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ABSTRACT

The article aims to describe changes in the ways people in developed countries spend their free time and the associated impacts on free
time and tourism industries. The first part of the paper is devoted to general trends and theoretical concepts. The second part compares
German and Czech societies and shows the impact of changes in the utilization of free time on free time and tourism industries in Germany
and Czechia. Data acquired from public surveys in both countries were used for this comparison. Average household expenses for particular
services and products, provided by the German and Czech Statistical Offices, were used as a second primary data source.
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1. Introduction

During the 20th century, the amount of free time avail-
able to the inhabitants of developed countries increased
dramatically. Generally speaking, working conditions
changed and the standard of living improved. Society has
become more individualized and differentiated; in other
words, a wide variety of new life stories and lifestyles have
emerged and differences within society have increased. In
addition, Western values are becoming increasingly uni-
versal in the globalized world. More free time, combined
with economic development, has led to, what appears to
be, an ongoing expansion of the entertainment indus-
try. People long for new experiences and adventures
and, consequently, some authors (Opaschowski 2001a;
Steinecke 2000; Schulze 1992) talk about an “experi-
ence society”. All of these factors, when combined with
increasing mobility and motorization, contribute to the
development of increasingly diversified entertainment
and tourism industries.

The objective of this paper is to discuss these issues
in detail and uncover their mutual relationships with the
help of theoretical concepts. A significant portion of
the article focuses on Germany, because the theoretical
concepts used have been introduced, primarily, by German
authors. The paper is written in such a way as to enable
the findings to be applied to the Czech society. Therefore,
comparisons of the ways that German and Czech resi-
dents use their free time have been made as a means of
ascertaining how behaviors differ or are similar. We also
define general trends for Czechia. The main contribution
of this paper are predictions about future developments in
free time and tourism industries. The paper also proposes
methodology for future research into this topic.

2. Methodology

Methods implemented in completing this study
included, first, exploring the existing literature on free
time and the changing values of modern society and,
subsequently, analyzing available data. Data about ways
people spend their free time in Germany come from
three main sources. The first is Altenhoher’s (2003a)
book Freizeit in Deutschland [Free Time in Germany].
This book provides the most current data, acquired
from public surveys and from analyses in various leisure
industry areas. Other data sources include publications
issued by Forschungsgemeinschaft Urlaub und Reisen
[Research company - Holiday/Vacation and Traveling],
which conducts tourism industry analyses every year
that include data about tourism intensity, market trends,
tourism objectives and forms in Germany (Forschungs-
gemeinschaft Urlaub und Reisen e.V.: Reiseanalyse
2005, Reiseanalyse 2008). The last source of data was
a thesis (Konrath 1999), which provided older data con-
cerning developments in the number of leisure time
hours in Germany in particular years. Konrath utilized
data from the publications of Deutsche Gesellschaft fiir
Freizeit [German Company for leisure time], from 1993
and 1998.

Data about leisure time in the Czech society comes
from the Czech Sociology Institute, specifically from the
research project “Ten years of Czech society transforma-
tion”. The selected sample of the Czech population, from
20 to 69 years old, included 4750 people (Tucek et al.
2003).

We have used data about average household expenses
for particular services and products provided by the Ger-
man and Czech Statistical Offices. These data are based
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on the international COICOP classification (Classifica-
tion of Individual Consumption by Purpose), which
includes all non-investment household expenses. For
example, expenses connected with the construction or
renovation of a house/flat or expenses for garden mainte-
nance and pets are not included (Klasifikace individudl-
ni... 2008). Household expenses in Germany were evalu-
ated for the 1991-2007 period according to the COICOP
classification. The Czech Statistical Office has only been
using the COICOP classification since 1999, which nega-
tively impacts data compatibility. Nonetheless, in this
paper, we have used the expenses timeline, from 1989 to
2003, providedby the Czech Statistical Office. Items were
re-sorted in order to achieve maximum published data
content comparability and arranged simultaneously to
correspond with the COICOP classification (Retrospek-
tivni idaje... 2008) as much as possible. Because this
time line more or less corresponds with the COICOP
statistic, it was possible to add data from 2004 to 2007
and then to subsequently compare them with German
data. The fact that the data could not be evaluated per-
fectly in accordance with the new classification should be
taken into consideration. Even though the data are not
absolutely comparable, they provide enough information
to recognize general trends. Calculation of total leisure
time expenses was carried out, according to the German
Economy Institute’s method (Altenhdher 2003a), which
involves adding up expenses for equipment, facilities and
leisure time services, found in group 9 in the COICOP
classification, 59% transport expenses, 85% housing,
food, room and board expenses and 60% mail and tele-
communication expenses.

