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Preface 

 

 

 

 

This copy of conference proceedings materializes the contributions to the fifth ATMC by a group 

of outstanding researchers from across the world. Bi-annually, they discuss the most critiqued and 

up to date topics in tourism marketing. The series started in Mugla, Turkey, in 2005. Since then, 

over 500 presentations have been open to the public. The conferences also produced four books, 

three special journal issues and many more individual articles that have found their way into top-

ranking tourism journals after first presentations, collegial critique and discussions at the ATMC. 

 

This fifth conference is no exception of this proud tradition. It is held by the Faculty of 

Economics, University of Algarve, Portugal and aims to bridge the gap between tourism space and 

place. Space expresses fluidity or contingency, whereas place implies interaction between 

individuals and the physical location. As space is transformed into place, tourism is all about the 

reality of experiences that generate flows and impacts.  

 

This conference therefore seeks to analyze tourism as a subjective, performative action 

contextualized by the geographical and socio-cultural characteristics of destinations. Boldly 

questioning the scope and truth of Urry's gaze (1990) or Boorstin’s (1961) critique who see tourists' 

postmodern condition as a “trivial, superficial, frivolous pursuit of vicarious, contrived experiences, 

[and as] a 'pseudo-event”, the conference looked for contributions that deconstruct how space 

takes form in different physical, cognitive, social, and emotional dimensions resulting from 

interactions between tourists and hosts' places.  

 

Given that spatial behaviour is intertwined with tourists' own emotional connection to a given 

place, is place attachment truly just a contrived and commercially generated notion of feelings of 

attachment or embeddedness in a place? To what extent do tourists create this attachment by way 

of routes and itineraries (Clifford, 1992)? How does this spatial activity coalesce with their search 

for authenticity in new places (MacCanell, 1973; Cresswell, 1997; Löfgren, 1999). Boldly 

questioning the contrived nature of tourism, this conference is expected to contribute to our 

understanding of how tourism experiences scale spaces to co-create places and the extent to 

which hosts and guests perceive the same place.  
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At this ATMC 2013, 90 papers contribute to deconstruct how space takes form in different 

physical, cognitive, social, and emotional dimensions resulting from interactions between tourists 

and host environments. These contributions combine into a lens that furthers our understanding of 

tourism flows. The conference proceedings include tourists’ and marketers' perspectives and are 

structured into three themes: Places and Spaces, Marketing Tourism Places, and Spaces and 

Tourism Behaviour.  

 

Bridging the gap between theory and practice, this particular conference launches the André 

Jordan best paper award, in recognition of an internationally respected entrepreneur who has 

made a lifelong contribution to the development of Algarve as a tourism and golf destination.  

 

In this volume of the proceedings, the reader will find the extended abstracts of the papers 

accepted for both oral and poster presentations. We are proud to emphasize that the 

methodologies of the contributing authors include both qualitative and quantitative methods 

ranging from survey methods to case studies.  

 

As is traditional for the collegial atmosphere at the ATMC, academically young scholars are able 

to meet their mature counterparts to share experiences and to advance their research knowledge 

so that they, too, may further contribute to the dissemination of tourism marketing knowledge. We 

hope that the conference attendants will return to their academic institutions and home countries 

feeling intellectually enriched and further progress in opening new horizons for future generations 

of academia and industry.  

 

Finally, we are grateful for the contribution by colleagues, speakers, track chairs, authors, 

reviewers, attendants and other staff and institutions who have given generously to this conference 

in different ways. We acknowledge the significant contribution of our keynote speakers (namely 

Carminda Cavaco, Chris Ryan, Juergen Gnoth and Alan Lew), and all those who have submitted 

their papers, including those who participated in the conference by sharing their knowledge with 

others. 
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Last but not least, any attempt at organizing academic events would never come to fruition 

without logistical support. As such, we are profoundly grateful to the following volunteers for their 

enthusiastic help, patience and hard work throughout the journey of this conference from its 

beginning to the end: João Ferradeira, Vasco Guerreiro, Vânia Correia, Pedro Pimpão, Rita Peres, 

Carlos Ferreira da Costa, Jéssica Correia, Miguel Melo. Without their unlimited support we would 

not have been able to achieve our mission. In addition, we would like to express our gratitude to 

our main sponsors for their generous support. 

 

We wish you a very successful conference and enjoyable stay in Algarve and hope to see you 

once again in Joensuu, Finland, in 2015. 

 

 

 

Antónia Correia, Ph.D. 

Metin Kozak, Ph.D. 

Juergen Gnoth, Ph.D. 

Alan Fyall, Ph.D. 

Sonja Lebe, Ph.D. 

Luisa Andreu, Ph.D. 

 

Co-chairs 
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Tourist Spaces and Tourism Policy in Spain and Portugal 

Almeida, F., Cortés, R. and Balbuena, A.1 

 

 

Introduction 

The territorial and geographical factor plays a key role in the development of tourist 

destinations. The territory and its resources are those that provide identity to the destinations. But 

tourism resources are not distributed equitably, so that tourism tends to create territorial 

imbalances. This is explained by the close relationship between tourism and territorial resources 

(beaches, landscape, heritage, etc.) and the duty to use these resources in the own tourism 

destination.  

This study analyses the relationships between tourism, tourism resources and regional 

imbalances in Spain and Portugal. There are few comparative studies between tourism policy and 

territorial processes in Spain and Portugal. This is one of the contributions of this study. 

Research into tourism policy has generally focused on specific countries, analyzing the subject 

as a branch of national policy and approaching the task in large, regional blocks (Lickorish, 1991). 

To date, there has been relatively little analysis contrasting the tourism policies of different 

countries, though several interesting studies have been carried out in Europe (Swarbrooke, 1993). 

Spain and Portugal, however, have rarely been compared, despite their geographical proximity and 

the existence of socioeconomic processes that are common to both. Most of the references to 

these countries currently available are to be found either in studies dealing with tourism in Europe 

in general, Southern Europe or the Mediterranean area (Akehurst, Bland & Kevin, 1993; 

Apostolopoulos et al., 2001), or in series of publications compiled by international organizations 

such as the OECD and the WTO. Worthy of special mention are the analyses of tourism policy in 

Spain and Portugal undertaken by Williams (1988, 1993), which assess the role played by tourism 

in both national economic development and regional imbalance, although none of these deals 

specifically with the two countries alone. Our study of Spain and Portugal adopts a similar 

approach to the one taken by Williams, though with the inclusion of other facets such as the 

process via which national tourism policy is constructed. 

An examination of Spain and Portugal’s shared history reveals parallel development as far as 

tourism policies and models are concerned, although the tourism processes in the two countries 
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also display certain differences due to their differing socioeconomic development. The evolution of 

tourism policy can be divided into the three main stages identified by Fayos-Solá (1996): 

The Fordian phase: the first stage, between 1950 and 1975, brought a series of important 

developments. The Iberian nations now understood that tourism held the key to economic growth. 

Indeed, several authors maintain that this period saw the introduction of a uniquely Latin model of 

development which was heavily reliant on tourism (Bote, 1998). Franco’s dictatorship used tourism 

to improve Spain’s foreign image (Correyero & Cal, 2008), as, to a lesser degree, did Salazar’s 

own in Portugal (Almuiña, 2002). This phase also marked the first major divergence between the 

two countries in terms of tourism policy: whereas the Spanish government committed itself fully to 

mass tourism as a means of maximizing revenue and investment (Cals, 1974), the Portuguese 

opted instead to maintain a more gradual rate of tourist growth (Cunha, 2003). In fact, mass 

tourism was the dominant theme during this period, and tourism-based development is the facet of 

tourism most frequently studied by both Spanish and Portuguese authors.  

The post-Fordian phase: during the third stage of our study, Spanish and Portuguese society 

began to act in unison. The dictatorships in both countries ended in successive years (1974/75), 

they joined the European Union (1986), adopted the Euro (2001), and experienced similar 

economic ups and downs. However, their respective administrative structures and tourism planning 

procedures took vastly different paths. While Spain’s heavily-centralized policy was replaced by a 

decentralized system overseen by its Autonomous Communities and the tourist towns themselves, 

in Portugal, the exact opposite now occurred. This chapter examines the effectiveness of tourism 

policies in terms of generating revenue and adapting to the changes in the sector introduced by the 

post-Fordian model of management based on competitiveness, quality and sustainability (Fayos-

Solá, 1996). Regional policy, the restructuring of the tourism sector, and the social and 

environmental impact of tourism are the aspects most commonly identified by authors as the main 

consequences of the protracted growth of tourism in Spain and Portugal.  

This study provides a comparative analysis of tourism policy in Spain and Portugal and the 

spatial effects. This paper aims to compare the evolution of tourism policies of the two countries 

since 1960. Also, it analyses the territorial imbalances caused by tourism in Spain and Portugal. 

It aims to demonstrate that territorial unbalances caused by tourism were part of the unbalanced 

model that was introduced in Spain and Portugal. This socioeconomic model has been maintained 

over time. 

 

Methods and Materials  

To carry out this study we have made a comprehensive literature review of major studies on 

tourism policy of Spain and Portugal. We have collected the main sources of tourism statistics. The 

statistical data are required to understand the evolution of tourism and to compare tourism issue of 

both countries. The main variable used by this study is the supply of hotel accommodation, 
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secondly foreign tourists and foreign visitors. The main tourist factors are indicated by figures and 

tables. This variable was chosen because it has a close relationship with the territorial changes 

and it also represents tourism offer. Furthermore, the hotel supply with tourism demand, are the 

most suitable variables to show the evolution of tourism policy. 

The analysis period is between 1960 and 2010. At the end, we carry out an analysis that shows 

maps representing changes in tourism policy of Spain and Portugal. A database of the hotels has 

been made with a spatial reference in each of the countries (Districts and NUT III in Portugal and 

Province in Spain). This database was exported and referenced to the GIS base map. 

 

Research and Results  

The tourism trend to cause regional imbalance was not prevented by pre-democratic 

governments of Spain and Portugal. In the 1960s the supply of hotel accommodation was highly 

concentrated in the regions of Lisbon (Portugal) and Spanish Mediterranean provinces (Gerona, 

Barcelona, Baleares and Malaga) (Map 1968). This scenario was changed in the following 

decades. In the 1980s and 1990s it had been a spread of tourism accommodation supply to former 

no tourist areas. This process was due to the need to diversify tourism sector, the lack of 

competitiveness in some saturated coastal areas and the interest of local and regional 

governments to development the inland regions and real estate sector needs that demanded new 

areas for the building of second homes.  

 

Table 1 - Hotel places by region and major tourist destination (%) 

% of Total Hotel Places 1963 1973 1983 1993 2007 

Lisbon Region 41.9 39.4 32.3 24.5 22.4 

Algarve 5.0 19.1 33.8 39.9 24.4 

Madeira Islands 3.3 14.2 10.3 8.5 12.2 

Rest of Portugal 49.8 27.3 23.6 27.1 41.0 

Alicante 3.8 5.9 5.9 4.9 4.9 

Balearic Islands 17.8 30.9 27.2 25.6 14.3 

Barcelona 13.4 8.6 7.5 7.5 6.7 

Canary Islands 5.4 6.8 8.4 8.4 14.9 

Gerona 17.4 10.2 8.8 7.5 4.1 

Madrid 12.6 6.3 5.8 5.1 6.8 

Malaga 4.9 4.8 5.7 5.3 6.0 

Rest of Spain 24.7 26.5 30.7 35.7 42.3 

Spanish Mediterranean a 59.6 61.7 56.7 52.3 38.6 

Source: INE (National Institute of Statistics, Spain and Portugal), Ministry of Information and Tourism of Spain (1951-

77).  
a
 Provinces of Alicante, Barcelona, Gerona, Malaga and Valencia, and the Balearic Islands.  
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We can confirm there has been a very strong concentration of the hotels on the Spanish 

Mediterranean coastline, Balearic Islands, Canary Islands and Madeira in 2009. Almost the whole 

coastline of the Iberian Peninsula has become a tourist belt, this excludes small coastal stretches 

(coastal Alentejo in Portugal and the Spanish province of Lugo in northern Spain). The islands 

have a strong tourist density (Map 2009). 

The following are the main conclusions of the communication. 

Before the great development of mass tourism in Portugal and Spain, tourist accommodation 

supply was quite low and was relatively equality distributed across the country. The varying range 

of accommodation depends on the size of the demographic area. 

At the time of the great tourism growth in the middle 1960s (mostly in Spain), the supply of 

tourist accommodation is concentrated on the Mediterranean coast (Baleares, Gerona, Barcelona, 

Alicante and Malaga). The huge growth of the Algarve was later. 

In the 1980s there was a strong focus on the Spanish Mediterranean coast in both Spanish and 

the archipelagos (Balearic and Canary Islands). In Portugal, the areas with the highest tourism 

concentration were Lisbon, Algarve and Madeira. 

From the 1990, a spare of tourism to inland areas of Spain and Portugal was produced and this 

process was extended to the last undisturbed coastal areas of the Atlantic and the Mediterranean. 

The distribution of tourism in the two countries was unbalanced and helped more regions 

economic development. Tourist sector was encouraged to finance the national development of the 

industrial sectors. 

 

Figure 1 – Visitors and tourists in Spain and Portugal 
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DENSITY OF HOTEL PLACES. PROVINCES (SPAIN) AND NUTS III (PORTUGAL). 2009.
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Conclusion and Implications  

Spain's sun and sand tourism sector has continued to grow, generating sufficient economy of 

scale to keep its production costs low. The internationalization of the country's hotel chains, 

notably in the Balearic Islands, represents an exportation of this continuous process of growth and 

the search for low costs. However, the Spanish tourism sector has also diversified, with cultural 

and culinary tourism among the alternatives now joining sun and sand vacations. Portugal, 

meanwhile, has turned its back on luxury tourism and is now belatedly exploiting the sun and sand 

market instead, though strenuous efforts have also been made to develop cultural and nature 

tourism. The Portuguese tourism sector has yet to reach full maturity.  

Certain authors highlight the existence of a Latin model of development based on tourism. 

While the characteristics of this approach are not radically different from those of subsequent 

methodologies implemented in tourist-receiving countries, its significance lies in the fact that it was 

the first of the mass tourism era, a period which would ultimately transform the nations concerned 

into developed countries. In the Latin model, the role of the tourism sector was to provide 

resources (tourist revenue) that could be invested in industry. Spain's case is unique in that the 

early days of tourism saw the country open up to and rely upon foreign countries in much the same 

way as the small tourist nations of the Caribbean, the Indian Ocean and Oceania would do years 

later. In spite of this, the situation in Spain evolved towards greater independence, with Spanish 

hotel chains even replicating this model of Dependence in the Caribbean.  
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New Possibilities of GIS for Mapping a Mature Destination: A Case 

in Benlamádena, Spain 

Jiménez, C. J. R., Bernárdez, B. N. and Corredera, S. J. R.1 

 

 

Introduction 

This paper is part of the research project Tourist Atlas on Spanish Costa del Sol funded by 

Regional Government of Andalusia (Spain). The main goal was showing a new system of 

representation and cartography of Costa del Sol as complex space and tourist mature destination. 

To understand how space is transformed into tourist place, it is necessary to know how must be 

represented. 

Tourist space is different to industrial city. The traditional map of a city or a territory is a 

symbolic description in a scale and thematic series. It is an objective and scientific cartography that 

expresses the reality. In opposition, tourist map is a subjective range of tourist’s feelings, 

experiences and marketing of tourist products, designed by Administration or tourist operators.  

Ian MacHarg (Design with Nature, 1969) opened a new range of possibilities and divided the 

traditional map in thematic cartographies which are in continuous relationship and interaction. 

Therefore, he demonstrated reality is multidimensional and cannot be designed only by one map.  

Next step is Internet and GIS. Internet is the most important invent after Gutenberg because 

allows a continuous relationship between people and information, in real time and without frontiers 

(Castells, 2000). A new era and revolution is beginning thanks to Information and Communication 

Technology which has destroyed economic, political and social limits into a multidimensional and 

hybrid society named as hypermodernity by Asher (2009) or liquid society by Bauman (2003).   

With the development of geographic information systems (GIS), the mapping is emerging as a 

powerful tool for innovation, promoting the development of new analytical tools. In this context, 

mapping is used as a new alternative to understand the complex reality of a mature destination. 

Mapping is positioned between the city create and register (Cosgrove, 2008) in a dual role in which 

the map is both scientific and artistic representation tool of space experienced. Thus, the word 

mapping refers to contemporary action of mapping, which allows the urban study of subjective 
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space, in opposition to traditionally mapping by cartographers, geographers and architects which 

only seeks a physical representation of territory. 

 

Methods & Materials 

Benalmádena, in Costa del Sol (Málaga, Spain), is the research site for this study. In 1970, this 

sun-and-beach urban development was officially declared tourist municipality. Since 1980, two 

important processes were implemented: a wide range of facilities, attractions and activities for 

tourists -including an important Marina two times awarded as the best worldwide marina (1995 & 

1997)-, and the consolidation of “residential” tourism formed by foreign population (majority of UE 

citizens) living in low density condominiums and urbanizations. Currently, one third of the 

Benalmádena population is foreign (see table 1). 

 

Table 1. Evolution of municipal census of Benalmádena (1996-2012). Source: Instituto de 

Estadística y Cartografía de Andalucía, Instituto Nacional de Estadísticas. Graphic by authors. 
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- In 20th century, massive tourism needed a new way to offer quick information about 

places. Tourist maps were developed as very simplified guides with distorted city-map 

whose expression might be simple and clear. By the way, the development of 

photography industry allowed a massive access of cameras for tourist, creating a huge 

universe of personal photos and memories. 

- In 21th century, internet is changing tourist tools from paper and physic support onto 

informational platforms. The development of webs 2.0 has also introduced a continuous 

interactive feed-back of data in a wide range: On the map of ideas developed by the City 

of Copenhagen (http://indrebylokaludvalg.kk.dk/ideer), users can contribute ideas on 

actions to be carried out in public spaces or reporting problems; Open Access platforms 

as Google Maps allow uploading images; Wikis are the contact point where people may 

share their videos, photos, texts, conversation… that reconfigures the collective memory 

image from several collections of visual experiences of citizens and tourists. 

 

Methodology 

Mapping has been used for analyzing local tourism (Lazzeretti & Capone, 2008) or marketing 

(Feng & Morrison, 2002). However, this paper presents new forms of graphic expression for 

mature tourist spaces, which allow valuing qualities or characteristics not visible using traditional 

mapping. The GIS program is used beyond normal way as a dynamic tool linking data bases with 

geographic representations. From wide range of mappings, two types and examples have been 

considered to express opposed phenomena: 

(a) Objective and static mapping. The “water mapping” has been selected to show mature 

tourist destination as new reality due to large development of second residence pools. 

(b) Subjective and dynamic mapping. Visitor perception and satisfaction is a Sub-theme 

within the domain of urban tourism research (Ashworth & Page, 2011). Interactive 

emotional map is proposed for changing the concept of traditional tourist guide.  

For static mapping, a comparative study of swimming pools and natural beach was carried out 

over a given length of coastline. The main agencies and entities visual information providers were 

the National Geographic Information Center of Spain (CNIG). Each swimming pool was drawn as a 

polyline and a spatial analysis based on size were applied. 

The emotional-map is a map created by tourist’s sensations and perceptions which expresses 

emotional characteristics of a place as it is perceived. It’s a personal and subjective description of 

a trip which determines the emotional charge certain urban elements can be transmitted to people. 

Normally, parts of the city without these qualities are in last place of perceptual scale. Most 

pleasant emotions are related in spaces where residents enjoy leisure.  

The art-work San Francisco emotion map by Christian Nold (Harmon, 2009, p. 143) is used as 

graphic model. This artist makes a representation of the feelings in a day trip to San Francisco. 



 

27 
 

Ashworth & Page (2011, p.8) underline difficulties to collect data on the behavior of the individual 

tourist. In this case, Internet is the main data source. Tripadvisor website (www.tripadvisor.es) was 

selected by its worldwide covering. The increasingly creation of websites allows knowing tourist 

opinions about every destination or facility, especially in either websites of service operators or 

hotels offering customers the opportunity to assess the level of satisfaction Most of websites allow 

three possibilities: assessment, opinion and up-load pictures. 

The valued places are tourist resources included in Official Website of Benalmadena 

Municipality, and have been evaluated by three aspects: 

- Number of photograph up-downed by tourist 

- Number of opinions posted and ranking 

- Number of nationalities. 

 

Figure 1. Above: map of pools (artificial coast) and natural coast, including 

beaches (yellow color). Down: concentration of swimming pools. Source: tourist 

atlas on spanish costa del sol. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Research & Results 

The mapping mainly expresses quality rather than quantity. The objective mapping expresses 

dualities of destination or territory. The water mapping (Figure 1) shows the physical and 
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environmental change experimented by Benalmádena as a non-functional city. The continuous 

growth of second residence has transformed the initial conception of sun-and-beach tourism into 

sun-and-water tourism. Now, Benalmádena is a new residential habitat where water has colonized 

its territory, with two coasts: natural and artificial one. 

In opposition to public natural coastline, the new artificial and private coast is formed by the sum 

of all private pools along residential developments on the Costa del Sol. It is a fragmented lake 

built by many independent and autonomous units of individual or community pools. In this new 

territory, there are more linear meters of private beach than natural coast. This leads us to 

reconsider the concept of "sun and beach" into "sun and water". 

 

Figure 2. - The emotional map of Benalmádena by tourists’ opinion of tripadvisor website. 

(Above left) Ranking and emotional clusters. (Above right) Number of posts and comments. (Down 

left) Numbers of pictures up-downed. (Down right) Number of nationalities in each tourist 

resource. 

 

The 

subjective 

mapping 

expresses 

the Best 

Rated 

Places 

(BRP) by 

tourists in 

Benalmádena and concludes two consequences in tourists’ preferences: First, BRP are diverse 

and structured in three clusters: cultural (the Old Village), natural and coastal one. Second, quality 

public space as parks, old village or marinas are better valued than private facilities as amusement 

parks, golf courses or museums. Thus, tourists value places used either by residents and tourist. 
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Discussion and Implication 

Physical reality has changed. The mapping allows expressing new approaches and 

representations based on quality factors. There is a new geography in mature destinations with 

consequences in water policy, landscape design and urban planning.  

According to Garrod (2008), residents and tourists did not hold significantly different perceptions 

of place. Research shows that meeting places of host population are the best rated by tourists. 

Urban planning has to offer quality public spaces as a structural and main pillar of tourist 

destination. Those have to be well designed and better implemented by facilities.  

Currently, interactive websites can create collaborative open system guides by tourist’s opinion. 

The impact of collaborative Web 2.0 tools applied to PPGIS applications in urban planning actions 

has just been analyzed by Bugs et al. (2010). In the future, improving TIC’s will likely have two 

consequences: 

a) A major tourist and citizen relationship will allow seeking for management and planning 

solutions with a high level of agreement. 

b) Public participation in decision-making as an "active policy of engagement" which can link 

concerns of all stakeholders. 

We think next breakthrough occurs when tourist place incorporated information platforms citizen 

as FixMyCity (www.fixmaycity.de), which provides a way for citizens and tourist to report on local 

issues to local authorities and economic agents on tourism. 
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The Sustainable Management of Museums: Theoretical 

Considerations and Empirical Evidence from Marche Region 

Pencarelli, T., Cerquetti, M. and Splendiani, S.1 

 

 

Introduction 

The theme of sustainability in museum management has not been sufficiently explored in the 

international literature as well as few museums are already involved in programs and activities to 

promote sustainable development (Civita, 2011; Museum Association, 2008). 

Considering this gap, the purpose of this study is twofold. Firstly, to provide a conceptual model 

applying the principles of sustainable development to the enhancement of cultural heritage and, 

secondly, to analyze the case of Marche Region. 

The field research aims both at analysing strengths and weaknesses of Regional Museum 

System and measuring museums’ sustainability orientation, according to the following questions: 

- Do policies carried out by Marche Region contribute to the sustainable development of 

the Regional Diffused Museum System (Sistema Museo Diffuso)? Do these actions contribute to 

the competitiveness of Marche Region’s cultural attractions? 

- Which is museums’ approach to environmental, social and economic sustainability? 

Which ecological measures have museums already adopted? Are museum networks able to 

achieve social and economic sustainability and promote new tourism flows? 

 

 

Methods and Materials 

After analysing the three dimensions of sustainability – environmental, social and economic – 

and their possible application to museum management (Brophy & Wylie, 2008; Lambert & 

Henderson, 2011; Link, 2006; Madan, 2011; Museum Association, 2008; Worts, 2006), the 

research tested the theoretical assumptions through a quali-quantitative survey organised in two 

steps: 1) the analysis of Marche Region’s laws and planning documents; 2) the submission of a 

semi-structured questionnaire to 61 museums, which are a representative sample of the 
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heterogeneity and complexity of regional museum system as far as the types of collections, 

property and capillary distribution and lack of management skills. 

The questionnaire consisted of a wide range of questions, primarily, although not exclusively, 

quantitative, which examined both museum management (services, relationships with visitors and 

other stakeholders, marketing strategies, etc.) and sustainability orientation. 

The analysis focused on two different dimensions: the first aimed at understanding the 

perception of sustainable tourism and the value of its components (culture, landscape, 

environment), the second aimed at investigating museum organizations’ willingness and reasons to 

engage in concrete sustainability-oriented actions. Particularly, 4 variables related to environmental 

sustainability were investigated: energy saving, water saving, waste collection and green 

purchasing. 

Finally, museums’ participation in museum networks as well as their achievements and benefits 

were evaluated, in order to identify economic sustainable opportunities that have not yet been 

exploited. 

 

Research and Results 

Over the past twenty years, research on cultural tourism has sought to find a balance between 

tourism development and cultural heritage conservation. However scholars have not focused on 

the enhancement of local cultural heritage as an asset to raise awareness of new cultural 

destinations and prevent overcrowding in just a few cultural cities. 

According to the resource-based approach, the research is based on the following assumptions: 

- the Italian competitive advantage is the continuity of cultural heritage, the all-

encompassing, pervasive material evidence of humanity and its environment (Golinelli, 2008); 

- cultural heritage is an inimitable resource (Barney, 1991), which has to be enhanced to 

promote local sustainable tourism development and satisfy the new and growing demand of 

cultural tourism searching for authenticity and new destinations (Cicerchia, 2009); 

- the Government, Regions and other local administrations ensure the enhancement of 

cultural items preserved in museums and other cultural institutions and sites (Cerquetti, Montella, 

2009a); 

- the enhancement of cultural heritage is sustainable if it creates long-term value 

according to a multidimensional and multi-stakeholder approach (Burton & Scott, 2003; Janes & 

Conaty, 2005; Koster & Falk, 2007; Scott, 2008) for: 

1. cultural heritage (conservation of the stock of cultural heritage for future generations) 

(Montella, 2009b); 

2. involved organizations (development of quality levels of museum facilities and 

performances) (Alcaraz, Hume & Sullivan-Mort, 2009); 
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3. stakeholders (cultural value for users; socio-economic value for local communities and 

economic actors; human capital development and economic value for internal stakeholders; etc.) 

(Montella, 2009a). 

 

According to a bottom-up approach, the effectiveness of sustainable policies should evaluate 

the awareness of cultural organizations and heritage attractions such as museums and their 

participation in local sustainable development (Pencarelli & Splendiani, 2011a). 

The field research showed Marche Region’s museums have a full awareness of the benefits of 

sustainable management. However, the lack of a managerial approach to the museums’ 

development compromises their ability to transfer this orientation in operational policies. The most 

relevant weaknesses are the absence of qualified personnel and scant service quality, primarily the 

restricted opening hours.  

The research also suggests that museum networks have an important role in promoting local 

cultural heritage, but they are not yet able to exploit economies of scale, to then ensure the 

museums’ survival and development as well as their contribution to sustainable tourism (Pencarelli 

& Splendiani, 2011b). 

In this sense, the Region has a role of key-player, defining a model of governance based on 

cross-sector planning and aimed at overcoming museums’ structural constraints, in order to ensure 

their survival and their contribution to local tourism development (Cerquetti & Montella, 2011). 

 

Conclusion and Implications  

The research has some limitations, which require further studies and suggest future research 

paths. The first is the small sample analyzed. The second is the lack of longitudinal analysis, useful 

to grasp the changes adopted by museums over time. Another limitation is the lack of analysis of 

other stakeholders involved in the process of sustainable development of tourist local systems. 

Nonetheless, the study gives important evidence about the relationship between museums and 

sustainable tourism development. Its cultural and economic implications involve an innovative 

approach to museum management able to catch the challenges coming both from a new model of 

development and new trends of global touristic demand. 

The originality of this paper consists in the analysis of the interdependence between the 

sustainability of local tourism development and the sustainability of the enhancement of local 

cultural heritage. The paper also provides a multidimensional model for measuring the level of 

museum sustainability, able to analyze cultural and behavioral components. This analysis, 

although not validated on a large scale, can identify possible areas of intervention for regional 

policies aimed at improving sustainability orientation of museums. 
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Residents’ Attitude towards Sustainable Tourism Development in 

Timor-Leste 

Vong, M., Valle, P. O. and Silva, J. A.1 

 

 

Introduction 

Tourism in small islands should be planned scale-wise, and compatible with the available 

human capital and physical resources in other to ensure sustainability (Moniz, 2006; Twining-Ward 

& Butler, 2002). Timor-Leste, as a small islands state in the Pacific region, (UNDP, 2011) can 

adopt and adapt these ideas to ensure the sustainability of tourism development in the region. 

However, sustainable tourism development (STD) cannot be successfully implemented without the 

involvement of those affected by tourism (Sheldon & Abenoja, 2001). Therefore, understanding 

and assessing tourism impact in local communities is not only important to maintain sustainability 

but also to ensure the long-term success of tourism development (Sirakaya, Ekinci & Kaya, 2008). 

The purpose of this study is to examine residents’ attitudes towards sustainable tourism 

development in Timor-Leste. Timor-Leste or the República Democrática de Timor-Leste (RDTL) is 

the youngest nation in the 21st century, founded on 20 of May 2002. It is located 500 km apart from 

Darwin, North Territory of Australia. The territory consists of the eastern part of Timor Island, the 

Oecussi enclave (located in the western part of Timor Island, in Indonesian territory), the island of 

Atauro and the islet of Jaco, with a total area of approximately 15,007 km2  (Loureiro, 2001; Sousa, 

2003). 

A number of studies in the last four decades have examined residents’ attitudes towards tourism 

development at local level (Sirakaya, Ingram, & Harrill, 2009). Early works performed by Doxey 

(1975) and Butler (1980) were pioneer in this area. They reported the evolution of residents’ 

attitudes as a function of an implied maximum amount of tourism development in local 

communities (Lepp, 2008). 

Many scholars stressed out that tourism can stimulate changes in local communities’ attitudes in 

economical, social, cultural, environmental and political terms, promoting peace and poverty 

reduction, and sustainability tourism in areas where tourism activities have had a close connection 

with local communities (Butler, 1999; Choi & Sirakaya, 2006; Honey & Gilpin, 2008). In fact, it is 

generally accepted that residents’ attitudes towards the impact of tourism are likely to be an 
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important planning and political consideration for successful development, marketing, operation, 

and sustainability of existing and future tourism programs (Ribeiro, Valle & Silva, 2012). 

All these studies were performed by researchers in mature destinations or developed countries. 

Thus, only a few researchers who conducted these studies dealt with the residents’ attitudes in 

developing countries, such as Lepp, (2007); Ribeiro et al., (2012); Sirakaya et al., (2008); Tosun, 

(2000). To date, “not yet founded” research has examined residents’ attitudes toward tourism 

development in Timor-Leste. In this regard, local communities in Baucau, Dili and Bobonaro 

(Timor-Leste) have never been studied. Therefore, the results of this study can contribute to the 

development of a tourism setup appropriate for the Timorese community which is able to foster 

positive attitudes and inspire pro-sustainable tourism development in the country. 

 

Methods and Materials  

Attempting to understand the residents’ reactions to tourism, some models have been 

developed to help explaining the tourism impact and their relationship with residents’ perception. 

The most applied models are: Doxey’s Irridex (1975); Butler’s tourism area lifecycle (1980); 

Dogan’s framework (1989); Ap and Crompton (1993) and Choi and Sirakaya SUS-TAS (2005).  

Nonetheless, the SUS-TAS model was developed based on the paradigm shift in Western 

societies, relying on social exchange theory, the new environmental paradigm, and incorporating 

the principles of sustainability. This, SUS-TAS can be used as an alternative segmentation tool for 

researchers in communities, especially in the developing world, where sustainability is often 

considered an panacea for development problems (Sirakaya et al., 2008, 2009). The present study 

used the SUS-TAS framework and made use of some additional items according to Timor-Leste 

case as a new country, post conflict, on a state of nation building, and still on the early steps of 

tourism development.  

Since tourism is a multi-faceted phenomena involving different impact factors and resulting from 

a complex process of social exchange between tourist and host communities, the residents’ 

perception of tourism may have both negative and positive aspects, under the headings of 

economical, sociocultural, environmental and political impacts (Richards & Hall, 2002). Based on 

the theoretical framework, some research hypotheses are proposed, involving perceptions on 

these types of impacts and residents’ attitude. This study also analyses to what extent perceptions 

about long-term planning, residents’ opinion about tourists and community participation influence 

attitudes towards tourism in Timor-Leste. 

 

Research and Results  

The sample used in this study was stratified on three districts in Timor-Leste, namely Baucau, 

Dili and Maliana. The three sample districts were selected because of their geographical location, 

and comprise the three main cities located in the East, Central and West of the territory. Those 
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have the potential and the aptitude to the tourism industry in Timor-Leste. The target population is 

3.058 households with the following details in three districts: Baucau 240 households, Dili 2.638 

households, and Maliana 180 households. Based on Yamane (1967) formula, with precision  equal 

to 0.05, the sample size was calculated as 621 people, and distributed in three districts: Baucau, 

150 respondents, Dili, 347 respondents, and 124 respondents in Maliana.  

The present study was conducted on the selected local communities, targeting people of 18 

years age or older and living near (more or less 100 meters) to a tourist location with attractions 

and likely facilities: beach, park, lake, hotels, apartments, restaurant, airport, port and boarder.  

A questionnaire was developed as a means for collecting data through a five-step process. 

First, the questionnaire was developed by researching the key factors of tourism that can influence 

the attitude of residents. Many questions related to residents’ attitudes were adapted from the 

existing literature, inspired in the work by Sirakaya, Ekinci and Kaya (2008) an examination of the 

validity of Sustainable Tourism Attitude Scale (SUS-TAS) in Cross-Cultures in Turkey and the 

Turkish Republic of Northern Cyprus; and the work by Moniz (2006) a survey of local residents 

perceptions in relation to impact of tourism to study the sustainability of tourism in small islands 

with case study in the Azores, Portugal. Second, the questionnaire was initially developed in 

Portuguese. Then it was translated to Tetum (the national language) by the Dili Institute of 

Technology Language Centre (DIT-LC) to ensure the consistency and correctness of content. A 

Tetum and Portuguese expert in DIT-LC reviewed the content of both copies to ensure consistency 

and correctness of translation. Third, fifteen senior students of tourism department at DIT were 

selected from twenty-five to attended a data collection training, which was performed on 12 – 14 of 

January 2012. Four, the questionnaire was pre-tested with 50 residents from tourist location in Dili. 

Lastly, the content of the questionnaire was revised and adjusted based on the results of the pre-

test.  

The questionnaire consisted of three parts: part one - socio-demographic information: sex, age, 

marital status, number of family, income, place of birth, education levels, and occupation; part two - 

degree of involvement on tourism, tourism benefit, tourism development on district, tourism 

projection for ten years, three main economic sectors in the district and the country; part three - 

concentrated on the attitude of residents towards sustainable tourism attitude scale and 

satisfaction on public services and tourism facilities. The questionnaire to evaluate the attitude of 

residents was structured by employing the Likert scale (1 – strongly disagree; 5 – strongly agree). 

Data collection took place over two weeks from 20 of January to 4 of February 2012. 

 

Conclusion and Implications  

This is the first study on residents’ attitudes towards tourism development in Timor-Leste. The 

results from this study are expected to contribute to an appropriate setup of tourism development 
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for the Timorese community which is able to foster positive attitudes and inspire pro-sustainable 

tourism development in the country. 
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From Motivations to Yield Paths of Tourism Development: The Case 

of the Algarve 

Serra, J., Correia, A. And Rodrigues, P. M. M.1 

 

 

Keywords: tourism yield, visitor yield, motivations, tourist preferences, Algarve 

 

Introduction 

This paper develops new measurements of tourist yield in the context of the Algarve, which is a 

sun and sand destination where tourism demand persistently grows, in spite of the signs of 

destination maturity. This growth contradicts the essence of maturity and drove this research, 

which attempts to identify the critical preferences which are able to improve destination positioning.  

According to Pine and Gilmore (1999) in the emerging experience economy, consumers seek 

unique experiences. This new demand for unique and memorable experiences leads destinations 

to offer a distinct value-added provision for products and services when they have already 

achieved a consistent, high level of functional quality. New tourists are more concerned with 

sophistication, specialization and innovation of tourism products. Thus, because tourism products 

contain a large number and range of attributes, each tourist experience becomes distinct. 

Moreover, the overall attractiveness of a destination has long been regarded as a critical criterion 

in tourism consumer decision making and choice (Crouch, 2011).  

Hence, the uniqueness of those experiences relies on the declared tourists preferences, which 

will be treated as motivations in this research (Decrop, 2000; Goodall, 1991; Hsu et al, 2009). 

However, another stream of research shows that motivations are of paramount importance for the 

positioning of destinations (Seddighi & Theocharous, 2002), and that these motivations are 

dynamic (Crompton & McKay, 1997).  

Motivations and preferences are treated as indistinguishable constructs since we only focus on 

attributes of the destination and therefore, the tangibility of these motivations may be assumed as 

preferences. Despite the slight difference outlined by Decrop (2000), it seems widely accepted that 

motivations may be regarded as comprising two stages, the first one is the driving force that 

pushes tourists to travel and the other, related with the destination and type of holidays chosen, 
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are the so called pull motivations that in essence reflect tourists preferences. Under this theoretical 

background, pull motivations may be assumed as a proxy for preferences. 

The choice depends on the preferences, and these in turn are a function of information about 

attributes. Preferences are not what cause the consumer to choose particular goods, rather it is the 

fact that certain goods were chosen (obtained) that makes those goods preferred (Hands, 2012: 8).  

Mature destinations more than just merely seeking for numbers of tourist arrivals, should seek 

to diversify and retain the most profitable markets. In this way several countries and regions 

emphasise the importance of marketing in capturing and retaining the higher-yield tourists. An 

understanding of the yield potential of different source markets and segments can underpin 

destination marketing by both public and private sector organisations (Dwyer & Forsyth, 2008). 

Starting from this demand/supply paradigm, an analysis of the dynamics of tourism demand based 

on their stated preferences is suggested in order to identify the nationalities that possess more 

high-yield visitors. Under this stream, the present research was designed to answer the following 

question: how can tourist preferences reveal the yield potential of different markets in order to 

support the assessment of competitiveness of tourism destinations? 

The contribution of this study lies in the scope of microeconomic theories, namely stated 

preference theory, which is a descriptive theory in the field of consumer choice as well as in a wide 

range of other applications within choice-theoretic economics (Hands, 2012). Thus, following this 

theoretical framework could help the understanding of the role of behavioural variables as proxies 

of tourist yield when managing and planning tourism destinations for higher competitiveness. On 

the other hand, this paper also has important managerial implications, in particular in new tourist 

yield measures for marketing/promotion of the destination. 

This research starts by exploring the way international tourists value a number of attributes 

comprised by the Algarve. After identification of the most important attributes, these were 

evaluated based on the number of overnight stays per tourist and tourist daily spending.   

The explanatory power of preferences in tourism demand as well as their meaning provides the 

paths to adopt noneconomic variables as a proxy of tourist yield in order to assess the 

competitiveness of the Algarve, as this assessment is performed across countries. However, one 

must be aware that yield from the different existing segments will show variation over time, since 

market elasticity will provide a response to return yields to their normal high levels. Thus, changing 

trends and demographics will give rise to new high-yield segments. This dynamic nature creates 

the need to gain an advantage over the international competition by fine tuning existing 

approaches and bringing innovation to the methodology used in identifying these new openings 

(Dwyer & Forsyth, 2008).  

This research is supported by secondary data, provided by a self-administrated questionnaire 

survey applied to international tourists during their departure from Faro international airport. The 

methodology included a first selection of the motivations that present higher heterogeneity across 
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years. The sample consists of 15542 observations collected from 2007 to 2010 (Correia & Pimpão, 

2012). Therefore, this paper identifies the high-yield visitors by country based on tourist 

preferences. Previous results reveal that preferences with higher yield expenditure markets are: 

sightseeing and excursions; information available; price; accommodation; and gastronomy. 

In this light, the aims of this study are: 

- to identify patterns of value-added given by international tourists for each motivation; 

- to analyse the high-yield visitors by motivations across nationalities; 

- to contribute to the understanding of how the yield potential of different source markets 

and segments can underpin destination marketing by destination sector organisations. 

 

Methods and Materials 

Assuming that tourist motivations are heterogeneous (Pearce & Lee, 2005), the Scheffe test 

was used to highlight significant differences by year. The results confirmed that there is a 

difference in tourist preferences over the years. Moreover, to justify the selected tourist 

preferences considered in the yield analysis, the motivations that present more variability over the 

years were selected. These are: cleanliness; cultural and historical resources; information 

available; closeness to home; accommodation; gastronomy; price; hospitality; sightseeing and 

excursions; golf facilities.  

The population of the study is matched to all international tourists visiting the Algarve for the 

purpose of holidays/leisure, business or visiting family and friends. Data comes from a project 

granted by ANA airports of Portugal which aims to monitor passengers and tourists.  

Questionnaires were administrated in the airport’s departures lounge. A sample of 15542 

tourists were interviewed. In the first descriptive attempt concerning data analyses of the 

demographic profile over the years, middle-aged individuals (30-51 years old) predominate 

considerably, identified as married or living together in terms of marital status. Results revealed 

that in terms of the educational level, over the years considered, a secondary degree and at least 

employed is the predominant individual social status with a family monthly income average 

between 3501€ and 5000€. 

Concerning the method for identifying tourist yield, attention has been given to this notion in 

recent literature. Northcote and Macbeth (2006) laid out a theory whereby visitor numbers 

determine visitor yield, in which a market with large numbers of tourist visitors is designated a high 

‘visitor yield’ market. This research follows the same supply-side approach. It is an objective for the 

majority of managers and operators to increase the numbers of tourist visits, since this brings 

higher sales revenues. Yet in the final analysis, tourist expenditure per visit is the ultimate goal of 

tourism marketing, rather than simply the volume of tourist visits. In this study we develop visitor 

yield measurements starting from those tourist preferences which evidence more variability and at 

the same time obtain the highest importance for tourists.  
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The visitor yield is then measured for each preference based on the total overnight stays and 

tourist expenditure per night. This measure is based on the concept of ‘visitor yield’, which is 

relevant to the demand rather than the supply side of the industry. This concept of tourism yield 

relates to the declared preferences by tourist. Finally, a ranking of tourist preferences is presented 

per nationality by visitor yield measurements. 

 

Results 

Since yield measures have consequences for decision making by both private and public sector 

tourism organisations, it is important to analyse the ranking of the selected preferences on the 

different measures. The high yield expenditure preferences are those with average nights spent 

above that for all international tourists to Algarve. Following the yield matrix presented in Figure 1, 

from an economic viewpoint the most profitable preferences are those that generate higher 

expenditure per night. Indeed, this analysis could also be linked to the length of stay perspective. 

Those preferences that are positioned on the right side of the horizontal axis are the longer stays, 

while those preferences positioned on the left side are linked to shorter stays. Therefore, according 

to the results presented in Table 1 and positioned in Figure 1, preferences such as sightseeing and 

excursions, information available and gastronomy are associated with higher yield expenditure 

markets with shorter overnight stays. Price and accommodation preferences are also related to 

higher yield expenditure markets although they seem to spend more overnight stays at the 

destination. Concerning the lower yield expenditure preferences, those that are related to shorter 

overnight stays are golf facilities, closeness to home, and cultural and historical resources. Lastly, 

the preferences that are related to lower yield expenditure markets but show longer overnight stays 

are hospitality and cleanliness.  

The results indicate that tourism preferences associated with relatively high per-night 

expenditure in Algarve are more price sensitive and more concerned with attributes of facilities. 

Thus, these results could be related with the traditional sun and sand family travellers, who present 

the main international tourist profile of the Algarve. At the same time, sightseeing and excursions, 

gastronomy and information available, emerge as high yield preferences for the destinations. 

Besides their shorter overnight stay characteristics, they seem to point towards another type of sun 

and sand tourists, who could be identified as repeaters and also a second generation of sun and 

sand tourists (Aguiló et al, 2005).  

 

Conclusions and Implications 

According to Crouch (2011), the second dimension of the critical role of destination attractions 

in evaluating the competitiveness of tourism destinations can be termed the value of destination 

attributes perceived by tourism consumers. Previous findings showed that tourists’ motivations are 

not homogenous but a dynamic concept as argued by Pearce (1993), and are an important 
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dimension for the understanding of tourists’ behavioural patterns. The present research shows how 

tourist preferences could reveal the yield potential of different markets. In the particular case of the 

Algarve, a sun and sea destination which benefits from high repeat-visit behaviour, results 

evidence several high yield expenditures associated with tourist preferences. In this vein, results 

could support several behavioural changes in patterns from international tourists in the Algarve. 

Thus, as fashions and demographics change, other segments that present high-yield potential will 

emerge (Dwyer & Forsyth, 2008). 

Results could also provide evidence in accordance with Aguiló et al (2005), who defend the 

existence of a second generation of sun and sea tourists. These tourists are seeking new 

experiences but above all they are keen to have more than a suntan. This second generation of 

tourists may be responsible for the growing persistence of mature sun and sea products. As this is 

more than evident, we may conclude that tourists are seeking complements to justify their return 

and persistence in visiting the Algarve, and may improve the competitiveness of the destination. In 

this way, destination tourism management authorities should exert considerable influence in order 

to recover the decreasing trends of some markets. Finally, tourist motivations are an interesting 

index in order to match supply to the yield expenditure patterns of tourists and consequently 

support an assessment of the competitiveness of destinations. 
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Appendix 

 

Table 1. Overnight stays and night expenditures per tourist preferences in Algarve  

 

 

 

Figure 1. Tourist yield analysis by preferences 

 

 

 

Preferences Over Exp. Over Exp. Over Exp. Over Exp. Over Exp. Over Exp. Total overnights Total expenditures Expenditure / night

Cleanliness 28211 266.263 € 19704 245.806 € 5514 49.798 € 14129 181.764 € 8580 90.994 € 13525 145.217 € 91663 979.842 €             10,69 €                 

Accommodation 28850 279.212 € 20416 258.375 € 5781 50.758 € 14177 184.445 € 8706 93.926 € 13682 146.406 € 89612 1.013.122 €          11,31 €                 

Price 27247 267.886 € 20447 263.100 € 5427 50.037 € 15157 203.359 € 8630 96.116 € 13236 142.824 € 90144 1.023.322 €          11,35 €                 

Hospitality 27443 261.720 € 20178 252.728 € 5427 49.714 € 14215 186.370 € 8330 89.656 € 12861 136.301 € 88454 976.489 €             11,04 €                 

Gastronomy 17660 174.203 € 13473 174.446 € 3528 34.690 € 9784 126.136 € 5602 62.779 € 8653 93.209 €   58700 665.463 €             11,34 €                 

Cultural and historical resources 16531 159.445 € 11219 142.085 € 3011 27.905 € 8643 111.388 € 4833 48.186 € 6930 72.374 €   51167 561.383 €             10,97 €                 

Sightseeing and excursion 12368 120.620 € 8378 111.433 € 2518 26.508 € 6443 86.691 €   3946 43.331 € 6080 66.824 €   39733 455.407 €             11,46 €                 

Closeness to home 10340 95.993 €   6152 77.267 €   2049 18.286 € 4846 58.599 €   3205 35.237 € 5249 51.752 €   31841 337.134 €             10,59 €                 

Information available 10180 98.294 €   6447 84.034 €   2377 23.532 € 5864 76.599 €   4426 48.243 € 6306 68.659 €   35600 399.361 €             11,22 €                 

Golf facilities 5329 49.132 €   4230 55.502 €   958 9.620 €   3336 42.380 €   1449 15.313 € 2708 27.237 €   18010 199.184 €             11,06 €                 

othersUK GER NE IR SCAN
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Marketing of Islamic Tourism: Transformation and Discovery of 

Values in Tourism & Hospitality from Islamic Perspectives 

Othman, N., Taha, R. M. and Tarmudi, S.1 

 

 

 

Introduction  

In January 2011, Pew Research Center's Forum on Religion & Public Life reported that the 

world's Muslim population will increase by 35% in the next 20 years, rising from 1.6 billion in 2010 

to 2.2 billion by 2020. Muslims will make up 26.4% of the world's total projected population of 8.3 

billion in 2030, majority from Asia-Pacific, Middle East and North Africa (Pew Research on Religion 

& Public Life Project, retrieved from www.pewforum.org). According to Business Guides (2008), 

the Muslim tourists especially from the Middle East countries are one of the highest spending 

travelers in the world. This has made the Middle East countries one of the most lucrative outbound 

tourist markets in today's fast growing international tourism industry. In addition, Middle East, travel 

and tourism activity is expected to grow by 4.4% annually between 2006 and 2015 creating 

numerous business opportunities. Many countries are now gearing up to tap into this growing 

market by promoting their interests to Muslim tourists especially from the Middle East region. The 

high increase of the number of the Middle East tourists arriving to Malaysia is one factor that 

should be analyzed to understand the reasons why that market choose Malaysia to spend 

holidays, and what motivate them to travel.  

Consumer behavior plays an important role in tourism marketing because understanding tourist 

consumer behavior and in this case Muslim consumers are very beneficial for developing tourism 

products and services. Muslim tourist will choose to consume the most preferred items in their 

travelling patterns such as consuming ‘halal’ food and beverages, observing prayer time, clean 

accommodation and travel activities that must be permissible to the Islamic principle. The changes 

of this travelling pattern are beneficial to Malaysia as a Muslim country in term of boosting the 

economy as well as increase the numbers of inbound travelers. Tourism Malaysia (2012) reported 

that there is an increase of tourist arrival from countries such as Iran, Saudi Arabia, United Arab 
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Emirates, Turkey, Egypt, and Jordan. These situations give an advantage to Malaysia in terms of 

branding their image as Islamic tourism destination as well as enhance the image of Malaysia as 

Halal hub for tourists.  

 

Methods and Material  

This study was carried out in three stages, firstly, to gather information on the attitude and 

acceptance of tourists towards shari’ah compliance hotel in Malaysia; secondly on Muslim travel 

packages from the perspective of outbound tourists’, lastly Middle East Tourists’ services 

expectation and satisfaction gap in Malaysian accommodation providers.  

 

Stage One: Attitude and Acceptance towards ‘Shariah' compliance hotel in Malaysia 

It is a descriptive study where it described the characteristics of variables of interest which 

include factors of attitudes namely perception, experience and knowledge of the respondents’ 

towards Shari’ah compliance hotels in Malaysia. The type of investigation applied was correlation 

with the intention to investigate whether perception, experience and knowledge of the respondents 

were associated with their attitude. Self-administered questionnaire was used for the study to a 

sample size of 250 respondents from the domestic and international tourists in the Klang Valley. 

The research was conducted using non-probability sampling and convenience sampling technique. 

In order to support the quantitative results, personal interviews was conducted with key 

informants such as the Assistant Director of Halal Hub Division, Department of Islamic 

Development Malaysia (JAKIM) to get information about the requirement and implementation in 

order for hotel to get ‘Halal’ certification. Interviews was also conducted with professors from 

Centre of Islamic Thought and Understanding (CITU), Universiti Teknologi MARA, Shah Alam who 

are the expert in Islamic studies to gather information on the potential of hotels from Islamic 

economy perspectives. Finally, an interview with the Managing Director of the De Palma Ampang, 

Kuala Lumpur that runs the business management and operation in accordance to the Islamic 

principles.  

 

Stage Two: Muslim Travel Packages from the Perspective of Outbound Tourist 

The second stage of the study was to identify the demand and expectation of Malaysians for 

Muslim travel packages offered by local travel agencies. A total of 350 respondents were 

interviewed using a personal administered questionnaire which was distributed in the Klang Valley 

with an objective to identify the challenges and opportunities faced by travel agencies to design 

Muslim travel package.  

 

Stage Three: Middle East Tourists Services Expectation and Satisfaction in Malaysian 

Accommodation providers 



 

52 
 

The final stage is to identify the traveling pattern of the Middle East tourists in which most of 

them are Muslim travelers, in terms of their purpose and frequency of visit to the country, duration 

of stay, traveling companion and activities engaged during their stay in Malaysia. It is to identify 

their needs, experience and satisfaction in relation to the product, services and facilities offered by 

the hotels. A total of 1,100 Middle East tourists were interviewed at 14 different hotels and touristic 

sites in Kuala Lumpur. Majority of the tourists prefer to stay at 4-5 star hotels and their major 

activities are shopping, sightseeing, visiting beaches, cultural events and enjoying the theme 

parks. They are attracted to the fast food restaurants as most of the restaurants in Malaysia have 

the halal certification. Other includes their concern with the cleanliness of public areas and 

environment, lack of praying areas in the hotels and lack of Arab speaking staff at the hotels.  

 

Research and Results 

The above study revealed that Islamic tourism is new and unfamiliar among researchers and 

few studies were carried out that integrate the teaching of Islam and tourism theories. Islamic 

tourism can be defined as “tourism activities by Muslims that originate from motivations and are 

realized according to shariah principles. This activities can be within the scope of the Hajj, Umrah, 

silaturrahim, fi-sabilillah (acting because of God), and others referenced by the Holy Qur’an and by 

the teachings of Prophet Muhammad (pbuh) (Asmak & Fatimah, 1997). Other activities may 

comprise those that held “to appreciate the greatness of God through observing the sign of beauty 

and bounty of His creations which can be seen everywhere, both in the realms of past and present 

(Din, 1989). In this regard, travelling for such purposes as health (relaxation), education (learning-

teaching-information sharing), realization of other culture, education and business are all 

considered within Islamic motivations to travel referenced in the holy Qur’an and in the Hadith 

(Duman, 2011). In addition World tourism organization (WTO) define Islamic tourism as the 

activities of Muslims travelling to and staying in places outside their usual environment for not more 

than one consecutive year for participation of those activities that originate from Islamic motivations 

which are not related to the exercise of an activity remunerated from within the place visited.  

The results of the acceptance study on shariah compliance hotels applies to most Muslim 

countries but in the case of Malaysia there are no specific Islamic standards for hotels to follow. 

Due to the increase of tourist arrival from Muslim countries, in is timely for the relevant authorities 

in Malaysia to develop the standards to meet the needs of Muslim tourists’ (Stage one & three of 

the study). The various components within the tourism industry like tour packages, 

accommodation, transportation and food & beverages are areas that need to be analyzed based 

on Islamic principles. The result from the stage two (2) of the study shows that most Malaysian 

travelers are demanding for travel agencies to design Muslim travel packages for their holidays 

destinations especially to non Muslim countries such as Europe, Japan, Korea, Australia and 

United States of America. Even though Islamic tourism focuses on the Muslim market segment, 
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non-Muslim tourists are also welcome to experience Halal activities, free alcohol hotel, and Halal 

food & beverages that can be viewed as knowledgeable travel and wholesome fun.  

The results of this study have initiated the researchers to formulate the Islamic tourism concept 

and compliances within the components of the tourism sector and the formulating of Islamic Quality 

Standards (IQS) for hotels (Othman & Othman, 2012). Consequently, an Islamic tourism marketing 

model will be identified to fulfill the market demand. The outcome of the study will contribute to 

academic knowledge through the development of Islamic theories and models in tourism and 

hospitality with reference to the knowledge of Islamic management (i.e. Maqasid al-Shariah in 

Islamic tourism) tools towards a new and effective operation within the tourism sectors.  

 

Conclusion and Implications  

Islam and tourism are multidisciplinary area and therefore a joint effort is needed to deepen the 

discussion on Islam and tourism (Jafari & Scott, 2010). The discipline where adapted from the work 

of Jafari (1990) and further developed from the Islamic perspectives. For example, in the business 

discipline the author incorporated the Islamic Management of Maqasid al-Shariah in tourism 

management. Muslim scholars hold the opinion that the ultimate objectives (Maqasid al-Shariah) 

are necessary for mankind peaceful co-existence, according to the Quran and Sunnah, that 

includes the five main areas: protection of life; protection of al din (Islam); protection of progeny or 

offspring; protection intellect or faculty of reason; protection of material wealth or resources 

(Othman, 2011). To date there is little discussion on the application of Maqasid al-Shariah in 

formulating strategic planning for tourism business development and in the Islamic marketing of 

product and service. The concept of moderation that is wasatiyyah should be adopted (Kamali, 

2010). Wasatiyyah or the principle of moderation and balance is an important but somewhat 

neglected aspect of Islamic teachings. ‘Moderation’ is a moral virtue relevant not only to personal 

conduct but also to the integrity and self image of communities and nations. It is an aspect of the 

self-identity and worldview of the Muslims community or ummah that is also valued in major world 

religions and civilization. The need for Wasatiyyah has acquired renewed significance in the 

pluralist societies of our time especially on the clash of civilization and aftermath of September 11. 

Moderation or Wasatiyyah is closely aligned with justice and means opting for middle position 

between two extremes, often used interchangeably with average, core, standard, heard and non-

aligned. 
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Between Authenticity and Creation: Former Brownfield Places as 

Tourist Attractions in Polish Cities 

Derek, M.1 

 

 

Introduction 

Tourism and leisure have played a very important role in the redevelopment of many brownfield 

sites worldwide in the last 30 years (Gravari-Barbas, 2000; Fainstein & Gladstone, 1999; 

Rodríguez, Martínez & Guenaga, 2001; Smith, 2006). Using tourism as a vehicle for 

redevelopment of post-industrial places in cities emerges from both pull and push factors. Push 

factors constitute tourists’ looking for new attractions and new experiences in searching for 

destinations (see Page & Connell, 2006). Pull factors are related to the process of urban renewal 

and redevelopment which initially started in European cities in the 1970s. Transforming brownfield 

sites into museums, clubs, restaurants, galleries and even rock-climbing walls or ice rinks have 

made cities more attractive both for residents and for tourists. These processes have led to the 

creation of new places in urban tourist space, and to development of tourism off the beaten track 

(see Maitland & Newman, 2009; Huning & Novy, 2006). And so, a former abattoir has become one 

of the major tourist areas of Paris (Parc de la Vilette), a former power plant has become one of the 

main attractions of London (Tate Modern), a former brewery has been transformed into a mecca 

for entertainment in Berlin (Kulturbrauerei) – to name just a few.  

In Polish cities brownfield sites (especially post-industrial ones) – devastated and unused – are 

numerous. Discussion about their redevelopment has started only recently (Domański, 2000; 

Lorens, 2007). There are a few examples of the successful redevelopment of brownfield sites into 

leisure and tourism areas. In some cities these places have become key attractions for tourists, 

constituting elements of its tourist space. Nevertheless the process of creating these attractions is 

poorly researched.  

 

This paper aims at analysing the process of the transformation of brownfield sites into tourist 

attractions in Polish cities. To this end we will try to investigate whose initiative it was, what was the 

role of particular stakeholders, what were the mechanisms of the process of these transformations, 

and what was the role of the leisure activities chosen for redevelopment in achieving the success. 
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Methods and Materials  

The method applied in the paper composes two stages.  

Firstly, we will present the results of desk research of leisure functioMns that are provided in 

urban brownfields in all Polish cities of over 100 000 inhabitants (in fact, more than a hundred 

different places providing leisure will be inventoried via the internet and literature research).  

Secondly, the case study method will be used, as “case studies are the preferred strategy when 

‘how’ and ‘why’ questions are being posed, when the investigator has little control over events, and 

when the focus is on a contemporary phenomenon within some real-life context” (Yin, 2003, p.1). 

