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─Abstract─ 

This research focuses on the effect of CCI on the tourism market within the UK in 

conditions of economic recession and growth. Taking a comparative analysis approach 

through regression and Difference-in-Differences (DID) method, it looks at consumer 

behaviour and tourism expenditure during the 2008 financial crisis, the COVID-19 

pandemic, and the pre-pandemic time of 2015 to 2019. Thus, the impact of consumer 

confidence on the volume of tourism demand, the frequency of trips and expenditure is 

illustrated. During recessions, consumers are less confident and spend less on travel, 

travel domestically, and take shorter trips. On the other hand, favourable periods are 

marked by factors such as global travel, tourism, vacationing and views even for luxury 

given that consumers are richer. The study also looks at how current and future trends 

of tourism market consumer behaviour and the overall economic climate can be 

managed to allow current and future tourism-related businesses to endure past such a 

shift. It explains that during downturns businesses can, for instance, jump onto 

promoting domestic tourism; while in periods of growth tourism businesses can, for 

instance, shift to focusing on luxury tourism. These results also support CCI as the most 

effective predictor of tourism behaviour and imply that other sectors, including 

businesses in the travel industry and governmental agencies, should integrate 
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information on consumer sentiment data to predict market tendencies and develop 

corresponding strategies. Thus, this research contributes to the knowledge of how 

tourism markets should be managed about economic cycles and various volatilities. 

 

Keywords: Consumer Confidence Index (CCI), Tourism Market, Economic Recession, 

Consumer Behaviour, Tourism Expenditure 

 

INTRODUCTION 

Background and Context  
 

Global tourism is a very important market since it has a positive impact on employment 

opportunities, foreign exchange receipts, and other related developments. The World 

Tourism Organization (UNWTO) stated that tourism contributes roughly 10 percent of 

global GDP and provides work for millions of individuals around the globe (Larry et 

al., 2010). Because tourism can be considered a highly volatile industry, there is a need 

to determine factors that make consumers change their behaviour. One of them is the 

Consumer Confidence Index (CCI) this measures the consumers’ attitude or the level 

of optimism or pessimism towards the economy (Su et al., 2023). Consumer confidence 

is a critical fundamental factor that defines capacity and willingness of individuals to 

part with their wealth for conspicuous items, leisure, and thus traveling the globe (Han 

et al, 2022). They found that high level of consumers’ confidence during the period of 

economic growth positively influence tourism demand due to discretionary expenditure 

(Molina-Collado et al., 2022). On the other hand, consumers can be forced to cut back 

travel costs because of other fiscal requirements during the economic downturn 

(Orîndaru et al, 2021). Tourism organizations are literally at the mercy of changes to 

the confidence of consumers, because this has immediate implications for hotel 

occupancy levels, airline ticket sales and so on (Pulido-Fernández & Cárdenas-García, 

2021). The COVID-19 pandemic clearly demonstrated that new economic shocks could 

undermine consumer confidence and significantly alter international tourist movement 

(Škare et al., 2021). It is crucial for businesses and policymakers to realize how the CCI 

co-respond with tourism demand during the business cycles to manage the threats and 

establish long-term strategic plan (Gössling et al., 2020). This research aims at 

analysing the differing effects of consumer confidence on tourism, analysing the 

behaviour in an economic recession as well as prosperity. 
 

Problem Statement  
 

Consumer behaviour in tourism is important because the industry is very sensitive to 

changes that occur due to changes in consumer confidence on their spending. In the 

period of economic crisis people tend not to spend money on touristic projects like 

traveling. This behaviour greatly impacts tourism businesses, through which it becomes 

almost impossible to make reasonable profits during existing unfavourable economic 
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conditions. On the other hand, economic prosperity helps in development of consumers’ 

confidence with going for leisure hence encouraging tourism (Khan et al, 2020). 

Although the CCI is widely recognized as a useful indicator of future economic activity, 

there is a lack of literature comparing consumers’ behaviour in tourism at different 

phases in the business cycle. This gap of literature therefore calls for a comprehensive 

analysis of the role played by consumer confidence in determining tourism flows under 

different economic variables. This study seeks to have methodological implications to 

the existing literature by surveying consumers during recession and prosperity and 

offering pragmatic insights to the tourism organizations on how to insulate their 

operations from cyclical fluctuations. 
 

Research Aim and Objectives 
 

The aim of this research to assess the role of the CCI on tourism in the context of the 

UK travel during the recessed and prosperous periods in terms of travel consumption, 

expenditure, and tourism outcomes. 
 

Objectives 
 

To understand changes in consumer behaviour in response to varying CCI levels and 

assess how these changes impact travel decisions in the UK. 
 

To compare tourism market performance during economic downturns and prosperous 

periods by examining the relationship between CCI trends and tourism demand. 
 

To analyse strategies that tourism businesses in the UK can adopt to remain resilient, 

adapting to shifts in consumer confidence and economic conditions. 
 

Research Questions 
 

How does consumer confidence influence tourism demand in the UK during economic 

downturns and prosperous periods? 
 

What are the key behavioural changes in consumers during periods of economic 

recession compared to economic prosperity? 
 

How can tourism businesses in the UK strategize to maintain resilience and profitability 

during periods of both low and high consumer confidence? 
 