3. Current society and free time spending

Any time frame can be divided into two basic parts -
into work time and spare-time. Leisure time plus fixed
time are included in spare-time activities. Fixed time
is used for daily routines connected with the necessi-
ties of human physiological existence (sleep, personal
hygiene, food, household duties, shopping and so on).
Leisure time is the time available after the accomplish-
ment of these duties and necessities. All three parts can
blend together in different ways and the result is some-
times called “semi-free time” (Duftkovd, Urban, Dubsky
2007). For instance, for many people shopping is fun
and, therefore, not seen as a duty. Some people consider
cooking or gardening to be fixed time, while others clas-
sify these same tasks as leisure time activities, because
they consider them to be a hobby.

For most people, leisure time means time when they
are free to do what they like, generally things that evoke
a positive association. For example, according to German
research from 1997, 70% of those surveyed considered
free time to be time when they can do what they enjoy,
while only 30% of respondents considered leisure time to

be time spent not working (Opaschowski 1997 quoted in
Konrath 1999).

Important changes crucial to observations concern-
ing different ways of spending free time have become
evident in the societies of developed countries since the
1960s (1990s in post-communist countries). Firstly, soci-
ety has become more individualized. Secondly, the popu-
lation as a whole has been aging. And finally, the tradi-
tional family model, prevalent in earlier times, may not
apply as much for families, during the past twenty years.
These changes, collectively referred to as the second
demographic transition, are characterized by a change
in reproductive behavior, including decreasing fertil-
ity, increasing mother’s age at her first child’s birth and
increasing life expectancy (Kalibova 2002). These changes
are connected with increased individualism and family
value changes, in which the family is not necessarily the
highest priority. Current social relations result less from
traditional patterns and are more dependent on a person’s
individual choice, which could give preference to career
or entertainment instead of family (Goronzy 2006). Logi-
cally, the birth rate in a country decreases because of this
situation. At the same time, scientific progress results in
an aging population. Because the “traditional” family
is getting smaller, and the number of seniors is getting
larger, a shift can be observed in most economic areas,
including spare-time industries and tourism. Seniors, for
example, place different demands on tourism than fami-
lies with children. According to Opaschowski (2001b),
seniors prefer peaceful, relaxing forms of tourism. They
travel less — 45% of German seniors over 65 do not plan
to travel in the future. Considering the group of seniors
eighty years old and older, this figure increases to 67%. In
contrast, among people from 50 to 64, 21% do not plan to
travel compared with only 15% from the 30-49 age group
(Opaschowski 2007). At the same time, the number of
so-called “Singles” and childless couples has increased.
These are young people who often have ample free time
and money, making them an interesting segment of the
overall demand for leisure activities. As is the case with
seniors, they also have different requirements than fami-
lies with children. Several integrated theories, including
the above-mentioned as well as those introduced in the
following text, have been developed to describe recent
societal changes.

According to Schulze (1992) the formation of a new
society, significantly focused on experiences and per-
sonal satisfaction took place in the beginning of the
1980s. Schulze (1992) associates the development of
this society with economic development and with the
provision of the basic needs of developed countries’
populations. The meaning of life for these people is
not merely to survive and to earn a living or to stave
off threats but to satisfy one’s subjective needs. This is
more or less carried out, although Schulze (1992) does
indicate certain external problems, which arise out of
such behavior. Having an experience is becoming an
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important motivational element and people have been
investing increasingly more energy, time and money in
order to acquire experiences. This lifestyle change influ-
ences almost all areas of people’s lives, not only leisure
pursuits. People are searching for experiences in other
areas as well — even something as mundane as shop-
ping is becoming an experience. Schulze (1992) talks
about moving from an outer-oriented market to inside-
oriented market. Not only is the functional quality of
a product important, but also the emotions connected
with the shopping experience. Consider soap or sham-
poo, for instance. The product not only serves the pur-
pose of hair care or body wash, but it has become more
and more aesthetic with the goal of inducing a feeling
among customers that using a particular product will
evoke a certain experience. Phrases such as “Enjoy your
life” and “An unbelievable experience” have become
almost magical in advertising.

