
Dimensions of cultural consumption among
tourists: Multiple correspondence analysis

Authors Richards,G.W.; van der Ark,L.A.

Published in Tourism Management

DOI 10.1016/j.tourman.2013.01.007

Publication Date 2013

Document Version publishersversion

Link https://research.tilburguniversity.edu/en/
publications/4ef16ad5-0c20-40a3-86a3-81bd7d88d03d

Citation Richards, G W & van der Ark, L A 2013, 'Dimensions of cultural consumption
among tourists : Multiple correspondence analysis', Tourism Management, vol.
37, pp. 71-76. https://doi.org/10.1016/j.tourman.2013.01.007

Download Date 2026-01-16 01:20:46

Rights General rights
Copyright and moral rights for the publications made accessible in the public
portal are retained by the authors and/or other copyright owners and it is a
condition of accessing publications that users recognise and abide by the legal
requirements associated with these rights.
- Users may download and print one copy of any publication from the public
portal for the purpose of private study or research.
- You may not further distribute the material or use it for any profit-making
activity or commercial gain
- You may freely distribute the URL identifying the publication in the public
portal"
Take down policy
If you believe that this document breaches copyright please contact us
providing details, and we will remove access to the work immediately and
investigate your claim.

http://dx.doi.org/10.1016/j.tourman.2013.01.007
https://research.tilburguniversity.edu/en/publications/4ef16ad5-0c20-40a3-86a3-81bd7d88d03d
https://research.tilburguniversity.edu/en/publications/4ef16ad5-0c20-40a3-86a3-81bd7d88d03d


at SciVerse ScienceDirect

Tourism Management 37 (2013) 71e76
Contents lists available
Tourism Management

journal homepage: www.elsevier .com/locate/ tourman
Dimensions of cultural consumption among tourists: Multiple correspondence
analysis

Greg Richards a,*, L. Andries van der Ark b

aDepartment of Leisure Studies, Tilburg University, PO Box 90153, 5000LE Tilburg, The Netherlands
bDepartment of Methodology and Statistics, Tilburg University, PO Box 90153, 5000LE Tilburg, The Netherlands

h i g h l i g h t s
< Multiple correspondence analysis used to visualise cultural tourism market segments.
< Demonstrates advantages of multidimensional segmentation.
< Identifies static and dynamic dimensions of cultural consumption.
< Distinguishes art and heritage tourists.
< Cultural capital inversely related to accessibility of cultural forms.
a r t i c l e i n f o

Article history:
Received 12 June 2012
Accepted 14 January 2013

Keywords:
Cultural tourism
Heritage tourism
Arts tourism
Cultural attractions
Cultural events
Segmentation
Multiple correspondence analysis
* Corresponding author. Tel.: þ31 134664069.
E-mail addresses: g.w.richards@uvt.nl (G. Richard

edu (L.A. van der Ark).

0261-5177/$ e see front matter � 2013 Elsevier Ltd.
http://dx.doi.org/10.1016/j.tourman.2013.01.007
a b s t r a c t

The cultural tourism market has diversified and fragmented into many different niches. Previous at-
tempts to segment cultural tourists have been largely unidimensional, failing to capture the complexity
of cultural production and consumption. We employ multiple correspondence analysis to visualize the
relationship between cultural consumers and attractions in a large data set (n ¼ 12,905). This indicates
that two dimensions describing the ranges between ‘static’ and ‘dynamic’ attractions and ‘high-brow’

and ‘low brow’ culture effectively discriminate different groups of arts and heritage tourists. The holiday
structure itself seems to provide a context that influences the cultural consumption of actors. Thus higher
levels of cultural capital are related to more accessible forms of culture, contrary to theoretical expec-
tations. There is also evidence of the development of a cultural tourism ‘travel career’with more dynamic
cultural forms being characteristic of younger tourists and more high brow and static forms of culture
being consumed in later life by those with higher levels of cultural capital.

