations of the types of motivations that are relevant for tourism 

travel in general, and 2) investigations of the types of tourist motivations relevant for 

visiting a specific tourist destination. The majority of the selected studies have a strong 

qualitative focus, although a few studies have also included quantitative data generation 

and data analysis methods. The studies vary from early research (beginning with 

Crompton in 1979) to more recently conducted research. They have been reviewed and 

analyzed in order to serve the following purposes. Firstly, the methodologies used 

within these studies will appear useful for creating a methodology for this research in 

the Vondelpark. Secondly, the classifications of push and pull motives that result from 

these studies offer a foundation for generating a tourist motivation classification model 

that can be applied to the Vondelpark research. The constructed classification model is 

connected to the spatial context of urban parks and serves to generate a measurable list 

of tourist motivations for visiting urban parks. The accuracy of this model is 

subsequently tested through the empirical study of the Vondelpark. The classification 

model forms the basis for the topic list, which is discussed in chapter 6, and for the 

analysis of the conducted interviews, discussed in chapter 7.  

 

Table 4.1 (page 42) ill ustrates the outcome of the examined empirical studies, which are 

summarized under the following 3 headings: the study, used methods, and research 

outcomes. As mentioned before, the initial selection involved including studies that 

have applied the concept of push and pull motives, developed by Crompton in 1979 (or 

the strongly related ñseek and approachò theory from Iso-Ahola (1982). Cromptonôs 

study is also added to the table as it forms the basis for this research (see nr. 1 of table 

4.1). A second selection criterion is a high level of generalizability: the studies relate 

either to main travel motivations, or to motivations for visiting a specific country or a 

major city. More case-specific studies have been excluded. The outcomes of the studies 

reveal different sets of push and pull motives for pleasure travel (see column óresultsô 

from table 4.1). An evaluation of the research outcomes (and the extracted push and pull 

motives) from the nine different studies reveals a remarkable high level of resemblance 

between these outcomes. 

4 
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In the next step, each of the specific push and pull motives was compared between the 

studies. A first selection was made by considering the relevance of the motives for the 

research context of the city (push) and the city park (pull). Accordingly, the motives 

were reorganized according to their level of specificity. The final step involved adding 

missing motives. Consequently, a list of tourist push and pull motives for visiting urban 

parks has been created.   

 

Aggregating the sets of motives from table 4.1 into one basic motivations model for 

urban parks brings along several difficulties. First of all, although much of the research 

findings list similar motives (e.g. escape, relaxation, education), some of these motives 

are presented under different headings (e.g. ñnoveltyò is considered a push factor in one 

study and a pull factor in another) or they represent different levels (e.g. ñescapeò is a 

main motive in one study and a sub-motive of pleasure seeking / fantasy in another). 

Secondly, many motives represent different types of motives that are not comparable 

and ought to be classified into different groups (e.g. one cannot simply aggregate all the 

pull motives from the different research: for example, the motivation ñease of accessò 

belongs to another category than the motivation ñnoveltyò). A third significant problem 

is that the motives are strongly interrelated and often show overlap (e.g. relaxation 

might lead to exploration of self or even be part of it, and vice versa; the motive for 

playing soccer in the park might be relaxation, socialization, fun/entertainment etc.). A 

final problem is that not all motivations are related to the spatiality of urban parks.  

 

Although the above mentioned problems create a good deal of difficulty for the 

reorganization and aggregation of the push and pull motives, the step of reorganization 

nevertheless needs to be undertaken in order to obtain a list of motivations that can be 

used for urban parks. To overcome these difficulties, then, a model for classifying the 

motivations is proposed, which is related to urban parks. In the previous chapter, we 

concluded that push motivations are intrinsic, originating from inside of the individual, 

whereas pull motivations are extrinsic, evolving from factors outside of the individual. 

For urban parks, the motivations can be subdivided into the following key types of 

motivation: 

 

ü Intrinsic / push motivations (= motivation of the effect): e.g. relaxation, 

entertainment, escape from a perceived mundane environment, exploration and 

evaluation of self, prestige, regression, enhancement of kinship relationships, 

facilitation of social interaction, novelty and education. 

