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ABsTRACT: This paper presents deliberations about a survey which aimed to know the adults’ perspective on the
children’s influence regarding the decision to pursuit a holiday trip, the data was collected using online self-filling
questionaries, advertised by the researchers on their own social media profiles. Since it is an exploratory survey, the
statistical criteria were not taken into consideration and they were done as a step to approach parents travelling
with their children, who will also, if they agree, be part of another step involving interviews. The parents have
mentioned positive aspects experienced while travelling with children such as: getting a good treatment because
they were with the kids, loyalty to the hotel which offer human resources and good quality activities for the little
ones, and an available kitchen to prepare meals for the children; but they also point out some aspects that disturb
the adults. This realization indicates that there are some hotels which have difficulties dealing with this public. To
sum up, the survey allowed us to notice, from the adults' point of view, the pleasure to travel with children, but also
how their presence is still seen as an inconvenience to other guests.
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INTRODUCTION

The consumer child: a short contextualization

Before approaching the relationship between children,
consuming and tourism/ hospitality, it is important to
point out that the conception of childhood was histori-
cally built and the changes it has suffered throughout
time. Therefore, Philippe Ariés (2006) is an important
reference to be seeing in order to comprehend the
construction of childhood in an historical, social, cultur-
al and economic perspective. Steinberg (1997, p. 99)
understands that childhood “is a society creation,
which is susceptible to changes every time there are
important social transformation”.

Pereira (2010) explains that the concept of childhood is
not natural, but socio-historically built. Each period
constructs its own childhood concept; thus, the child
has not been seen the same way by society. Many
changes regarding the concept of childhood occur
throughout history according to cultural, social, and
economic transformations. The author considers that
“the childhood must be seen as a social construction;
the child creates their identities in relationships stab-
lished with culture and society”.

Esperanca (2011; p.3) also points out that “childhood is
seen as a variable historical artefact and comprises a
social generational category which builds itself from
the social practices and the interactions between adults
and children and between themselves”.

A traditional view and, still reaffirmed in some studies,
insists on the simplified idea that a child is a “still to
be” human being, which is just a passing condition to-
wards the adult life. As referred by Sarmento (2000, p.
157) quoted by Fernandes, (2016, p. 762): "the child is
considered as not adult, and this adult centric view to-
wards the childhood registers specially the absence,
the incompleteness or the denial of the characteristics
of a “complete” human being. We corroborate another
perspective that understands the children are also cre-
ator of knowledge, since the childhood itself must be
faced as a social construction.

Castro (1998) already emphasized that children and
adolescents left their shadowed place as citizens of a
rational and "adult centric” society in favor of a notori-
ous social position defined by the visibility which turn
them into targets for the offer of goods and services.
The child’s social position transition to form their own
category in which it is thought and studied for all the
needs of each age group and the social recognition
evolved to the development of the child consumer
and, consequently, into the marketing planning done
by tools which set a path to influence the children to
meet their parents, who possess the funds to do the
shopping. The author's perspective corroborates the
idea already shown that children are social actors and
distance themselves from the idea of “still to be".
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A survey from October 2003 (TNS/InterScience') al-
ready showed that 80% of the Brazilian children influ-
ence their families’ shopping decisions, and in return,
the consumerism in childhood presents an impact on
the children’s vulnerability, who are in the develop-
ment'’s stage, it is important to emphasize that no one
is born consumerist.

The way the children’s influence reaches many fronts
potentializes their marketing increasing and the differ-
ent forms which is possible to highlight it in the tour-
ism. The growth of the global tendency of increasing
volume of offers and products directed to this seg-
ment, the valorization of their consuming potential,
their autonomy as consumers, their influence on the
parents decisions regarding the family's consume, and
on the family's habits change are recognized by Ocke
when it is stated that: “although the recognized par-
ents’ leadership role in the decision making process,
the children’s influence may not be ignored (Ocke,
2013, p.508).

Sharing a similar perspective, Sampaio (2000) high-
lighted the children’s importance as consumers and
influencers on the family consume. Children have be-
come an attractive target to the media and gained,
with this, more public visibility. Therefore, Karsaklian
(2004, p.235) also recognizes the child’s most active
role in contemporary society: the children’s decision
power, nowadays, is not limited to the “toys and can-
dies” universe, it expands itself to other products con-
sumed by the family.