This method is widely used in tourism studies; as Beeton (2005, p.37) argues: “Leading scholars in 

world tourism take for granted the application of case study methodology”. Three different places 

will be chosen from the list mentioned above; all well-known and important to the cities’ tourism 

space. What’s important, they will be chosen by its properties, dimensions and variations in order 

to provide diversity (Corbin & Strauss, 1990). Within the case studies, three different methods of 

collecting data will be used:  

- the inventory off all the activities (leisure as well as all others) located there will be 

presented using maps of the areas; 

- research via internet, local journals, literature etc. will be used in order to get the archival 

information about the places;  

- in-depth semi-structured interviews will be conducted so as to follow a prescribed 

interview schedule. Such method is well placed to probe the decision-making process and, 

therefore, to identify underlying ‘drivers’ of that process (Moore et al., 2012). This method is very 

popular in tourism research (Jennings, 2005). It will provide the flexibility required to conduct 

interviews with a diverse range of representatives. Interviews will be hold with representatives of 

three groups of stakeholders involved:  

o managers, owners or people responsible for the activities of the selected places (for 

example a director of a museum, an owner of a music club, etc.) 

o people responsible for the transformation of the place (for example local authorities) 

o local activists (e.g. NGOs) or experts embedded in a local context.  

Records and transcriptions of all the interviews will be conducted. Next, textual analysis of the 

collected material will be done. The findings will be expressed as depthful and thick descriptions 

(as required by Jennings, 2005).  

 

Research and Results  

A wide range of attractions and activities are being located in a brownfield site in order to invent 

an attractive and approved tourist place. On the one hand there are post-industrial sites slightly 

transformed (with only tourist facilitations) used for sightseeing and experiencing what it used to be 

(for example former mines visited by tourists, such as in Silesia’s city of Zabrze). This kind of 
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attractions is designed for tourists who look for authenticity in their tourist experience. From the 

other hand we have former plants totally rebuilt with completely new functions (such as a former 

Oscar Schindler’s plant transformed into a museum of contemporary art in Cracow). In the latter 

case it is a creation of a totally new place, slightly tied to the past. Its attractiveness seems to be 

related to the leisure activities located in a re-created place rather than its meaning and function in 

the past. Therefore, a detailed analysis of leisure activities implemented in former brownfield sites 

will be used to understand and explain the success of redeveloped sites.  

The process of transforming brownfield sites into tourist attractions is particularly interesting in 

Polish cities, where urban redevelopments or rehabilitations are rarely products of local 

government’s initiatives. We suspect, however, that this will not be the case in redeveloping tourist 

and leisure sites. Hence, the stakeholders involved in the process of transformation, as well as 

their objectives, will be described.  

 

Conclusion and Implications  

The strong aspect of the paper would be analysing the process of creating a tourist attraction: 

showing was is the mechanism of transforming a brownfield site into a tourist site, identifying the 

stakeholders and asking them about the process and its consequences.  

Three case studies analysed in the paper cannot be generalised for all transformations of 

brownfield sites into tourism places in Poland. However, as a large number of reconverted sites will 

be listed in the first part of the paper we can assume that in some aspects it could be 

representative.  
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Construction of a Web-Based Geographical Information System: 

The Case of “Ria De Aveiro” Region 

Albuquerque, H., Martins, F., Raposo, R., Galiza, L., Beça, P. and Dias, P.1 

 

 

Introduction 

The development and modernization of tourism activity has been boosted, in various aspects, 

due to social, economic and innovation trends in technology, communication activities and 

transport systems. These factors have contributed to an intensification of new and diversified 

touristic interests, which have led to the emergence of differentiated and redesign destinations as 

new players. However, it must be kept in mind that destination development should be guided 

according to sustainability principles, which take into account both the natural and cultural 

resources and the well-being of local communities. Granted this balance between product/service 

and communities, it is important to develop tools that allow and enhance integrated destinations 

and tourist products management, but at the same time, allow the promotion of those same 

destinations and products. 

Therefore, providing and promoting touristic offer through web-based Geographical Information 

Systems (GIS), allow the pursuit of two objectives: the provision of tools capable of aiding tourism 

related activities decision making process; and enabling potential visitors to get an overview, in a 

geo-referenced context, of touristic resources diversity, products and services that can be 

discovered when visiting each destination. 

Until now, despite internet being considered as “one of the most influential technologies that 

have changed traveller behaviour” (Buhalis & Law, 2008), and tourism as one of the economic 

activities that mostly use internet (Aldebert, Dang & Longhi, 2011), literature concerning the 

analysis and evaluation of web based GIS use and interest in tourism information is still scarce 
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(Chang & Caneday, 2011). Although, it has been referred by several authors the importance of this 

tool for the two purposes described before. In this way, Ria de Aveiro web-based Geographical 

Information System, developed within the scope of PRORia2 will be analysed. 

The “Ria de Aveiro”, a well outlined and branded tourism region site, situated in Portugal central 

tourism region, comprises eleven municipalities, all members of CIRA – Comunidade 

Intermunicipal da Região de Aveiro (Aveiro Region Inter-municipal Community) 3 . These 

municipalities: Águeda, Albergaria-a-Velha, Anadia, Aveiro, Estarreja, Ílhavo, Murtosa, Oliveira do 

Bairro, Ovar, Sever do Vouga and Vagos, cover almost 1700 km2 and have a total population of 

nearly half a million people. 

Despite the importance of tourism for this area, it has been verified the inexistence of an 

integrated database for the whole touristic resources and the lack of strategic planning for tourism 

activity. Defining a web based GIS could allow a better management of tourism activity, by 

gathering the information in one common platform that could be available for all entities 

responsible for tourism management, facilitating the interaction between them and the 

development of common projects. 

This web-based GIS aims to contribute to more sustainable and environmental friendly tourism 

activities in the “Ria de Aveiro” region, by disseminating, with the aid of technology, the diversity of 

existing resources, namely the ones linked to coastal communities (fisheries heritage, salt 

production, among others) as complement to common practices which use paper based 

communication tools.  

GIS may be considered, from an e-tourism point of view, as a service based on geographic 

location and, in some cases, depending on the correlation that may be established between 

contents, user and activity, it may also be considered a context aware application. The 

geographical proximity between resources, and between user and resources, may enable tourists 

to discover and plan their trip to and around the destination before departure or during the 

experience.   

In the case of the “Ria de Aveiro” GIS the main objectives of its development were: 

 The identification, data collection and analysis of touristic resources, products and 

services available in the region; 

 The creation of a common and share database, which include all information collected 

about the tourism resources, products and services available in the region; 

 The creation of a Geographical Information System, capable of aiding promotional 

actions and sustainable management of tourism activity in the region, and also capable of serving 

as a tool to support decision making process; 

                                                             
2 Tourism Brand Project (axis 4 of PROMAR Programme 2007-2013 - Fisheries Operational Programme 2007/2013), 
focused on the implementation and promotion of “Ria de Aveiro” 
3 http://www.regiaodeaveiro.pt/PageGen.aspx 
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 The creation of a web-based Geographical Information System, making available to 

tourists a suitable tool to support their trips planning. 

This research goes further the literature reviewed since it is focused on the combination of the 

two purposes referred: the interest and importance of having a tool, accessible to the diverse 

stakeholders of Ria de Aveiro region, which can contribute for a more effective decision making 

process and for a better management of tourism in this area; and the importance of this tool for 

promotion of the area and for potential visitors. 

 

Methods and Materials 

The design and implementation of the “Ria de Aveiro” GIS was developed according to a set of 

objectives established by TCP, a public Portuguese destination management organization, based 

on the promotion of the region and its resources. Turismo Centro de Portugal (2010) also defined 

the categories, which resources, products and services would be associated with. These 

categories were: Cultural and Landscape Touring; Nature; Nautical; Gastronomy & Wine, Sun & 

Sea, Business and Golf. This information was then discussed within the trans-disciplinary project 

team and, through a participative design process, was fine-tuned at an initial stage of the project 

and then reviewed in and iterative manner throughout the remain of the project’s life cycle. 

Reviews done during the design and implementation phases of the project were due to the fact that 

trans-disciplinary collaboration was constantly feeding what was underdeveloped with new ideas 

derived from current trends in e-tourism and the strive to improve the resulting GIS. 

GIS development work was done in four different phases: 

1. Definition of the transdisciplinary team and discussion and definition of the goal to be 

met 

2. The identification, data collection and analysis of the tourism resources, products and 

services available in the region according to specific categories established by Tourism Centro de 

Portugal.  

3. Development of the “Ria de Aveiro” Database 

4. Development of the “Ria de Aveiro” web-based Geographical Information System  

 

Research and Results  

“Ria de Aveiro” web-based GIS, has completed an initial stage of its life cycle with the launching 

at Lisbon Tourism Fair. The goal established for this project was the development of a tool ready to 

assist local and regional destination management organizations, entities and authorities (i.e.: TCP, 

CIRA and the 11 municipalities included in the region) and that can be considered as a first step for 

the creation of dynamic networks among managers and entrepreneurs (Denicolai, Cioccarelli & 

Zucchella, 2010).  
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It is possible to identify a set of main contributions of this project. It is possible an extent 

analysis of existing resources, products and services in an integrated manner, by consulting the 

GIS and the database developed. This analysis may also take in to account the spatial distribution 

and a set of descriptive characteristics of each geo-referenced resource made available. Instead of 

developing autonomous work, the GIS proposes to serve as an aggregating tool capable of 

compiling and correlating information about resources scattered throughout the 11 municipalities. 

The fact that the technological component of the GIS was designed with a clear concern with 

interoperability issues is also worth pointing out. The municipalities were not asked to re-do their 

current practices in relation to use of GIS software or even update the version of the software they 

are currently using for their own municipal GIS.  

It is considered that “Ria de Aveiro” web-based GIS may also serve as facilitating tool for a 

more active public participation in the tourism activity planning decision making process, since it is 

available to any citizen or stakeholder. Furthermore, the possibility of building our own personal 

touristic routes in the region, may work as an indirect public participation component, by providing 

information for local and regional entities and authorities about preferred touristic resources, 

services and products as a support for future decision-making (evaluation of consumers 

preferences, consumers quality perception of touristic resources, services and equipment, creation 

of new tourist routes based on the consumers preferences…)  

It is also believed that this GIS, because of its freely used web-based nature, will also assist 

potential tourists planning to visit or already in “Ria de Aveiro” region, by giving them geo-

referenced information about the diversity of existent cultural and natural resources, such as their 

characteristics, exact location and the means for contacting some of them (i.e.: museums, 

restaurants, etc). By taking in the variety and amount of resources available in “Ria de Aveiro” 

region, tourist may also be impelled to plan future visits to the region. The fact that the GIS allows 

tourists to plan their visit, by selecting resources and places that they intend to visit, and to 

organise it taking into account the geographical distribution of each point of interest, may spark the 

interest to return and discover other aspects of the region.  

 

Conclusion and Implications  

Biophysical characteristics and natural endogenous potential of “Ria de Aveiro” region, provide 

competitive and differentiating advantages that may allow sustainable tourism development in 

there. Furthermore, it is intended that tourism sector should work as a spur for economic and social 

dynamism in this region, particularly through social strengthening of local communities, who have 

gradually faced a reduction in their income, and as a result, have seen their quality of life decrease.  

Tourism sector has been considered, by responsible entities and authorities, the principal 

economic activity sector in “Ria de Aveiro” region, existing already a strong commitment to 

fostering and promoting tourism sector. This can only be achieved by collaboration efforts capable 
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of providing a region wide strategy supported by tools shared by all local and regional authorities, 

destination management organizations, stakeholders and even minor sized entrepreneurs. 

Compiling all the tourism resources in a common shared database, built in a participative manner, 

is just one of the steps being taken in the right direction. Using web-based GIS tool will hopefully 

improve conditions for a better integration of environmental concerns related with the design of 

tourism strategies at a macro and micro level. Furthermore the information available on the web-

based GIS, accessible to the diverse stakeholders of this area (entities, authorities, economic 

stakeholders and communities) is expected to strengthen the development of integrated 

sustainable tourism strategies and also promote public participation in territory and resource 

conservation planning and management decision-making processes.  

Despite the work already done on the GIS, it is believed there is still room for additional 

research and development in areas linked to its use on mobile devices and further developments 

related with the adoption of participative activities through social media.  
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Re-Discovery of Place 

Major, B. And McLeay, F.1 

 

 

Introduction 

Revisiting a tourism destination is largely attributed to factors such as quality, geographical 

proximity and satisfaction influences and much academic literature exists on this topic (Bowen, 

2001; Campo-Martinez, Garau-Vadell & Martinez-Ruiz, 2010). Repeat visits should also be viewed 

in the context of a past experience which influences future behaviour intention (Campo-Martinez et 

al., 2010). In order to optimise the chances of a secure and safe holiday experience, tourists try 

and reduce uncertainties and the consequences of unsatisfactory decisions. This process is known 

as risk reduction and is regarded as particularly hard to achieve for experiential products such as 

holidays (Mitchell, Davies, Moutinho & Vassos 1999). Familiarity with a destination (and therefore 

repeat purchase behaviour) is linked to risk reduction (Tideswell & Faulkner, 1999). The objectives 

of this research are: 

 To demonstrate the factors behind the propensity of ‘grey’ travellers to re-visit 

destinations. 

 To evaluate the meaning of these consumers’ experiences and relationship with a place 

and the significance of this for destinations, hotels and tour operators. 

This paper focuses explicitly on the tourism experience of ‘grey’ market travellers, defined as 

those aged over 50 for the purposes of this research. The ‘Grey’ segment has long been 

recognised as extremely important to the travel industry (Lehto, SooCheong, Achana & O’Leary, 

2008, Pearce, 2013; Ryan, 1995) not least because they place travel as a high priority in 

retirement years, have increased longevity, are growing in terms of size and wealth and have a 

large amount of discretionary time. Those over 65 are the most prolific holiday makers of the over 

45s with 28% taking at least two foreign holidays a year compared to 19% of all British holiday 

makers (McNeill, 2012). This segment has also been identified as extremely loyal to holiday 

providers and destinations (Siebert, 2011).  

In this paper we reviewed literature relevant to consumers’ relationship with places including the 

need for and benefits of familiarity with accommodation and destinations, displayed loyalty and 

transferred loyalty (a psychological attachment to a hotel or setting which results in behavioural 
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loyalty (Pearce & Kang, 2009). Attachment theory helps explain consumer’s needs for comfort, 

security and consistency and can be extended to incorporate relationships with trust, consistency 

and brand loyalty (Patwardhan & Balasubramanian (2011). Involvement theory is based on the 

notion that enhanced familiarity with a destination achieved by positive experiences will reduce 

future risks and build personal affiliations with places (Pearce & Kang, 2009; Ryan, 1995) and may 

contribute to habitual behaviour. It also suggests that with increased experience, provided that 

satisfaction is achieved, comes traveller loyalty i.e. a continued interest and readiness to purchase 

again the experiences that they have previously enjoyed (Fakeye & Crompton, 1991; Pearce & 

Kang, 2009). Specialisation theory is often related to identity formation and the perspective of 

serious leisure. It emphasises the value of direct experience in re-forming tourists’ activities and 

participation patterns and relates these to more intense and involved tourists. It is applicable to 

‘grey’ consumers (and linked to the travel career concept), whereby tourists experience a setting 

and build familiarity and a positive rapport with it (Pearce & Kang, 2009; Yuksel, Uksel & Bilim 

2010). Interpersonal relationships developed in a particular place also add to the sense of place 

attachment (Kyle et al., 2004). 

 

Method 

The research adopted a qualitative inductive approach. Jackson, White and Schmierer (1996, 

pp. 798-799) endorse the collection of qualitative data “where researchers have directly asked 

tourists what they perceive about their tourism research experience and the industry that services 

it”. The objectives were to collect rich, descriptive data on consumers’ holiday experiences and 

many researchers have argued that a qualitative approach is far more appropriate for this than a 

quantitative one (Morgan & Xu, 2009; Woodside & Macdonald, 1994). A pilot study was initially 

conducted in Majorca with the main study and interviews taking place in Hotel Los Gigantes, 

Tenerife in January 2011 where consumers were on a Thomson Gold, half board package holiday. 

Thomson Holidays’ Gold is part of TUI Travel PLC and the profile of their Gold consumer fits with 

the definition of the ‘grey’ traveller provided previously. There were several advantages associated 

with the data being collected in the holiday resort. The respondents have time on their hands and 

are not pressurised by everyday activities such as work, shopping, cooking and cleaning. 

Moreover, holiday makers generally like and enjoy recounting their holiday experiences and it is 

relatively easy to elicit rich data from them. This leads to “the insights and understanding of both 

the nitty-gritty moments that occur during the trip, as well as the gestalt of the visiting and travel 

experience” (Woodside & MacDonald, 1994, p.590). 

Non-probability convenience sampling was used on account of time limitations, financial and 

geographical constraints and ease of access to consumers. This piece of research was part of a 

larger study for which 30 questions were used, derived from knowledge and literature reviewed. 

Twelve interviews lasting on average for forty five minutes were undertaken for the larger study; it 
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then became evident that saturation point had been reached. The majority of interviewed 

respondents were couples resulting in the rich, descriptive data that was sought. It transpired that 

the area around the swimming pool was the most popular with consumers to undertake the 

interviews. Consumers, after an initial period of reading, sitting around the pool, in the morning, 

appeared to become restless and more than happy to talk about their holiday experiences. 

After recording and transcription the interviews were analysed using template analysis (King, 

2004, King & Horrocks, 2010) and key themes identified. The researchers compiled a list of codes 

which represented the key themes that were identified in the transcripts. Some of these were a 

priori codes which had been identified in the literature in advance. These a priori codes applied 

Leiper’s framework (1979) - specifically for this research, the destination experience area. The 

codes are hierarchical showing the broad topic/theme which represented some of the interview 

questions and the a priori codes; the sub themes then cover some of the finer detail identified. This 

is recommended practice in template analysis (King, 2004). The template was drafted after several 

readings of six of 12 transcripts (King & Horrocks, 2010). Revisions were made several times as 

further detail emerged with each transcript and hierarchical codes developed. The process is an 

iterative one with the transcripts being constantly referred back to as new evidence for the findings 

emerged in the form of quotations.  

 

Research and Results 

The larger study identified eight themes of which one of the themes; the loyal consumer: return 

experience is relevant to this paper and consists of two subthemes: 

Table 1. Loyal consumers – the return experience 

Theme  Sub theme 

Loyal consumers – the return 

experience 

Repeat visits to the hotel and destination 

The benefits of repeat visits to the 

destination and hotel 

 

The results are shown in the form of the data gathered in the form of quotations which provide 

evidence for the sub-theme. 

 

Table 2. Sub theme: Repeat visits to the hotel and destination 

Findings – quotations 
“We go home and we say that’s it, we won’t be back and then within two or three weeks we’re looking 

on the internet booking again because we book a year ahead…to get the rooms we want.”  
“We have been at another Gold hotel and some people have been here 50 times! Consider the effort 

that it would take to come out here and people are in sort of wheelchairs, disabilities you know….and 
zimmers, yes and they are all willing to put themselves through…the flight, the transfers, the stairs, the 
lifts you know. We were wishing happy birthday to who was he? Alan, David or whatever, he was 86. 
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There was a couple been in there dancing, he was up there, jigging away.” 
 
“Most people seem to have been here many times, we’ve been advised by many friends to come here 

because we tend to go Thomson’s Gold…we have been on a number of Thomson’s Gold.” 
 
 

Discussion 

Evidence of repeat visits in the interviews is extensive, Respondents B who have stayed at this 

hotel 16 times previously comment: “ We go home and we say that’s it, we won’t be back and then 

within two or three weeks we’re looking on the internet booking again because we book a year 

ahead…to get the rooms we want.” Customer satisfaction is also palpable in the findings and this 

is clearly an important antecedent to loyalty, as satisfied customers are usually loyal customers. 

The interviewed Gold consumers show high behavioural consistency and strong psychological 

attachment. This concurs with Siebert (2011) and Evans, Jamal and Fox (2009) who found that 

older people and those in higher socio-economic groups, are more likely to feel loyal to the tourism 

sector; and may be a cohort effect. Consumer involvement with services and the relationship 

experience with hotel staff contribute to the motivation to return to the same hotel. The benefits of 

loyalty are extensively evaluated in academic literature (Oliver, 1999; Pierce & Kang, 2009), 

however detailed reasoning behind the loyalty of ‘grey’ package holiday consumers appears to 

have been little researched. An understanding of the complexities of tourist loyalty is fundamental 

to business practitioners who need to recognise how to encourage loyal behaviour in consumers. It 

appears that research on destination loyalty and its relationships to other constructs is still lacking 

(Yuksel et al., 2010). Loyal consumers can reap huge profits to an organisation; a continuous 

stream of profit, a reduction of marketing and operating costs, an increase in referrals and 

immunity to competitors’ promotional efforts (Brunner, Stocklin & Opwis, 2008).  

 

Table 3. Sub theme: The benefits of repeat visits to the destination and hotel 

“Some people seem to like the security of coming back to the same place, we notice, the waiters seem 
to recognise quite a lot of people.” “ A lot of guests come back here and if people like the security then 
that’s for them…em, it’s not really for us but it wouldn’t preclude us from coming back because we 
wanted to do something specific in this area.” 

 
“See we are only at the moment visiting places where we have been before.” 
 
“When you go the second or third time then you know where to go for whatever you need.” 
 
“Familiarity is important I think sometimes, the other advantage is you settle down quickly when you 

know where you’re going; you sort of settle into the holiday a lot quicker.” 
 
“Well I think if you don’t mind me saying, I think this business of coming back to the same place is an 

age thing…my son aged 47, they wouldn’t like that.” “But when you get to our age, it’s a good point, you 
need to do this because you want to know where you are and you never know if something’s going to go 
wrong, you haven’t got the capacity you might have if it went wrong, you panic more I think.”  
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“If you want the familiar and you want a certain thing and you know that if you come here you’ll get 

it…” 
 
“Sometimes I like meeting the same people, same staff you know, the fact that you’re recognised. To 

me this is important, I like that, the other Thomson Gold’s, (I’ve been four times) and each time I have not 
had red carpet treatment but it is not far off and it is nice, you feel like royalty, you feel special.”  

 
“But as I said before, I make friends quite easily so for me it’s not difficult but I should imagine people 

who don’t, yes they like to come back because they’ve got friends here and the staff know them so they’re 
familiar.” 

 
 

The previous holiday experience of the Gold product users is a key motivator to return. 

Respondents I remarked “We have been at another Gold hotel and some people have been here 

50 times!” Respondents J were younger ‘greys’ or baby boomers and observed the need for 

security in the holiday experience which can be found in returning to a destination or hotel: “Some 

people seem to like the security of coming back to the same place, we notice, the waiters seem to 

recognise quite a lot of people. A lot of guests come back here and if people like the security then 

that’s for them……it’s not really for us …” 

Many of the consumers interviewed had visited the hotel and destination repeatedly over the 

years. It transpired that this was a decision based on the benefits of visiting a destination and hotel 

which was familiar to them. Respondents B categorically stated: “See we are only at the moment 

visiting places where we have been before.” Implicit in this statement is that this is on account of 

the respondents’ age and their desire for security which the package holiday provides (Major & 

McLeay, 2013). While knowledge of the destination is important and leads to security other types 

of advantages such as comfort with the travel arrangements to the destination, geographical 

familiarity with the resort facilities, and also with staff in the resort may also result. Respondents B 

were asked if they always take package holidays and they responded: “It is always packages, 

yes… well we feel that there’s always the security of having somebody there on site, whom you 

can relate to really and deal with any problems you might have and all the rest of it.” Package 

holidays to the same destination or using the same tourist operator appears to provide security 

through the knowledge gained through knowing the location or brand. Respondents L had not 

visited this hotel or destination previously but were regular Gold consumers at another resort. 

When asked if returning to a destination had its advantages, they stated: “Familiarity is important I 

think sometimes, the other advantage is you settle down quickly when you know where you’re 

going, you sort of settle into the holiday a lot quicker.” 

Unsurprisingly repeat visits are related to satisfaction from previous trips (Bowen, 2001; Campo-

Martinez et al., 2012; Oh, 1999). There is also a perception of lower perceived risk and previous 

knowledge working to off-set risk (Laing, 1987; Lehto et al., 2004; Ryan, 1995; Um, et al., 2006,). 
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Familiarity is linked to risk reduction (Tideswell & Faulkner, 1999) and favourable image towards a 

destination (Kerstetter & Cho, 2004), but may also provide other advantages. The findings of this 

research fully concur with the literature on repeat visit benefits and risk reduction. 

 

Conclusion and Implications 

This research has elaborated on the repeat visit experience and the benefits of repeat visits to 

the destination and hotel in terms of loyal Thomson Gold consumers. Understanding of 

motivational factors for repeat visits to destinations and hotels by ‘grey’ package holiday 

consumers has been enhanced and implicit in this is previous holiday experience. There is security 

in visiting a place that is known. There are also benefits from being familiar with the infrastructure 

and resort itself. There is a clear acknowledgement of the relationship between repeat visitation 

and age; there is a sense that the young wish to explore more whereas the ‘grey’ consumers are 

happy with re-discovery and the sense of security that this provides. This research has explored 

the factors behind the propensity of ‘greys’ to re-visit destinations including reducing risk, 

experiencing the familiarity of the destination and reacquainting oneself with staff and friends from 

previous holidays. This results in consumers settling more quickly into their holiday. The meanings 

of consumers’ experiences were explored showing that ‘grey’ market consumers value highly place 

re-visitation and its associated benefits. The significance of destination re-visit for destinations, 

hotels and tour operators is high. Benefits of such loyalty are evident in terms of profit and cost 

savings and it is suggested that these industry stakeholders further focus on their repeat visitors.  

It is suggested that in the future, detailed research is undertaken across all market segments 

that examines the motivations behind consumers loyal to tour operator brands and the relationship 

between brands, destination involvement, risk and satisfaction. Tourism partners such as 

destinations and hoteliers need to consider the implications of consumer involvement theory and 

specialisation theory whereby tourists experience a setting and build familiarity with it. Tour 

operators should consider the importance of security to returners and use this to produce effective 

marketing promotional material. Relationship marketing tools and techniques may help managers 

focus more on retaining existing consumers and encouraging repeat visits. Particular attention 

should be paid to lifestyle and attitudes of the key target ‘grey’ market – those who holiday the 

most often and are the most affluent (Pearce, 2013; Mintel, 2004). 

This paper has contributed to the academic literature on the tourism experience but specifically 

the importance of return behaviour for older tourists. The repeat visit is explored but the main 

contribution lies in the identification of factors that motivate this repeat visit for the ‘grey’ market. 

These are: the security in visiting a place that is known and familiar in terms of infrastructure and 

resort and, meeting up with friends and staff which adds familiarity, enhances their experience, 

increases satisfaction and reduces risk.  
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Singapore in Venice: Touring Spaces at Home 

Wee, D.1 

 

 

 

Introduction 

It becomes increasingly challenging in our contemporary age to conceive of tourism culture as a 

condition of being ‘away’ from home, especially when the polarities of what it means to be away 

and at home start to collapse, when cultural identities become mobile and morph with emergent 

spaces. Through groundbreaking work on a de-territorialization of culture, Clifford’s (1997) notion 

of dwelling and travelling moves beyond a fixity of place and people and postulates culture itself 

with the propensity to travel. Unfortunately, “despite the cognation between travel and tourism, the 

revitalization of the concept of culture has not been much inspired by insights from the tourism 

study” (Sørensen, 2003, p. 864). Hui (2008, p. 307) adds that tourism is better conceived “as a 

continuum of practices that occur in many diverse spaces, interspersed throughout many types of 

mobilities.” The relationship between tourism, the everyday and how they contribute to the making 

of identity become an important research subject. However, little research has been done on the 

relationship between tourism and the reconstitution of home.  

This paper situates the complexities of ‘home’ as being displaced and argues how touring and 

mobilities shape the reconstruction of meanings through the affordances of space and identity. 

Home in this sense exists as a kind of “cultural laboratory where people have been able to 

experiment with new aspects of their identities, their social relations...” (Löfgren, 1999, p. 6). It 

explores the extent to which encounters can be located through spatial practices and how we 

make sense of touristic identities ‘at home’. By investigating various possibilities of doing away with 

‘away’ through unifying ‘home’ and ‘away’, the paper seeks to understand representational 

networks of the tourist gaze and practices that correspond to a ‘touristic’ conceptual infrastructure 

incorporated within the notion of home. This implicates a tourism based on invariable determinants 

of space (Crouch, 2005) and gravitates towards practices that multiply creatively based on the 

negotiation of spaces.  

This research contextualizes discourses of ‘home’ as represented by Ming Wong’s ‘Life of 

imitation’ in the Singapore Pavilion at the Venice Biennale 2009, as well as, the discourse of 

‘homecoming’ when the exhibition ‘returned’ to Singapore. It engages materiality and mobilities in 

terms of the relations between artefact and audience, and emergent spaces instilled by cultural 
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objects. In this sense, the Singapore Pavilion became a part of touring culture, touring as much as 

it was being toured. This notion challenges traditional tourism discourses within a creative realm of 

‘public culture placemaking’ (Hollinshead, 2004) in which a supposed identity inherited through a 

combination of history and discourse is juxtaposed with an identity that is contingent. The research 

positioned a reflexive, extended and reflected self as researcher (in the UK), local (Singaporean) 

and tourist (in Venice), to juxtapose experiential formulations within the spaces of the exhibition; 

how they are used, experienced and performed through the use of photographs. As such, what is 

imagined in a mobile and mutating cityscape reveals a diffusion of home and away, and embodied 

in terms of subjectivities, visualities and materialities. 

 

Away at home 

Contemporary ways of travelling and experiencing place make it difficult to separate images and 

experiences that shape tourism from the everyday. It raises the point if tourism in modern times 

“has become an established part of everyday life culture and consumption” (McCabe, 2002, p. 63). 

This seems to depart from Urry’s (2002, p. 2) early notion of the tourist gaze in making sense of 

social elements by way of “breaking with established routines and practices of everyday life and 

allowing one’s senses to engage with a set of stimuli that contrast with the everyday and the 

mundane”. Perhaps a compromise would be to consider an everyday performance that reveals the 

mundane, as well as, the creative simultaneously or how everyday spaces could become sites of 

tourist consumption (see Larsen, 2008).  

Lippard (1997, p. 20) describes a paradox of modern mobility and global-scale relations as a 

“threshold between a history of alienated displacement and a longing for home and the possibility 

of a multicentered society that understands the reciprocal relationship between the two”. In this 

multicentred world where individuals claim attachments to multiple places, it is no longer clear on 

what basis we differentiate ‘home’ and ‘away’, decide who is a local and what it means to belong 

(McIntyre, Williams & McHugh, 2006). Invariably, it is “in the interstices of the classic dialectic 

between home and away, we find narratives that reconfigure mobility as home” (Germann-Molz, 

2008, p. 330). However, more than being and living in multiple places is also the (re)codifying of 

multiple and changing spaces within known, demarcated and established places. If the notion of 

place is becoming increasingly unstable and constantly being fragmented, what does it mean to be 

‘in place’? How do we consider identity now that ‘home’ and ‘away’ are being diffused?  

According to Bærenholdt, Haldrup, Larsen & Urry (2004, p. 4), “[t]o a degree not experienced 

before, the remote and the nearby are woven together in webs of mobilities [in which] lives are 

increasingly defined by hybridities of home and away.” Indeed it is the fluidity of the modern 

everyday that home and away become inseparable because of emergent meanings attached to 

what both travelling and dwelling entail. While ‘going away’ has always been the object of travel, it 

is only recently that researchers have started to understand the mobilities of home within this 
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dynamic. Rojek and Urry (1997) argue that cultures travel as much as people, yet what are 

involved in the movement of culture are the mobilities of people and objects. In this sense, tourism 

may be repositioned as part of the everyday in order to explore the notion of home and the 

problematic of distinguishing who is a tourist in a world in which spaces and identities are 

constantly evolving in contingent ways. 

 

Singapore in Venice 

At the Venice Biennale 2009, Ming Wong was awarded “Special Mention” for his work entitled 

‘Life of imitation’, an achievement that ‘Singapore’ (or the Singapore Pavilion or Ming Wong as a 

Singaporean) won for the first time ever. ‘Life of Imitation’ represented Singapore through a 

personal exposition that exposed the slippages informed by what it meant to be Singaporean. In a 

Straits Times article dated 8 June 2009 entitled “S’pore wins award at Venice Biennale”, Tara Tan 

(2009a) wrote: 

Berlin-based Singapore artist Wong, who said representing Singapore at the Venice Biennale 

has been the peak of his career, called this ‘a big homecoming’. Said Wong, whose works often 

explore the tensions of multicultural identities and representation: ‘I do what I do because of where 

I come from, where I was born and where I grew up.’ 

Ming Wong used the word ‘homecoming’ as a celebration of the success of the artwork and 

acknowledged home as part of an entrenched identities that culminated in his representation. 

Although it was clear for Wong that his identities were incorporated within his work, what was 

illuminating was the title of the article in which Wong was represented as national identity, “S’pore 

wins award…” (Tan, 2009a). All seemed to coalesce: Singaporean artist, Singaporean work, 

Singapore identity and Singapore Pavilion. 

 

Fig.1 - Poster of Ming Wong’s “Life of Imitation”  (see http://www.mingwong.org/) 
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‘Life of Imitation’ explored an inter-textual rendering of Douglas Sirk’s (1959) film ‘Imitation of 

life’ in which a black widow’s daughter tried to pass for white, the notion of Malayness in 

Singapore’s pre-independence identity as reflected in the cinema scape of the 50s and 60s, and 

Wong Kar Wai’s (2000) film ‘In the mood for love’ of which Maggie Cheung, the actor and 

protagonist in the film was represented in various media and distorted through image, language 

and space. What became evident from Ming Wong’s work was a reflection as a kind of mimesis for 

its own sake, where ‘Imitation of life’ became ‘Life of Imitation’ and ‘In the mood for love’ became 

‘In love for the mood’. In looking at how identities were being reconfigured was also the process of 

the exhibition, how it came to be, its colonial ways of seeing, as well as, the challenges of its 

implementation and impact as Singaporean discourse. These were reflected with certain objects 

and artefacts that interacted, informed and provoked the audience through a kind of intentionality in 

a reverse gaze.  

 

Fig. 2 - Photograph taken by author of ‘Maggie Cheung’ as depicted by Ming Wong at the 

Singapore Pavilion in Venice 
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Inasmuch as they attracted tourists and contain tourists, national pavilions at the Venice 

Biennale were also ‘tourists’ at the same time. Much can be said given this subjective quality about 

the materiality of the pavilions and their contents, as well as, the embodied tourist spaces that 

inhabited the pavilion. Lury (1997, p. 77) considers “the ways in which the capacity of objects travel 

and stay still is constituted in and helps secure particular relations of dwelling-in-travelling and 

travelling-in-dwelling, and to suggest that these relations are constitutive of both very object-ness 

of objects and the organisation of space.” The billboard posters that informed the exhibition were 

sightseeing as much as they were being seen. The ‘Maggie Cheung’ depicted by Ming Wong 

maintained her pensive gaze all over the streets and embodied spaces in which she was more 

than sheer image, but existed in relation to the human body (see Edwards, 1999) and became 

tactile as she experienced time and space. 

 

Conclusion: Home (be)coming 

After six months on tour, the Singapore Pavilion ‘returned’ to Singapore in a ‘homecoming’ 

exhibition that appeared more Singaporean now than it was ever before, where emergent notions 

of identity were performed as ‘homegrown’. Tang Fu Kuen, the curator of ‘Life of Imitation’ put it 

very succinctly in the Straits Times article (Tan, 2009b) entitled “Age of identity crisis”: 

I would like it very much that the work goes back to Singapore. In fact I would say that it is 

critical. Not because it won Special Mention, but because the work belongs back in Singapore 

where it would find its fullest resonance, community and meaning. 

What seems to emerge through the commingling of artist and work in the identities that relate 

‘home’ to ‘Singapore’ is a kind of embodied and emergent subject. The honoring process of ‘home-
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coming’ is also a kind of home-(be)coming in which the meanings of Singapore as home are 

constantly produced and reproduced. The artwork is embodied not only as part of its creator but 

within the spaces of identity in which the artist identifies with, in which the artwork is brought home 

to.  

This paper explores the confluence of identities that support multiple national identifications, so 

that proliferating identities can be contained within, as well as, outside the nation. With the 

continual revamping of identities especially in the light of global cultural flows, national identity “has 

become detached from the nation-state, proliferates in diasporic settings far from its original home, 

appears in syncretic cultural forms and practices and exists in ‘hyphenated’ identities” (Edensor, 

2002, p. 29). Through travel and tourism, ‘Singapore’ collapses the notions of object, artefact, 

concept and national entity in order to gain recognition and reinforce its identity as Singaporean. In 

this sense, the notion of identity is sustained through “the circulation of representations of 

spectacular and mundane cultural elements…” (Edensor, 2002, p. 139) and constantly being 

decentred and recentred through creative performances. Rather than looking at Singapore as a 

location of tourism, it is possible to re-examine Singapore as a condition for tourism.  

The significance of home in the material and affective lives of people are being destabilized as 

we make ourselves at home through emergent spaces of performance of dwelling amidst flux and 

movement. A seemingly simple idea of what constitutes home is in disarray when we consider the 

subject of becoming, especially since various modalities incorporated in travel, tourism and 

mobilities are premised. It is imperative to consider mobilities inasmuch the movement of the 

subject, as it is the spatialization of the subject. This research elucidates a unified concept of home 

with imitative and even multiplying capacities informed by spatial entities in which transactions and 

flows are determined by the actors in place. What are reproduced then are complex, discursive 

notions of self, identity and nationhood that need to be ‘routed’, in order to be rooted.  
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Abstract 

The human needs for travel and special-interest forms of tourism are playing an increasingly 

important role in tourist travels. Hence, the effect of tourism on space is becoming a vital issue and 

subject of interest for scientists and experts in a variety of areas. As a special-interest form of 

tourism, nautical tourism, together with and its infrastructure and superstructure, exerts a powerful 

influence on the transformation of space, in an enabling as well as a constraining sense.  

Based on their previous experience, the authors examine the spatial and environmental 

determinants of nautical tourism development in Croatia. In accordance with the problem 

presented, the purpose of this paper is to determine the existing condition of nautical tourism in 

Croatia. The paper aims to propose a development model that focuses on the environmental and 

economic acceptability of space for sitting nautical tourism ports. The special aim of this paper is to 

propose a model of the spatial development of nautical tourism which is based on a sustainable 

carrying-capacity development scenario.  

The paper supports a systematic approach to planning, as well as the use of the scenario 

methods in selecting a development model. The scenario method belongs to the order of 

prospective methods used in various research fields and in preparing strategic decisions. Applying 

the scenario method in this study allows the decision-maker to choose between several 

alternatives, or to choose between scenarios of intense and moderate versions of nautical tourism. 

The sustainable development scenario selected is based on a spatial and environmental approach 

to nautical tourism development in Croatia. 

The majority of natural marine resources needed for the development of nautical tourism in 

Croatia are located in coastal and insular areas. Croatia is proud of its well-indented coastline, and 
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boasts a total of 1,246 islands, islets, rocks and reefs. Marinas in Croatia are located in various, 

exceptionally protected locations, ranging from large towns to small island coves.  

Considering that nautical tourism generates a variety of direct and indirect benefits, the Croatian 

government, development experts and coastal communities have embraced nautical tourism 

development. However, due to a changing institutional environment, this development could have 

adverse outcomes for space.  

 

Introduction 

As a result of the development and construction of accommodation facilities for vessels, the 

Croatian coast of the Adriatic has seen great advancement over the past fifteen years, and the 

market orientation towards nautical tourism has been proved justified. Ports of nautical tourism, 

together with the nautical tourism market, are developing throughout the Mediterranean, and are 

displaying an upward trend worldwide.  

Ports of nautical tourism in Croatia, and its coastal counties, are unevenly distributed and are 

characterized by seasonality. The growing demand for sea berths, as well as for space for the land 

storage of vessels has been clearly identified by the Study on Nautical Tourism Development in 

Croatia (2006) and defined in the 2009-2019 Strategy of Nautical Tourism Development (2008).  

Over the past 15 years, nautical tourism has recorded rapid development, both worldwide and 

in Croatia. The statistical data of the Croatian Bureau of Statistics concerning the state of nautical 

tourism ports (CBS, 2012) support this fact. Table 1 provides a comparative overview of the 

capacity of nautical tourism ports over a number of years.  

 

Table 1. Capacity of nautical tourism ports (2004-2012) 

  2004 2005 2006 2007 2008 2009 2010 2011 2012 

Number of 
nautical 

tourism ports… 
83 84 95 94 97 98 98 98 98 

…of which the 
number of 

marinas was 
50 50 56 56 58 58 60 55 58 

Marine area, m
2
 3 673 004 3 901 705 4 241 550 3 309 958 3 387 879 3 293 558 3 313 110 3 293 891 3 266 746 

Total number of 
berths 

15 407 15 058 15 827 15 834 16 403 16 848 16 913 17 059 17 454 

Number of berths by length of vessel 

Up to 6 m 1 876 1 094 1 014 1 056 1 054 1 184 1239 1 074 913 

6 - 8 m 2 450 2 154 2 096 2 144 2 128 2 136 2 097 1 470 1 385 

8 - 10 m 3 540 3 387 3 475 3 566 3 602 3 579 3 542 2 905 2 932 
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Source: By the authors according to CBS data (2004-2012) 

 

Methods and Materials 

With all its distinctive natural features, space is concurrently one of the most enabling as well as 

constraining factors of tourism development. The concept of space in tourism includes everything 

belonging to that space, regardless of its origin, that is, regardless of whether the given conditions 

of space were created by nature or by humankind.  

A spatial plan is the fundamental document used to determine the site for constructing a port of 

nautical tourism (Favro & Kovačić, 2006). Croatia possesses primary attraction elements that 

favour the further development of nautical tourism: it has an appealing coastal area, a well-

indented coastline, national parks and forest parks, a pleasant climate, biodiversity, a clean sea 

and preserved seafloor, aesthetic assets, landscapes, cultural and historical assets, etc. (Cukrov & 

Kwokal, 2009). However, to ensure the conservation of these assets it is necessary to plan for 

development, taking into account all enabling factors as well as potential constraining factors. It is 

the opinion of some authors (Orams, 1999; Johnson, 2005; Luck, 2005; Robinson, 2009; Kovačić, 

2012) that the adverse effects of nautical tourism ports on marine flora and fauna are the result of 

inadequate mooring, the discharge of wastewater and solid waste from vessels and, more often 

than not, the spilling of petrol and oil.  

According to Kovačić and Luković (2007) a scientific approach to development planning in 

nautical tourism is necessary and it requires implementation of appropriate methodology. 

In its general design, the scenario method belongs to the order of prospective methods used in 

various research fields and in preparing strategic decisions. This method is a way of defining the 

10 - 15 m 6 519 6 870 7 564 7 414 7 591 7 827 3 225 8 714 9 239 

Longer than 
1 022 1 553 1 678 1 654 2 028 2 122 1 577 2 896 2 985 

15 m 

Length of 
developed 
shore for 
mooring 

113 302 121 172 116 455 117 127 66 038 63 824 64 715 64 345 58 634 

Space for 
vessel 

accommodation 
5 518 5 065 5 127 5 186 5 189 5 209 5 125 5 231 5 359 

Total area of 
space on land, 

m
2
… 

1 028 806 839 814 792 609 83 1372 760 469 753 369 756 538 772 338 783 168 

…of which 
covered space 
amounted to 

7 050 7 550 7 930 5 450 5 756 5 246 6 596 8 646 8 026 
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future through temporal demarcation by demonstrating the development of occurrences in 

temporal and successive parts, while taking into account action and reaction to one or more 

actions coming from the environment and setting up counteraction aimed at achieving the best 

possible results in fulfilling the primary objective (Šimunović, 2005).  

 

Research and Results 

This chapter presents the possible scenarios of nautical tourism development, and puts forward 

recommendations for the selection of a scenario of nautical tourism development that is based on 

research conducted in the Croatian part of the Adriatic Sea. 

The scenario of free development with no constraints is considered acceptable, although, in 

practice, it means exceeding the limits of carrying capacity in all its aspects (Orams, 1999). This 

type of scenario may yield short-term but high profits for a nautical port at a specific location, but it 

will have disastrous consequences for the environment. Typically, residents tend to offer resistance 

to this development scenario, and often, even the State may find it unacceptable, except in 

situations where there is only one goal – economic gain.  

Intensive development scenario implies large interventions in space undertaken to gain high 

profits. The state plays a central role in this kind of development and imposes various control 

mechanisms. While on the one hand taking account of economic and political aspects, on the other 

hand it minimises the importance of socio-cultural carrying capacity, which in some cases may 

have values that are lower than the capacity of the marine and coastal environment. The opinion of 

residents is marginalised.  

The development scenario of selective tourism forms and, nautical tourism has evolved as a 

response to the concept of mass tourism. In its extremes, this concept began to develop as the 

opposite of anthropological and ecological criticisms directed at tourism as such, causing the 

regions for which it was originally intended to discard it. Typically, the concept attempted to assert 

itself in moderately and less developed countries, imposing limitations and neglecting the 

economic growth needed. The lowest possible carrying capacity values are presented, and while 

socio-cultural and environmental aspects are overstated, the economic and political aspect is 

understated. This type of scenario is taken into consideration in the case of highly vulnerable 

areas. 

The sustainable development scenario is positioned between maximum and minimum carrying 

capacity, that is, between scenarios of intensive and moderate nautical tourism development. The 

values of the relatively fixed components of carrying capacity (physical, environmental and 

resource) are established, as well as the range of values for the more elastic components 

(infrastructure, a local community’s socio-cultural capacity). Economic and political factors, that is, 

the willingness of the state to encourage or discourage a project through legal regulations or direct 

investments, are vital in selecting and implementing a development option. The carrying capacity 
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threshold at which a model of sustainable nautical tourism development will be set depends upon 

the specifics of a given area, and the demands and considerations of decision-makers at a local 

and national level.  

 

Conclusion and Implications 

Croatia has one of the loveliest and most indented coasts in the world. The Adriatic Sea, 

coastline and islands, which have gained worldwide recognition, are a vital basis of economic 

development in Croatia. To secure the ecological and natural balance of these areas and prevent 

the uncontrolled construction of receiving facilities for vessels and boaters, it is essential to 

continuously conduct interdisciplinary research. This will ensure that nautical tourism develops 

according to the established scenario of sustainable development.  

In general, nautical tourism should be developed within the limits of an area’s carrying capacity 

and according to its distinctive features; maximum efforts should be made to preserve each area’s 

appealing, natural environment. The scenario of the sustainable development of nautical tourism 

incorporates balanced and equal development that generates benefits for all stakeholders and, 

most importantly, it helps to preserve the attraction basis and natural features of the Croatian 

Adriatic. 
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Local Students’ Perception of Spaces for Tourists and Locals in a 

Shopping District: Photo-Based Research 

Naoi, T., Ijima, S., Soshiroda, A. and Shimizu, T.1 

 

 

Introduction 

While tourism is arguably a phenomenon that emerges from discretionary interactions between 

people and environments (Walmsley & Jenkins, 1993), tourism is not necessarily a prerequisite for 

places to exist. Indeed, many places have emerged primarily to accommodate residential or 

commercial needs while serving tourists, which often results in spaces serving tourists and ones 

serving residents being close to or overlapping each other. Answering the question of what 

characterizes spaces for tourists and residents may offer some insights for management that aims 

to foster tourism while conserving local lives. 

This study focuses on a shopping district, which may also function as a center not only for 

locals’ but also for tourists’ activities (Snepenger, et al., 2003). Snepenger et al.’s (1988) lifecycle 

model for retail spaces suggests the shift of core clienteles from locals to tourists, the shift of 

merchandise from mundane products to nonessentials and mementos, and prices that are 

unaffordable for ordinary locals, as indices of a shopping district being for tourists rather than 

locals. Concepts of staged authenticity and the collective romantic gaze provide further suggest 

that there may also be spaces that cannot dichotomically be typified as spaces for tourists or 

locals. MacCannell (1976) mentions main streets and shopping centers as places of staged 

authenticity, which points to seemingly authentic, but contrived settings in a shopping district. In 

contrast, some areas that serve particularly locals may still draw attention of tourists in light of the 

concept of tourists’ collective romantic gaze (Ooi, 2002), which suggests that tourists may gaze on 

objects like local food courts, whose authentic charm can be strengthened by local participation. 

The above suggestions imply that a shopping district’s settings may vary in the degree of tourists’ 

and locals’ prominence and the extent to which shops appear to intend to attract tourists or locals 
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This study aims to answer the question of what characterizes a shopping district’s settings as 

spaces for tourists or locals from the perspective of the local students, as part of an investigation of 

locals’ and tourists’ views. This study, to the knowledge of the authors, is the first attempt to 

elucidate the characteristics of such a variety of spaces in a shopping district through the eyes of 

individuals. In that the characteristics of various settings that the students encounter are examined, 

the outcomes relate to the conference sub-themes, “Tourism Experiences” and “Places and 

Spaces”. 

 

Methods and Materials 

This study utilizes photographs that subjects took to capture their perceptions of places. Such 

methods are expected to allow subjects to focus on elements that are relevant to them and to 

deepen consideration of their views (Garrod, 2007). Furthermore, Garrod (2007) maintains that the 

takers’ viewpoints that the photographs reflect should be interpreted. In line with the caption 

evaluation method, which is proposed by Koga, et al. (1999), this study investigates their written 

reasons for photographing.  

A shopping district in Naha-shi, Okinawa Prefecture, Japan, was selected. This district has its 

root in the post war black markets, and many shops in and adjacent to the main street turned into 

rented ones in 1980s along with the outflow of customers to large-scale suburban type stores and 

have mainly been used as souvenir shops since then (Kinjyo, 1996). Nevertheless, according to 

the district’s union president, some areas away from the main street still comprise mainly clothing 

stores for the locals. The respondents were thus expected to have opportunities to encounter 

spaces where they may perceive different levels of touristic and local characteristics. 

 

Research and Results  

Forty-five local undergraduates who had graduated from high schools in the prefecture walked 

around the district for about an hour and took ten or more photographs of settings that were 

impressive as one of the four categories: “Category 1: for tourists”, “Category 2: visitors may 

regard as part of the local lives, but are not”, “Category 3: potentially attractive for tourists” and 

“Category 4: spaces for local lives”. The subjects gave their open-ended views about the ten most 

impressive photographed settings in line with the three points: “Elements they noticed”, “The 

characteristics of the elements they noticed” and “How they perceived the noticed characteristics”. 

These points are proposed by Koga et al. (1999) as a frame for subjects to state their reasons for 

photographing. The first and second questions were posed to extract characteristics of a noticed 

element, and the third question was expected to elicit how subjects think about the characteristics 

of the element. With a text mining software package (Higuchi, n.d.), nouns and adjectives whose 

frequencies were 5% or more of the total responses about each setting were extracted, and after 

words whose absence were mentioned as each setting’s characteristics at the one-third or more of 
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their total frequencies were screened out, the co-occurrence (Jaccard coefficient of 0.2 or more) of 

the remaining words was calculated.  

Only notable results related to commercial elements, tourists and locals, which are mentioned 

as the signs of touristic or local spaces in shopping districts (Snepenger et al., 1988), are 

presented. Whereas commercial elements, such as “Shops” and “Shops’ Signs” are noticeable in 

the frequency tables of all the categories, there are also some differences between the four 

categories in the types of the commercial elements. While “Souvenirs” are observed in the results 

of word frequencies of Categories 1, 2 and 3, some mundane products like “Clothes” are 

noticeable in non-touristic spaces (Category 4). Turning to word connections of Category 4, 

“Clothes” are also linked to “Many”, “Local” and “People”, which may highlight the nature of 

“Clothes” as products for locals. The word connections of Category 4 shows the relationship 

between “Utilization”, “Reasonable”, “Restaurants” and “Good”, which may suggest subjects’ 

favorable perception of reasonable products in local spaces and may also accord with the 

Snepenger et al.’s (1988) model, which points to affordable prices as a feature of spaces for locals  

The frequency of “Tourists” and the absence of “Local residents” are prominent in spaces for 

tourists (Category 1) and spaces that visitors may regard as part of the local lives, but are not 

(Category 2). While this may accord with Snepenger et al.’s (1988) model, which views the shift of 

core clienteles from locals to tourists as the sign of the settings being for tourists, the fact that the 

presence of “Local residents” also appear in the results of word frequency of Categories 1 and 2 

and that the presence of “Tourists” are also evident in the cases of Category 4 may pose some 

questions to the model. Both the presence and absence of tourists are frequently mentioned for the 

potentially attractive spaces for tourists (Category 3). 

As for differences between the two categories that are not perceived as spaces for locals, the 

results of Category 2 are not very much different from the results of Category 1. Tourists and 

commercial elements are prominent in both the categories whereas some local elements like 

“residence” and “houses” are observed in Category 2. In contrast to the findings of Category 4, 

which indicate local, mundane and reasonable elements as its particulars, the outcomes of 

Category 3, while indicating local factors, such as “Local residents” and “Local”, as its 

characterizer, shows some mixtures of local and touristic elements as represented by the word 

connections between “Souvenirs”, “New”, “Feelings” and “Residence”. 

 

Conclusion and Implications  

This study sheds light on locals’ views of what characterizes spaces with touristic and local 

features in a shopping district. Types of commercial facilities and people are suggested to be 

important for such characterization. Reasonable and mundane products may be seen to represent 

local spaces while souvenirs may be regarded as a symbol of touristic spaces. The results also 

imply that the absence of locals and the presence of tourists may be the characteristic of touristic 
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spaces. The above implications may support the recognition of the shift of core clienteles from 

locals to tourists, the shift of merchandise from mundane products to nonessentials and 

mementos, and prices that are unaffordable for ordinary locals, as indices of a shopping district 

being for tourists (Snepenger et al., 1988). That being said, the presence of locals and the absence 

of tourists are also seen as the aspects of touristic spaces by a certain number of subjects. 

Together with an implication that locals can be part of potentially attractive spaces for tourists, this 

may manifest the importance of locals as the feature of a shopping district. The outcomes of the 

potentially attractive spaces for tourists also indicate that locals may consider the local elements to 

be attractive for tourists when it is combined with touristic merchandise. 

The results also imply some factors of the “streetscape”, which is the exterior presentation of the 

shopping district (Murphy et al., 2011) and others of the “servicescape”, which refers to social, 

physical, design and ambient factors to create the interior environments of individual shops 

(Murphy et al., 2011). Locals, tourists and store variety are seen as social factors of streetscape, 

and products variety as represented by souvenirs, clothes, and reasonable products can be 

regarded as physical factors of the servicescape. While the streetscape may be regard mainly as 

the matter of town planning, servicescape may be under greater control of individual 

entrepreneurs. This points to the players in creation of spaces for tourists and locals as well as 

potentially attractive spaces for tourists and staged spaces as perceived by locals. 

The small sample size, due to the difficulty in gathering subjects at the same place for a long 

time, is the major downside. This study involves local undergraduates, who may not be 

representative of the locals visiting the shopping district. A broader range of residents should be 

targeted with a frame based on the findings of this study. Particularly, it will be worthwhile to 

examine views of older generations, for whom the state of the shopping district before the 1980s or 

at the time of its emergence, may still be fresh in memory, and compare them with the subjects’ 

views of this study to capture the change of the perceived touristic and local spaces.  

 

Acknowledgement 

This study is funded by the Japan Society for the Promotion of Science. 

 

  



 

91 
 

References 

Garrod, B. (2007). A snapshoot into the past: the utility of volunteer-employed photography in 

planning and managing heritage tourism. Journal of Heritage Tourism, 2(1), 14-35. 

Higuchi, K. (n.d.). KH Coder Index Page. Retrieved July 5, 2010 from http://khc.sourceforge.net/ 

Kinjyo, H. (1996). The development of Naha Central Business District: on the store locations of 

Kokusai Shopping Street. Shokei Ronshu, 24(1), 15-44 

Koga, T., Taka, A., Munakata, J., Kojima, T., Hirate, K. & Yasuoka, M. (1999). Caption Hyouka 

Hou ni yoru shimin sanka-gata keiken chousa [Participatory research of townscape, using “Caption 

Evaluation Method”]. Journal of Architecture and Planning, 517, 79-84. 

MacCannell, D. (1976). The tourist: a new theory of the leisure class. Los Angeles: University of 

California Press. 

Murphy, L., Benckebndorff, P., Moscardo, G. & Pearce, P. L. (2011). Tourist shopping villages: 

forms and functions. New York: Routledge. 

Ooi, C. S. (2002). Cultural tourism and tourism cultures: the business of mediating experiences 

in Copenhagen and Singapore. Copenhagen, Denmark: Copenhagen Business School Press. 

Snepenger, D., Reiman, S., Johnson, J. & Snepenger, M. (1988). Is downtown mainly for 

tourists? Journal of Travel Research, 36(4), 5-2.  

Snepenger, D., Murphy, L., O’Connell, R. & Gregg, E. (2003). Tourists and residents use of a 

shopping space. Annals of Tourism Research, 50(5), 567-580.  

Walmsley, D. J. & Jenkins, J. M. (1993). Appraisive images of tourist areas: application of 

personal constructs. Australian Geographer, 24(2), 1-13. 

 

 



 

92 
 

Behind the “Tourist Gaze”: Places and Non-Places 

Thomson, A.1 

 

 

Introduction 

Place in tourism acquired a wide range of meaning because of numerous interactions and 

interrelations between itself and local people, also through visitors coming to get it experienced. 

Though no universal conceptualization of place was so far invented, the main idea to make up the 

concept of place was found to be very close in several sources (Dymnicka, 2010). Thus, e.g. 

places were not to be experienced independently, but through the interactions of people with the 

setting, landscape, other people and personal experiences (Relph, 1976); place was conceived as 

a psychological geographic entity, or a socio-physical unit, the elements of which were 

communicated socially to have comprised three fundamental spatial interdependencies of space: 

physical, conceptual, and behavioral (Canter, 1977); relevance to place was the basic principle of 

all tourism design (Gunn, 1994); Tuan (1977) characterized places as “humanized spaces” 

wondering how people understood and recognized them and how they imparted them with 

meaning.  

Experiencing places was always resulted in a lasting impact on the tourists, or in a short-lived 

impression of the visited place. The visual sense or “hegemony of vision” was accepted to be 

central to understanding of places in tourism (Levin, 1993; Jenks, 1995; Urry, 2000). Owing to Urry 

(1990) the tourist gaze was ranked to be the most important tourist activity. Because the 

fundamental process of consumption was understood as the capturing of the gaze the other 

services were never employed (Urry, 1990). Consumption of commoditized tourist products 

(Greenwood, 1977) was thought as destroying the authenticity of local cultural products and 

human relations, which resulted in “staged authenticity” (MacCannell, 1973). So, tourists unable to 

see through the inauthenticity of contrived attractions acquired “staged authenticity”, and also 

experienced “pseudo-events” (Boorstin, 1964). To diminish the distance between a place and its 

quasi authenticity or inauthenticity as gazed by tourists the discourse, according to Cohen and 

Cohen (2012), turned to dwell on many meanings of authenticity and divided into sub-discourses 

embracing three types of authenticity, i.e. “objective (object)” authenticity; “constructed” authenticity 

and “subjective (existential)” authenticity to be streamed into a number of further sub-types 

eventually. Later Zhu (2012) stated that authentic and inauthentic became no longer asymmetrical 
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counter-concepts; they were fluid concepts that could be negotiated rather than presented an 

absolute property of anything. To deepen and widen the conception of “tourist gaze” to improve 

understanding of place perceiving by tourists, Urry (1990) distinguished two types of the “tourist 

gaze”, i.e. the “romantic” and the “collective,” to which later were also added “mutual gaze” and 

“intratourist gaze”). Larsen and Urry (2011) noted that the tourists used a particular filter of ideas, 

skills, desires, and expectations, framed by social class, gender, nationality, age and education to 

see the world and that different discourses implied different socialities and went on to add new 

types of gazes, i.e. spectatorial, reverential, anthropological, environmental, mediatized, and 

family. Recently, Cohen and Cohen (2012) concluded that the prioritization of the visual sense by 

Urry (1990) prevented his approach from becoming the basis for the sociological study of tourism 

as a general paradigm; instead academics turned to study the corporeal and other senses 

decreasing their interest in ocularcentrism. Though many research efforts were made to 

disclose interactions and interrelations in the tourists - place binary, they were all short of 

understanding them as temporary and transitory except the works of Augé (1995) and Relph 

(1976) who had introduced the conceptions of “place” and “non-place,” 

“placelessness,”“insideness” and “outsideness,” left in a way unnoticed. Given the above the 

following research question was planned. RQ: Could places and non-places as temporary and 

transitory sites of tourists’ presence impact their experiences making the latter incomplete? Below 

this research question was imparted as the hypothesis. The research was important to acquire the 

information to update existing marketing technologies in future.  