Drawing on Schulze’s “Erlebnisgesellschaft”, Romeifi-
Stracke (2003) uses the expressions “Spafigesellschaft”
(fun society) and “Sinngeselschaft” (sense society). She
defines “fun society” as a society, which emerged at the
end of the 20th century and is characterized by a desire
for any kind of entertainment. The primary goal of peo-
ple in this society is to be at the center of events, “on
center stage”, and to have the most extreme and most
exotic experience possible. Nonconformity in behav-
ior is encouraged, standards are frowned upon, and the
trends for this society constitute a mix of different styles.
Romeif3-Stracke (2003) uses the key expressions “extro-
version, extreme, exotic and eclectic”. The proliferation
of amusements parks in Germany (“Erlebniswelten”
which seek to offer “unlimited” amusement, adrenalin
experiences and a huge diversity of possibilities, is con-
nected with the creation of this society. It is a period of
time when the popularity of commercial mass settings,
intended for spending leisure time, is increasing.

According to some authors (Romeif3-Stracke 2003;
Opaschowski 2004), changes have occurred in terms
of the desire for a different types of experiences and
amusement in German society, since the end of the
1990s, in contrast with earlier time periods. Romeif3-
Stracke (2003) calls this time period “the second mod-
ernism” and its society “sense society” (Sinngesell-
schaft), which means a society that is more interested
in the sense of things. Because of the wide variety and
abundance of choices, people are often forced to choose,
and it is not possible to do everything (Opaschowski
2004). This leads people to question “What good are my
actions?” or “What will I get out of it?”. According to
Romeif3-Stracke (2003), people who live in accordance
with this second modernism not only try to discover
the meaning of their behavior, they also frequently
abide by the rule “less is more” and try to find their own
life direction. This helps them to become oriented in
today’s diversified world. This “sense society” is defined
by “introversion, intensity, integration, and intimacy;,”

its emergence is related to growth in wellness tourism,
ecotourism, study tours, alternative housing and passive
forms of entertainment that were popular during the
previous period (Romeif3-Stracke 2003).

The societal changes mentioned above are reflected
in Inglehart’s (1997) notion of a shift from materialism
to post-materialism. Those who concentrate first and
foremost on the satisfaction of material, basic needs are
identified as materialistic. Post-materialists, in contrast,
pay most of their attention to the achievement of esthetic
and social values; their main objective is personal self-
fulfillment and self-expression, which manifests itself in
higher political involvement and interest in the environ-
ment (Inglehart 1997). This development is based upon
the rising standard of living in developed countries where
people often take basic needs for granted and, analogous
to Schulze’s statements in his theory of “experience soci-
ety’, they frequently turn to other spheres to find fulfill-
ment. This shift does not signify a decrease in material
values but rather their postponement. Inglehart’s (1997)
conclusion that society is becoming more and more post-
materialistic is in harmony with Romeif3-Stracke’s state-
ments about the current movement towards a “sense
society”.

It is impossible not to mention technological develop-
ments which change the way people spend their free time.
These include motorization, transportation infrastructure
improvements, decreases in the price of air transport and
internet access for a broad spectrum of people.

4, Comparisons concerning the utilization
of free time in Germany and in Czechia

4.1 The relationship between free time and working time

Over the last hundred years the amount of free time
has increased significantly for people in Germany and
in Czechia — work-free life phases have increased in
duration (pension/retirement, studies), working time
has decreased and leave has increased. At present, the
amount of hours devoted to spare-time routinely exceed
time devoted to work and it is expected that the amount
of free time will continue to increase in the future.
(Opaschowski 2004).

