V9_RP_Can_stressful_events_affect_our_tourism_consumption_Empirical_results_of_preliminary_focus

Can stressful events affect our tourism consumption? Empirical
results of preliminary focus group analysis to student groups in
Greece with the use of a life stress inventory model.

Anestis K. Fotiadis 1* , Chris A. Vassiliadis 2 and Andreas Adronikidis 3

Received: 10/10/2013 Accepted: 24/04/2014

1 Assistant

Professor, I-Shou University, Department of Entertainment and Management, No.1,

Sec. 1,
Syuecheng Rd., Dashu District, Kaohsiung City 84001, Taiwan, Tel: +886 975255302, E-mail:
anesfottiadis@isu.edu.tw
2 Associate Professor, University of Macedonia, Department of Business Administration,
Egnatia str. 156, 540
06 Thessaloniki, Greece, Tel: +30 2310891581, E-mail: chris@uom.gr
3 Associate Professor, University of Macedonia, Department of Business Administration,
Egnatia str. 156, 540
06 Thessaloniki, Greece, Tel: +30 2310891581, E-mail: a.andronikidis@uom.edu.gr
* Corresponding author

Abstract
Different research studies argue that external circumstances or events can have an effect on
people, but this effect is mediated by the individual's perceptions, capacities, and
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understanding.While in behavioural and social studies stress research is a well-known
traditional research topic, in
marketing and tourism studies consumer stress research has been ignored by marketing and
consumer researchers. This preliminary research paper examines the result of a consumer
stress measurement combination study that includes the use of Social Readjustment Rating
Scale and the use of a “trend to buy” research study. Our research question is based on the
statement “unique stress events can affect the buying behaviour of different consumer tourist
groups”. The study is based on three “focus group” organised studies with 26 students, i.e., 9
with graduated, 9 with post-graduated and 8 with post-graduated executives. The results of the
study give useful suggestions for the construction of an alternative consumer measurement tool.
Finally the paper concludes that the “Death of a relative” is the most important and unique
stress life events for the three student groups. When such event occurs, then all the student
groups trend not to buy products and services related with their animation and outgoing.
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