 

Methods and Materials  

The research was undertaken as an attempt to theoretically underpin the hypothesis admitted, 

though the research question was re-formulated to be hypothized as follows. H1: Tourists’ 

experiences were apt to be often incomplete while tourists explore temporary and transient 

environments. It was hoped to prove this conjecture by employing the conceptions of place and 

non-place, placelessness, insideness and outsideness introduced earlier by Augé (1995) and 

Relph (1976). The study was aimed to find out if limits of understanding of temporary and transitory 

environments as gazed by tourists were possible. The research was carried out by means of a 

current literature review through a descriptive and exploratory approach. The following objectives 

were also pursued: Gaining familiarity with the conceptions and achieving possibly new insights 

into understanding of short exposed places and non-places. Based on the research question, the 

paper is elaborated in four narrative parts, each part is essential to answer the research question.  

 

Research and Results  

In “Non-Places: Introduction to an Anthropology of Supermodernity,” Augé argued that an 

increased speed of travel had contributed to changing notions of time and space, giving rise to a 
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variety of non-places, including airplanes and airports, which were not tied to a culture localized in 

time and space (Augé, 1995). Augé defined a non-place by opposing it to a place, so a place was 

defined as relational, historical and concerned with identity, so a place that could not be defined as 

relational, or historical, or concerned with identity was a non-place (Augé, 1995). The key defining 

factor for Augé (1995) was that non-places were transitory, that they were spaces we flow through; 

as such any effect they had on us was temporary (Augé, 1995). Auge contrasted the realities of 

transit with those of residence or dwelling (Augé, 1995). By means of this filter Augé (1995) defined 

a large variety of spaces as non-places. Airports, motorways, theme parks, hotels (especially 

motels), department stores, shopping centers, tourist spaces etc. and the more abstract and/or 

virtual spaces of communication and media technologies were all seen to be archetypal non-places 

(Augé, 1995). They had much in common as they were all spaces of transit and mobility (Augé, 

1995). According to Augé (1995) economic imperatives spawned the non-place. Economics was 

still underpinning creation of the non-places (Augé, 1995). Augé’s non-places were essentially the 

space of travelers. Places focus on the static, whereas non-places focus on the temporary (Augé, 

1995). In contrast, the non-place was devoid of significance as people were disconnected, with 

empathy absent (Augé, 1995). Non-place designated two complementary but distinct realities: 

spaces formed in relation to certain ends (transport, transit, commerce, leisure), and the relations 

that individuals have with these spaces (Augé, 1995). The non-place was a term used by Augé 

(1995) to describe a place that was itself not a destination but rather a place of everyday passing, 

a place of being in-between in which we experienced alienation (Augé,1995). As per Augé (1995) 

modern society came to be living increasingly under the domination of what he called non-place. 

People used to spend more time in supermarkets, entertainment complexes and etc. doing daily 

transactions trough telephone calls, computer and etc being born in clinics and died in hospitals. 

Places were locations where people belonged to and non-places were where people spent a short 

time in them and then passed from them. As Augé (1995) suggested the disembodied nature of 

service delivery in non-places became the reason of the temporary suspension of individual 

identity, i.e. the space of non-places created neither singular identity nor relations; only solitude, 

and similitude 

In “Place and Placelessness,” Relph (1976) stated that authenticity of place tended to be 

progressively dismissed by a diminishing attitude that he termed placelessness, i.e. the casual 

eradication of distinctive places and the making of standardized landscapes that resulted from 

insensitivity to the significance of place. The influence of mass communication, mass culture, and 

central authority caused undermining of place for both individuals and cultures, and the casual 

replacement of the diverse and significant places of the world with anonymous spaces and 

exchangeable environments (Relph, 1976). Identity of place was understood by Relph (1976) as 

persistent sameness and unity which allowed the place to be differentiated from others and made 

of three components: the place’s physical setting; its activities, situations, and events; and the 
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individual and group meanings were created through people’s experiences and intentions in regard 

to that place. Because places were significant centers of our immediate experiences of the world 

Relph (1976) introduced a measure of the intensity of meaning and intention that a person and 

place held for each other, i.e. identity with place, defined through the concept of insideness - the 

degree of attachment, involvement, and concern that a person or group had for a particular place. 

To feel inside (insideness) a place meant to be here rather than there, safe rather than threatened, 

enclosed rather than exposed, at ease rather than stressed, i.e. the more profoundly inside a place 

a person felt, the stronger would be his or her identity with that place (Relph, 1976). Separation or 

alienation from place, i.e. this kind of experience, was termed as outsideness to be understood that 

people suffered from division or separation between themselves and world, e.g. feeling nostalgia in 

a new place (Relph, 1976).  

 

Conclusion and Implications  

It must be acknowledged that places such as airports, motorways, theme parks, hotels, motels, 

department stores, shopping centers, tourist spaces and attractions, airports, railway stations, 

transportation, catering services, freeways, etc. were justly characterized as temporary points of 

station. Also, termed as non-places, they were rightly compared to anthropological places regarded 

as places of identity, of relations, of history, of belonging, of dwelling (i.e. residence). Non places 

were to be passed through. Feeling no insideness, rather outsideness and alienation from non-

place, tourists could consider themselves to be stationed in placelessness. So, non-place itself as 

well as feelings of outsideness and alienation might be considered as factors which influence 

tourists’ experiences making the latter incomplete. As these phenomena are the results of 

globalization and mobility, they deserve a wider scope of address. Because this is an exploratory 

investigation, comprising a review of the existing literature, some possible avenues for further 

research in this area emerge, also including marketing domain. Moreover, the admitted hypothesis 

must be further tested. 
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Golf Destination’s Brand Personality: The Case of the Algarve 

Pereira, R., Correia, A. and Schutz, R.1 

 

 

Introduction 

This research is based on a survey gible and intangible attributes (Ekinci & Hosany, 2006) and 

therefore the measuremconducted on golf players in the Algarve in order to validate a set of golf 

destinations personality traits adequate to describe a golf destination. The motivation for choosing 

the topic relates to the fact that tourism destinations can be seen as a product or perceived as a 

brand consisting of tanent model for destinations brand personality (DBP) is a crucial part of the 

process of developing a destination brand. Although marketing scholars have been increasingly 

interested in measuring the symbolic meaning which consumers attribute to brands (e.g. Aaker, 

1997; Aaker, Benet-Martinez & Garolera, 2001; Hogg, Cox & Keeling, 2000; Keller, 2008; Milas & 

Mlačič, 2007), few valid measurement instruments have been developed to capture the symbolic 

and experiential value of brands (Austin, Siguaw & Matilla, 2003) especially in a regional context. 

Destination branding studies have, in the main, focused on destination image. Only recently, brand 

personality has been explored as a concept capable of being applied to destinations (Blain, Levy & 

Ritchie, 2005; Cai, 2002; Ekinci & Hosany, 2006; Hosany, Ekinci & Uysal, 2006). 

However, many studies that aimed at assessing a DBP have applied Aaker’s (1997) brand 

personality scale (BPS) to destinations. In turn, BPS is based on human personality – the Big-Five 

model (BF). Destinations are very difficult to evaluate from the perspective of brand personality as 

it involves a considerable amount of sub-products (sub-brands) and experiences. However, there 

is already clear evidence that tourists ascribe personality characteristics to destinations (Murphy, 

Benckendorff & Moscardo, 2007) and that destination personality has positive influences on 

tourists’ behaviour (intention to return and recommend) as stated by Rojas-Mendéz, Murphy and 

Papadopoulos (2011) and Usakli and Baloglu (2011).  

Being able to measure the brand personality of a golf destination will bring value to the 

destination management. For instance, assessing destinations brand personality can contribute to 

the planning of marketing actions aimed at changing general destination attitudes as well as 

product-destination attitudes (D’Astous & Boujbel, 2007), and help to well establish the destination 
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brand, creating differentiation, which can result in increasing preference and usage (Sirgy, 1982), 

higher emotional ties to the brand (Biel, 1993), trust and loyalty (Fournier, 1998).  

 

Methods and Materials  

The research strategy was based on literature review on human personality, brand personality, 

destination brand personality, brand image and scale development procedures.  

The study applied a survey research design. An initial 36 unrepeated items generated by 

interviewing stakeholders from the golf industry in the Algarve and from promotional texts in golf-

related websites and validated by a panel of expert judges, was the base for a self- administrated 

questionnaire. Both close and open-ended question were used in the questionnaire to collect the 

qualitative and quantitative data for the study. The questionnaire was applied to convenience 

sample of 600 golf players in the Algarve golf courses, over the 2012 spring season and 545 

usable questionnaires were analysed.  

The research questions for this study are: 1) What are the main attributes of a golf destination? 

2) which traits (human personality, brand personality and non personality) are appropriate to 

describe a golf destination? 3) which traits (human personality, brand personality and non 

personality) are appropriate to describe the components of the relational brand personality 

(functional, symbolic and experiential) of a golf destination? The relevance of the main research 

question relates to the fact that there is a lack of empirical studies on destination brand personality 

applied on specific types of destinations, namely on golf destinations.  

As main analytical methods, the software SPSS v.18 (Statistical Package for Social Sciences) 

was used to perform the descriptive statics analysis and an exploratory factor analysis. The SPSS’ 

module STAFS v.4 (Statistical Texts Analysis for Surveys) was used to analyze the open-ended 

questions and the software AMOS Graphics V.20 (Analysis of Moments Structures) was used 

apply the SEM (Structural Equation Modelling) technique to validate the scale through a 

confirmatory factor analysis. After an exploratory factor analysis (EFA), using the Generalized 

Least Squares (GLS) method with varimax rotation, a confirmatory factor analysis was performed 

in order to assess the 2nd order factor latent structure and validate the scale. The factor structures 

were tested in AMOS in two different analyses and two models emerged.  

 

Research Results 

In terms of qualitative perception, respondents consider golf courses, climate, accessibilities, 

quality accommodation and price (functional) as fundamental attributes which a golf destination 

must have. However, for the same respondents, the most import important characteristics of a golf 

destination are golf courses, climate, the way the destination makes tourist/golf players feel 

(experiential), quality service and reception (symbolic) and security and safety (experiential). Also, 

when asked about the characteristics that should be associated with the brand to guarantee 
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differentiation, results were golf courses (quality and quantity), climate (functional), the character of 

the local population (symbolic), proximity and accessibilities (functional), being the strongest 

relationship between golf courses and climate. The terms that respondents most suggested to 

describe the Algarve as a golf destination were: good and very good, excellent and expensive, 

none of them personality traits.  

The quantitative perceptions of the research indicate that tourists actually ascribe personality 

characteristics to golf destinations. The overall perception of destination personality of the Algarve 

is reflected on Model I, which comprises three main dimensions enjoyableness, distinctiveness and 

friendliness. Model I achieved a very good fit [X2= 67,387; P=0,000; X2 /df =2,106 (1<x2/df<3), 

GFI=0,976; CFI=0,985 and TLI=0,978, and RMSEA=0,045)]. The reliability and validity of the latent 

construct of the model was supported by good factor loadings, composite reliability, convergent 

and discriminant validity indexes. Items like pleasant, relaxed, natural, calm and appealing 

comprise the dimension enjoyableness and items like spectacular, innovative and unique are 

included in the dimension distinctiveness and finally friendly and welcoming belong to dimension 

friendliness.   

The brand personality of the Algarve as a golf destination is reflected in the dimensions 

reliability (helpful, friendly and reliable), hospitality (pleasant, welcoming and cheerful), uniqueness 

(spectacular, the best and unique), attractiveness (relaxed pleasant and safe) when tourists assess 

the components of the relational brand personality (Hankinson, 2004). Those are the results of 

model II, which also achieved a very good fit indexes [X2=71,480; P=0,011; X2/df=1,520; 

GFI=0,979; CFI= 0,992; TLI=0,980 and RMSEA=0,031]. Once again the reliability and validity is 

supported by acceptable factor loadings, composite reliability, convergent and discriminant validity 

indexes. A refined scale consisting of 10 and 12 items was then derived meeting both reliability 

and validity requirements.  

As far as the consistency between the destination and the tourist/golf player self-image, the 

great majority agrees that the characteristics of the destination are somewhat consistent (50.9%) 

or very consistent (25.2%) with their own characteristics. From the human characteristics 

presented in the survey, which were also valid to describe a golf destination the scores revealed 

that the characteristics of the destination that golf players most identify themselves with is pleasant 

and relaxed. 

Findings of this study also revealed that golfers are satisfied (53.3%) and very satisfied (32.8%) 

with the destination. The respondents intend to return to the Algarve to play golf – very likely 

(25.6%) and most certainly (50.9%). Also, the respondents intend to recommend the destination to 

play golf - very likely (35%) and most certainly (52.3%), which reveals a strong loyalty towards the 

destination.  
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Conclusion and Implications 

The study reveals that tourists actually attribute personality characteristics to destinations. This 

is in line with previous research on brand personality (e.g. Ekinci & Hosany, 2006; Ekinci, 

Sirakaya-Turk & Baloglu, 2007; Murphy et al., 2007; Usakli & Baloglu, 2011). This study does not 

replicate Aaker’s (1997) personality dimensions and very little parallelism can be drawn with 

Aaker’s (1997) brand personality scale since only four items from her scale were validated: 

friendly, unique (sincerity), reliable (excitement), cheerful (competence). The same applies to the 

big five. The human personality traits validated to describe golf destinations personality are also 4 

helpful, pleasant (agreeableness), relaxed (emotional stability), innovative (intellect or openness), 

while non-personality traits, suggested by the interviews and website promotional texts are the 

majority (7): appealing, natural (DID) calm, spectacular, welcoming, safe and the best. The shifting 

of the personality traits from one dimension to another was also observed in previous research 

(Ekinci & Hosany, 2006; Murphy et al., 2007; Usakli & Baloglu, 2011).  

Furthermore, this study supports the argument of Ekinci and Hosany (2006) that Aaker’s (1997) 

BPS may not fully represent all personality traits associated with tourism destinations. That fact is 

noticeable because the destination-specific personality traits (non-personality traits) were loaded 

on nearly all dimensions of both models (except on reliability – model II). 

Additionally the open-ended responses revealed personality traits that are quite different from 

those in Aaker’s (1997) or Goldberg’s (1992) scales (e.g. good and expensive). 

Findings show that specific scale must be drawn including a wider set of brand personality traits 

and must consider the different type of destination attributes. Promoting the functional attributes of 

destinations could be very positive but is not sufficient to attract golf players. Findings of this study 

suggest that the symbolic functions or benefits and experiential outcomes of a destination brand 

are crucial in understanding the complex nature of tourism behaviour.  

Another aspect to highlight is that tourists/golf players who experience a match between how 

they see the destination and how they see themselves are more likely to have favourable attitudes 

towards the destination resulting in the intention to return or recommend. 

An important contribution is that both qualitative and quantitative approaches should be used in 

the measurement of brand personality, which is similar to the findings of Baloglu and Love (2004) 

and Usakli and Baloglu (2011). In this study the interviews and the website texts provided a greater 

variety of personality traits that are quite different from those in the literature. In addition, they 

converged in part with quantitative response and thus provided additional support for the validity of 

the study. A reliable and valid tool to assess golf destination brand personality is a valuable 

marketing management resource. Destination managers will be able to plan marketing actions that 

will help to change general destination attitudes and product-destination attitudes; establishing the 

destination brand and creating differentiation resulting in increased preference and usage, higher 

emotional ties and trust and loyalty towards the brand. Also, marketers should place great 
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emphasis on building a connection between destination personality and tourists/golf players’ self-

concept. 

Directions for future research will be to use this scale to assess different golf destinations.  
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Lake-Destination Image Attributes: Website Content Analysis of 

Pictures and Text 

Rodrigues, A. I., Correia, A., Kozak, M. and Tuohino, A.1 

 

 

Introduction 

Due to the multifaceted nature of tourism, new typologies have come into existence and many 

different forms of tourism have co-existed over the last decade. Particularly related with water as a 

tourism resource, several terms have been addressed such as marine tourism, river/canal tourism, 

coastal tourism, marina-based tourism, and more recently lake tourism (Hall & Harkonen, 2006). 

This relatively unexplored research theme of tourism studies has an emerging body of literature. 

Lakes are open bonds of water (natural or man-made) which can be assumed as a tourism 

destination according to the UNWTO definition since they are (1) cultural appraisals comprised of 

images and perceptions; (2) perishable and vulnerable to change, (3) used by multiple users or 

stakeholders, and complex amalgams in need of management (Cooper, 2006). Lakes can either 

be considered as a tourism resource which adds value to whole destination experience or which 

arise as the core of destination’s attractiveness. In fact, tourism development not only on the lake 

itself, but in the surrounding area might constitute a valuable resource for some countries if 

properly developed. It is believed that due to the complexity of lacustrine tourist systems the 

destination image, owing to its simplicity, dynamism, versatility, and capacity to integrate several 

factors, might represent a basis for the management of this type of destination (Rolo-Vela, 2009). 

Moreover, image is considered a key construct in destination positioning (Pike & Ryan, 2004), and 

positioning is actually a strategic tool for destination management. 

As a result, the need to understand the mental images associated with lake-environments as a 

tourism destination is of the utmost importance. Moreover, since lakes landscapes are associated 

with water, understanding the perceptions that tourists hold about “waterscapes” is a starting point 

for marketing lake-destination areas (Tuohino & Pitkanen, 2004). Lake-destination areas arise then 

as an interesting topic for destination image studies after forty years of evolutionary research within 

this field (Rodrigues, Correia & Kozak, 2012). In fact, research has given little attention to lake-

destinations’ projected or perceived tourism images. More specifically, there has been a scarcity of 
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literature investigating the variables involved in the formation of a lake-destination image. 

Therefore, this study aims to explore the main attributes that might potentially influence this 

destination type, and simultaneously, contribute to conceptualizing and defining lake tourism.  

 

Methods and Materials 

The results of this paper correspond to a qualitative approach which began with an extensive 

analysis of image measurement attributes found in the literature for other destination types (Beerli 

& Martin, 2004, Gallarza et al., 2002). The results indicate that the scales investigated were totally 

inappropriate to the object under study (lake-destination). Aiming to identify the image attributes 

that might potentially influence this type of destination, an explorative study will be conducted in an 

online environment by analysing contents of a lake-related website as a source of information – 

“lakelubbers” (cf. http://www.lakelubbers.com). The goal is to generate a set of image variables 

through the use of textual and photographic data specifically related to the lake tourism context.  

To sample the data a search was conducted to locate the descriptions of potential lake-

destinations by screening the lake information within the “lakelubbers” database. The criteria 

decision was based on a two-step process: first, a geographical scope had to be limited to 17 

European countries, due to the wide variety of lake locations; second, the three largest lakes (by 

surface area) in each country were considered. A total of 51 lake descriptions constitute the stimuli 

for this study which were manually browsed and superficially scanned for their textual content. The 

text data will also be content-analysed based on the identification of the most frequent words or 

phrases and associations describing lakes and their tourist potential. Also in line with the so called 

‘pictorial turn’ (Feighey, 2003) the need to apply image-based research in tourism studies has been 

highlighted by several authors (Fairweather & Swaffield, 2002; Mackay & Fesenmaier, 1997). 

Therefore, this study will simultaneously adopt visual information, particularly lake-related photos. 

The most common approach to evaluating images has been content-analysis traditionally 

grounded on motifs and themes (Albers & James, 1988; Govers & Go, 2005). A total of 

approximately 200 images from the sampled lakelubbers website were collected and grouped by 

country. In addition, the pictorial images were categorized based on the results of the preliminary 

textual data analysis and other research examining visual information (Choi, Lehto & Morrison, 

2007). The data, textual and pictorial, will be content-analysed using WebQDA (Web Qualitative 

Data Analysis), recent Portuguese software which is especially useful for researchers, both in 

academic and business contexts. 

In order to verify the existence and establish the relative importance of the proposed list of 

image attributes, a filtering process will be conducted. These items will be presented to a panel of 

experts in lake tourism (also supported by existing literature and second information sources). 

Additionally, the characteristics of a lake-destination will also be examined with the aim of enriching 

the conceptualization of lake tourism as a recent sub-field of tourism studies.  
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Finally, it is important to highlight that this qualitative stage is considered essential, in a basically 

quantitative study for the following reasons: a) identifying the salient variables to be examined; b) 

helping to understand and explain the quantitative findings. Therefore, it is expected that the 

results of this stage will contribute to characterizing potential lake-destinations within lake tourism 

as a frame of reference, and to developing a final list of specific variables that might influence the 

image formation of lake-destinations. These variables will turn into measurement scales which will 

be assessed in the quantitative research.  

 

Research and Results 

The outcomes of this study correspond to the qualitative stage, phase one of an exploratory 

sequential mixed-methods research design. By definition, mixed methods is a procedure for 

collecting and analysing data at some stage of the research process integrating both qualitative 

and quantitative data with the purpose of acquiring a broader view of the research problem 

(Cresswell, 2003). The rationale here is that neither one method nor the other is sufficient to 

capture the whole situation. The research design was developed pragmatically to produce a 

methodological structure capable of answering the study’s aims. Therefore, the results of this 

paper are part of a planned approach to item generation, which is a critical beginning to scale 

development research. As explained before, a pool of items will be generated by textual and 

pictorial content analyses, which will be used for the development of a valid image assessment 

scale for lake-destinations. These items will be then validated by one group of knowledgeable 

people (experts) to assess item quality on a number of different dimensions. At a minimum, expert 

review should involve an analysis of content validity (e.g., the extent to which a set of items reflects 

the content domain), clarity, conciseness, grammar, reading level, face validity, and redundancy. It 

is also helpful at this stage for experts to offer suggestions for adding new items (Worthington & 

Whittaker, 2006). Specifically, the outcomes of this study will contribute (i) to defining and 

characterizing a lake-destination area and/or lake tourism a type of tourism, and (ii) to identifying 

the cognitive and affective attributes more related to lake-destinations.  

Referring to textual data, 51 lake descriptions from European countries will be content-analysed 

using WebQDA (Web Qualitative Data Analysis) as mentioned in the previous section. It is 

expected that a frequency list of unique words in the total text covering the selected sample of lake 

descriptions will be provided. It will be also possible to identify the words most commonly 

associated with lakes, which represent the most important attributes used to define this particular 

type of destination. Additionally, differences or similarities among regions where the lakes are 

located will be also explored by the content-analysis procedure. As explained in the methods 

section, with reference to pictorial analysis a total of approximately 200 images grouped by country 

will also be examined. The results will underscore the main image categories related to lake 

environments, in which the main motifs will arise.  
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Due to the importance of image for the development of a destination within a well-defined 

positioning strategy, an understanding of how a destination is perceived is a fundamental stage, 

and even more so in the case of new destinations as further research will demonstrate. As a result 

of this qualitative data collection phase, a list of image variables specifically adjusted to lake 

destinations will be developed. Therefore, the next step of the research (quantitative approach) will 

be focused on testing the results of the qualitative stage. In other words, a questionnaire will be 

implemented to tourists aiming to assess the set of lake-destination image attributes obtained in 

this phase.  

 

Conclusions and Implications 

From a theoretical standpoint, this study underscores the importance of understanding lake 

tourism as recent sub-field of tourism. That is, empirical evidence will be provided in order to 

achieve a clear conceptualization of lake tourism, which will help to move forward in developing an 

image measurement scale more adapted to lake-destinations. Additionally, a set of the main image 

attributes within a framework of lake tourism will be extracted which will fill a gap related to this 

recent topic in the existing destination image literature. Further research will be carried out towards 

a reliable and valid scale of image assessment for lake-destinations. Results of this study, 

furthermore, are in line with the increasing use of qualitative data – textual and/or pictorial 

materials – considered as one of the main trends in destination image research (Stepchenkova & 

Mills, 2010). The relevance of using content analysis of qualitative textual and visual data at 

preliminary stages of research for future questionnaire development will be once more 

demonstrated. The theoretical structure and main functions of WebQDA as recent software and its 

applicability and versatility in tourism studies, particularly in this research design, will also be 

highlighted. Finally, this study also provide a basic conceptual and qualitative examination of 

travel-related websites as an information source (specifically an online directory for lake lovers) 

highlighting their potential to be used for collecting data applied to specific contexts.  

At a managerial level and considering that destinations should move from broad approach 

marketing to a more oriented and target positioning in their own competitiveness set (Kozak & 

Rimmington, 1999), relevant conclusions are expected to be obtained. Firstly, an appropriate 

identification of image attributes related to lake tourism will undoubtedly contribute to a more 

effective positioning strategy to be taken by this type of destinations. Positioning is a strategic 

decision for a destination’s success and image assessment a key stage in its development 

process. The list of image attributes as indicated by the findings will provide useful strategic 

directions on the main attributes that a lake destination should promote to be more competitive. In 

fact, this is a completely new topic in tourism destination marketing which requires more attention 

in the future. Secondly, this investigation will simultaneously contribute to understanding the main 

lake tourism activities that a DMO should incorporate in the development of a lake tourism 
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strategy. However, further research should cross this information with the demand’s point of view 

by assessing tourist perceptions. Thirdly, the results will support (or not) the importance of 

incorporating the affective dimension of experience in this type of tourism, besides the cognitive 

component of image.  

There are some inherent limitations to this study. Content analysis is exploratory in nature and 

relies on subjective judgements to some extent. Additionally, this study was confined to a single 

viewpoint based on a single website source as a consequence of a very recent form of tourism not 

yet explored in online environments as is the case of lake tourism. The goal here was mainly to 

extract image attributes and not to analyse how lake-destinations are represented on the web. 

However, other sources to extract lake attributes might be added, if necessary. Further, this study 

intentionally examined lake descriptions limited to Western European countries considering the 

wide scope of geographical areas where lakes are located. 
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How Hotel Management Perceive the Relationship Between 

Branding and Hotel Performance? 
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Abstract 

The hospitality industry in Jordan has witnessed a visible growth during the past three decades.  

Marketing and branding is increasingly getting the attention of hospitality managers. Few dispute 

the value of branding to the hotel industry in creating guest loyalty and market value.  

The aim of this research is to comprehend how branding influences the performance of the 

hotel industry in the Kingdom. A survey was conducted among a purposive sample of hotel 

managers in four and five star hotels to examine how they perceive the relationship between 

branding and performance of their business firms. 

The study concluded that hotel managers positively evaluate the role of branding in enhancing 

customer satisfaction and determining the success and competitiveness of the hotel business in 

Jordan. Hotels adopt different branding strategies and tactics to attract more customers, maintain a 

competitive edge, and sustain their business.   

 

Introduction 

Marketing provides future hospitality managers with the knowledge and skills needed to ensure 

that their business, whether it is a chain hotel or a small remote independent motel, comprehends 

the way clients think. Thus, hospitality managers should understand branding and the role it plays 

in guest satisfaction and retention.  

Brands offer potential guests the perception of reliable quality service and memorable 

experience. A brand is seen as a guarantee of consistent quality and can be used to attract and 

better satisfy clients and enhance brand loyalty and equity. Brands are able to cross borders, and 

potentially to bind people and cultures together more quickly and effectively. (Clifton, et al., 2003) 
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The success of a hospitality service is based on being perceived as distinguished and unique by 

targeted clients. The distinction could be a result of function, form, ease of use, price or prestige. 

Thus, the client believes you offer something exceptional (Stine, 2013). 

As hotel companies enhance and reshape their identities, a great deal of flag changing 

encourages the switching from one brand name to another. These are part of repositioning 

strategies followed by many hotel companies. Usually the hotel employees communicate the 

importance of branding to consumers, and create an atmosphere of business trust and 

accountability.  

Hotel affiliations is growing in importance as compared to the previously favoured individual and 

family small hospitality businesses, partially as a response to the growth  and globalization of the 

tourism and hospitality business, and the increasing competition and customer awareness.  

A brand could be defined as a "name, sign, symbol or design, or combination of these, intended 

to determine the goods of an organization and distinguish them from those of competitors" (AMA, 

2013). Brands provide added value to both guests and hotel companies, mainly because they 

enhance brand loyalty. Hotel guests rely on brand names to reduce the risk associated with staying 

at an otherwise unknown property (O’Neill & Xiao, 2006). Thus, a brand is something for 

consumers to feel good about (Vaid, 2003), and successful brand organizations promote 

themselves as such.  

With the increasing focus on customers, guest satisfaction has served as a measure of 

operational success for branding strategies (O’Neill & Mattila, 2004). Guest satisfaction leads to 

repeat purchases (Oh, 1999), favorable word-of-mouth behavior (Gunderson, Heide & Olsson, 

1996), and loyalty (Dubé & Renaghan, 2000). Consequently, lodging operators have turned their 

attention to guest satisfaction and branding to enhance guest satisfaction (Brucks, Zeithaml & 

Naylor, 2000; Jacoby, Szybillo & Busato-Schach, 1977).  

Tourism is considered the backbone of the socio-economic development in Jordan, contributing 

to more than 14% of GDP. Tourism is the largest export sector and a major employer in the 

Kingdom (www.mota.gov.jo). 

The vision of the successive national tourism strategies is to present Jordan as a boutique 

tourist destination with rich and diverse visitor experiences that will enrich the lives of Jordanians 

and their guests. They also aim at improving quality of services and diversifying products and 

facilities to conform to international hospitality criteria. (JTB, 2013) 

Recently, the Kingdom witnessed a noticeable fall down in the number of tourists and the 

corresponding tourism income as a result of the "Arab Spring" which badly influenced the tourism 

business in the Middle East region, despite the relatively stable political system in the Kingdom. 

In Jordan, there were (497) classified hotels with (47,270) beds in 2012. The total direct 

employment in the classified hotels counted for (15330) or (35%) of the total direct employment in 

the tourism activities. The share of Amman was more than (60%) of the hotel beds and employees. 
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Amman, Petra, Aqaba and the Dead Sea altogether counted for (92%) of the hotel beds and (95%) 

of the hotel employees. In 2012, there were (28) five star hotels and (28) four star hotels operating 

in Jordan. Five star hotels counted for (52%) of the total direct employment in the hotel industry, 

followed by four star, and three star hotels (20%) and (13%) respectively.  

The question remains what is the role of branding in hotel marketing in Jordan, and how hotel 

management perceives this role? 

 

Methods and Material  

This study attempts to comprehend how hotel management in Jordan perceives the importance 

of branding, and how it influences the hotel performance, its future potentials, and strategic 

decision making. Therefore, the purpose of the study is to analyze how mangers in five and four 

star hotels perceive the impact of branding on customer satisfaction, hotel marketing, hotel 

performance, and the relationship between the hotel and its stakeholders. 

In this research study, we adopted both quantitative and qualitative approaches. Secondary 

data on the tourism and hotel business in Jordan were collected from the ministry of tourism and 

Jordan hotel Association. After reviewing the related literature on branding from its different 

perspective, a questionnaire was developed and administered among 12 hotel management staff 

in two hotels as a pilot survey. The answers and comments of the selected respondents helped in 

reviewing the structure and content of the questionnaire. The final questionnaire consisted of four 

main themes i.e. the relationship between branding and customer satisfaction, branding and 

marketing, branding and hotel performance, and branding and branding and hotel stakeholders. 

Each theme has five questions on a three -point scale ("agree", "do not know", "disagree"). 

The survey was administered among a purposive sample of( 63) Hotel management staff in (8 ) 

five and (7) four star hotels in Amman and Petra during January – June 2013.Only (50) 

questionnaires were collected and analyzed, using SPSS (version 19). A descriptive analysis was 

used to test population statistics.  

In-depth interviews with hotel management were beneficial in interpreting research results and 

uncovering main issues related to branding and guest satisfaction. 

 

Research and Results  

A. Branding and customer satisfaction. The highest mean reached (2.94) out of (3) for the 

statement "branding plays important role in customer selection decision of a hotel", followed by 

"branding strengthens customers' loyalty,   "branding enhances the quality of customer services" 

"(2.92) and ( 2.86) respectively. The lowest means was (2.71) for "branding establishes an 

emotional connection in the customer mind" The total means for branding and customer 

satisfaction reached (2.84) by medium agreement degree. 
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B. Branding and hotel marketing. The highest mean reached (2.80) out of (3) for item (5) 

"branding helps differentiating the identity of your business", then for items (1) "branding enhances 

marketing efficiency", (mean= 2.78), then for item (3) "branding helps in market segmentation" 

(means = 2.65). But the lowest means was (2.35) for item (4) "branding decreases promotional 

expenses" by medium agreement degree. 

The total mean for branding and marketing reached (2.62) by medium agreement degree. 

C. Branding and hotel potentials. The highest means reached (2.84) for item (1) "branding 

positively influence hotel performance", then for items (5) "branding guarantees high return on 

investment ", (mean- 2.82), then for item (4) "branding adds to the market value of the company" 

(mean= 2.80). But the lowest means was (2.71) for item (3) "branding ensures better market 

share". 

The total mean for branding and hotel potentials reached (2.78) by high agreement degree. 

D. Branding and hotel environment. The highest means reached (2.88) for item (5) "branding 

makes your hotel more competitive", then for items (2) "associating with well-known hotel chains 

increases your chances of success", (means= 2.78), then for item (1) "in tomorrow's electronic 

world, branding becomes more necessary" (means= 2.73). But the lowest means was (2.65) for 

items (3and 4) "branding positively influence the decision of financial institutions" and "branding 

enhances staff stability in the hotel". 

The total means for others reached (2.74) by high agreement degree. 

 

Conclusion and Implications 

The strategic management of hotel branding and customer satisfaction is of utmost importance 

in today’s crowded marketplace, where customers are overwhelmed with lodging choices. 

Accordingly, in this study, the theme "branding and customer satisfaction" was ranked the highest 

by hotel management staff, followed by "branding and hotel potentials, "branding and hotel 

environment", and least was "branding and marketing". 

Our results further indicate that hotel management highly appreciates the role of branding in 

customer satisfaction. They believe that brands with higher guest satisfaction levels seem to 

achieve not only greater revenues per guest room but also achieve higher growth rates in room 

revenues than brands with lower satisfaction. 

They also believe that branding highly influence hotel potentials and the role of branding in 

dealing with variables and aspects in the hotel environment like the case of "Arab spring". On the 

other hand and in spite of the fact that they appreciate the role of branding in marketing the hotel 

and its services, they understand the influence of political instability in the region on the hotel 

industry resulting in a drastic decline in the number of inbound tourists in the Kingdom. Although 

larger brands and brands with higher levels of guest satisfaction have higher occupancy levels and 
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better revenue, branding plays a limited role during political instability and declining inbound 

tourists, especially with a limited domestic tourism market. 

Like all such studies, this study has limitations. First, our data set includes only 8 hotels in 

Amman and Petra. A larger sample covering all geographical areas will be more representative. 

Therefore, our conclusions may not be generalizable to the entire lodging industry. Second, we did 

not consider any independent properties. 

Although independent hotels generally under perform brand-affiliated hotels in the marketplace, 

previous research has shown that independent hotels might outperform their brand-affiliated 

counterparts in some segments of the industry (Damonte et al., 1997). Third, the survey was 

carried out during the "Arab Spring" which badly affected the performance of the hotel business 

and future speculations of hotel mangers. 

This study raises several important long-term strategic issues regarding hotel Branding in 

Jordan, and particularly the relationship between hotel branding and customer satisfaction, 

marketing, hotel potentials and the hotel environment. 

Finally our study recommends that hotel management need to enhance the role of branding in 

attracting more business in a business environment featured by clear fluctuation and political 

instability. 
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Nation-Branding Opportunities Created by Sport Mega-Events: The 

Case of South Africa and the 2010 Fifa World Cup 

Knott, B., Fyall, A. and Jones, I.1 

 

 

Introduction 

Nation-branding has been increasingly viewed as a means of gaining competitive differentiation 

for countries as they compete for the attention, respect and trust of investors, tourists, consumers, 

donors, immigrants, media and governments (Anholt, 2007). However, the relationship between 

branding and places is not always well understood (Morgan, Pritchard & Pride, 2010). Place 

branding refers to branding and building brand equity in relation to national, regional and/or local 

(city) identity (Govers & Go, 2009, p.16). It is a representation of identity, building a favourable 

internal (with those who deliver the experience) and external (with visitors) image leading to brand 

satisfaction and loyalty; name awareness; perceived quality; and favourable associations (Govers 

& Go, 2009). Over the past decade there has been a growing awareness of the significant impact 

that hosting sport mega-events can have on a nation’s brand. Sport mega-events have become 

increasingly important in the contemporary era, and have become an object of policy for an 

increasing number of nation states in the world, most notably “as a means to gain international 

visibility in some ways” (Cornelissen, 2007, p.242). Sport mega-events represent a “unique 

publicity platform and opportunity for place marketing” (Essex & Chalkley, 1998, p.201), or, as 

Berkowitz, Germano, Gomez and Schafer (2007, p.164) put it, “a great branding opportunity” for 

nations. The high media profile of a sport mega-event, such as an Olympic Games or a FIFA World 

Cup, can be harnessed to increase the awareness, prominence and standing of places and, 

according to Florek and Insch (2011), Chalip and Costa (2005) and Higham and Hinch (2009), 

serve as an agent of change in terms of imagery and place meaning. For example, the Olympic 

Games have long been used to serve the imaging or re-imaging of places (Higham & Hinch, 2009). 

Florek and Insch (2011) cite the case of Sydney and the Olympic Games of 2000 that accelerated 

the awareness of Australia as a destination by up to ten years. The case of the Germany in 2006 is 

the first FIFA World Cup event cited as an example of nation branding impact, with Germany’s 

image being softened and boosted through the hosting of the mega-event (Florek & Insch, 2011).  

The 2010 FIFA World Cup represented by far the largest sport event to be hosted by South 

Africa. The 2010 Organising Committee made it clear that the vision for this mega-event, and one 
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of its main objectives, was to change the global perceptions of the host nation (Jordaan, 2011). 

Prior to the event, international mega-event tourists were noted as having limited clear perceptions 

of South Africa (Knott, Swart, Turco & Bob, 2010). In addition, heightened media attention on the 

nation in the lead up to the mega-event had focused on many negative aspects such as inflation, 

crime, xenophobic riots (Tomlinson, Bass & Pillay, 2009), casting doubt over the country’s ability to 

successfully and safely host the event. The 2010 FIFA World Cup presented a platform for the 

nation to be showcased to the largest global television audience for any single-sport event as well 

as a large number of event tourists and journalists. Some viewed this as an opportunity to dispel 

common stereotypes about the nation and to dispel Afro-pessimism (Donaldson & Ferreira, 2009; 

Tomlinson et al., 2009).  

 

Methods and Materials 

Although the hosting of the 2010 FIFA World Cup in South Africa represented a unique platform 

and opportunity for nation branding, post the event, it is still unclear exactly what impact the event 

had on the nation’s brand development. According to Hankinson (2010), a nation-brand is not 

owned or controlled by a single organisation, but rather jointly developed and delivered by a 

network of public and private sector organisations. This study therefore aimed to assess the 

opportunity that the event created for the host nation by investigating the perceptions and activities 

of representatives of tourism and event stakeholder organisations.  

A qualitative approach was adopted to conduct in-depth interviews. Although guided by a set of 

questions or themes to cover, the interviews were only semi-structured and therefore permitted the 

interviewer to probe issues raised. Using the power, urgency and legitimacy framework developed 

by Mitchell, Agle and Wood (1997), the informants were purposively chosen to represent as many 

“definitive” stakeholders as possible (p.878). These included those organisations directly involved 

in the highest levels of the 2010 FIFA World Cup event management and strategic co-ordination at 

a national and regional level; tourism and business investment promotion agencies; and public and 

private sector event tourism research organisations. This paper sets out the findings from 

interviews conducted with the first eight key stakeholders, namely: the FIFA 2010 Organising 

Committee (OC); the Western Cape Provincial Government (WCPG); Cape Town Tourism (CTT); 

South African Tourism (SAT); the Centre for Tourism Research in Africa (CETRA), Cape Peninsula 

University of Technology; Accelerate Cape Town; Grant Thornton Strategic Solutions; and Brand 

South Africa. Responses were digitally recorded and manually transcribed. The transcriptions were 

coded and thematically analysed using the software package, ‘Atlas.ti’. The following section sets 

out the findings from these interviews relating to selected themes for this paper.  
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Research and Results 

The branding opportunity created by the event was a core theme that emerged from the 

interviews. The 2010 FIFA OC, clearly stated that re-branding or repositioning the nation was one 

of their five key strategic areas. The opportunity associated with this mega-event appears to be 

associated with the scale of the event, as well as the sense of occasion. The event was described 

as “once-in-a-lifetime” and “momentous”. One respondent captured this especially well, noting, “It’s 

that ‘wow factor’, that ‘big moment’ - that’s what a mega-event delivers” (CETRA). The mega-event 

appeared to act as a “catalyst” for a variety of impacts for the host nation, including branding 

benefits. For example, the following quotation illustrates the scale of the event that creates 

opportunities for change: “There are those that argue that it takes a long time to change 

perceptions, with a mega event being a once-off, but for me it’s that once-off that can make a 

change. It’s such a momentous occasion that I think a mega-event has the capacity to change 

nation brands,” (CETRA).  

Also related to the scale of the event and the “sense of occasion”, is the prestige factor for a 

host nation. Hosting a mega-event gives a nation “a degree of credibility” internationally and 

“positions (a nation) for global impact”. One respondent noted that “only a handful of mega-events 

can give you this (prestige)” (PGWC). 

Another important theme emerging from the opportunity created by the mega-event was that of 

the scale of media attention the event is given. The event was described as getting “a full nation’s 

attention” (PGWC) as well as “(showing) the rest of the world” or viewers “all over the world”. 

Examples of the media coverage of the event included: “700 million people watching the final” and 

“206 television crews” (2010 FIFA OC). The social media opportunity was described as “bigger 

than the inauguration of Barack Obama” and “the biggest (social media) event in history” (2010 

FIFA OC). The value of the media exposure was also linked to the fact that the large-scale 

exposure was “on a daily basis” and featured “positive” messages (2010 FIFA OC). The 2010 FIFA 

OC asked, “What will it cost you if you want to achieve that (kind of exposure) through a marketing 

or branding plan?” One respondent explained that the result of this positive, large-scale media 

exposure was that: “the world started to see South Africa in a different way” (South African 

Tourism). 

Although acknowledging the positive impacts highlighted above, stakeholders also highlighted a 

number of missed opportunities and noted opportunities to leverage the branding impacts beyond 

2010. On-going media exposure was noted as “just as important as the positive publicity received 

during the tournament,” and that “building on the momentum” that the World Cup provided was 

vital (Cape Town Tourism). Leveraging the branding benefits was considered a challenge, 

according to the WCPG, with “much too little attention paid to post tournament leverage”. The 

same stakeholder noted the need to “gather the lessons learned” from the event as a possible 

platform for further leveraging of the benefits gained. All stakeholders noted the need for 
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leveraging of the impacts of the event, with some noting: “a missed opportunity to keep the 

momentum going” and “not leveraging the benefits actively enough” (Accelerate Cape Town); and 

a “need to build on the success of the World Cup” (South African Tourism). 

 

Conclusion and Implications 

With the literature noting the opportunity created by a mega-event for nation-branding as a 

“unique publicity platform” (Essex & Chalkley, 1998, p.201), or “a great branding opportunity” for 

nations (Berkowitz et al., 2007, p.164), it is worth considering how the 2010 FIFA World Cup event 

stakeholders assessed the branding opportunity created by the event for the host nation. From 

their responses, it appears that the event did indeed present South Africa with a unique, catalytic 

opportunity. The scale of the mega-event, the sense of occasion and the associated media 

exposure appear to be the main aspects associated with this opportunity. International attention 

appears to be a major priority for stakeholders and the resulting prestige factor for a host nation is 

an important resulting benefit. Despite the opportunities created, the stakeholders highlight the 

important consideration of missed opportunities. These are important reflections post the event and 

should sound a warning to future event hosts that the opportunities need to be fully utilised in order 

to benefit. Stakeholders certainly support the literature (especially Chalip & Costa, 2005) in their 

imperative for the opportunities created by the event to be leveraged and that legacy needs to be 

planned for. 
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From Tourism Space to Unique Tourism Place through Conceptual 

Approach to Building Competitive Advantage 

Borseková, K., Vaňová, A. and Petríkova, K.1 

 

 

Introduction 

Several researches (Pompurová, 2011; Borseková & Vaňová 2011; national researches 

realised by Ministry of Transport, Development and Regional Development of Slovak Republic, 

2013, etc.) showed that Slovakia and its regions have huge potential for development of tourism 

and has a potential to become a strong tourism destination. This potential is still not fully used and 

need to be unlocked. The attractiveness of tourism destinations is possible to increase really only 

through improving the tourism offer and its presentation on the target market. Lehu (2004, p. 68) 

explains the term attractiveness as the ability to attract larger or smaller number of customers. 

Attractiveness of tourist destination means a competitive advantage of the territory which has 

potential for tourism and is able to provide conditions for tourism development. The attractiveness 

should be expressed in relation to visitors’ decision making about the goal and purpose of their 

travel and stay. According to Buhalis (2000) the attractiveness has the key role by influencing 

competitive advantage of the tourism destination and also influences economic effects arising from 

consumption of goods and services on its territory.  

According to World Tourism Organisation UNWTO world tourism currently contributes to 30 % 

of the world services export, creates 9 % of GDP and creates over 8 % of the jobs.  

In the most well developed countries tourism development brings significant economic benefits. 

Tourism sector has an ability to create conditions for development of other related sectors of 

national economy. Among the tourism sector and labour market exists positive relationship 

because the tourism is a sector with significant absorption capacity of the labour released from 

primary and secondary sector. In Slovakia, there are a lot of possibilities for development of 

tourism which are not fully exploited. However, the positive influence of tourism on the 

development of national and regional economies is clear and indisputable.  

The most important questions which lead to writing this paper are: Are the representatives of 

regional self-governments able to identify correctly the competitive advantages in tourism within 

their regions? Are the regions able to exploit their advantages and to transform them into real 
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competitive advantages? Is it possible to build through the competitive advantage the unique 

marketing tourism place? What are the most important factors which influence use or non-use of 

tourism competitive advantages on the regional level? 

According to UNWTO in 2020 it will be the fastest growing tourism in the regions of Central and 

South-Eastern Europe. This is also the chance for Slovak Republic to stand out of the shadow and 

become a real unique tourist destination.  

The Ministry of Transport, Construction and Regional Development of the Slovak Republic sets 

the strategic aim for tourism development in Slovak Republic until 2020 as “need of increasing 

competitiveness of tourism by better exploitation of its potential with intent to balance regional 

disparities and create new jobs”.  

The main scientific aim of the paper is closely connected with the strategic aim of Slovak 

Republic for tourism development. In the paper we offer the conceptual approach to development 

of tourism in Slovak regions through proper identification and exploitation of regional competitive 

advantage based on internal resources, especially natural potential, history, culture and traditions. 

The current tourism industry is a specific sector which is one of the basic pillars of territorial 

development conceptions in all levels – local, region, national and international. The tourism sector 

has to be prepared for innovative trends to sustain its competitiveness. Tourism products have to 

be distinguished from the products of neighboring countries to build and maintain the image of 

Slovakia as unique tourist destination. Our basic assumption that Slovakia has huge potential for 

tourism development was confirmed by one of the world tourist guide leaders Lonely Planet that 

ranked Slovakia to top 10 countries for travelling in the year 2013. On the case of Slovak regions 

we would like to underline that unique tourism potential is not used sufficient and there are gaps 

which need to be filled. In the paper we offer the proposal of conceptual approach to building 

unique tourist destinations based on regional competitive advantage outgoing from internal unique 

resources. This approach also correspondents with strategic priorities in Europe 2020 and support 

smart, sustainable and inclusive growth. We choose this topic because tourism competitive 

advantage on the regional level is the subject of our several research projects and to our mind 

there are not enough attention paying to this topic, esp. in post-transitive countries.  

 

Methods and Materials 

In the paper, we specify one main hypothesis, which is based on the literature review and will 

be verified in the conditions of Slovak Republic. 

The destination management and marketing should act as tools and facilitators to achieve a 

complex range of strategic objectives, which will ultimately need to satisfy the needs and wants of 

stakeholders. Tourism marketing should operate as a mechanism to facilitate regional 

development objectives and to rationalise the provision of tourism in order to ensure that the 

strategic objective of the destinations are achieved (Buhalis, 2000). The aim of regional 
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development and destination marketing is to build the partnerships at local level with target to 

attain the competitive advantage in a global market (Stimson, Stough & Nijkamp, 2011; Soteriades, 

2012). One of the most important challenges for destination marketing management is to bring all 

individual partners together to cooperate, to pool the resources towards developing an integrated 

marketing mix and delivery system (Buhalis & Cooper, 1998; Fayos-Sola, 1996; Garmise, 2006). In 

other words, it is necessary to develop comprehensive destination plan that should respect and 

evolve all factors of internal and external environment, especially the human resources, which help 

identifying the unique of the destination – the competitive advantage. 

H0: The conceptual approach to build the unique tourist destination based on internal regional 

competitive advantage involving all local and regional stakeholders is missing in the most of Slovak 

regions.   

The importance of human resources, especially in the form of networks, clusters and 

partnership of various stakeholders in the tourism destination declares the studies of many authors 

(Ryan, 2002; Michael, 2003; Pike, 2004;). Destination marketing partnerships are important 

because most destinations have to compete on the global world (Soteriades, 2012). The 

partnerships and its quality influenced by human resources brings various positive benefits in 

tourism destinations including the increasing the competitiveness of the regional tourism industry 

and sustainable competitive advantage (Poon, 2002; Michael, 2003; Saxena, 2005). Refer to the 

theory, the following research question has been settled: RQ: What is the decisive factor for 

exploitation of competitive advantage in the tourism destinations? 

Research question and hypothesis are verified through a number of scientific methods as 

analogy, analysis and synthesis of knowledge gained by extensive secondary and empirical 

research. In verifying hypotheses we also used the comparison, deduction and methods of 

descriptive statistics as nonparametric equivalent of two-factor analysis of variance for ordinal 

data-Friedman's test, depending test using chi-square test statistic, etc. 

According to Kitson, Martin and Tyler (2004), there is no single, all containing economic or 

economic-geographic theory providing a generally acceptable definition and explanation of regional 

competitiveness and regional competitive advantage. The issue of competitive advantage is a well 

processed on the level of enterprises and partly on level of nations or countries, but only a few 

authors deal with this topic on regional level. In the theory, three basic approaches to competitive 

advantage have been identified. There are a market orientated approach to competitive advantage 

(Porter, 1988; Vaňová, 2006; Kotler & Armstrong, 1992; etc.), an approach of competitive 

advantage based on resources (Barney, 1991; Ulrich & Lake, 1991; Pfeffer, 1994; Hall, 1993; 

Stewart, 2005; etc.) and a marketing orientated approach to competitive advantage (Porter, 1988; 

Kotler & Armstrong, 1992; Solomon, Marshall & Stuart, 2006; etc.). Between the market-oriented 

approach of competitive advantage and approach of competitive advantage based on resources, 

there is a potential conflict because a market-oriented approach is based on the impacts, 
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opportunities and resources that result from the external environment and their applications to the 

market. The approach of competitive advantage based on resources is based on the internal 

environment of the region and internal resources are considered as essential. A compromise 

between these two approaches is an approach to competitive advantage based on marketing. We 

considered this approach to competitive advantage as a suitable compromise of the first two 

approaches, which is also well applicable to the conditions of the regions and development of 

tourism. Through the strategic marketing planning and several marketing analysis which are part of 

this process there are possibilities to exploit the existing tourism potential more efficient and to 

build from the region unique marketing tourism place. In the regions that tourist destination, often 

instead of using the term competitive advantage is used the term „unique selling proposition“ or 

„unique selling point“ O´Leary (2000), King (2010). These two terms will be considered as 

synonyms in our paper.  

 

Research and Results 

Empirical research was realized in three phases which shows the following picture: 

Source: own processing 

 

Empirical and secondary research showed us that in Slovak regions there are huge gaps in 

exploitation of regional competitive advantage in tourism caused especially by the lack of 

methodology and knowledge about the competitive advantage and its importance. According to 

several analyses one of the biggest problems in Slovak tourism is that Slovakia lacks competent 

management on the local and regional level. There is a large fragmentation without specifically 

designated authorities and responsibilities with a low level of cooperation. One of the tools that can 

be used for sustainable development of tourism based on competitive advantage is a development 

in education of labour employed in tourism. In this process, universities play an important role. On 

the case of Slovak regions we emphasize the importance of public authorities in tourism 
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development and importance of a conceptual and concentred regional planning and management. 

The conceptual and integrated approach linking all stakeholders and all levels (national, regional, 

local) is more than needed. In the paper we offer the marketing based approach for identification 

and exploitation potential regional competitive advantages in tourism and transformation them into 

the real competitive advantages. In the same way this approach leads to the creation of unique 

marketing places and development of tourism.  

 

Conclusion and Implications  

Innovative and marketing orientated approach to the development of tourism based on 

exploitation unique regional competitive advantage offer new possibilities for increasing 

employment, creating new jobs, attracting tourists and inhabitants, development of tourism 

orientated entrepreneurs and overall social-economic development.  

The first very important step in this approach is to identify the competitive advantage or potential 

competitive advantage of the region in tourism correctly. The competitive advantage should be 

identified through the four partial analyses. By identification of the competitive advantage it is also 

needed to consider attributes of the competitive advantage. The next step is an identification of the 

specific type and kind of competitive advantage and subsequently to select the suitable strategy for 

exploitation of the competitive advantage. The chosen strategy should be consistent with the 

vision, strategic aims and intent of the region. The next step is to realize the chosen strategy and 

activities and then control and evaluate them. For the whole process it is necessary to involve all 

relevant stakeholders and to synchronize planning and management on the local, regional and 

national level. On the best practices of the regions which based their uniqueness on regional 

competitive advantages connected with tourism activities we want to highlight the benefits of 

exploitation this approach. On the basement of theoretical knowledge, research results and best 

practices we propose the list of recommendations for self-government authorities and tourism 

stakeholders.  
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Determinants of Tourism Destination Competitiveness: A Sem 

Approach 

Estevão, C., Ferreira, J. and Nunes, S.1 

 

 

Introduction 

Competitiveness has been the key focus of many studies across various different sectors and 

especially since the early 1990s. However, only more recently have researchers turned their 

attentions to tourism sector competitiveness, both conceptually and empirically, and particularly in 

terms of tourist destinations (Tsai, Song & Wong, 2009). How to establish, maintain, protect and 

strengthen tourist destinations and their respective positions in an increasingly competitive and 

globalised marketplace represents a major challenge that has proven of great relevance to the 

tourism industry (Crouch, 2007). According to Enright and Newton (2004), relative competitiveness 

shapes the success of tourist destinations in the global marketplace. Tourism destination 

competitiveness proves ever more important to countries seeking to obtain and/or hold a major 

stake in the growing tourism market and this becomes especially crucial to those strongly 

dependent on the tourism sector and the travel industry (Echtner & Ritchie, 2003; Navickas & 

Malakauskaite, 2009).  

Meanwhile, Malakauskaite and Navickas (2010) maintain that tourism sector competitiveness – 

as with any other economic sector – is inseparable from the harmonious and sustainable 

development of tourist destinations. Tourism development requires sustainability and not only 

economically but also in socio-political, technological, natural, ecological and cultural terms 

(Crouch & Ritchie, 1999, Malakauskaite & Navickas, 2010). In turn, Crouch and Ritchie (1999) 

posit how the touristic development potential of any country or region substantially depends on its 

capacity to maintain its competitive advantage in the supply of goods and services to visitors. 

Dwyer and Kim (2003) share the same position in stating that the competitiveness of a tourist 

destination interrelates with its ability to provide better goods and services than its competitors.  

The research difficulties and problems inherent to evaluating tourism sector competitiveness 

have received widespread recognition and are identified and analysed in many scientific studies 

(Navickas & Malakauskaite, 2009). The tourism industry has seen many studies attempting to 
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measure the levels of competitiveness of different countries and sectors, with some based on 

primary data (Faulkner, Oppermann & Fredline, 1999; Kozak & Rimmington, 1999; Hudson, Ritchie 

& Timur, 2004; Dwyer & Kim, 2003; Dwyer et al., 2004; Enright & Newton, 2004; Omerzel, 2006; 

Claver-Cortés, Molina & Pereira, 2007; Crouch, 2007; Gomezelj & Mihalic, 2008) and others on 

secondary data (Gooroochurn & Sugiyarto, 2005; WEF, 2011; ECLAC, 2009; Zhang, Gu, Gu & 

Zhang, 2011). However, despite the diversity in these studies, the literature reveals a lack of 

studies focusing on the empirical validation of tourism destination models of competitiveness. 

Correspondingly, this research seeks to contribute to meeting this shortcoming through the 

identification and evaluation of the factors driving tourism sector competitiveness in the regional 

areas that have experienced tourism based development in Portugal. 

 

Methods and Materials 

The methodology adopted for this research required recourse to primary data, which was 

gathered through applying a questionnaire research tool and structured in accordance with the 

Dwyer and Kim model (2003). The instrument applied contained 53 items measured according to 

the five-point Likert scale and designed to evaluate issues relating to Inherited Resources, Built 

Resources, Support and Resource Factors, Destination Management and Prevailing Levels of 

Demand in addition to a group of socio-demographic factors in order to capture the character of the 

respondent companies. 

The geographic area of study includes the Tourism Development Regions and Poles on 

Mainland and Archipelago Portugal (Map 1). 

 

Map 1: Areas and Poles of Tourism Development  
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We selected a random sample corresponding to 10% of the universe of firms in the study. The 

selected companies only 4560 had contact.The questionnaire was targeted at company managers 

and leaders through direct contact, via telephone and email. Respondents were guaranteed 

privacy and data confidentiality and also informed as to the research objectives. Below, we present 

a summary of data description of the field research carried out: 

 

Table 1 Fieldwork Technical File  

Activities  
Characteristic satellite account as defined by the 

WTO et al. (2001) to a 5-digit level of disaggregation  

Unit of Analysis  
Companies classified by their CAE identification code 

for the activities studied and launched prior to 2009 

Data Collection  Inquiry by questionnaire  

Number of Valid Responses  446 

Sample Size  4,560 

Response Rate 10.22% 
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Respondent reluctance to provide information and low response rates represent the major 

problems facing researchers (Keegan & Lucas, 2005) when carrying out studies. Given such 

limitations, we may consider the response rate obtained not only satisfactory but also appropriate 

for statistical analysis. 

 

Research and Results 

In an initial phase, we carried out factorial analysis of the 53 items under study. Analysis of the 

indices of internal consistency led to the exclusion of certain items and therefore significantly 

boosting scale reliability. The factorial structure obtained demonstrates how factor 1 gathers items 

related to orientation towards entrepreneurship and hospitality, factor 2 reports those on natural 

resources, factor 3 concentrates information on recreational and leisure services, factor 4 centres 

on promotional marketing, factor 5 deals with inherited resources while factor 6 conveys support 

and other services. 

To further our analysis of the results obtained, we carried out calculations of the weightings 

observed for each dimension.  

We therefore observe how respondents attributed greatest value to the inherited resources 

item, while the recreational and leisure services factor receives the lowest average weighting level 

and also gains the lowest level of consensus among respondents. Furthermore, the support and 

other services factor records the greatest level of heterogeneity. 