In Czechia, an eight-hour working day and six to
eight weeks vacation were established in the First Repub-
lic. In 1966, people were given two Saturdays off, and in
1968 the working week was reduced to five days (Fialova
2000). Since World War II, holiday time has been pro-
longed up to the current 20 days, designated by law (Act
No. 262/2006 Coll.). German law also prescribes 20 days
of holiday time (Section 3 (1) BUrlG). The standard for
providing extensive holiday time is quite common in
both countries - e.g. in Germany the average number of
days, was 29 in 1997 (Deutsche Gesellschaft fiir Freizeit
1998 in Konrath 1999).
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The number of working hours varied between 46.4 for
women and 53.1 for men, in the 1960s in Czechia
(Bezousek, Vytlacil 1967 in Borovskad 2006). In 1993, the
average was 53.4 hours and, in 1999, 45 hours (Tucek et
al. 2003). This means that since the 1960s, time devoted to
work has decreased with a slight and temporary upswing
shortly after the transformation period began in the early
1990s. This upswing was associated with the emergence of
a business class that works more and an increase in work-
ing overtime. However, after few years, the number of
working hours went down again (Duftkova, Tucek 2003).

A trend of decreasing weekly hours is also evident in
the former West Germany. Working hours fell from 44 to
38.5 between 1962 and 1990, and further to 37.5, in 1999
(Deutsche Gesellschaft fiir Freizeit 1998 in Konrath 1999).
The data show a similar trend in Czechia; however, the
decrease is steeper. A less dramatic decrease took place in
former East Germany (Deutsche Gesellschaft fiir Freizeit
1998 in Konrath 1999), which is, from a historical point-
of-view, more similar to Czechia than West Germany.

Although historically the amount of free time has
increased, the working time, especially for people in
high-ranking positions in some developed countries has
been increasing again, due to aspirations of increased
competitiveness (Schroder 2006). While at the beginning
of the 20th century only the most wealthy managed to
allocate time which they could devote to entertainment
and average people had much less free time, the situation
is different nowadays. People with lower social status in
Germany as well as in Czechia have significantly more
free time. For instance, people with a higher education
work an average of 45.1 hours weekly, while those in busi-
ness work 56.4 and freelance workers 52.3 hours per week
(Duftkovd, Tucek 2003). On the other hand, people with
higher social status have more disposable income that
they can spend on free time and, as a result, they become
important free time and tourism customers. For these
people, the value of free time is increasing. Gotledge and
Stimson (1990, p. 108) mention that, in such individu-
als’ work “Time is considered as a very rare commodity,
which competes with money”. On the contrary, unem-
ployed people do not have as much disposable income,
even though, in theory, they have more time, and, for
this reason, they do not consider it a positive. Changes in
normal work hours is a recent, ongoing trend and many
companies allow employees to organize their time indi-
vidually. Other companies request employees to work at
unusual hours. This leads to significant differences within
society and to differences in individual uses of free time.
In many cases, it is becoming increasingly difficult to
harmonize weekly, weekend or afternoon free time for all
family members.

4.2 Free-time expenses

Free-time expenses comprise 24% of total house-
hold expenses in Germany and 22% in Czechia (Fig. 1).

Free-time expenses have been increasing at a rate simi-
lar to that of total household expenses in both countries
(Tables 1 and 2), so their share has not been increasing. In
fact, there has been a slight decrease in the percentage of
total household spending for free-time activities in recent
years (Fig. 1).

In addition to total expenditures, it is also important
to examine their structure. If we look at the individual
components of consumption that can be designated as
recreation or culture, according to the COICOP classifi-
cation, there are some differences between the two coun-
tries. There is also a noticeable difference between the
wealthiest and poorest households in Czechia.

