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* NICHE TOURISM e Special-interest tourism
based on particular areas or activities

e Done by independent travellers or with
package tours

e Appeals to tourists who seek ‘new’
destinations, activities and experiences

Alternative tourism is sometimes referred to as
“special interest tourism” or “responsible
tourism”



Safaris Whale Watching




Whitewater Rafting




Concentration Camp




* For tourists, special interest tourism appears
to offer a more meaningful set of experiences
in the knowledge that their needs and wants
are being fully met.



But what exactly is special interest
leisure and tourism?

How does it relate to the experience of
the tourist?




e Leisure, as a social phenomenon can be

described as free time after the practical
necessities of life have been attended to.

* special interest tourism could be viewed as a
form of tourism, which involves
tourists/consumers whose holiday is inspired
by specific motivations, interests and needs

and whose level of satisfaction is determined
by the experience they pursue.
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e Special interest leisure and tourism is also
referred to as niche leisure and tourism.

e special interest leisure and tourism demand
has been defined as the total number of
special interest leisure tourists who travel or
wish to travel, who use tourist facilities and

services at places away from their normal
places of work and residence.



TOURISM ACTIVITIES

f l
l |

MASS TOURISM NICHE TOURISM
Conventional tourism involving Special interests, culture and/or activity
large number of tourists based tourism involving small number
in staged settings of tourists in authentic setlings
I l | I l
CULTURAL ENVIRONMENTAL RURAL URBAN OTHERS
Heritage Nature and wildiife Farm/bams Business Photographic
Tribal Ecotourism Camping Conference  Small cruise
Religious Adventure Wine/gastronomy Exhibition Volunteer
Educational Alpine Sport Sport Dark
Genealogy Geotourism Festivals and events Gallery Youth
Research Coastal Arts and crafts Art Transport
Micro-niches

Alternative Tourism development
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* Adventure tourism — canoeing, mountain
climbing, etc.
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e Sport tourism — engage in a football
tournament, a marathon, etc., or attend a

sporting event such as a football match, the
Olympics, etc.




* Paragliding is the recreational and
competitive adventure sport of
flying paragliders: lightweight, free-flying,
foot-launched glider aircraft with no rigid

primary structure



https://en.wikipedia.org/wiki/Adventure_sport

11

12



10

11

12



10

11

12



10

11

12



11

12



10

11

12



10

11

12



10

11

12



10

11

12



* Ecotourism — visit to rural villages, urban

settlements and other location where the
environmental and social impacts are minimal
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msneanadadausssy (Culture Tourism)
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* Dark tourism — visit to the location of a
tsunami, a genocide, sites of war, etc.
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. Blcycle tourism — touring around a destmatlon




SPECIAL INTEREST LEISURE AND
TOURISM ACTIVITIES

* Looking at the area of leisure travel, a
significant and growing number of people,

especially more experienced travellers, now
approach tourism with different expectations.

* Special interest leisure and travel may also fall
under other classifications, such as:

— Recreational Travel
— Independent Travel
— Group Travel



Yachtin

JULY 2019

EPIC SUMMER
ADVENTURES

BRILLIANT MINI VOYAGVES\A %
ON YOUR DOORSTER =& =

Travel

Secrets

of sailing o | ) s TR e e D -l
two-up L o P U TN 0L Kf,

Routing apps for
smartphones

Tested:
JPK 1030
Sun Fast 3300

Communicate in a crisis

Calibrate your
instruments

S

84 PAGES OF SPECTACULAR YACHT
ROUND THE HORN IN THE WORLD'S LARGEST KETCH
BILLIONAIRE'S TOYS: MINI SUBS TO VOLLEYBALL



Independent Travel

* The independent travellers does not use travel
agents in organizing their holiday and do not
participate in an organized group tour.

Group Travel

* Group travellers use travel agents in organizing
their holiday and usually participate in organized
group tours. The advantages of group travel
include highly competitive prices and the
elimination of many travel difficulties for the
inexperienced traveller.



EFFECT OF SEASONALITY ON DEMAND
IN TOURISM

* The demand for tourism is influenced by seasonal
factors. Seasonal changes greatly affect the
demand for leisure and tourism activities.

e Special interest leisure and tourism is believed to
be able to create less seasonal flow of tourism as
the push to visit a destination is linked to specific
interest rather than the weather conditions and
other high season characteristics.
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msneadfisamuy MICE (Meeting Incentive
Convention and Exhibition)
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miuanrta Virtual Concierges
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miuanaes Health Economy
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msuanan Pathmaker
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msuanvn Creative Challengers
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* TinAnsiaen special interest tourism activities
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