LITERATURE REVIEW 

The consumer confidence index is an essential barometer of the economic climate, 

reflecting levels of positive or negative expectations that customers have on an 

economy. It indicates consumers’ willingness to spend on products and services 
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including on purchase of those which are non-essential such as tourism products 

(Fernández et al., 2022). Such index is usually estimated using surveys in which the 

consumers answer questions concerning their financial situation, their expectations for 

the future as well as their perception of the economic situation (OECD, 2021). The 

values of the CCI are usually calculated as a percentage when is above 100 as this 

reveals that the consumer is optimistic about the economy (Lolić et al., 2022). The 

surveys are done by organization such as the Conference Board in the United States and 

the European Commission in Europe. They are mostly published on a monthly basis 

whereby various governments, firms, and investors can be able to follow the movement 

of consumer sentiment in the systematic changes in the economic environment 

(Ludvigson, 2004). Hence, CCI may be affected by the income level, employment rate, 

inflation rate, credit availability, and amongst other factors (Gholipour et al, 2022).  
 

Other forces acting beyond the marketing mix and within the marketing environment 

include global factors like pandemic or global political tensions that erode confidence 

about the future. For instance, in the COVID-19 period, consumers exhibit low 

optimism and even pessimism concerning their health and their country’s economy 

because households’ health risks and financial insecurity have diminished optimism, 

both for personal and national financial prospects (OECD, 2021). From an economic 

informality perspective, the CCI is beneficial in explaining future possible economic 

activities. A high CCI sends a positive signal that the consumers feel they are in a good 

financial state to spend while undertaking necessary as well as non-necessity expenses 

like travel expenses (Grzywińska-Rąpca & Ptak-Chmielewska, 2023). However, 

lowering consumer confidence normally implies that consumers are less willing to 

spend, and this affects sectors such as the tourism sector, the retail and hospitality 

industry (Aharon, 2022). Many decision-makers in the policy and business domains pay 

considerable attention to fluctuations in CCI in order to predict shifts in consumer 

demand. Consumer confidence is therefore like a match stick with tourism since tourism 

organisations base their revenues greatly on consumers’ disposable income. 
 

Consumer Behaviour in Tourism  
 

Consumer behaviour analysis in tourism is of paramount importance to study the 

decision-making process of tourists and in influencing the fashion of a tourism market. 

Tourism usually occurs on a voluntary basis and therefore the decisions are tightly 

connected with the consumer’s perception of economic security and global economy 

(Sokhanvar & Jenkins, 2022). It helps to learn consumer choices to know about the 

change in tourist intentions and energy, and the agenda of marketing communication 

(Ahmad et al., 2022). It is important that tourism marketers understand consumer 

behaviour to predict their future actions, and there are various factors that come into 

play when people are making decision on tourism such as, economic conditions, 

psychological motivation, demographic characteristics, culture and technological 

advancement (Shafiullah et al., 2019). For instance, dedicated travellers may look for 
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adventure tourism while the mature consumers may go for the leisure travel. Likewise, 

the level of financial innovation together with the levels of income affects the spending 

ability of the consumers towards travelling and specifically on international travel. It is 

indicated that through the application of technology and specifically social media, 

consumer behaviour is impacted through attitude formation, travel motivation and 

booking (Chatzigeorgiou, & Christou, 2019). Another determinant of travel behaviour 

is psychosocial factors that include perceived risk, self-attitude towards travel and 

leisure travel motivation. For example, consumers can choose not to travel during the 

difficult economic period or during the epidemic, as occurred with the coronavirus. 

However, travel demand expands when consumers have higher sentiments, expecting 

better economic conditions to allow them to travel for leisure as a reward (Brida et al., 

2020). Consumer behaviour is informative to the tourism businesses and policy makers 

since it helps them understand the demand and determine courses of action most 

appropriate for the consumers. For instance, whenever there is a decline, various 

companies can concentrate on domestic tourism or low-cost packages targeting 

sceptical consumers they could be fellow citizens. On the other hand, during the times 

of economic growth, corporate travel management may focus on the trends including 

luxury travel and travel experiences. Knowledge of these behavioural patterns enables 

tourism businesses to adapt their product portfolios and marketing communication to 

evolving consumer needs and perpetuate their competitive advantage (Buhalis & Law, 

2008). 
 

Impact of Economic Recession and Prosperity on Tourism 
 

Tourism is an important social institution that is influenced by economic processes since 

demand for tourism services completely depends on economic factors. Time series data 

reveal that people will cut spending drastically including leisure travel during recession 

period concerning the theory that recession leads to reduction in spending on non-

essential items (Li et al., 2021). This results in decreased travel; clients and travellers 

are today going for domestic travel or a regional holiday that is cheaper. For instance, 

the global financial crisis of 2008 led to a decline in globalization in many aspects; 

among them, many tourists’ households reduce their luxury travel (Khalid et al., 2020). 

On the other hand, economic development encourages the growth of tourism through 

augmenting the consumers’ income and raising their expectations on economic wealth. 

Increased consumer ethnocentric. Consumer ethnocentricity results in increased 

consumption of products that require leisure travels thus increasing the tourism demand.  
 

