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The creation of multinational media empires with the technology to deliver their products to almost any point on the planet have been identified as a result and cause of this state of global homogeneity. Based on the concept of globalisation within the media and across cultures it may be hypothesised that there should be a move towards uniform representations and social commentaries on observable behaviour by the media. To test the validity of this hypothesis this paper provides an analysis of the manner in which hedonism-oriented youth tourism experiences were commented on and represented in the written and visual media between 1999 and 2003 in the UK (Club 18 – 30 experiences), USA (Spring Break), and Australia (Schoolies Week). The data for this paper was collected from a variety of newspapers and television networks in each country and analysed using an interpretative approach. 

The results of the study suggest that the media in each of the countries studied represent and comment on the hedonism-oriented tourism experiences associated with their youth populations in a different manner.

Club 18 – 30 experience is strongly defended and in many ways encouraged by the media in the UK. In contrast, Schoolies Week is regularly challenged and its continuation and nature questioned in the media in Australia. In the USA, while some parts of the media question the nature of Spring Break and the behaviour of its participants the event is also highly orchestrated and, consequently, legitimised and encouraged by the media. Overall, these findings indicate that a global media representation of hedonic youth tourism does not currently exist, which questions the extent to which globalisation of the media and the market it attempts to reach has occurred. Rather, the findings indicate the continuation of localised commentaries on and representations of behaviour within a globalised media industry, potentially resulting in a glocalised media industry.

