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ABSTRACT  
Creative tourism has recently emerged as an important area of tourism 
development, particularly in the Global North. In the Global South, 
studies of the profile of creative tourists and their motives for 
partaking in creative tourism are limited. This paper investigates 
creative tourism demand among South African millennials, analysing 
what motivates their participation and developing a descriptive 
consumer profile. CHAID analysis was used for segmentation, 
revealing a group with a high participation intention and a second 
group with a low probability of creative tourism participation. 
Creative tourism intentions were linked to knowledge acquisition, 
skills and escape motivations, and demographic characteristics 
including relationship status and gender. Respondents were more 
likely to participate in domestic rather than international creative 
tourism, indicating the potential for creative tourism development 
in South Africa. The findings could help managers and policymakers 
meet the needs of creative tourists, addressing shortfalls in product 
development, experience design and marketing.
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Introduction

The proliferation of mass tourism has led to many tourists engaging in creative tourism 
in the search for more authentic experiences that avoid the ‘serial reproduction of culture’ 
(Richards & Wilson, 2006, p. 1210). Tourism researchers had observed this change, 
leading Richards (2011, p. 1225) to note the ‘creative turn’ during the 1990s, when 
tourism researchers started exploring the interconnection between tourism and creativity 
as a reaction to mass cultural tourism. Carvalho et al. (2016, p. 1075) described this shift 
of interest away from cultural tourism and towards creative tourism as a ‘paradigm shift’ 
in the global tourism landscape. Indeed, creative tourism is seen to be ‘cool’ and offers the 
opportunity to engage with different facets of both heritage and contemporary culture, 
including the creation of visual arts, cooking, fashion design, creative writing and 
many other activities (Richards, 2011, p. 1225; Richards & Marques, 2012; Kostopoulou,  
2013). The creative turn also hints at a new profile of tourists who can be drawn on for 
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economic development opportunities in locations that may not have tourist products 
considered iconic by the mass tourism market (Duxbury & Richards, 2019).

Most research on creative tourism has focused on Eurasia (Richards, 2018), and 
studies of the profile and motivations of creative tourists remain limited in their geo
graphical scope (see Ali et al., 2016; Chang et al., 2014). There is, however, reason to 
suppose that creative tourism has considerable development potential in emerging econ
omies. Creative tourism is argued to diversify and preserve cultures, contributing to 
employment and developing creative industries (Marujo et al., 2019a), and requires 
less investment in tangible structures (Blapp & Mitas, 2018). South Africa is an emerging 
country seen as diverse and culturally rich, which has potential to develop its intangible 
heritage for tourism. But because of the gaps in its current offerings and widely held 
stereotypes that hinder the promotion of its indigenous cultures at an international 
level, its potential to develop its creative know-how, and local heritage, is inadequate 
(Bessone & Spencer, 2017).

South Africa’s National Department of Tourism believes that the heritage and cultural 
resources of South Africa have development potential, and they highlight the need for 
targeted and authentic offering (Jessa, 2015). Internationally, the interest in creative 
tourism is growing, and many tourists are looking for a more engaging experience of 
creative industries and the local culture (Bessone & Spencer, 2017). Therefore, under
standing the role of place, profile, and motivation in creative tourism is vital to South 
Africa’s tourism industry.

Tan et al. (2013) argue that it is easier to establish a supply of creative tourism pro
ducts than it is to construct demand for it. Thus, we argue that there is a need first to 
understand the motivation for participating in creative tourism and then to establish a 
profile of potential creative tourists from the general populace that could indicate the 
level of supply needed (Hung et al., 2016). Studies on developing creative tourism experi
ences have mainly taken a supply-side view, with limited focus on the demand side (Tan 
et al., 2014).

One group of potential creative tourists worthy of investigation are millennials (indi
viduals born between 1980–1996), who are of particular interest to the global tourism 
economy. Millennials value a work/life balance, have diverse needs, are keen on connec
tivity in terms of technology, show interest in social responsibility, and are ‘avid travel
lers’ (Richards & Morrill, 2020, p. 127). In South Africa, millennials are a unique cohort, 
given that they are the first generation that had not grown up (entirely) under apartheid 
(1948–1994). They now form one of the largest groups in the economically active popu
lation, and they are now becoming the parents of the so-called Generation Z. They are 
thus experiencing levels of political, social and economic representation that previous 
generations had not. Therefore, constructing the profile, and understanding the needs 
and motivations of potential millennial travellers, could go some way to realise the con
sumption potential of creative tourism products in South Africa.

The overall objective of the paper is, therefore, to investigate creative tourism demand 
among South African millennials. To do this, the paper investigates the motivations of 
South African millennials interested in engaging in creative tourism activities, builds a 
profile of potential millennial creative tourists based on their motivations and demo
graphic characteristics and ascertains whether the profiles of potential international 
and domestic South African millennial creative tourists differ from each other.
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The structure of the paper unfolds as follows. A literature review considers what crea
tive tourism is, who creative tourists are, and notes on demand for creative tourism in 
South Africa. After this, the methods applied are described, and the results of the analysis 
are presented. The paper is then completed with a discussion of the results, the theoretical 
and practical implications, and the conclusion.