� 2013 Elsevier Ltd. All rights reserved.
1. Introduction

‘Cultural tourism’ is a major market segment of global tourism,
accounting for some 360 million international trips a year (OECD,
2009) or 40% of global tourist demand. As the cultural tourism
market has expanded, so has the complexity of cultural consump-
tion by tourists (Pulido-Fernández & Sánchez-Rivero, 2010) Recent
studies have identified considerable variations in the cultural
tourism market, in terms of consumption patterns, travel experi-
ences and socio-economic background (Van der Ark & Richards,
2006). As Pulido-Fernández and Sánchez-Rivero (2010) found
s), a.vdark@tilburguniversity.

All rights reserved.
‘The cultural tourism market . consists of tourists with increas-
ingly differentiated characteristics, needs, and expectations.’ The
growing diversity of cultural tourism can be explained by the
greatly expanded opportunities for cultural consumption, the
growing popularity of tourism as a whole (providing more scope to
consume culture on holiday) and changes in the nature of cultural
consumption itself.

The diversity of cultural tourism consumption and production,
as McKercher, Ho, Du Cros, and Chow (2002) suggest, make the
promotion of ‘culture’ to an undifferentiated tourism market
problematic. Solutions to this problem have usually been sought in
market segmentation, trying to identify those consumers who
prefer certain types of cultural experiences (e.g., Alzua,O’Leary and
Morrison, 1998; Dolcinar, 2002; Kastenholz, Carneiro, & Eusébio,
2005). Such actor-centred approaches have the limitation that
they cannot account for the interactions between tourists and the
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Table 1
Percentages of respondents attending 13 types of cultural events.

Event Per. Event Per. Event Per.

Museum (MU) 49.5 Theatre (Th) 13.7 Classical-music f.
(CM)

5.4

Monument (MO) 41.6 Heritage
centre (HC)

18.7 Dance
festival (Da)

7.8

Art gallery (AG) 19.2 Cinema (Ci) 17.2 Traditional
festival (TF)

17.8

Religious
site (RS)

32.2 Pop concert (PC) 8.1

Historical site
(HS)

42.8 World-music f. (WM) 5.6

Note: Per. ¼ Percentage, f. ¼ festival.
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attractions and events they visit, because visitation not only shapes
these structures, but is also shaped by them in the form of recursive
practice (Hannam & Knox, 2010). This requires quantitative meth-
odologies that can accurately capture the complex interrelationship
of actors and structures.

This growing complexity is also reflected in theoretical discus-
sions about the nature of consumption. Recent studies have indi-
cated that cultural consumption can no longer solely be explained
in terms of social class or taste distinctions, as suggested by
Bourdieu (1984). Arguably, increasing social mobility and changing
tastes have produced more mixing or ‘omnivorous’ styles of con-
sumption (Barbieri & Mahoney, 2010; Peterson & Kern, 1996). As
Stylianou-Lambert (2011) pointed out, there are now many typol-
ogies of cultural tourism which attempt to characterize cultural
tourists in terms of motivations, interests, experiences sought or
activities engaged in. However, her review also shows that few
studies have attempted to explain why certain tourists fall into one
category or another. She made a large step in filling this gap with
her qualitative study of the different ‘gazes’ in cultural tourism,
showing that tourists visiting art museums perceive them in dif-
ferent ways, using different types of ‘perceptual filters’ that influ-
ence their gaze. She found a great variety of different filters and
resulting gazes, which indicated that ‘strict categorization into
cultural tourist types might be misleading and unhelpful as far as it
misses the subtle differences between different cultural tourists
who might belong to the same category’. She therefore argues that
perceptions, rather than individuals should be categorized.

A similar approach was taken by Van der Ark and Richards
(2006), who used latent class analysis to differentiate between
cultural tourists on the basis of frequency of visit and perceived
attractiveness of 19 European cities. They found three classes,
corresponding broadly to specific cultural tourists, general cultural
tourists and infrequent visitors with a preference for popular cul-
ture and entertainment.

Pulido-Fernández and Sánchez-Rivero (2010) also used latent
class analysis to segment the cultural tourismmarket in Spain. They
identified three major segments: ‘museum culturophiles’, who
value museums highly but do not visit events, the ‘culturally
inactive’ segment, consisting of persons who attach particular
importance to the museum offer but who have a low probability of
making actual visits and the ‘roaming culturophiles’, or tourists
who are very likely to make cultural visits during their stay, who
take cultural events into account in making their choice of desti-
nation, but who have little interest in museums (Pulido-Fernández
& Sánchez-Rivero, 2010).

