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Analysis on Cause of Irrational Behavior of Tourist’ s Decision Making

ZHU Huying
(Management College, Hunan Science and Technology University, Xiangtan 411201, H unan China)

Abstract: Along with tourism developing and standard of living advancing, tourism consumption turns in-
to an important part of consumption. People canonize rational behavior of tourist’ s decisior making, but
numerous tour information and diversification of tourism demand make it more difficult, and irrational be-
haviors of tourist’ s decisior making becomes more prevalent. T he characteristics of irrational behaviors
of tourist’ s decisiorr making are unilateralism of collecting information, blindness of discriminating infor-
mation, simplicity of choosing tour forms, irrationality to choose tour consumption structure, character of
herding behaviors at choosing tourism products. The causes of irrational behaviors of tourist’ s decisiorr
making are analyzed with Behavioral Economics theory. As a result, to reduce irrational behaviors of tour
ist’ s decisiorr making, we should normalize tour information, design reasonable tour products, cultivate
healthy tour habits, advance tourism standard of behavior decisior making.
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