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Context and Purpose: Families are the core consumers of many tourism services and
destinations, constituting a significant portion of the current and future population and
market of the tourism industry. The fundamental and pervasive nature of family tourism,

Model its increasing consumption by families, and the diverse needs expressed by family tourists

highlight the importance of producing and expanding a foundational knowledge base
Received: regarding family behavior patterns. Accordingly, the main objective of this research is to
August 23, 2025 present a model of family tourist behavior. Design/methodology /approach: The current

study is inductive in terms of approach, qualitative in nature, and is follows an exploratory-
explanatory approach. It was conducted within the framework of a systematic review using
a meta-synthesis approach. For the meta-synthesis, the seven-step model by Sandelowski
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Accepted: & Barroso was utilized due to its practicality and high acceptance. Findings: The findings
November 1, 2025 revealed that family tourist behavior is shaped within the framework of the family life
Available online: system (structure, citizenship, bonding, and family dynamics) and the context of the
Febmary 19, 2026 technological environment and cyberspace. This behavior includes organizing behavior

before the trip (the preparation-for-experience stage), interactive-adaptive behavior
during the journey to the destination, at the destination, and on the return journey (the
experience-living stage), and sense-making and consolidating behavior after the trip (the
experience-review and outcomes stage). Conclusion: Family tourism is less about moving
from home to a destination and more about the family moving toward a new version of
itself. Therefore, family tourist behavior is not merely a simple change of location but the
opening of a new dual-spatial realm where the rearrangement and reconfiguration of family
life become possible and meaningful. Family tourism behavior can only be guided,
enhanced, and solidified when, at the macro level of tourism management, the necessary
structural and policy foundations are provided to adapt destinations and technological
environments to the family life system. Originality /value: Presenting an integrated model
based on the family life system, explaining family tourist behavior as a sense-making and
transformative process, and integrating the determining role of cyberspace into the three-
stage travel experience and the five-part temporal process demonstrate the distinguishing
features and knowledge contribution of this research.
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Extended Abstract

1. Introduction

Families constitute  the  primary
consumers of numerous tourism services
and  destinations, representing a
considerable proportion of the industry's
current and future market and
demographic base. The family tourism
segment is recognized globally as one of
the most recreational, authentic,
profitable, and significant forms of
tourism. Estimates indicate that families
account for approximately 30% of the
worldwide tourism market.

Given that family tourists are
undergoing significant transformations in
terms of travel demand, style, and
preferences, a thorough understanding of
their expectations from destinations has
become  essential. The  inherent
characteristics of family travel further
underscore the critical need to
comprehend the behavior of this tourist
segment.

Tourism destinations must recognize
and adapt to the attributes, preferences,
needs, and behavioral patterns of diverse
family types in order to deliver holistic,
equitable, and  dignified  tourism
experiences. Investigating the behavioral
model of family tourists not only enriches
academic and practical knowledge but also
equips tourism stakeholders with a
comprehensive understanding of family
motivations, decision-making processes,
consumption habits, activities, and
preferences, thereby facilitating the
development of tailored tourism products.

In light of the importance of generating
and expanding foundational knowledge
regarding the behavioral model of family
tourists for destination management,
coupled with the existing theoretical gap

in this domain, the primary objective of
this research is to propose a conceptual
model of family tourist behavior.

2. Research Methodology

The current study is inductive in terms of
approach, qualitative in nature, and is
follows an  exploratory-explanatory
approach. It was conducted as a
systematic review utilizing a meta-
synthesis approach. Within the meta-
synthesis framework, the seven-step
model by Sandelowski and Barroso was
employed due to its practical utility and
wide acceptance.

The research population consisted of
archival sources (both print and digital)
that, within the context of scientific
studies on family tourist behaviour during
travel planning, provided relevant insights
addressing the research problem in their
qualitative findings. This population was
identified based on the first three steps of
Sandelowski and Barroso's meta-synthesis
model: formulating the research question
(step 1), conducting a systematic literature
review (step 2), and searching for and
selecting appropriate texts (step 3), as
detailed in the following section (24
studies). Given that sampling and sample
selection are not applicable in this phase,
all sources identified and selected as
relevant at the end of step 3 were included
in the research process.

Finally, the validity (including process

validity, internal wvalidity, theoretical
validity, triangulation validity, multiple
coders validity, and peer
debriefing /review) and reliability
(including triangulation reliability,
multiple  coders  reliability,  peer
debriefing /review, and Holsti's

Coefficient of Reliability) of the method,
tools, and analysis in this research were
assessed and confirmed based on the
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Critical Appraisal Skills Programme (CASP)
framework.

3. Research Findings

The findings indicate that the behavioral
model of family tourists comprises three
dimensions: “framework” (family life
system), “context” (technological
environment and cyberspace), and
“content” (from motivation to post-
experience). The concept of family life
system, with its four components,
including  family  structure, family
dynamics, family bonding, and family
citizenship, is considered a
comprehensive and explanatory
framework within which all behaviors,
decisions, and experiences of family
tourists are shaped. With a holistic
approach, this model not only attends to
the classic stages of travel—pre-trip (the
preparation-for-experience stage),
during-trip (the experience-living stage),
and post-trip (the experience-review and
outcomes stage)—and their subdivisions
(during-trip: in route to the destination, at
the destination, and on the return
journey), but also incorporates the
interpersonal, social, and cultural
dynamics of the family in shaping tourism
behavior (organizing behavior,
interactive-adaptive behavior, and sense-
making/consolidating  behavior). The
inner layer is influenced by the structure
and values of the outer layer and is based
on both real and virtual behavioral
environments, demonstrating that the
dual-environment behaviors of family
tourism reflect the patterns of families'
everyday lives. The model's focus on the
entire travel process, from motivation to
evaluation and reflection, distinguishes it
from linear, destination-centric models
and provides a more precise perspective
on behavioral and experiential
interactions within the family context.

4. Conclusion

Manifestation  of  Family  Tourists’
Behaviour constitutes a cycle wherein the
family reconstructs itself across five
stages—pre-trip, in route to the
destination, at the destination, in route
back, and post-trip—from motivation to
travel reflection. What superficially
appears as "tourist behavior" is, at a deeper
level, a "process of family re-creation”, a
space  where relationships, roles,
meanings, and emotions are rearranged
within a temporary yet influential context.
Thus, family tourism is less about moving
from home to a destination and more
about the family moving toward a renewed
version of itself. Accordingly, the behavior
of family tourists is not merely a simple
change of location but the opening of a
new dual-spatial realm in which the
reordering and recalibration of family life
become possible and meaningful.

Family tourism behavior can only be
guided, strengthened, and solidified when,
at the macro level of tourism management,
the necessary structural and policy
foundations are provided to adapt
destinations and technological
environments to the family life system.
Therefore, as research recommendations,
proposals can be made such as
establishing a national framework for
understanding and monitoring family
evolution, policy-making and regulation of
the family tourism market, policy-making
and regulation of family-centered tourism
platforms at the macro level, and
developing a family-destination data
management document and roadmap,
formulating a national "Family-Friendly
Destinations" standard, and designing a
holiday calendar and travel timing plan for
family trips at the strategic level.
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