It seems that most previous studies have tended to use a single
dimension to approach what is clearly a complex, multidimen-
sional field, and there is also a tendency to concentrate on the
classification of actors, without much consideration of the effect of
attractions, events and other structures on behaviour. One of the
reasons for this is the complexity of analysing multiple dimensions
of cultural consumption and tourist behaviour. This paper attempts
to develop the cultural tourism segmentation debate by applying
multiple correspondence analysis (MCA, often simply called cor-
respondence analysis) to a large-scale data set on cultural tourism
consumption. MCA is an exploratory, multivariate analysis techni-
que that is particularly suitable for the description of categorical
data (cf. Greenacre, 1984, 2007; Greenacre & Blasius, 2006; Le Roux
& Rouanet, 2004).

MCA has been used in a number of different ways in tourism
research. Schmitz, de Aranzalbal, and Pineda (2007) used MCA to
analyse visitor preferences for different cultural landscapes in the
Mediterranean. Gonzalez and Molina (2009) used MCA in Anda-
lusia to explore patterns of tourist behaviour. Huéscar Lerena and
Azurmendi López (2004) used MCA factor analysis to segment
visitors to the Basque Country. Pina and Delfa (2005) related dif-
ferent rural tourist profiles to different types of accommodation.
Studies in Asia (Chen, 2001; Choi, Lehto, & O’Leary, 2007; Mao,
Zhang, & Bao, 2005; Miao & Yu, 2006; Tang, Choi, Morrison, &
Lehto, 2009) have used MCA to identify differences in destination
image and information sources of tourists. Faullant, Matzler, and
Füller (2008) used MCA to position ski areas in terms of customer
satisfaction. To date however, MCA has not been used as a tool for
segmentation in the cultural tourism market, even though it
arguably has particular advantages in terms of analysing cultural
consumption. Bourdieu (1984) mapped social space using MCA in
order to simultaneously show the locations of both individuals and
indicators of class positions, clearly visualising taste patterns of
different social groups. In this article we use MCA to visualize dif-
ferent groups of cultural tourists using data related both to the form
of culture consumed and the nature of the attractions visited. Vis-
ualization makes understanding relationships in complex data
easier. We use the technique to explore different dimensions of
cultural tourism consumption and to analyse the relationship be-
tween individual actors and different types of cultural attractions
or structures in the practice of cultural tourism.

2. Methods

2.1. Data

The data were drawn from the Association for Tourism and
Leisure Education (ATLAS) Cultural Tourism Survey that has col-
lected information on visitors to cultural attractions and events in
different countries, during the period 1992e2008 (N ¼ 46,645;
Richards, 2010). The ATLAS Surveys were conducted in 1992, 1997,
and then annually from 1999 to 2008. We used the largest wave
(2004, N¼ 12,905), for which surveys were collected from 130 sites
in 24 countries. The largest wave was used because this yielded the
most robust results. The interviews were predominantly conducted
face-to-face, although a small proportion were collected via self-
completion forms. Thirteen questions were related to cultural
consumption. In particular a question on attendance at 13 types of
cultural sites and events was designed to analyse a range of dif-
ferent tourism consumption opportunities ranging from ‘high’ to
‘mass’ or ‘popular’ culture (Table 1). Samples of the ATLAS ques-
tionnaire can be found via: http://www.tram-research.com/atlas/
surveytools.htm.

Respondents were classified by gender, income, age, educational
level, type of tourist, and type of holiday (Table 2). Only 5 re-
spondents (<.01%) had missing values on any of the 13 cultural
consumption questions; 15.8% of the respondents (predominantly
respondents from the local area) did not respond toType of holiday,
and 16.9% did not indicate their annual income; for the other var-
iables the percentage of missingness was between 0% and 2%.

http://www.tram-research.com/atlas/surveytools.htm
http://www.tram-research.com/atlas/surveytools.htm


Table 2
Descriptive statistics of the sample.