Loyola (2008) is an author who understands that, to
low value goods, the children and the adolescents may
be buyers, using their own allowance. To high value
goods, a negotiation process with the parents starts,
which may or may not be well-succeeded. They are
eager to their own goods, such as toys and outfits, but
they may also influence the family's goods.

To Blackwell, Miniard and Engel (2005) the children
market draws more and more attention from the mar-
keting professionals across the world due to the esca-
lating dollars, lire and pounds children spend in prod-
ucts and for the great influence they have on the fami-
ly's purchasing power. As it is also restated by Gotze,
Prange and Uhrosvska (2009) “children have not only
become a big group of consumers, but also gained as
much direct and indirectly influence. They act as influ-
encers over their parents regarding the family's pur-
chases” (Gotze, Prange and Uhrosvsk, 2009 as cited in
Bertol, 2015, p.40).

As stated by Rossi, the child “from a voiceless subject,
became the family and society’'s spotlight” and as ana-
lyzed by the author, the creation of the child consumer
is done at the contradiction of a no income consumer,
from a voiceless subject. “The child consumer paradox
is highly significative, although the parents have the

'To know more about it see: https://criancaeconsumo.org.br/
consumismo-infantil/. Accessed on: 16/04/2021.
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control over the purchases, the children acquired the
condition to make themselves to be heard, and more
than that, impose their choice and have the conditions
to make their priorities to be met” (Rossi, 2007, p.11).
Throughout this process, the child goes from user to
consumer.

The children are more and more recognized as influ-
encers on their families’ decision process and as im-
portant market consumer. Therefore, they have be-
come the focus of the marketing professionals’ efforts
in directing products and services to this public. Buck-
ingham quotes Dan Cook (2010) who reasons that chil-
dren are involved in the consumerist culture even be-
fore they are born. To this author, learning how to con-
sume is not seen in a one-sided perspective, in other
words, as “a matter of a one-way transmission, from
parents to children, but, by the contrary, as negotiation
process involving several social agents, in which many
meaning enter the game”.

Child, consume and tourism

Regarding lodging facilities, concerning the services for
children, Meira and Kushano, (2012) based on the
propositions by Krippendorf on the supply for the pub-
lic, mentioned that these are, most of the time, condi-
tioned to their parents’ decisions over trips, them be-
ing touristic ones or for other motivations.

Regarding consume decisions, in general, the families
choose holidays to satisfy the children’s needs, varying
according to their ages, such as, when they are babies,
they need to be assured of security and comfort. In this
case, parents choose hotels and airlines that offer spe-
cial amenities, for instance, baby food (Swarbrooke,
2002). However, according to Kushano (2007), the par-
ticularities existed in the children universe indicate that
products and services, components from a touristic
destination, need to be carefully planned and fit to
children, to be attractive, safe, and useful. Despite this
role has already been socially played, some lodging
facilities insist in keep minimal planning for this public,
limiting themselves only to adults’ needs.

Regarding the relationship Childhood and Tourism,
Piola, Andrade and Kushano (2018) quoted by Kushano
(2010) pointed that “it was observed that the touristic
activity is a mean of leisure, and it contributes to one’s
learning process and development. Specially children,
who may learn the others’ culture by experiencing the
new, as well as what is familiar”.

We emphasize that the tourism must not be seen only
by the economic and market perspectives, after all,
destinations carry symbols, traditions, and customs and
they have a direct relationship with the identity of
some individuals. Focusing on this perspective, it is
necessary to raise awareness to the use of space and
the search for educational processes in the direction of
creating a social and critical view of the activity, making
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viable for its development to be done in a sustainable
way.

Fonseca Filho's thoughts show us the tourism educa-
tion is still a new area of knowledge and its theme has
been developing, mainly, on Professional, Technologi-
cal and Higher Education, in which professionals are
trained to act directly in the market (Fonseca Filho,
2007). In his paper, the author thinks the tourism edu-
cation to be taught in elementary school as an im-
portant resource for the touristic development of a
location. In this case, there would be a distinct feature
from others, since the education of children and ado-
lescents seeks to broaden their knowledge, culture,
and view of the world — and not necessarily an entry to
the job market — creating responsible citizens who pro-
tect their cultural heritage as hosts and tourists.