In a second phase, we applied the structural equations model to the dimensions returned by 

factorial analysis. Analysis of the factorial weightings demonstrates that inherited resources (f5) 

prove most determinant when considering resources rather than more specifically natural 

resources (f2), although the latter does also hold major influence over resources. As regards 

supply, this is strongly determined by recreational and leisure services (f3), while destination 

management very strongly influences promotional marketing (f4) and orientation towards 

entrepreneurship and hospitality (F1). 

Through analysis of the results, we may verify the existence of six factors contributing towards 

the competitiveness of a tourist destination – “Orientation towards Entrepreneurship and 

Hospitality”, “Natural Resources”, “Recreational and Leisure Services”, “Promotional Marketing”, 

“Inherited Resources” and “Support and Other Services”. Following analysis of each factor, we 

may conclude that, on the one hand, natural and inherited resources are awarded extremely high 

values and therefore recognising how comparative advantages are determinant to tourist 

destinations. On the other hand, this highlights the importance of competitive advantages 

generated by entrepreneurial capacities and the levels of hospitality as well as the promotional 

marketing of the respective tourist destination that effectively helps in ensuring that destination 

management entities appropriately leverage their comparative advantages (Crouch & Ritchie, 

1999; Dwyer & Kim, 2003; Omerzel, 2006). Furthermore, the “orientation towards entrepreneurship 
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and hospitality” factor highlights not only the contribution made by innovation and 

entrepreneurialism to competitiveness but also the attractiveness reflected in the feelings 

contained in the hospitality and communications between residents and tourist visitors.   

 

Conclusion and Implications 

We believe that the proposed model of competitiveness may contribute to the creation of value 

through enabling the calculation of the extent of competitiveness of any particular tourist 

destination and assist in understanding just which factors underpin its performance. This also 

demonstrates the complexity and multidimensional nature of tourism sector competitiveness as we 

correspondingly verify how tourist destination competitiveness depends on a combination of 

various factors ranging from the resources in place and supply through to the destination 

management carried out by actors undertaking decision making processes in a country with 

various regions displaying their own particular characteristics, as is the case with Portugal. Despite 

this complexity, the competition prevailing between tourism destinations worldwide has never been 

so fierce and no destination may avoid engaging with this competitive challenge no matter how 

difficult this might seem. 

We find that the competitiveness of a tourist destination stems from its resources, its supply and 

its management with these constructs returning a very high level of association, which thus 

demonstrates how competitive tourism destinations simultaneously depend on both their 

comparative and their competitive advantages (Dwyer & Kim, 2003). 

We would highlight the strong influence of destination management on the supply in effect at 

tourist destinations thus serving to demonstrate that, irrespective of being endowed with unrivalled 

environmental landscapes and unique natural resources, replete with culture and history, the 

destination still needs entrepreneurs committed and proactively providing recreational and leisure, 

support and other services while also engaging in the promotion appropriate to these same 

services and in addition to the human warmth encountered at different tourism destinations and 

reflected in levels of resident hospitality.  

At such a particularly challenging point in time for the Portuguese economy, in which 

competitiveness, or rather the lack of it, is very much the order of the day, the government needs 

to intervene more directly and effectively through developing and implementing policies and 

measures fostering entrepreneurship in order to boost regional development. This requires more 

direct engagement in management actions enacting strategies enabling Portugal to become a 

tourism destination of excellence and attain more competitive positions in the tourism sector as the 

country unquestionably holds all the factors necessary to a competitive tourism industry. Tourism 

represents an important leverage to the internationalisation of any economy and may here 

contribute to overcoming the much discussed lack of competitiveness. 
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Elaboration of the Methodology of Evaluation the Restaurant 

Concept, as its Competitive Advantage 

Dmitrieva, A. I.1 

 

 

Introduction 

At the moment, due to the growth of the average income of the Yekaterinburg’s citizens as well 

as to the increase of the incoming tourists flow, restaurant business in the city is dynamically 

developing. The annual increase in amount of the public catering establishments goes to about 

5%. Yekaterinburg belongs to the group of cities having leading positions considering the turnover 

of the public catering, it takes third place after Moscow and St Petersburg. The amount of 

employed in the trade and restaurant business allows those two spheres occupy the large share of 

the city economy. More than 1500 public catering enterprises operate in Yekaterinburg. Inside this 

sector of economy tough competition takes place. According to modern marketing, thinking of the 

competitive advantage or core competence, the idea of “concept” is frequently named. The 

concept of the restaurant could be defined in two different ways: first of all, it describes the idea of 

the restaurant and all elements of its operating process; on the other hand, it could mean the 

document, i.e. requirements, specification or detailed instruction for launching restaurant business 

with the elaboration of all its elements. Moreover, a great deal of sources resumes that having a 

well-elaborated concept in demand is one of the key factors of success in the competition between 

different restaurants. But in what case is it true, how can the correlation between the restaurant 

financial efficiency and the realization of its concept be revealed? The author assumes that the key 

factor in this case could be the completeness of the concept implementation, some kind of 

authenticity, conformity of the concept realization with the idea of the potential consumers of how 

this concept should be realized. To prove the mentioned hypothesis the research which suggests 

two voluminous stages is being conducted.  The first stage that has become the basic for this 

thesis includes creating methodology which could be implemented to assess “the concept 

completeness” and also composition of the sampling of the conceptual restaurants for further 

research. During the second stage using the elaborated methodology the sampling should be 

assessed, and then the gained results should be analyzed with the econometrics instruments to 

define the correlation of two indicators: “the concept completeness” and “the restaurant efficiency”.  
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Methods & materials 

During the first stage of the research two groups of materials were involved. At the first place, 

they are the literature and some articles connected to the theoretical part of the research subject. 

Different proceedings in marketing, for example by Kotler & Keller (2006), and also a bit more 

specialized works describing the marketing activities in tourism and hospitality industry, like those 

by Walker (2006). Moreover, the author studied different analytic surveys and articles considering 

the development of the public catering market of Yekaterinburg to compose the sampling for the 

research.  

 

Research And results 

Elaboration of methodology of evaluating “the concept completeness” of the restaurant includes: 

- choosing the evaluation criteria for the restaurant concept as a whole; 

- choosing the method of defining concept of the evaluated restaurant; 

- choosing the method of defining the idea or expectation of the consumers considering 

different concepts; 

- evaluation of the form which allows to compare the expected concept with the realized 

one and to make the conclusion about “the concept completeness” 

According to the sources, the process of restaurant concept elaboration includes: 

- elaboration of restaurant trade mark; 

- elaboration of exterior; 

- design and elaboration of interior; 

- choice of furniture; 

- design of staff uniforms; 

- definition of the main requirements towards staff performance; 

- composition of a menu; 

- logistics; 

- interaction with suppliers; 

- choice of pricing strategy; 

- elaboration of marketing communication plan. 

Based on the elements of the concept listed, the following evaluation criteria were designed: 

1. Restaurant trade mark. 

It is a complex product. It is accessible for evaluation as far as it is an element of the restaurant 

entrance and could be found as a part of a menu design. It is necessary to pay attention to the 

following trade mark components: brand-name, trade mark visualization including graphic (logo) 

and color score (brand-image), corporate identity. 

2. Exterior design. 

The building appearance and the entrance design. 



 

140 
 

3. Interior design. 

The description should include: furniture; mark of enterprise, covers, carpets, trays, table 

decorations; choice of tablecloths and napkins; choice of table dishes, porcelain, glass, settings, 

plates and instruments; design and decoration of instruments, containers, tables.  

4. Staff uniforms style. 

It is recommended to describe the restaurant hall and kitchen staff uniforms separately. 

5. Elements of service associated with the concept chosen. 

The way of taking order, the way of making and serving table, the level of personal attitude to 

the visitors. 

6. Menu. 

Includes the menu design and the menu composition. Variety of dishes, which traditionally are 

associated with chosen cuisine, and also dishes belonging to other cuisines. It is advisable to 

make conclusions after studying each of the menu’s sections and study the vine chart separately.  

7. Marketing mix (4p) 

8. Restaurant location 

9. Price policy 

10. promoting and communication (the way how a restaurant should promote itself, where to 

publish its information, how to mark their presence in the Internet and in different social networks) 

All mentioned above criteria can be used as a fundament for developing questions for 

questionnaires to get customers’ expectations towards different concepts. Thus it is necessary to 

use questionnaires to elaborate the sample criteria as viewed by customers. 

Interviewing while evaluating every particular restaurant is used to find out restaurant concept 

and specify its main characteristics as viewed by consumers. Interviewing is held with the 

restaurant administration, for interviewees you can choose the owner, the manager, and the chef. 

After the interview and questioning the customers, research worker visits the restaurant and fill 

in the form which helps to compare the expected concept with its realisation and to draw a 

conclusion on “the correspondence to the concept”. A table is used as a form, where mentioned 

criteria are put in (1-7), then every criterion is described in terms of expected meaning, expressed 

by questioned customers, after that a research worker makes an element description, stated for 

every criterion. Based on collected data a conclusion on the correspondence or non-

correspondence between real criterion meaning and expected one is drawn. As during the second 

stage the use of econometric tools is expected, it is important to state the degree of 

correspondence by counting factual match of customers’ elements description and research 

workers’ one. Then the points are summed up and the degree of correspondence between 

expected concept and realized one is stated (see table 1). 
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Table 1 - Evaluation 

Evaluation 
criteria 

Expected value 
of the criteria 

Actual value of 
the criteria 

Correspondence/ 
Non-
correspondence 

Goodness 

1 

Element 1 Element 1 

    
Element 2… Element 2… 

2…         

 

The basis for forming sampling for the father research is a top-list of conceptual restaurants 

compiled by an analytical magazine “Delovoy kvartal Yekaterinburg” at the end of 2011 

(Conceptual restaurants of Yekaterinburg rating / Business, 2011). Restaurant companies which 

have their own establishments participated in this top-list. All contestants were divided into groups 

according to an average bill. At the first stage, the “DK” analysts analysed public resources, made 

an expert questioning. Thus, a range of companies invited to take part in the top-list was made. 

Moreover, a list of parameters used in ranking was stated. During the second stage “DK” analysts 

sent questionnaires to the companies: in this questionnaires particular characteristics of restaurant 

business were asked about. The information achieved form the companies was double-checked. 

The main ranking parameter is total area in square metres of concept-based organisations, 

which work in different groups. This parameter is directly connected with the success of this or that 

concept in Yekaterinburg’s market. The more highly-demanded is the concept, the bigger is total 

area of the organisations where it is realised. It is connected either with increasing number of 

customers or with opening of new restaurants of the same concept. 

Thus, the following restaurants were chosen as a target for the research (see table 2) 

 

Table 2 – Target Restaurants 

Restaurant name 
Area, 
sq.m. 

Average bill in 
the 1 quarter of 
2011, rur  

Average amount of 
visitors in working 
days/days off in the 1 
quarter of 2011, persons  

Restaurant 
companies 

High price segment (average bill more than 1500 rur)  

«Truffaldino» 650 1500 150/300 «Restoran» 

«Troyekurov» 531 2500 no information 
«Resta 
Management» 
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«Vechera na 
khutore» 

500 2500 100/250 «Restoran» 

Dolce Vita 400 3000 70/90 «Veda» 

«Vechera na 
khutore» 
(karaoke-hall)  

280 2500 50/150 «Restoran» 

«Kurshevel 
1850» 

200 2000 no information «Alternativa» 

«Medvezhiya 
pad» 

115 1400 20/35 
Restaurant 
group «RGT» 

Average price segment (average bill from 500 to 1500 rur) 

«Dudki» 850 600 no information 
«Resta 
Management» 

The Hooch 700 500 no information 
«Resta 
Management» 

«Hash» 700 1500 150/300 «Restoran» 

«Pan Smetan» 650 800 no information 
«Resta 
Management» 

«Krasna hata» 500 1000 200/250 «Restoran» 

Crep De Chine 450 1500 no information 
«Resta 
Management» 

RatsKeller 450 800 no information 
«Resta 
Management» 

«Edelweis» 310 850 90/140 
Restaurant 
group «RGT» 

Rosy Jane 280 1000 no information 
«Resta 
Management» 

«Konquista» 243 1500 no information «Alternativa» 

«Hitrovka» 230 850 60/120 
Restaurant 
group «RGT» 

«Jul Vern» 210 900 60/100 
Restaurant 
group «RGT» 

James 198 1500 no information 
«Resta 
Management» 
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Yami Yami 167 800 no information 
«Resta 
Management» 

«Irlandskiy 
dvorik» 

164 1500 no information «Alternativa» 

«Globus» 150 700 120/220 Goodwill 

Emporio Armani 
Caffe 

104 500 50/100 «Veda» 

Smoky 60 1000 50/50  Goodwill 

Economy price segment (average bill less than 500 rur)  

«Uralskie 
pelmeni» 

1600 350 no information 
«Resta 
Management» 

«Shveik» 150 500 90/160 Goodwill 

«Hinkalnaya №1» 127 350 125/100 Goodwill 

«Truffo» 100 300 300/600 «Restoran» 

«Chaykovskiy» 97 350 100 Goodwill 

Noon 70 300 130 Goodwill 

Meal Time 
express 

20 90 450 Goodwill 

 

Discussion & perspectives 

The author sees the problem of objectivity of this method is one of the possible topics for further 

discussions. In general, it can be concluded that this method is objective enough because each of 

its criteria is divided into elements, both during the questioning and during the supervision formal 

description of each element is put into the form. A customers’ image of this or that concept is taken 

as a basis for the conclusion, though the concept is introduced by the restaurant management. 

According to the author, fully realised concept is a key competence in highly competitive and 

multiple-choice market which is a characteristic for nowadays Yekaterinburg market. Precise 

concept, realised together with the idea, and understood and welcomed by customers, is like a 

work of art, where every detail is precisely adjusted, nothing stands out from main idea, every 

detail has its own meaning. This can be comprehended even by today’s slightly blasé customers. 

The author sees the realisation, processing and formalising of results of the second stage of the 

research, which comprises using developed method in practice.  
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The Ecotourists’ Willingness-To-Pay: An Econometric Analysis in 

the Context of Italy 

Del Chiappa, G., Meleddu, M. and Pulina, M.1 

 

 

Introduction 

Tourism is one of the fastest growing economic activities in the world and it is currently 

characterized by a growing consciousness amongst consumers about their impact on the 

environment of hosting destination. According to The International Ecotourism Society (2006), the 

ecotourism segment is growing at a rate three times higher than that of tourism in general and 

produces a turnover of more than 8.13 billion euro. Thus, this new trend is leading to an increasing 

interest for ecotourism defined as “travelling to relatively undisturbed or uncontaminated areas with 

the specific objective of studying, admiring and enjoying the scenery and its wild plants and 

animals, as well as any existing cultural manifestations (both past and present) found in these 

areas” (Orams, 1995).  

The present study aims at investigating the influence that the materialism (Ger & Belk, 1996; 

Richins & Dawson, 1992), environmental beliefs (Luo & Deng, 2008; Luzar, Diagne, Gan & 

Henning, 1995), motivations (Hvenegaard & Dearden, 1998), ecotourism interest (Juric, Cornell & 

Mather, 2002) and intention to make a holiday based on the principles of ecotourism exert on their 

willingness to pay a premium price for this aim (Ajzen & Driver, 1992; Mmopelwa, Kgathi & 

Molefhe, 2007). Specifically, it presents the econometric results based on empirical data on a 

sample of 2,356 Italian tourists who are possibly willing to pay a premium price for making 

ecotourism holidays. Italy has been chosen as the research case study since it is considered an 

important source market for many destinations, especially in Europe. As reported in Cortés-

Jiménez, Durbarry and Pulina (2009), in 2005, Italy ranked sixth after France in terms of 

international tourism expenditure totaling US$22.4 billion (while Germany topped the list with 

US$72.7 billion).  

 

Method and Materials 
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An ad-hoc questionnaire was built based on prior literature. Data were collected through an 

online questionnaire. A snowball sampling technique was used that relies on referrals from initial 

subjects to generate additional subjects (Goldenberg, Han, Lehmann & Hong, 2009). This was 

done to enlarge as much as possible the potential sample and to achieve responses from all the 

Italian regions: initial subjects were generated from the 2,500 contacts, provided by an Italian 

Tourism Association based in the centre of Italy. 

A logit specification is carried out where the dependent variable incorporates five distinctive 

items: the “willingness to pay for reducing pollution in the visited destination”, the “willingness to 

pay for financially supporting ecotourism projects in the visited destination”, the “willingness to pay 

for contributing to a better environment in the visited destination”, the “willingness to pay for 

experiencing a future better holiday in the visited destination”, the “willingness to pay to make 

ecotourism even if this means incurring in higher costs than a normal vacation in the visited 

destination” and the “willingness to spend more for a ecotourism holiday”. All of these items 

expressed by a standard 7-point Likert scale (1= not at all, 7=very willing) are defined as a unique 

dichotomous variable that assumes the value one for responses from 5 to 7, and zero otherwise. 

The specification includes standard socio-demographic and economic determinants, such as 

gender, age, education, income, region of residence, social and occupation status that are likely to 

influence the probability to pay a higher premium for an ecotourism experience. A set of qualitative 

determinants are also added to the econometric model for taking into account heterogeneous 

features of the respondents and, in particular, the following categories: respondents’ general 

knowledge about environmental issues and their attitude towards the exploitation of natural 

resource; their motivations to make holidays (e.g. get away from the daily routine, change the pace 

of everyday life, to experience new things, to meet new people); further eight attributes that are 

likely to be important when deciding where to spend their holidays (e.g. wilderness, lakes and 

streams, seaside). Findings show that Italians seem to have a significant interest on ecotourism 

issues and a reasonable willingness to pay a premium price (in the form of a contribution and/or 

tax) to support initiatives that facilitate the development of ecotourism projects (Table 1).  

 

Table 1 – Results of the regression analysis 

 (1) (2) 

 Marginal Effect  Odds Ratio 

WTP   

Gender 0.00621 1.006 

 (0.139) (0.140) 

Age 25-30 -0.292 0.747 

 (0.237) (0.177) 

Age 35-44 0.389** 1.476** 
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 (0.170) (0.253) 

Age 45-54 0.736*** 2.088*** 

 (0.199) (0.420) 

Age 55-64 0.396 1.485 

 (0.296) (0.441) 

Age 65-74 1.110** 3.035** 

 (0.502) (1.653) 

group1 -0.124 0.884 

 (0.238) (0.217) 

group2 0.129 1.137 

 (0.243) (0.272) 

group4 0.194 1.215 

 (0.282) (0.341) 

group5 -0.783* 0.457* 

 (0.402) (0.187) 

group6 0.0142 1.014 

 (0.284) (0.287) 

group7 0.159 1.172 

 (0.166) (0.192) 

incm9 -0.864* 0.422* 

 (0.462) (0.188) 

educ1 0.0382 1.039 

 (0.803) (0.957) 

educ2 -0.0546 0.947 

 (0.262) (0.252) 

educ3 -0.281* 0.755* 

 (0.155) (0.120) 

educ5 0.0376 1.038 

 (0.206) (0.205) 

educ6 -0.104 0.901 

 (0.612) (0.621) 

lakes 0.742*** 2.099*** 

 (0.208) (0.427) 

learnat 0.625** 1.869** 

 (0.279) (0.525) 

wilder 0.385** 1.469** 

 (0.177) (0.267) 

ocean 0.369* 1.446* 



 

148 
 

 (0.202) (0.289) 

mood 0.313** 1.368** 

 (0.145) (0.197) 

stress -0.351** 0.704** 

 (0.140) (0.0983) 

newthing 0.594** 1.811** 

 (0.237) (0.442) 

closer 0.280** 1.323** 

 (0.132) (0.173) 

newpeop 0.262* 1.299* 

 (0.142) (0.186) 

contr 0.271** 1.312** 

 (0.130) (0.170) 

catast 0.831*** 2.297*** 

 (0.181) (0.424) 

admire -0.441* 0.644* 

 (0.242) (0.150) 

own 0.363*** 1.438*** 

 (0.128) (0.183) 

_cons -4.397*** 0.0123*** 

 (0.423) (0.00508) 

N 1368 1368 

McFadden's R2 0.127  

AIC 1562.3 1562.3 

BIC 1729.3 1729.3 

Standard errors in parentheses - * p < 0.10, ** p < 0.05, *** p < 0.01 

 

The logistic coefficients are computed using heteroskedasticity consistent standard errors. 

Column 2 reports the marginal effects, while Column 3 presents the odds ratio. For the logistic 

regression, the odds ratio (OR) is defined as: OR = eßi. The estimated values are a measure of the 

relationship between the dependent and the independent variables. The value of the Hosmer-

Lemeshow goodness of fit statistic is 14.89 and the corresponding p-value computed from a chi-

square distribution with 18 degrees of freedom is 0.6692, thus indicating that the model fits well the 

empirical data. This result is confirmed by the value of the Pearson statistic, 1308.73, and the 

corresponding computed p-value, 0.1756, where the null fails to be accepted. A classification table 

(Table 2) summarizes the results of the fitted logit regression. It is defined by a cross-classification 

of the outcome variable and the dichotomous variable whose values are derived from the 

estimated logistic probability. To obtain these values, a cut-point of 0.5 is identified, that is the most 
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common. Hence, each estimated probability is compared to this cut-point. The overall rate of 

correct classification is given by the following estimated expression: 

[(152+833)/1368]*100=72.00%; in particular, [(152/439)]*100 =34.62% represents the correct 

classification as a measure of sensitivity for those who are likely to spend more for an ecotourism 

holiday; and [(833/929) ]*100=89.67% represents the correct classification as a measure of 

specificity of those who are not willing to spend more for an ecotourism holiday. 

 

Table 2 - Classification table based on the logistic regression model 

 Observed 

Classified WTP=1 WTP=0 Total 

WTP=1 152 96 248 

WTP=0 287 833 1120 

Total  439 929 1368 

 

Taking into account statistically significant coefficients (at least at the 10% level of significance), 

among the socio-demographic and economic characteristics, ceteris paribus, it emerges that 

people aged between 35 and 44 years old are one half likely to spend more for an ecotourism 

holiday, while for people aged between 45-54 it is twice as likely to occur. However, for older 

people (65-75) the probability to spend more for a ecotourism vacation is even higher (three times 

more).  

Semi and unskilled manual workers (group 5) display coefficients with negative signs and an 

odd ratio less than one, implying that their probability to spend for an ecotourism holiday is low. 

The same result is found for people with an university degree (educ5). This outcome, is likely to 

reflect actual employment conditions in Italy. It is possible that young and high educated people 

have a less disposable income. Interestingly, people with an annual personal income between 

45,000-49,999 € are less likely to spend on ecotourism holidays.  

Certain types of holidays positively influence consumers to allocate more money in an 

ecotourism vacation, as follows: Wilderness and undisturbed nature (WILDER), the presence of 

lakes and streams (LAKES) or Oceanside (OCEAN) and the possibility to learn about nature 

(LEARNAT). For those whose motivations are to make holidays to overcome a bad mood (MOOD), 

to bring friends/family closer (CLOSER), to experience new things (NEWTHINGS) and to meet 

new people (NEWPEOPLE), the probability to spend more for an ecotourism vacation is higher. On 

the opposite, those who want to get away from a stressful social environment (STRESS) are less 

likely. Moreover, a set of qualitative determinants is also added to the econometric model that 

takes into account heterogeneous features of the respondents. In particular, those who think that 

humans will eventually learn enough about how nature works to be able to control it (CONTR) and 
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those who think that the present course will lead to an environmental catastrophe (CATAST) are 

more prone to have an ecotourism vacation. Those who admire people with expensive homes, 

cars, and clothes (ADMIRE) have a lower probability to spend in ecotourism. This finding is 

strengthened by the opposite result obtained for no materialistic people (OWN) who are likely to 

use their money in ecotourism.  

 

Conclusion and Implications 

Findings shed light to researchers, and hospitality managers and policy makers. On the one 

hand, they provide further insights into the scientific debate on the variables that influence the 

willingness to pay for having ecotourism holidays. They suggest the possibility to issue free 

contributions and/or earmarked taxes aimed at gathering the necessary financial resources to 

implement projects for enhancing conservation and protection of the environment and the 

ecotourism activity. The findings also suggest that marketers should actively look for ways of 

increasing consumers’ pro-environmental beliefs. In the long run, a positive attitude towards the 

environment will help building a path of sustainable growth for tourism activity and possibly 

discourage a materialistic behavior.  
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Are We Marketing Our Own Tourism Higher Education Programs? : 

The Relationship with the Industry 

Collins, A.1 

 

 

Introduction 

In 21st century most societies are shaped by international systems which are termed 

“globalization”. This approach has pros and cons in the cultivation of knowledge in order to benefit 

the good over the bad influences. As for all fields, there is a global market place for higher 

education, which force the higher education institutions to create their “competitive advantage” to 

better serve the students’ and sectors’ needs in this “cutthroat” business environment. Considering 

the “higher education marketing” as one of those “competitive advantages”, there are opportunities, 

particularly for universities to review and sharpen their offerings to the outside world.  

Tourism, as being highly international, has been influenced through internationalization of firms 

and cross-border business standards and concepts including the education system (Hjalager, 

2003). The stakeholders of the tourism higher education system act at three levels namely: the 

micro, the intermediate and the macro (Munar, 2007). At the micro-level, there exist the students, 

researchers, administrative staff and all those people in the study of tourism. At an intermediate 

level, the departments, faculties and research groups that belong to different institutions are seen. 

At a macro level, there are the institutions devoted to higher education and associations to data 

collection, analysis and research of the tourism phenomenon. The purpose of all these entities at 

each level is how to deliver, keep, enlarge, empower, publish, deepen and communicate the 

knowledge among the stakeholders.  

One of the priorities of any higher education program is the “employability of their graduates”, 

and tourism higher education system is not any different, as being one of the applied fields which 

rely on the interdependency between academia and industry. The goal of tourism education has 

been the focus of various researches, in that if the programs can be reducible to only vocational 

education for the daily operations in the industry or not. However, this long debate or various 

researches on the tourism higher education curriculum have shown that higher education tourism 

programs from different approaches in different countries always incorporate practical vocational 

experience called with different names such as internship. Other tourism programmes incorporate 

practical vocational experience such as internships (Tribe, 2001, Busby, 2003), student work 
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experiences (Leslie and Richardson, 2000), or a sandwich placement (Busby, Brunt, and Baber, 

1997), and practicums (Ernawati, 2003). 

Tourism degree programs only go back to early 1930s (Jafari, 1990) and the 1940s (Majò, 

2004), but the real boom was in the 1960s and 1970s in a few pioneering universities in Europe, 

later in the United States and Canada, and then Australia and New Zealand (Jenkins, 1997). 

However, as is inevitable this historical evolution has resulted in differences in different countries 

and even institutions in the same countries but will never stop the mobility of students and faculty 

worldwide. 

There have been many university programs for career in tourism and hospitality field which aim 

at attracting students for full time or shorter exchange courses. Various researches show that the 

more the market for student exchange has increased, the more popular the hospitality courses 

have been (Jenkins, 1997; Richards, 1995) since the need for qualified staff is in big need in the 

sector (High Level Group, 1998; ILO, 2001; Leslie, 1993).  

The previous research studies in Higher Education have focused on mostly the comparison of 

different curricula regarding the stake holders’ perception but not what is actually offered on the 

WebPages. This study aims at providing insight for this deficit through the comparison of Tourism 

and Hotel Management programs among the CHRIE member institutions regarding their offered 

“industrial training experiences" by reviewing the data provided on their official WebPages. 

Research and design specialist constantly gain product knowledge from Netnography, in order to 

identify solutions for the “innovative” process of product development (Dhiraj, 2011). It is hoped 

that that the findings could help the stakeholders of the education systems, students, educators, 

professionals, decision maker and more.  

 

Methodology 

Coming from the above insights, this research was a part of a major study which aimed to 

investigate the current state of the Tourism and Hotel Management programs among the CHRIE 

member institutions. This paper presented only the part for the” industrial training experience 

component” of those programs. It included qualitative research methodologies namely document 

analysis, interview and observation. 

 

Data Sources and Sampling 

Study included both material and human sources for data collection: 

Material sources 

1) First, a desk research was carried out to decide on which institutions would be included in 

the sample group. The target population included all tourism higher education institutions in CHRIE 

list. Accordingly, information was gathered from the universities’ and departments’ WebPages for 

the content analysis. Among its (CHRIE) around 1,500 members world-wide from 50 countries, 261 
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institutions from six federations (U.S West, U.S Southeast, U.S Northeast, U.S Central, Europe 

and Asia) were included in the study sample accordingly for the desk research: 

U.S West: 34 institutions (%13.23) 

U.S Southeast: 46 institutions (%17.90) 

U.S Northeast: 57 institutions (%22.18) 

U.S Central: 45 institutions (%17.51) 

Europe: 45 institutions (%17.51) 

Asia: 30 institutions (%11.67) 

 

As for the country distribution, the samples were as follows: 

COUNTRIES Number of institutions 

USA 182 

Switzerland  13 

UK 8 

Australia  7 

Philippines & France 5 each 

Finland 4 

Ireland & Netherlands & Turkey & Belgium & Germany 3 each 

China & Hong Kong & Portugal & Malaysia & South Africa & Thailand & Spain 2 each 

Cyprus & Israel & Italy & Jordan & Peru & Bermuda & Singapore & Vietnam 1 each 

TOTAL 261 

 

2) Industrial training reports of all students for the last 3 years (n= 75) were analyzed from the 

sample school. 

 

Human sources 

Students (n=60) and faculty staff (n=25) from 6 sample schools from 5 countries namely 

England, Netherlands, Spain, Germany and Turkey, were interviewed regarding the industrial 

training experience. 

 

Research instrument 

1. As for the desk research, a set of checklist was prepared by using the related review of 

literature within the scope of the comparison (Tribe, 2005). The data were gathered from the official 

WebPages of those institutions and reviewed by using this checklist. The checklist had below sub 

categories regarding the nature of their offered industrial training experiences:  

 How is “industrial training” component named in different institutions?  

 Compulsory or Not Compulsory  
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 How many times 

 Credited or Not Credited 

 Abroad or Within the country 

 Duration of the component 

 Assessment procedure 

2. The industrial training reports were analyzed by using a checklist which included 6 open-

ended questions answered by the students during their industrial training.  

3. An interview schedule was prepared to interview the students (n=60) and related faculty staff 

(n=25).  

4. Lastly, an observation guideline was prepared to be used during the observation of 2 sample 

schools. The data were supported by photographs taken in those sample schools visits. 

 

Results  

1. Desk Research results 

The review of the official webpage information of 261 universities showed a variety of different 

applications of industrial training experience in the frame of the above 7 subtitles.  

 Firstly, The results showed that “industrial training experience” component was given 21 

different names namely Internship, Work Experience, Industrial training, Co-op Operations, Co-up 

Management, Industrial Experience, Hospitality Internship, Hotel Internship, Industrial Internship, 

Field Studies, Work Field, Cooperative Education Internship, Apprenticeship, Supervised Field 

Training, Summer Training, Industry-based training, Undergo Internship, Sandwich mode, 

Sandwich placement, Practicum and Infield Training.  

 Secondly, industrial training experience component was compulsory in 94.5 percent of 

those institutions. The detailed review regarding the frequency of those experiences showed that 

most of those institutions (%75) offered one “industrial training experience” during their entire 

curriculum. 12 percent had two times. The rest offered more than two. Among those sample 

institutions there was only one school which offered five times industrial training experience.  

 The duration of those industrial training experiences was described with hours, weeks, 

months, semesters and years. Although they were described in different time periods, the 

comparison showed that the minimum “100 hours” and the maximum was “30 weeks”. As for the 

calculation how they described, 29.7 percent of them offered “6 month” industrial training 

experience, followed by 14.2 percent “300-600 hours”, 13 percent “700-1000 hours”, 10,7 percent 

“2 to 6 months”, 9,5 percent “100-300 hours” and similarly 9.5 percent “16-30 weeks”. 

The results showed that most institutions (%64.2) chose to credit those industrial training 

experience but there were still some institutions (%35.8) which didn’t give credits. As for having the 

industrial training experience “abroad or within the country” there were a small group of institutions 

(%3.8) which did not accept the industrial training experience option if it was completed abroad.  
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 Lastly, the “the system for the industrial training experience assessment” was reviewed 

however, only 4.7 percent of the institutions had very limited information in that which said on their 

WebPages “it is organized by internship coordinator and/or instructor of the course”. That was why 

the interviews were conducted with students and faculty staff to gather detailed information 

regarding the lack of some data coming from the desk research.  

 

2. Results of the industrial training reports (n=75) 

3. Results of the interviews with students (n=60) and faculty staff (n=25).  

4. Results of the observation (n=2 sample schools)  

 

Conclusions and Implications 

The more globalize we get the more diversity we have in each level of education. Considering 

tourism higher education is not any different in this sense. This paper analyses the programs in 

CHRIE member institutions regarding the “Nature of their offered industrial training experiences” in 

general and provides comparison regarding the 6 Federations. Earlier studies show that tourism 

study programs lack homogeneity and common orientation; they are very diverse (Cooper 2002; 

Jafari, 1990, 1997; Majò, 2004; Westlake 1997). This comes from a) the confusing list of 

qualifications internationally (Cooper, 2002) statistical sources devoted to employment (Sancho et 

al., 1995) c) differences between the curricula such as the business-oriented or non-business 

tourism curricula (Tribe, 2006) d) the diversity of the tourism industry sectors that do not see 

themselves as interrelated either to one another or to tourism (Jafari, 1997). Although this diversity 

creates richness in higher education system it may result in consequences in the labour market 

and social image of the such degrees, which confuse both students and employers and the faculty 

who are dealing those recognition and quality policies (Churchward & Riley, 2002; Jafari, 1997; 

Fayos-Solá, 1997).  

Findings of this study indicate considerable diversity among the institutions in terms of their 

“offered industrial training experiences”. It is believed that the results of this study, which includes 

desk research, content analysis of industrial training experience reports, interviews with students 

and faculty staff and observation in two sample schools, will develop some insights and 

recommendations to the Tourism Higher Education system.  

To sum up, the more social media data such as Web-page and interface designs are provided 

the more need for the method netnograhy (Kozinets, 2010) is applied in marketing business 

regarding the “Choice making”. In this respect, Higher Education Marketing is not any different. 

There are questions worth asking in this battle such as what factors are important to prospective 

students in their application journey? How many start by questioning whether university is right for 

them and how important are fees in this respect? What are their views on 'value' provided? And 

how does reality compare with expectation? (Annandale, 2013). 
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Events as a Differentiation Strategy for Tourist Destinations: The 

Case of Allgarve 

Miranda, I., Gustavo, N. and Castela, E.1 

 

 

Introduction 

In the last few decades, the tourism industry has become one of the main world economic 

sectors for all of its potentially significant economic rewards, which emphasized the importance of 

improving tourism in destinations (Crouch & Ritchie, 1999). However, the faster emergence of new 

destinations and products has brought new competitive conditions and led to the implementation of 

new repositioning strategies and to the increased emphasis on factors like quality and innovation. 

Tourists are looking for new destinations that provide unforgettable experiences. This new logic 

highlights the importance of creating competitive advantages and imposed a new concept of tourist 

destination management. In this context, the conception of a distinctive destination brand and the 

creation of alternative attributes have been receiving significant attention (Echtner & Ritchie, 2003). 

Radisic and Mihelic (2006) argue, “the best way to express a destination´s identity is through a 

well-crafted umbrella brand” (p. 183). This process must be developed with previous knowledge of 

the needs and expectations of potential tourists. As emphasized by Djurica and Djurica (2010), “the 

application of marketing strategies enables destinations to meet the tourists’ needs better than its 

competition” (p. 892).  

In this context, events are arising as a competitive key factor, contributing to attract new tourists, 

increasing repeated visits to the destination and at the same time, satisfying recreational and 

leisure needs of the host community. Getz (2007) discusses that events are an important motivator 

of tourism and strong demand generators. Facing now a new increasingly independent and active 

consumer, who is constantly looking for authentic and original experiences, events are now more 

than ever the main factor that distinguishes destinations.  

Strategic destinations management, along with event tourism and the new consumers profile, 

constitute the main topics of the literature review of this research. The Algarve region and the 

“Allgarve” Program were selected at an empirical level to analyze the importance of events as a 

differentiation factor of tourist destinations. Within this context the main research question is: “Will 

the non-residents interviewees in Algarve, who attended “street artist events” and Pop music 
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concerts in the “Allgarve´11”, develop a positive perception about Allgarve brand?” The findings of 

this study may be useful to improving differentiation strategies in other destinations.  

 

Methods and Materials 

Setting 

Algarve´s economic activity depends strongly on tourism. In spite of its popularity, Algarve is no 

longer the same competitive region like it was before, facing problems of strong seasonality, the 

emergency of new competing destinations and changes in tourists’ motivations (Guerreiro, Oom do 

Valle & Mendes, 2011). Cruz (2010) also underlined that government authorities have been 

pointing out the importance of diversifying the tourist offer, with special attention to the cultural 

offer.  

In 2007 the Portuguese government launched the “Allgarve Events Program” with the aim of 

providing Algarve with a set of alternative products such as culture, sports and entertainment, 

positioning the region as a top tourist destination, associated with glamour and sophistication. In 

this context, the Allgarve Program was selected to analyze the importance of creating a diversified 

and consistent cultural offer in coastal destinations. In spite of having ended in 2011, having been 

on the market for five editions allowed us to reach important conclusions, mostly because of its 

unique regional character.  

 

Data and Participants  

Data for this study was provided by Algarve Tourism Board and carried out by CEAP (Center for 

Applied Statistics and Forecast of the Faculty of Economics from Algarve University). The sample 

comprises 224 non-residents interviewees in Algarve, who attended “street artist events” and Pop 

music concerts in the 2011 edition of the Allgarve Program. Questions like loyalty, satisfaction, 

motivation and perception about the Events´ Program, were the main subjects examined.  

 

Data Analysis Methods  

The application of the software “Statistical Package for the Social Sciences” (SPSS 17.0) in the 

analysis of the collected data, allowed the development of several statistical analyses. Firstly, 

attending the nature of the survey, organized by nominal or ordinal answers, Nonlinear Canonical 

Correlation Analysis (OVERALS), a Multivariate Data Analysis technique, was one of the methods 

applied. Originally described by Gifi (1981), Van der Burg, De Leeuw and Verdegaal (1988) e Van 

der Burg (1988), this method is adequate for any type of qualitative variables, allowing the creation 

of standards, typologies or topologies.  

We used six variables from the survey and classified them in two sets: intention to return and 

to recommend Allgarve Events to others and satisfaction about Allgarve Events 

organization. On the one hand in the First Set, the intention variable was chosen not only for 
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being a loyalty indicator but also for showing the Program´s quality. On the other hand, in Second 

Set the satisfaction variable was selected with the purpose of verifying the type of relationship 

between satisfaction and intention to recommend Allgarve Events to others. Also, satisfaction was 

studied through four variables (Events´ promotion, Accessibility, Information signage and Parking) 

which are very important in the creation of the consumer´s perception of events. After the Sets 

definition, OVERALS method allowed getting detailed information about data structure, finding 

similarities and relationships between these two variable groups and from there realize which are 

the most relevant variables for the analyzed audience.  

Secondly, attending the type of the variables analyzed and the size of the sample we also 

applied another method named K-Means (Nonhierarchical cluster analysis) in order to find clusters 

with similar behavior to the selected variables via OVERALS. As Davidson (2002) argued, the K-

Means algorithm is a popular approach to finding clusters due to its simplicity of implementation 

and fast execution. In this particular study, the main goal of using this technique was to understand 

if there is a relationship between satisfaction with events´ promotion and the intention to 

recommend them to family and friends. Three clusters were created to identify which one was the 

most relevant.  

At least it was also possible to make a description of this audience, as well as their 

recommendations, suggestions and preferences in order to determine their perception regarding 

the Allgarve brand.  

 

Research and results 

About the OVERALS results, loss values, eigenvalues and fit values are presented in Table 1. 

Eigenvalue indicates the level of relationship shown by each dimension. OVERALS analysis 

produced two canonical relationships represented by Dimensions 1 and 2. Eigenvalues obtained 

from the study were quite high (0.765 and 0.746). An actual fit value of 1,511, which is the sum of 

eigenvalues, was calculated for variation. For both Sets we can verify a Mean Loss of 0,489 (2 – 

1,511). Summation of average loss and fit is equal to the number of dimensions (0,489 + 1,511 = 

2). 

Table 1 - Summary of OVERALS analysis in SPSS - Summary of Analysis 

  Dimension 

Sum   1 2 

Loss Set 1 ,184 ,320 ,504 

Set 2 ,286 ,188 ,474 

Mean ,235 ,254 ,489 

Eigenvalue ,765 ,746  
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  Dimension 

Sum   1 2 

Loss Set 1 ,184 ,320 ,504 

Set 2 ,286 ,188 ,474 

Mean ,235 ,254 ,489 

Eigenvalue ,765 ,746  

Fit   1,511 

Source: SPSS 17.0 

 

We also found out that the most relevant variables that fulfilled all OVERALS criteria were: 

“recommend Allgarve events” and “Satisfaction about Allgarve organization – Events´ promotion”. 

In this context, 59,2% from the sample were satisfied/very satisfied with the promotion of the 

events. In other words, that means that the individuals who were satisfied had intended to 

recommend Allgarve Events. OVERALS analysis proved to be a quite useful method in data 

structure interpretation, revealing similarities and relational structures among multi-dimensional 

categorical variable sets. 

From K-Means method we concluded that all of the 191 satisfied interviewees revealed the 

intention to recommend “Allgarve” events to family and friends, as well as 111 of them had the 

intention to return and participate again. 

Finally, about the recommendations, suggestions and preferences we also concluded that the 

interviewees understood the message spread by Allgarve brand and associated positive words 

meeting the values and the goals initially defined.  

 

Conclusion and Implications 

From the descriptive analyzes of the collected data, it was concluded that despite a low rate of 

participations in previous editions of Allgarve, satisfaction levels were higher in relation to the lived 

experience. This low loyalty can be explained by two important reasons: only the non-residents 

interviewees were analyzed, excluding the residents in Algarve (who were the main audience of 

the Program) and also the absence of a coherent long-term management strategy. Effectively, 

managing a destination brand in a competitive and demanding market takes time and persistence 

(Jago et al., 2003; Richards, 2010; Tasci & Denizci, 2009).  

The application of OVERALS and of the K-Means method supported the relationship between 

satisfaction and intention to recommend the experience to others. In general the audience built a 

positive perception about the Program, recognizing its prestige, attractiveness and capacity, 

contributing to the growth and diversity of Algarve´s cultural offer.  
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Despite of its flaws mostly at the promotion level, positive conclusions were reached, and after 

its five editions, the Program could finally have been linked to the region’s image, distinguishing it 

in a whole range of cultural events and entertainment. 

This research has some limitations that should be mentioned. Firstly the study focuses only in 

“street artist events” and Pop music concerts, excluding other areas of the Allgarve Program. 

Secondly, the opinions of the residents in Algarve, weren´t taken into account. Thirdly, there was 

an absence of an offer analysis. It would have been interesting to evaluate the opinions of hotels, 

restaurants and local trade, regarding Allgarve Program. Despite of its limitations, this paper may 

contribute to future research lines, especially at marketing and communication levels. Planning 

strategies at a regional level to improve events´ promotion along with the creation of new 

alternative attributes to refresh mature tourist destinations should be taken into account by tourism 

managers.  

Without “Allgarve Events Program”, Algarve is still trying to regain its competitiveness in the 

tourism market. Now each local authority is making its own events´ program according to their 

possibilities and cultural designs, not always valuing Algarve´s identity because there isn´t a 

coherent strategy.  

If it is true that tourists didn’t come to Algarve because they were attracted by the Allgarve 

brand, it is also true that this study reveals that a consistent and appealing event´s program, 

planned at the regional level, can be determinant to the differentiation of a tourist destination.  

 

  



 

164 
 

References:  

Crouch, G. & Ritchie, J. (1999). Tourism, Competitiveness, and Societal Prosperity. Journal of 

Business Research, 44 (3), 137–152. 

Cruz, R. (2010). Tourism and creativity in the Algarve: an analysis of regional tourist offer as an 

attractor to the creative class. MSc thesis. University of the Algarve, Portugal.  

Davidson, I. (2002). Understanding K-Means Non-hierarchical Clustering, SUNY Albany, 

Technical Report, New York.  

Djurica, M. & Djurica, N. (2010).Tourism Destinations Marketing Management. Tourism & 

Hospitality Management, Conference Proceedings, pp. 890-901. 

Echtner, C. & Ritchie, J. (2003). The meaning and measurement of destination image. The 

Journal of Tourism Studies, 14 (1), 37-48. 

Getz, D. (2007). Event Tourism: Definition, evolution, and research. Tourism Management, 29 

(3), 403-428. 

Gifi, A. (1981). Nonlinear Multivariate Analysis. Technical report, Department of Data Theory: 

University of Leiden. 

Guerreiro, M., Oom do Valle, P. & Mendes, J. (2011). Allgarve events: Implications for the 

Algarve image. Original Scientific Paper, 59 (2), 183-202. 

Jago, L., Chalip, L., Brown, G., Mules, T. & Ali, S. (2003). Building Events into Destinations 

Branding: Insights from Experts. Event Management, 8 (1), 3-14.  

Radisic, B. & Mihelic, B. (2006). The Tourist Destination Brand. Tourism and Hospitality 

Management, 12 (2), 183-189.  

Richards, G. (2010). Increasing the Attractiveness of Places through Cultural Resources. 

Tourism, Culture & Communication, 10 (1), 47-58.  

Tasci, A. & Denizci, B (2009). Destination branding input – output analysis: a method for 

evaluating productivity, Tourism Analysis 14, 65-83.  

Van der Burg, E. (1988). Nonlinear canonical correlation and some related techniques. Leiden: 

DSWO Press. 

Van der Burg, E., De Leeuw, J. & Verdegaal, R. (1988). Homogeneity analysis with k sets of 

variables: an alternating least squares method with optimal scaling features. Psychometrika, 53, 

177–197. 

 

 



 

165 
 

Budget Hotels in Madeira: Prospects and Market Trends 

Almeida, A. and Machado, L. P.1 
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Abstract  

The term low-cost has come into common use by the tourism industry in the 90s. The model 

was first developed in the United States by the Southwest Airlines in 1971 and was followed by 

several airlines based in Europe. Later on, the concept was adopted by the world of business in 

general including tourism. The segment of budget hotels has proliferated elsewhere but to a lesser 

extent in Portugal. This hotel segment has enjoyed extraordinary growth over the last ten years 

and budget travel has become a significant way for large numbers of visitors (not just young 

visitors) to experience exotic places.  

To offer customers the basics at the lowest price, sounds very attractive to an increased number 

of tourists demanding mature destinations and to operators eager to fill in empty rooms. Moreover, 

an increasing number of peripheral regions/destinations strive to attract low cost carriers in order to 

reverse declining tourism arrivals.  

Tourism development in Madeira has experienced rapid growth until the late 90s. However, 

annual growth rates are not within acceptable ranges, which prompted the sector to explore, at 

least from a conceptual point of view, new concepts, models and perspectives. This study analysis 

the key factors affecting the budget hotel’s development prospects in a mature destination proud of 

it past glories. It also proposes a strategic approach to Destination management from proactive 

planning through to strategic implementation and finally evaluation and feedback. Policy 

implications are derived. 

 

Introduction 

After a decade of stagnant growth, with the majority of market niches failing to respond with 

positive results, the sector is desperate to develop new concepts and attract a more diverse 

clientele. However, the prospects for success remain uncertain, owing to the increased competition 
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from more cheaper/exotic destinations and high vulnerability to the erratic and uncertain 

movements of tourism. Uncertainty also emerges from stereotypes and blind spots in terms of 

strategic thinking. Elsewhere the budget and backpaper accommodation has growing popular as 

both a cost effective form of accommodation and as an effective medium for young people to meet 

other young people. Moreover, the overall quality of the concept has evolved providing modern 

facilities and services at very reasonable prices. But the concept received severe criticism from 

local operators based on allegations of image degradation and loss of quality. Madeira benefits 

from a centenary tradition in modern tourism (Madeira is one of the oldest touristic destinations in 

the world). The region has succeed in promoting an image of excellence in service and 

accommodation and the large number of four and five star hotels it’s at odds with the concept of 

low cost. 

This study tackles the vital question of tourism development in the presence of cognitive blind 

spots, based on a detailed analysis of the principal factors affecting the budget hotel’s 

development prospects in a mature destination proud of it past glories.  

The paper is organised as follows. Section one introduces the contextual setting and offers a 

brief literature review. Although there are a few studies on the budget hotel segment, they are 

mainly descriptive. Most prior studies that examined conditioning factors such as market trends, 

demand motivations and architectural solutions and business models failed to investigate the 

concept from an strategic/historical perspective. Section three highlights the methodological 

approach retained in this study. Based on the results of a survey applied to a sample of 360 

visitors, we suggest that most visitors display a high level of disinterest in the low budget concept. 

The current pricing trends based on 4 and 5 stars hotels offering discounted rates prevents any 

attempt of developing innovative concepts based on price moves. 

 

Methods and Materials 

Background  

The Archipelago, discovered by the Portuguese in 1418, is made up of the islands of Madeira, 

Porto Santo and the uninhabited islands of Selvagens and Desertas, situated between latitudes 

35º and 45º north and longitude 17º west, 620 miles (1000 km) from the coast of Portugal, the 

country to which it belongs, and 310 miles (500km) from the African coast.  

Madeira Island is often described as a “floating garden”, a description that reflects centuries of 

farming activities. The rich volcanic soil, the privileged geographical location and the mountainous 

relief along with a surprisingly mild climate and abundant rainfall have created contrasting 

landscapes: lush river valleys, terraced hillsides planted with vines and bananas and dense 

primeval forest. It is noted that it is not by chance that Madeira often appearing on the top tourist 

destinations worldwide when it comes to quality and satisfaction. Indeed, it is common for the 

island's hotels to receive awards from major tour operators in the world, as a result of thousands of 
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positive reviews from guests when electing the best hotel. Unfortunately the sector has not been 

able to fully explore positive word-of-mouth and reviews as a unique competitive advantage, with 

both occupancy rates and revenues remaining far below what would be desirable. 

 

Literature review 

Most studies demonstrate that tourism demand is becoming increasing sophisticated and 

differentiated in the visitors’ minds. Different segments of the clientele are driven by particular 

needs, in terms of daily room rates, location and standard of service, which offers growth and 

diversification opportunities. Fiorentino (1995) argues that the budget sector represents an 

innovative hospitality product concept offering huge prospects of commercial success/growth 

opportunities because results from sound strategic management decisions and market analysis. 

Several authors point out that the budget hotel concept offers value for money to the increasing 

number of value-conscious (but not necessarily low income) travelers. Furthermore, the success of 

the sector lies in the availability of trade-offs. For example, culturally –oriented visitors may 

exchange savings in accommodation for high levels of expenditure in cultural activities. Some 

experts/operators rejects the idea of massification and declining daily expenditures, as it is implicit 

in the concept of “budget hotel”. This type of criticism is increasingly unjustified. Past studies 

suggests that the sector attracts an increasing sophisticated clientele. Hua et al (2009) investigates 

the nature of critical success factors (CSFs) in China’s budget hotel operations and development 

from the perspectives of various stakeholders. The study indicates that while the five dimensions 

under analysis (physical product, service quality, price, promotion, and location) were believed 

important by both groups, the ranking in terms of importance differed substantially among the 

various stakeholders. The main finding of the study lies in the very fact that the customers segment 

was primarily concerned with service quality issues. One interested finding emerging from the 

literature review relates to the over-diffusion of the concept. In fact, most hotels adopting the 

concept in Portugal are not genuine “low cost hotels” but just “marketing” opportunists, a state of 

affairs that may have far-reaching consequences.  

 

Research and Results  

Based on the results of a survey applied to a sample of 360 visitors, we found out that most 

visitors display a high level of disinterest in the low budget concept. The current pricing trends 

prevents any attempt of developing innovative strategies based on price moves. In fact, the 

average visitor only accepts a decrease in their level of comfort (eg. attributes and services) in 

exchange for huge discounts. Moreover, most visitors are rather pleased with the current price-

quality ratio and perceive the destination as an inexpensive one. Under such circumstances, the 

budget concept would face major difficulties in sustaining competitive pressures and/or achieve an 

acceptable level of profitability. To get huge discounts and special rates become banal in recent 
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years owing to the high number of 4 and 5 stars hotels offering discount rates. As a consequence, 

price increases are unthinkable under the current market trends. The segment analysis indicates 

that the number of visitors really interested in the concept is rather insignificant when viewed in 

context of the entire market. German and British nationals, males and tourists staying for longer 

are more price sensitive (more ready to embrace the concept), but they just represent 23% of the 

market. Conversely, low paid and middle aged individuals are relatively uninterested in low prices. 

Highly satisfied and positively impressed (with the destination) individuals also exhibit low rates of 

interest in price discounts. 

  

Conclusion and Implications  

Further research is needed to re-understand customers and to study new concepts and models 

adapted to this highly uncomfortable position. Our results highlights the responsibility of 

governments and industry operators in developing long term strategic thinking. Ad-hoc measures 

and short term actions aiming at fill vacant rooms lead to a significant deterioration of the 

competitive stance of the region. Increased levels of sustainability, historical coherence, strategic 

thinking and sound economic reasoning are required. The budget hotel segment emerged as a 

distinct product in response to a demand for inexpensive and no-frills accommodation. The 

economic context within which the sector is operating today in Madeira is radically different to the 

context experienced in European urban areas of twenty years ago. The progressive degradation of 

the quality of the “average” visitor is a matter of fact and low prices a normal state of affairs. Most 

hotels (including 4 and 5 stars hotels) adopted “low cost” pricing strategies, which are liable to 

create confusion in the minds of the visitors. Thus, this study provides not only a number of policy 

recommendations for industry actors but also some inputs in terms of strategic thinking about the 

management of “in-between” territories.  
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Attitudes of Sucessors in Dairy Farms toward Educational Tourism 

in Japan 

Ohe, Y.1 

 

 

Introduction 

Educational tourism in agriculture is attracting growing attention as a potential new market 

segment of rural tourism. This activity is an emerging opportunity for farm operators to expand their 

activities from traditional ordinary farm production to farm activity that involves direct 

communication with consumers by providing intangible educational services as a measure of farm 

diversification amid stagnant consumption of farm products. This educational activity also can be 

expected to create a new social role for the farm sector. Examples of such activities that already 

have been implemented are the FACE (farming and countryside education) program in the UK 

(Graham, 2004; for more recent developments, Gatward, 2007), Ferme Pédagogique in France, 

Fattorie Didattiche in Emilia-Romagna in Italy (Canavari et al., 2009), children’s gardening in the 

USA (Moore, 1995) and educational dairy farms in Japan (Ohe, 2007).  

Nevertheless, this educational activity has not become an economically viable activity because 

some farmers provide educational services on a voluntary basis free of charge while others levy a 

service charge. Thus, this paper examines the attitudes of farm operators toward educational 

activity by focusing on the successor generation already involved in farm operations of an 

Educational Dairy Farm. Educational Dairy Farms is a network of dairy farmers in Japan that aims 

to provide educational services and is one of the most advanced and organized programs by 

farmers that provide educational services.  

 The hypothesis here is that farmer’s identity determines the attitude toward educational 

tourism. Unless a farmer’s identity changes from that of a conventional farm producer to that of a 

farm resource manager with a wider perspective on conducting tourism, a new activity, such as 

educational tourism, is not well implemented. 

Economic approaches to identity issues were firstly explored fully by Akerlof and Kranton (2000, 

2002, 2010). Akerlof and Kranton (2000) defined identity as a person’s sense of self and proposed 

the utility function that identity is associated with different social categories and with how people in 

these categories should behave. Akerlof and Kranton (2002) investigated the connections between 

school and work. Akerlof and Kranton (2010) also considered gender and race issues in 
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connection with work and minority poverty. Further, Akerlof (2007) dealt with the relationship 

between norms and macroeconomics. Nevertheless, empirically agriculture and tourism have not 

been explicitly studied in relation to identity issues. 

Educational tourism in agriculture has not been extensively explored except for studies by Ohe 

(2011, 2012), which mainly dealt with internalization of the educational externality generated by 

dairy farming, not directly with the identity aspect of farmers. 

To summarize, to my knowledge there has not been an exploration of identity and educational 

tourism in agriculture or rural tourism. It is for this reason that I conducted this study.  

 

Hypothesis: farm diversification and farmer’s identity 

Here, I consider the relationship between a farmer’s identity and the efficiency of the diversified 

activity, i.e. milk production and the educational activity. To simplify the discussion, suppose there 

are two types of identity that a farmer could have: traditional identity and enlarged identity. For 

those with the traditional identity the norm is that their main activity is farm production, so that the 

educational service is just a voluntary activity offered free of charge. Thus, their aim is to maximize 

milk production to the best possible extent. On the other hand, in those with the enlarged identity 

the norm is that they should engage in multiple economically viable activities. Therefore, they will 

levy service charges for the educational service to achieve its viability. Their aim is, thus, to attain 

overall managerial efficiency in farm resource allocation among these activities, meaning that 

those with the enlarged identity have a wider perspective toward farm diversification than those 

with the traditional identity. In this respect, whether a farmer levies a service charge is an easily 

observable criterion to indicate which identity a farmer has. 

 Although identity can change with time, once it has been established, in general, it is hard to 

change and it can be passed down through generations. Even if a policy framework promotes farm 

diversification, efficient farm management will not be achieved unless a farmer’s identity changes 

toward the enlarged one. Although this does not mean that those who conduct diversified activities 

as a volunteer do not engage in efficient farm resource management, those with the enlarged 

identity regard farm resource management more as economic behaviour than those with the 

traditional identity. Within each identity, the clearer the identity a farmer possesses, whether it is 

the traditional identity or the enlarged identity, the better able that farmer can perform farm 

resource management. On the other hand, the farmer cannot realize efficient farm resource 

management if the activity is conducted beyond the scope of that farmer’s own identity. 

 

Methods and Materials 

I conducted a questionnaire survey directed only toward Educational Dairy Farms that were 

mainly run by families to narrow data variations. Although the majority of Educational Dairy Farms 

are family farms, this organization does include public ranches and ranches run by cooperatives 
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and dairy industry. This survey was done in conjunction with the Japan Dairy Council, which gives 

the designation of Educational Dairy Farms to selected farms and is the founding body of this 

survey. The survey was sent by surface mail to 248 farms and returned from September to 

December in 2012. The response rate was 141 farms (56.8%). I conducted statistical tests, Chi-

square and t tests, to examine the relationship between successors’ attitudes, educational 

behaviour and dairy farm activity. 

 

Research and results 

Outline of the program of the Educational Dairy Farms 

The program of the Educational Dairy Farms was established in 2000 by the Japan Dairy 

Council, which is a national organization for dairy farmers. The purpose of this program is to 

provide accurate information on what dairy farms do to enable the public to understand the roles 

dairy farming play in society. The aim of Educational Dairy Farms is not only to promote an open-

door policy of the farmyard to the outside but also to enhance the educational value of dairy 

farming through teaching where milk comes from and showing the life of milk cows on the farm. 

People learn what food is and the close connection between food and life from these experiences. 

In this respect, a farmer’s role is crucial and thus a farmer is called a facilitator in this program. 

To be a facilitator for the Educational Dairy Farms, a farmer or a farm employee must attend a 

course on principles, safety, hygiene, and communication skills as well as a presentation of a case 

study provided by the Council. The Council administers certification for recognition as an 

Educational Dairy Farm and presents various capacity building courses for those with farms 

certified as Educational Dairy Farms as well as dairy farmers at large in Japan. There were 309 

Educational Dairy Farms as of 2011. 

Time series statistics tell that the number of visitors to the Educational Dairy Farms has 

increased yearly and reached nearly 880 thousand in 2009, which is a 3.89-fold increase from 

2003. This increase was far more rapid than the increase in the number of Educational Dairy 

Farms, which increased only 1.5-fold in the same period. The average number of visitors per farm 

increased from 1,353 to 3,421, a 2.53-fold increase. These facts suggest that the demand for farm 

experiences has steadily grown to form a certain market level or at least has the potential to do so. 

I assume that this mounting demand indicates a new social role that dairy farmers can play in 

society. 