Variable Category % Variable Category %

Gender Male 48.7% Visitor
type

Short holiday 25.7%
Female 51.3% Long holiday 26.5%

Income <V5000 18.7% Permanent resident 47.8%
V5001-V10,000 12.3% Education

level
Primary school 3.4%

V10,001-V20,000 13.8% Secondary school 23.9%
V20,001-V30,000 14.6% Vocational education 17.2%
V30,001-V40,000 12.8% Bachelor degree 37.0%
V40,001-V50,000 9.6% Master/Doctorate 18.5%
V50,001-V60,000 7.0% Holiday

type
City trip (City) 16.4%

>V60,000 11.2% Cultural holiday
(Culture)

18.6%

Age < 15 1.0% Ecotourism (Eco) 4.6%
16-19 6.1% Sun & beach

holiday (Sun)
10.0%

20-29 30.5% Touring
holiday (Tour)

15.4%

30-39 21.3% Health/sports
(Health)

3.8%

40-49 17.7% Other 15.5%
50-59 13.2%
>60 10.2%

Fig. 1. A two-dimensional MCA solution. For details see text.

Fig. 2. Enlargement of the central area of Fig. 1. For details see text.
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Except for type of holiday, which was considered structural miss-
ingness, missing values were replaced by imputed values by
means of latent class analysis (Vermunt, Van Ginkel, Van der Ark, &
Sijtsma, 2008) using the software program Latent GOLD (Vermunt
& Magidson, 2005).

2.2. Multiple correspondence analysis

WeusedMCAto estimate a lowdimensional approximationof the
cultural consumption data. For conducting MCA we used the
R-package ‘ca’ (Nenadic & Greenacre, 2007). We used an MCA con-
tribution biplot (Greenacre, 2010; Chap. 10) to visualize the low-
dimensional data approximation. Moreover, we orthogonally rota-
ted the principal axes for a better interpretation (Lorenzo-Seva, Van
de Velden, & Kiers, 2009). Computer code (in R) for creating the
graphs is available from the first author. With such visualization of
high-dimensional data in the two-dimensional plane, simultaneous
consideration can be made of content (type of culture), form (build-
ings versus events) and consumer demographics and behaviour.

3. Results

3.1. Cultural consumption space

The first principal axis explained 46.6% of the principal inertia,
the second principal axis explained 20.4% (hence 67% in total), and
none of the remaining 11 principal axes explained more than 6%.
This suggests that a two dimensional MCA solution gives a good
approximation of the data. Note that only one and two-
dimensional MCA solutions can be plotted easily. The two-
dimensional MCA solution is depicted in Fig. 1; Fig. 2 shows an
enlargement of the central area (dotted-lined square) in Fig. 1. The
principal axes in Figs. 1 and 2 were orthogonally rotated 100�

which e according to the authors e yielded the best interpretable
result: The horizontal axis can be interpreted as a static versus
dynamic axis (from relatively static constructions such as monu-
ments and museums to relatively dynamic performances and
events such as theatre performances, concerts and festivals) and
the vertical axis can be interpreted as a low-brow versus high-brow
culture axis.

In Figs. 1 and 2, the origin (0,0) represents the average cultural
consumption behaviour. The squares represent attending (black, þ)
and not attending (white, �) the 13 cultural attractions and events
(for labels, see Table 1). Lines from the origin to the squares are
called biplot axes. Because plotting a biplot axis for every cultural
attraction would have resulted in a blur, Figs. 1 and 2 have two
shaded areas indicating the spaces where the biplot axes should
have been plotted. The shaded areas represent two clearly distinct
categories in which an attraction or event can fall: heritage at-
tractions such as museums and monuments which group together
as more static, high-brow attractions, and arts attractions such as
events and performances, which tend to be more dynamic and
generally less high brow. This tends to support the division be-
tween ‘heritage tourists’ and ‘arts tourists’ that is often made in the
literature (Hughes, 2000). Note that art galleries fall between the
two areas.