The context facing a market that is already thought for
the influence of children, which works based on the
absence of maturity and considers them as junior con-
sumers and aims their long-time loyalty, should be
based on ethic, social and economic responsibility. One
reference is the ALANA Institute’'s “Children and Con-
sume"? program, which is based on raising awareness,
creation, and execution of public policies about the
theme combined with official complaints done to the
public authorities as Public Prosecutor's Office, Public
Defender's Office, the Department for Consumer Pro-
tection and Defense (PROCON) in the entire country
territory, along with the Justice Ministry.

In this way, it is important to point out there are pro-
posals in action that aim to insert financial education in
schools, but it must be kept in mind the need of a criti-
cal consumer education in the perspective of a citizen
consumer formation, which is more than just buying,
but reflect on what is consumed and, therefore, we
point out the possibility of approaching the touristic
consume by the children, linked it to topics such as
environmental education and sustainability.

Kushano, 2015, mentions that “in touristic spots, the
occurrence of tourism is part of the whole community
routine, including the children. There are national and
international research about the local population’s
opinion regarding tourism, but the ones including the
children are rare in this process”.

Even though our study has been developed by adults,
during the pandemic context, we have in mind that it is
necessary to take into consideration the children's
point of view and not only the adults’, considering the
experience they bring with them, since they carry
meaning. The important is to understand that children
build their own culture and may contribute to the
adults’ world. Reflecting on the school (Delgado &
Mdiller, 2005, p. 257) take important points to be incor-
porated in different areas, including tourism. They
state that: "Probably, children know more than adults

*Translator's note — The program's original name is “Crianca e
Consumo”.
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and the institutions, although we still understand little
about their ideas regarding pedagogies or concerning
what they think of adults and the schools we create
pondering them and their needs...".

METHODOLOGY

The methodology used in this survey has an explorato-
ry and descriptive feature, involving different steps:
first, it was done bibliographical surveys in research
from the themes: consume, childhood and tourism/
hospitality and in studies that also carried matters re-
garding the consume of touristic services and lodging
by children and their influence on the family con-
sume. The second step, which aimed to know the
adults’ perspective concerning the children’s influence
on the purchase of holidays and notice the locations
for children on the hotels’ websites, the data were col-
lected by self-filling online questionaries, advertised by
the researchers on their own social media profiles.

The choice to use an online form is justified by the fact
that the research has been developed during the pan-
demic decreed by WHO (World Health Organization) in
March 2020, due to COVID-19, which resulted in social
isolation that has affected the entire global economy,
and the Brazilian hospitality sector was greatly impact-
ed, leading to the closing of countless units and the
changing in the practices of the remaining ones.

The study was approved by the University's Ethic Com-
mittee and due to the exploratory feature, there was
no statistical concern, serving as an approach to par-
ents who travel with children and could, if agreed, par-
ticipate in the interview stage.

As stated by Malhotra (2006) quoted by Vieira, Castro
and Schuch Junior (2010) surveys done with the help of
the internet are becoming more and more popular
among researchers, especially for delivering their ad-
vantages, among them we highlight: lower costs,
speed, and the capacity to achieve specific targets, and
allow them to answer the most convenient way, time,
and place for each of them.

Concerning the use of the internet to do the survey, it
is important to bear in mind the warning given by Fra-
goso, Recuero and Amaral (2016, p.57) when they
state that "along with the immensity and the self-
similarity, heterogeneity, and the internet dynamism -
and its parts — it is held in check the strategies to select
and cut the sample that has already been solidly stab-
lished both in quantitative and qualitative research”.

RESULTS

Poria e Timotky (2014), highlight the academic re-
search has exploited “new” types of tourists, such as
disabled travelers, gay and lesbian tourists, but restat-
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ing the children are still absent from the academic dis-
course. This realization took us to seek other research
that have studied children and consume even if they
were not directed to the consume of tourism and hos-
pitality.

In this investigation with adults who travel with chil-
dren, the first aspect to be presented is the sociodem-
ographic profile. The survey had 101 participants, from
these, 85,1% were females, and 14,9% males, regarding
age group, the distribution is:

Table1 - Distribution by percentage of the responders age
group by gender.

Female | Male Subtotal
Band 1 - from 21 to 10 2 12%
Band 2 — from 31 to 46 8 53%
Band 3 - from 41 to 26 3 29%
Band 4 - from 51 to 4 -- 4%
Band 5 — above 60 -- 2 2%
years old

Source: survey data (2020-2021).