An average Czech household spends the majority of
its recreation and culture expenses on organized trips
(about 22% during the last five years), on recreational
and cultural services (also 22%) and on short-term con-
sumption products for recreation and pets (about 20%).
The share of expenditures for trips has declined dramat-
ically over the last five years. Conversely, expenditures
for long-term consumption products for recreation and
culture and for recreational and cultural services have
risen. In contrast, the share of expenditures for orga-
nized trips has been very low in Germany since the
1990s (about 3 to 4%) and the highest share has been
for recreational and cultural services (about 35%). The
newest trends in Germany show that the expenditures
for durable consumer products have increased over
the last five years. Between 1991 and 2007, the above-
average growth in expenditures for trips (2.6 times) and
recreational and cultural services (1.8 times) took place.
These trends are reflected in a 50% increase in total
expenditures for recreation and culture in Germany
during the same period. Considering culture and recre-
ation expenses, expenditures for services grew in con-
trast to expenditures for short-term and long-term
consumer products, designated for free-time use. The
difference between the amount of trips in Germany and
in Czechia can be explained by the significantly lower
relative price of trips (according to average income in
the country) in Germany and also due to the number of
days of holiday allocated in both countries.

There are also differences between higher income
and lower income households. Households with higher
incomes spend more in overall free-time expenditures
and a larger amount of money on total expenses for free
time activities. The table 3 shows that between 1965 and
1992 the portion of free-time expenditures decreased in
different types of households in the former West Ger-
many. More recently, there has been a similar trend in
Czechia (Table 4). This pattern runs contrary to the
growth of inequality in both societies during this peri-
od (Opaschowski 2004; Tucek et al. 2003; Nosek 2006).
According to Opaschowski (2004), Germans tend to save
money on a daily basis and, subsequently, they tend to
use the saved money for entertainment, which repre-
sents non-material consumption. Opaschowski (2004)
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describes these two tendencies — the growth of differ-
ences in society and simultaneously emerging alternative
approach to particular kinds of consumption - as “once
luxury, next asceticism”. People save money in one area
to be able to afford luxury in another area. This trend
corresponds with the concept of second modernism and
with the post-materialistic value shift (Romeif3-Stracke
2003; Inglehart 1997). “Second modernism” is character-
ized by the so called “sense society”, which is forced to
choose from the many possibilities available for spending
free time and which prefers the more valuable of these
options.

In Czechia, significant differences are evident between
the poorest and wealthiest households (Table 4) in
expenses for free time as a portion of total expenses; how-
ever, as in Germany, these differences have been reduced
over time. Essentially, this means that the increase in
free-time expenditures in the wealthiest households is
less dramatic when considered in light of the increasing
level of free-time expenditures in an average household.
It suggests that free-time expenditures are limited by lim-
ited amounts of available free time. Also, the structure
of free-time expenditures is different in the poorest and

the wealthiest Czech households. First, expenditures for
organized trips are not the largest portion of expenditures
in the poorest households as in the average and most
wealthy households. Such expenditures have increased in
the poorest households only during the last five years as
did spending for durable consumer products. This trend,
leading to the convergence of free-time expenditures
in the wealthiest and poorest households, is congruent
with the characteristic tendency of the post-materialis-
tic “sense society” to save in areas other than free time
(Romeif3-Stracke 2003).

Czechs and Germans thus exhibit similar consumer
behavior with respect to relative free-time expenses, in
spite of ongoing differences in Czech and German over-
all household expenditures. Standard of living influences
the absolute amount of expenses as do price differences
(consider the price of trips). In both countries the dif-
ference in free time expenditures between the poorest
and the wealthiest is decreasing. Differences between the
expenditures for package holidays in Czechia and Ger-
many also seem to be decreasing. In general terms, there-
fore, the free-time consumer behavior of the inhabitants
of both countries appears to be converging.

Tab. 1 Free time expenditure and total consumer expenditure in Czechia between 1991 and 2007 (CZK)

Year free (Z::j::fv Zl;cj)iture Change index (1991 =1) Total Co(gzl:srzre&;:s ;nditure Change index (1991 =1)
1991 6,188 28,082

1992 7,445 1.20 34,573 1.23
1993 8,161 1.32 39,309 1.40
1994 9,303 1.50 44,415 1.58
1995 11,354 1.83 52,207 1.86
1996 13,461 2.18 60,621 2.16
1997 14,936 241 68,151 243
1998 15,438 2.49 73,472 262
1999 16,728 2.70 78,209 2.79
2000 17,156 2.77 79,625 2.84
2001 18,423 2.98 84,288 3.00
2002 18,404 297 86,874 3.09
2003 20,124 3.25 91,365 3.25
2004 21,525 3.48 94,098 335
2005 22,095 3.57 99,165 3.53
2006 23,160 3.74 107,585 3.83
2007 25,007 4.04 120,208 4.28