Due to prosperous period consumer prefer going abroad, luxury vacations and long 

vacations. For instance, the tourism industry expanded at a very high rate before the 

pandemic years of 2015-2019 owing to high consumer confidence and good macro-

economic environment (UNWTO, 2020). Among all economic indicators, the CCI is 

one of the most significant predictors of future tourism prospects during both declines 
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and growth. Usually, the decrease in the CCI index indicates a decrease in tourism 

demand, and businesses have to consider changing their approaches that include 

promotions and moving to work with domestic tourists. On the other hand, the increase 

in consumer confidence means that the tourism companies need to broaden their 

portfolio and shift their attention more to the international segment (Sharma et al., 

2021). Economic fluctuations have been depicted as the consequences of these cycles 

on tourism. In the 2008 financial crisis, many countries such as Spain and Italy received 

less spending from tourist because people were cutting down their expenses. On the 

other hand, as people recover from the Covid19 pandemic in 2022, there is an advocacy 

for more travels due to a boost in the demand together with good economic 

circumstances (Gowreesunkar et al., 2021). Consumer confidence is highlighted as 

determining the volume and direction of tourist development through the examples 

outlined above and stressing the need to develop relevant strategies attuned to both the 

cycles of crises and absurd levels of growth. 
 
METHODOLOGY 

Research Design 
 

This study employs a comparative research design to explore the impact of consumer 

confidence on tourism expenditure during two distinct economic cycles including 

recession and prosperity. The recessionary periods include the financial crisis in the year 

2008 and the ongoing COVID 19 pandemic which caused break in most peoples’ 

expenditures and tourism. On the other hand, the study considers the period of 2015-

2019 as an economical level of operation provided by an optimistic consumer attitude 

and the constant growth of the touristic flow. The CCI is the independent variable in 

this study is the measure of consumer sentiment and economic outlook. The dependent 

variable is tourism expenditure which is analysed by spending choice in the UK tourism 

market. However, to check the validity of the relationship between CCI and tourism 

expenditure, the study employed other variables that may affect the tourists' behaviour 

such as GDP growth rate, inflation rate, and employment rate. Holding other factors 

constant, the study seeks to establish the extent to which changes in consumer 

confidence influence tourism performance, without ascribing changes in tourism 

expenditure to other factors that may exist in the general economy. An exploratory and 

quantitative design is used to conduct time series analysis to compare changes in 

tourism behaviour across these economic periods. The comparative design allows the 

study to establish the changes in consumer behaviour due to the economic environment, 

giving a guide on what more actors in the tourism and policy circles should do. 
 

Data Collection Methods 
 

In this study, the author used the consumer confidence index and tourism expenditure 

data from secondary sources. The sampling criteria in the study are based on the UK 

tourism market and consumer confidence trends in a recession and a boom period. The 
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data comprises the monthly data from 2008 to 2023, the period of recession including 

the financial crisis in 2008 and the ever-growing pandemic in 2020, as well as the period 

of recovery ranging from 2015 up to 2019. The choice of this period allows for 

capturing the main changes in economic performance and observing the dynamics of 

the consumer confidence factor and its impact on expenditure on tourism. The CCI data 

gathered from GfK consumer confidence barometer and OECD data set as both of them 

include accurate time series data about consumers’ sentiment in the UK. The CCI 

datasets provided monthly and quarterly readings of the consumers’ sentiments 

regarding own finances, economic environment and major Purchases. Both Visit Britain 

and the ONS used to extract tourism expenditure figures. These sources offered details 

on the amount of spending by visitors; the kind of travel; and the cyclical fluctuations 

in tourism. The degree of aggregation is also the same as was used for CCI namely the 

monthly and quarterly splits is taken. The idea is to compare data from these sources in 

recessionary and prosperous periods to reveal the pattern of association of consumer 

sentiment and tourism demand. 
 

Data Analysis Techniques 
 

To test this empirical model, the study employs correlation analysis to estimate the 

effects of changes in the consumer confidence indicator on tourism expenditure. 

Regression analysis applied through SPSS to measure the relationship between the CCI 

and tourism expenditure with a view of establishing how consumers’ attitudes affect 

tourism expenditure levels. Further, the time series data establish long-run movements, 

seasonal patterns and structural changes in the tourism market up to the time of study. 

However, to devise deeper insight into the effects of these disruptions to the economy, 

the study used a Difference-in-Differences (DID) approach. Hence, this study adopted 

the Difference-in-Differences (DID) method as it compares tourism expenditure and 

consumer behaviour before and after significant economic shocks: the 2008 financial 

crisis and the COVID-19 pandemic with the economic growth period of 2015–2019. To 

make sure that the economic shifts analysed were indeed attributable to the changes in 

consumer confidence, not influenced by some other factors constant over time, DID 

was used. This method tends to offer a considerable understanding of the reaction of 

tourism markets to such cycles to warrant the examination of the causality between CCI 

and tourism expenditure. This technique uses data gathered pre and post the two global 

events that affected consumer confidence i.e. the 2008 financial crises and the COVID 

19 pandemic to test the responsiveness of tourism. Altogether, these analytical tools 

offer insight in relation to the directions of the changes in consumers’ opinions and 

tourism demand during different cycles of the economy. 