ü Extrinsic / pull motivations: 

- Motivation of the cause: e.g. the park is close to the hotel, recommendation 

of a friend; 

- Motivation of the park features: e.g. to visit playgrounds; 

- Motivation of the activity: e.g. to watch children playing (in playgrounds). 
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The intrinsic motivation generally precedes the extrinsic motivation. The following 

scheme illustrates the relationship between the different types of motivations. 

 

 

 

 

 

 

 

 

 

                 Fig. 4.1: Relationship between intrinsic and extrinsic motivation (Source: author. 

Modified from fig. 2.5). 

 

In order to illustrate the relationship between these motivations more clearly, two 

examples will be given: 

Example 1: a tourist feels the need to relax (intrinsic motivation) after a hectic day of 

wandering around the busy shopping district of Amsterdam. On her map she notices that 

a park is located nearby (extrinsic motivation of the cause). She decides to visit the park 

and find a spot in the grass alongside the water (extrinsic motivation of the park 

features) to be able to sit and rest and enjoy the nature (extrinsic motivation of the 

activity).  

Example 2: a few friends decide to hire some bikes and explore the city without any 

prior planning of the route. While biking, they happen to cross a park (extrinsic 

motivation of the cause). Out of curiosity (intrinsic motivation) they decide to explore 

the park by bike (extrinsic motivation of the activity) along the provided biking paths 

(extrinsic motivation of the park features).  

The above described examples also illustrate the high level of interconnectedness 

between each of the four types of motivations. Biking in the park (extrinsic motivation 

of the activity) may not be possible without the provided biking paths (extrinsic 

motivation of the park features). A person may not have decided to sit and have a rest 

(motivation of the activity) without the intrinsic urge to relax (intrinsic motivation) and 

may at the same time not have been able to relax if the park was not located nearby 

(extrinsic motivation of the cause) etc. Although the four types of motivations cannot be 

perceived separately, the division into these four types of motivation serves to get a grip 

on the complexity of motivation. 

 

The complete process of selection and reorganization of the motives from table 4.1 has 

been undertaken in the following five steps:  

Step 1:    Selection of the motivations that can be related to the spatiality of urban  

                parks; 

Step 2:    Aggregation of similar / related motivations;  

Step 3:    Reorganization of the motivations with the help of the proposed model 

INTRINSIC 
NEEDS 

SATISFACTION 

BEHAVIOR 
ACTION 

INTRINSIC 
MOTIVATION 

BEHAVIOR 
MODIFICATION 

EXTRINSIC 
MOTIVATION 

Motivation of the cause 
Motivation of the features 
Motivation of the activity 
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                into the following four groups: motivations of the effect; motivations of  

                the cause; motivations of the park features; motivations of the activity; 

Step 4:    Subdivision of the motivations of each of the four groups into different  

                levels; 

Step 5:    Adding missing motivations to the model. 

 

Table 4.2 illustrates the outcome of step 1 and step 2. Comparing the different 

motivation categories from the research demonstrates the high level of similarity 

between these categories. Similar or identical motivation categories have been 

aggregated under the same heading. For the push factors, the motivation categories 

could be classified under six different groups: escape, relaxation, prestige, socialization, 

entertainment, and novelty and education. For the pull factors, the motivation categories 

showed less resemblance between the different studies than the push factors, although 

occasionally some clear forms of similarity could still be detected. This finding, on the 

other hand, can be easily explained. Push factors are more constant, while pull factors 

are strongly dependent upon the travel destination. Since the nine empirical studies each 

relate to different travel destinations, their pull factors are also likely to show less 

resemblance.   