Source: Retrospektivni Udaje statistiky rodinnych uctu. .., Czech Statistical Office (2008)



60  AUCGeographica

Tab. 2 Free time expenditure and total consumer expenditure in Germany between 1991 and 2007 (EUR)

Year Free (tpi::f:r):zl Z’;‘:)itu’e Change index (1991 =1) Total cizzgsrzre;xggsnditure Change index (1991 =1)
1991 2,553 10,552.8

1992 2,683 1.05 11,205.1 1.06
1993 2,683 1.05 11,590.3 1.10
1994 2,793 1.09 12,028.2 1.14
1995 2,877 1.13 12,3854 1.17
1996 2,976 1.17 12,675.9 1.20
1997 3,064 1.20 12,9483 1.23
1998 3,167 1.24 13,187.5 1.25
1999 3,298 1.29 13,556.4 1.28
2000 3,428 1.34 13,976.4 1.32
2001 3,533 1.38 14,483.6 1.37
2002 3,513 1.38 14,515.7 1.38
2003 3,525 1.38 14,718.0 1.39
2004 3,613 1.42 14,963.4 1.42
2005 3,673 1.44 15,240.2 1.44
2006 3,792 1.49 15,657.9 1.48
2007 3,831 1.50 15,869.7 1.50

Source: VGR des Bundes — Konsumausgaben der privaten Haushalte, Statistische Bundesamt (2008)

26,0

B Czech Republic W Germany

24,0

20,0

Percentage

16,0

14,0 +

12,0

Fig. 1 Free time expenditure and total consumer expenditure in Germany and in Czechia between 1991 and 2007. Source: VGR des
Bundes - Konsumausgaben der privaten Haushalte, Statistische Bundesamt (2008) Retrospektivni Udaje statistiky rodinnych ucta..., Czech
Statistical Office (2008)

Tab. 3 Free time expenditure/expenses as a part of private consumption in various West German households (as a %)

Year 1965 1970 1975 1980 1985 1992
Households with lower incomes 55 6.8 7.8 9.1 10.2 12.2
Middle incomes 10.7 123 15.7 16.6 16.2 15.6
High incomes 14.9 16.1 17.6 19.4 18.1 17.6

Source: Schafer 1995
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Tab. 4 Free time expenses as a part of private consumption (as a %) in 10% of Czech households with lowest incomes and 10% of Czech

households with highest incomes

Year 10% of households with lowest incomes 10% of households with highest incomes
1989 19.09 25.11
1990 18.49 25.98
1991 20.23 24.25
1992 19.34 25.02
1993 18.57 2345
1994 18.70 24.66
1995 18.45 26.73
1996 19.11 26.56
1997 20.09 25.79
1998 19.61 22.11
1999 19.85 22.93
2000 20.67 2247
2001 20.35 22.28
2002 20.67 22.34
2003 21.02 23.10
2004 22.76 28.67
2005 22.38 28.03
2006 20.65 21.34
2007 21.28 20.01

Source: Retrospektivni Udaje statistiky rodinnych ucta. .., Czech Statistical Office (2008)

4.3 Everyday free-time activities

Recently, Czech and German households have gravi-
tated towards leisure activities that can be done at home
(see Fig. 2 and table 4). Media consumption has become
more important (Fig. 2 and 3). Dutkovd, Urban and Dub-
sky (2007) and Mazochova (2006) point to an increasing

number of Czechs who spend their free time at home.
Fig. 2 shows that media consumption increased while
weekend trips decreased by 20% in Germany between
1997 and 2004. Everyday free-time activities in Germany
and in Czechia do not differ much, apart from a high-
er number of Czechs, who list meeting relatives and
acquaintances as a regular activity.