 

FINDINGS AND DISCUSSION 

The chart depicts a low CCI in the year 2008 financial crises though negative but moved 

slightly above or equal to -30 implying that the consumers are pessimistic. Confidence 
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returned gradually over 2010 and was considerably higher in the 2015–2019 period 

reflecting even a value above the scale midpoint of 10 suggesting optimism and 

stability. But then the COVID-19 disruption in 2020 cut down CCI yet again to 

approximately -40. A somewhat better picture returns by 2021 as the economy gets 

somewhat more stable, which shows that consumers are gradually becoming more 

optimistic about the steadily improving situation after the pandemic. They demonstrate 

that CCI responds to large economic changes and is useful in predicting changes in 

consumer purchases. The CCI in UK from 2008-2021 reported in Figure 1.  

 
Figure 1: CCI in UK from 2008-2021 
 

The descriptive statistics enable the provision of main results relating to the recession 

and prosperity periods about CCI and tourism expenditure. During the recession, the 

mean CCI is 25.5 while during prosperity, the mean CCI is 9.8; implying different 

probabilities about market instability. The dispersion of returns in CCI is significantly 

affected by economic risk in the sense that the standard deviation is higher during 

recessions than during prosperity periods implying that more fluctuation results from 

uncertainty during the recession period than during the prosperity period. About tourism 

expenditure, the mean transient spending during the period of recession was at 360 

million GBP while during prosperity, it was at 680 million GBP. This supports the view 

that consumers cut back on optional travel during the bad times. The cycling exposes 

the phenomenon of over-expenditure in prosperous circumstances where expenditure 

reaches up to 750 million GBP while during a recession expenditures are lower at 300 

million GBP only. The descriptive statistics is mentioned in Table 1.  
 

Table 1: Descriptive Statistics 
 

Variable Mean Standard Deviation Minimum Maximum 
CCI (Recession) -25.5 8.3 -40 -10 
CCI (Prosperity) 9.8 4.2 5 15 

Tourism Expenditure (Recession) 360 35 300 400 
Tourism Expenditure (Prosperity) 680 50 600 750 
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Figure 2 illustrates the wave of tourism expenditure in the UK from 2008 to 2023, to 

capture the effects of cyclic models. Tourism expenditure was below average during the 

recessionary years 2008–2010 and 2020 though it touched a low level of 300 million 

GBP during the COVID-19 crises. On the other hand, expenditure increased 

progressively within the prosperity period (2012-2019) to peak at 730 Million GBP in 

2019. There is then a steady rise back to 480 million GBP of spending by 2023 after the 

pandemic. This trend shows that tourism expenditure has a direct relationship with 

economic conditions whereby consumers tend to reduce their expenditure on tourism 

during a particular period of economic recession while increasing it during a period of 

economic stability. 

Figure 2: Tourism Expenditure Trends 
 

Analysing the findings of the regression analysis one can understand the correlation 

between the CCI, tourism expenditure, and other Variables. The results of regression 

reported in Table 2.  For initial estimation when all the independent variables including 

CCI, GDP growth, inflation, and unemployment rate are equal to zero, the predicted 

baseline value of tourism expenditure is 320.5 million GBP which is represented by the 

intercept (β₀). The study also reveals that CCI has a positive and significant impact on 

tourism expenditure by the coefficient of CCI (β₁ = 2.75, p = 0.001). This means that a 

one-point increase in the value of CCI will be associated with an increase in tourism 

spending by 2.75 million GBP, ceteris paribus. As expected, this relationship is 

statistically significant given the low value of p < 0.05, therefore, it is greatly 

acknowledged that fluctuations in consumer sentiment bear a heavy influence on 

tourism expenditure. It accords well with the view that enhanced consumers’ confidence 

leads to more spending with non-essential spending like traveling. 
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Table 2: The Regression Results 
 

Variable Coefficient Standard Error t-Statistic p-Value 
Intercept 320.5 45.6 7.03 0 

Consumer Confidence Index (CCI) 2.75 0.85 3.24 0.001 
GDP Growth Rate (%) 12.3 4.5 2.73 0.007 

Inflation Rate (%) -5.4 1.7 -3.18 0.002 
Unemployment Rate (%) -8.6 3.9 -2.21 0.03 

 

Similarly, the GDP growth rate is also positive and significantly related to tourism 

expenditure (β₂ =12.3, P=0.007). There is also a positive relationship between economic 

growth and tourism spending; a one-percentage point increase in GDP growth would 

correspond with an extra 12.3 million GBP in tourism spending. It shows that an 

expanding economic activity raises disposable income levels hence encouraging travel. 

In contrast, the inflation rate is an inverse of the tourism expenditures (β₃ = -5.4, p = 

0.002). The model reveals that for a one-percentage-point increase in inflation, demand 

for tourism falls by 5.4 million GBP. This deduction makes so much sense since 

expensive fares cost consumers much more of their money and thus shy away from 

spending any amount on the extra items or services. 
 

Lastly, the unemployment rate has a significant negative correlation with the 

expenditure on tourism with coefficients β₄ = -8.6, p = 0.03. The empirical findings also 

indicate that tourism spending declines by 8,600GBP for each 1 percentage point rise 

in unemployment. This post shows how this has affected the position of households by 

losing their incomes in their jobs and thus, have less disposable income to spend, even 

for travel. Therefore, it can be seen from the regression analysis that both CCI and GDP 

growth enhance the level of tourism expenditure, and inflation and unemployment 

reduce this level. These results strongly suggest that consumer sentiment as well as 

macroeconomic stability are pivotal to maintaining the growth of the tourism industry 

and offer insights for businesses as well as policymakers to better understand market 

conditions and possible reactions to future market trends to support the tourism industry 

in different stages of the business cycle. The results are reported in Table 3.  
 