 

Table 4.3 illustrates the categorization of the four different motivations groups after 

undertaking steps 3, 4 and 5. This model is adapted to the spatial context of urban parks 

and can be applied to the Vondelpark study. The model is applied to the Vondelpark 

study in the sense that the division into the four key types of motivations (of the cause, 

of the effect, of the park features, of the activity) from table 4.3 also forms the basic 

outline of the topic list (see chapter 6).  
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THE RESEARCH CONTEXT: 
AMSTERDAM AND THE VONDELPARK 
 

 

The motivations classification model in table 4.3 from the previous chapter only gives 

an indication of the motivations that may play a role for tourists visiting urban parks. In 

order to get real insights into urban park tourist motivations and to examine the 

soundness of the provided model of table 4.3, data needs to be generated from the field. 

For this purpose, the location of the Vondelpark in Amsterdam has been chosen. This 

park can be classified into the group of popular central parks within capital cities, as 

discussed in chapter 3, section 3.3. The Vondelpark is considered the most popular park 

of Amsterdam and the Netherlands for both inhabitants and tourists, which also has to 

do with its location directly at the heart of the touristic centre of the city. 

Amsterdam has a long history as a travel destination. In the past decennia, Amsterdam 

has developed into one of the leading tourist destinations of the world. Research 

executed in 2008 by the óEuromonitorô in cooperation with several other international 

and national organizations including the óWorld Tourism Organizationô demonstrates 

that Amsterdam belongs to the top 18 most touristic cities of the world based on the 

number of incoming tourists, and to the top 13 most touristic cities of the world based 

on the number of incoming passengers of foreign flights. In Europe, Amsterdam is 

considered to be the number five most popular tourist destination (for references, see 

Jong, L. de, 2009). Due to its small size, Amsterdamôs tourist zone is also one of the 

most concentrated urban tourist zones of the world. So then what makes this Amsterdam 

so immensely popular? Much has to do with the cityôs image as the ósex, drugs en rock-

ôn-rollô capital of the world. This libertarian character, which is reflected in the 

numerous coffee shops, the red light district, a well-developed gay scene etc., has 

brought the city global fame. On the other hand, and nearly contrasting to the former, 

Amsterdam is also renowned as óthe city of cultureô, reflecting its history, art, famous 

museums, architecture, the numerous picturesque water canals and so on. This 

combination of elements creates a highly diverse spatial environment and offers a 

unique mix of attractions in a unique atmosphere. Amsterdam is a vibrant, multicultural 

city with lots to offer and plenty for everyone to see and do, which explains its 

popularity among tourists. 

 

5 
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Fig. 5.1: The popular tourist attractors of Amsterdam. Pictured from above left to below right: 

city overview which shows the many famous water canals; free spirit Amsterdam with the coffee 

shops and the red light district; the typical, picturesque Amsterdam architecture; Amsterdam 

culture city with plenty of museums and art to explore. 

 

Just as most capital cities, Amsterdam has one central park, the so-called Vondelpark, 

which is located within the CBD area of the city and is the most frequently visited park 

of the city. All the required features to success are present within this park: the location 

in or near the touristic heart of the city, the large serving area, large scale and enclosed 

character, and including many different elements and attractions for each type of user. 

As a result, the Vondelpark has developed into one of the great tourist attractions of 

Amsterdam. Also known as óthe green heart of Amsterdam, this park is the biggest, 

busiest and one of the oldest parks of the city. 

Each year more than 10 million visitors visit 

the Vondelpark. The park is surrounded by 

other popular tourist hotspots such as the 

óLeidsepleinô, the óRijksmuseumô, the 

óStedelijk museumô, the óVan Gogh Museumô, 

and plenty of shops, restaurants, hotels and 

other tourist facilities. But the Vondelpark 

itself also has a lot to offer: the park has a rich 

history and contains a wide range of 

entertainment facilities such as playgrounds, cafés and restaurants, an open air theater, 

tennis court, skating and biking rentals, rose garden, artworks etc. The park forms the 

perfect environment to escape the crowdedness and high dynamics of the city. Also, the 

green and open character strongly distinguishes the Vondelpark from all the other 

tourist attractions / areas in the city. For many tourists, the Vondelpark is the only green 

spot that they will see while visiting Amsterdam. Therefore this park plays an important 

role in determining the visitorôs overall image and satisfaction of Amsterdam. The 






















































































