Which unveil that the biggest concentration is on band
2 from 31 to 40 years old, followed by band 3 from 41
to 50 years old, and the first band is not significative,
this information supports the delayed maternity seeing
in the Brazilian and world population, as established
on Guedes' words “The evidence of several studies, (...)
is that, in a general view, there is a tendency among
the most educated part of the female population to
delay the first children. This phenomenon is explained
by the priority given to the possibility of qualification
and professional development during the beginning of
the adult life and the subsequent child having less im-
pact in an already established career. (Guedes, 2009, p.
20)".

Concerning the marital status, it was seen that 67,3%
are married, 11,9% live in a common-law marriage,
9,9% are single, 8,9% are divorced, and 2% are widows.
If we add the married ones and the common-law ones,
we have a total of 79,2%, most individuals share this
marital status.

Regarding educational level, 51,5% have a post-
graduation degree, followed by 33,7% with a gradua-
tion degree, making it possible to observe a high level
of education among the participants impacting on the
family budget, which is a positive condition to the
trips. The level of parent’s awareness on the locations
in which children is seen under a thought and planned
view, based on their needs, spreads when thinking
about the creation of a future traveler. Children who
have access to tourism and cultural attractions may
broad their perspectives on the world they live in and
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the possibilities to explore it, whenever possible. Unfor-
tunately, not all children have this access, which reiter-
ates the need for public policies to increase tourism
and leisure offer for all children.

In what concerns children, it was identified 151 children
for 101 respondents, it was verified that most has just 1
child (54%), 41% has 2 children and only 5% has 3 chil-
dren. The children’s age is divided as followed: 46%
from 0 to 6 years old, 30% from 7 to 12 years old, 14%
from 13 to 18 years e 10% above 18 years old, in which
is observed a significative predominance of younger
children. To Tinson and Nancarrow (2005) cited by Ber-
tol (2015), the changes on the family structure affects
the degree of influence of its members in different
stages of the buying process.

Lipovetsky calls our attention that the consume has
been used to "buy the peace” in the family, in other
words, “a way to make oneself be forgiven for the long
absences, while it is also the children’s right to happi-
ness, pleasures, and individuality” (Lipovetsky, 2007,
p.120)

It is important to highlight that the Statute of Child and
Adolescent (ECA) — article 2 considers as “child a per-
son who is until incomplete twelve years old, and as an
adolescent the one who is between twelve and eight-
een years old” (BRASIL, 1990). Although in the Conven-
tion on the Rights of the Children (CDC) “it is consid-
ered as a child every human being under the age of
eighteen”, in this survey, we consider the CDC parame-
ter, since we understand that even the adolescent chil-
dren may not travel alone. The ones older than 18 were
related, because they were part of the family as chil-
dren in other age groups.

Regarding the trips with children, it was done a series
of questions that are following presented: the first one
mentioned the frequency of the trips and 47% reported
to travel from 2 to 3 times a year, 32% once a year,
10% from 4 to 6 times a year, 3% on holidays, 2% every
month and 6% answered other options, which is an
answer for each of the following reasons: occasionally;
depends on the availability; when it is possible at the
moment; not always, almost never; haven't been travel-
ling; and we have only travelled once.

Questioned about having met prohibitions on the pres-
ence of children, 32% stated they have seen it and 68%
have not due to the fact they have sought for hotels
known for serving this public. The ones who have an-
swered yes pointed the following motives for this pro-
hibition: the noise, the couple’s segmentation, romantic
spots were also emphasized, added to allegation of
absence of safety or children’s presence. Information
that indicates the parents’ worries about the offered
context while searching.

Concerning the presence of information on the web-
site, in relation with the offer of equipment and space
of leisure targeting and/or adequate to children, 15
people have not remembered, 25 have said there was
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not, and 61 have stated yes, most of them mentioned
playground and children’s pool, but it was pointed:
children’s recreation space, playground, games’' room,
playroom, zipline and changing room in smaller pro-
portion.

The place of the tourist children: Between the aca-
demy and the market

According to a previous study, (Moraes and Freitas,
2020) children has been seen as consumers of the most
variable products and services: clothes, footwear, mo-
bile phones, beauty parlors, although, it was also possi-
ble to observe the children under the hospitality and
tourism context, they do not have their own estab-
lished space as research subjects, it has been found few
studies approaching this connection. Our research un-
veiled a low rate facing the volume of publications in
academic journals and renowned tourism and hospital-
ity events, in which children are seen as research sub-
jects, making it an unexplored field.