Table 3: show Difference-in-Differences (DID) Results 
 

Period Tourism Expenditure (Million GBP) CCI 
Pre-Recession 500 -15 
Post-Recession 350 -30 

Difference (Before-After) -150 -15 
Pre-Prosperity 600 5 
Post-Prosperity 700 12 

Difference (Before-After) 100 7 
DID Estimate -50 22 

The methodology applied in this paper is the Difference-in-Differences (DID) 

approach, which identifies ways in which economic cycles affect tourism expenditure 

in the UK between the recession and prosperity eras. Before the recession time, tourists 
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spent half a Billion British Pounds on traveling and the CCI was -15 meaning the 

consumers were moderately pessimistic. However, in the post-recession period, tourism 

expenditure was reduced to 350 million GBP and continued deterioration in CCI to -30 

due to increased risk and inadequate resources. The actual decrease in expenditure on 

tourism during the second period from the first is -150 million GBP, which illustrates 

that the recession has forced a change in the consumers and their tendency to spend on 

traveling. 
 

On the other hand, in the pre-prosperity period, the tourism expenditure recorded was 

600 million GBP and a CCI 5 of the rising consumer confidence level. Thus, the 

indicators also rose in the framework of the post-prosperity period when tourism 

expenditure grew up to 700 million GBP, and CCI up to 12 sharing a stable economic 

climate. The increment of 100 million GBP in expenditure on tourism points towards 

the fact of increased consumer consumption patterns in the travel sector as a result of 

more friendly economic conditions. 
 

The negative figure of -50 million GBP estimated by DID suggests that tourism 

expenditure is more adversely affected by the economic downturn than the advantage 

enjoyed during an economic growth year. This has a bearing on the instability of the 

tourism sector which wholly collapses in depressed economic activities hence the need 

for contingency measures and flexibility given the losses incurred during downtimes. 

Furthermore, the test validating the consumer confidence index has highlighted this 

variable’s importance as specific changes in CCI reflect trends in tourism spending, 

making it possible for policymakers and tourism establishments to style their policies 

and plans with existing economic trends. 
 

DISCUSSION 

The results derived from the regression and Difference-in-Differences (DID) test 

substantiate the importance of the Consumer Confidence Index (CCI) for the pattern of 

tourism expenditure to concur with the earlier works on the impact of consumers’ 

sentiment index on spending behaviour. Further, the regression analysis output provides 

a direct and statistically significant coefficient for CCI and tourism expenditure 

meaning that when CCI increases, the inclination to spend on tourism increases also. 

This finding aligns with the evidence in the prior literature Noor and Sharma (2024), 

who posited that spending on the like of tourism eager closely with customer assurance. 

The DID analysis further provides evidential support to confirm that economic 

conditions impose a significant effect on tourism behaviour. In periods characterized by 

a slowdown in general economic activity like the financial crisis of 2008 and the recent 

COVID-19 pandemic, this expenditure declined significantly with the change in 

consumers’ preferences due to the anticipated economic downturn. This is in line with 

prior findings deduced from previous global crises/viral periods where consumers are 

known to cut down on discretionary spending and move towards the cheaper form of 
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tourism, which is domestic tourism (Larry et al., 2010).  
 

During these periods, tourism business operations angularly suffered huge setbacks as 

confirmed by the DID analysis finding of £150 million reduction in tourist expenditure. 

The model revealed an increase in unemployment and inflation also implied a negative 

trend causing low disposable income and reduced travel activity. On the other hand, 

tourism expenditure from the prosperity periods 2015 to 2019 registered higher amounts 

due to stable economic growth, and high consumer confidence. The £100 million 

spending difference in the period of prosperity coincides with what Kulkarni et al. 

(2021) noted regarding the intensified international tourism, luxury travel, and 

experiential tourists during prosperity. Because of increased numbers of the working 

population augmenting their disposable income, together with a positive 

macroeconomic environment, the public remains inclined towards longer trips and 

novel tourist attractions, thereby boosting the industry (Işık et al., 2020). These 

implications underline the dependence of the tourism industry on economic changes 

and stress on the necessity of strategic planning. To minimize loss during the downturn, 

the company should focus on increasing domestic tourism and should provide the 

provision of breakdown by sectors during the low season. The results also imply that 

there is a need for the policymakers and the businesses involved in the tourism sector 

to keep track of the CCI movements to help them forecast the future tourism demand 

and prepare adequate strategies to cope with future negative economic shocks. 
 

RECOMMENDATIONS FOR TOURISM BUSINESSES 

Strategies during Recession 
 

For tourism businesses to operate and keep their consumers entertained, especially 

during the problems faced during economic recessions, strategies have to be adjusted. 

Among them, the most effective approach is domestic tourism, which implies staycation 

and local consumption. As a result of this, consumers are highly likely to travel 

internationally lesser and may be offered affordable options by businesses, seeking 

destinations that are near them. To some extent, marketing campaigns could focus on 

the advantages of travelling locally, spending less money, and time and discovering 

regional culture and nature again. For instance, things like discounted attractions or 

specifically created staycation offers will encourage people to travel within their 

country. 
 