What is creative tourism?

Creative tourism is defined by Duxbury et al. (2019, p. 295) as ‘sustainable small-scale 
tourism that provides a genuine visitor experience by combining an immersion in 
local culture with a learning and creative process.’ Cultural and creative tourists can 
engage in similar activities during a holiday, but as Remoaldo et al. (2020a) demonstrate, 
creative tourists are particularly concerned with developing their knowledge and creative 
skills, to be involved in co-creative activities and to interact with the local community. 
Cultural tourists in general tend to engage in more passive activities, such as sightseeing 
or museum visits (Richards & Wilson, 2006). Creative tourists are a ‘heterogeneous 
group of co-producers … ’ (Tan et al., 2014, p. 248) who share the critical importance 
of co-production and the motivation to search for authenticity and attain enhanced cul
tural capital (Carvalho et al., 2016). Richards and van der Ark (2013) found that younger 
tourists tended to be more interested in contemporary art and architecture and in enga
ging in creativity, while mature tourists visited monuments and museums. In respect of 
gender, Remoaldo et al. (2020b, p. 13) found that women were much more optimistic 
about the ‘intention’ and ‘overall satisfaction’ of creative tourism activities and were 
keener to take part in creative activities related to culture and heritage.

In many cases, tourists and destination residents are unaware of what creative tourism 
entails (Remoaldo, 2022). This lack of awareness could explain why a vast array of crea
tive activities could be positioned under the banner of ‘creative tourism’, which makes 
profile development difficult (Remoaldo et al., 2020a). The profile of creative tourists 
also depends on the location of the tourism product (rural or urban), and the locality 
also influences the level of participation (Li & Kovacs, 2022; Markwick, 2018; Richards,  
2020). Invariably, the diverse motivations of creative tourists will imply diverse creative 
experiences, even at the same destination (Chen & Chou, 2019).

Thus, establishing a profile of creative tourists depends on a multitude of factors, such 
as the many forms of creativity and the interchange between ‘organisations, cultural 
elements/assets, technologies, spaces/territories, customer profiles, and business strategies 
for generating tourism creative services’ (Marujo et al., 2019a, p. 692). To gain a greater 
understanding of these different factors, the following section considers the key 
profiles of creative tourists in the literature. As Marujo et al. (2019b) claim, understand
ing the profile of creative tourists can assist stakeholders in developing destinations 
suited to market needs.

Who is the creative tourist?

Because of the relatively recent emergence of creative tourism as a field of study (Richards 
& Marques, 2012), the number of studies and profiles of creative tourists developed is 
lower than for cultural tourists – although the literature is growing. Raymond (2003) 
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developed a segmented profile of creative tourists in New Zealand as ‘the baby boomers 
and newly retired’, ‘those under 30, often students, backpackers, perhaps visiting New 
Zealand on a ‘gap year’’ and ‘New Zealanders themselves of all ages who are interested 
to learn more about different aspects of their country’s culture’. Tan et al. (2014, 
p. 248) developed five distinct groups of creative tourists: ‘novelty seekers’, ‘knowledge 
and skills learners’, ‘those who are aware of their travel partner’s growth’, and ‘those 
who are aware of green issues’ and ‘relax and leisure types’. Carvalho et al. (2016, 
p. 1076), in their study of the Algarve in Portugal, describe a creative tourist as an indi
vidual who comes from a ‘high social class’, ‘has achieved minimum one tertiary qualifi
cation’ and is ‘highly motivated’ to take part in learning activities based on the endemic 
culture of the destination. Creative tourists are often employed in the creative industries 
or are academics. A recent study of creative tourist profiles by Remoaldo et al. (2020a, 
p. 2) describes creative tourists as an inter-generational cohort in search of ‘authenticity, 
exclusivity, improving skills and desiring contact with the local community’, with seg
ments developed around three aspects: ‘novelty seekers’, ‘knowledge and skills learners’ 
and ‘leisure and creative seekers’. In Hong Kong, Chan and Liu (2022, p. 223) found that 
tourists could be categorised experientially as those seeking ‘esthetics’, ‘involvement’, and 
‘education’. The diversity of creative tourist profiles makes generalised segmentation 
challenging, given the overlapping characteristics of many creative tourist segments. 
Arguably there is a need for a broader geographical understanding of creative tourist 
profiles before a more concrete framing of the creative tourist can be established.

Creative tourism demand among South African millennials

The influence of millennials on global tourism has become a popular topic of investi
gation (Monaco, 2018). Indeed, numerous studies have shown that millennials can trans
form the tourism industry because of their desire for authentic experiences, altruistic 
intentions, and use of Web 2.0 technologies (Días et al., 2022; Du et al., 2020; Veiga 
et al., 2017). Their persistent connectivity allows millennials to share their touristic 
experiences on a peer-to-peer basis on social media, thus creating an instant and wide
spread marketing platform for destinations, stimulating the rapid growth of destinations 
(Liu et al., 2019). This rapid growth underlines the importance of intimately understand
ing the profile and motivations of millennial tourists to benefit tourist businesses (Cavag
naro et al., 2018). However, tourists’ ‘revolving needs, expectations and requirements’ 
will change over time, requiring ongoing re-assessment to optimise future business func
tionality (Sigala & Leslie, 2005, p. 174; Suhartanto et al., 2020, p. 870).