Theater, concert, exhibition

Café, restaurant

Computer

Valuable fiction reading

Meeting relatives and aquaintances

Relaxing

Sport, walks

Hobbies

Reading magazines and amusing
literature

Watching TV or video

0 10 20 30

Share of people doing the activity (%)

40 50 60 70 80 90 100

Fig. 2 Free time activities done at least once a week (Germany 1997 and 2004). Source: Kronibus 2007, Altenhéher 2003a
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Fig. 3 Free time activities done at least once a week (Czechia 1997 and 2004). Source: Data 1999 in Duffkova 2000

Tab. 5 Other free time activities done at least once a week (Germany)

How many polled people out of 100 does a given activity at least once a week?
Year 1992 | 2001 | 2002 Difference 02/92 Difference 02/01
Shopping and Windows shopping 32 36 33 -1 -3
Visit to the cinema 10 14 12 +2 -2
Visit to catering establishment 28 28 27 -1 +1
Pub visit 19 18 =1
Sport event 13 12 1 -2 -1
Going away for the weekend 27 8 7 -20 -1
Amusement park visit 7 6 5 -2 -1
Playing with children 25 26 +1
Thinking 34 34 36 +2 +2
Housework 21 23 +2
Gardening 38 39 43 +5 +4

Source: Altenhdher 2003a

5. Tourism trends in Germany

The newest trends include interest in “alternative”
forms of tourism, e.g. wellness tourism or simply the
desire to relax in the countryside (Table 6). This presents
a departure from mass tourism.

According to a survey carried out by the German
Research Institute for free time (Opaschowski 2001b) the
highest percentage of polled respondents (57%) consider
two things to be most important in determining their
future vacations: clean nature and intensive experiences.
Senior citizens, in particular, emphasized these things.
The second most common preference (35% of respon-
dents) is a vacation at a beach - the form of holiday which

is currently the most common. Families with children
seem to prefer this type of holiday.

The third most common preference (20%) mentioned
by all age groups is to have a vacation that combines well-
ness, fitness and relaxation. 19% of the respondents and
especially young people indicated that they prefer to get
to know new vacation spots, which offer a combination
of experiences, such as yachting, tropical climates, shop-
ping centers, and small villages. 16% of the respondents
expressed the desire to travel to faraway, exotic destina-
tions. People have expressed such a preference for a many
years now. Even if the number of journeys to exotic coun-
tries has increased lately, it represents more of a wish
than a reality, because common and close destinations
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are much more popular and viable (Opaschowski 2007).
Usually young people prefer this form of vacation.

Urban tourism was mentioned with the same fre-
quency as far-away destinations. It is popular for all
age groups with a slight majority among young child-
less people and its popularity has been growing steadily.
The number of days spent by tourists in cities with more
than 100 000 inhabitants grew by 73%, between 1994
and 2004, and the number of one-day trips increased
by 122%, during the same period (Kronibus 2007). The
popularity of urban tourism is associated with short-
ened holidays. People travel more often during the year,
but spend less time at destinations. This makes short
holidays to cities an ideal destination choice. In 2005,
short-term holidays comprised approximately 40% of
holidays in Germany, which represented a 17% increase
compared to 1970 (Sierck, Meinken 2006). Lower pric-
es for air travel have also contributed to the increasing
popularity of urban tourism.

Since the 1960s, activities done outside of the house
that bring no new experiences have declined in popu-
larity; for example, dining out in restaurants has seen
a decline, while “thematic gastronomy” has become more
popular (Altenhoher 2003b).

Overall, the German society is presently emphasizing
the importance of nature, wellness and relaxation. These
changes correspond with the values and needs of a post-
modern society and are consistent with the concept of
second modernism. Franch, Martini and Buffa (2008)
speak of a certain part of the population that disdains
common mass tourism, which the authors define as the
“4 Ss (sea, sand, sun, sex)”, meaning that tourists stay at
a warm seaside resort, equipped with man-made experi-
ences (water parks, adrenalin water sports, etc.). Instead,
these people prefer individual tourism with “4 Ls (land-
scape, leisure, learning and limit)”. However, the sur-
vey shows significant differences in demands of various
customers.