Another successful idea to keep customers engaged during times of uncertainty is book 

flexibility or giving the customer the flexibility to book. Cancel policies, no fee 

rescheduling and early bird offers proposed to the travellers can help them plan for their 

trip without the element of financing being a major issue. In the present scenario, it was 

noticed that those businesses where bookings could be flexible enough and where 

customers could easily browse in those periods where travel restrictions were uncertain 
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enough found a way of keeping the clients engaged. They minimize the moments of 

hesitation and, in particular, in conditions of a crisis when financial considerations 

prevail. 
 

Reward-based promotions are also pointed out to result in the improvement of client 

loyalty levels by tourism businesses. Bonuses which come in the form of points, special 

discounts or complimentary upgrades are used to encourage guests to book in advance, 

including low-demand times. At the same time, relevant communication, for example, 

using direct mail to offer something to the bought goods consumer or to provide him 

with some updates on his previous purchase will also help to retain the customer. 

Productive relationships with customers and constant engagement with the feelings of 

the customer will be greatly beneficial for the business to withstand the tough times and 

keep going once the economy is up for recovery. 
 

Strategies during Prosperity 
 

Limited by the availability of goods or services that can cater for the high-spending 

market, the tourism business should strive to offer multiple products during the 

economic upturn. This involves the provision of new concepts in production such as 

luxury products and services, quality accommodation, high-quality tour services and 

special occasions. For instance, companies can invest in affiliation with esteemed 

retailers or in constructing offers that may meet superior clients who crave 

individualism and ease of travel. It is evident from the analysis of luxury tourism during 

prosperous periods that the growth of the net worth customer segment should be 

targeted for its preparedness to pay a premium for quality services. 
 

Another good strategy is experience marketing that is, direct selling through special 

travel experiences and ecological tours. Consumers’ expectations shift towards unique, 

authentic experiences that are not limited to traditional travel or business, culture, art, 

entertainment, and other special interests. Lastly, there is the opportunity for the 

distinction of specific experiences so that travellers can enrich their exposure to the 

context of cultures and natural landscapes available. Extending the selection of 

environmentally friendly products can also attract the increasing number of consumers 

who prefer sustainable tourism. 
 

Promoting operations in the international market is another key strategy during growth 

in the economy. Businesses can use international relations to advertise for a high-growth 

economy to promote inbound tourism. Travel agencies and tour operators should work 

closely with countries, which are experiencing an increase in disposable income of the 

populace. For instance, targeting the China visitors, and the Middle East or North 

American visitor markets which are highly growing outbound tourism markets would 

be attractive. Venturing into new markets also has the benefit of opening up the market 

base and thereby freeing businesses from constant reliance on the local markets. 
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Therefore, when economic conditions are unfavourable adopting flexibility strategies 

for the operation of tourism business is effective in reducing risks and exploiting 

opportunities during periods of prosperity. It means that being loyal to domestic 

markets, value propositions based on loyalty programs during recessions, and relaxed 

temporal flexibility, as well as increasing the availability of luxury travel products and 

travel experiences, along with flagged international markets, destination expansion 

during prosperity periods, are the key strategies for increasing the sustainability and 

future growth of tourism businesses. 
 

CONCLUSION 

From the cross-sectional analysis of tourism expenditure during the recession and 

prosperity periods, evidence of dramatic fluctuations in consumer behaviour following 

changes in the Consumer Confidence Index (CCI) is provided. This is because, during 

recessions, which include the 2008 financial crisis and the recent COVID-19 pandemic, 

the consumer’s confidence lowers thus they travel less frequently, they prefer domestic 

tourism and their spending per trip is also low. Due to budget constraints people go for 

necessities of life and keep the exotic expenses such as vacation on the low hence 

affecting the tourism industry. On the other hand, phases of growth including 2015-

2019 are characterized by higher tourism expenditure, inclusive increase in 

international tourism and relatively higher levels of demand for higher-end goods and 

services including tourism. 
 

The study further confirms CCI as a very important covariate in the study of tourism 

behaviour and expenditure. As reported, tourist expenditure is highly dependent on 

consumer confidence; a high level of the latter signals that people are ready to spend 

money on tourism, while low levels of consumer confidence warn that their willingness 

to travel is decreasing. In light of the results obtained, it is highlighted that the tourism 

market is rather vulnerable to shifts in the economic environment, and CCI change 

measurement can foremost for management activity. This way, the behavioural patterns 

can be observed by the tourism businesses so they can have plans of how they could 

lessen the effects of downturns. 
 

Future studies may examine other economic events which did not consider in this study 

like an increase in inflation rates, post-COVID- 19 recovery efforts, or geopolitical risk 

levels affecting tourism. Knowledge of how these emerging economic challenges affect 

consumers’ behaviour would help tourism industries create appropriate responses. 

Furthermore, at the national level, more detailed analysis within regions in the UK could 

also be beneficial if the regions are characterised differently in terms of how they adjust 

to economic cycles so that policies fit the regions better. Analysing tourism behaviours 

at a regional level would also enable a distinction between the local tourism trends and 

the potential for its further development correspondingly to the local economy. 
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LIMITATIONS 

The following limitations are likely to influence the results of this study. The lack of 

data availability is another potential problem, because due to differing sources for CCI 

and tourism expenditure data, it is unlikely that these data series could be obtained for 

the period of the study consistently. However, other factors which are beyond the realm 

of consumer confidence for the subject destination include another reason why the 

traditional approach has shortcomings when modelling tourism behaviour: these are 

often occurrences like changes in government policies, other vices like, a pandemic and 

other geographical event. Lastly, the study might suffer from a sample bias in 

geographical area differences in tourism trends in the United Kingdom. Consumer 

attitude and behaviour may change with economic conditions in one country or region 

than in another, which reduces the external validity of the study. These limitations 

addressed when interpreting results. 
 