Research on creative tourism in South Africa is limited, albeit growing. Topics covered 
in creative tourism research in South Africa specifically focus on creative tourism as an 
economic development tool in select small towns, cities and townships (Booyens & 
Rogerson, 2019; Drummond et al., 2021).

However, no previous studies have focused on South African tourists’ motivations 
to participate in creative tourism. Thus far, the only investigation that has attempted 
to establish a profile of creative tourists is that by Wessels and Douglas (2020). They 
found that international females with postgraduate degrees regarded creative tourism 
activities as more important than other tourists. Understanding the profile and 
motivations of millennial tourists in South Africa is undoubtedly relevant because 
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they make-up over a quarter of the country’s population (StatsSA, 2019) and present 
significant opportunities for domestic and international markets in creative tourism.

A key point is that previous research on profiles and motivations of creative tourists is 
based primarily on participants in creative tourism rather than the general population, 
making it difficult to assess overall demand. This paper attempts to assess creative 
tourism demand among South African millennials by investigating their motivations 
for engaging in creative tourism activities and by building a profile of potential creative 
tourists based on their motivations and demographic characteristics. Furthermore, we 
attempt to ascertain whether the profiles of potential international and domestic creative 
tourists differ from each other.

Methods

Data were collected by a South African research company using an online panel of 
40,000 individuals during September 2020. The company uses online and offline 
methods to attract panellists (mail banner advertisements, media, print and advertis
ing), thereby maximising the demographic diversity of the panel. Respondent 
recruitment can include specific requirements, for example, population group, age, 
education level and relationship status. In our study, panel members aged between 
24 and 39 with a tertiary qualification (or studying for a tertiary qualification) 
were requested to participate by completing an online questionnaire hosted on the 
company’s server. Using a panel sample has become more common in tourism 
studies because of its affordability of data collection and the efficiency with which 
the sample can be reached (Suess et al., 2020). According to Woosnam et al. 
(2021), using an online panel as a sampling approach is an acceptable and reliable 
data collection method when the inclusion coverage is comprehensive (for 
example, making use of a national panel) and when well-detailed criteria are used 
(Vehovar et al., 2016).

The questionnaire consisted of three parts. First, the respondents’ demographic 
characteristics were measured, including age, gender, relationship status, whether 
respondents had children, population group, geographical location and educational 
level. Before continuing with the rest of the questionnaire, respondents were sensitised 
to the definition of creative tourism, using Richards and Raymond’s (2000, p. 18) 
definition: ‘tourism which offers tourists the opportunity to develop their creative poten
tial through active participation in courses and learning experiences which are character
istic of the destination where they are undertaken’. To familiarise respondents further 
with the definition, they were given a list of typical creative tourism experiences. 
Then, respondents were asked, ‘how likely are you to engage in creative tourism activities 
while at destinations in South Africa/how likely are you to engage in creative tourism 
activities while at other international destinations?’ on a five-point Likert scale ranging 
from ‘highly unlikely’ (1) to ‘highly likely’ (5). Last, to measure their motivations for par
ticipating in creative tourism, a new scale was developed consisting of 22 items (see Table 
2 for the items) derived from previous studies. The first 12 items in the scale (see Table 2) 
were taken from Ali et al. (2016) and the last ten items from Tan et al. (2014). Since both 
these studies used actual creative tourism experiences and motivations, the items used in 
this study were adapted to reflect potential motivations for participating in creative 
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tourism. The questions were answered using a five-point Likert – scale in which 1  
= ‘strongly disagree’ and 5 = ‘strongly agree’.

SPSS Statistics 21 software was used to analyse the data. Frequency distributions were 
used to characterise millennials regarding their socio-demographics and the likelihood 
of engaging in domestic or international creative tourism activities. An exploratory 
factor analysis (EFA) was used to identify the dimensions of participants’ motivation to 
engage in creative tourism activities. The potential creative tourists were segmented to 
ascertain whether the profiles differed for domestic and international creative tourism 
activities, using chi-square automatic interaction detection (CHAID). This classification 
model builds structures based on associations between independent (also known as predic
tor) and dependent variables (Rokach & Maimon, 2008). McCarty and Hastak (2007) argue 
that CHAID is a more sophisticated market segmentation technique than other multi
variate analysis methods. CHAID allows for the identification of the variables that signifi
cantly differentiate the segments, but it also indicates their importance in the segmentation 
process. According to Pitombo et al. (2017), the outcome of a CHAID is a diagram that 
looks like a tree with a root node that is divided into branches, causing homogeneous term
inal leaf nodes that cannot be divided further. The terminal nodes signify distinct segments. 
The CHAID technique has been used successfully and has been confirmed as a valuable 
method in advancing the segmentation methodology (Chen, 2003; van Middlekoop 
et al., 2003), while Hsu and Kang (2007) and Ceylan et al. (2020) contend that CHAID 
analysis is still an underutilised and underexplored method in tourism studies.