Tab. 6 Interest changes regarding certain forms of tourism
between 1999 and 2002 (Germany)

Form of tourism Change of interest (%)
Welness holiday 125
All- inclusive 65
Fitness holiday 51
Sick leave 46
Study stay 45
Urban tourism 8
Winter holiday in warm countries 5

Source: Forschungsgemeinschaft Urlaub und reisen e. in Danielsson,
Lohmann 2004

6. Conclusion

Based on the theories and empirical research pre-
sented in this paper, we can see that, during the twen-
tieth century, societal changes took place that were
associated with the high degree of economic security
in developed countries. Subsequently, these develop-
ments also led to changes in the way people spend
their free time. Decreases in working time, increases in
standard of living, and longer periods of holiday led to
an increase in free time. This increase has been associ-
ated with the development of the “experience society”
and with the commercial entertainment boom. Since
the end of the 1990s, there have also been qualitative
changes in the ways people use their leisure time, and
free time has been allocated less commercially. The
amount of free time or its representation as a percent-
age of total expenditures has not changed during the last
few years, even though new kinds of entertainment have
developed. People are therefore forced to choose from
a wide variety of possibilities. These qualitative changes
have been associated with an increase in the number of
people in developed countries who exhibit post-mate-
rial values (Inglehart 1997). Post-materialists tend to
be economically secure and, consequently, they spend
more money on non-consumer products, such as free-
time services, and insist upon aesthetic, social values, in
addition to the quality of these products and services. It
could be assumed that this trend applies mainly to high-
income households. While it is true that wealthier peo-
ple can afford to spend more money on non-consumer
products, lower-income groups in Germany tend to save
money in areas of daily consumption in order to afford
luxury in their free time. This situation leads to the par-
tial convergence of free-time expenses among higher-
income and lower-income groups. Empirical surveys
conducted in Czechia also demonstrate the Czech soci-
ety’s slight shift towards post-materialism, between 1991
and 1999 (Rabusic 2000, Rehdkova 2001).

The second demographic transition, which involves
population aging and lower birthrates, has lead to chang-
es in preferences that the free-time and tourism indus-
tries are forced to adapt to. Trends in the German tour-
ism industry show a shift towards “more meaningful” or
“post-material”, non-commercial, free-time activities.
The increase in wellness tourism is indicative of this shift
towards healthy lifestyles and meaningful entertainment.
No comparable research has been carried out in Czechia;
however, if we consider similar free-time activities, the
gradual convergence of free-time expenses and a similar
shift towards so-called post-materialism, we can predict
a similar pattern of future development for the Czech
free-time and tourism industries.

The results of trend research show that countryside
and nature destinations are increasingly popular for
the tourism industry. In spite of this trend, common
forms of vacation as well as new, diversified destinations
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remain popular for certain socio-demographic groups.
It is unlikely that people will completely give up mass
tourism and similar forms of entertainment. It is likely,
however, that forms of entertainment which can prom-
ise something new, valuable or educational will be more
successful in the future. Opaschowski (2004) expresses
a similar idea in stating that people will not give up con-
sumption, but will increase its quality. In the future, we
are more likely to see differentiation in the tourism mar-
ket and leisure industry requiring frequent innovations
and flexibility. To meet the demands of more experienced
consumers, higher quality products, professionalism and
standardization will have to become the norm.
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RESUME

Imény ve zpiisobu traveni volného éasu v Némecku a v Cesku

Clanek se vénuje problematice zplisobu a zmén v trdveni vol-
ného c¢asu obyvatel vyspélych zemi a jejich dopadd na priimysl
volného ¢asu a cestovniho ruchu. Prvni ¢ast je vénovana obecnym
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trendim a teoretickym konceptim. Druhd ¢dst je zaméfena
na porovnani némeckého prostredi s ¢eskym a naznaceni kon-
krétnich dopadii zmén v traveni volného ¢asu na préimysl volného
Casu a cestovniho ruchu. Pro zpracovani této ¢asti byla vyuzita data
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vychézejici z prizkumu volného ¢asu mezi obyvateli obou zemi
a data o spotfebnim chovéani obyvatel. Hlavnim pfinosem studie
by méla byt ur¢ita predikce vyvoje ve zkoumané oblasti a naznaceni
dalsich moznych smért vyzkumu.
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