The search was done in online journals in the areas of
Business, Accounting and Tourism, classified between
A2 and B5. The pursuit in the journals revealed by
numbers that only 4 from the 10 journals seen have
published topics related to children’s reality.

On a different research analyzing the websites and so-
cial media from lodging facilities in Barra da Tijuca and
Recreio dos Bandeirantes neighborhoods, both in Rio
de Janeiro (Moraes and Freitas, 2021) we sought the
perspective from these services productors by investi-
gating what has been offered and advertised to chil-
dren, or what type of adequations the touristic and
hospitality services and features have suffered to ad-
dress this public. It was noticed little visibility on the
hotels” websites, where we identified formal language
and little details regarding the spaces, equipment, ser-
vices, and human resources to the children. On the so-
cial media, there has been a higher views rate through
posts about and to the children, it was also found part-
nerships with influencers on the children’s market and
the promotion of holiday trips thought to children,
such as slumber parties and birthday parties, including
VIP presence of child influencers.

Considering this paper's reflections, we may notice the
place occupied by children in tourism, either by the
academic point of view or by the market. The low visi-
bility of this segment on websites, and in great part, in
social media, is also expressed in this activity's theoreti-
cal research. Therefore, we suggest the need of discus-
sion regarding this topic in both spaces. In the aca-
demic area, it has become essential to include this de-
bate in the specialist's educational curriculum, seeing
this niche as if potential to broad the segment. The
market has already demonstrated the potential for
overcoming the view that children are just
“appendixes” of their parents and relatives, considering
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them as individuals with subjectivity, needs, and per-
sonal wishes. Although this new way to face children
and adolescents may and should be more widespread
and broaden.

CONCLUSION

Although it has been possible to identify several stud-
ies, in which children are recognized as consumers of
products and services for themselves, influencer on the
families’ purchasing decisions, and as future consumer,
in our search, we noticed there are little research focus-
ing on the touristic and hospitality consume and when
they are, it is from the adults’ perspective — who answer
for them.

This, in a certain way, demonstrates the importance of
new studies that aim to hear what children has to say.
Many times, it is believed that certain approaches with
children are not appropriate, starting from the idea that
they do not know some topics or that they do not have
an opinion regarding them. This type of attitude re-
veals, in some cases, an attempt to preserve them, and
in others, an underestimation of their perspectives.

In addition to that, the parents’ attention to the way
children is seen regarding the offer of goods and ser-
vices is remarkable during the moments of the survey
before the purchasing, in other words, even if there are
not any understanding on the part of the child to say
something, the parents analyze the context concerning
the perspective of the children’s needs or what they
may demand. Tourism has social and economic role
since the beginning of life in society, it needs to go
along with the financial education to have conditions
to be done. Governmental initiatives must be imple-
mented such as visits to historical spots, provide leisure
tourism to public school’s students, and envision, along
with financial education, ways for the students to seek
for and to have conditions to do it.

The financial education approach that recently has
been included in some Brazilian schools may, in a long
term, represent changes that point to the formation of
citizen consumers, who are worried not only to evalu-
ate the economic connection involved in consuming,
but also about the consequences of their acts in the
social and environmental point of view.

Parents have mentioned positive aspects experienced
while traveling with children, such as: have been well
served because they were with their children, the loyal-
ty to some hotels that have human resources and qual-
ity activities for children and kitchen used to prepare
the children’s meals. At last, we highlight aspects that
disturb adults who travel with children and that indi-
cates that some hotels still face some difficulties to
deal with this public: “a disabled child is not considered
to be liable to enjoy the tourism benefits” and “the
marketing is directed to activities that distance parents
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from their children in a get-rid-of-your-child style”.

The research has enabled us to comprehend, from the
adults’ point of view, the pleasure to travel with chil-
dren, but it has also shown how their presence is still
seen as an annoyance to other guests. In this way, we
consider important for the hotel to incorporate the
children’s perspective to the services offered to them, it
is desirable to hear them.

The analyses in the studies we have been doing point-
ed to a need of new research that aim for answers to
some questions that have already been part of our con-
cerns, and to new questions created throughout our
investigations, such as: what would be the reason for
children still be poorly present in the tourism searches
and in the lodging facilities social media? Aren't what
children have to say important? Would the adults be
the most adequate subjects to express what is the chil-
dren’s interest? With this, we emphasize the im-
portance to keep seeking to deep our reflections re-
garding it, and, whenever possible, with the children
consumer of touristic services and hospitality, trying to
understand the children’s importance for the touristic
activities, as well as the importance of tourism for chil-
dren.