Results

Demographic characteristics

In total, 1,530 completed questionnaires were collected. Most of the respondents were 
Black Africans (66.5%), and almost an equal number of males (48.8%) and females 
(51.2%). Respondents with a tertiary certificate or diploma qualification accounted for 
57% of the sample (Table 1). Respondents predominantly residing in the Gauteng 
(44.6%) province were single (64.8%), and almost two-thirds of the respondents had chil
dren (62.1%) (Table 1). The average age of the respondents was 29 years.

Table 1 shows that respondents were more likely to engage in domestic creative 
tourism activities than in international creative tourism activities. When comparing 
our sample with the general profile of South African millennials, 50.7% of the South 
African millennial population are male, and 49.3% are female. Among three generations 
(Gen X, Millennials and Born Free Millennials, a specific group in South Africa born after 
the fall of apartheid in 1994), millennials are the most highly educated (StatsSA, 2018). 
According to Statistics South Africa’s Mid-Year Population Report, there are approxi
mately 15.6 million millennials in South Africa, constituting 26.6% of the population 
(StatsSA, 2019).

Validity and reliability assessment

Because the motivation scale used in our study was developed from two previous scales 
(Ali et al., 2016; Tan et al., 2014), it was subjected to EFA using principal axis factoring 
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Table 1. Demographic profile of respondents and their likelihood of 
engaging in creative tourism activities.
Demographic variable Percentage

Province
Gauteng 44.6
KwaZulu Natal 16.7
Western Cape 12.9
Eastern Cape 6.3
Limpopo 5.9
Mpumalanga 5.4
Free State 4.3
North West 2.9
Northern Cape 1.1
Population group
Black African 66.5
White 15.9
Coloured 13.1
Indian 4.4
Age
39 3.8
38 2.9
37 2.1
36 3.5
35 3.9
34 2.8
33 4.0
32 4.4
31 4.8
30 7.1
29 6.0
28 7.5
27 8.4
26 11.4
25 12.2
24 15.2
Average age 29
Gender
Female 51.2
Male 48.8
Marital status
Single 64.8
Married/living together 33.3
Divorced/widowed/separated 1.8
Do you have children?
Yes 62.1
No 37.9
Education
Tertiary certificate/Diploma completed 57.3
Undergraduate degree completed 24.3
Postgraduate degree completed 11.4
High school completed (in the process of completing a tertiary education) 7.1
Likelihood of engaging in South African creative tourism activities
Highly likely 55.6
Likely 32.7
Neutral 7.9
Unlikely 1.8
Highly unlikely 2.0
Likelihood of engaging in international creative tourism activities
Highly likely 37.9
Likely 35.6
Neutral 15.8
Unlikely 6.9
Highly unlikely 3.8
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with Promax rotation. The results of the Kaiser-Meyer-Olkin (KMO) measure of sample 
adequacy (.946) and Bartlett’s test of sphericity (18695.737, p < 0.001) showed that the 
data was suitable for EFA (Field, 2013, pp. 684–686; Pallant, 2013, p. 199). Extracted 
factors with eigenvalues greater than 1 were retained for further analysis (Pallant,  
2013, p. 191). Four factors were extracted based on the eigenvalue (>1) criterion that 
together explained 63.5% of the total variance in the data. After inspecting the items 
that loaded onto each factor, the four factors were labelled as ‘to gain knowledge and 
skills’, ‘unique and once-in-a-lifetime experience’, ‘to earn respect’, and ‘escape’. The 
Cronbach’s alpha coefficient values were used to evaluate the internal consistency 
(reliability) of the motivation factors; they surpassed the value of 0.7, thus signifying 
that the scale used to measure creative tourism motivations was reliable (Hair et al.,  
2014, p. 166). These four factors mirror those found by Ali et al. (2016). The escape 
and respect items in their study were loaded onto one factor, labelled ‘escape and recog
nition’. Our unique and once-in-a-lifetime factor is like their ‘unique involvement’ factor, 
and our knowledge and skills match their ‘learning’ factor. From the mean scores in  
Table 2, it is clear that the factor with which most respondents agreed was ‘unique 
and once-in-a-lifetime experience’, followed by ‘to gain knowledge and skills’.

CHAID results for South African creative tourism activities

For both the CHAID analyses, the dependent variable ‘likelihood of engaging in creative 
tourism activities in South Africa/likelihood of engaging in international creative tourism 
activities’ was categorised into two groups: group 1 respondents, who were neutral, unli
kely, or highly unlikely to engage in creative tourism; and group 2 respondents, who were 
likely or highly likely to engage in creative tourism in South Africa/internationally. The 
independent variables included the socio-demographic items shown in Table 1 (except 
for age – since all respondents are millennials) and the creative tourism motivation 
factors identified in the EFA.

The resultant model has four levels and 14 nodes for South African creative 
tourism activities. Nine were terminal nodes (5, 6, 8, 9, 10, 11, 12, 13 and 14) with 
group sizes ranging from 59 to 289 (see Figure 1). The final tree had an estimated 
risk of 0.116, which for categorical dependent variables is the proportion of cases 
incorrectly classified with a standard error of 0.008. Thus, the overall percentage of 
correct classification was 88.4%, which is considered good (Agapito et al., 2011). 
The best predictor of whether respondents will engage in domestic creative tourism 
activities was the ‘to gain knowledge and skills’ motivational factor (p-value = 0.000 
and chi-square = 126.787).