REFERENCES 

Aharon, D. Y. (2022). Sentiment, confidence and uncertainty: the case of tourism and 

leisure stocks. Cornell Hospitality Quarterly, 63(3), 385-398. 

https://doi.org/10.1177/1938965520978170 

Ahmad, N., Youjin, L., & Hdia, M. (2022). The role of innovation and tourism in 

sustainability: why is environment-friendly tourism necessary for 

entrepreneurship?. Journal of Cleaner Production, 379, 134799. 

https://doi.org/10.1016/j.jclepro.2022.134799 

Brida, J. G., Gómez, D. M., & Segarra, V. (2020). On the empirical relationship between 

tourism and economic growth. Tourism Management, 81, 104131. 

https://doi.org/10.1016/j.tourman.2020.104131 

Buhalis, D., & Law, R. (2008). Progress in information technology and tourism 

management: 20 years on and 10 years after the Internet—The state of eTourism 

research. Tourism management, 29(4), 609-623. 

https://doi.org/10.1016/j.tourman.2008.01.005  

Chatzigeorgiou, C., & Christou, E. (2019). Social media in tourism marketing: 

Travellers’ attitudes and encounters. In TOURMAN 2019 Conference 

Proceedings, Thessaloniki, Greece, 24-27 October, 2019 (pp. 164-173). 

Thessaloniki: International Hellenic University. https://mpra.ub.uni-

muenchen.de/id/eprint/98793 

Fernández, J. A. S., Martínez, J. M. G., & Martín, J. M. M. (2022). An analysis of the 

competitiveness of the tourism industry in a context of economic recovery 

following the COVID19 pandemic. Technological Forecasting and Social 

Change, 174, 121301. https://doi.org/10.1016/j.techfore.2021.121301 

Gholipour, H. F., Nunkoo, R., Foroughi, B., & Daronkola, H. K. (2022). Economic 

policy uncertainty, consumer confidence in major economies and outbound 

https://doi.org/10.1177/1938965520978170
https://doi.org/10.1016/j.jclepro.2022.134799
https://doi.org/10.1016/j.tourman.2020.104131
https://doi.org/10.1016/j.tourman.2008.01.005
https://mpra.ub.uni-muenchen.de/id/eprint/98793
https://mpra.ub.uni-muenchen.de/id/eprint/98793
https://doi.org/10.1016/j.techfore.2021.121301


INTERNATIONAL JOURNAL OF ECONOMICS AND FINANCE STUDIES 

Vol: 16 No: 02 Year: 2024 ISSN: 1309-8055 (Online) (pp. 375-391) Doi: 10.34109/ijefs.202416218 

 

390 

   

 

tourism to African countries. Tourism Economics, 28(4), 979-994. 

https://doi.org/10.1177/1354816620985382 

Gössling, S., Scott, D., & Hall, C. M. (2020). Pandemics, tourism and global change: a 

rapid assessment of COVID-19. Journal of sustainable tourism, 29(1), 1-20. 

https://doi.org/10.1080/09669582.2020.1758708 

Gowreesunkar, V. G., Maingi, S. W., Roy, H., & Micera, R. (2021). Introduction: 

Destination Management Solutions Post Pandemic: A Need of the Hour! In 

Tourism destination management in a post-pandemic context (pp. 1-7). Emerald 

Publishing Limited. https://doi.org/10.1108/978-1-80071-511-020211002  

Grzywińska-Rąpca, M., & Ptak-Chmielewska, A. (2023). Backward assessments or 

expectations: what determines the consumer confidence index more strongly? 

Panel model based on the CCI of European countries. Wiadomości Statystyczne. 

The Polish Statistician, 68(2), 1-15. http://dx.doi.org/10.59139/ws.2023.02.1 

Han, M. S., Hampson, D. P., Wang, Y., & Wang, H. (2022). Consumer confidence and 

green purchase intention: An application of the stimulus-organism-response 

model. Journal of Retailing and Consumer Services, 68, 103061. 

https://doi.org/10.1016/j.jretconser.2022.103061 

Işık, C., Sirakaya-Turk, E., & Ongan, S. (2020). Testing the efficacy of the economic 

policy uncertainty index on tourism demand in USMCA: Theory and 

evidence. Tourism Economics, 26(8), 1344-1357. 

https://doi.org/10.1177/1354816619888346 

Khalid, U., Okafor, L. E., & Shafiullah, M. (2020). The effects of economic and 

financial crises on international tourist flows: A cross-country analysis. Journal 

of Travel Research, 59(2), 315-334. https://doi.org/10.1177/0047287519834360 

Khan, N., Hassan, A. U., Fahad, S., & Naushad, M. (2020). Factors affecting tourism 

industry and its impacts on global economy of the world. Available at SSRN 

3559353. https://dx.doi.org/10.2139/ssrn.3559353 

Kulkarni, P. M., Kumar, P., Jana, S., Singh, S., & Kanade, V. (2021). A study of change 

in consumer buying behavior towards tourism due to covid-19. International 

Interdisciplinary Research Journal, 1, 528-531. 