REFERENCES

Ariés, P. (2006) Historia social da crianga e da familia. Rio de Janei-
ro: LTC.

Bertol, K. E. (2015) A influéncia das criangas no processo de
decisdo de compras da familia. Dissertacdo (Mestrado em
Administracdo e Negdcios) - Pontificia Universidade Catoli-
ca do Rio Grande do Sul - PUCRS, Porto Alegre. Brasil. Recu-
perado de http://tede2.pucrs.br/tede2/bitstream/
tede/6300/2/474616%20-%20Texto%20Completo.pdf

Blackwell, R. D, Miniard, P. W. M., & Engel, J. F. (2005). Comporta-
mento do consumidor. Sdo Paulo: Pioneira.

BRASIL. Estatuto da crianga e do adolescente: Lei federal n2 8069,
de 13 de julho de 1990. Disponivel em: http://
www.planalto.gov.br/ccivil_03/leis/I8069.htm. Acesso em:
mar. 2017.

Buckingham, D. (2012) Repensando a Crianga Consumidora: Novas
Praticas e Novos Paradigmas. Comunicagdo, Midia e Con-
sumo, Sado Paulo, 9(25), 43-72.

CASTRO, L. R. (Org.) (1998) Infancia e adolescéncia na cultura do
consumo. Eng? Paulo de Frontin/RJ: NAU Editora.

Delgado, A. C. C. & Midiller, F. (2005). Sociologia da infancia:
pesquisa com criangas. Educacdo e Sociedade, 26(91),351-
360.

Esperanca, J. A. (2011, maio). Infdncias contemporaneas e con-
sumo: tensionamentos para pensar a educa¢do ambiental
e a escola. Anais do Seminario Brasileiro de Estudos Cul-
turais e Educagao, Rio Grande do Sul, RS, Brasil, 4.



Applied Tourism
ISSN: 2448-3524

B

Fernandes, N. (2016). Etica na pesquisa com criangas: auséncias e
desafios. Revista Brasileira de Educagdo [online]. 21(66),
759-779. Recuperado em https://dx.doi.org/10.1590/
S$1413-24782016216639

Fonseca Filho, A.S. (2007) Educagdo e Turismo: Reflexdes para
Elaboragdo de uma Educagdo Turistica. Revista Brasileira
de Pesquisa em Turismo, 1(1), 5-33.

Fragoso, S., Recuero, R. & Amaral, A. (2016). Métodos de pesquisa
para internet. Porto Alegre: Sulina.

Guedes, M. de C. (2009) Na medida do (im)possivel: familia e tra-
balho entre as mulheres de nivel universitario. Tese
(Doutorado em demografia) - Universidade Estadual de
Campinas, Instituto de Filosofia de Ciéncias Humanas,
Campinas, SP, Brasil. Recuperado de http://
www.repositorio.unicamp.br/handle/REPOSIP/280650.

Karsaklian, E. (2004) Comportamento do Consumidor. (2a ed.) Sdo
Paulo: Atlas.

Kushano, E.S. (2007) Adequacdo de meios de hospedagem para
criangas: um foco no Ecoresort Tororomba, Distrito de
Olivenga, llhéus, Bahia. Revista Hospitalidade, 4(1). Recu-
perado de https://www.revhosp.org/hospitalidade/issue/
viewlssue/74/13.

Kushano. E. S. (2015). Turismo, infancia e cotidiano: percepgoes e
sentimentos de criangas residentes em Matinhos (Parana —
Brasil). Tese (Doutorado em Geografia) - Universidade
Federal do Parana, Curitiba, PR, Brasil. Recuperado de
https://acervodigital.ufpr.br/bitstream/
handle/1884/38191/R%20-%20T%20-%20ELIZABETE%
20SAYURI%20KUSHANO.pdf?sequence=1&isAllowed=y.

Lipovetsky, G. (2207) A felicidade paradoxal: ensaio sobre a socie-
dade de hiperconsumo. (2a. reimpressdo). Sdo Paulo: Com-
panhia das Letras.