Participants with a score of < = 3.455 for the factor ‘to gain knowledge and skills’ were 
included in node 1 of the left branch. This node was further split by the ‘escape’ factor, 
which resulted in node 5 (with a score of < = 3.0) and node 6 (those that had a score >3.0). 
No further splits were generated from nodes 5 and 6.

Node 2, the second branch from the left, included participants who scored between 
3.455 and 4.0 for the factor ‘to gain knowledge and skills’. Node 2 was split by the 
relationship variable, resulting in nodes 7 (single and divorced individuals) and 8 
(Married and other couples). Node 7 was further split by population group into nodes 
13 and 14. Node 13 included Black African respondents. In contrast, node 14 included 
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Coloured (people of mixed-race origin), Indian, and White respondents. Nodes 8, 13 and 
14 were terminal. Node 8 (n = 131, 91.6% indicated that they were likely to engage in 
South African creative tourism activities) made up 8.3% of the total sample and was a 
terminal node.

Table 2. Exploratory factor analysis.
To gain 

knowledge and 
skills

Unique and 
once-in-a- 

lifetime
To earn 
respect Escape Source

Escape 0.585 Ali et al. 
(2016)

Forget my daily routine 0.881 Ali et al. 
(2016)

To play a different character than in my daily 
life

0.357 Ali et al. 
(2016)

To feel important 0.940 Ali et al. 
(2016)

To feel respected 0.888 Ali et al. 
(2016)

To be involved in something that I really like 
doing

0.518 Ali et al. 
(2016)

To do something unique and memorable 0.877 Ali et al. 
(2016)

To have a once-in-a-lifetime experience 0.866 Ali et al. 
(2016)

To do something new and different 0.745 Ali et al. 
(2016)

To increase my skills 0.498 Ali et al. 
(2016)

To have a real learning experience 0.440 Ali et al. 
(2016)

To stimulate my curiosity 0.506 Ali et al. 
(2016)

To actively participate in activities, because 
learning by doing makes me understand the 
whole process

0.598 Tan et al. 
(2014)

To engage in a user-friendly activity where I 
can learn something easy during my vacation

0.695 Tan et al. 
(2014)

To participate in activities which are 
challenging and that not everyone can 
achieve

0.737 Tan et al. 
(2014)

To participate in an activity that can make my 
trip different from others

0.588 Tan et al. 
(2014)

To gain something mentally 0.776 Tan et al. 
(2014)

To positively affect my emotions, e.g. novel 
things surprise me, I enjoy beautiful designs, 
and I feel happy because of completing a 
hand-made object

0.701 Tan et al. 
(2014)

To cultivate my potential and expand my 
horizons

0.811 Tan et al. 
(2014)

To immerse myself in the experience and 
forget about other things

0.553 Tan et al. 
(2014)

To understand the local culture, because I think 
this intangible heritage is important and we 
have a responsibility to preserve it

0.609 Tan et al. 
(2014)

To try different things to improve myself 0.601 Tan et al. 
(2014)

Mean 4.276 4.524 3.400 3.865
SD 0.610 0.579 1.175 0.804
Eigenvalues 9.487 2.106 1.299 1.076
Cronbach’s alpha 0.915 0.876 0.902 0.736

346 A. DOUGLAS ET AL.



Node 3, the second branch from the right, included participants who scored between 
4.0 and 4.636 for the factor ‘to gain knowledge and skills’ (n = 544, 91.7% likelihood to 
engage in South African creative tourism activities). This node was split by the gender 
variable, which resulted in nodes 9 (females: n = 289; 89.3% likelihood to engage in 
South African creative tourism activities) and 10 (males: n = 255, 94.5% likelihood to 
engage in South African creative tourism activities). Males who agreed that knowledge 
and skills are a motivator were slightly more likely to engage in domestic creative 
tourism activities than females. Both nodes were terminal. Node 9 comprised 18.9% of 
the total sample, and node 10, 16.7% of the total sample.

Node 4, the right branch, consisted of participants who had a score of >4.636 for the 
factor ‘to gain knowledge and skills’ (n = 467; 95.1% likelihood to engage in South 
African creative tourism activities). This node was further split by the ‘escape’ factor, 
which produced two terminal nodes, nodes 11 and 12. Node 11 (n = 253; 92.5% likeli
hood to engage in South African creative tourism activities) included those with a 
score of < = 4.5, and node 12 (n = 214; 98.1% likelihood to engage in South African crea
tive tourism activities) included those with a score of >4.5.

The sample proportion of respondents likely to engage in domestic creative tourism 
activities was 88.3%, as indicated in node 0. Five final segments (nodes 8, 9, 10, 11, 
and 12) showed higher proportions, depicted at the end of the next section. Based on 
their characteristics, node 8 was labelled ‘Married domestic creative tourists’, node 9 
‘Knowledgeable females’, node 10 ‘Knowledgeable males’, node 11 ‘Learner’, and node 
12 ‘Learner and escapist’.