https://www.viirj.org/vol13issue1/75.pdf 

Larry, D., Peter, F., & Wayne, D. (2010). Tourism Economics and Policy. 

https://doi.org/10.21832/9781845411534  

Li, X., Law, R., Xie, G., & Wang, S. (2021). Review of tourism forecasting research 

with internet data. Tourism Management, 83, 104245. 

https://doi.org/10.1016/j.tourman.2020.104245 

Lolić, I., Logarušić, M., & Čižmešija, M. (2022). Recent Revision of the European 

Consumer Confidence Indicator: Is There any additional Space for 

Improvement?. Social indicators research, 159(3), 845-863. 

https://doi.org/10.1007/s11205-021-02779-4 

Ludvigson, S. C. (2004). Consumer confidence and consumer spending. Journal of 

Economic perspectives, 18(2), 29-50. 

https://doi.org/10.1177/1354816620985382
https://doi.org/10.1080/09669582.2020.1758708
https://doi.org/10.1108/978-1-80071-511-020211002
http://dx.doi.org/10.59139/ws.2023.02.1
https://doi.org/10.1016/j.jretconser.2022.103061
https://doi.org/10.1177/1354816619888346
https://doi.org/10.1177/0047287519834360
https://dx.doi.org/10.2139/ssrn.3559353
https://www.viirj.org/vol13issue1/75.pdf
https://doi.org/10.21832/9781845411534
https://doi.org/10.1016/j.tourman.2020.104245
https://doi.org/10.1007/s11205-021-02779-4


INTERNATIONAL JOURNAL OF ECONOMICS AND FINANCE STUDIES 

Vol: 16 No: 02 Year: 2024 ISSN: 1309-8055 (Online) (pp. 375-391) Doi: 10.34109/ijefs.202416218 

 

391 

   

 

https://doi.org/10.1257/0895330041371222  

Molina-Collado, A., Santos-Vijande, M. L., Gómez-Rico, M., & Madera, J. M. (2022). 

Sustainability in hospitality and tourism: a review of key research topics from 

1994 to 2020. International Journal of Contemporary Hospitality 

Management, 34(8), 3029-3064. https://doi.org/10.1108/IJCHM-10-2021-1305 

Noor, M. A., & Sharma, M. P. (2024). The impact of expected and perceived service 

quality on customer satisfaction within the framework of Bangladesh's 

sustainable tourism development. Library of Progress-Library Science, 

Information Technology & Computer, 44(3). 

https://doi.org/10.48165/bapas.2024.44.2.1 

OECD. (2021). Consumer confidence index (CCI). 

https://www.oecd.org/en/data/indicators/consumer-confidence-index-cci.html 

Orîndaru, A., Popescu, M. F., Alexoaei, A. P., Căescu, Ș. C., Florescu, M. S., & Orzan, 

A. O. (2021). Tourism in a post-COVID-19 era: Sustainable strategies for 

industry’s recovery. Sustainability, 13(12), 6781. 

https://doi.org/10.3390/su13126781 

Pulido-Fernández, J. I., & Cárdenas-García, P. J. (2021). Analyzing the bidirectional 

relationship between tourism growth and economic development. Journal of 

Travel Research, 60(3), 583-602. https://doi.org/10.1177/0047287520922316 

Shafiullah, M., Okafor, L. E., & Khalid, U. (2019). Determinants of international 

tourism demand: Evidence from Australian states and territories. Tourism 

Economics, 25(2), 274-296. https://doi.org/10.1177/1354816618800642 

Škare, M., Soriano, D. R., & Porada-Rochoń, M. (2021). Impact of COVID-19 on the 

travel and tourism industry. Technological forecasting and social change, 163, 

120469. https://doi.org/10.1016/j.techfore.2020.120469 

Sharma, G. D., Thomas, A., & Paul, J. (2021). Reviving tourism industry post-COVID-

19: A resilience-based framework. Tourism management perspectives, 37, 

100786. https://doi.org/10.1016/j.tmp.2020.100786 

Sokhanvar, A., & Jenkins, G. P. (2022). Impact of foreign direct investment and 

international tourism on long-run economic growth of Estonia. Journal of 

Economic Studies, 49(2), 364-378. https://doi.org/10.1108/JES-11-2020-0543 

Su, C. W., Meng, X. L., Tao, R., & Umar, M. (2023). Chinese consumer confidence: A 

catalyst for the outbound tourism expenditure?. Tourism economics, 29(3), 696-

717. https://doi.org/10.1177/13548166211065250 

UNWTO. (2020). World tourism highlights. https://doi.org/10.18111/9789284422456  

 

https://doi.org/10.1257/0895330041371222
https://doi.org/10.1108/IJCHM-10-2021-1305
https://doi.org/10.48165/bapas.2024.44.2.1
https://www.oecd.org/en/data/indicators/consumer-confidence-index-cci.html
https://doi.org/10.3390/su13126781
https://doi.org/10.1177/0047287520922316
https://doi.org/10.1177/1354816618800642
https://doi.org/10.1016/j.techfore.2020.120469
https://doi.org/10.1016/j.tmp.2020.100786
https://doi.org/10.1108/JES-11-2020-0543
https://doi.org/10.1177/13548166211065250
https://doi.org/10.18111/9789284422456