 

Statistical Test Results 

The statistical tests were conducted on respondents’ attributes and attitudes toward educational 

activities and farm diversification between those successors who did and did not levy service 

charges for the educational activities. There were no statistically significant differences in terms of 

age and sex, academic background of successors, and farm size according to the number of milk 
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cows, size of land holdings and the amount of milk production. These results indicate that tourism 

activity is not stipulated by farm size. 

Regarding farms that did and did not levy charges, I found that the number of visitors and types 

of educational services offered were significantly greater in the dairy farms that levied charges, 

indicating that those farms were more active in performance of educational activities (Table). 

Statistical differences were also found in various aspects of respondents’ change in consciousness 

after starting educational dairy farm activities. Those levying charges expressed significantly more 

positive attitudes than those that did not regarding the following: enjoyment of teaching children 

about dairy farming, valuing the farm and farm resources, enhanced self-confidence, connection 

with the local community, expansion of their human network, discovery of new farm resources, 

increased income source, and a new viable farm sector. Because of their positive attitude toward 

the educational activity, those respondents levying charges were active in other diversified 

activities such as self-processing and selling of dairy products, farm restaurants, cafés, and making 

and selling soft ice cream and ice cream, and sweets. Subsequently, those respondents levying 

charges more likely thought of the educational activity as a profitable farm sector and less likely 

considered it to be a volunteer activity than those not levying charges. How to increase the number 

of visitors, shortage of manpower for the educational activity and shortage of toilets for visitors 

were issues of significantly greater concern to those who did levy charges than those who did not.  
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Table 1 – Table Statistical results on the successor’s attitudes toward the educational tourism 

 

 

To summarize, those who levied charges expressed positive attitudes toward networks outside 

of the farmyard. This finding indicated how farm successors treated the educational activity; that is, 

whether they considered themselves to be simple conventional milk producers or farm resource 

managers with a wider scope of new social demand, which is connected with farmers’ identity. 

 

Yes
Magnitude

relation
No

-50 14.5 < 50.9 *** Chi-square

500-1000 17.1 > 1.8 *** Chi-square

Solely Individual menu 26.3 < 52.6 *** Chi-square

Combined individual menu 46.1 > 7.0 *** Chi-square

Enjoyment of teaching children 3.8 > 3.4 N* t test

Valuation of farm and farm resources 4.1 > 3.5 N** t test

Enhancement of self-confidence 4.4 > 3.8 N*** t test

Extension of human network 4.0 > 3.3 N*** t test

Discovery of new farm resources 3.9 > 3.3 E** t test

Income source 2.8 > 1.9 E*** t test

New sales channel for products 2.9 > 1.9 E*** t test

New farm sector 2.9 > 2.1 E*** t test

Processing and selling dairy products 35.5 > 19.3 ** Chi-square

Restaurant 15.8 > 3.5 ** Chi-square

Soft ice cream or ice cream 38.2 > 12.3 *** Chi-square

Café 18.4 > 3.5 *** Chi-square

Sweets 21.1 > 5.3 ** Chi-square

Souvenirs 13.2 > 3.5 * Chi-square

Volunteer 6.6 < 50.9 *** Chi-square

Cost covering 43.4 > 22.8 ** Chi-square

Viable sector of farm 17.1 > 0.0 *** Chi-square

Fee collection for educational services 2.0 < 2.7 N*** t test

Low capability for increase in no. visitors 3.0 > 2.4 E*** t test

Shortage of manpower for educational services 3.5 > 3.1 E* t test

Unstable no. visitors 3.0 > 2.4 E** t test

Need more toilets 3.2 > 2.6 E** t test

Table  Statistical test results on the successors' attitudes toward the educational tourism

Levying charges

Types of educational services offered (% of respondents)

Changes in consciousness after starting the EDF activity (average score evaluated from 1 to 5)

Items

Issues concerned with the educational activity  (average score evaluated from 1 to 5)

Source: A questionnaire survey to the Educational Dairy Farms conducted by the author from September to December

in 2012. Sample size was 141.

Notes: ***, **, * indicate 1%, 5%, 10% significance, respectively.  E=equal variance, N=unequal variance.

Test

result

Method of

test

No. visitors (% of respondents)

Conducting diversified activities (% of respondents)

Present attitudes toward the educational activity (% of respondents)
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Discussion 

The statistical results in this paper indicate that new educational activities provide an 

opportunity for farmers to redefine their identity from that of a volunteer to a provider of a new 

educational service. This redefinition will be increasingly necessary to properly cope with new 

social needs of dairy farming. Consequently, policy makers should take this identity issue into 

account when promoting educational tourism as a means of farm diversification. This consideration 

will increasingly become important in effective policy design toward the promotion of farm tourism 

faced with emerging social demands. 
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Segmentation of Restaurants for Tourists and Locals in a Tourist-

Historic City: the Case of Amsterdam 

Terhorst, P. and Erkuş-Öztürk, H.1 

 

 

Introduction 

This paper is about the interplay of tourism and gentrification in Amsterdam on the one hand 

and standardization and diversification of the city’s restaurant industry on the other. Over the last 

thirty years, Amsterdam’s historic core has undergone a radical process of urban restructuring. A 

decline of lower-class households, small manufacturing industries, wholesale trade, and business 

services has been accompanied by a large-scale process of gentrification and its attended rise of 

creative (freelance) workers, an increase of small creative firms, specialised small shops, and, last 

but not least, a strong growth of leisure and tourism. The city’s mix of historic landscape, highly 

variegated land-use, museums, and a libertarian atmosphere (fun, soft drugs, and sex) has 

attracted ever more visitors over the last three decades (Amsterdam has always been in the top-

ten of European tourism cities). Ever since the late 1980s this restructuring process has become 

so strong that that it has spilled over to adjacent neighbourhoods, Amsterdam-South in particular.  

The growth of gentrification, the growing spending power of the Dutch till the crisis of 2008 and 

tourism has boosted up the growth of the restaurant market which has, in combination with foreign 

immigration and a weak national food identity, resulted in a double process of diversification and 

standardization. One the one hand, the variety between and within national or ethnic restaurants 

has grown but on the other hand the process of differentiation is countered by imitation resulting in 

more standardization. Diversification is driven by attempts of restaurateurs to escape from cut-

throat competition under standardization and to make monopolistic profits. But being attracted by 

higher rates of profits that diversification generates, co-located restaurateurs monitor and imitate 

each other leading to more standardization, i.e. a higher efficiency, predictability (a reduction of 

radical uncertainty!), calculability, and competition based on price rather than on quality.  

The game of standardization and diversification is not only played by restaurateurs but also by 

consumers. Gentrifiers try to strengthen their class position and to express their life-style in their 

dining-out behavior. Classes and life-style groups distinguish themselves by their food 

consumption and use of restaurants (Bourdieu, 1984, pp. 175-208; Warde & Martens, 1998; 
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Warde, Martens & Olsen, 1999) and certain foods and wines served in restaurants are often part of 

a national (De Soucey, 2010), ethnic or regional identity (Sims, 2009). But this process is, in 

course of time, imitated by other classes and life-style groups resulting in a new form of 

standardization. And tourists equally stimulate both diversification and standardization. Some 

tourists show a similar dining-out behaviour as gentrifiers, others prefer to visit restaurants of their 

own nationality (the Chinese in particular) or restaurants that serve Dutch specialties that are no 

longer not very much appreciated by locals. And many tourists choose a standardized low-priced 

restaurant simply because they cannot afford an expensive restaurant or do not know what to 

expect from a good Amsterdam restaurant and do not want to take the risk of a bad experience at 

a high price.  

Amsterdam is a typical tourist-historic city in which tourists mix with locals rather than restricting 

themselves to purpose-built tourism spaces that are characteristic for so-called converted and 

resort cities cities (Fainstein & Judd, 1999, pp. 261-272). But do tourists really mix with locals in 

Amsterdam? This paper argues that the city’s restaurant market for tourists is segmented from that 

for locals. Our argument comes down to the following. Both locals and tourists face a radical 

uncertainty regarding the quality of restaurants, particularly those of high-end restaurants. One can 

neither know their quality in advance nor determine it objectively. The quality of restaurants is the 

outcome of a social process of qualification in which restaurateurs, experts, journalists, and 

consumers (classes and life-style groups) participate in constructing, criticising, and changing their 

quality. This quality uncertainty is smaller for gentrifiers and Dutch day trippers than for foreign 

tourists because the latter do not participate in that discourse. As a result, foreign tourists hardly 

know the reputation of “good” local restaurants. To reduce their quality uncertainty, they have to 

have recourse to more standardized restaurants with a more predictable quality and rely more on 

price as an indicator of quality than on judgment devices regarding quality as locals are inclined to 

do. No wonder that foreign tourists choose their restaurants somewhat at random by walking 

around. But gentrifiers cannot express their class or life-style by visiting restaurants for tourists. 

That’s why they avoid them altogether. Not only users of restaurants but also restaurateurs face 

uncertainty in the volatile restaurant market with its ever changing fashions. Uncertainty creates 

opportunities for introducing culinary innovations but one can never know in advance whether they 

will be successful or not. To realize a successful innovation, and to build up a good reputation 

requires a lot of cultural and social capital. And a good reputation, in turn, helps realise a 

successful innovation. But restaurateurs who lack sufficient cultural and social capital and a good 

reputation are forced to compete on price rather than on quality. And that’s precisely the market for 

tourists.  
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Methods and Materials 

In the design of the case study, our case study is based on primary data and a few secondary 

data. 37 Amsterdam restaurants from supply side and 50 tourists from demand side (queuing in 

front of Van Gogh Museum) were interviewed (between June-August 2013) to confirm our findings. 

To define the sample for making interviews from supply side, the unit of analysis and the data 

universe were defined. To define the sample for restaurants in Amsterdam, a diversification 

tendency of restaurants is measured for the last 15 years by using Herfindahl Diversifiation Index. 

Findings showed an increasing diversification for the last ten years. The number of increase in 

foreign restaurants confirms this tendency. So, for the supply side, we only focused on the new 

start-up restaurants of Amsterdam to elaborate their differentiation strategies.  

With respect to type of restaurants, different country kitchens were considered, however the 

ones lower than 10 in terms of numbers are evaluated under “others” category and they are 

excluded from the sample. Due to these reasons, approximately 10% sampling was implemented 

for each type of restaurant for each location category. 37 restaurants in total were interviewed 

face-to-face between June and October 2012. To reply the questions defined above, not only 

qualitative research but also quantitative research techniques were used.  

 

Research Results and Conclusions  

The foreign tourists we interviewed have a high level of education, i.e. almost all have a 

university degree or are university students. This is not very surprising because the higher 

educated are most interested in “high” arts. According to Bourdieu (1984), classes distinguish 

themselves by a fairly coherent consumption behaviour (for instance, people with a lot of cultural 

capital like high arts, classical music and good wines). But he has been criticised on this point 

because classes have become much more omnivorous than the Parisian elites of the 1960/1970s 

he observed (Warde, Martens & Olsen, 1999).  

Our interviewees show a fairly coherent attitude towards their food consumption. Most of them 

say that quality of food plays an important or very important role in their life and that home-made 

dishes are important or very important to them. And interviewees from countries with a high food 

identity (France, Italy, Spain, Tunesia, China, South-Korea) say they would not go to a restaurant 

of their home country because they expected the quality of those restaurants to be low and, more 

importantly, they wanted to try something new. Thus in their attitude our interviewees are 

somewhat similar to foodies as described by Johnston and Baumann (2010).  

In all above-mentioned respects, our interviewees are similar to Amsterdam gentrifiers (see for 

a somewhat impressionistic description of their life style Gadet, 2011). But when we look at their 

dining-out behaviour our interviewees are different. While (many) Amsterdam gentrifiers know the 

reputation of the new and trendy restaurants through their personal contacts and with the help of 

culinary journalists of local and national newspapers, food magazines such as Elle Eten and 
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Delicious, foreign tourists are completely outsiders in the Dutch/Amsterdam culinary field. Most of 

our interviewees chose their restaurant on the basis of low price, location close to the hotel, and 

ethnicity of kitchen (the huge variety of ethnic restaurants in Amsterdam offers a lot of opportunities 

to try “something new”) but only a very few on the basis of the presumed quality of the kitchen. No 

wonder that the prices our interviewees paid were very low according to Amsterdam standards 

(they paid, including drinks, on average 19 Euros pro person). And most interviewees found their 

restaurant by walking around; only a few by internet, booklets or recommendation by hotel or 

friends. In short, highly educated foreign tourists in Amsterdam can be labelled as foodies in their 

attitude towards food (which is in line with their high level of education) but not in their dining-out 

behaviour. They do not know what to expect from good but highly priced Amsterdam restaurants 

and reduce their quality uncertainty by focussing on the lower/lower-middle segments of the 

market.  

This is somewhat but not fully confirmed by our interviews with restaurants. Restaurants at the 

high end of the market (the so-called craft-high quality and high quality restaurants distinguished 

on the basis of reviews of culinary journalists, our study of menus and, in a few cases, our own 

dining experience) are strongly dependent on locals (more than 90% of their visitors) and are 

hardly visited by tourists. Those restaurants compete on quality rather than on price which is why 

they are strongly dependent on a good reputation. And locals only know the reputation of 

restaurants. That is why those restaurants are located not located in passers-by streets that are 

overcrowded by tourists in summer. There is a fairly strong difference (chi-square: 7,680 significant 

at 0,021 level) and correlation between restaurants that are visited by tourists and their location in 

passers-by streets, which corresponds to the above-mentioned searching behaviour of tourists. 

The fact that high-end restaurants are dependent on tourists does not mean that they do not try to 

attract tourists. They try to be recommended by waiters of hotels by paying them money or inviting 

them for dinner free of charge. 

The restaurants of below-basic, basic, basic craft, and craft quality the picture is more complex. 

Not only restaurants of below-basic quality but also of craft quality are strongly dependent on 

tourists while the basic and basic-craft ones are more dependent on locals. This has, to some 

extent, to do with the following factors. Some basic and basic craft restaurants are located in 

neighbourhoods outside the historic core that are not visited by tourists and some restaurants 

serve gentrifiers who are dining out only for economising on time. And some of the restaurants of 

craft quality are Chinese that are almost fully dependent on Chinese tourists who prefer to eat 

Chinese when travelling. They have made contracts with tour operators who channel Chinese 

tourists to them.  
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Postmodern Tourism 

Dujmović, M. and Vitasović, A.1 

 

 

Introduction 

In the past, the study of tourism was saturated with economic and quantitative features of the 

tourism phenomenon, which apart from the quantitative rise expressed in high numeric values 

didn’t care much about its content (Jadrešić, 2001). Tourism was described as a phenomenon 

taking place far away from home and at the symbolic level it represented an escape from boring 

everyday existence and a quest for self-fulfillment (Graburn, 1989; MacCannell, 1976; Smith, 1989; 

Turner & Ash, 1975). Tourists were described as passive and uncreative subjects who consumed 

products, services and experiences offered by the tourism industry (MacCannell, 1976; Urry, 

1990).  

However, tourism has experienced many transformations in time and space parallel with many 

social changes that have appeared during the shift from the modern to the postmodern culture. 

Today’s circumstances of time and space compression, diversification of the tourism product, 

complex socio-cultural changes within the patterns of tourist behaviour, diversity and multiplicity of 

tourist experiences require a shift away from the typologically rigid and narrow theoretical 

framework towards more flexible conceptualisations, which will shift the attention and interest from 

tourist activities to the quality of tourist experience (Wearing, Stevenson & Young, 2010).  

 

Methods and Materials 

Traditional, that is, modernist conceptualisations of tourism have turned out to be limited and 

rigid and that is why there has been a turn in tourism theory and studies towards the multisensory 

nature of the tourist experience. Such a shift of opinion has been closely linked with the emergence 

of the postmodern thought (Franklin, 2003; Uriely, 2005).  

Today it is highly probable that a change has occurred in economic, political, social and cultural 

forms typical for modernity or if nothing else that these forms have been in a state of change. A 

new culture has emerged which researches like Crook, Pakulski and Waters (1992) have defined 

as a post-culture. Modern cultures characterised by mass production, mass consumers, huge 

cities, material and technical advancement, differentiation, urbanisation, industrialisation, 
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rationalisation, standardised production, centralisation and bureaucratisation are on decline and 

flexibility, diversity, dedifferentiation, mobility, communication, decentralisation and 

internationalisation are on the rise (Lash & Urry, 1994). 

The number of overnight stays and the profit of a destination have ceased to be the main 

criteria and more emphasis has been given to the quality, diversity and particularities of the tourism 

offer. Increased market saturation, educated and conscious consumers, with higher income and 

more free time have determined the viability of those who offer services in the tourism industry. A 

new type of tourism demand has significantly changed the nature of tourism offer. The 

development of differentiated products and services has become unavoidable in tourism as well as 

the creation of experiences in all tourism products. Tourists are no longer passive consumers but 

they actively participate in the process of creation of the tourist experience. The alterations in the 

tourism offer and demand and the mere nature of the tourism product are usually associated with 

the concept of the new tourist, who is more individual, flexible and ecologically aware in 

comparison to the mass tourist (Smith, 2005). 

Today, we bear witness to the emergence and proliferation of new tourism destinations and 

attractions, which point to the fact that tourism destinations are true examples of dedifferentiated 

tourism spaces. The point is that the modern era was characterised by the process of 

differentiation and the postmodern era is characterised by the process of dedifferentiation, which 

includes blurring the boundaries between everyday life and tourist activities. Consequently, it has 

become difficult to avoid tourism places and people come across tourist attractions even within 

framework of their everyday lives and daily activities (Franklin, 2003).  

The abandonment of tourist typologies, taking into consideration the fact that tourists are not 

passive consumers, the shift of attention towards the existential authenticity and the admittance 

that tourism is a multisensory and physical experience bear witness to the recent theoretical shift in 

the study of the tourist experience which stresses the importance of the individual and his role in 

the tourist industry. Such a theoretical shift in late modernity or postmodernity contributes to the 

greater appreciation of the individualised and subjective nature of the tourist experience, accepting 

tourism as a source of meaning around which numerous individual lives have been structured 

(Wearing, Stevenson & Young, 2010). 

 

Conclusion and Implications  

The tourism market has been expanding and tourists have become more demanding and 

lickerish and there has been an increase in the creation of new tourist services that put emphasis 

on emotions and experience (Richards, 2001).  

Therefore, the development of the tourism industry should be regarded in the context of the 

development of new forms of tourist consumption and the convergence between the patterns of 

consumption, leisure and tourism The culture of tourism has been constantly evolving and the 
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development of tourism has been influencing the change of dynamics of cultures in which it exists 

(Craik, 1997).  

The main purpose of this paper is to challenge a fundamental attribute of tourism in established 

theories of tourism according to which tourists seek a breach with the familiar everyday. It will be 

argued that tourism has ceased to be a temporary and unusual state of existence in a world 

otherwise organised by life at home and life at work. More than that, for many people and in many 

destinations tourism has become more dominant in the organisation of everyday life. The appeal 

and logic of tourism has expanded into more forms of social life, more spaces of contemporary 

cultures and more time in our daily, weekly and annual calendar. By focusing on the effects of 

increasing mobilities of people and objects and new ways of sensing a touristic world this work is a 

contribution to new directions in tourism analysis providing an account of various tourists’ 

performances that help to constitute tourist destinations. 
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Reconfiguring the Role of Local Cultural Intermediaries in the 

Tourist Encounter 

Azara, I.1 

 

 

Introduction 

Tourism experiences are notoriously difficult to unpack. In the most simplistic terms, the 

subjectivities of the encounters that sustain them suggest that any attempt made at understanding 

them is inevitably bounded in time, space and place. Much research has been done recognising 

how the study of embodied and performative encounters with and amongst people, places and 

spaces may provide a way to appreciate how a cultural practice such as tourism is experienced, 

made sense of, lived and enacted. The contributions made by Azara (2011); Edensor (2001; 

2007); Azara and Crouch (2006); Crouch (2002; 2003; 2005); Baerenholdt, Haldrup, Larsen and 

Urry, (2004); MacLeod (2004); Chabra, Healy and Sills (2003) and Perkins and Thorns (2001) 

among many others, well exemplify this body of research. These works envision the tourist 

experience as complex and multi-faceted and tourists as agents capable of reflexively negotiating 

at social and individual level their encounter with specific discourses of destination authenticity and 

otherness. Furthermore, these studies point at the need to research in more depth the contribution 

embodied performative encounters between the tourists and the host destinations make to the 

understanding of the tourist experience. Strongly aligned to, and contributing to extend this 

research tradition; this study aims to provide insights into the role that an arguably under-

researched group, namely local cultural intermediaries plays in the ‘tourist encounter’.  

The term ‘cultural intermediaries’ is commonly used to define a powerful, yet broad, category of 

professionals involved in the production, mediation and regulation of discourses of destination’s 

authenticity and uniqueness (Urry & Larsen, 2011; Crang, 1997). At local level, the term 

traditionally translates into and extends to encompass a vast array of tourism employees that 

directly or indirectly facilitate the host and guest encounter. This study focuses on the specific 

grouping of local tourist guides. These are  the ‘front-line staff’  who, working for and under the 

‘Tourist Gaze’, are generally framed as mediators of the tourist encounter with the destination, that 

is, as deliverers of well-scripted, embodied experiences of place and space for the tourists (Ooi, 

2005; Zhan & Chow, 2003).  

In revisiting the notion of the Tourist Gaze, Urry and Larsen (2011) acknowledge that these staff 

may display some levels of agency in the host and guest encounter. Yet, conceptualizing the 
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encounter as a complex service transaction, fundamentally “asymmetric in terms of power 

relationships”; the authors continue to envision local categories as ‘simply’ workers of the Tourist 

Gaze, with their actions primarily oriented by and inevitably bounded by the need to “please, 

seduce and entertain the tourists, especially visually” (p.78). This is arguably a reductive point of 

view and one that does not sufficiently take into account the nature of and the role that local 

tourism workers such as tourist guides play in the tourist encounter. Being often local, brokers and 

even tourists themselves; these workers cannot simply be framed as employees and “passive 

recipients of the Tourist Gaze” (Edensor, 1998; 2001; Crang, 1997, p. 151). Far from it, they 

display high levels of agency in producing, negotiating and amending for the tourists the complex 

international, national and local cultural circuits of meaning production in which they are situated. 

Furthermore, their continuous shift between prescriptive and spontaneous roles; between their 

personal and social identity and between their working under and at amending the gaze; suggests 

how these local categories show high levels of reflexivity in the tourist encounter (Edensor, 2001).  

Building upon the above propositions and extending the works of Azara (2011); Azara and 

Crouch (2006); MacLeod (2004); Edensor (1998; 2001) and Crang (1997) the paper argues that 

the role these actors play in the tourist encounter is much more significant than previously 

conceptualised and currently acknowledged. Indeed, this paper show how, far from being ‘filter 

flows’, this category evidences a clear ability to reflexively steer processes of cultural and identity 

production, negotiation and contestation within contexts of interaction (Azara, 2011). Constantly 

engaged in the multitude of embodied performative practices of cultural identity negotiation that the 

tourist encounter initiates; local tourist guides systematically work at re-appropriating, re-inscribing 

and where necessary reconfiguring discursive experiences of place uniqueness and cultural 

authenticity. 

 

Methods and Materials 

This paper discusses these dynamics within the context of an archaeological site called Tiscali, 

situated in Sardinia, the second largest island in the Mediterranean Sea. It does so by building 

upon a larger qualitative longitudinal and ethnographic study carried out at the site aimed at 

exploring embodied performative encounters with place and space by three key actor categories, 

namely tourists, local tourist guides and local communities. The study recombined and used the 

metaphor of ‘Embodied Tourist Performances’ as postulated by Edensor (2007; 2005; 2002; 2001; 

2000 and 1998) and the metaphor of the ‘Tourist Encounter’ as enunciated by Crouch (2008; 2005; 

2001; 2000 and 1999) as the initial conceptual framework for the investigation. Thus the 

archaeological site was framed and explored as a socially, spatially and temporally regulated 

space for the tourism encounter. Furthermore, as one where it is possible to observe the 

articulation of multiple, competing discourses of culture and identity by the three broad key actor 

categories under study. 
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Participant observation was carried out over a period of five years and used as a technique to 

make sense of the regulation of the space; and the embodied performative tourist encounters 

between tourists; local tourist guides and local communities with and within the archaeological site. 

This method ensured directness of learning by watching, listening and recording what participants 

did and how they interacted with the tourists. The longitudinal element facilitated the understanding 

of the context and the rich dynamisms observed. Additionally, a combination of semi-structured 

and unstructured, go-along, interviews were carried out with 13 local tour guides operating within 

the area. These aimed at obtaining a greater understanding of how the guides made sense of, 

contributed to maintain, negotiated or even contested discourses of cultural authenticity and 

uniqueness about the site. Interviews with tour guides were carried out in a wide variety of formal 

and informal settings and over a similar period of time (Kusenbach, 2003). 

Initial issues of trust and access to both the guides and the site itself were overcome through 

the identification of a local tour guide who acted as an initial gatekeeper facilitating the acceptance 

of the researcher, who is herself Sardinian, but not part of the community under study. An ongoing, 

iterative process of data structuring and analysis was used. This helped the researcher made 

sense of the themes emerging and enabled the capturing of the dynamisms observed. 

 

Research and Results 

Tiscali firmly sits in the national and international collective tourism imaginary. Situated inside a 

hollow mountain, and accessible only via impervious and rather perilous shepherd’s tracks, Tiscali 

is a metaphor of the immutable character of an island which, despite numerous attempts at cultural 

and economic colonization, has been capable of resisting and retaining an aura of cultural 

authenticity and otherness. A key driver in the current promotion of the Sardinian tourism product. 

 

‘Tiscali, the symbol of Sardinian identity: indomitable and independent’ (In Viaggio, 2008) 

 

This complex metaphor carefully constructed and sustained by cultural intermediaries’ activities 

at regional, national and international level and validating itself through the promise of tourism 

development; is regularly attempted at being reproduced by the local tour guides operating at the 

site. Yet, the strains in reproducing the scripted tale are visible through the observation of the 

encounter of both tourists and local tour guides with the place and in the resulting responses that it 

activates.  

As an archaeological site Tiscali cannot boast significant visual material artifacts to validate and 

authenticate the experience for tourist consumption. Thus, guided by a memorable tale of a 

struggling Sardinian resistance to Roman colonisation, tourists’ expectations and encounters with 

Tiscali are often shattered by the lack of visual references to support it; and for some, by the 

minimal interaction that obvious language barriers pose. Furthermore, ‘local memories’ appear in 
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stark contrast with the scripted tale. The accounts that survive tell the story of a place that has 

never been inscribed as ‘one used by the ancestors’.  Thus left with no material referents, gaps in 

interpretation, and often hindered by social and cultural barriers; the local tour guides that operate 

in and around Tiscali are found devising strategies to cope with the increased demand for this 

particular attraction. 

Findings show how a multitude of competing performances, often interspersed with impromptu 

personal and vernacular stories, are designed and enacted by local tourist guides in the attempt to 

put a claim onto the interpretation and representation of the site and telling tourists their own 

stories.  

 

‘We do not sell Tiscali per se, we offer the experience. We talk about the flora, the fauna and 

the landscape. We tell tourists our story, our personal cultural heritage, the things that we know as 

we have lived them, plus we tell them some peculiar or technical information to enhance their 

experience’, (Barbara, Local tour guide from the nearby village of Oliena) 

Within this context, independent and summer tourists are regularly chastised as not being able 

to fully appreciate the culture on offer and missing out on the opportunity to have a ‘true’ 

experience of the place. 

 

‘DYI tourists and mass tourists use their guidebook and only experience our culture superficially. 

They come, explore and go. I don’t think they fully understand who we are’ (Daniele, local tourist 

guide from the village of Dorgali)  

 

‘We would prefer if tourists came with us as we can build relationships; we get to know them 

properly and when the excursion ends we have made some friends. Our tour is not simply about 

Tiscali. We talk about our experience; we say we sleep there, that wild animals come at night. We 

tell them how much we worked to make Tiscali what it is today’ (Giampaolo, local tourist guide from 

the village of Dorgali) 

 

Moreover, in describing Tiscali as ‘a second-home’ and a place holding a significant value, local 

tourist guides acknowledge how it is the tourist encounter that initiates processes of local re-

interpretation and valorisation of their culture at personal and cultural level. 

 

‘For many of us it has become like a second home […] and it is part of so many things that we 

have lost. Tourists are helping us reconsider the things that we didn’t give the right importance of 

perhaps the right value’ (Giampaolo) 

 

Conclusions and Implications 
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This study aimed to shed light into the role of local cultural intermediaries within context specific 

settings. Literature indicates that this role is current perceived as static and directed by 

‘asymmetric power relationships’, albeit there have been studies questioning this assumption. This 

study used a longitudinal qualitative design to explicate the role that these actors have in re-

negotiating the tourist experience. Findings suggest that in engaging with complex negotiations of 

discourses of cultural authenticity and uniqueness, local tour guides are not simply tourism workers 

and actors of a scripted tale. Rather, they assume the role of re-scripting the story of the site, and 

re-configuring the local landscape with the use of their own local memories and the tourist 

encounter. This study contributes to the tourism literature on performance and embodied 

experiences and more specifically responds to the calls for further investigation on the contribution 

embodied performative encounters between the tourists and the host destinations make to the 

understanding of the tourist experience.  
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“Nice Place to Live and Nice Place to Visit”: Wellbeing 

Opportunities for Destination Development 

Fyall, A., Hartwell, H. and Hemingway, A.1 

 

 

Introduction 

Competition among destinations continues apace with the need for new forms of differentiation 

a constant challenge for those managing and marketing destinations (Fyall, 2011). Being truly 

distinctive in a crowded marketplace is becoming harder as so many destinations seek to position 

themselves as great places to work, live and play (Morgan, Pritchard & Pride, 2011). One current 

trend across many destinations is that of “wellbeing” and the ways in which destinations are 

beginning to tap into the desire by tourists, and residents, for a more eudaimonic, and less 

hedonistic, “quality of life” experience (Hartwell, Hemingway, Fyall, Filimonau & Wall, 2012). While 

hedonistic tourism involves happiness and the attainment of pleasure, eudaimonic approaches to 

tourism are focused on self-realisation, meaning and human flourishing. Eudaimonic orientations 

are in fact more consistent with the wider agenda of wellbeing with wellbeing being defined as ‘a 

state of complete physical, mental and social wellbeing and not merely the absence of disease or 

infirmity’ (WHO, 2006).  

The trend towards wellbeing experiences at destinations is particularly notable in that the very 

origins of modern mass tourism were driven by religious pilgrimage (mental wellbeing) and the 

perceived benefits of spa and sea waters and the general good quality of air evident in primarily 

coastal destinations (Walton, 1983). A migration to new forms of wellbeing tourism suggests, 

therefore, that tourism may be returning to its original eudaimonic roots with less of an emphasis in 

the future on its more hedonic pleasures. Although hedonistic forms of tourism will always, one 

imagines, have a place on the tourism landscape, there is a groundswell of influence emerging 

among those leading the tourism and public health agendas for a significant improvement in the 

overall wellbeing and quality of life of both tourist and resident communities as they seek to 

establish destinations that are both nice places to visit as well as being nice places to live (Fyall, 

Hartwell & Hemingway, 2013).  
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This paper explores the relationship between public health, wellbeing and tourism and the 

opportunities that such a relationship offers destinations. Of particular note, and consistent with the 

theme of the conference, is the means by which destination wellbeing “space” is, or can be, co-

created by both “hosts” and “guests”. To close, the paper offers a series of provisional 

recommendations for those destinations eager to adopt more eudaimonic-oriented products and 

experiences into their destination strategies.   

 

Methods 

This study is exploratory in nature and as such is reliant on an initial review of the literature in 

the fields of public health, wellbeing and tourism. The wider literature is vast, inter-disciplinary and 

diverse with regard to the conceptual, theoretical and methodological origins and traditions of each 

field. To supplement the above, exploratory interviews are in progress with local public health and 

destination professionals and relevant politicians in order to “sense check” the review of the 

literature, gauge their early thoughts on the potential for synergistic alliances of policy, and identify 

suitable destinations to serve as suitable case destinations for research. Thereafter, an 

international comparative study is planned with colleagues in the USA, UK, Portugal, Brazil, South 

Africa, China and Australia. The longer-term aim of this study is to explore the potential for 

synergistic alliances between policies in public health, wellbeing and tourism as a vehicle for the 

future development and branding of destinations as both places to visit and live. The specific 

objectives of this paper are to: synthesize the literature on public health, wellbeing and tourism and 

identify existing and potential interrelationships, opportunities and challenges between the three; 

identify those opportunities for wellbeing destination development and branding.  

 

Research 

Public Health, Wellbeing and Tourism 

Quality of life depends on the level of physical and psycho-social wellbeing of individuals which, 

in turn, relate to the values and attitudes that define people’s perceptions of their own life (Diener, 

Lucas, Schimmack & Helliwell, 2009). Diener et al. (2009) go on to add that quality of life also 

encompasses wealth, status, moral and aesthetic values with Hudson (2010) arguing that as 

people work longer with less time and less income for pensions and gilt-edged retirements the 

search for more memorable experiences driven by authenticity, nostalgia, spiritual and mental 

enlightenment, convenience and spontaneity will become the norm.  

Health, like tourism, is a complex phenomenon, with both seeking to enrich the lives of people 

and create healthier resident and tourist communities. Ultimately, health is a far-reaching multi-

sectoral social responsibility with both opportunities and challenges for tourism. Tourism does not 

operate within a policy vacuum and as such, it will only function smoothly if it shares, cooperates 

and has effective dialogue with other sectors of society such as public health. While a small 
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number of studies have begun to appear in the literature, as evidenced by the work of Dolnicar, 

Yanamandram and Cliff (2012) on vacation taking and quality of life, Gilbert and Abdullah (2004) 

on holiday taking and the sense of wellbeing, Small and Harris (2011) on tourism and obesity and 

that of McCabe, Joldersma and Li (2010) on social tourism and the linkages between subjective 

wellbeing and quality of life, there remains a paucity of research that adequately examines the 

policy foundations, opportunities and achievements in the potentially synergistic fields of public 

health, wellbeing and tourism. Hence, while wellbeing and quality of life are gradually beginning to 

appear in tourism and public health planning under the auspices of a new paradigm of overall 

“societal wealth” (Rodrigues, Kastenholz & Rodrigues, 2010), there is clearly scope for destinations 

to take this to the next level and embed it fully within their destination positioning as evidenced 

through their wider destination development strategies.  

For those managing tourism at the destination level, one of the biggest challenges is that 

satisfaction varies among tourists, and residents, using the same service (Sirgy, 2010). Hence, 

while McCabe et al. (2010) outline the negative “hedonistic” effect of tourism activities at 

destinations such as drug and alcohol abuse, overeating, food poisoning, risky sexual behavior 

and physical harm a number of recent studies have commented on those factors contributing to 

improving satisfaction and “eudaimonic” wellbeing among tourists (Neal, Uysal & Sirgy, 2007; 

McCabe et al., 2010; Nawijn, 2010; Nawijn, Marchand, Veenhoven & Vingerhoets, 2010; Nawijn & 

Peeters, 2010; Nawijn, 2011; Uysal, Perdue & Sirgy, 2012). One destination that is well placed to 

tap into this trend is England where there is a multiplicity of options catering to a wide diversity of 

markets. More significant perhaps, is that England is currently experiencing a period of rapid 

political change at the regional and local level with the reorganization of its health superstructure 

providing a necessary foundation for a shift in orientation from a hedonistic to a more eudaimonic 

approach to tourism in many destinations (Hartwell et al., 2012). 

 

Opportunities for Destination Development  

In view of the above, the tourist destination represents a most suitable unit of analysis as there 

are two key forces at play: on the one hand, and in response to some severe indicators of public 

health and wellbeing in tourist destinations, an increasing interest in enhancing the wellbeing of 

tourists and residents; on the other hand the need, and opportunity, for destination marketers to 

differentiate their destination products and experiences to enhance competitiveness in a crowded 

marketplace. To achieve such an outcome a number of opportunities exist for destinations: (1) 

rather than viewing wellbeing as a niche product and/or experience, there is scope to embed it fully 

into the wider strategy for the development; (2) as a vehicle to achieve the above, there represents 

a significant opportunity for all parties to work together in a complementary rather than competitive 

manner as benefits exist for both sectors; (3) while residents and tourists do not always see eye-to-

eye, the benefits to both of a eudaimonic-oriented destination are clear with a nice place to live 
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also a nice place to visit with local residents becoming highly effective wellness “ambassadors” for 

the destination; (4) in recognition of benefits to both residents and tourists alike, scope for co-

branding developments are considerable with health care providers, food and beverage suppliers, 

clothing brands and sporting and activity associations all serving as ideal co-branding partners; (5) 

the opportunity to enhance and then sustain the volume and quality of experiential aspects of the 

destination; (6) opportunities for new leaders to take the stage and implement new, innovative and 

inclusive approaches to the development of wellbeing destination brands. To achieve this, leaders 

need to be able to cross the divide between the public health and tourism sectors, demonstrate 

experience of successful brand development, as well as have the ability to bring resident and 

tourist communities together as both are critical to the co-creation of the healthy “wellbeing” 

destination experience.  

 

Conclusion 

In conclusion, although a significant opportunity, the issue of destination leadership represents 

the biggest challenge for destinations; finding suitably qualified people to take the agenda forward 

in the short, medium and longer term as destinations seek to embed wellbeing into their core 

proposition. However, the rewards are real so ought therefore to serve as a suitable catalyst for 

engagement and for attracting suitably qualified people to take the lead and advance the wellbeing 

agenda at destinations for residents and tourists so nice places to live truly are also nice places to 

visit! 
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Cross-Border Co-Operation in Tourism and Its Role in Marketing of 

Places 

Mazurek, M.1 

 

 

Introduction  

The implication of economic opportunity concept leads to the multidimensional advantage of 

tourism destinations and better overall competitiveness. Boundaries and places situated close to 

the other state offer the opportunities for co-operation and competitiveness growth. Krakover 

(1997) mentioned that “state or national boundaries are often locations of economic opportunity”. 

For this reason our main focus will be the economic aspects and profitability in tourism destinations 

– spaces and places. Tourism destination could become more competitive through partnerships 

and co-operation. Cross-border co-operation and planning “can prevent or eliminate, to some 

degree, the economic, social, and environmental imbalances that might occur on opposite sides of 

a border” (Timothy, 2002). Practices, used in different parts of the world, could help us to 

understand the principles of co-operation or competition. One of such example is gambling across 

the borders; however our goal is to explain how spaces and places and their subjects and 

representatives can apply different approach to the same task or decision based on cultural or 

other reasons.  

 

Characteristics of cross- boarder partnerships in tourism 

Governments in many countries endorse the use of partnerships in planning for tourism 

development. Among the reasons for the growing interest in inter organizational collaboration is the 

belief that it may lead to the pooling of knowledge, expertise, capital and other resources, greater 

coordination of relevant policies, increased acceptance of the resulting policies, and more effective 

implementation” (Bramwell & Lane, 2000 ).  

The specific form of partnerships might be divided in the form of strategic alliances, networks, 

integrations, collaborations, etc. Timothy states that “international cross-border partnerships are 

the ultimate form of partnerships because they require more careful planning and formalization 

than linkages between authorities and private institutions within one country” (Timothy, 2002). 

Martinez (1994) introduces a typology of cross-border interaction, where he combines the concepts 

of alienation, coexistence, integration, co-operation, and collaboration in tourism partnership. In 

many cases, the reason for the creation of the particular type of partnership depends on different 
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factors. Matznetter (1979) expressed the idea that “in areas of open borders tourism circulates 

across international lines and in another areas boundaries act as barriers.” The reasons for this 

situation could be political, cultural conditions and barriers in specific destinations and places as 

well as the unwillingness to co-operate. In the case of cross-border co-operation, “the existence of 

the border is itself the source of monopoly or noncompetitive conditions that favors one side over 

another. Unequal tax regimes, business incentives, and restrictions on the movement of goods or 

people may serve to divert economic activity from one side to the other” (Krakover & Gradus, 

2002). Competition dominates when borders create distinct differences in political and social 

systems that spur activities typical for these places such as shopping and gambling” (Timothy, 

2002; Krakover & Gradus, 2002).  

 

Methods and materials  

The case study method will be used to describe the existing situation in Taba and Eilat by 

applying secondary research approach. There will be used academic sources dealing with the 

economic behaviour and social psychology, especially the so called concept of the Prisoner’s 

dilemma, which “was formulated in 1950 by a social psychologist, Merill M. Flood, and an 

economist, Melvin Dresher” (Campbell & Lanning, 1985). The concept has been developed later by 

a social psychologist, Merill M. Flood, and an economist, Melvin Dresh as well as by John von 

Neumann and Oskar Morgenstern.  

 

Research and Results  

Felsenstein and Freeman (2002) in the analysis of the casino co-operation stated that “the 

development of the tourism and gambling sectors in Egypt and Israel (region of the Red Sea) over 

the last decade illustrates a fascinating chronology of competition and trade diversion”.  

Cultural differences, and especially administrative decisions, intensified the competition 

between these two resorts. Boundaries offer the opportunity to attract external demand, especially 

if the business environment in neighboring country bears the monopolistic features. The potential 

demand evokes the entrepreneurship activities on the other side of boundary. Problematic for each 

country with such an environment is the “import of tax income and the re-exportation of all negative 

externalities that accompany the gamblers as they return to their homes on the other side of 

border: gambling-induced addiction, bankruptcy, reduced productivity and social pathologies” 

(Felsenstein & Freeman, 2002). The location of the casino close to the boundaries was not a 

coincidence. Most casinos were developed in the areas with a high demand, around spas or sea 

resorts. However, the first concept of development casinos followed “growth pole theory” (Perroax, 

1964; Goodovitch, 2002). Casinos spread continuously from periphery to the core. The reason of 

the changed strategy could be explained by the economic pragmatism. “The highest casino 

revenues come from areas with a relatively large population and high gross national product (GNP) 
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per capita” (Goodovitch, 2002). Ideal conditions for such a case could offer two prosperous tourist 

resorts on the other sides of borders, in a close proximity. In addition, if on the other side of the 

border exists “a large, untapped market in a relatively gambling-regulated (monopolistic) 

environment and an unregulated environment, this combination of condition is ideal for 

competition” (Felsenstein & Freeman, 2002).  

 

Discussion  

Practices, used in different parts of the world, could help us to understand the principles of co-

operation or competition; and their advantages or disadvantages. Gambling activities across the 

borders are excellent examples of different possible economic opportunities leading to the benefit 

or loss.  

The behavior of two countries could be compared to social behavior pattern applied from the 

evolutionary models of socio-biology. “In this model, two individuals seeking to solve a problem can 

either co-operate with each other or defect. No matter what the other players do, the selfish choice 

of defection by one player yields a higher payoff than co-operation” (Palmer & Bejou, 1995). The 

case study describes four possible solutions based on the implementation of the model of 

Prisoner’s dilemma (Felsenstein & Freeman, 2002): 

1.Both locations agree to a moratorium on gambling (no revenue for Taba or Eilat). This solution 

is a welfare maximizing, but highly improbable solution.  

2.Taba has a casino, whereas Eilat does not. This situation and provides a short-term and 

unstable solution to the dilemma. 

3.Eilat has a casino, and Taba has none. This situation would help Eilat to gain its lost 

monopoly position. This solution is unlikely to occur. 

4.Both Taba and Eilat have casinos. This scenario represents the more likely outcome of the 

situation. In the absence of mutual trust between the two locations, it is likely that each will promote 

gambling despite the fact that, in this situation, both may stand to lose.  

The case study will discuss the outcome of this situation and the consequences of the possible 

decisions on the economy, culture and social environment and explain the influence of politics and 

culture in places on the particular business decisions and competitiveness of destinations.  
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The Emotional Attachment Built Through the Attitudes and 

Managerial Approach to Place Marketing and Branding: “A Golden 

City” of Kremnica, Slovakia 

Mazurek, M.1 

 

 

Introduction  

Places are the products with multiple characteristics and multifunctional utility for different 

customers; however, some places offer the same type of utility and compete for the same 

customers. For this reason the competitiveness of places as the livable spaces, spaces for 

investments, tourism, etc. is becoming a reason for the attempt to implement innovative 

managerial approaches to the place governance. One of such approaches, which has been 

primarily used in production and which major concepts are applicable in place and destination 

management, is branding and the use of brands in place marketing and branding strategies.  

Customers’ emotional attachment to brands has become a significant marketing advantage. 

Places are the biggest brands and the attachment of visitors might be a source of variable benefits 

and growing loyalty to repeat visits and to spend more money in destinations (as the multiplication 

factor and beneficial impact of multiple visitations). Some authors, for example Berry (2000), 

mentioned that brands that connect emotionally are perceived to be by customers authentic 

summations of a company with soul. Psychographic factors and their effects on consumption led 

marketers and academics such as Westwood, Morgan, Pritchard and Ineson (1999), Verblen 

(1912), and Lurry (1998) to the recognition of benefits of self-expression in marketing and 

branding. Branding focuses on the creation and communication of brand vision, forming of 

partnerships, and measuring of the results of branding. It could be understood as “the glue that 

holds the broad range of marketing functions together” (Ries & Ries, 1998). Emotional attachment 

of customers to the specific places and self-expression concepts focused on finding some 

similarities between a place and a customer personality (for instance brand personality concept) 

are becoming more meaningful in tourism, especially due to growing competition among 

destinations, places and spaces.  

Morgan, Pritchard and Pride (1999) suggest that a successful brand builds an emotion link 

between product and consumer and the useful tool for it is mood marketing and the emotional 

relationship among places and customers. Emotional attachment to the tourism destinations can 

be fulfilled via attitudes, attributes of the place, especially through the sophisticated management 
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of the tourism system in a place (place branding and management) and the management of brand 

attributes, for example natural environment, history, culture, heritage as well as services offered in 

a tourism destination and their quality. Morgan, Pritchard and Pigot (2003) mentioned that “the 

battle for customers in tomorrow’s destination market place will be fought over hearts and minds”, 

for this reason branding might be an effective tool of success in tourism competition. Destination 

brand winners appear as those places that are rich in emotional meaning that have great 

conversational value and hold high anticipation for potential tourists (Prideaux & Cooper, 2002). 

Great conversational value could be achieved through the implementation of messages promoting 

the cultural and historical icons as well as distinctive destination natural resources into the 

marketing strategies. The managerial cohesive approach might be achieved by the creation of 

partnerships and strategic alliances in destinations (private and public sector mutual co-operation 

in strategic planning and marketing of destination).  

General marketing and branding theoretical sources (e.g., Aaker, 1991) and destination 

branding concepts (e.g., Ritchie & Ritchie, 1998; Hankinson, 2004) define branding of destinations 

as the set of marketing activities that (1) support the creation of a name, symbol, logo, word mark 

or other graphic that readily identifies and differentiates a destination; that (2) consistently convey 

the expectation of a memorable travel experience that is uniquely associated with the destination; 

that (3) serve to consolidate and reinforce the emotional connection between the visitor and the 

destination; and that (4) reduce consumer search costs and perceived risk. Collectively, these 

activities serve to create a destination image that positively influences consumer destination choice 

(Blain, Levy & Ritchie, 2005, p. 331).  

Based on the Hankinson’s relational network brand and place branding (Scheme 1), concepts 

such as the success of branding and brand equity  depends on the coexistence and co-operation 

of brand creators and brand users and the congruency of their perceptions of and attitudes about 

the attributes offered by the tourism destination. Building a destination brand and creating brand 

equity requires fulfillment of the expected experience and promise. Brand’s function is not only to 

promote a name, logo and symbol characterizing a destination, but it requires feeling of a promise 

of superlative travel experience and the recollection of memories after a visit. 

The paper summarizes the impact of place branding (our main focus) and place marketing (in 

more broad concept) on destinations, underlines the importance of culture and history in place 

branding concept and highlights the importance of creation of partnerships in destinations by 

envisioning some useful concepts of co-operation in tourism destinations with a goal to create a 

positive image of a destination.  

 

Methods and materials  
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We searched how the three associated components of comparative advantage (strategic 

management – creation of partnerships, historical and cultural perspective) have been used in the 

historical and cultural tourism destination Kremnica, Slovakia.    

The concepts of branding and tourism partnerships were developed in the case study from 

Europe, an example of Slovakian historical town Kremnica known in the past as gold mining icon of 

Austrian-Hungarian Empire. We tried to use the concepts discussed above about the influence of 

the unique history, culture, and natural resources on the competitiveness, and especially creation 

of the specific image (Scheme 2). Additionally, this case study tried to highlight some concepts and 

especially obstacles of creation of partnerships in Kremnica and implementation of principles of 

marketing and branding. We applied the combination of qualitative and quantitative methods in the 

primary and secondary data collection. Primary data collection has been implemented during the 

interviews from July 12th to July 31st, 2008 in the form of focused groups created from city 

representatives (mayor and public sector employees) and entrepreneurs in tourism (owners of 

hotels, restaurants, entertainment facilities etc.). In-depth interviews have been performed with the 

focused group of entrepreneurs, especially semi-structured interviews and individual discussions. 

Secondary data have been collected during the period of years 2005 – 2008, especially statistical 

data, government documents, published articles, internet materials, and local documents offered 

by the authorities. Repeated focused group interviews have been conducted recently (2010 -2011) 

especially among the representatives of the town and some entrepreneurs in tourism. A major 

discussion forum has been conducted during the election for a new mayor of city of Kremnica 

among the old and new representatives of the town and tourism supply side representatives. In 

further research might be interesting to add the demand side perspective and the image and 

expectations of visitors to Kremnica. 

 

Research and Results 

The potential of Kremnica to become an icon of tourism in Slovakia has not been recently fully 

implemented due to lack of attention from government and municipal authorities. Positioning and 

differentiation of this town fulfills attributes given by the theoretical framework, e.g. history, culture, 

and natural resources. Kremnica became in the 16th century a symbolic “Centre of Europe” and 

was called “Golden Kremnica” due to the famous gold mining industry. The town and region, its 

architecture, mining technology (technical works, water-conduit, underground electric power 

station), mint production, and culture have become an inseparable part of the European culture.   

Despite of the existence of two components of comparative advantage, e.g. historical and 

cultural perspective, our interest was focused on the implementation of strategic management as 

the third component of the comparative advantage. We were also interested if town 

representatives and tourism entrepreneurs utilize branding in their marketing strategy and if there 
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existed effective communication, co-operation, and partnerships among the municipal 

representatives and entrepreneurs in tourism. Our findings highlighted the following problems: 

 

1. lack of interest from the public sector (financing, conceptual approach) and private 

sector (financing, co-operation); 

2. image of Kremnica is based on gold mining and mint industry from previous period; 

however contemporary trends to revive gold mining brought up many environmental 

problems which also influenced the reputation of town as the tourism resort;  

3. the existing potential of the town has not been fully implemented in the marketing 

strategy despite successful tourism product offer (theatre festival, mining market, 

summer organ concerts, museum of mining, excursions into mining galleries, mining 

drainage equipment etc.) and representatives of the municipality and entrepreneurs did 

not fully implement the branding principles in their product offer of the destination; 

4. unique positioning of Kremnica among the other competitive towns in the triangle of 

three historical mining town in Slovakia has not been fully utilized; for this reason Banska 

Stiavnica (former silver mining icon and historical town recognized as the distinct town 

by UNESCO) and Banska Bystrica (former copper mining city and regional historical 

town) are competitors, which complicates the financing of the tourism attractions; 

5. the local entrepreneurs and municipal representatives developed an interesting project 

called “Return of the Heart – Project for Europe” which had to help the town and region, 

but due to the lack of interest and rejection of some partners the project failed;  

6. the implementation of strategic management method could improve the access to the 

financial resources, improve the infrastructure; however the approach of municipal 

representatives and partners complicates the co-operation and decreases the ability of 

town to compete with the other historical mining towns in Slovakia.  

7. Communication of brand identity of Kremnica is undeveloped despite the potential, the 

destination lacked clear vision and synergy of partners in tourism. Communication 

strategy of Kremnica did not clearly define the core values of the city.  

 

The repeated sample of results confirmed that in this area have not been done any 

improvements and the concepts of branding, place marketing and partnerships creation are still at 

the same level as it has been 5 years ago. A case study as the mixed method tool has been also 

used for better understanding the tourism potential of Kremnica and the attitude of government, 

municipality representatives, and entrepreneurs to the tourism development in the town. By the 

repetitive research in the same town and tourism place we aimed at the possible influence of time 

and new experiences on the innovative strategic, managerial and marketing approach to the 

destination development; however, unfortunately, we did not find any considerable improvements.  
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Discussion  

Planning, urban design of places is one factor contributing to the place construction and 

enhancement and the supply side perspective approach in this case is evident; however, the 

places are constructed and formed also in the mind of users (demand side approach) by the 

utilization of places and the image forming. Holloway & Hubbard (2001, p. 48) describe, 

interactions with places may be ‘through direct experience or the environment or indirectly through 

media representations“. In order to build stronger  consumer loyalty, confidence, and a long- term 

attitude also requires long-term co-operation of stakeholders in a destination and to understand 

place marketing and place branding principles. Creation of partnership for ad-hoc reasons cannot 

create deeper relationships among destination’s stakeholders and visitors. Destinations need to 

approach the concept of partnerships creation more strategically by pooling resources, sharing 

responsibilities, and developing of marketing mix that will accept   interests of all stakeholders.  

New approaches to the DMO’s activities and creation of partnerships reveal necessity of 

technological changes, implementation of new IT technologies. Important factor is also a changing 

role of destination marketing organizations towards destination management organizations, and 

implementing of image creation concept and their public relations approach.  In order to be more 

effective, DMOs have to implement holistic and pro-active approach in their marketing and 

management activities.   

We searched in Kremnica how the three components of comparative advantage (strategic 

management – creation of partnerships, historical and cultural conditions) have been used for the 

improvement of tourism competitiveness. Despite the existing potential and competitive advantage 

tourism representatives seem not to be able to implement branding principles into their marketing 

strategies and to create functional partnerships in tourism. Marketing strategy of Kremnica lacks 

the use of branding principles based on the creation of image, definition of brand identity, 

positioning, and differentiation, which is wasting of the enormous cultural and historical potential of 

the town.  
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Appendix: 

 

Consumer relationships 

non-conflicting target markets 

residents and employees 

internal customers 

managed relationships 

 

 

Brand infrastructure                                                                  Primary    service 

relationships                                                                                   relationships 

Access services                                                                              Services at    the 

Hygiene                                                                                          core of the brand 

Brandscape                                                                                     experience 

(infrastructure) 

 

Media relationships 

Public relations 

Advertising 

 

Core brand 

Personality 

Positioning 

Reality 

Scheme 1: The relational network brand  

Source: Hankinson, G, 2004. 
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Scheme 2  – Tourism Destination Branding Model Incorporating Culture, History, Nature 

 

 

 

 

 

Source: Iliachenko, E., 2005, p. 6. 
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Analyzing Seasonal Differences in a Destination’s Tourist Market: 

The Case of Minho 

Kastenholz, E. and Almeida, A. L.1 

 

 

Keywords: tourist market analysis; seasonality; management of demand; rural tourism; Minho/ 

North of Portugal. 

 

Abstract 

The present article analyses patterns of seasonal tourist consumption, based on data collected 

in the Minho region, a rural region situated in the Northeast of Portugal. The study aims at 

identifying and discussing main differences regarding socio-demographic profile and tourist 

behavior between tourists visiting the region in the high, medium and low season. Results permit a 

further discussion of implications on destination management and marketing. More specifically, the 

understanding of these differences, considering the existing resources, constraints and 

potentialities of the destination, shall help develop strategies yielding the diversification of demand, 

creating conditions for attracting, satisfying and possibly ensuring loyalty of different tourist types in 

different seasons of the year (Jeffrey & Barden, 2001). That is, the here discussed results should 

help strategically manage demand yielding sustainable destination development (Kastenholz, 

2004). 

 

Introduction  

The growing importance of tourism for the global economy and particularly for the economies of 

some western countries (e.g. Portugal), whose traditional economic activities are becoming less 

competitive in the global market, requires a more profound knowledge of the tourism phenomenon 

and of the constraints to its consolidation and progress.  

One of the major constraints, object of concern at a substantial part of emergent destinations, is 

the temporal concentration which persists to characterize of tourism demand. The temporal 

concentration, or tourism seasonality, is defined as “a temporal imbalance in the phenomenon of 

tourism [which] may be expressed in terms of dimensions of such elements as numbers of visitors, 

expenditure of visitors, traffic on highways and other forms of transportation, employment, and 

admissions to attractions” (Butler, 1994, p.332). Alternative definitions stress the tourist flows’ 

concentration in short periods of the year triggering, on the one hand, activity peaks often 

                                                             
1 Elisabeth Kastenholz, GOVCOPP, DEGEI, University of Aveiro, Portugal. E-mail: ekast@egi.ua.pt 

António Lopes de Almeida, GOVCOPP, DEGEI, University of Aveiro, Portugal. E-mail: a.lopes.almeida@ua.pt 



 

213 
 

representing a hard burden to physical and social destination resources and, on the other hand, 

demand “valleys” responsible for productive inefficiency (Hartmann, 1986; Vanhove, 2004). 

Particularly considering these “valleys”, the negative seasonality effects imply strong revenue 

limitations with direct impact on tourism businesses’ profitability (Sutcliffe & Sinclair, 1980; Manning 

& Powers, 1984; Lundtorp, 2001)  

These negative effects explain why seasonality is often understood by Destination Marketing 

Organizations (DMOs) as a weakness or a problem that needs to be solved (Donatos & Zairis, 

1991; Butler, 1994). Efforts conducted towards the reduction of seasonality have been put into 

practice based on an insufficient theoretical/ conceptual platform, which may explain their limited 

success. There seems to be incapacity to understand and address the core of the problem (Baum 

& Hagen 1999; Butler 2001; Lundtorp 2001). There are also few methodological approaches aimed 

to address this problem. The main approaches in the attempt to reduce seasonality consist in 

trying to extend the main season, the attempt to develop new seasons, supply and market 

diversification, differential pricing, staggering holidays and special attractions development in the 

low season (Somerville, 1987; Stäblein, 1994). Nevertheless, the persistence of the problem 

makes us believe that a substantial number of these approaches and respective measures do not 

reach their goal, which eventually may reinforce the argument of the poor understanding of the 

phenomenon and particularly of its causes. Butler (2001) argues that more profound research is 

needed, especially in areas such as: detailed identification of the basic causes of seasonality, 

namely those related to tourists’ motivations and consumption patterns.  

McKercher (1995) suggests that a sound understanding and management of a destination’s 

tourist market is more important than the management of its products. Kastenholz (2004) further 

suggests management of demand as a tool for enhancing sustainable destination development. 

Several studies revealed seasonal differences within a destination’s tourist market regarding the 

market’s age structure and presence (or not) of children; constitution of the travel group (O’Discroll, 

1985; Spotts & Mahoney, 1993) as well as benefits sought at the destination (Calantone & Johar, 

1984; Kastenholz & Almeida, 2008). A deeper understanding of distinct motivations/ constraints 

characterizing the market of tourists travelling in each season might be fundamental for achieving 

differentiated and successful marketing strategies for each seasonally defined (target) segment 

(Baum & Hagen, 1999; Commons & Page, 2001; Kastenholz & Almeida, 2008).  

Particularly in the medium and low season a better adaptation to the corresponding markets’ 

requirements and desires may help increase destination appeal and eventually reduce seasonality, 

not only through product development, but also through the attraction of those segments that may 

be easiest to satisfy in each season and that actually best match the seasonally shaped 

destination offer, .i.e. through active management of demand (Lundtorp, 2001; Kastenholz, 2004; 

Spencer & Holecek, 2007). Regarding particularly the destination North Portugal, a previous study 

revealed significant differences between the tourist market visiting the destination in the high 
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versus low season, specifically regarding travel motivations and destination images (Kastenholz & 

Almeida, 2008).  