Table 3 shows the gain index for each of these segments. These segments represent an 
above-average likelihood of engaging in domestic creative tourism activities. For 

Figure 1. CHAID analysis for millennial South African consumers likely to participate in domestic crea
tive tourism activities. *Creative tourism motivations were measured on a scale from 1–5, where 1 =  
strongly disagree, and 5 = strongly agree.
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instance, the gain index for the ‘Learner and escapist’ segment is 111.1%, meaning that 
the likelihood of this group participating in domestic creative tourism activities is 1.11 
times greater than the average.

CHAID results for international creative tourism activities

Four variables significantly differentiated the segments in the following order of impor
tance: to gain knowledge and skills, escape, to earn respect, and gender (see Figure 2). 
The results indicated an excellent predictive power since the overall percentage of cor
rectly classified cases was 75.2%. The final tree had an estimated risk of 0.248, which 
for categorical dependent variables is the proportion of cases incorrectly classified, 
with a standard error of 0.011.

The model comprised four main branches derived from the root node, with four levels 
and 15 nodes. Ten were terminal nodes (2, 5, 6, 8, 9, 11, 12, 13, 14, and 15), with group 
sizes ranging from 57 to 434 (see Figure 2). The best predictor of whether respondents 

Table 3. Gain index for South African creative tourism activities.

Node/label

Node Gain

Response IndexN Percent N Percent

12 – Learner and escapist 214 14.0% 210 15.5% 981.% 111.1%
10 – Knowledgeable males 255 16.7% 241 17.8% 94.5% 107.0%
11 – Learner 253 16.5% 234 17.3% 92.5% 104.7%
8 – Married domestic creative tourists 131 8.6% 120 8.9% 91.6% 103.7%
9 – Knowledgeable females 289 18.9% 258 19.1% 89.3% 101.1%

Figure 2. CHAID analysis for millennial South African consumers likely to participate in international 
creative tourism activities. *Creative tourism motivations were measured on a scale from 1–5, where 1  
= strongly disagree, and 5 = strongly agree.
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would engage in international creative tourism activities was based on the ‘to gain knowl
edge and skills’ motivational factor (p-value = 0.000 and chi-square = 93.012).

Beginning with node 1, the left branch included respondents with a score of < = 3.455 
for the factor ‘to gain knowledge and skills’. This node was further split by the ‘escape’ 
motivation factor, which resulted in nodes 5 (those who had a score of < = 2.750) and 
6 (those who had a score >2.750). No further split was generated from nodes 5 and 
6. Node 2, the second branch from the left, included participants scoring between 
3.455 and 3.818 for the ‘knowledge and skills’ factor. Node 2 was terminal.

Node 3, the second node from the right, included participants with scores of 3.818 
and 4.636 for the ‘knowledge and skills’ factor. This node was split by the factor 
‘escape’ into nodes 7 and 8. Node 8 (n = 88, 90.9% likelihood to engage in international 
creative tourism activities) was a terminal node. Node 7, with a score of < = 4.5 for the 
factor ‘escape’, was further split by the factor ‘to earn respect’ into nodes 11, 12, and 13. 
Node 11 (n = 156, 82.7% showed a likelihood to engage in international creative 
tourism activities) included those participants with a score of < = 2.0 for the factor 
‘to earn respect’, and node 12 included those with a score between 2.0 and 4.5. 
Node 13 consisted of those with a score of >4.5. These three nodes were all terminal 
nodes.

Node 4, the right branch, consisted of participants with a score >4.636 for the ‘to gain 
knowledge and skills’ factor. Node 4 was split by the ‘escape’ factor into nodes 9 and 10. 
Node 9 was terminal and included participants with a < = 4.0 score for the ‘escape’ factor 
and a 72.5% likelihood of engaging in international creative tourism activities. Node 10 
was further split by the gender variable into nodes 14 and 15. Node 14 (n = 166) included 
females with an 83.1% likelihood of participating in international creative tourism activi
ties, and node 15 (n = 163) included males with a 90.8% likelihood of participating in 
international creative tourism activities.

The sample proportion of respondents likely to engage in international creative 
tourism activities was 73.5%, as indicated in node 0. Four final segments (nodes 8, 11, 
14 and 15) showed higher proportions and are depicted in figure 2. Based on their 
characteristics, node 8 was labelled ‘I’d rather escape than learn’, node 11 ‘I’d rather 
escape than earn your respect’, node 14 ‘Female learners in search of escape’, and 
node 15 ‘Male learners in search of escape’.

Table 4 presents the gain index for these segments. Four nodes with more than 100% 
gains regarding the ‘likely’ category of the dependent variable. It is clear that the gain 
index for both the ‘I’d rather escape than learn’ segment and the ‘Male learners in 
search of escape’ segment is 123.5% and 123.6%, respectively, signifying that the likeli
hood of engaging in international creative tourism activities for these segments is 1.23 
times greater than the average.

Table 4. Gain index for international creative tourism activities.