Fig. 3. Examples of biplot axes.
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As an example, Fig. 3 depicts the biplot axes of Muþ, Mu�,
HCþ, HC�, Ciþ and Ci�. Note that biplot axes for going (þ) and
not going (�) to an attraction or event are on the same line. The
lengths of the biplot axes indicate the importance of the attraction
or event to the MCA solution. The angles between the biplot axes
indicate the associations among the cultural events. The small
angle between the biplot axes of Muþ and HC þ indicate a strong
association between going to a museum and going to a heritage
centre: People visiting a museum are most likely to also visit
a heritage centre. The approximately right angle between Muþ
and Ci þ indicates that going to a museum and going to the cin-
ema are (almost) unrelated, and the fact that the biplot axes of
Muþ and Mu� are opposite indicates a perfect negative
association.

3.2. Segmentation of the cultural consumption space

In Figs. 1 and 2, we plotted supplementary points representing
the typical cultural consumption pattern of the different subgroups
(Green (in the web version) for gender, blue (in the web version) for
age, brown (in the web version) for educational level, red (in the
web version) for income, and purple (in the web version) for hol-
iday type; cf. Table 2). The size of the symbols denotes the relative
frequencies, and their distance to the origin denotes the deviance
from the average cultural consumption. For background variables
that have ordered subgroups (income, age and education), adjacent
subgroups are connected by line segments.

Fig. 2 shows that women tend to have a more dynamic cultural
consumption pattern than men, but the proximity of both addi-
tional points to the origin means that differences are small. Except
for the very young (0e15 y), as age and income increase, the
cultural consumption pattern becomes more static and more high
brow. Among the highest income groups (V40,000 and up) the
relationships are no longer clear. The same pattern for age and
income is not too surprising given the general correlation between
age and income. Education also shows a similar pattern, with
higher education levels being linked with more static attractions
and these trends may hint at the development of a cultural tour-
ism ‘travel career’ being built up over time, with more ‘classic’
forms of culture being consumed in later life by those who have
accumulated higher levels of cultural capital. Further cohort
research would be one means of testing this hypothesis in future
studies.

Usual holiday type has the strongest effect on cultural con-
sumption: It tends to be high brow yet static for cultural holidays,
ecotourism holidays, and touring holidays; low brow yet dynamic
for health and sports holidays; relatively high brow and more dy-
namic for city trips; low brow for sun holidays; and dynamic for the
rest group (other). The latter consists of many locals who may visit
dynamic events in their own region but not so many monuments
and museums.

3.3. Segmentation of the cultural attractions and events

From Figs. 1 and 2 one can also derive which subgroups of re-
spondents tend to go to which cultural attraction or event by
projecting the supplementary point of a subgroup at a right angle to
the biplot axis of a cultural event or attraction. As an example, in
Fig. 3, sun tourists, cultural tourists and the rest group (other) are
projected on the museum biplot axis and the cinema biplot axis.
Fig. 3 shows that people on another type of holiday (including
residents as non-holiday-takers) tend to go to the cinema most
often, whereas cultural tourists tend to go least; sun tourists tend
not to go to museums, whereas cultural tourists and the rest group
go more often than average.

Projecting the supplementary points on the heritage attractions
shows that people on a cultural, ecotourism, and touring holiday
typically attend heritage attractions but not art attractions whereas
young adults and people on a health and sports holiday tend to do
the opposite; tourists on a sun holiday tend to visit neither whereas
people on an ‘other’ type of holiday (including residents) tend to do
both.

4. Discussion

These patterns show that cultural tourists differ significantly in
their consumption of different types of cultural attractions. Inter-
estingly, the field of taste in cultural tourism reveals different
patterns to those identified by Bourdieu (1984). In general, Bour-
dieu found a direct relationship between decreasing economic
capital and increasing cultural capital, with those with the highest
levels of cultural capital consuming more ‘complex’ and less
‘popular’ cultural forms. In cultural tourism, increasing cultural
capital (as represented by education level) is less strongly related
to classical music and theatre, and more strongly related to mu-
seums and historical sites, which in general are more easily
accessible.

It may well be that holidays themselves create their own
structures that modify established relationships between cultural
capital and the forms of culture consumed. Access to arts perfor-
mances, which often require higher levels of cultural capital to
consume, are on holiday often restricted by barriers of language
and problems of obtaining tickets (Hughes, 2000). This may tend to
redirect the generally higher level of cultural consumption of in-
dividuals towards more accessible static attractions, reversing the
patterns observed at home.