Based on these assumptions, this article presents part of the results of a comprehensive 

empirical study undertaken in the Minho region/ North Portugal aiming at a better understanding of 

the causes of seasonality as related to tourist behavior. The selection of this destination is due to 

four factors: first the destination presents a relative high degree of seasonality of demand 

(G=0,22)2; second, the destination presents a wide diversity of supply3, both in terms of different 

types of tourist destinations (mountains, historical cities/towns, rural and seaside) and in terms of 

associated tourist resources and products; third the seasonality of the larger region, North 

Portugal, was analyzed in a previous study with data from over a decade ago (Kastenholz & 

Almeida, 2008), making the study’s partly replication in the more touristically developed sub-region 

Minho, with an emphasis on seasonality issues, an interesting extension of the prior study, 

permitting a discussion of its evolution and a deepening of some causal factors of the seasonality 

phenomenon. Last, but not least, the effective temporal transformation of this destination’s 

resources along the year (especially of its natural resources, such as climate and landscapes), 

may in fact represent a particular and distinctive facet of tourist attraction in distinct seasons of the 

year. The study analyses, more specifically, the distinct features and motivations of destination 

demand in three seasons: high, medium and low. Additionally, the propensity of travelling in each 

season is also part of our analysis, trying to understand not only why certain tourists travel in each 

season, but also if tourists actually would also like to visit the destination in a different time of the 

year. This should help better identify possible target markets for each season of the year, 

particularly potential clients for the low and medium seasons.  

 

Methods & Materials 

The data used for the analysis were collected in the scope of a tourist market study undertaken 

in the second half of 2010, with data collected in 3 successive tourist seasons: the high, the 

medium and the low season. An attempt was made to yield an approximately representative 

sample (N=942) of tourists staying in each season, administrating the questionnaire personally 

(with a small, especially trained research team) in a cluster-sampling approach, defined by time 

and space, addressing all tourists encountered in selected central points of tourist attraction/ stay 

in the region, with a response rate of 94% of valid responses/ inquiries. Data from the high season 

(defined as the months of June to the first half of September) accounted for 51% of the sample 

(corresponding to effectively larger tourist volumes encountered in the region), 32% in the mid-

                                                             
2
 Seasonality Degree accessed by Gini’s Coefficient on hotel night stays at Minho Region, 

2010 (North Portugal G=0,17).  
3 The destination supply diversification is an important reason to balance seasonal touristic 
flows’ over the year (Almeida & Kastenholz, 2008).  
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season (from 15th of September till the end of October) and 17% in the low season (from 1st of 

November till the 20th of December – excluding Christmas and New year celebrations). The effort 

in time allocated to administer the survey was approximately the same in each period, with a 

slightly more intense effort in terms of number of interviewers involved in the high season justified 

by the larger tourist flows. The global socio-demographic profile of the sample is shown in table1).  

 

Table 1. Socio-economic profile of sample 

 

 

Research and Results 

Results obtained through statistical analysis with SPSS reveal statistically significant differences 

between seasonally defined groups as far as tourists’ profile, motivations and travel behavior is 

concerned.  

A first important conclusion is that a significant part of respondents (20% of the sample) 

consider that the season of stay at the destination is not the ideal and that part of the respondents 

would like to visit the destination at a different time of the year. A more detailed analysis per 

season (see table 2) shows that the percentage of those not happy with the season is largest for 

the low season (43%), which may suggest more constraints of respondents in this season on their 

freedom of choice of the time to travel to the destination. Additionally, data reveal a trend towards 

the propensity of additional tourist consumption in another season of the year (69% of sample). 

However, this propensity is particularly high, again, for tourists coming in the low season (77%), 

but this propensity is also high in other seasons, so that there might be a potential of attracting 

 N 
Valid 

% 
 N 

Valid 
% 

Age 16-24 161 17.1 Income < 500 68 7,2 
 25-34 228 24.2 (monthly) 501-1000 118 12,5 
 35-44 196 20.8  1001-2000 251 26,6 
 45-54 190 20.2  2001-3000 149 15,8 
 55-64 94 10.0  3001-4000 45 4,8 
 65-74 59 6.3  4001-5000 20 2,1 
 > 74 14 1.5  5001-7000 20 2,1 
     7001-10000 10 1,1 

Gender Female 452 48,0  > 10000 32 3,4 
 Male 490 52,0  Don’t know/ 

don’t respond 229 24,3 

        
Education level without 

studies 
5 0,5 

Nationality 
Portuguese 272 28,9 

 Primary 66 7,0  Foreigners 670 71,1 
 Secondáry 348 36,9     
 Superior 407 43,2     
 Pós-grad.. 107 11,4     
 Don’t know/ 

don’t respond 
9 1,0 
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tourists who come in the high season also in the low or medium season, thereby contributing to a 

better seasonal spread.  

 

Table 2. Preference of season of stay at destination 

 

 

Note:  

Question 6 (Q6)- Do you consider this is the ideal season (month) for your vacation in this 

region? 

Question 8 (Q8) - Apart from this season, would you like to holiday additionally in (an)other 

season(s) of the year? 

As far as tourists’ socio-demographic profile is concerned, it is interesting to note a pre-

dominance of mid aged tourists in the high season (25-54 years), against a relatively higher 

number of elder tourists (> 55 years) in the mid and relatively more younger tourists (16-24 years) 

in the low season (Pearson Chi-Square = 116,489; Asymp. Sig. (2-sided) = 0.0000). Also the travel 

party reveals interesting seasonal differences (Pearson Chi-Square = 61,837; Asymp. Sig. (2-

sided) = 0.0000); particularly regarding tourists travelling with their children who are more present 

in the high and least in the low season. The domestic market prevails in the low season, while in 

the high and medium seasons the international market dominates (Pearson Chi-Square = 140,657; 

Asymp. Sig. (2-sided) = 0.0000). Interestingly, tourists with higher income are more present in the 

high season, in comparison to the other seasons (Pearson Chi-Square = 69,422; Asymp. Sig. (2-

sided) = 0.0000).  

 

 

 

Questions [Q6] [Q8] 

Total Sample   
  
  

[Yes] 749 80% 651 69% 

[No] 193 20% 291 31% 

 942  942 
 

 
 

 
 

  

High Season 
  
  

[Yes] 409 85% 313 65% 

[No] 74 15% 170 35% 

Total 483  483 
 

 
 

 
 

  

Intermediate 
Season 

  
  

[Yes] 250 83% 216 72% 

[No] 51 17% 85 28% 

Total 301  301 
 

 
 

 
 

  

Low Season 
  
  

[Yes] 90 57% 122 77% 

[No] 68 43% 36 23% 

Total 158  158 
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Conclusion and Implications  

Also motivational and image differences are visible and a comprehensive and integrated 

analysis helps understand relevant seasonal market differences, which are additionally compared 

with results from the before-mentioned previous study (Kastenholz & Almeida, 2008). Also a 

deeper analysis of the particularity of the tourist market visiting the Minho in the high season, but 

interested in visiting the destination also in other seasons, will help understand the potential of 

attracting these respondents additionally to those seasons. Results should contribute to both 

general discussion of the phenomenon of seasonality in tourism and to an improved capacity of 

management of seasonal demand in the North Portugal’s Minho region aiming at a more balanced 

and sustainable growth in demand in an emergent tourist destination. 
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Conceptualising the Value Co-Creation Challenge for Tourist 

Destinations 

Melis, G., McCabe, S. and Del Chiappa, G.1 

 

 

Introduction  

The global marketing environment faces one of the most profound and important upheavals as 

technology development and adoption and a dynamic consumer market have shifted the balance 

of power from producers to consumers. These transitional states have been equated to a paradigm 

shift by marketing theorists (e.g. Vargo & Lusch, 2004). Firms and academicians have attempted to 

redefine what amounts to a radical reinterpretation of our understanding of the fundamental basis 

of the concept of value exchange (Prahalad & Ramaswamy, 2004a). This paradigm shift has led to 

an understanding that in order to establish competitive advantage, firms must collaborate with 

consumers to produce meaningful services (Verhoef, Reinartz & Krafft, 2010). Tourism, as a multi-

faceted and complex service sector has recently begun to explore the concept that tourist 

experience value is intrinsically co-created between firms and customers synchronously, 

contextually and collaboratively (Shaw, Bailey & Williams, 2011). To date, most studies on value 

co-creation processes have thus far focused on the company-customer relationship and on how 

individual companies can gain competitive advantage by implementing activities to engage 

customers in more proactive ways (Griessmann & Stokburger-Sauer, 2012). 

However, there have been few attempts that have explored the possibility of extending co-

creation theory to more complex systems than single enterprises such as Destination Marketing 

Organisations (DMOs). These are characterized by a multitude of actors, often very different from 

each other both for nature and size, bound together not by hierarchical, but only through 

competitive and/or cooperative relationships. The complexity of DMOs is interesting because a) the 

tourist experience is the result of the action of a plurality of actors working in a specific destination 

and b) because the actors are independent entities, free to adopt strategies and actions that are 

not necessarily mutually consistent, even within the same territorial context in which they operate. 

In view of the destination, the challenge to improve competitiveness is embodied in the 

combination of the appropriate mix of decisions and actions so that all the actors operate together 

                                                             
1  Giuseppe Melis, Department of Economics and Business Research, University of Cagliari (Italy). E-mail: 
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Scott McCabe, Division of Marketing, Nottingham University Business School (UK). E-mail: 

scott.mccabe@nottingham.ac.uk 

Giacomo Del Chiappa, Department of Business and Economics, University of Sassari & CRENoS (Italy), E-mail: 

gdelchiappa@uniss.it 
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to coordinate their activities and having as their objectives customer satisfaction, winning the 

loyalty of tourists and, possibly, of their benevolence in terms of judgment on the reputation of the 

destination. This paper presents a discussion of the conceptual issues relating to co-creation 

theory and tourism experience value. Through a review of the theoretical issues surrounding value 

co-creation, the paper aims to develop a conceptual model that explains how co-creation might be 

applied to complex organisational systems. 

 

Method and materials  

The basic idea of the value co-creation theory is based on the active involvement of the 

customer who is no longer considered an external business process of design, production and 

distribution of the product-service, but is increasingly a referee (Priem, 2007) of the processes 

affecting their consumer experience (Prahalad & Ramaswamy, 2004a, 2004b; Ramaswamy & 

Gouillart, 2010; Vargo & Lusch, 2008a, 2004). In fact, while “in the conventional value creation 

process, companies and consumers had distinct roles of production and consumption” and 

“products and services contained value, and markets exchanged this value, from the producer to 

the consumer as we move toward co-creation this distinction disappears”. According to Prahalad & 

Ramaswamy (2004b, p. 5), “increasingly, consumers engage in the processes of both defining and 

creating value”. To sum up, it can be argued that while in the traditional perspective value creation 

occurred outside markets, in the co-creative approach, the experience of the consumer becomes 

the very basis of value (Prahalad & Ramaswamy, 2004a). At the same time, Vargo and Lusch 

were arguing that marketing faces such structural challenges, that in the future competition would 

be determined by those companies who could reorient their offers towards a new Service 

Dominant Logic, when they argued “the locus of value creation moves from the ‘producer’ to a 

collaborative process of co-creation between parties” (Vargo & Lusch, 2008b). In particular, they 

emphasize the fact that the service is based on the concept of "value in use", in contrast to the 

traditional view based on the "exchange value": the attention of the business entity that wants to 

create value, therefore, it can not be focused on the product (operand resources) and its 

construction, but the process leading to its design, development and distribution, no longer on the 

exchange between producers and buyers, but the relationship between the actors (operant 

resources) at different stages of the process that must be efficient and effective for both, albeit in 

different ways (Grönroos, 2008; Payne, Storbacka & Frow, 2008). Systems, therefore, should then 

be able to access and integrate resources together to create value through knowledge (Vargo & 

Lush, 2004, 2008b). In other words, the process of value creation starts to take form only when a 

customer consumes or uses the product or service rather than when it is built (Griessmann & 

Stokburger, 2012; Payne et al., 2008; Vargo & Lusch, 2004, 2008).  

Yet as a foundational principle, Vargo and Lusch (2008a) underline that “all social and 

economic actors are resource integrators”. According to this thinking, each actor can be a 
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beneficiary of the economic relationship and the beneficiary is always a resource integrator but, as 

they noted, they are “all of the external service providers, each creating its own service-providing 

resources through its own resource-integrating activities” (Vargo & Lusch, 2011, p. 184). A 

consequence of this approach is that “S-D logic points toward a need to think about value creation 

taking place in and central to the emergence of service ecosystems” (Vargo & Lusch, 2011, p. 

185). A service eco-system “is a spontaneously sensing and responding spatial and temporal 

structure of largely loosely coupled, value-proposing social and economic actors interacting 

through institutions, technology, and language to (1) co-produce service offering, (2) engage in 

mutual service provision, and (3) co-create value” (Vargo & Lusch, 2011, p. 185). 

All these theories focus the attention on the cooperative behaviour of the different actors of the 

destination. Cooperation may be defined as "a process of joint decision making among key 

stakeholders of an autonomous community tourism inter-organizational" (Jamal & Getz, 1995). 

This process is expressed on several levels: between institutions / administrations, between 

companies / organizations and within communities. It is so important to formalize that cooperation 

in a competitive environment germinates only if certain basic conditions are fulfilled. In parallel, the 

tourist literature has also identified a number of constraints to cooperative behaviour between 

stakeholders and institutions (Ostrom, 1991). Alter and Hage (1993, p.86) argue that cooperation 

can be identified as "the quality of the relationships between human actors in a system of mutual 

understanding, shared goals and values, capacity to work together on a common task". Elbe, 

Hallen and Axelsson (2009) identifies three levels of cooperation: a) limited (from a very low 

contribution of resources – in terms of time and money invested – and an adaptation of operational 

activities to be negligible); b) moderate (it is restricted to one or a few areas of the business, a 

commitment in terms of resources increases, but to operational activities prompted a simple 

adaptation of the surface); c) large (the cooperation consists of a long-term horizon and is for the 

actors at the heart of business growth). The cooperation can be activated from each of the three 

levels, but the reality is developed primarily through a step by step process that starts from limited 

forms to reach the most complex. To ensure that the process develops properly, it needs to be 

recognized and legitimized the role of "coordinator" (Elbe et al., 2009).  

With regard to the factors which determine the behaviour of co-operation, the literature 

combines and, in some cases, contrasts two approaches: one is based on the formal aspects 

(specifically on contracts between actors), the second on the informal aspects of the relationship 

(for such relations). Many researchers have considered more functional test the model based on 

the formal aspects mainly on cooperative behaviour between institutional and administrative 

bodies, while the model based on relationships has been applied mostly at the community and 

regional level. In attempting to apply these theoretical considerations to the case of tourist 

destinations, Beritelli (2011) argues that both configurations can be detected the reality today. The 
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presence of one or another depends mainly on the specific nature of the agreements and the 

particular circumstances in which they are born.  

As part of the literature on collaborative marketing applied to tourism, another important 

contribution is provided by D'Angella and Go (2009), which developed a model for assessing the 

orientation to the tourist market, applying the "theory of stakeholders". More recent research has 

tried to assess the organisational capacity for co-creation at the level of the DMO (Tussyadiah & 

Zach, 2013). Applying the theory of absorptive capacity to assess whether destinations had the 

knowledge, skills and capacity to transfer information in a co-creative sense, this study found that 

there was limited scope for knowledge acquisition and transfer amongst DMOs.  

In today's world, a destination that is able to respond positively to the challenges of the market 

is one that has a high capacity "experience-centric" (Prahalad & Ramaswamy, 2004a) and this 

appear really congruent with the contribute of Prahalad and Ramaswamy, which posit at the basis 

of their theory the DART model: dialogue, access, transparency, and risk assessment (Prahalad & 

Ramaswamy, 2004). Six years later Ramaswamy and Gouillart (2010) developed the original idea 

paying attention on the premises that allow companies to put in use the value co-creation 

approach. In short, the two studies mentioned contribute to define what we can call the “theatre of 

co-creation” that can be represented in Fig. 1.  

 

Fig. 1 – The co-creation theatre 

 

 

 

 

 

 

 

 

 

 

Source: Our elaboration based on Prahalad & Ramaswamy (2004); Ramaswamy & Gouillart 

(2010). 

 

Discussion 

This paper focuses on relational factors in the theory formulated first by Prahalad and 

Ramaswamy and then by Ramaswamy and Gouillart that should be considered in practice to 

assess the degree of participation of the actors in the planning and management of tourism, and 

the quality of that participation with a view to creating an environment conducive to value tourist 
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experiences to all the stakeholder interested in the phenomenon. This means, in other words, to 

understand how much, at the tourist destination level, are prevalent both for the management of 

destination and the different stakeholders, individualistic or collectivist cultural approaches, it is 

important to understand if a systemic approach or other types of approaches are prevalent, in 

addition to the extremes towards one or other approach, and the effects on the destination for the 

capacity to operate in a more co-creative and competitive sense in the tourism market more 

generally. 
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The Influence of Slow City in the Context of Sustainable Destination 

Marketing 

Cosar, Y., Timur, A. and Kozak, M.1 

 

 

Introduction 

In recent years, in the developing literature of tourism there has been research into the close 

nexus between the management of slow city and the application of sustainable forms of tourism 

(e.g. Knox, 2005). For instance, striking applications in different countries worldwide are 

encountered in a book entitled Slow Tourism: Experiences and Mobilities (Fullagar, Markwell & 

Wilson, 2012). This book possessed the quality of being the first book published in this domain. It 

is possible to handle the interdependence between these two terms as follows. 

Slow city is a term which has comparatively been put forward as an alternative to the concept of 

'the current modern life'. The purpose of putting this term forward was to make it possible for the 

local inhabitants of a certain city to lead a comparatively comfortable life in a naturally and 

culturally unspoiled atmosphere away from the pollution of noise and environment. In the current 

modern cities called metropolis, the amount of time restricted owing to working conditions is much 

shortened as a result of an additional period of time spent while traveling from one place to 

another, abiding by one's promises puts pressure on people, transportation from one place to 

another causes environmental and noise pollution. As a result, metropolitan residents who come in 

contact on a common ground have emerged (Davidson & Maitland, 1997; Ratcliffe & Flanagan, 

2004). 

On the other hand, let us imagine a settlement where the traces of industrialization are barely 

observed, where technology is used solely for fundamental necessities and where has managed to 

preserve its natural and cultural identity. In this sort of cities, people do not lead their lives in a 

rush, they do shopping in small shops or small-scale supermarkets rather than mega shopping 

malls and they can even buy natural product easily in neighboring bazaars and consume them in 

restaurants or houses. It may not be possible to encounter unfavorable patterns such as noise 

pollution, stress resulting from getting stuck in a traffic jam, any constructive formation both in a 

town or a suburb impairs the view. All of the above mentioned are constituents of slow city model 

put forward as an alternative to the mentality of metropolitan city which paves the wave to 
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consume the resources rapidly instead of producing new ones, which encourages people to 

consume rather than conservation.  

This basic discrepancy between metropolitan life and slow city renders a service directly also to 

tourism in respect to sustainability. Sustainability is a perspective aimed at conserving life 

standards so as to make it possible not only for contemporary people and tourists to benefit from 

natural, cultural and economical assets obtained for the fulfillment of their fundamental needs 

(Aransson, 1994; Liu, 2003). While countries, on one hand, strive to apply competitive strategies in 

order to control regional markets in the face of increasing competition in tourism (Kozak & Baloglu, 

2011). They monitor strategies, on the other hand, based on collaboration with other countries in 

certain domains. Besides, the attitudes and expectations of tourists are observed to have changed 

substantially. Namely, although slow city was initially contrived for the life standards of local 

inhabitants, it was eventually introduced as a source of attraction with respect to tourism 

marketing. 

In recent years, destinations have faced some crucial aspects in view of sustainability. 

Destinations should be cleaner, greener and safer in order to attract foreign investment, promote 

the development of tourism and stay tuned to rivalry with a view to obtain commercial benefits. The 

most important issue to be taken into consideration is environmentally sustainable tourism 

applications and asset management (Ratcliffe & Flanagan, 2004). Rapid increase in the number of 

tourists, buses allocated for tourists as well as the crowd and chaos created by tourism-related 

traffic exert pressure on the resources of tourism alike (Davidson & Maitland, 1997). 

As handled in the above sections, a fairly close interrelationship between the concept of slow 

city and tourism is at issue. This interrelationship is more comparatively to do with sustainable life 

and sustainable tourism. When regarded from a worldwide perspective it is observed that in recent 

years the phenomenon of slow tourism, as a new sort of product, has started to become more 

popular. Nonetheless, there has been not much research studying the interrelationship between 

these two concepts. Thus, the aim of this study is to analyze the probable effects of slow city trend 

as a tourism destination on such a city in view of tourism marketing.  

 

Method and Materials 

The process of preparing the questionnaire was implemented by means of converting the 

purpose of the study into research questions and by means of soliciting expert views. Interviews 

were conducted with 26 domestic tourists (between 17 and 20 August 2012); 22 local people 

(between 17 August and 06 September); 24 businessmen or administrator (between 17 and 30 

August 2012). Each interview lasted between 15 – 60 minutes on average per person. Domestic 

tourists included in the interview group were required to stay in a resort for at least one night. 

Special attention was paid to choose interviewees who were voluntary and who had a little 

knowledge of slow city if not at all.  
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Analysis of Interviews Conducted with Domestic Tourists 

Amount of knowledge acquired about meaning and content of slow city: Several statements 

made about the content are as follows: cherishing civic culture; conserving natural assets; an 

understating that conserves a peaceful and quiet environment instead of a rapid way of life that is 

brought about by globalization, evasion from urban life, evasion from hustle and bustle as well as 

noise; living, eating and working slowly. In most of the statements, slow city is a reminiscent of 

tranquility and silence.  

Changes observed after the accreditation of slow city: After the accreditation of slow city, 

tourists coming to Seferihisar have observed some changes in that the number of constructions, 

enterprises and tourists coming to the city has increased. The increase in the number of people 

and vehicles, compared to previous years, seems to trigger the problem of crowd and car parking. 

As for favorable observations, consequences such as the rehabilitation of green areas, more 

attachment to planning a quieter atmosphere might be attained.  

Effects of slow city on tourism development: Apart from the unfavorable effect such as 

excessive constructional development as a result of becoming a slow city, favorable consequences 

such as the conservation of cultural and natural assets and people's desire to visit places where 

slow city is available are abound. Taking the unfavorable side into consideration, it is stated that, 

parallel to the revival in tourism demand for environs, there is also a revival in recent years in the 

constructional development of environment. From a positive perspective, local inhabitants and 

enterprises need to transfer the natural and cultural assets of environment by making a clam for 

these assets.  

 

Analysis of Interviews with Local Inhabitants  

Amount of knowledge acquired about meaning and content of slow city: From the perspective of 

local inhabitants, we can probably define about slow city as follows: It is a project that is based on 

improving life standards by means of conserving both natural properties and cultural values of a 

destination. These natural properties comprise the conservation of ecological life, organized 

housing, silence, and so on. Cultural values which are made up of customs and traditions account 

for lifestyle, table manners, and the way people communicate with each other. This definition 

coincides with the real definition given about slow city. 

Changes observed after the accreditation of slow city: It is possible to analyze how the local 

people perceive the change brought by slow city in three ways: Primarily in the positive sense, 

economic, cultural and promotional aspects; value in labor has increased, housewives have started 

working, new employment areas have been created, organic agriculture and marketing have been 

encouraged, tourist arrivals have increased, income of local people have boosted, exteriors of 

buildings have been rearranged, the local people have become aware of environmental issues, the 
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number of social and cultural activities have soared. On the other hand, there are considerable 

numbers of participants (11 people) who state deeper downside effects, e.g. population increase, 

noise and traffic, construction boom and rising property prices, increased number of daily visitors in 

summer seasons, spoilt environment, use of foreign words or names as trademarks of businesses, 

rising number of investors coming from different places. 

Effects of slow city on tourism development: There are two opposing views on the development 

of tourism with the concept of slow city. The first group emphasizes that the tourism industry will 

develop in a positive direction with the image of being the first slow city and by raising awareness, 

prioritizing local products, operating home pensions. The other group does not talk about a positive 

relationship between slow city and the future of tourism. They do not regard the development of 

tourism through the increased number of visitors as an optimistic occurrence. As tourism develops 

the area might lose its charm in its context of slow city, and as a result they expect degradation 

both in service and life quality as it is experienced in other resorts such as Özdere, Çeşme and 

Kuşadası, other popular destinations in Turkey.  

 

Assessment of Interviews with Property Owners or Managers 

Amount of knowledge acquired about the meaning and content of slow city: Owners or 

managers know about slow city as much as the previous two groups. As in other groups, slow city 

is regarded as the symbol of a calm life. Calm life consists of slow food culture which puts forward 

the local cuisine based on organic products, protection of natural life and structure, less building 

and traffic, eliminating noise and visual pollution and sustaining customs and traditions. What lies 

under their aim is to ensure the happiness in other words the quality of life of local people living in 

the area and people coming to the area as visitors.  

Effects of slow city on tourism development: Managers or owners of properties underline that 

slow city has affected the development of local tourism positively. According to this group, slow city 

has been a source of promotion and as a result, the number of people visiting the area has 

considerably increased due to the curiosity created. Along with the construction of new hotels, 

arrivals of foreign tourists are observed. Seferihisar seems to be advantageous in terms of slow 

city and as long as the procedures are implemented more tourists will arrive and local businesses 

will benefit accordingly.  

Contribution of slow city: The contribution of slow city can be summarized as follows: Publicity of 

the area, all year around tourism mobility rather than certain periods of the year, more social 

activities (concerts, festivals etc.), landscaping (maintenance of road, pavements and houses, 

putting electric wires under ground), employment through marina and new businesses, 

encouraging people to produce, and the rising quality of life as a result of increased income. All 

these meet the criteria of being a slow city. Second, among negative impacts, rising property prices 

and inadequate social activities can be observed.  
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Conclusion and Implications 

Primarily when the knowledge on the meaning of slow city is controlled, it is recognized that 

domestic tourists, local people, business owners and mangers are familiar with the subject. 

Although there are various terms to define slow city it is commonly referred as ‘calm, quite and 

serene city’. A group of tourists without any previous knowledge have informed that they have 

learned about slow city while they are in Seferihisar.  

Owners or managers which are operational in Seferihisar along with the local people emphasize 

that slow city has affected the local economy positively. Slow city has become an important source 

of publicity, and there is a significant increase in the number of both domestic and international 

tourists because of the new hotels constructed along with house pensions. Seferihisar seems to be 

advantageous in terms of slow city and as long as the procedures are implemented, more tourists 

will arrive and local businesses will benefit accordingly.  

However, Seferihisar fails to meet the criteria of being a slow city adequately and causes some 

environmental issues due to an increase in construction and noise pollution. It is hardly possible to 

expect any positive development related to tourism activities in the near future because the local 

authorities’ approach to the limit of saturation in terms of tourism mobility poses a risk. As a result, 

they expect degradation both in service and life quality as it is in other resorts such as Özdere, 

Çeşme and Kuşadası in Turkey. Such an experience may result in overdevelopment of the town 

and may negatively impact its overall image that would also create a barrier to its marketing.  
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Tourism Second Homes Market: A Review of Owners’ Perspectives 

Dias, J. A., Correia, A. and López, F. J. M.1 

 

 

Keywords: online vacation rentals (OVRs),second-homeowners' motivations, a sense of place. 

 

Introduction 

Tourism space implies interaction between individuals and a physical location. Privileged forms 

of mobility have not only become increasingly obvious in the past few decades but are also 

attracting the attention of researchers. The growing movement between primary and second 

homes is only one example of how mobility has become an increasingly normal part of 

contemporary living (Quinn, 2004). As Urry (2000) argues, contemporary forms of dwelling almost 

always involve diverse forms of mobility. The relationship between owner and second home could 

evolve, develop different levels of “sense of home”, as a relation with place. Places, like forms of 

attachment to places, are not static. A sense of place is not an inert concept, it changes in 

response to influences both inside and outside of communities and changes of meaning also result 

from individuals’ life experiences (Davenport & Anderson, 2005; Kianicka et al., 2006).  

Owners.Direct offers a holiday rental marketplace for both private property owners to display 

their properties and potential guests to choose their accommodation and contact the respective 

property owner. Homeowners publicize their properties by posting photographs and brief place and 

property descriptions. So this paper intends to explore: the phenomenon of online vacation rentals 

from the owner's perspective and particularly to identify the most important reasons to buy a 

second home on the Mediterranean Coast (Albufeira county and Islantilla county); and also to 

understand, through qualitative indicators of a sense of place, what reproductions of imagined 

communities or places are built through homeowners' descriptions. 

 

Tourism and a Second Home 

The second home phenomenon is not new. Rich people in ancient Rome had their country villa 

in the area around the empire´s capital, the Russian tsars had their winter palaces, and eighteenth 

century Parisians had their maison de plaisance (Clout, 1972). In many parts of the world, second 

homes are the destination of a substantial proportion of domestic and international travellers, and 
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the number of second homes available often rivals or even exceeds that available in the formal 

accommodation sector (Hall & Müller, 2004).  

A review of research on second home owners found that they do not consider themselves as 

tourists but rather as part of the local community (Aronsson, 2004; Müller, 2004); nevertheless, 

owners´ motives are in fact touristic as they perceive their second home as a recreational escape 

that offers the possibility to relax in well-known surroundings, spend time with family/friends and 

enjoy nature (Aronsson, 2004; Jaakson, 1986; Müller, 2002). 

With a strong emotional attachment to the second home, and its location, a second home is 

often part of the owner’s personal identity, and ownership may last for many years, even 

generations, with links to childhood and/or close family relations (e.g. Jaakson, 1986; Kaltenborn, 

1998; Quinn, 2004). In other words, the Away is also determined by the owner's motivation and 

this has been identified by, for example, Chaplin (1999) and Quinn (2004); these authors argue 

that a second home is a ”free area” where all activities and chores are from free will and where life 

moves at a slower pace. All these possible second-homeowners' motivations seem to be present 

in our convenience sample of Albufeira and Islantilla second-home owners.  

 

A Sense of Home, a Sense of Place  

In recent decades, social scientists have developed a variety of concepts to describe people-

place relations. Tuan (1980), a humanist geographer, introduced the broadest definition of the 

concept, a “sense of place”, which incorporates in its definition the meanings, attachment and 

satisfaction that an individual or group associates with a particular place (Stedman, 2003). The 

construct of place attachment emerged as an umbrella concept encompassing place relations as 

diverse as “at homeness” (Seamon, 1979), “place dependence” (Williams et al., 1992) and “place 

identity” (Proshansky, Fabian & Kaminoff, 1983; Twigger-Ross & Uzzel, 1996). 

A sense of place is the meaning and emotion humans assign to a geographic space (Stedman, 

2003), and it involves awareness about a place and attributes that differentiate it from other places 

(Tuan, 1980). Historical, cultural, social, ecological and also physical attributes may all contribute 

to the creation of place meanings; therefore, the present study assumes a sense of place to be 

socially constructed.  

According to the social sciences (Soja, 1996; Gieryn, 2000, p. 465), place has at least three 

fundamental features: (1) geographic location (a place is a unique spot in the universe); (2) 

material form (place has physicality); and (3) investment with meaning and value, identification or 

representation by ordinary people, a place is not only a place.  

The relationship between place attachment and other place concepts such as place meanings 

and a sense of place is not a simple key point. Place attachment seems particularly well suited to 

measuring the strength of personal emotional bonds (e.g. meaningfulness or sentiment) and 

individual differences in the strength of attachments to a specific place (Williams & McIntyre, 2012). 
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To study something as multifaceted as a sense of place, or the individual and sociocultural 

meanings that go with a place, many have turned to more qualitative and interpretive methods, as 

has our study. This study operationalises a simplified version of a sense of place by applying 

categories which, combined, may indicate the sense of place of the group of owners under 

observation. The concept of sense of place entails the collection of meanings, beliefs, symbols, 

values and feelings that individuals or groups associate with a particular location. We propose to 

explore the following salient dimensions of a sense of place: physical characteristics of the 

environment, their affect and meanings, the activities afforded by the place and the social 

interactions associated with the place. 

 

Methods and Materials  

Qualitative research is more suitable when there is a need to reveal what surrounds a 

phenomenon (Symon & Cassel, 2012). The choice of a qualitative research design for this study 

was influenced by the nature of the research objectives, i.e. to understand the dimensions of 

owners' narratives. So by using qualitative methods and drawing from netnography (Kozinets, 

2010; Belk, Fisher & Kozinets, 2013), the authors aim to capture the multidimensional meanings 

presented by the owners´ profile, place motivations and descriptions as listed on OVRs platforms 

in different contexts. The usefulness of netnography for gaining an insider´s perspective of a given 

online culture has been tested within the fields of consumer behaviour (Rokka, 2010), marketing 

and tourism research (Volo, 2010; Woodside, Cruickshank & Dehuang, 2007; Chaney & Ryan, 

2012). Of the 72 owners' descriptions analyzed from the Owners.direct platform (36 in Islantilla and 

36 in Albufeira), all have swimming pools, which is clearly a much-appreciated facility. Finally, we 

considered the fact that the houses in Albufeira, as in Islantilla, essentially comprise villas and 

apartments either close to the beach or situated on or near a golf course.  

 

Research and Results 

The field of online qualitative research in a tourism context is relatively new but has a fast 

evolving trajectory. The findings include our assessment of different places' characteristics and 

research data generated from Albufeira and Islantilla. The rental process and amounts paid 

proceed on a private individual basis between owner and customer. We use a platform 

(owners.direct.com) where the perspectives of owners are more than evident; to conduct cross-

sectional research, we used two different regions usually perceived as direct competitors, or 

perfect substitutes (Portugal and Spain). Social representations of foreigner hosts´ places have 

similar, different and hybrid representations. In our research we confirm that the local community in 

the OVR context is often represented by foreigners and some of them describe the Algarve and 

Spain through what they know and are attached to. Our investigation results suggest continuity and 

place attachment motivations, where owners are related with a place over many years/generations, 
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with memories of childhood and/or family relations, thus owners have a strong emotional 

attachment to their second home or place. Personification is frequently applied to characterize their 

second homes and some owners describe a personality identity, which may suggest that their 

decision to buy their second home relies on a sense of place. In other words, there are other 

motivation drivers: Away motivation (Larsen & Halkier, 2011) which includes the desire to be 

together (with family, friends); an opportunity to be away from everyday life for relaxation (beach, 

sun, nature) and be away from home. In a few words and through the word cloud (Fig. 1), based 

on 8,368 words from Albufeira owner descriptions, it is possible to summarize the most important 

motivations mentioned by owners: place and home familiarity (such words as: years; holiday; 

home; villa; area; love; enjoy; family; Algarve; Portugal).  

The word cloud seeks to improve word readability further via a summary of the first two 

paragraphs (about the owners and why they choose a villa in this location) concerning the owner's 

profile. Words such as Spain, love, years, England, estate, apartment and English are those that 

are referenced more by homeowners in Islantilla county. The word cloud makes it even clearer that 

the narratives of owners are either centred on symbolic aspects or on more practical aspects. The 

word Algarve is, of course, most evident from its strong reputation as a tourist destination, due to 

Islantilla. The word area, without specifying any particular area, in the cloud appears as a Spanish 

destination, as a small Islantilla county, the Area of Andalusia, and with a historical and tourist 

weight which is much more recent when compared with the Algarve. A set of words is displayed in 

the cloud to visualize Albufeira's component family (family, holidays, kids, house). 

 

Conclusion and Implications 

Our enquiry has identified five sense-of-place dimensions: physical characteristics of the 

environment, leisure activities, global affiliations, sense of home tangibles and sense of home 

intangibles; these are consistent in both places analyzed.   

Qualitative results from Albufeira and Islantilla clouds and content analysis reveal that familiarity 

plays a major role among the owners analyzed and indicates that some of them return and repeat 

what their parents did before them. Second homes are rarely included in official statistics on 

tourism, and therefore it is difficult to measure how extensive this form of tourism is, thus adding a 

further argument for ignoring the field. Not even second-homeowners are likely to regard 

themselves as tourists, neither are they seen as such by others such as place marketers. However 

analysis of the second-home phenomenon from this perspective (online vacation rentals) is very 

recent and we hope to contribute to knowledge of the virtual environment, engagement and service 

personalization. 
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Figure 1: Word clouds Albufeira and Islantilla county owner profiles  

 

 

Source: Owners.direct.com. Albufeira           Source: Owners.direct.com.Islantilla  
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Marketing to Children in Tourism Industry: Descriptive Analysis of 

Kid-Friendly Hotels’ Practices in Turkey 

ÖZEL, Ç. H.1 

 

 

Introduction 

Children have a substantial influence in household spending (Rose, 2007, p.23). In fact, 

children have a wide area of influence varying from household items to media consumption 

preferences (Aktaş, Özüpek & Altuntaş, 2011, p.116). Influence of children in household spending 

extends far beyond the products that they consume or use. This relates to such choices as buying 

a house, organizing holidays, choosing holiday destinations, buying a car, or even clothes for 

mother or father (McNeal, 1999; Mathiot, 2010). Children’s exposure to marketing through 

websites and cable TV channels and growth of children’s access to media enhances this influence 

(Story & French, 2004, p.2; Economist, 2006). Consequently, children give direction to most of the 

money their parents spend. They can even lead 10 times the size of spending made by their 

parents and themselves (Capital, 2000).  

Children are an important part of population in Turkey. According to the address-based 

population registration system 2011 data, 25.2 per cent of Turkey's population, which is 

approximately 78 million, is children between the yeears of 0 and 14 years (Turkish Statistical 

Institute web site). Therefore, it seems that children appear to represent a huge market potential 

which cannot be neglected by marketers. Their influence on family purchase decisions and the 

great amount of spending they give direction to motivate marketers to direct their marketing efforts 

towards children. Children should be informed, their needs and wants should be listened to and 

moreover they should be persuaded by marketers. Due to these developments, marketing to 

children has found an important place in the literature among other types of marketing (McNeal, 

1999). Nevertheless, tourism marketing literature lacks comprehensive and up-to-date studies 

which focus on practices of marketing to children in hotel establishments. Additionally, there is a 

lack of academic research findings related to the locations and classes of kid-friendly hotels 

operating in Turkey. This study is believed to contribute to fill this gap. Briefly, the current study 

aims to determine the marketing practices of kid-friendly hotels operating in Turkey by utilizing 

descriptive analysis. Further, variations in hotels’ marketing practices based on hotel locations and 

classes are investigated. This study is arranged in the form of a descriptive research in which 
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related literature is reviewed and marketing practices of kid-friendly hotels are introduced under 

predefined categories. 

Children’s role in influencing the level of satisfaction for the service delivered and family 

preferences towards kid-friendly hotels fostered many businesses in the tourism industry to adopt 

marketing practices for children. For this reason, restaurants, airlines and hotels have begun to 

diversify their products and services in accordance with the practices of marketing to children. 

Recently, hotels in Turkey are also in an effort to make their physical facilities and services 

compatible with marketing practices for children. An important concept that should be addressed in 

the context of marketing to children is Kid-Friendly Hotel Project in Turkey. In Turkey, the scope 

and conditions of kid-friendly hotels have not been determined by the Ministry of Culture and 

Tourism or any other government agency. For this reason, assessments of independent auditing 

companies, tour operators and customers have become influential in the determination of kid-

friendly hotels in Turkey by now. In order to rectify this deficiency in the field of kid-friendly hotels in 

Turkey, Kid-Friendly Hotel Project was launched at the beginning of 2012. According to this 

project, hotels which provide such facilities as room options, dining options and hotel amenities to 

their guests who are on holiday with their children are called kid-friendly hotels. With this project, it 

is aimed to take measures for the safety of children in hotels and train all the staff, particularly the 

personnel working in children-related sections of the hotel. In addition, the factors which constitute 

a risk to the safety of children in hotels will be communicated and recommendations will be made 

on the measures to be taken. Hotels participating in the project will be provided the title of "Kid-

Friendly Hotel" (Ntvmsnbc, 2012).  

The main purpose of this research is to determine the facilities and services offered by kid-

friendly hotels in Turkey under the title of marketing to children and to investigate whether these 

facilities and services vary based on hotel locations and classes. In other words, this study aims to 

identify and describe the current status of kid-friendly hotels in Turkey as it exists. Thus, this study 

has descriptive characteristics. Facilities and services offered by kid-friendly hotels are surveyed 

by examining the websites of these hotels. More specifically, what are the classes of kid-friendly 

hotels in Turkey? Where are kid-friendly hotels in Turkey located? What are the facilities and 

services offered by kid-friendly hotels? Do these facilities and services vary based on location and 

hotel class? This study aims to answer the above questions and to further extend the 

understanding of marketing practices towards children in kid-friendly hotels in Turkey. 

 

Methods and Materials 

The whole population of this study comprises of all kid-friendly hotels in Turkey. However, a 

complete list of kid-friendly hotels is not available since requirements of being kid-friendly have not 

been constituted and declared by any government agency in Turkey. Instead, an internet search 

was made and kid-friendly hotels, whose kid-friendliness was determined by customer surveys and 
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independent auditing companies’ ratings, were listed. The total list of kid-friendly hotels reached 

summed up to 77. Thus, 77 hotels were selected as the sample of this study and descriptive 

analysis was conducted.    

The data collection form consisted of two parts. The first part evaluated the classes and 

locations of kid-friendly hotels in the sample. In the second part, facilities and services of kid-

friendly hotels were assessed through the examination of web sites. This assessment was made in 

accordance with sub-categories of kid-friendly hotels’ requirements explained in the presentation of 

the ongoing project. However, full requirements of kid-friendly hotels have not been determined by 

project coordinators at the time of data collection. Instead, they were summarized in a brief 

sentence in the presentation of project as follows;  

 

The term “kid-friendly hotel” usually comprises of such issues as room options for children, food 

and beverage alternatives, hotel amenities and price. On the other hand, the most important point 

in evaluating the appropriateness of a hotel or resort for children is safety (Presentation of Kid-

Friendly Hotel Project, 2012). 

 

Given the explanation above, it can be inferred that requirements of kid-friendly hotels can be 

grouped under five main categories. These categories are; “room options for children”, “food and 

beverage options for children, “activities for children”, “price options” and “children’s health and 

safety”. On the other hand, explanations found in the presentation of the project do not contain the 

full details of which facilities and services should be found under each of these categories. For this 

reason, identification of all possible facilities and services which can be related to each of these 

categories was made through a detailed investigation of web sites of 77 hotels in the sample 

between 10 June and 17 July 2012. As a result of this investigation, a total of 100 different facilities 

and services were identified, each of which can be placed under one of the above mentioned 

categories. Thus, a structured data collection form, consisting of five main categories and a total of 

100 checkpoints (facilities and services) was developed by the researcher. 

Data was collected between 18 July and 17 August 2012. Websites of kid-friendly hotels were 

visited for the second time for data collection. Each facility and service was coded as “Yes” if it was 

available in the hotel. Otherwise, it was coded as “No”. In order to avoid incomplete data collection 

forms, information given on hotels’ websites was investigated in details and fotographs and 

factsheets were also taken into consideration. Data of 77 kid-friendly hotels were collected by this 

means. 

Descriptive statistics were used in the analysis of data. Frequency distributions were utilized for 

determining the characteristics of kid-friendly hotels and facilities and services offered in these 

hotels. Data about the facilities and services offered in kid-friendly hotels were interpreted 

considering five main categories foreseen in Kid-Friendly Hotel Project. Multiple correspondence 
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analysis (MCA) was also utilized to represent the relationships between hotel types, location of the 

hotel and facilities and services offered in kid-friendly hotels. Data analyses were conducted by 

using PASW statistics 18.  

 

Research and Results  

The findings of the present study showed that kid-friendly hotels are located in Antalya (n=67), 

Mugla (n=8) and Izmir (n=2) provinces, respectively. Majority (n=69) of them are five-star hotels. 

Also various facilities and services offered in kid-friendly hotels can be grouped into five main 

categories. These are; room options for children, food and beverage options for children, activities 

for children, price options and children’s health and safety. Most of the kid-friendly hotels furnish 

their rooms for families with children so as to minimize the problems experienced during their stay. 

Furthermore, a small number of hotels focus on personal experiences such as “special welcome 

for children” and “decoration materials appealing to children”, which make children feel themselves 

special, to differientiate themselves from their competitors.  

Almost all of the kid-friendly hotels in the sample have a mini club. It is also remarkable that mini 

clubs are named with mnemonic names that recall the name of hotel. Such an effort can be 

interpreted as an attempt to create brand image in the minds of young consumers from an early 

age. Obviously, as found in present study, many activities are offered to children under the sub-

categories of entertainment, sports, classes and workshops, swimming and sunbathing, handicraft 

skills, computer games and electronic toys. The majority of these services and facilities are found 

in 5-star hotels in Antalya.  

 

Conclusion and Implications  

This study has determined the marketing practices of kid-friendly hotels in Turkey. At the time of 

this study there was no legal regulation basis for kid-friendly hotels in Turkey but findings of this 

study showed that there are significant developments in this area of knowledge. In other words, 

hotel establishments in Turkey may have taken big steps in the area of marketing to children due 

to the intense competition in tourism sector. However, kid-friendly hotels should recognize children 

and parents well and estimate their needs and wants in advance in order to be successful. 

Likewise, they should follow the developments and trends in children’s market and include 

motivators for children while presenting their products. Moreover, age-based market segmentation 

strategy should also be utilized and age segments should be targeted with different marketing 

strategies.  

Some ideas for future studies can be suggested by the limitations of the current research. First, 

data used in this study can be confirmed by interviewing with officials from kid-friendly hotels. 

Thus, accuracy of the findings can be tested while additional data can be obtained. Second, a valid 

and reliable scale can be developed by utilizing the data collection form used in this study. Thus, 
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hotel managers' perceptions of the importance of marketing practices for children can be 

measured. Third, the existence of market segments can be investigated in the children’s market 

based on demographic or behavioral criteria. Last of all, children’s level of satisfaction with the 

facilities and services offered by kid-friendly hotels can be studied.   
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Social Media as a Communication and Marketing Tool: An Analysis 

of Online Activities from International Key Player DMO 

Roque, V. and Raposo, R.1 

 

 

Introduction 

Social Media applications allow potential travelers to collect a wide variety of multimedia 

information from different sources and use the experiences shared by others to their own 

advantage tourism wise. Based on this, we may say that the tourism industry has gone from a 

labor-intensive industry to an information-intensive industry (Buhalis, 2003; Sheldon, 1997; 

Werthner & Klein, 1999).  

Accordingly to Xiang and Gretzel (2010), todays travelers prefer to get the information they 

need online by: (i) using social media applications, and (ii) through search engines, instead of 

using the traditional tour operators or travel agencies. Due to this, social media applications which 

include various forms of User Generated Content (UGC), like blogs, virtual communities, wikis, 

social networks and media files, shared in platforms like Facebook, Youtube or Flickr, have gained 

enormous popularity with online communities of travelers. In fact, tourists were previously limited to 

keeping records of their travels in traditional forms, from personal diaries to photo albums, which 

they shared with their personal networks. Thanks to social media technologies, tourists can now 

organize their content and publish it on the Web, making it available to millions of people around 

the world (Munar, 2012). Given this new paradigm, the Internet, and in particular social media, 

have reshaped the way how tourism related information is distributed to travelers and the way how 

travelers plan their trips (Buhalis & Law, 2008). The Destination Management Organizations 

(DMO), in their role as dynamic organizations in the promotion of tourist destinations, has had to 

adapt to this scenario in order to fit this new reality. 

This study seeks to understand the usage of social media by some top international DMO, from 

five different continents, with principal predominance of European DMO, in their communication 

process. More specifically this study aims to observe the content produced by a number of 

international DMO in its social media platforms, according to a set of quantitative indicators and 

their systematization, so that the same can be used as future reference to other similar analysis 

                                                             
1 Vitor Roque, UDI, School of Tourism and Hospitality Management, Guarda Polytechnic Institute, Portugal. E-mail: 

vitor.roque@ipg.pt 

Rui Raposo, CETAC.MEDIA, Department of Communication and Art, University of Aveiro, Portugal. E-mail: 
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and also to try to identify practices shared across different applications of social media between 

different DMO. 

The aim is to identify possible patterns of publication and to determine what generates more 

interaction with users. In this case, interaction is understood as, the actions that users develop with 

publications, in the various social media applications, based on the options that the applications 

provide for users to express their opinions. 

 

Methodology 

The methodology used to collect the information produced by the different DMO was based on 

the direct observation and registration, on an observation grid, of the activity developed by DMO on 

their official social media applications.  

The criteria used to select the different international DMO was based on the following criteria: 

(i.) all continents must be represented at least by one DMO; 

(ii.) European DMO closer to Portugal;  

(iii.) DMO from north, center and south of Europe must be represented. 

Accordingly to the criteria defined above, the following DMO were selected: Australia (Oceania), 

South Africa (Africa); Malaysia (Asia) and Brazil (South America). As to Europe, two countries were 

selected representing the north, Norway and United Kingdom (UK), two countries representing the 

center, Austria and Germany, and two countries representing the south, Greece and Italy. Due to 

their proximity to Portugal, Spain and France were also selected.  

To determine the official websites of the different European DMO, the European Travel 

Commission (ETC) was used as a reference for it provides these addresses on its own website 

(ETC, 2012). The following are the official websites of European DMO considered: (i) Portugal – 

http://www.visitportugal.com, (ii) Spain – http://www.spain.info, (iii) France – http:// 

www.rendezvousenfrance.com, (iv) Italy – http://www.italia.it, (v) Greece – 

http://www.visitgreece.gr, (vi) UK – http://www.visitbritain.com, (vii) Germany – 

http://www.germany.travel, (viii) Austria – http://www.austria.info, and (ix) Norway – 

http://www.visitnorway.com. To determinate the other websites, namely the websites of the 

Malaysia (http://www.tourism.gov.my), Australia (http://www.australia.com), South Africa 

(http://www.southafrica.net) and Brazil (http://www.visitbrasil.com) DMO, Google search engine 

was used and then checked that website accessed was indeed the official one. 

Subsequently it was determined which social media applications would be observe for each 

DMO. Two selection criteria were used, namely:  

(i.) the use of the social media applications by at least two DMO in its communication 

strategy and 

(ii.) the social media applications referenced in the official website of the DMO. 
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The analysis determined for observation the social media applications listed in Table 1. 

 

Table 1 – Social media used by the DMO. 

 

 

The observation was done over two 7 day periods. The first period took place between 

16.November.2012 and 22.November.2012, a low tourism season, and the second period took 

place between 14.December.2012 and 20.December.2012, high tourism season.  

The observation and daily measurements of the different social media applications were made 

each day roughly between 10:30 and 1:00 am. The registered indicators, regarding the use of each 

social media application, were all observable without the need of any backend access and easily 

read by visiting the area provided by each of the applications used by the different DMO. The 

observed values for the different indicators were recorded on an observation grid created for this 

purpose. 

 

Results 

The average use of the 8 social media platforms considered, in the observed DMO, is 4,77 that 

corresponds to 59,62%, which means that all of the DMO  

DMO name Twitter Facebook Google+ Flickr Youtube Pinterest Foursquare Blog

Portugal (PT)

(http://www.visitportugal.pt)  
x x  x x x  x

Spain (ES)

(http://www.spain.info)
x x x

France (FR)

(http://www.rendezvousenfrance.com)
x x x x x x

Italy (IT)

(http://www.italia.it)
x x x x x x

Greece (GR)

(http://www.visitgreece.gr/)
x x x x x x x x

United Kingdom (UK)

(http://www.visitbritain.com)
x x x x x

Deutchland (DE)

(http://www.germany.travel)
x x x

Austria (AT)

(http://www.austria.info)
x x x

Norway (NO)

(http://www.visitnorway.com/)
x x x x x

Malaysia (MY)

(http://www.tourism.gov.my)
x x x x x

Australia (AU)

(http://www.australia.com/)
x x x x

South Africa (ZA)

(http://www.southafrica.net)
x x x x

Brazil (BR)

(http://www.visitbrasil.com/)
x x x x

x - uses the application
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The platform mostly used is Facebook with 13/13 and the less used are Google+ and Pinterest 

with 5/13 and Foursquare with 2/13.  

The number of users following the Australian DMO on Facebook was 4.005.238 by the 20th of 

December 2012, making it the most followed DMO on Facebook among the ones considered 

within this study. The Austrian DMO, on the other hand, is the least followed on Facebook with only 

4553 followers by the 20th of December 2012.   

In this study, interaction we defined as the use of the options available to show interest in the 

publication, in the cases of Facebook and Google+, the options available are: (i) like, (ii) comments 

and (iii) share (Boyd & Ellison, 2008; O’Connor, 2011; Stankov, 2010). The calculation of the 

interaction was performed using the formula, established by us and because we believe that it is 

the one that best reflects the intended goal. In the following formula the same weight was assigned 

to the options: like, comment and share. 

                                      
                

The activity on Facebook is summarized in Table 2. 

 

Table 2 – Facebook interaction. 

 

It is clearly visible that the publications that generate more interaction with users on Facebook, 

consist of image publications and it is also quite clear that text publications generate less 

interaction with users (Table 2). 

Considering the activity analyzed on Facebook and Google+, in the case of DMO that use both 

social networks, the posts that also promoted more interaction/engagement with the followers, 

were the ones in which photographs were shared (Table 3). 

P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 P1 P2 TOTAL %

number 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 0 1 0,26%

like 0 0 0 0 24 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 24 0 24

comment 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

share 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

- - - - 24,00 - - - - - - - - - - - - - - - - - - - - - 24,00 0,00 24,00

number 29 38 10 11 3 3 23 28 22 17 8 5 5 5 3 2 5 13 3 2 6 8 0 1 17 14 134 147 281 73,56%

like 3755 4195 17726 15071 255 238 2269 2520 11616 11304 39545 32338 717 928 134 73 11419 10007 155 80 208034 492608 0 9 6692 5640 302317 575011 877328

comment 149 192 561 466 22 13 117 169 353 262 1091 902 66 96 12 8 269 218 13 4 4839 16460 0 0 213 193 7705 18983 26688

share 1038 1192 2469 2445 60 85 435 467 2300 2155 5355 4702 125 199 12 0 2159 1170 29 4 31056 70272 0 0 1323 1227 46361 83918 130279

170,41 146,82 2075,6 1634,73 112,33 112,00 122,65 112,71 648,59 807,12 5748,88 7588,40 181,60 244,60 52,67 40,50 2769,40 876,54 65,67 44,00 40654,83 72417,50 - 9,00 484,00 504,29 2659,57 4611,65 3680,77

 

number 7 8 0 0 1 4 6 12 0 1 0 0 0 0 0 0 5 2 0 0 0 0 0 0 0 0 19 27 46 12,04%

like 424 470 0 0 23 84 195 342 0 156 0 0 0 0 0 0 2530 633 0 0 0 0 0 0 0 0 3172 1685 4857

comment 10 11 0 0 1 1 7 12 0 4 0 0 0 0 0 0 80 19 0 0 0 0 0 0 0 0 98 47 145

share 215 287 0 0 3 27 66 136 0 42 0 0 0 0 0 0 645 110 0 0 0 0 0 0 0 0 929 602 1531

92,71 96,00 - - 27,00 28,00 44,67 40,83 - 202,00 - - - - - - 651,00 381,00 - - - - - - - - 221,00 86,44 142,02

number 10 9 0 0 3 6 0 0 3 1 0 1 0 0 0 0 3 0 9 5 0 0 1 1 2 0 31 23 54 14,14%

like 353 335 0 0 36 50 0 0 375 92 0 670 0 0 0 0 373 0 57 34 0 0 30 0 90 0 1314 1181 2495

comment 14 16 0 0 6 4 0 0 12 3 0 35 0 0 0 0 3 0 5 5 0 0 2 0 5 0 47 63 110

share 196 154 0 0 5 4 0 0 89 0 0 112 0 0 0 0 31 0 14 7 0 0 11 0 13 0 359 277 636

56,30 56,11 - - 15,67 9,67 - - 158,67 95,00 - 817,00 - - - - 135,67 - 8,44 9,20 - - 43,00 0,00 54,00 - 55,48 66,13 60,02

number 46 55 10 11 8 13 29 40 25 19 8 6 5 5 3 2 13 15 12 7 6 8 1 2 19 14 185 197 382 100,00%

like 4532 5000 17726 15071 338 372 2464 2862 11991 11552 39545 33008 717 928 134 73 14322 10640 212 114 208034 492608 30 9 6782 5640 306827 577877 884704

comment 173 219 561 466 29 18 124 181 365 269 1091 937 66 96 12 8 352 237 18 9 4839 16460 2 0 218 193 7850 19093 26943

share 1449 1633 2469 2445 68 116 501 603 2389 2197 5355 4814 125 199 12 0 2835 1280 43 11 31056 70272 11 0 1336 1227 47649 84797 132446

133,78 124,58 2075,60 1634,73 54,38 38,92 106,52 91,15 589,80 737,79 5748,88 6459,83 181,60 244,60 52,67 40,50 1346,85 810,47 22,75 19,14 40654,83 72417,50 43,00 4,50 438,74 504,29 1958,52 3460,75 2733,23
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Table 3 – Facebook vs Google+ activity.   

 

 

Concerning the interaction/engagement with their public, the Australian DMO stands out apart 

from all the rest. In Facebook, for example, the interaction/engagement generated by the 

Australian DMO in average for each of their photo posts is 52009 likes | 1210 comments | 7764 

shares.   

In terms of the language used, the DMOs also present different behaviors. In regards to 

Facebook the strategies used by each DMO are very different. The Brazilian and Spanish DMOs 

always publish in both in English and in their native tongue although according to two different 

concepts. The Brazilian DMO always publishes two different posts, one in English and another in 

Portuguese while the Spanish DMO only publishes a single post in which both languages, Spanish 

and English, are used. The Portuguese DMO in return publishes different posts in different 

languages. In this case the languages most used are Portuguese, Spanish and English. The 

Australian DMO posts are solely in English.   

 

Conclusions 

The different DMO considered in the study include representatives from all continents, 

predominantly DMO from the European continent. 

In terms of representation on the Internet through their websites, it was found that does not exist 

a uniform rule, used in this context, as to the names used to mark their presence on the web. 

Addresses, such as the official tourism board website for Germany (http://www.germany.travel), 

P1 P1 P2 P2 P1 P1 P2 P2 P1 P1 P2 P2 P1 P1 P2 P2 P1 P1 P2 P2 TOTAL % TOTAL %

number 1 0 0 0 0 2 0 0 0 0 0 0 0 1 0 0 1 3 0 0 1 0,62% 3 2,29%

like 24 0 0 0 0 40 0 0 0 0 0 0 0 6 0 0 24 46 0 0 24 46

comment 0 0 0 0 0 16 0 0 0 0 0 0 0 6 0 0 0 22 0 0 0 22

share 0 0 0 0 0 2 0 0 0 0 0 0 0 0 0 0 0 2 0 0 0 2

24,00 - - - - 29,00 - - - - - - - 12,00 - - 23,33 0,00 0,00 24,00 23,33

France Italy Greece

interaction p_text

p_
im

ag
e

p_
te
xt

Norway Facebook Google+total

number 3 0 3 0 23 21 28 29 22 5 17 11 5 18 13 8 53 44 61 48 114 70,37% 92 70,23%

like 255 0 238 0 2269 2385 2520 2619 11616 758 11304 1052 11419 221 10007 133 25559 3364 24069 3804 49628 7168

comment 22 0 13 0 117 480 169 367 353 114 262 72 269 9 218 10 761 603 662 449 1423 1052

share 60 0 85 0 435 402 467 315 2300 136 2155 164 2159 12 1170 18 4954 550 3877 497 8831 1047

112,33 - 112,00 - 122,65 155,57 112,71 113,83 648,59 201,60 807,12 117,09 2769,40 13,44 876,54 20,13 590,08 102,66 468,98 98,96 590,08 100,73

 

interaction p_image

p_
vi

de
o

p_
im

ag
e

number 1 0 4 2 6 6 12 10 0 1 1 1 5 10 2 0 12 17 19 13 31 19,14% 30 22,90%

like 23 0 84 4 195 184 342 311 0 52 156 73 2530 79 633 0 2748 315 1215 388 3963 703

comment 1 0 1 0 7 35 12 20 0 4 4 2 80 0 19 0 88 39 36 22 124 61

share 3 0 27 1 66 44 136 46 0 10 42 7 645 6 110 0 714 60 315 54 1029 114

27 28,00 2,50 44,67 43,83 40,83 37,70 - 66,00 202,00 82,00 651,00 8,50 381,00 - 295,83 24,35 82,42 35,69 295,83 29,27

p_
lin

k

p_
vi

de
o

interaction p_video

number 3 1 6 1 0 1 0 0 3 0 1 0 3 3 0 0 9 5 7 1 16 9,88% 6 4,58%

like 36 3 50 1 0 21 0 0 375 0 92 0 373 12 0 0 784 36 142 1 926 37

comment 6 0 4 0 0 3 0 0 12 0 3 0 3 0 0 0 21 3 7 0 28 3

share 5 0 4 0 0 7 0 0 89 0 0 0 31 0 0 0 125 7 4 0 129 7

15,67 3,00 9,67 1,00 - 31,00 - - 158,67 - 95,00 - 135,67 4,00 - - 103,33 9,20 21,86 1,00 103,33 7,83

p_
lin

k

interaction p_link

p_
TO

TA
L

number 8 1 13 3 29 30 40 39 25 6 19 12 13 32 15 8 75 69 87 62 162 100,00% 131 100,00%

like 338 3 372 5 2464 2630 2862 2930 11991 810 11552 1125 14322 318 10640 133 29115 3761 25426 4193 54541 7954

comment 29 0 18 0 124 534 181 387 365 118 269 74 352 15 237 10 870 667 705 471 1575 1138

share 68 0 116 1 501 455 603 361 2389 146 2197 171 2835 18 1280 18 5793 619 4196 551 9989 1170

54,38 3,00 38,92 2,00 106,52 120,63 91,15 94,31 589,80 179,00 737,79 114,17 1346,85 10,97 810,47 20,13 477,04 73,14 348,59 84,11 408,06 78,34

Period 2 (P2) - de 14 a 20 de December de 2012 

Period 1 (P1) - de 16 a 22 de November de 2012

p_
TO

TA
L

interaction p_TOTAL

http://www.germany.travel/
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the UK (http://www.visitbritain.com), Malaysia (http://www.tourism.gov.my) and South Africa 

(http://www.southafrica.net) present striking differences with little of no identifiable rule except the 

inclusion of the country’s name with the URL. 