Node/label

Node Gain

Response IndexN Percent N Percent

8 – Married domestic creative tourists 88 5.8% 80 7.1% 90.9% 123.6%
15 – Male learners in search of escape 163 10.7% 148 13.2% 90.8% 123.5%
14 – Female learners in search of escape 166 10.8% 138 12.3% 83.1% 113.1%
11 – Learner 156 10.2% 129 11.5% 82.7% 112.5%
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Figure 3 indicates that the two segments with the highest likelihood of engaging in 
domestic creative tourism activities were the ‘learner and escapist’ and the ‘knowledge
able males’ segments. Regarding international creative tourism activities, the ‘male lear
ners in search of escape’ and the ‘I’d rather escape than learn’ segments showed the 
highest likelihood.

The χ2 tests show significant statistical differences in categorical variables between the 
five domestic creative tourist segments and the four international creative tourists seg
ments displayed in figure 3. In terms of the domestic segments, the tests show that 
‘Married domestic creative tourists’, ‘Knowledgeable females’, ‘Knowledgeable males’, 
‘Learner’, and ‘Learner and escapist’ display heterogeneity in terms of the following 
characteristics: gender (χ2 = 549.788; p < .001), level of education (χ2 = 30.245; p  
< .001), relationship status (χ2 = 222.615; p < .001), whether they have children (χ2 =  
32.048; p < .001), and population group (χ2 = 29.931; p < .001). In terms of the inter
national segments, the tests show that the ‘I’d rather escape than learn’, ‘I’d rather 
escape than earn your respect’, ‘Female learners in search of escape’, and ‘Male learners 
in search of escape’ are heterogeneous in terms of the following demographics: gender 
(χ2 = 332.302; p < .001), level of education (χ2 = 16.866; p < .05), and whether they 
have children (χ2 = 10.131; p < .001).

Discussion

Understanding the profile of tourists who potentially want to experience creative tourism 
can assist suppliers and destinations to become more attractive and improve their value 
proposition. Therefore, this paper aimed to investigate South African millennials’ 

Figure 3. Segments showing the highest probability of engaging in South African and international 
creative tourism activities by Millennials.
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motivations to engage in creative tourism activities and then built a profile of potential 
millennial creative tourists based on their motivations and demographic characteristics. 
It was also ascertained whether the profiles of potential international and domestic South 
African creative tourists differed from each other.

From the descriptive statistics, South African millennials were more likely to engage in 
domestic creative tourism activities than travelling internationally to partake in creative 
tourism. This result contrast with Ruhanen et al. (2015), who found that cultural (crea
tive) tourism is more appealing to international visitors than the domestic market. 
Indeed, this point could be explained in terms of the relative financial capabilities of indi
viduals in South Africa and the insufficient means to travel long distances. An additional 
explanation could be the lack of disposable income of the younger populations in the 
sample. In South Africa, a ‘culture of travel’ has not been developed among Black Afri
cans comparable to the Global North, and this is partly because of the restrictions on 
mobility and migration by the apartheid regime (Butler & Richardson, 2015). In addition, 
this group also suffers from economic disadvantage and may lack the means to travel, 
particularly internationally. Nonetheless, the millennial respondents showed a relatively 
high likelihood of participating in domestic and international creative tourism, which 
provides a different understanding than Vermeersch et al. (2016), who argued that 
young adults are generally not interested in cultural (creative) tourism.

The results from the CHAID analysis for domestic creative tourism activities 
showed that four variables significantly differentiated the segments in the following 
order of importance: ‘knowledge and skills’, ‘escape’, and ‘relationship status’ and 
‘gender’. Married couples in our sample were more likely than singles to engage in 
domestic creative tourism activities. Our results, therefore, differ from those of 
Marujo et al. (2019b), who found that marital status does not influence creative 
tourism experience decisions. At the same time, males who showed a strong motiv
ation for gaining knowledge and skills were slightly more likely to engage in domestic 
creative tourism activities than females were. Men tend to focus more on ‘doing’ and 
enjoying a learning experience (Remoaldo et al., 2020b). The node that showed the 
highest probability of engaging in domestic creative tourism activities was the 
‘learner and escapist’ node, with a strong motivation for gaining ‘knowledge and 
skills’ and ‘escape’. For international creative tourism activities, four variables signifi
cantly differentiated the segments, with ‘to gain knowledge and skills’ being the most 
important predictor, followed by ‘escape’, ‘to earn respect’, and ‘gender’. Males in our 
sample were likelier to engage in international creative tourism activities than females. 
This result differs from Remoaldo et al.’s (2020b, p. 13) finding that women were gen
erally keener to participate in creative activities related to culture and heritage than 
men. The node with the highest probability of participating in international creative 
tourism activities was the ‘I’d rather escape than learn’ node, with a strong motivation 
for escape. The deduction is that domestic trips are more related to learning and inter
national trips to ‘escape’. International travel takes individuals entirely out of their 
everyday environments, while domestic creative tourism provides skills focus, with 
a brief escape from the immediate everyday environment.