Loyola, V. D. (2008) Consumidor na Infancia: as faces do consumo
infantil. Anais do Congresso Brasileiro de Ciéncias da Co-
municacdo, Natal, RN, Brasil, 31. Recuperado de http://
www.intercom.org.br/papers/nacionais/2008/resumos/R3
-0966-1.pdf

Meira, C. M. e Kushano, E. S. (2012) Turismo e Infancia: a (In)
visibilidade das Criangas nos Sites dos Meios de Hospeda-
gem do Destino Curitiba-PR e sua Regido Metropolitana.
Anais do Seminario de Pesquisa em Turismo do Mercosul,
Caxias do Sul, RS, Brasil, 7. Recuperado de https://
www.ucs.br/ucs/eventos/seminarios_semintur/
semin_tur_7/arquivos/08/01_20_00_Kushano_Meira.pdf

Moraes, G. L. e Freitas, P.0. (2020). O lugar da crianga na hotelaria:
uma analise a partir dos sites e das redes sociais de hotéis.
2020. Ciclo Internacional de Atividades Hoteleiras —
WEBCICLO. Foz do Iguassu, PR, Brasil, 12. Recuperado de .
Disponivel em: https://midas.unioeste.br/sgev/eventos/
ciah2020/anais.

Moraes, G. L. e Freitas, P.0O. (2021) O que tem sido produzido aca-
demicamente sobre a crianga turista: um estudo ex-
ploratério, em andamento. Anais do XV Férum Internac-
ional do Turismo de Iguassu, Foz do Iguassu, PR, Brasil, 15.
Recuperado de https://www.sisapeventos.com.br/
deangeli/wiew/inscription/submission/files/4/468-2173-
7.pdf

30

Ocke, M.A. (2013) O Processo de Decisdo de Compra de Férias da
Familia. Revista Turismo Em Analise, 24(3), p. 503-520.

Pereira, L. F. Publicidade, Consumo e Infancia: Impactos, Conse-
quéncias e o papel da educagdo nessa relagdo. Anais do
Encontro do Consumo, Rio de Janeiro, RJ, Brasil, 5.

Petry, T. R. E., Pickler, C. de M. & Tomelin, C. A. A percepgao dos
héspedes de negdcios quanto ao desempenho da quali-
dade dos servigos prestados nos hotéis de Floriandpolis:
uma analise a partir do contetdo gerado no website book-
ing.com. Revista Turismo - Visdo e Agdo - Eletronica, 18(2),
p.327-52.

Piola, F. G.; Andrade, D. C. G. & Kushano, E. S. (2018). Etnografia e
turismo: Um Estudo das PercepgGes e Sentimentos de Cri-
angas Residentes na Ilha Do Mel — PR. Applied Tourism, 3
(2), 01- 35.

Poria, Y., & Timothy, D. J. (2014) Where are the children in tourism
research? Annals of Tourism Research. Recuperado de
http://dx.doi.org/10.1016/j.annals.2014.03.002

Rossi, E. P. B. (2007) A crianga-consumidora: a genealogia de um
fendmeno contemporaneo. Dissertagdo (Mestrado em
Histéria) — Universidade Federal de Uberlandia. Uber-
landia, MG, Brasil. Recuperado de https://
repositorio.ufu.br/bitstream/123456789/16537/1/
EPBRossiDISPRT.pdf.

Sampaio, I. S. V. (2000) Televisdo, publicidade e infancia. Sdo Pau-
lo: Annablume.

Steinberg, S. R. (1997) Kindercultura: a construgdo da infancia pe-
las grandes corporagdes. In Silva, L. H. (Org.). Identidade
social e construgdo do conhecimento. Porto Alegre: SMED.

Swarbrooke, J. (2002) O comportamento do consumidor no turis-
mo. Sdo Paulo: Aleph.

UNICEF. (1990) Convengdo sobre os Direitos da Crianga. Recu-
perado de www.unicef.pt/media/2766/unicef_convenc-a-
o_dos_direitos_da_crianca.pdf.

Vieira, H. C., Castro, A. E. & Schuch Junior, V. F. (2010) O uso de
questionarios via e-mail em pesquisas académicas sob a
Otica dos respondentes. Anais do Seminario em admin-
istragdo - SEMEAD, 13. Recuperado de http://
sistema.semead.com.br/13semead/resultado/
trabalhosPDF/612.pdf.

Moraes, G. L.; Freitas, P. O. (2024). The adults’ perspectives on the children’s influence on travelling decisions. Applied Tourism, 9(1), 21

-27.