All the DMO analyzed use social media applications in their communication and marketing 

processes. 

The names used (tags) by DMO in their social media applications, in most cases do not follow a 

common nomenclature. Germany and South Africa are good examples of this commonly observed 

behavior. In the case of Germany: Blog – Germany.travel/en/news/news_startseite.html; Twitter – 

@GermanyTourism and Facebook – facebook.com/visitgermany. In the case of South Africa: 

Twitter – @GoToSouthAfrica; Facebook – facebook.com/MySouthAfrica; Flickr – 

flickr.com/photos/south-african-tourism and Youtube – youtube.com/user/southafricantourism. 

All DMOs considered in the study, are national DMO and therefore with similar missions. 

However, it was found that the results obtained for the same applications and respective indicators 

results were quite different. The social media applications most used by the sample of analyzed 

DMO are Facebook, Twitter and Youtube and the less used are Google+, Pinterest and 

Foursquare. 

From the observations made during the two periods that comprised the study, (16th to 22nd of 

November 2012 and 14th to 20th of December 2012) in regards to the Facebook application, DMO 

had similar behaviors with respect to the number of publications and developed interaction with 

their users. In terms of the number of publications made, there was no distinction between the high 

and the low season. 

As to the use of Google+ and Facebook the one that generates more interaction with users is 

Facebook. Even in the case of the DMO from Italy and Greece, where Google+ holds a larger 

number of followers than Facebook, it is Facebook, with a smaller number of followers, which 

generates greater interaction with users. 

Finally, in relation to the use of Youtube, there is not what one may call a widespread use of this 

video-sharing platform among the observed DMO. This fact is may be linked to the fact that 

producing a video is still too money and time consuming than producing a set of photographs or 

texts.   

Just out of curiosity it is interesting to note that most of the DMO do not publish on its social 

media platforms during the weekend.  

  

http://www.visitbritain.com/
http://www.tourism.gov.my/
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The Role of Blue Flag in the Destination Communication: Empirical 

Evidence on Italian Awarded Beaches 

Pencarelli, T., Splendiani, S. and Fraboni, C.1 

 

 

Introduction 

Sustainable tourism development is, today, a central issue for both academics and policy 

makers. The first ones are committed to verify the validity of models and approaches according to 

the recent cross-cutting issues of sustainability (Franch, 2010) as developed by the local 

destination managers; the others are asked to apply those models and to take political action to 

adequately meet the sustainability needs of both demand and destination sides. In other words, 

sustainable tourism is not just a new market segment directed to green (or reasonable) tourism 

consumption but is a real cross-sensitivity which involves multiple market segments and is more 

and more influencing the tourists’ choice of a destination (Pencarelli & Splendiani, 2010). 

Many Italian destinations, especially the classic ones, seem to feel the need to become more 

sustainable (managing their territories according to sustainable development principles) and/or to 

help consumers identify their area as a sound sustainable tourism destination (meeting or 

maintaining long-term environmental and social sustainability standards) (Presenza, 2008). 

Environmental certification programs can play a useful role in this context (Pencarelli & Gregori, 

2009). If managed in conjunction with the spontaneous approaches taken by the local authorities in 

the field of environmental protection, certification schemes may serve to encourage managers to 

constantly enhance the environmental quality of their destination, to promote it as a brand and to 

enhance its competitiveness (Morgan & Pritchard, 2004; Cantone, Risitano & Testa, 2006; 

Hankinson, 2007). In fact, certification systems can bring two main benefits to both governments 

and tourism operators: on one hand they enhance the effects of the external communication 

policies, so destinations are enabled to market their offer more effectively and to improve their 

public image both among tourists and host communities; on the other hand, certification programs 

help generating increased environmental awareness and should result in more caring attitudes with 

respect to the natural and built environments (Blichefeldt, 2003). The main purpose of this work is 

to illustrate the role and potential of environmental certification programs in the communication 
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policies of tourist-oriented territories (Cf. Iannario, 2008). After a first theoretical part, the study 

focuses on the analysis of one of the most known and widespread tourism-related environmental 

awards, the Blue Flag, with regard to Italy (Cf. Creo & Fraboni, 2011). The Blue Flag Programme is 

a voluntary certification scheme owned and run by the independent, non-profit organisation 

Foundation for Environmental Education (FEE). The programme works towards sustainable 

development at beaches/marinas through strict criteria dealing with water quality, environmental 

education and information, environmental management, and safety and other services. The main 

objectives of the Blue Flag scheme are to improve understanding of the coastal environment and 

to promote the incorporation of environmental issues in the decision-making processes of local 

authorities and their partners through awareness and education. The Award is given for only one 

season at a time and during the season the site is monitored to assure it is in compliance with the 

strict Blue Flag criteria. 

 

Methods and Materials 

The survey was based on two different questionnaires forwarded to the administrators and 

persons concerned with the Blue Flag issues of the 131 municipalities being awarded the 2012 

certification in Italy.  

The objectives of the survey are: 

- to investigate the awareness of the importance of the Blue Flag as perceived by the local 

authorities and employees concerned with the ecolabel issues; 

- to measure the degree to which the certification is effectively used in the communication 

strategies of the destination; 

- to examine the perceived benefits related to the Blue Flag Programme implementation. 

 

Research and Results 

The research reveals positive and negative aspects regarding the effective enhancement of the 

Blue Flag in the tourism communication policies of the municipalities involved. 

The results suggest that the commitments towards the Blue Flag are not always supported by 

an incisive plan of action for the sustainable development of territories.  

 

Conclusion and Implications  

The research has focused on the supply side perspective, investigating both policy makers’ and 

employees’ (concerned with the Blue Flag issues) points of view. No attention has been paid to the 

relevant local stakeholders (tourist operators and residents) or to the demand side perspectives, 

since this would have required much more time and effort.  
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Anyway, further research would be desirable to verify whether the environmental certification 

could reach the threshold for triggering real cultural change in terms of sustainability, which would 

give much bigger results than just a satisfactory environmental performance. 

The findings raised in this paper could provide tourism marketing scholars and local policy 

makers with the basis for further discussion, encouraging a more efficient use of environmental 

certification in destination communication and branding. 

The originality in this work lies in the double research approach applied to get both the political 

and technical overview about the local authorities’ environmental engagement. 

Furthermore, the research provides a complete overview of the state of the art in Italy, including 

all the municipalities awarded with the Blue Flag in 2012. 
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The Use of Targeted Marketing Tools to Promote Education in the 

Field of Tourism and Hospitality: Case Study of Ural Federal 

University, Russia 

Pyankova, J.1 

 

 

Introduction 

In 2012, despite the uncertainty of the global economy, there was rise of international tourism 

which reached over one billion international tourist arrivals. Russia is no exception; this is clearly 

shown in the statistics presented on the websites of the Federal Tourism Agency and such well-

known in the world tourism industry organizations like WTO. According to the statistics of World 

Trade Organization in 2011, Russians spent on foreign travels 32, 5 billion dollars, which is 6 billion 

more than in 2010. 14,495,984 people left Russia as tourists in 2011 (15% growth)2. 

Yekaterinburg is the business and cultural center of Sverdlovsk region. This is evidenced by the 

number of travel companies (more than 800), the presence of major world-class hotel chains in the 

city (e.g. Hyatt Regency Yekaterinburg), the major international tourism fairs, the planned World 

Cup in programming in 2014, World Championship in football in 2018, and finally the application of 

the city to host Expo 2020.Every year the demand for skilled workers rises, and there are 

numerous educational institutions training staff in tourism3. 

Future specialists in the field of tourism and hospitality are prepared in the Department of socio-

cultural service and tourism, in one of nine federal universities of Russia - Ural Federal University 

(UrFU). The department provides training and retraining for specialists since 2000. Collaboration 

with world renowned organizations in the industry as GDS Amadeus (courses for training to work in 

the system are organized by the department) and IATA / UFTAA can maintain the high quality of 

training for future industry professionals. One of the activities of the department of social and 

cultural services and tourism is to develop policies to attract students on the course "Tourism", 

which from the author’s point of view should make active use of targeted marketing tools to 

optimize the ratio of costs to the promotion of tourism education and subsequent performance of 

students. Target marketing, in turn, implies a point impact on consumers as part of the target 

segment. 
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The most common way to communicate with prospective applicants, eliminating traditional in 

every university open days, which, as the experience of recent years showed to be of no use in 

revealing the professional interests of the applicants, is to participate in special educational 

exhibitions. Participation in educational and specialized tourist exhibitions is an effective way to 

promote educational services, including "Tourism".  

The author in his study raises the question of the possibility of optimizing the vendor exhibit 

department of socio-cultural service and tourism, improving its efficiency by wording clearly defined 

profile of the target segment and drawing up a matrix which allows, by indirect criteria relating to a 

particular locality, to draw the conclusion about the possible presence of representatives of target 

customer segment4. Such matrix can be the basis for decisions on financing the participation of 

faculty in various external exhibitions. 

 

Methods and Materials 

The needs of the different customers are quite various. Each one of them has his own tastes, 

desires and motivation to buy. One of the way for entrepreneur to reduce the level of risks is the 

use of target marketing. This method allows to concentrate the marketing efforts of the company to 

supply the demand of the specific, selected group of buyers, instead of trying satisfy each and 

every potential customer. That is the core of using the target marketing principles. Group of 

consumers are called the market segments and the process of definition of such groups is called 

segmentation5.  

Market segmentation is the division of particular market (or its components) into distinct group of 

customers (segments) in a way that each of groups has it’s own different from others expectations 

towards the product. For each group is necessary to elaborate the particular marketing complex. 

Segmentation supposes using various criteria. In this paper mainly socio-economic and 

psychological criteria are involved into the segmentation process6. 

In the paper the basic methods of the target marketing (segmentation and defining of the target 

segment) and the method of observation and analysis of documentary sources were used. 

Also the materials of the application commission of UrFU were analyzed: statistical sample of 

students who applied to "Tourism" on the following parameters: a place of residence, address of 

registration, attendance of the training courses, language skills, awards, experience, participation 

in contests and competitions and statistical data on the dial plan, competition and a passing score 

to "Tourism", UrFU career-oriented policies, plan to work with applicants, the results of the analysis 

of individual applications for admission to UrFU, questioning of students.  
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Research and Results 

About 5 universities are training students in "Tourism". UrfU is considered a priority for 

admission to this direction This is confirmed by high level of competition and high passing scores 

(Table 1). Usually in the first year in "Tourism" there are from 40 to 50 students. In 2012, the 

Ministry of Education and Science has provided the department of tourism with 12 places paid by 

the state. Thus 50 students were enrolled in 2012, 38 students pay for their education.  

 

Table 1 - Institute of Humanities and Arts, full-time form of education non-paid. Admission plan 

and competition for 2 years (2011 – 2012 year )7. 

Direction 2011 year 2012 year 

 Plan competition passing score Plan competition passing 

score 

Tourism 15 14,33 224 12 40,5 244 

 

For a detailed analysis and development of strategy and direction of working with applicants the 

further study was conducted to identify the regions and cities – suppliers of students for the last 5 

years (2008-2012 year). 
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Diagram 1. Geography proceeds in "Tourism" (2008-2012 years). 

 

 

There is a tendency of expanding the geography of demand for educational services offered by 

the department of tourism. It should be noted that potential applicants are residents of large cities 

and regional centers8.  

From the above diagram it is seen that the Department of Tourism should increase its 

participation in visiting exhibitions UrFU in the Urals region and beyond (for example in Perm and 

Orenburg region). 

Understanding of geography is not enough for understanding the range of potential applicants. 

In order to form a comprehensive strategy there should be an idea of the target segment that is 

configured to receive higher education in the tourism and hospitality industry. 

By studying the range of students receiving tourist education, the following main features of the 

profile of the potential target customers were found out. Of 222 students 95% is female. Pupils 

applying for training in a tourist area are generally from wealthy families. This is evidenced with the 

possibility of paying for their education and analysis of their questionnaires. On the question of 
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visiting other countries, on average, 90% respond positively, this is often not a one state. Based on 

the analysis of the proceedings of the selection committee of the Department of "Historical 

Faculty", under which the department of tourism functions, it can be concluded that the applicants 

often deliberately chose destinations, clearly visualizing the future scope of employment. 

Applicants prioritizing training in tourism can be defined as an active lifestyle, participating in 

various city events, including volunteer work, motivated, communicative, creative, interested in 

other cultures, active and confident users of the Internet and popular at the time social networking, 

having, as a rule, a high level language, enjoys sports. Generally, students after the 2-3 year, after 

their practical training start to combine study at UrFU and work so that when graduated from 

University they have work experience which is a priority in hiring a specialist for work. 

UrFU annually participates and organizes actions for future students from region. The author 

believes that participation in outdoor activities will greatly increase the effectiveness of promoting 

education in the humanities, including in "Tourism". Presence of a specialist from the institute, who 

has information on the specifics of training, areas of application-specific areas of training is an 

important condition for promoting education in the field. 

Participation of the specialist from the institute in outdoors events by UrFU is financed by the 

institute. There is a general plan for outdoor actions, but the department of social and cultural 

services and tourism need to create a list of criteria, which will help in selection of the city to which 

you want to send an institute specialist together with a representative of admissions.  

Based on the criteria we will use the following settings, if the city has matched the criteria to 

approximately 90%, this city is a potential target segment, which in turn means that the institute is 

advisable to allocate funds to send specialist with the admissions staff to attract potential 

applicants for education in "Tourism". 

Table 2 provides a list of cities from the official plan policies Ural Federal university Career 

Guidance for 2012-2013 year. 

 

Table 2 –  Compliance with the cities target segment selection criteria 
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Criteria 

 

Large city (population 

over 50 thousand 

people) +  - + + + + + + + + + + + + 
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The presence in the 

higher educational 

institutions that educated 

in «Tourism» + - - - - - - + - - + + - - 

Presence in the city 

tourism infrastructure + + + + + + + + + + + + + + 

The existence of unique 

tourist sites + - + - + - + + + + + + + + 

International activities 

(presence in the visa 

centers, consulates) + - - - - - + + + + + + + + 

Availability of transport 

infrastructure + + + + + + + + + + + + + + 

 

Based on the analysis of Table 2, we can conclude that the most perspective cites, which hold 

the representatives of target segment for promoting tourism educational programs are 

Chelyabinsk, Tyumen, Perm, Izhevsk, Magnitogorsk, Ufa, Surgut, Orenburg, Kungur9. Institute of 

Humanities and Arts should send a specialist to all of the above cities, in order to participate in the 

Ural Federal University stand and career guidance to potential applicants. 

 

Discussion 

Rather complicated is the question of evaluating the effectiveness of marketing activities, 

including participation in educational and tourist exhibitions. 

First, participation in tourism fairs is not core to the educational institution. Most visitors to these 

exhibitions are travel agents and representatives of the tourism and hospitality industry, who do not 

need access to higher professional education, while at the same time interested in the possibility of 

retraining and advanced training. Often, when working at the stand on the tourist exhibition 

member of tourism department face misunderstanding of potential candidates for education; why 

Federal University exhibits alongside with major tour operators, hotel chains and airlines. The 

effectiveness of student participation in educational fairs deserves special attention. 

In educational exhibitions involved a large number of institutions that are set on the secondary 

and higher education in various fields of education. When visiting the exhibition students do not 

create a complete picture of a particular educational institution. This is due to the fact that the 

pupils visit a large number of stands in one day, get a lot of diverse information, even if the 

applicant clearly choses one or another course (in the humanities or physical-mathematical). As 
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part of the exhibition it is difficult to pay attention to each person, learn more about the interests 

and preferences.  
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‘Welcome to the Home of Auschwitz tours’: The Online Marketing of 

Genocide Tourism 

Johnston, T., Moura, F. T. and Mandelartz, P.1 

 

 

Introduction 

Thanatourism, variously termed ‘dark tourism’ (Foley & Lennon, 1996), ‘Holocaust tourism’ 

(Ashworth, 2004) and ‘black spots’ (Rojek, 1993), describes tourism to sites associated with death 

and disaster. Although thanatourism is not a new practice, it is increasingly pervasive in 

contemporary society (Stone, 2006). Tourist interest in death has been theorised within 

postmodernism frameworks (see Lennon & Foley, 2000; Rojek, 1993), Orientalism, (Seaton, 

2009), secularisation (Stone, 2009), congruent with wider societal interest in death and 

Romanticism (Seaton, 2009). The majority of publications in the field have focussed on the supply 

side characteristics of the phenomenon (Stone, 2009), although whether or not thanatourism is a 

supply or demand driven phenomenon is not yet resolved (Seaton, 2009). Seaton additionally 

laments the lack of empirical data in the field, adding that the rush to theorise the subject has been 

to its detriment.  

The pinnacle of thanatourism research is the Nazi Extermination Camp Auschwitz-Birkenau, 

with a large volume of work considering both production and consumption of the site. Studies 

related to the tourism landscape at the camp have focussed on education (Charlesworth, 1996), 

ecology, tourist motivations, interpretation (Miles, 2002) and memorialisation (Keil, 2005), among 

many other themes related to contemporary usage of the camp. Auschwitz-Birkenau has 

additionally featured as an example in conceptual marketing discourse, including recently by 

Brown, McDonagh and Shultz (2012), who theorise consumption of the death within a  ‘dark 

marketing’ framework respectively. However, the camp appears to have been subjected to little 

empirical analysis in marketing discourse. 

The Auschwitz Concentration Camp included three main sites; Auschwitz-1, Auschwitz-II 

Birkenau and Auschwitz-III Monowitz. Between 1942 and 1945, when the camp was liberated by 

Soviet troops, some 1.3 million people were killed at the site, the vast majority of whom were 

Jewish (Cole, 1999). Today the Auschwitz camps are preserved as memorials to the victims of the 

Holocaust. The sites are managed by the Auschwitz Birkenau Memorial State Museum (ABMSM), 

which employ 300 guides, working in 20 languages to meet the needs of the large numbers of 

                                                             
1 Tony Johnston, University of Derby-Buxton, England. Email: a.johnston@derby.ac.uk 

Francisco Tigre Moura, University of Derby-Buxton, England. Email: f.tigre-moura@derby.ac.uk 

Pascal Mandelartz, University of Derby-Buxton, England. Email: P.Mandelartz1@derby.ac.uk 



 

267 
 

visitors. In 2012, 1.43 million people visited Auschwitz; 446, 000 from Poland where the camp 

features on the high school curriculum, followed by large numbers from Britain (149,200), the 

United States (96,900), Italy (84,500), Germany (74,500), Israel (68,000) and other countries 

(ABMSM, 2013). Total visitor numbers have almost trebled since 2001, when 492,500 people 

visited the camp, an increase likely explained by an increased interest in Holocaust Education 

(ABSMM, 2013), Poland joining the European Union in 2004 and the arrival of budget flights to the 

nearby city of Krakow.  

72% of the 1.43 million visitors are classified by the museum as ‘young’, meeting the desire of 

many for genocide education to ‘penetrate the youthful fabric of society’ (ABMSM, 2013, p.7). 

Motivations to visit the camp have been recorded by the museum as seeking ‘knowledge of the 

history of the camp’ (33.2%), in ‘remembrance of the victims’ (19.6%), ‘paying tribute to the victims 

of the camp’ (13.7%) and ‘curiosity’ (12.6%), (ABMSM, 2013). While entry to Auschwitz is free of 

charge without a guide (ABMSM, 2013), and public transport to the museums is low cost and 

frequent (ABMSM), many private companies sell tours to Auschwitz. Departing from the nearby 

cities of Krakow or Katowice, but often from much further afield and even overseas, these tours 

include budget offerings of guided group tours and transport for less than €20 per person, to 

private tours with limousine transport and personalised itineraries. The investigation of the online 

promotion of Auschwitz by Polish tour companies represents the main objective of this paper. 

 

Methods and Materials 

The use of the internet as a marketing tool has been broadly accepted in tourism literature, 

while the assessment of website effectiveness has been supported by academic researchers for 

some time. Thanatourism does not circumvent this movement, but it must be questioned if 

marketing scholars have dealt fairly with this ‘hot topic’, or has it been considered as simply just the 

marketing of yet another tourist attraction. As Brown et al. (2012, p.12) write, ‘all marketing, to put it 

in an admittedly contentious way, is dark marketing’. As Brown et al. (2012, p.12) write, ‘all 

marketing, to put it in an admittedly contentious way, is dark marketing’. Regardless of the 

experience fostered by websites, the internet has increasingly become the most relevant 

communication channel for tourism attractions. It has allowed both suppliers and consumers to 

produce and disseminate information, conduct financial transactions and share tourist experiences 

to a global audience. 

In order to examine the online promotion of private company tours to Auschwitz Birkenau, 

content analysis of websites was conducted through a triangulation by the three authors. A 

triangulation process was conducted, and where appropriate, or where any discrepancies arose, 

consensus was achieved through group discussion. The first step in the research was to collect a 

sample of enterprises promoting tours to the camp using search engine results found through the 

use of the keywords: ‘Auschwitz tour’ & ‘Auschwitz guided tour’. A total of twenty five English 
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language websites were found before saturation was reached and website repetition occurred. 

While it is likely that other companies offering tours do exist the authors contend that any others 

have very low online visibility. 

Data from the twenty five websites were collected and analysed using both quantitative and 

qualitative content analysis techniques. The initial quantitative method of analysis to determine 

content related issues involved a numerical coding scheme, where website elements were ranked 

as “depicted” and “not depicted”. Many authors have previously used this tool, including, for 

example Murphy, Forrest, Wotring and Brymer (1996) who applied it to evaluating hotel website 

features, producing a set of evaluation factors. Other more recent studies have evaluated websites 

using only the numerical coding scheme, including Law and Leung (2002) who modified Liu and 

Arnett's (2000) model and Blum and Fallon (2002) who assessed 53 Welsh visitor attraction 

websites using a checklist that was originally produced by Dutta, Kwan and Segev (1998). In the 

case of this present research, evaluation factors were modified by the researchers to fit the 

analysis of Auschwitz tour promoting websites, analysing websites under company profile, services 

offered and website features.   

Further to this, images and text from the websites were subjected to rigorous qualitative content 

analysis, using methods adapted from Rose (1996).  Analysis focussed on the information 

presented on the websites, including the type of image used by the website, e.g. barwired fences, 

the ‘Arbeit macht frei-Gate’, gas chambers, etc, image production methods and content, including 

use of colour, vantage point and components, etc. and finally, the audiences for the images, 

including circulation methods and storage.  

 

Research and Results 

A number of key themes emerged from the analysis of the websites, primarily related to 

company profiles, website design and website visual and textual content. Most importantly it was 

observed that a hard sell approach, focussed on price, comfort and convenience dominated the 

majority of the twenty five sampled companies. All twenty five offered online booking facilities, of 

which 40% (n10) highlighted that they were licensed companies, 56% (n14) noted that Auschwitz 

was a UNESCO World Heritage Site and 64% (n16) included customer reviews to boost company 

reputation and credibility. The majority of tours included transport from Krakow to Oswiecim, where 

Auschwitz-Birkenau is located, with a guided tour of the camp. Several companies offered 

premium tours to the camp, such as offering limousine transportation, private guides, and in-

transport documentaries for customers. Some tours included lunch, while others offered it as an 

additional extra, or the opportunity to stop for a break at the customer’s request. 28% (n7) of the 

companies offered tours to Auschwitz-Birkenau as part of a package deal, where tours to the camp 

could be purchased for a discount when purchased as part of a day trip to other local attractions, 

most commonly the Wieliczka Salt Mine. 44% (n11) additionally sold accommodation, while 96% 
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(n24) offered other tours beyond Auschwitz, including organising stag parties, shopping 

excursions, pub crawls, shooting, go-karting and airport transfers.  

Secondly, it was observed that the websites offered little information on Auschwitz-Birkenau 

itself and interpretation of the Holocaust was limited or non-existent for many. Additionally, any 

information which was offered by websites was frequently contradictory or vague. Figures related 

to the number killed at Auschwitz Birkenau, for example, varied from 1.1million to ‘millions’. 

Although it is acknowledged that numbers do indeed remain contested, many of the websites 

offered no contextualisation of the figures. Further to this, 52% (n13) made no mention of the origin 

of victims. Only one website advertised its tours primarily based on guides’ expertise and only two 

through offering customers greater levels of privacy or intimacy. Reflection on the ‘appropriateness’ 

of touring Auschwitz as an attraction was very limited, with only one website negotiating the 

paradox of consuming death as an attraction. 

 

Conclusions and Implications 

Should one visit Auschwitz? It is a difficult question, and a deeply personal one…. And certainly, 

having seen the camps (regardless of how many other groups are also filing through) few will 

regret the experience. The camps and their legacy are an indelible part of today's world, and 

visiting them is both sobering and edifying. 

(Krakow Tours, 2013) 

 

While the commodification of death for the tourism industry has long been recognised (Seaton, 

2009) and the trivialisation of difficult heritage is an equally established discourse in geographies of 

tourism literature (Ashworth, 2004), it is nonetheless likely the pervasiveness and marketing 

methods of Holocaust tour companies may surprise many. One company, for example, goes as far 

as categorising Auschwitz under ‘theme parks’ in its website structure; in what is arguably one of 

the least subtle exemplifications of Disneyfication a social science researcher will encounter. 

Although such trivialisation of Auschwitz has been discussed before (see Cole, 1999, for example) 

the majority of work related to site guardianship and management has focussed on contestations 

related to governance, funding and memory, site ownership, political collaboration and religious 

tensions. Continuation of such approaches in future - at the expense of exploring the highly 

prominent online role of private enterprise - could be to the detriment of understanding some of the 

new economies and contestations emerging at the camp. While this paper does not suggest that 

the rapidly increasing demand to visit to the camp (ABSMM, 2013) is solely a result of the 

increased number of post-2004 EU succession tour companies, there is a clear argument that such 

companies are assuming increased responsibility in delivering the camp to international audiences. 

It has further been argued that great educational exists at Holocaust sites (Charlesworth, 1996). 

While ‘dark’ tourists who find their experience challenging are those who are most likely to find it 
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fulfilling, this paper suggests that private companies running Auschwitz-Birkenau tours do not 

attempt to foster challenging experiences and instead compete on pricing, convenience and 

comfort variables. The role played by such companies in relation to Auschwitz-Birkenau raises 

many ethical questions; for example, should one visit one of the most notorious sites in the world, 

hosted by a company which specialises in stag parties?  
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Introduction 

The present paper addresses the information on tourism destination marketing from online 

brochures and leaflets. 

Positioning is studied based on the most frequent attributes and contents included in the 

information. 

The analysis provided communication benchmarking, allowed the identification of differential 

items regarding currently used communication strategies, and establishes opportunities for new 

tourism products, positioning and communication strategies. 

Market positioning refers to how customers think about proposed and/or present brands in a 

market (Perreault & McCarthy, 1999).  It is essential for any brand, including tourism destination 

brands, because it has effects on the purchasing decisions of consumers (Middleton et al., 2009), 

and allows for a sustainable competitive advantage, assuming consumer choice is based on the 

attributes (tangible and intangible) of tourism destination brands (Gwin & Gwin, 2003). 

In developing a positioning, the marketer must consider the following aspects (Urban & Hauser, 

1993): 

1. The target market 

2. How the product is different or better than competitors 

3. The value of this difference to the target market 

4. The ability to demonstrate or communicate this difference to the target market  

In other words, positioning must take into account not only target-consumers and attributes, but 

also the organization’s ability to communicate contents in order to be effective in creating relevant 

differentiation for their tourism destination brand.  

Subsequently, this study will examine the more frequent contents of communication and 

attributes used by tourism destination brands through online leaflets and brochures.  
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Attributes  

As brands, tourism destinations are sets of attributes defined spatially, considered as products 

or bundles of products or services, which tourists regard as determinant of their journeys 

(Pechlaner, 2000). Those attributes compete with other tourism destination brands attributes. 

Hence, tourism destination brands should be defined conceptually as a way to meet the needs 

and desires of one or a few tourist segments to target, using marketing concepts and tools, 

including positioning and the attributes characterizing the tourism destinations.  

Based on the Information about the different brands positioning in a market, the marketer can 

evaluate whether (Gwin & Gwin, 2003): 

 The brand has a positioning that is differentiated from other brands in the market. 

 Potential opportunities exist for the introduction of new products or repositioning an 

existing brand. 

 Certain segments are underserved by existing brands in the category. 

 

In the literature on tourists’ decision on destination selection, researchers usually propose a set 

of attributes as the most influential factors on the destination choice. 

In his review of literature on tourism destination image attributes, Zhou (2005) listed the 

attributes which were frequently used, namely: culture and history; landscape, services (shopping, 

accommodation, food, and transportation), entertainment, relaxation, climate (pleasant weather), 

price (cost, value for money), sport, safety (personal safety), local people's attitude toward visitors, 

special events and activities, accessibility (information available), adventure, wildlife, close to other 

destinations, and  special animals (see annex 1).  

These will be the attributes used in our study. 

 

Content of Communication 

As advertisers, tourism organizations are constantly seeking ways to increase the persuasive 

power of their communication messages. As such, they should consider contents more suited to 

consumers’ motivation, opportunity, and ability to process brand information from an ad (McCarthy 

& Mothersbaugh, 2002).  

Considering different media, namely printed media and television, considerable research 

analyzed the impact of different executional elements in enhancing recall, persuasion, and 

purchase intent. As a result, the identified executional elements constitute a range of possibilities 

to develop creative solutions. 

However, in many of these studies, the expression ‘creative strategy’ includes the message 

content (what to say) and execution (how to say it). Frazer (1983) and Taylor (1999) propose a 

distinction between ‘creative tactics’, dealing with how the message strategy will be implemented, 
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and ‘creative strategy’, that involves determining what the marketing communication message will 

say. 

Considering this distinction, Taylor (1999) established the Six-Segment Message Strategy 

Wheel, explaining consumer motivations for making different types of purchase decisions. It 

effectively combined the existing literature about message strategy into a single, workable model 

that professionals could easily incorporate into advertising practice. This strategy wheel combined 

research from Carey (1975), Kotler (1965), Vaughn (1986), the typologies developed by Frazer 

(1983), and Laskey et al. (1989), the Foote, Cone & Belding Planning Model on advertising (FCB 

grid model), and different theories on social sciences and consumer behavior (Taylor, 1999). 

Hence, Taylor’s model explores a contemporary understanding of consumer motivations, 

related to the aspects of consumers’ motivation, opportunity, and ability to process brand 

information from an ad. Additionally, since the model is based on consumer behavioral motivation, 

its application is not limited to traditional media such as the television or printed press (Hwang et 

al., 2010). 

Taylor’s message strategy wheel was the theoretical framework for different studies (see Annex 

2). 

In essence, the model considers message strategy from the perspective of how people make 

buying decisions and how advertising works (Golan & Zeidner, 2008). Because this model is based 

on consumers’ motivational behaviors, its application is not limited to message strategies in 

traditional media (Lee et al., 2011). In fact, it provides a practical tool to generate target-oriented 

messages (Tsai & Lancaster, 2012). 

Since this research focuses specifically on the content of the message, we will use the model 

developed by Taylor (1999) (see Annex 3) to characterize communication contents used by 

tourism destination brands.  

Taylor’s model also offers sophisticated reasoning for identification of sub-segments of the 

model, expanding the list of appeals more appropriate in each segment. Hence, we will correlate 

creative strategies and the tourism destinations attributes used, since attributes can also be 

considered sub-segments of creative strategies for different target markets.  

 

Tourism Online Communication:  

In the tourism market, from a consumer’s perspective there are many advantages of using the 

Internet (Anckar, 2003): 

 Increased immediate information available directly to consumers (from organizations and 

from third parties) 

 Potential reduction of time and costs associated with the information required to plan a 

trip or vacation  

 Enables on-time comparison of promotions and prices from different tourism suppliers 
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For tourism destination brands, online information is characterized by open-access and hence 

enabling file printing in PDF format and instant download from official websites or advertising sites 

(Bendito & Ramirez, 2011).  

Digital brochures should be consistent with hard copy brochures in terms of content. They 

should both be understandable, clear, and user-friendly, but digital brochures have specific 

characteristics due to the fact that they are unlimited, cheaper, and able to be electronically 

updated. Additionally, the number of downloads may be monitored.  

However, digital brochures tend to be the result of a mere process of scanning hard-copy 

brochures (Bendito & Ramirez, 2011), which is a concept quite distant from ‘innovative technology’ 

(Buhalis & O'Connor, 2005).  

In turn, tourism organizations websites tend to offer brochures upon request, in addition to 

website information. Some of them allow immediate online viewing of brochures information. 

Others, even more sophisticated, allow creating customized brochures segmented on a one-to-one 

personalized marketing strategy, satisfying the demand & supply of tourists (Anuar et al., 2012). 

Pollock (1995) identifies several changes in the main characteristics of predominant traditional 

media in tourism (brochures and print leaflets) and electronic media (electronic databases) arising 

from the use of the internet (see Annex 4). 

Due to the advantages of the digital world both for consumers and advertisers in the tourism 

market, we will restrict the scope of our investigation to a sample of tourism brochures and leaflets 

collected online, from tourism destinations websites. 

 

Research Questions 

1. What are the most frequent attributes in tourism destination information on online 

brochures and leaflets? 

2. What are the most frequent creative strategies used by tourism destination brands? 

3. What is the relationship between creative strategies and destination attributes used? 

 

After reviewing the existing literature we will formulate hypotheses to answer question 3, linking 

creative strategies to the various taxonomies of tourism destination attributes. 

 

Objectives 

The objectives of the study comprise: 

1. Examining the most frequent tourism destination attributes used in online brochures and 

leaflets (and analyze positioning) 

2. Evaluating the most frequently communicated contents (in terms of creative strategies 

used). This will allow to structure the positioning of the communication used by tourism 

destination brands in terms of consumer approach 
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3. To analyze the relationship between the various product attribute taxonomies and 

communication contents  

 

By analyzing the results we intend to benchmark positioning strategies and communication in 

terms of attributes and creative strategies frequently used by tourism destination brands. 

Regarding positioning, in terms of attributes we can identify points of differentiation concerning 

the more frequent attributes communicated, provide opportunities for new tourism products, and 

new positioning for existing brands. It will also be possible to identify potential consumer segments, 

currently not being served by tourism destination brand communication. 

In terms of communication content, we will be able to establish strategic differentiators. It will 

also be possible to identify and organize alternative communication strategies for tourism 

destination brands, exploring new ideas in market communication positioning, and helping tourism 

destination marketing managers to consider great creative options that might be ignored in a 

merely intuitive planning process. 

 

Methodology 

We will perform content analysis, suitable for analyzing a large number of images (Rose, 2012) 

from the medium “tourism brochures and leaflets covers” disseminated via the internet.  

The analyzed parameters include creative strategies and attributes communicated by tourism 

destination brands. Parameterization is also based on previous literature review, supporting the 

definition of taxonomies of elements to design creative strategies, creative tactics and variables 

characterizing tourism destinations.  

The coding procedures involve the analysis of images from online brochures, classified 

according to previously established definitions. Subsequently, a univariate and multivariate data 

analysis will be performed, in order to answer the research questions previously posed. 

 

Conclusion 

The existing literature identifies the individual executional elements and correlates them to 

values of potential cognitive, affective and behavioral responses from the target audience 

(Armstrong, 2011). We intend to associate those values and tourism destination creative strategies 

and attributes. This work will thus serve several purposes:  

 In a first stage, we will identify the most frequent attributes and creative strategies used 

in online tourism destination brochures and leaflets. 

Establishing a checklist of creative strategies and attributes, we produce a tool to encourage a 

good strategic definition of objectives, creativity and ads evaluation. At the same time, we 

benchmark the recurrence of use by tourism destination brands. 
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 On a second stage, we expect to identify statistical relationships between various 

taxonomies of several variables. 

Based on the observation that creative professionals have to meet a client’s briefing and the 

final work proposal must be accepted by the client, creativity (in terms of creative strategies to 

adopt) and attributes that advertisers want to communicate. This research, connecting creative 

strategies and attributes, helps the organizations responsible for tourism destination branding to 

identify consumers’ behavior and needs, adapting tourism destination communication materials to 

consumer demand. 

Simultaneously, the present research enhances the creativity from any actor in the creative 

process, through recommendations on creativity (in terms of creative strategies) from non-creative 

experts such as advertisers and account managers. Advertising agencies (creatives and accounts 

managers) and advertisers will also be provided with a framework for consistent harmonization of 

contents and attributes for different media. Contrary to common opinion, structured techniques 

tend to outdo unstructured techniques when trying to create creative ads (Armstrong, 2011). 

Overall, this study will support advertisers and creative agencies in stimulating creativity and 

assessing different communication content by generating a structured technique and a 

benchmarking of creativity and attributes in terms of tourism destination brands evaluation. 

 

Annexes: 

Annex 1 - Tourism Destination Attributes 

 

Natural Attributes Attributes construed by Man 

Landscape Culture and History (including 

Gastronomy) 

Climate Services 

Sports (natural conditions to 

practice sports) 

Entertainment and nightlife 

Wildlife Relaxation 

Rare or unique animals Sport 

Adventure (natural conditions to 

practice/search for adventure) 

Rare or special animals  

- Adventure 

- Special events and activities 

- Price 

- Safety 

- Local people’s attitude toward 
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visitors 

- Information available (easiness to 

obtain tourism information) 

- Close to other destinations 

 

Annex 2 – Studies using Taylor’s theoretical framework 

Authors Subject of Study 

Morrison and White (2000) To analyze American Super Bowl advertising 

Lee (2000) To analyze the differences in the use of message 

strategies between the U.S. and Korean television 

automobile commercials  

Lee et al (2001) To compare TV ads from American and Korean 

advertisers 

Hwang et al (2003) To analyze the use of different creative strategies by 

corporate websites 

Cunningham and Jenner (2003) For an integrated model of political behavior 

Golan and Zaidner (2008) As a tool for analyzing viral ads 

James (2011) To examine luxury advertising 

Lee et al (2011) To examine changes in financial institutions creative 

strategies over time 

Tsai and Lancaster (2012) In understanding message strategies adopted by 

pharmaceutical advertisers 

 

Annex 3 - Creative Strategies by Taylor (1999) 

 

Rational Advertising Transformational Advertising 

Ration  

 Comparative  

 Unique Selling Proposition 

 Generic  

 Preemptive  

 Positioning  

Ego 

 Emotional 

 User Image  

Acute Need 

 Brand familiarity  

Social 

 Resonance 

 Use Occasion  

Routine 

 Hyperbole 

Sensory  

 Sensory Gratification  
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Annex 4 - Key features of predominant traditional supports in tourism (brochures and 

leaflets) versus electronic media (electronic databases) 

 

Features Traditional Channels Electronic Channels 

Support  Brochures and leaflets, Travel 

Guides 

Electronic Database  

Content  Texts and images  Text, dynamic images, sound, 

animation and data 

Validity of the information  Set in time and limited by the 

availability of the support 

real-time update of sources 

Reach Limited reproduction with 

added shipping costs  

Expanded to all users of 

digital reading services 

Attractiveness Limited to common interests 

appeal 

Large scale dissemination of 

information conforming to the 

user’s needs 

Volume of available 

information 

Limited to media and shipping 

costs 

Unlimited and diverse  

Versatility Low, with a single theme in 

most printed media  

Very high, data may be 

distributed in a wide variety of 

shapes and channels 
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How Is the Evolution of CSR’s Research in Tourism Context? : A 

Review from 1992 to 2012 

Zanfardini, M., Aguirre, P. and Tamagni, L.1 

 

 

Introduction 

According to ATMC 2013 theme, tourism is a subjective, performative action contextualized by 

the geographical and socio-cultural characteristics of destinations. Tourism is a social/economic 

phenomenon that acts both as an engine of economic progress and as a social force (Theobald, 

2005), but it also can creates environmental, social and cultural negative effects (Archer & Cooper, 

2005).  

CSR is defined as “context-specific organizational actions and policies that take into account 

stakeholders’ expectations and the triple bottom line of economic, social, and environmental 

performance” (Aguinis, 2011, p. 855). CRS involves actions but also strategies to lead the 

organization to listen stakeholder’s expectations in order to reach not only long term economics 

goals but also the social and the environmental ones. Within the tourism academic literature a 

variety of concepts overlap the field of CSR, such as responsible tourism, sustainable tourism or 

ethical tourism (Frey & George, 2010). The CSR’s strategies can be applied not only by touristic 

enterprises but also by destination organizations. 

As an emerging research topic, the impact of CSR in literature has been studied in more 

general contexts; however, there is little knowledge about the evolution of CRS studies in tourism. 

Attending that the Corporate Social Responsibility (CSR) is a mean to adopting open and 

transparent business practices which aims to deliver sustainable value to society for the long-term 

benefits, we revised the tourism literature to analyze the evolution of research regard to this topic. 

We applied a content analysis for exploring the epistemological orientation's evolution of research 

on CSR and we also made bibliometric measures about year of publication, source of publication 

and searching keyword.  

The literature review is a form of survey research in which research reports, rather than people, 

are surveyed (Lipsey & Wilson, 2001). This term is often used as a synonym for research 

synthesis, research review, or systematic review (Cooper, 2009). The literature review applied the 
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content analysis technique to make replicable and valid inferences from texts on the contexts of 

their use (Krippendorff & Krippendorff, 2012).  

While the content analysis of literature is a qualitative technique, focused on the content of the 

research papers, the bibliometric analysis represents a quantitative study of them. Bibliometrics is 

the application of mathematic and statistical methods to books or other media of communication 

(Connaway & Powell, 2010) 

Many works have revised the evolution of CSR’s literature in business literature. De Bakker, 

Groenewegen and Hond (2005) did a bibliometric analysis of research and theory on CSR and 

Corporate Social Performance (CSP). Bigné, Alvarado and Currás (2009) studied the 

epistemological evolution of corporate social responsibility in marketing and Alvarado, Bigné and 

Currás (2011) did it within the management field.  

De Bakker et al. (2005) proposed a classification scheme for epistemological orientation of 

CSR’s research: (i) theoretical contribution, when papers enhance the systematic understanding of 

some phenomenon at an abstract level; (ii) prescriptive contribution, if they provide prescription to 

professionals and practitioners about how to realize some desired end; and (iii) descriptive 

contribution, when they report data or opinion, as these might be interesting in themselves, without 

the author making a noticeable attempt to contribute to either theory or practice. The first group 

presents inner sub-classes as conceptual, exploratory and predictive; while prescriptive papers can 

also be instrumental or normative. 

There are three alternatives of epistemological evolution of the research about CSR called 

progressive, vegetational and normativist view respectively (Alvarado et al., 2011; De Bakker et al., 

2005). The progressive evolution occurs when CSR literature has developed from conceptual 

vagueness, through clarification of central constructs and their relationships, to the testing of theory 

and this process is supported by increased sophistication in research methods. In this situation, 

conceptual, exploratory and predicted papers should prevail, while instrumental, normative and 

descriptive papers would be relatively few in comparison (Bigné, Alvarado, Currás & Rivera, 2010). 

The evolution is vegetational when the progress in the literature on CSR is obscured or even 

hampered by continuing introduction of new constructs. This kind of evolution is manifested 

through the prevalence of prescriptive and descriptive-oriented papers over theoretical papers. 

Lastly, the normativist view stresses the inherently normative character of the literature on CSR. 

Hence, hardly any progress is to be expected because of the inherently normative character of the 

literature.  

 

Methods and Materials 

Following De Bakker’s methodology, we generate a papers database by searching articles 

related to CSR and/or CSP within the 36 journals in the category ‘Hospitality, leisure, sport & 

tourism’ in the 2011 Social Science Edition of the Journal Citation Report. Within each journal we 
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searched five different combinations of key terms: ‘social responsibility’, ‘CSR’, ‘social 

performance’, ‘CSP’ and ‘responsible tourism’. The keywords were searched within the 

abstract/title/subject/keywords. We limited the search to articles published between 1992 and 

2012. The searching task was developed during October 2012. 

Each resulting data set was manually and independently examined and depurated looking for 

duplicated and non related documents. A final, unique database was obtained including 101 

papers from 14 journals.  

Two researchers made an independent content analysis of the papers’ abstracts to classify their 

epistemological orientation. The full texts of papers were analyzed whenever it was available in 

doubtful situations. A second, together revision was carried out for those papers in which 

researchers, independent judgment did not match. 

 

Research and Results 

From the original list of journals, only 14 published papers related to CSR in tourism. Journal of 

Sustainable Tourism, Tourism Management and International Journal of Hospitality Management 

were the sources where most papers were found (Figure 1).  

Most of the papers were accessed by ´responsible tourism’ or/and by ‘social responsibility’ 

search strategies. Papers founded by ‘social responsibility’ and by ‘CSR’ use more frequently the 

CSR theory as its main background, while those acceded by ‘responsible tourism’ search strategy 

use other theoretical frameworks as sustainability, ecotourism, green marketing, ethic tourism, 

network theory, stakeholders theory, etc.  

As regards the publication date of the papers, we found few works from 1992 to 2006, when the 

frequency of papers per year resulted of three or less. Moreover, we didn’t found papers during the 

period 1996-1998. Most research on CSR in tourism context is increasingly developed since 2007.  

Relating to the epistemological orientation of the papers, the majority of them were classified as 

theoretical works (68.3%), while the descriptive and prescriptive works resulted less represented 

(15.8% each category). From the 69 theoretical papers, 6 were conceptual, 40 exploratory and 23 

predictive. While within the prescriptive works, the instrumental ones prevailed over the normative.  

Figure 1: Quantitative evolution of CSR papers within tourism literature 
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As shown in Figure 1, the quantitative evolution of CSR papers varied depending on their 

epistemological orientation. Prescriptive papers had two peaks along the studied time period: in 

1993 and 2008. Since then, they seemed to vanish. The limited descriptive works were irregularly 

present during all the time period, showing a growth during 2012. Theoretical papers were scarce 

and irregular until 2008, when they had a significant growth. This increment was generated by the 

publication of exploratory and predictive works as shows Figure 2.  

 

Figure 2: Quantitative evolution of theoretical CSR papers within tourism literature 

 

 

Conclusion and Implications 
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tourism totaled only 101 items over a period of 20 years. More research is needed in future to 

confirm the tendency observed. 
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Acceptance and Use of Social Media in Tourism Companies in 

Eastern Finland 

Mikkonen, J., Tahvanainen, N. and Honkanen, A.1 

 

 

Introduction 

eBusiness and the use of social media is one of the biggest challenges but at the same time 

opportunities that tourism companies will face today. For example many social media channels 

offer companies new ways to market their products, respond to customers’ needs and possibilities 

to serve customers better. They can also increase company’s visibility, productivity and give new 

tools for developing their operations. Internet and different channels of social media have gained 

substantial popularity in online travelers’ use of internet. According to Official Statistics of Finland 

(2012) about 62 percent of Finnish population had used Internet for browsing travel and 

accommodation services, 45 percent had bought tourism related services from internet, and half of 

the population is a member of at least one social network service. And it is to be expected that the 

numbers will grow in future. The uses of social network services and mobile applications have also 

grown recent years in every service industry including tourism. Tourists are more interested of 

reading and sharing travel-related experiences, and they trust more on other peoples’ opinions 

than on printed material (i.e. Litvin, Goldsmith & Pan, 2008; Xian & Gretzel, 2010). They spend 

more and more time in different social media environments before, during and after the trip. 

Unfortunately companies are coming behind in this rapid development usually because they do not 

know how to use social media channels or they do not have time or money to learn. Still it is 

essential for many company’s competitiveness and existence how well the experiences and 

services they offer are seen in internet, and how well they can serve their customers also in web. If 

a company wants to stay competitive it is rarely adequate that its web pages work only as a source 

of information. Instead the interactive ability of social media has made it an important tool for 

marketing and communicating with customers. As more forms of social media emerge, it is 

beneficial for companies to understand how to use these tools and how to offer their customers 

what they are looking for. 

The aim of this study is to find out how tourism companies in eastern Finland use social media 

channels, and on the other hand what are the main barriers not to use them. In addition one of the 
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goals is to find explanatory factors to the acceptance and use of social media and to possible 

differences between enterprises’ behavior.  

Enterprises’ internet/technology adoption has been studied widely in international level and 

there are many different approaches used. According to some previous studies the level of 

eBusiness adoption is often related to firm size so that it is generally less in small and medium 

sized businesses than that in larger businesses. (i.e. Fuchs, Scholochov and Höpken ,2009; El-

Gohary, 2011). In addition many other internal and external factors have been found to affect on 

the acceptance of new technologies. For example Ifinedo (2011) found out that perceived benefits, 

management commitment/support and external pressure are significant predictors of the intent to 

adopt new technologies (see also Fuchs et al. 2010; Mehrtens, Cragg & Mills, 2001). Wang and 

Qualls (2007) have studied hospitality organizations’ technology adoption and they argue that there 

are many moderating factors that influence the relationship between perception of technology and 

adoption behavior. They also propose a model to explain the adoption behavior by hospitality 

organizations. Walczuch, Braven and Lundgren (2000) found out that main barriers to internet 

adoption and developing a web presence are the concern that the Internet or the website would not 

lead to more efficiency or lower costs. 

One of the most widely employed models that describe reasons to accept and use information 

technology is technology acceptance model (TAM) (Davis 1989; Venkatesh & Davis 2000; Wang & 

Qualls 2007). This model describes and explains how individuals adopt and use electronic 

systems. According to TAM theory, the adoption of technology is influenced by many external 

factors. Two of the most influential factors are perceived usefulness and perceived ease-of-use 

(Venkatesh & Davis 2000; Venkatesh & Bala, 2008). The model is commonly used to predict 

intention to use a certain system, and by that it aims to find out the attitudes of users. However the 

model has been criticized to be too simple and therefore new versions of the model has been 

developed (Venkatesh & Davis 2000; Lee, Kozar & Larsen, 2003; Shih 2004). The latest version is 

technology acceptance model 3 (TAM3) and development has been done for example by adding 

some external factors that influences experiencing perceived usefulness and perceived ease of 

use. (Venkatesh & Bala 2008) TAM3 model has been used also in this research. 

In Finland, there are not many studies done concentrating on eBusiness adoption at least in the 

field of tourism, and especially the aspect of social media is lacking. Therefore there is need for 

this kind of research to present timely information of the situation in Finland. The results can also 

be used by tourism companies and developers so that they can best respond to and satisfy 

customers’ changing needs as well as learn from new tools that can increase company’s visibility 

and productivity. 
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Methods and Materials 

The survey was conducted with online-questionnaires in six regions in eastern Finland. The mail 

was sent to about 900 e-mail addresses comprising enterprises in the field of hospitality and 

tourism, mostly accommodation, restaurants or programme services. After one reminder message 

a part of the enterprises was contacted by telephone and requested to answer the survey. The 

total number of responses gained is 165. 

Before this survey a pre-survey was made by interviewing 22 entrepreneurs about their use of 

different electronic marketing channels and social media. The questionnaire was then made based 

on these results. The questionnaire was structured in four parts which are 1) background 

information, 2) electronic communication and the use of social media, 3) attitudes towards social 

media and 4) co-operation with destination management organizations (DMOs). The background 

information consisted of some general information of enterprise and its’ customers. In the second 

part we asked all the electronic communication, sales and marketing channels the enterprise uses, 

as well as social media channels and the most important reason to use a certain channel. The third 

part was based on TAM3 model and included 52 statements about individuals’ attitudes towards 

social media. Respondents were asked to answer questions on a 7-point Likert-scale to describe 

whether they disagreed or agreed with the statement. If the enterprise did not use social media at 

all the reasons for that were asked at the end of part three. Several statements of most common 

reasons were presented and the scale used was 5-point Likert-scale. The fourth section 

encompassed questions about co-operation and the role of local destination management 

organizations, but this part is not discussed in this paper. 

 

Research and Results 

In this paper we present some preliminary results from the data collected so far (N=165). The 

aim is to find out the ways that tourism companies use social media channels and the reasons not 

to use them. Also some findings of attitudes towards social media are presented. 

More than half (55 %) of the respondents already used social media and nine percent was 

going to start using within next 12 months. The three most important channels were Facebook (51 

%), Google maps (31 %) and YouTube (17 %). Instead for example Twitter and blogs had only 

couple of users, even if they are more commonly used by tourism companies in many other 

European countries. Either TripAdvisor was not used by many of the respondents. This proves that 

social media channels are not yet familiar to tourism companies, or at least they do not use them 

for business purposes. There are also big differences about how companies use the channels. It is 

for example easy to set up an account in Facebook, but if it’s not used properly it may not 

necessarily bring any added value to a company.  

Only 12 percent of respondents had a strategic plan for eBusiness and social media, and about 

same amount was planning to execute one in the near future. This observation refers to that most 
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of the decisions about social media and internet coverage are made by the owners or 

management, and in many tourism companies there are only couple of employees working. In that 

case it is obvious that the most significant factor of social media adoption and behavior is the 

attitude of the decision maker as was stated also in the earlier studies.   

The most important reason to use social media was to get more internet coverage for a 

company. The next important reasons mentioned were to increase sales, to get new customers 

and to serve customers better. And actually when a company gets more visibility in different media, 

it benefits the other aspects at the same time. The most common reasons not to use social media 

were that entrepreneurs did not have the skills required to use social media, they did not know how 

to best utilize it, or they did not have time. 

When asked about the attitudes towards social media third of social media users experienced it 

to be useful in their job, and almost third thought that it increases productivity in job. Similarly more 

than third of respondents thought that social media is easy to use and 39 percent that the use is 

pleasant. Also some external pressure was found: about third of respondents said that people who 

influence their behavior think they should use social media, but however the use was voluntary for 

majority (71 %) of respondents. More than half was of the opinion that usage of social media is 

important and relevant in their job. 

 

Conclusion and Implications 

These results give only a small impression of very large and interesting theme of tourism 

companies’ acceptance and use of social media. Nowadays nearly all tourism companies have 

web pages but the opportunities of different social media channels are not well known in this 

rapidly developing world of technology. And even if they were familiar with different channels they 

do not know how to best utilize them or what channels would be suitable for company’s targets.  

Later we will analyze the factors that affect the acceptance and use of social media, and try to 

find out if there are differences between tourism companies’ behavior. The most interesting aspect 

is to find out which are the reasons that cause differences between enterprises behavior. Some 

previous studies have indicated that the size of the company is a relevant factor that affects on the 

adoption of eBusiness. However, in this study the respondents are mainly small enterprises with 

less than 10 employees. Therefore we hope to find out what causes the differences in behavior 

between small companies. The tourism industry in Finland is mainly formed from small enterprises 

and we assume that there are differences in the behavior according to the management of the 

business. It seems that the decisions related to social media and internet coverage are made by 

the owner which causes that his/her attitudes play a huge role in eBusiness adoption.  
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Significance of Internal Marketing Communications in Destinations 

Bayrak, G. Ö. and Adan, Ö.1 

 

 

Introduction 

To enhance the tourism experience of the visitor, the stakeholders of the destination should be 

communicated effectively and motivated accordingly to provide a better service. Since the 

destination experience of the visitor depends on the individual or the service establishment’s 

services and communication, the local people and the tourism establishments should be trained to 

enhance the destination experience of the visitor. Keeping in mind that destination marketing 

organizations’ utmost objective is to market the destination, they handle many marketing efforts 

such as familiarization trips, participating in tourism fairs, or producing and distributing print 

materials. In addition, destination-marketing organizations (DMOs) need to communicate these 

marketing efforts to its members to keep them informed about the progress. Since the stakeholders 

support the marketing efforts of DMOs financially, they may have a word to say that contributes to 

the process. On the other hand, internal marketing communication should involve a mutual 

relationship, to assure that they are linked and acted cooperatively under the destination brand 

construct. Sainaghi (2006) points out that the channels of communication can be more or less 

structured: word of mouth, meetings, newsletters, bulletins, local media (television and 

newspapers) and the style of communication tends to be informal. Thus, this study aimed to find 

out the effectiveness of DMO’s internal marketing communication process with its members that 

are the stakeholders at the same time. Overall, it is intended to create a model to develop and 

improve the internal marketing communication process effectively. 

 

Internal Marketing in Destinations 

The partnerships between the public and private sector, and close co-operation between all 

local suppliers are the keys to the ability of destinations to offer quality products (Buhalis, 2000). In 

addition to the co-location of the actors, the proximity of public, semi-public, and private 

organizations creates a strategic operational environment where competition may be coincidental 

and serendipitous (Gursoy & McCleary, 2004). The benefits of developing relationships between 

public and private sector organizations are reduced in uncertainty, managed dependence, 

exchange efficiency, and social satisfactions from the association (Palmer, 1996). To fulfill its 
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mandate, the DMO must have an understanding of the external entities (individuals and 

organizations) that can influence the achievement of its objectives. DMOs potentially have a great 

diversity of its stakeholders (Sheehan & Ritchie, 2005). The multiple networks of actors exist in 

proximity to each other forming mutual service chains, service networks, and interactions (Gursoy 

& McCleary, 2004). It is therefore important to discover ways in which each of the entrepreneurs at 

a tourist destination feels that his/her company is affected by tourism, so that suitable models and 

tools can then be found to involve different enterprises in the effective marketing of their 

destination (Grangsjö, 2003). The context of cooperative behavior among actors and organizations 

in tourist destination communities comprises various areas and intensities of cooperation (Beritelli, 

2011). On the other hand, the collaborative marketing relationships can further be complicated by 

the fact that local tourism-related organizations and businesses in a destination may conduct 

marketing activities with others at different levels and in various dimensions (Wang & Fesenmaier, 

2007). Instead, they should join and pool resources to develop and implement comprehensive 

marketing strategies that enable them to compete with other destinations (Buhalis, 2000). 