When comparing the profiles of potential domestic and international creative tourists, 
we saw that the motivation factor ‘knowledge and skills’ was the most critical predictor 
that differentiated the segments in our sample for both domestic and international 
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creative tourism. The transfer of knowledge that adds to the learning process of the 
tourist is the essence of creative tourism. Furthermore, there appears to be an emerging 
demand for active, authentic learning experiences that offer a chance for immersion into 
the local culture (Richards, 2020).

The variables that differentiated the segments were the same for international and 
domestic creative tourism except that, for domestic creative tourism, participants’ 
‘relationship status’ played a role, whereas, in international creative tourism, the variable 
‘respect’ played a role. Even though the factor ‘unique and once-in-a-lifetime experience’ 
had the highest mean score, it was not included in any of the CHAID analyses because it 
was not a significant predictor of the likelihood of domestic or international engagement 
in creative tourism activities. Perhaps in contrast to visiting a unique cultural heritage 
site, those respondents engaging in creative tourism see this as an experience that is 
more integrated into their everyday lives as one could practice creative skills at home, 
even though it has been learned abroad.

Theoretical contributions

This paper intended to clarify the profile of potential creative tourists, as Duxbury and 
Richards (2019) called for since there is no clear definition of either at a domestic or 
international level. With the intent to create a profile of potential creative tourists, the 
study took demographic characteristics into account and the motivations that would 
encourage a millennial to engage in creative tourism. This study is the first to examine 
the creative tourism potential of millennials and the first study of creative tourism 
demand in South Africa. Whereas previous research used cluster analysis to profile crea
tive tourists, ours used CHAID. Although cluster analysis has traditionally been used to 
study the segmentation of tourism markets, this paper has demonstrated the utility of the 
CHAID algorithm (Díaz-Pérez et al., 2021). According to Díaz-Pérez et al. (2021), 
CHAID gives a deeper understanding of the segments than cluster analysis by providing 
additional levels of uniqueness and variation that could be useful to those marketing and 
managing creative tourism activities. While previous studies have used actual creative 
tourists as respondents, our study surveyed potential millennial creative tourists with a 
view to product development.

Managerial and policy implications

First, the importance of acquiring knowledge and skills when engaging in creative 
tourism activities was evident domestically and internationally. South African creative 
tourism attractions should focus on increasing visitors’ skills and providing a learning 
experience. Through active participation in learning experiences, managers should 
provide opportunities for tourists to develop their creative potential while at the same 
time ensuring knowledge acquisition by engaging with the local culture (Ali et al.,  
2016). Concrete examples of learning experiences include; making African arts and 
crafts and taking part in traditional cooking and traditional African beer brewing 
classes, taking African literature and philosophy courses, playing in African Jazz impro
visation sessions and practising African martial arts. This indicates the potential for 
developing niche cultural and creative tourism products in areas beyond the beaten 
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tourism track in South Africa. Second, millennials in our sample also engage in creative 
tourism to escape their daily routine. It is important, therefore, for creative tourism 
attractions to highlight perceived escape in every aspect of their products. Tourists 
should be engaged in activities that will allow them to escape their daily routines and 
to ‘play’ a different character from what they do in their daily lives. For example, provid
ing tourists with an opportunity to wear traditional costumes or dress up as local inhabi
tants for the activities, they are performing (Ali et al., 2016).

Our results can hopefully assist creative tourism attractions in understanding the 
characteristics of different groups of creative tourists, enabling them to target and 
attract the right consumers by developing products that will satisfy their needs. This sup
ports Marujo et al.’s (2019b) notion that understanding the profile of creative tourists can 
assist stakeholders in developing destinations to be best suited for their market. Creative 
tourism activities should focus on the distinguishing characteristics of each segment 
when designing creative activities or targeting specific groups of tourists (Tan et al.,  
2014).

Limitations and directions for future research

Using a convenience sampling approach, the results cannot be generalised and do not 
represent the motivations of all millennials (in South Africa or worldwide), and may 
exclude those persons that may not be able to travel. It is also acknowledged that creative 
tourism activities are very much location specific. However, to get a general sense of crea
tive tourism demand, this paper did not ask respondents to indicate their likelihood of 
engaging in specific creative tourism activities.

Nevertheless, this study contributes to our understanding of millennials as potential 
consumers of creative tourism experiences. Future studies on this topic could include 
the following: 

. An investigation into the specific creative tourism activities that millennials are inter
ested in to assist in product development.

. Studying and developing additional potential creative tourist profiles expanded to 
other age groups in South Africa.

. The potential of creative tourism could also be studied in other African countries, 
especially those closer to core markets in the global North.

Conclusion

Much work will be necessary in the post-Covid-19 world to rebuild the tourism indus
tries of the global South. Creative tourism activities could be an effective economic devel
opment tool (Duxbury & Campbell, 2011) and assist in cultural regeneration, skills 
development, providing economic and social development opportunities, improving 
product development (Spencer & Jessa, 2014). In conclusion, this study explains an 
essential stakeholder in creative tourism, the creative tourist, by segmenting them 
based on their motivations and demographics. This segmentation allows practitioners 
to scrutinise their offerings to focus on the right markets. Further, it might also assist 
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policymakers and creative tourism attractions in creating a broad mix of experiences that 
satisfy the motivations of creative tourists (Tan et al., 2014).
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