In addition, holiday type has a strong influence on cultural
consumption. Respondents who claim to be on a cultural holiday
also have the most high brow and static cultural consumption
pattern. Typically, they visit museums and sites but not festivals.
Respondents who are on a sun and beach holiday typically do not
attend any cultural event. Respondents on a city trip are closest to
the average, although they seem to be a little more high-brow
and they also tend to exhibit more mixing of cultural forms than
other tourists. This underlines the tendency for particular types
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of holiday practice to influence the level and types of cultural
consumption. Such patterns also provide arguments against purely
‘postmodern’ and ‘omnivorous’mixing of different forms of culture,
but rather suggest a strong influence of the physical context on
cultural tourism behaviour.

Through their travel career, which is generally related to higher
incomes and levels of cultural capital, consumers also seem more
likely to identify their holidays as ‘cultural’. This is significant, since
it suggests that those younger tourists who are least likely to
consider themselves ‘cultural tourists’ are more likely to be at the
leading edge of ‘new’ areas of cultural and creative tourism con-
sumption, such as contemporary art, modern architecture, etc, and
may position themselves more as ‘creative tourists’ (Pappalepore,
Maitland, & Smith, 2010; Richards, 2011).

4.1. Limitations and suggestions for future research

MCA in general assumes that all of the relevant variables are
included in the analysis (Hair, Anderson, Tatham,&Black,1995). Since
it is an exploratory data analysis, the technique is also not suitable for
hypothesis testing. Further, we chose to display the MCA solution by
means of a contribution biplot but other types of plots can also be
used. Other types of plots (for an overview, see Greenacre, 2010) have
different relative distances between the row points (tourists) and the
column points (cultural attractions and events) may sketch a some-
what different picture of the cultural consumption space.

In terms of this specific study, the data collected in the ATLAS
research are based on convenience sampling by an international
group of researchers. This methodology generates a large amount
of data, but tends to reduce consistency. Differences in sampling
between survey sites or methods of site selection may introduce
extraneous patterns into the data.

However, we would argue that these limitations are far out-
weighed by the potential of MCA to provide interesting graph-
ical representations to assist in understanding the richness of
the information contained in large data sets. In addition MCA
deals specifically with the frequency data that is most usually
available from surveys in the social sciences (Blasius & Thiessen,
2000).

The findings of this research also point to a number of
potentially interesting avenues for future research. In particular
the ability of MCA to deal with multidimensional data makes it
particularly useful for exploring the factors influencing the cul-
tural consumption of different groups of consumers. For example,
discussions about the rise of omnivorous cultural consumption
(Peterson & Kern, 1996) have created a need to analyse the re-
lationships between consumers, their socio-demographic char-
acteristics and complex consumption patterns across a range of
culture genres. MCA is also potentially interesting for the analysis
of longitudinal data. By using different survey waves over time,
for example, cohort effects on cultural consumption could be
separated from age effects or the effect of changing consumer
taste on the visitation of different types of attractions and
events. With the increasing availability of panel data from
major tourism surveys in a number of countries, this provides
an interesting avenue for the exploration of the development of
tourism practices.

5. Conclusions

Visualization throughMCA is useful because it enables us to deal
with rich data to examine the relationships between tourist char-
acteristics and behaviour and structural factors such as attraction
and event characteristics. Whereas many previous studies of cul-
tural tourism have been based on dichotomies related to behaviour
(for example ‘general’ and ‘specific’ cultural consumption) or
clustering of consumers based on latent class analysis, MCA enables
us to visualise the relationships between groups of actors and the
structures that recursively influence their behaviour. Not only can
we establish that there are a number of different ‘gazes’, as
Stylianou-Lambert (2011) suggests, but it seems that these gazes
are also determined by the types of attractions and events that
cultural tourists visit. The simultaneous analysis of multiple vari-
ables relating to characteristics, behaviour, attitudes and lifestyles
should help to enrich our view of the dynamic field of cultural
tourism in the future.
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