With so many different stakeholders involved in the tourism phenomenon, it becomes very 

challenging to find common grounds among the various agenda (Bornhorst, Ritchie & Sheehan, 

2010). Ultimately, the competitiveness of destinations depends on their ability to maximize their 

performance for each individual element assessed (Buhalis, 2000). As the tourism system context 

becomes increasingly fragmented and volatile, its stakeholders are pressured to adapt 

collaboration principles to everyday practice, particularly in the planning and marketing areas 

(d’Angella & Go, 2009). Thus, marketing of destinations should balance the strategic objectives of 

all stakeholders as well the sustainability of the local resources (Buhalis, 2000). Instead of 

competing against each other independently, tourism firms are ‘cast’ as actors in a tourism 

business network trying to ‘out-rival’ other destination networks (d’Angella & Go, 2009). Especially 

in the branding of destinations, collaboration and cooperation of the stakeholders is vital to achieve 

a strong brand image of the destination. Destination branding should have a consistent mix of 

brand elements to identify and distinguish a destination through positive image building (Cai, 

2002). Instead, they should join and pool resources to develop and implement comprehensive 

marketing strategies that enable them to compete with other destinations (Buhalis, 2000). The 

image of a destination changes over time, and it is developments at the destination that steer the 

processes of change that form and shape the special characteristics of the destination (Grangsjö, 

2003). Although organic images are not controllable, they can be borrowed, leveraged, and 

managed to supplement the intended image building to the extent that they benefit spreading 

activation and consequently enhance the brand identity of the destination (Cai, 2002). Therefore, 

ensuring that senior management’s desired positioning in the market is consistent with what is 

actually being delivered is vitally important if the brand is to succeed (King & Grace, 2005). 
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Methods and Materials 

The research comprises of a qualitative study to analyze the internal communication process 

between the DMO and its members. In this study, the mutual communication of İzmir Convention 

and Visitors Bureau and its members has been analyzed. Currently, there are 45 members of İzmir 

CVB which consist of hotels, travel agencies, destination marketing companies and municipalities. 

Therefore, the authors contacted each member to find out the internal marketing communication 

process and its significance in the marketing of destinations.  Since the number of the members is 

low for a quantitative research, the authors conducted structured personal interview that comprised 

of 15 questions that assist researchers to identify the process and analyze its effectiveness. These 

15 questions for the structured interview were prepared depending on the previous researches in 

the field of internal marketing. The researches first contacted each member via phone to ask for an 

appointment. Totally … members accepted the interview and gave an appointment. But … of the 

…members rejected to spend their time for an interview because of their busy jobs, but accepted 

to answer the questions via e-mail. Later, the answers collected from the majority of members 

were content analyzed and discussed accordingly to create a suitable model that can be applied by 

the DMOs in terms of internal marketing. 

 

Research and Results 

The effectiveness of the internal marketing communication is assessed through this research. 

The results are supposed to reveal the ways how İzmir CVB and the members communicate to 

each other, which channels are used, how effective the current practices are, and how it can be 

improved. The answers of 15 questions that are collected through 45 interviews were interpreted 

one by one. Since the members of the İzmir CVB are associated with various establishments, their 

point of view about the internal marketing seems that at the most they were likely to improve their 

communication process.  

 

Discussion 

Since destinations represent a collection of both professional and personal interests of all the 

people who live and work in the area (Buhalis, 2000), DMO targets to create a cooperative 

approach in the marketing of destinations. Convincing the stakeholders to be members of a DMO, 

and attaining the current members for a long time requires operational practices.  

 

Conclusion and Implications 

The results of the study helped the researches to create a communication model to be followed 

by the DMOs. The specificities of this model will help DMOs to develop tourism destinations, based 

on a purposive and focused communication. 
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Communication Platforms in Producing Facilities: A Comparison 

between German and Japanese Car Manufacturers 

Endo, Y. and Kurata, Y.1 

 

 

Introduction 

This paper focuses on the use of tourism for corporate branding of consumer goods companies. 

Producing facilities, in particular, is the main object of this study as one of the platforms to directly 

communicate with tourists for corporate branding. Some consumer goods companies operate 

factory tours and have exhibitions in the place of production, and we consider that these activities 

may play certain roles for making relationships with their customers. Maintaining good relationships 

with customers leads to their loyalty for products and corporate brands depending on the strategy 

of customer relationship marketing (Stone, Woodcock & Machtynger, 1995). Producing facilities 

can provide customers with an opportunity to know and understand the origin of corporate brands, 

which might be the effective way, we suppose, for the companies who aims at reinforcing their 

brand and developing differentiation strategy in the market. MacCannell (1999) insists that tourists 

are often eager to see the “back side” of the places where they have visited, which he calls “Quest 

for authenticity”. In the field of consumer goods studies, Beverland (2009) also proposes that 

products’ authenticity plays an important role in corporate branding. Taking these theories into 

consideration, we have supposed that advertising at producing facilities could meet the consumers’ 

needs for authenticity, or quest for the origin of consumer products’ brand. 

As examples, here we consider automobile companies in Germany and Japan, which operate 

communication platforms such as factory tours and corporate museums at their productive 

districts. As to automobile companies in Germany, Coles and Hall (2008) presents their 

enthusiasm for corporate branding through their production processes. Here, we look at the 

activities by Volkswagen and its exhibition facility, Autostadt in Wolfsburg. We obtained visitors’ 

data of Autostadt and investigated Volkswagen’s corporate policy for operating this facility from 

literatures. On the other hand, we conducted enterprise investigations of three Japanese 

companies, Honda, Mazda, and Toyota. These three companies operate factory tours in the same 

way as Volkswagen. However, we found from our investigation that there are some differences in 

terms of visitors’ data and their purpose between the three Japanese automobile companies and 

Volkswagen. We consider the results are attributed to the differences in their corporate strategies. 
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Methods and Materials  

Literature research about Volkswagen concerning Autostadt 

We have investigated the current situations of Autostadt and factory tours in Wolfsburg from 

literatures, especially about its visitors’ data and Volkswagen’s purpose of attracting visitors. 

Questionnaire surveys for three Japanese companies 

In 2011, we have conducted surveys in order to clarify the current situations of exhibition 

facilities in producing districts of various manufacturers, including Honda, Mazda and Toyota. The 

questionnaire comprises mainly two parts: visitors’ data of exhibition facilities and factory tours in 

2010 and their purpose of operating tours and attracting visitors. 

 

Research and Results  

The case of Volkswagen 

Walvis (2003) regards that communication platforms like Volkswagen’s Autostadt play a 

symbolic role for companies, and he calls such facilities brand locations. Indeed, Volkswagen 

operates their exhibition facility Autostadt in Wolfsburg as communication platform, as seen from 

its Website (Autostadt, 2013). Autostadt’s management director, Otto Ferdinand Wachs, says, “If 

the Autostadt is where Volkswagen’s heart beats, and we are able to reach our customers 

meaningfully, then we have significantly contributed to the success of the Volkswagen Group” 

(Autostadt, 2013). Autostadt attracts about 1.2 million visitors per year (Coles and Hall, 2008), and 

nine per cent of them comes from foreign countries. According to press releases by Volkswagen, 

the total number of visitors has reached to 20 million up to 2010 since its opening (Volkswagen 

group of America, 2010). In addition, 185,237 annual visitors have participated in Autostadt’s 

factory tour in 2007, among which 158,269 visitors (85%) are in tourists groups, and 26,968 visitors 

(15%) are in student groups or business groups (Otgaar, van den Berg, Berger & Feng, 2010). 

Judging from the visitors’ data of its factory tour, Volkswagen would operate factory tours for 

communication with their main target, tourist groups. 

 

The cases of Japanese companies 

While Volkswagen tries to attract tourists in their productive facility, the result of questionnaires 

shows that the three Japanese automobile companies (Honda, Mazda and Toyota) are clearly 

different from the German company. 

Honda is operating factory tours in Saitama prefecture in Japan. The respondent of our 

questionnaire was Honda’s employee who is in charge of its factory tour. In 2010, the number of 

visitors who participated in the factory tours was 22,070, and most of them belonged to student 

groups or business groups. The respondent wrote that the main purpose of operating tours was 
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social contributions; in other words, contributions to locals which might lead to the impression of a 

company’s image in that region. 

In Hiroshima prefecture, Mazda has its headquarters and plants which operate factory tours. 

Mazda museum is located beside the factory. People who participate in the factory tours also can 

enjoy the corporate museum. Mazda’s answer to the questionnaire shows us that their main target 

is not general tourists, and in fact most visitors belong to student groups. According to visitors’ data 

of Mazda’s answer, 61,613 visitors have participated in the factory tours. The respondent who 

belonged to General Affairs Department of Mazda answered that they attracted visitors for the 

purpose of social contributions and public relations. 

Toyota’s headquarters and factories are located in Aichi prefecture. Toyota exhibition hall is a 

corporate museum in the producing district, and operates factory tours. Toyota Corporate 

Citizenship Division answered the reason why they operate factory tours and the corporate 

museum; the main purpose of these activities was social contributions to the local society. In 

addition, they wrote, “If people have a favourable impression and trust for Toyota, it would bring 

about a sustainable development for the society and us.” The total number of visitors to Toyota’s 

facilities in 2010 was 320,000, and most of them belong to student groups, which are Toyota’s 

main target. 

 

Conclusion and Implications  

The comparison of the four companies shows us that there are obvious differences in their 

purposes of operating exhibition facilities and the main target of visitors (Table1). For example, 

Volkswagen seems to operate Autostadt in order to attract tourists and emphasize the symbol and 

origin of the company with the aid of communication with customers. On the other hand, the three 

Japanese automobile companies attract mainly student groups, and they have different purpose: 

social contributions. The difference of attracting target, tourists or not, is a decisive point in the 

comparison between German and Japanese car manufacturers. Student groups may become new 

customers in the future, but we emphasize the importance of retaining existing customers in the 

light of the relationship marketing theory (Berry, 2002). If existing customers participate in factory 

tours, they naturally belong to tourists groups. Therefore, we can conclude that Volkswagen tries to 

communicate with existing customers in Autostadt by comparison with the three Japanese 

manufacturers. 

Although we have supposed that communication with customers in producing districts is an 

effective method for relationship marketing and corporate branding, our hypothesis cannot be 

applied to the three cases in Japan. We, therefore, have questions; why are there differences 

among the companies.  
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Table1 - Visitors Data and Purpose of Attracting Visitors in Producing Areas 

  
Annual 
visitors 

Most 
Purpose 

visitors 

Volkswagen’s 

1,200,000 

tourist 
As symbol of company 
and 

Factory tour and groups 
 communication 
platform for customers 

Autostadt     

in Wolfsburg     

Honda’s 

22,07 
student 
groups 

Social contributions 
Factory tour 

in Saitama 

Mazda’s 

61,613 
student 
groups 

Social contributions and 

Factory tour and public relations 

Mazda museum   

in Hiroshima   

Toyota’s 

320 
student 
groups 

Social contributions for 

Factory tour and 
sustainable 
development of 

Toyota Exhibition 
Hall 

society and Toyota 

in Aichi   

 

Probably, one of the reasons is the difference in corporate strategies. Aaker (2004) points out 

corporate brands are important assets for companies, but it is also difficult to maintain and control 

the brands. Considering this opinion, what we have to consider is this question; whether we can 

really make corporate brand intentionally with the aid of tourism or not. If consumer goods 

companies choose the branding method introduced in this study, then they should consider the 

cost and the benefit, or cost effectiveness. Some companies have their showrooms in urban 

districts for the purpose of attracting customers. Sony, for example, has their communication 

platform in Tokyo, Sony Building (Sony, 2013). When it comes to attracting a large number of 

visitors, urban districts are superior to the place of production. Hence, the differences of the four 
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cases are closely related to whether companies regard their producing districts as communication 

platforms or not.  

Furthermore, companies’ recognition of their corporate brands is an important factor of the 

differences which is also related to corporate decision of each company. There are already a lot of 

products and brands in the markets, and naturally corporate brands have a variety of positions in 

accordance with the variety of markets (Aaker, 1996). In the light of this contention, we should 

consider whether a corporate brand is really connected to a certain producing area or not. 

Volkswagen may regard that their brand is closely related to the German producing district, as its 

origin, Wolfsburg. However, like three examples of Japanese automobile companies, some 

companies do not view producing areas as an important place for their brands. 

In a conclusion of this study, we point out the importance of positioning in the market, which is a 

basis of competitive strategy. Porter (1991) points out that attaining competitive and attractive 

position affect to the superior performance of companies. We suppose that the difference of 

positions in the market between Volkswagen and Japanese companies would be closely related to 

the outcome of investigations. If corporate positions are related to corporate strategies for 

branding, we should clarify the fact; which brand positions would be suitable for the branding 

method with the aid of tourism. Otherwise, we cannot criticize the three Japanese companies 

which do not have intention to attract tourists in their producing facilities. 

This study demonstrated through the examples of exhibition facilities of automobile companies 

in producing districts that they have different corporate strategies and different recognitions toward 

corporate brands. We considered that such situations of car manufacturers may be commonly 

identified in the manufacturers of other kinds of products such as clothing, food and drink. In the 

future study, we would like to prove this hypothesis. If we can make sure that the tourism-aided 

branding method can be applied to other types of products, we will be able to recommend and 

develop this branding method in the consumer goods industry.  

 

Acknowledgement 

This paper prepared to be presented at 5th ATMC was improved with the support of ATMC 

scientific committee. 

 

  



 

303 
 

References 

Aaker, D. A. (1996). Measuring Brand Equity Across Products and Markets. California 

Management Review, 38(3), 102-120. 

Aaker, D. A. (2004). Leveraging the Corporate Brand. California Management Review, 46(3), 6-

18. 

Autostadt Home Page (2013). Retrieved June 18, 2013, from 

http://www.autostadt.de/en/ort/our-philosophy/introduction/ 

Autostadt Home Page (2013). Retrieved June 18, 2013, from 

http://www.autostadt.de/en/ort/our-philosophy/otto-ferdinand-wachs/ 

Berry, L. L. (2002). Relationship Marketing of Services-Perspectives from 1983 and 2000. 

Journal of Relationship Marketing, 1(1), 59-78. 

Beverland, M. B. (2009). Building Brand Authenticity: 7 Habits of Iconic Brands. New York: 

Palgrave Macmillan. 

Coles, T. & Hall, C. M. (2008). International Business and Tourism: Global Issues, 

Contemporary Interactions. London: Routledge. 

MacCannell, D. (1999). The Tourist: a new theory of the leisure class. Los Angeles: University 

of California Press. 

Otgaar, A. H. J., van den Berg, L., Berger, C. & Feng, R. X. (2010). Industrial tourism: 

opportunities for city and enterprise. Farnham: Ashgate.  

Porter, M. E. (1991). Towards a Dynamic Theory of Strategy. Strategic Management Journal, 

12, 95-117. 

Stone, M., Woodcock, N. & Machtynger, L. (1995). Customer Relationship Marketing: get to 

know your customers and win their loyalty. London: Kogan Page. 

Sony Building Home Page (2013). Retrieved June 18, 2013, from 

http://www.sonybuilding.jp/e/index.html 

Volkswagen group of America Press Releases (2010). Retrieved June 18, 2013, from 

http://www.volkswagengroupamerica.com/newsroom/2010/04/14_vw_shanghai_expo.htm 

Walvis, T. (2003). Building Bland Locations. Corporate Reputation Review, 5(4), 358-366. 

 

 

  



 

304 
 

CHAPTER 3 

 

 

 

 

 

 

TOURISM BEHAVIOUR 

 

 



 

305 
 

 

 

 

 

 

 

 

TOURISM BEHAVIOUR 

 

 

3.1 – TOURISM GEOGRAPHICAL BEHAVIOURAL PATTERNS 

 

 

 

 



 

306 
 

Authenticity in World Heritage Historic Centers 

Paiva, O., Abrantes, J. L., Seabra, C. and Cravidão, F.1 

 

 

Introduction 

Tourism is a social phenomenon that happens at a location (Poria, Reichel & Biran, 2006). A 

place can correspond to an intense personal experience which evokes memories with specific 

meanings (Herbert, 1996).  

Nowadays cultural tourism in World Heritage Sites is an important market, because in modern 

society there is a clear “cult of authenticity” (Assi, 2000). So, there’s a need to analyze tourists’ 

perception of authenticity of destinations and their experiences. 

World Heritage Sites represent the culture of the country where they are located in. Also, the 

interest in heritage tourism is increasing (Li, Wu & Cai, 2008), it is important to analyze how 

international tourists understand this heritage. Previous studies demonstrated that tourists with 

different cultural values show differences in their motivations for searching information, risk 

perception, satisfaction and others, but few studies have tested the relation between cultural 

values and authenticity perception. 

So, our main aim is to analyze how cultural values influence the authenticity experience of 

World Heritage Historic Centers (WHHC) by French tourists. 

 

Methods and Materials 

Values are psychological variables that characterize people within the same culture. Cultural 

values are powerful forces that shape perception and individual behavior (Triandis, 2000). 

Destination image is defined as ‘‘an attitudinal construct consisting of an individual’s mental 

representation of knowledge, beliefs, feelings, and global impression about an object or 

destination’’ (Baloglu & McCleary, 1999, p.870). This concept is identified as a key issue in the 

travelling decision making process (Woodside, Frey & Daly, 1989). 

Tourists develop both cognitive and affective responses and attachments to environments and 

places (Baloglu & McCleary, 1999). 

The destination image perceived in the mind of the tourist is mediated by the person’s identity – 

cultural background and social, personal and psychological characteristics (Govers & Go, 2005).  
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H1- Tourist’s cultural values positively influence: 

a) the cognitive image of WHHC  

b) the affective image of WHHC 

Sense of place refers to the emotional and physical bond that an individual has towards a place. 

People develop a sense of identity, dependence and memory on certain places (Korpela et al., 

2001).  

Destination image influences the attachment to a destination. So, it is expected that a favorable 

image of a destination leads to a strong cognitive attachment to that destination (Veasna, Wu & 

Huang, 2012).  

H2a - Cognitive image of WHHC influences positively tourists’  

i) place identity 

ii) place dependence 

iii) place memory 

Image, as one of the most influential factors affecting tourist perception and consequent 

behaviors, is a mixture of various feelings about, attitudes toward, and ground for an overall 

evaluation of an object (Lee, O’Leary & Hong, 2002). 

H2b - Affective Image of WHHC influences positively tourists´:  

i) place identity 

ii) place dependence 

iii) place memory 

A place can correspond to an intensive personal experience which evokes memories that can 

acquire a specific meaning. Cultural tourists that visit cultural places have a sense of meaning or 

emotional attachment with them (Herbert, 1996). 

H3 - Tourist’s cultural values positively influence: 

a) place identity,  

b) place dependence 

c) place memory 

”Urban reminders” the leftovers from previous inhabitants of a place, may influence memory of 

places, directly by conveying historical information and indirectly by arousing curiosity and 

increasing motivation to discover the place’s forgotten past. People aware of the place’s history 

express more interest in the place’s past and in their own roots than people with fewer emotion 

bonds to a place (Lewicha, 2008). 

H4 - The tourist’s place memory of WHHC is influenced by: 

a) Place identity 

b) Place dependence 

Authenticity can be approached as genuineness or realness of artifacts, events or experiences 

(Steiner & Reisinger, 2006). 
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Tourist may enter in World Heritage Sites with some predetermined conception encouraged by 

the area’s destination image (Farnum, Hall & Kruger, 2005). 

H5 - Tourist’s perception of authenticity experienced at WHHC is influenced by:  

a) cognitive image 

b) affective image 

Cultural values give some things and experiences significance over others and thereby 

transform some objects and places into heritage (Avrami, Mason & Torre, 2000). Authenticity is an 

important characteristic of heritage that identifies traditional cultures and their origins as genuine, 

real and unique.  

H6 - Tourist’s cultural values positively influence’ the perception of authenticity of the touristic 

experience of WHHC. 

Especially in World Heritage Sites visitors may come to areas with preconceived notions of what 

their experience should consist of, and what types of encounters are needed in order to have an 

authentic experience (Farnum, Hall & Kruger, 2005).  

H7 – Tourists’ perceptions of authenticity visiting WHHC is positively influenced by: 

a) place identity 

b) place dependence 

c) place memory 

Behavior intentions in tourism refer to the set of tourists’ attitudes after their visit experiences. 

Thus, each distinct and favorable experience will positively influence future behavior, for example 

in the subsequent evaluation of destination, the future intentions to return or to recommend the 

visited site (Bigné & Sanchez, 2001). 

Destination image exerts influence on destination choice. Also, the more favorable the image of 

a destination is, the higher the probability that the tourist will return and recommend it (Bigné & 

Sanchez, 2001). 

H8 - Behavior intentions towards WHHC is positively influenced by: 

a) cognitive image 

b) affective image 

Authenticity is a subjective experience and deals not only with facts but also with myths and 

imagination (Jewell & Crotts, 2001). Previous research, proves that authenticity perception of 

experience positively influences behavior intentions, namely return and recommend heritage and 

historical sites (Kolar & Zabkar, 2010). 

H9 - Tourists’ perceptions of authenticity visiting WHHC positively influence behavior intentions 

towards those sites. 

Cultural and heritage tourists are looking for a sense of place, a connection to a place, with their 

traditions and customs (Jewell & Crotts, 2001). A strong place attachment may lead to repeatedly 

returning to a special place (Farnum, Hall & Kruger, 2005). 
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H10 - Behavior intentions towards WHHC is positively influenced by: 

a) place identity 

b) place dependence 

c) place memory 

Some tourists like to travel to destinations that share the same cultural background, but the 

opposite is also true, cultural differences, rather than similarities, can also attract tourists to 

different destinations. In consequence, tourists’ culture influences and contributes to explain their 

behavior (Reisinger, 2009).  

H11 - Cultural values positively influence behavior intentions towards WHHC. 

In sum, we propose the following conceptual model: 

 

Figure 1 – Conceptual Model 

 

 

Research and Results 

A structured questionnaire was developed in English and then professionally translated into 

French and applied to collect data of French tourists, in two destinations classified by UNESCO as 

WHHC, Guimarães in Portugal and Córdoba in Spain. The data is composed by 400 

questionnaires collected between July and August 2012. This final sample allowed us to have a 

proportion of 5 observations for each indicator - 78 variables (see Bentler, 1989 in Westland, 

2010). The final model represents a 16:1 proportion - 24 observable indicators. 

Measurement scales: 28 items were operationalized from Hofstede, Hofstede, Minkov and 

Vinken (2008), 21 items of cognitive and affective image were operationalized from Kim and 

Richardson (2003); 15 items of sense of place were adopted from Williams and Vaske (2003) and 

Lewicha (2008); 10 items of experience authenticity were operationalized from Kolar and Zabkar 
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(2010), Poria, Reichel and Biran (2006); 4 items of behavior intentions were adopted from Kolar 

and Zabkar (2010). The measured was based on a 5 point Likert scale – 1 = strongly disagree to 5 

= strongly agree. 

The hypotheses relating the constructs fixed in the CFA model were tested with significant 

results. After the CFA test the conceptual framework was simultaneously estimated in a structural 

equation model using Full Information Maximum Likelihood (FIML) estimation procedures in 

LISREL 8.80. This model contains five constructs, 24 observable indicators, measurement and 

latent variable errors, and intercorrelations between the latent constructs. This model has a chi-

square of 585.56 (239 df, p=0.00); the fit indices suggests a good fit of the model to the data 

(NFI=0.91, NNFI=0.96, PNFI=0.81, CFI= 0.96, IFI= 0.96, RFI=0.93, RMSEA=0.060). The following 

are the results (see Figure 2) through measures of standardized coefficients and t-values. 

 

Figure 2 – Model 

 

 

 

Discussion 

An important conclusion of this study is that French tourist cultural values don’t influence directly 

experienced authenticity. Cultural values do influence authenticity indirectly trough affective image. 

The empirical investigation revealed that tourist’s cultural values influence significantly and 

positively cognitive and affective image of WHHC. Affective and cognitive image has significantly 

and positively impact on the sense of place, specifically place dependence and memory. Behavior 

intentions are impacted significantly and positively by cultural values, sense of place and 

authenticity. 
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Our model gives an extended and integrated vision of what influences authenticity perception 

and intentions behavior. When marketers understand how cultural tourists react to authenticity, 

they can create more effective campaigns to influence consumers’ expectations and decisions. 

From a theoretical perspective, to our knowledge, no study exists with a focus on the impact of 

cultural values, image and sense of place on authenticity and intentions behavior in tourists.  

In sum, the literature was confirmed and extended with new relations among the constructs that 

can be applied to a research framework on a cross-cultural context.  
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Retirees’ Tourism Behaviour in Andalusia: Stability and Change in 

the First Decade of the 21st Century 

Nielsen, K. N.1 

 

 

Introduction 

Over the 20th century most industrialised countries have experienced ageing populations, and 

this has brought attention to the senior market. The interest in older persons’ tourism patterns has, 

among others, been underlined by various demographic and socio-economic factors; e.g. the 

growing size of the older population group, improved living conditions and changing lifestyles 

among the older set. Currently, the numerous baby boom cohort is gradually entering the senior 

group, and this generation is expected to introduce a shift in seniors’ demand towards more 

diverse and active tourism experiences. 

For several decades tourism flows have increased over the world in the context of globalisation, 

and this growth has been accompanied by increasing competition between destinations and the 

diversification of tourism attractions. In the first decade of the 21st century, the tourism flows in 

Andalusia - which is a region with various main attractions, e.g. sun and beach on the coast, and 

cultural and natural attractions in the inland – have been affected, among others, by the growth of 

national visitors and a decline in the length of stay. In addition, the main destination, the Costa del 

Sol, has seen high rates of retired and older – aged 60 and over - visitors (around one in five). This 

high participation of senior visitors can be related to the attractiveness of the Mediterranean 

climate and the existence of a Spanish senior travel program. In view of the role of such place 

attractions, this paper focuses on how retirees’ visits to the region have changed over the first 

decade of the 21st century. 

The aim of the paper is to examine retirees’ tourism behaviour in Andalusia, in terms of lifecycle 

factors and period effects. Although the objective refers to retirees, it is assumed that this group 

roughly represents older persons or seniors, and all three terms are used interchangeably 

throughout the paper. 

Broadly, three main approaches have characterised research on seniors’ tourism behaviour: a) 

comparative studies, b) segmentation studies, and c) temporal studies. 

Comparative studies have traditionally been based on lifecycle theory, in which older persons’ 

tourism patterns are assumed to be different from those of younger age groups, mainly because of 

fewer work and family responsibilities, as well as health problems related to ageing. In this sense, 
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although older people have more free time for leisure and tourism, mainly because of retirement 

and empty nest, at advanced ages health problems are expected to limit their tourism behaviour. 

On the other hand, segmentation studies have shown that seniors’ tourism behaviour is 

heterogeneous, observing different segments in terms of motivations, preferences and lifestyles. In 

addition, the dynamic nature of the senior market has been emphasised in temporal studies, which 

have examined changes in seniors’ behaviour, particularly, in relation to travel propensities and 

preferences. 

Older persons' tourism behaviour has traditionally been associated with more passive 

experiences such as bus touring or cruising (Lehto, Jang, Achana & O’Leary, 2008), and their 

destination choice has been related to past tourism experience and preference for previously 

visited destinations (Ryan, 1995). Moreover, destination-based studies have observed that cultural 

attractions and motivations of rest and relaxation are of greater importance among older tourists 

than younger (Jönsson & Devonish, 2008; Lawson, 1991). Also, how changes in seniors' 

preferences, linked to a generational shift, could affect destinations, with a considerable senior 

market, has been discussed (Prideaux, 2007). However, little is known about how seniors’ tourism 

behaviour changes over time in a destination, and particularly if their behaviour is diversified. The 

present paper adds insight into these aspects, discussing two main research questions: Are there 

stable patterns in retirees’ tourism behaviour? Do retirees' simply act as other tourists, following 

major trends in tourism demand? 

 

Methods and Materials 

This study examines retirees’ tourism behaviour in Andalusia in two phases. First, the following 

two hypothesis are tested in three separate periods for various variables: 

H1: Retirees’ tourism behaviour is different from other tourists. 

H2: Retirees’ tourism behaviour is heterogeneous. 

Second, retirees’ tourism behaviour is compared over time. 

The variables selected for the analysis reflect four main aspects of tourism behaviour: a) profile 

of the visitors (origin, age, gender and travel party); b) travel options (travel time, length of stay, 

destination area and motivation); c) tourism products and services (travel arrangement, 

accommodation, transport mode and expenditure); and d) satisfaction (trip evaluation). 

The empirical analysis of retirees’ tourism behaviour is based on the Encuesta de Coyuntura 

Turística de Andalucía, which is a survey on the tourism demand in Andalusia, conducted by the 

Instituto de Estadística de Andalucía. This survey is aimed at providing knowledge on the profile of 

the tourist, his expenditure and his evaluation of the trip. The survey is continuous, conducted on a 

quarterly basis in specific tourism places. The target population is the travellers, who visit the 

region of Andalusia for tourism purposes (only overnight trips). Over time methodological changes 

have been introduced, affecting, among others, the questionnaire, the zones and the variables. 
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The data used in this study were drawn from three independent sets of micro-data, referring to 

the years of 2000, 2004 and 2008, and limited to the visits for purposes of holidays and leisure. 

From the raw data 6086, 7099 and 13582 cases were extracted respectively in the years 2000, 

2004 and 2008. 

In order to allow for a comparison of variables from the three periods, a first step in the 

processing of the micro-data was to relate the variables in the different years.  

A priori segmentation was applied for the assessment of the retired segment, considering the 

variables age and employment status simultaneously. As the age variable was recorded in broad 

age groups, two types of retirees were defined according to their age: early retirees (from 45 to 64 

years) and older retirees (65 years and over). The retired segment counted 1401, 1393 and 2960 

cases respectively in 2000, 2004 and 2008. 

The reason for focussing on the retirement situation and not an age reference is three-fold. 

First, in tourism studies various chronological age references have been used for designating an 

older person. Second, the retirement criteria is assumed to reflect main lifecycle factors related to 

seniors’ tourism behaviour, such as more free time (linked to retirement and the empty nest). Third, 

the structure of the demographic variables in the survey was not suitable for using an age 

reference. 

Various statistical methods were employed, dependent on the type of analysis and the type of 

variable. First, the comparative analysis of the differences between retirees’ tourism behaviour and 

other tourists (H1) was conducted, using the chi-square test (category variables) and the 

independent t-test (continuous variables). Second, the analysis of retirees’ heterogeneous 

behaviour (H2) was conducted by the TwoStep cluster of PASW Statistics 18, using as explaining 

variables the length of stay and the travel arrangement. The clusters were tested through the chi-

square test and the analysis of variance. Also, correspondence analysis (category variables) was 

employed for profiling the different clusters. 

The temporal analysis of retirees’ tourism behaviour was based on comparisons of the results of 

the three periods, assessed in the comparative analysis, using correspondence analysis and 

analysis of variance. Also, changes in the outcome of the clusters in the different periods were 

considered. 

The PASW Statistics 18 was used in processing the micro-data, applying the statistical methods 

and obtaining the results. 

 

Research and Results 

The comparative analysis of the different variables shows that retirees’ holiday behaviour is 

different from that of other tourists in all three periods. In short, some differing characteristics of the 

retired segment is repeated over time. Among the retirees it is more common to travel with a 

partner, off-season and their trips are of longer duration, while among the rest of tourists the visits 



 

317 
 

are more family-oriented and of shorter duration (week-ends or short-break). The main reason for 

these differences seems to be related to lifecycle factors, specifically the retirement situation and 

the empty nest of the retirees. Regarding the main factors of attraction, the climate and the beach 

are more important among the retirees, suggesting that their visits are mainly motivated by rest 

and relaxation. 

The cluster analysis identifies a typology of retirees’ visits based on two variables, the length of 

stay and the travel arrangement. In 2008 five types of visits are observed: travel package, 

organised travel, independent, long stay and short stay visits. This typology reflects different 

patterns of visits among the retirees, confirming the heterogeneous nature of their visits. 

The temporal analysis showed both signs of stability and change in retirees’ tourism behaviour. 

The stability refers to visits of longer duration, off-season travel and the climate as the major factor 

of attraction, whereas the changes, among others, are related to the origin and composition of 

tourism flows (increase in national visitors), the travel arrangement (growing proportion of 

independent trips), as well as the evaluation of the trips (reduction in the satisfaction). In addition, 

the cluster analysis suggests that retirees’ tourism behaviour is diversified in the period. The 

number of clusters increases (three in 2000 and four in 2004), and more specific types of 

independent visits are observed over time (in 2004 long stay visits and in 2008 short stay), 

whereas the traditional option of visits by package travel is reduced. 

 

Conclusion and Implications 

In general, despite the methodological limitations of this study, the findings suggest two trends 

which emphasise stability and change in seniors' tourism behaviour at the beginning of the 21st 

century. First, retirees’ visits to the Mediterranean littoral in Andalusia is a consolidated 

phenomenon, where the Costa del Sol is the preferred destination and the climate the main factor 

of attraction. Second, there are signs of a diversification of retirees’ visits to Andalusia, which 

affects the origin of the flows, the travel arrangements and the role of the attractions. 
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The Role of Negotiation for Long-Haul Markets in the Intention of 

Revisit Rural Europe 

Rodrigues, Á. and Marques, C.1 
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Introduction 

In the last decades a growing demand for alternative forms of tourism is observable, with rural 

areas becoming more and more searched and chosen as tourist destinations, mainly for the 

contact with traditional ways of life, traditions and outdoor recreational opportunities by the so 

called postmodern tourists. Most of the rural tourists are from within European countries, and there 

is a lack of long-haul tourists in those rural destinations. According to several authors, the 

relevance of understanding the pattern of visiting several destinations during one holiday trip is 

more evident for tourists that have to overcome longer distances (Teye, 1989). However, this 

reality has not attracted much attention amongst researchers and several authors underline the 

need to understand this type of travel behaviour more profoundly. Particularly in the European 

context, the travel behaviour of long-haul travellers has been recognized as very important. One of 

the major long-haul markets for Europe is the North-American market which generally does not 

repeat visitation for Europe, especially for rural places, and consequently becoming non-visitors. 

Being a long-haul market there could be a maximization of the tourism offer of Europe between 

urban and rural destinations. In a previous study undertaken in the Mid-Atlantic US it was verified 

that this market faces several constraints to travel to Europe (Rodrigues, 2012). 

This behaviour chance may be due to some constraints to travel that may be struggling to visit 

the destination. Therefore, it is important to know what are the main constraints to travel and also 

the negotiation factors that could transform a non-visitor into a repeat or frequent visitor. In this 

study we discuss the intention of North-Americans to return and revisit rural places in Europe. In 

particular it is studied the influence of the travel constraints and the negotiation factors on the 

intentions to revisit European rural destinations for the North-Americans long-haul market. 

 

Travel constraints and negotiation 

Travel constraints have been examined extensively in leisure studies (Huang & Hsu, 2009). 

That body of literature contains ample evidence that a perceived constraint has a negative effect 
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on participation in leisure activities. According to Crawford and Godbey (1987), constraints may be 

analysed considering three dimensions: (1) intrapersonal (these constraints reflect intrapersonal 

psychological states, personality characteristics and beliefs (Daniels, Drogin, Rodgers & Wiggins, 

2005); (2) interpersonal, that result from interpersonal interactions and individual relationships 

established with others (McDonald & Murphy, 2008), and (3) structural which are associated with a 

broader context, beyond the personal context of the individual and includes physical and social 

institutions, organizations and beliefs associated with the society in which one lives (Nyaupane, 

Morais & Graefe, 2004; Pennington-Gray & Kernsteter, 2002).  

In tourism studies the concept of constraints has been used to analyse different research 

themes, such as participation in nature tourism, revisitation, seasonality, skiing, short-break 

vacations, senior tourism, women that travel solo and people with disabilities. Rodrigues (2012) 

presents an exhaustive list of these studies. However, none of the studies were in the field of long-

haul markets or rural tourism. 

Constraints are negotiable (Raymore, 2002), as people modify their behaviours to pursue 

strategies that allow them to continue to travel. This process is fluid so that “variations in the 

reporting of constraints can be viewed not only as variations in the experience of constraints but 

also as variations in success in negotiating them” (Jackson et al., 1993: 6).  

According to White (2008) the concept of negotiation was introduced to explain how leisure 

constraints may be overcome or mitigated. The conceptualization of constraints as negotiable 

emerged in the early 1990s, offering a refinement to the leisure constraints body of knowledge. 

Jackson et al. (1993) proposed that constraints modify participation rather than create non-

participation. Later Raymore (2002) developed a model to incorporate both constraints and 

facilitators to leisure participation. This model was adapted to the hierarchical model suggested by 

Crawford, Jackson and Godbey (2001). Raymore (2002) proposes that negotiation has the same 

hierarchical order within the hierarchical model of constraints. If persons cannot overcome inner 

doubts, cannot identify their desire for a particular activity, they will not advance to the next level of 

negotiation (McDonald & Murthy, 2008). Scott (1991) asserts that constraints are not necessarily 

insurmountable; instead people might find a way to modify behaviours to sustain leisure 

involvement. As explained by Jackson (1999: 196), this perspective ‘‘proposed that people 

‘negotiate around’ constraints using a variety of strategies, achieving their leisure goals, but often 

in a way  that differs from how their leisure would have been if constraints had been absent’’. 

Researchers have shown that people adopt strategies to negotiate through the various levels of 

constraints to fulfil their leisure desires. Kay and Jackson (1991) present evidence out that people 

adjust time and money constraints by trying to find the cheapest opportunity, saving money to 

participate, making economies in other things not related to leisure, reducing the time on tasks 

related to house-holding activities and reducing working time. 
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Methods and Materials 

 

The study aim is to explore the influence of travel constraints on the intention to revisit rural 

destinations of Europe and the potential mediation effect of negotiation to mitigate the negative 

influence of constraints. i.e. the suppressor effect of negotiation. Thus, the following hypotheses 

are designed: 

H1: Travel constraints influence negatively intentions of revisit rural Europe  

H2: Travel constraints influence positively negotiation  

H3: Negotiation influences positively the intention to revisit rural Europe 

H4: Travel Constraints influence positively the intention to revisit rural Europe through 

negotiation. 

The study used a survey approach based on a self-administered questionnaire. The target 

population included US residents for over ten years that were travelling in rural Europe. The 

respondents were selected in rural regions of Portugal (Douro and Central regions) and Italy 

(Tuscany). The questionnaire was delivered in rural hotels, cruisers, tourism offices of the selected 

regions and in the airport of Newark (USA) to passengers that were returning from Portugal and 

Italy. The survey was conducted between May and November 2010. 456 usable questionnaires 

were received, corresponding to a response rate of 25.3%. 

The items travel constraints’ scale were collected in previous literature related to this construct 

(Nyaupane et al., 2004; Penninghton-Gray & Kernstetter, 2002  Daniels et al., 2005). The items of 

negotiation were based on White (2008), Crawford, Jackson and Godbey. (2001), Raymore (2002) 

and Jackson (1999). All items were measured on a 5-point Likert scale. 

Structural Equation Modelling was used to test the proposed hypotheses. Maximum likelihood 

estimation method was adopted jointly with bias-corrected bootstrap procedure to provide the 

significance of the indirect effects in the mediation model. The Bollen-Stine bootstrap procedure 

was also chosen to provide a goodness-of-fit statistic. 

 

Research and Results 

Results show that (1) Constraints to travel negatively influence the intentions to return to rural 

Europe (-0.252, p<0.01), supporting the hypothesis that the higher the level of travel constraints, 

the lower the intentions to return (H1); (2) Contrary to what was expected, travel constraints have a 

negative direct effect, although weak, on negotiation (-0.145, p<0.05), hence the hypothesis H2 is 

not confirmed; (3) The negotiation factors have a positive direct effect on the intentions to revisit 

rural Europe (0.269, p<0.01), as hypothesised in H3; (4) Regarding the hypothesis H4, travel 

constraints do not influence the intention to revisit rural Europe via negotiation, because of its non 

significant coefficient value (-0.041, p>0.05). Consequently, H4 is not verified and the negotiation 
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factors do not mediate the relation between travel constraints and intention to revisit, hence they 

are not suppressors of the relation.  

All measures used to assess model-data fit are demonstrative of a good fit (CFI=0.948; 

GFI=0.947; Bollen-Stine p=0.002; RMSEA=0.086, 90%CI = ] 0.071, 0.101[). 

 

Conclusion and Implications  

In the literature on leisure/ tourism constraints it was verified that people negotiate travel 

constraints in order to find solutions to undertake their travel to the desired destination. Contrary to 

what some authors suggest (White, 2008; Jackson et al. (1993; Crawford, Jackson & Godbey, 

2001) a confirmation of these previous findings was not found.  

One of the major constraints referred in literature of tourism and leisure constraints is time 

(Nyaupane et al., 2004). For Godbey (2005) “…time constraints our lives and our leisure. We are 

changed and controlled by time more than we change and control it. In the modern and 

postmodern worlds, time is often thought of as the primary constraint to leisure.” In this study the 

lack of time could be associated with the long distance of travel. Long-haul travellers tend to stay 

more time in tourism destinations to maximize the time and the price of travelling to the destination, 

which tends to be higher than for destinations closer to the place of residence. According to Lew 

and McKercher (2006) some tourists see time in an opportunity/cost framework, where the greater 

transit time, the less time is available at the desired objective. The other constraints are related to 

health problems also difficult to overcome, and/or the lack of friends and family companionship to 

travel and, the incapacity of drive and risk perception. 

 The idea that to travel to rural Europe “involves too much risk” can be overcome with 

information about the place. Even if the choice of a destination and the tourist attractions visited 

depends on several factors including the tourists’ personality, the advice of tourism intermediaries 

can have a significant influence on tourism movements (Seaton & Bennett, 1996). To overcome 

these constraints related to risk perception it is necessary to provide a huge amount of information 

about rural destinations to the North American market. It gives a better perception about the 

destination and the perceived fame of an attraction (induced by information) represents an 

increased interest in visit the place. According to Lew and McKercher (2006) an attraction 

perceived as important in the destination makes the tourist feel obliged to visit those primary 

attractions even if they are located in relatively out of the way. Generally the North American 

market tends to visit urban destinations were tourists feel they can face less risky situations, since 

these places are more advertised, there is more available information about them, and the 

probability of more people are able to speak English and, consequently, to help to overcome 

difficulties is bigger.  
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Place and Proximity: A Spatial Analysis of Visitors’ Place 

Attachment at Kenai Fjords National Park, Alaska 

Mullen, K. C. and Davis, S. K.1 

 

 

Introduction 

People everywhere are defined in part by the places they love. Climate change is a global 

challenge that threatens homes, work places and protected areas around the world. This paper 

explores the connection between the distance national park visitors live from the park and their 

perceived connection to that place and influences on perception of climate change impacts. The 

authors build upon Norton and Hannon’s (1997) work hypothesizing that the closer visitors lived to 

the park, the greater place attachment they would exhibit. Based on an on-site survey of visitors to 

Kenai Fjords National Park (KEFJ), visitors’ place attachment and proximity to the Park were 

mapped.  

Climate change is important to every human being; it has the potential to drastically affect 

places that are important to us, including our national parks. In 2011 over 280 million people visited 

America’s national parks (National Park Service, 2011). People visit these historic, pristine places 

to see some of the greatest swaths of preserved area in the world, or places protecting historic or 

natural landscapes that can be found nowhere else on our planet (National Park Service, 2011). 

We continually observe changes in natural processes as the climate shifts and understanding how 

our beloved parks are changing can deliver a powerful message to national park visitors 

everywhere. Through front-line interpreters or online webinars, avenues can be created through 

which visitors are engaged and empowered to help protect the places they love. 

The data used in this study comes from the Place-Based Climate Change Education 

Partnership (CCEP); a National Science Foundation funded project. The purpose of this 

nationwide, collaborative effort is to scope the communication challenges, opportunities, and needs 

among national park and national wildlife refuge staff when discussing climate change impacts on 

America’s public lands. The Place-Based CCEP conducted visitor and internal surveys and 

interviews in five pilot locations around the country: Northern Colorado, South Florida, the 

Washington, D.C.-metro area, the South Alaska, and the Puget Sound region. This study focuses 

on KEFJ because of its iconic landscapes and visible impacts of climate change.  
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Places matter to people. Public lands, particularly America’s national parks and national wildlife 

refuges, are some of the most widely visited and revered landscapes in the country. Nearly 30% of 

the United States is designated as federally owned and managed public lands (National Park 

Service manages 84.4 million acres; US Fish and Wildlife Service manages over 150 million acres) 

and with this privilege comes a monumental responsibility and opportunity to communicate the 

impacts of climate change to the public.  

National parks and national wildlife refuges throughout the country are already beginning to see 

climate change impacts to natural and cultural resources. With impacts all around us, citizens are 

exposed to many messages about climate change on a daily basis, yet studies show a declining 

trend in public understanding of human caused climate change (Akerlof et al., 2010; Leiserowitz, 

Smith & Marlon, 2010; Maibach, Roser-Renouf & Leiserowitz, 2009; Stern, Dietz, Abel, Guagnano 

& Kalof, 1999).  Place-based climate change engagement is a theoretical model based on place 

attachment, place-based education, free choice learning and norm activation theories guided our 

Partnership research (Schweizer, Thompson, Teel & Bruyere, 2009). 

Our goal is to foster a deeper understanding of the current and expected impacts of climate 

change within and beyond parks and refuge borders through a suite of place-based climate change 

engagement activities.  

The purpose of this study is to test the relationship between proximity of visitors’ homes to KEFJ 

and their level of place attachment to the Park.   Based on previous research, we developed the 

following hypotheses: 

  H1. As distance between KEFJ and visitors’ homes increases, place attachment will also 

increase. 

 H2. As visitor place attachment increases, propensity to notice changes in the landscape 

caused by climate change will also increase. 

 H3. As visitor place attachment increases, desire to learn about changes in the 

landscape caused by climate change will also increase. 

 H4. As visitor place attachment increases, belief that climate change will harm KEFJ will 

also increase. 

 

Methods and Materials 

Using survey data collected by the Place-Based CCEP (n=493), the researchers identified 

where Kenai Fjords National Park visitors live by zip codes. Locations were paired with visitors’ 

responses to questions asking how attached to the place they felt and if they had noticed any 

effects of climate change at the Park during their visits. By comparing visitor responses to the 

survey with their spatial distribution across the United States, visitors’ proximity to KEFJ and level 

of place attachment were mapped.  Data were entered into the Statistical Package for Social 

Science 19 (SPSS) and ArcMap10 to visualize where visitors live compared with the Park. Using a 
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distance function, the researchers determined how far away from the Park visitors live then 

compared this information with their responses to questions about sense of place on the survey. 

From these results, we were able to show how proximity to the Park is linked with visitors' 

attachment to it. 

 Survey sites included the Exit Glacier trailheads and the Exit Glacier Nature Center.  The 

surveys were administered via iPads using the iSURVEY app.  The survey contained questions 

regarding visitors’ perceptions of climate change, specific climate change impacts, and attachment 

to the Park. The response rate for the sample was 68%. 

Three place-specific, visitor self-reported climate change variables were included in this study. 

These variables consisted of (1) I would like to learn more about climate change in this park; (2) I 

believe that some of the effects of climate change can be seen at this park; and (3) I believe that 

climate change will harm this park a great deal. Visitors were asked to indicate how much they 

agreed with each statement on a five-point scale where 1 = strongly agree and 5 = strongly 

disagree. A correlation analysis was conducted with these variables and the place attachment 

concept as well as each other. 

Place attachment 

The researchers created a place attachment concept by analyzing the reliability of four separate 

place attachment variables in SPSS 19. These variables include  (1) This park is very special to 

me; (2) I identify strongly with this park; (3) I am very attached to this park; and (4) This park 

means a lot to me. Visitors were asked to identify how much they agreed with these statements 

using a five-point scale where 1 = strongly agree and 5 = strongly disagree. The resulting 

Chronbach's alpha (α) score was used to determine if the variables formed a reliable scale. The 

SPSS data table of visitor attributes was exported as a comma separated value (CSV) table and 

then imported into ArcMap10. Once the visitor attributes were given geographical reference points, 

(see Distance below) the place attachment variables could be spatially represented on a map of 

the United States. The place attachment scores were reclassified into five color coded values 

ranging from green =strong attachment to red = weak attachment.  

Distance 

Distance was calculated within ArcMap10. National zip code data were retrieved from the U.S. 

Census Bureau Tiger site and joined to a table of visitor attributes which also contained visitor zip 

codes. Cases with missing zip code data were removed from the analysis, greatly reducing the 

sample size (n = 242). The researchers followed a process similar to Brown’s (2006) work in which 

respondent characteristics were combined with landscape values. By merging the two files the 

researchers were able to give the visitor zip codes a geographic reference point which could then 

be displayed on a map of the United States. Latitude and longitude for the Exit Glacier Visitor 

Center in KEFJ were extracted from Google Earth 6. These measures were converted into a table 

and imported into ArcMap10. After conversion into x and y coordinates, the data were placed on 
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the United States map via a shape file. The researchers used the point distance tool in ArcMap10 

to calculate the distances between the visitor center and all zip code centroids (Theobald, 2007). 

The resulting distances were joined to the table of visitor attributes. The distance variable was then 

reclassified into five outwardly radiating distance bands using natural breaks. 

Place attachment and distance 

Distance measures along with other visitor attributes in the table were exported in a CSV table 

and imported back into SPSS 19. Average place attachment scores were calculated for each 

distance band. A one-way ANOVA was used to calculate mean differences for each distance band.  

Additionally, the researchers employed a spatial regression model in ArcMap10 to test the 

influence of distance on place attachment. 

 

Research and Results 

Results show that regardless of distance, the majority of visitors surveyed report that they have 

a strong attachment to KEFJ . This attachment positively correlated with visitor ability to see 

climate change impacts (r = .20, p < .001) and their desire to learn more about climate change (r = 

.26, p < .001) in the Park.  

These results show that the majority of Park visitors care about KEFJ and therefore want to 

learn about how climate change is affecting the land they love. Due to the wide geographic range 

of visitors, education that shows how actions in New York, for example, can affect Exit Glacier in 

KEFJ may be particularly well-suited to encourage climate change-mitigating behaviors in visitors. 

 

Conclusion and Implications 

This study is the first in what could be exciting research for understanding visitors’ attachment to 

our country’s National Parks. This is an analysis of only one park from the CCEP study; data has 

also been collected in nine other parks around the country. Future research is needed to determine 

whether this pattern of self-reported place attachment, regardless of proximity, can be observed 

around the nation, not simply with Kenai Fjords National Park. From this research valuable 

information regarding climate change education strategies for National Parks around the country 

can be shared. Other possibilities for future research include comparing visitors’ responses in 

National Wildlife Refuges around the country to determine whether or not the findings from this 

study are also true in Refuge visitors.   
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Figures 

 

 

Figure 1: Visitor place attachment attributes 
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Figure 2: Visitor distance bands from Exit Glacier Visitor Center 
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Tourist Behavior in Two Continents: Analysis of Tourist’ Loyalty in 

Lloret de Mar and Cancun 

Amaya-Molinar, C., Palau-Saumell, R., Forgas-Coll, S. and Sánchez-García, J.1 

 

 

Introduction 

The paper analyzes consumer behavior on their visits to sun and sand destinations. The 

objective of the research is to test a theoretical model that includes the country image to the study 

of sun and sand tourists’ behavioral intentions and apply it on two continents. The choice of topic 

was motivated by the absence of works including the study of the influence of country image on the 

formation of behavioral intentions of sun and sand destinations. It was decided to apply the model 

on two continents to understand the differences about the tourist experience in two places, as 

Lloret de Mar (Catalonia, Spain) and Cancun (Quintana Roo, Mexico), that in a relatively short 

historical period, the external economic interests turned them into sun and sand destinations for 

mass tourism, radically transforming their appearance and the way of life of its people, equalizing 

them in a current set of characteristics that allows them to generate attachment in some of their 

visitors. The recent history of the two destinations studied can be summarized as a process of 

adjustment to adapt its environmental and socioeconomic structure to the needs of the tourism 

industry and its consumers. This study therefore covers three gaps in the literature on sun and 

sand tourist destinations. A first one, which consists of incorporating the construct of country image 

with those of destination image, value, satisfaction and loyalty in the construction of the model; a 

second one, which consists of developing and testing a model of loyalty in two continents; a third 

one, which tests the moderator effect exercised by the destination on the tourists’ perception on 

the way to loyalty. 

The literature review confirms that the destination image, perceived value, satisfaction and 

loyalty are constructs that have been used on a considerable number of studies of sun and sand 

destinations, but no evidence was found about its use analyzing the influence of country image on 
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the tourist destination image. The frame of reference for the study begins with an analysis of 

papers on two basic themes for research: mass tourism, in its mode of sun and sand and, on the 

other hand, the study of tourist destinations (Tinsley and Linch, 2001). Then, in the field of 

international marketing studies, it is contemplated the concept of country image in fields related to 

the perception of its people and its level of socioeconomic development (Roth and 

Diamantopoulos, 2009; López, Gotsi and Andriopoulos, 2011; Iversen and Hem, 2008) in 

connection with the image of the tourist destination (Mossberg and Kleppeb, 2005; Nadeau, 

Heslop, O’Reilly and Luk, 2008). Afterwards, we analyze the relationships among the variables 

destination image (Gallarza, Gil and Calderón, 2002; Pike, 2002), perceived value (Zeithaml, 1988; 

Sirdeshmukh, Singh and Sabol, 2002; Li and Petrick, 2010), satisfaction (Oliver,1980; Caruana, 

Money and Berthon, 2000; Bowen and Chen, 2001) and loyalty (Oliver, 1999; Oppermann, 1999; 

Yuksel, Yuksel and Bilim, 2010).  

The set of hypothesis proposes the influence of country image on the image of sun and sand 

tourist destinations', as well as the influence of the destination image in the perceived value, the 

satisfaction and the loyalty of tourists. It is also proposed that the value influences the satisfaction 

and loyalty, and finally, that the satisfaction impacts on the consumer's loyalty. 

 

Figure 1: Conceptual Model of the Study 

 

 

Methods and Materials 

A quantitative study was designed to contrast the hypothesis, using various scales to measure 

the different constructs. Measuring country's image is based on the work of Nadeau et al (2008), 

while the scales used in the measurement of the destination image based on the study of Prayag 

and Ryan (2012). For value, Sirdeshmukh, Singh and Sabol (2002) work was used and satisfaction 

was measured from the work of Lee, Yoon and Lee (2007) and Chiou, Droge and Hanvanich 

(2002). Loyalty was measured using items from Zabkar, Brencic and Dimitrovic (2010). To test the 
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questionnaire items was conducted a pretest with 50 personal interviews during the month of July 

2011. The questionnaire used a Likert scale of 5 points. We obtained a total 1228 foreign tourist 

surveys in Lloret de Mar (Catalonia, Spain) and Cancun (Quintana Roo, Mexico) between the 

months of July 2011 and January 2012, of which 1206 surveys were considered valid. In the study 

of data, we used a structural equation model with multigroup analysis. The models were estimated 

on the variance-covariance matrices for the maximum likelihood method with the program EQS 

6.1. 

 

Research and Results 

First we carried out a study of the dimensionality, reliability and validity of the scales used to 

ensure that we were measuring the constructs that it was intended to measure. This analysis also 

permitted us to refine the scales, eliminating non-significant items. Subsequently, the invariance of 

the instrument of measurement was verified, in order then to be able to compare the regression 

coefficients of each of the two samples (moderator effect). Prior to this comparison, we determine 

the causal relationships for the whole sample in order to test hypotheses. Summarizing the result 

of the hypotheses, the analysis shows that seven out of the eight relationships posited in the model 

are supported for the sample as a whole, so H1, H2, H3, H4, H5, H6, and H8 are supported. 

Next, the existence of significant differences in the causal relationships was estimated, to 

analyze the moderating effect exercised by the different destinations. The tourist destination 

partially moderates the model. The causal relationships are more significant in the sample of Lloret 

de Mar than in that of Cancun between country image (people) and destination image, destination 

image and value, destination image and satisfaction, value and satisfaction, and satisfaction and 

loyalty. On the other hand, stronger relationships were found in the sample of Cancun than in that 

of Lloret de Mar between country image (development) and destination image and between 

destination image and loyalty.  

 

Conclusions and Implications 

Among the most important results of the study can be highlighted the importance of the 

perception of the people in the image of the country, the influence of destination image on tourists' 

value for money, satisfaction and loyalty and, finally, the influence of satisfaction on loyalty. Iversen 

and Hem (2008) and Mossberg and Kleppeb (2005) initially proposed the relationship between 

country image and tourist destination image; afterwards, Nadeau et al (2008) empirically proved 

that relationship, in a study of an urban destination in Nepal. So far, we have not identified any 

other academic work proving the influence of country image in the image of tourist destinations of 

sun and sand, which is considered an original contribution of this study. The results in Lloret de 

Mar show a significant path to improve loyalty: the path linking country image people → destination 
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image → value → satisfaction → loyalty. In relation to Cancun, the results suggest the path linking 

country image people → destination image → value → loyalty.  

A recommendation that can be derived from the study to destination manager's is to 

concentrate their attention on addressing the dimensions included in the tourist destination image 

and value, considering their direct and indirect influence on the satisfaction and the loyalty of 

visitors. Moreover, we propose to continue to investigate the influence of country image in the 

image of tourist destinations, in general and sun and sand, in other destinations. We also believe 

that the empirical study of tourist destinations within the same category, but in distant locations, 

supports the strengthening of the theoretical models on consumer behavior, marketing and 

destination management. 

 

  



 

335 
 

References 

Bowen, J. and Chen, S. (2001). The relationship between customer loyalty and customer 

satisfaction. International Journal of Contemporary Hospitality Management, 13 (5): 213-217. 

Caruana, A., Money, H. and Berthon, P. (2000). Service quality and satisfaction – the 

moderating role of value. European Journal of Marketing, 34 (11/12):1338 - 1352. 

Chiou, J-S., Droge, C. and Hanvanich, S. (2002). Does customer knowledge affect how loyalty 

is formed? Journal of Service Research, 5 (2): 113-124. 

Gallarza, M., Gil I. and Calderón, H. (2002). Destination Image. Towards a Conceptual 

Framework. Annals of Tourism Research, 29 (1): 56-78. 

Iversen, N. and Hem, L. (2008). Provenance associations as core values of place umbrella 

brands: A framework of characteristics. European Journal of Marketing, 42 (5): 603 – 626. 

Lee, C-K., Yoon, Y-S. and Lee, S-K. (2007). Investigating the relationships among perceived 

value, satisfaction, and recommendations: the case of the Korean DMZ. Tourism Management, 28 

(1): 204-214. 

Li, X. and Petrick, J. (2010). Towards an Integrative Model of Loyalty Formation: The Role of 

Quality and Value. Leisure Sciences, 32 (3): 201-221 

López, C., Gotsi, M. and Andriopoulos, C. (2011). Conceptualising the influence of corporate 

image on country image. European Journal of Marketing, 45 (11): 1601 – 1641. 

Mossberg, L. and Kleppeb, I. (2005). Country and destination image - different or similar image 

concepts? The Service Industries Journal, 25 (4): 493 - 503. 

Nadeau, J., Heslop, L., O’reilly, N. and Luk, P. (2007). Destination in a country image context. 

Annals of Tourism Research, 35 (1): 84-106. 

Oliver, R. (1980). A Cognitive model of the antecedents and consequences of satisfaction 

decisions. Journal of Marketing Research, 17 (4): 460 - 469. 

Oliver, R. (1999). Whence consumer loyalty? Journal of Marketing, 63 (4): 33 - 44. 

Pike, S. (2002). Destination image analysis—a review of 142 papers from 1973 to 2000. 

Tourism Management, 23 (5): 541–549. 

Prayag, G. and Ryan, C. (2012). Antecedents of tourists' loyalty to Mauritius: the role and 

influence of destination image, place attachment, personal involvement, and satisfaction. Journal 

of Travel Research, 51 (3): 342–356. 

Roth, K. and Diamantopoulos, A. (2009). Advancing the country image construct. Journal of 

Business Research, 62 (7): 726–740 

Sirdeshmukh, D.; Singh, J. and Sabol, B. (2002). Consumer Trust, Value, and Loyalty in 

Relational Exchanges. Journal of Marketing, 66 (1): 15-37. 

Tinsley, R. and Lynch, P. (2001). Small tourism business networks and destination 

development. International Journal of Hospitality Management, 20 (4): 367- 378. 



 

336 
 

Yuksel, A., Yuksel, F. and Bilim, Y. (2010). Destination attachment: Effects on customer 

satisfaction and cognitive, affective and conative loyalty. Tourism Management, 31 (2): 274–284. 

Zabkar, V., Brencic, M.M., and Dimitrovic, T. (2010). Modelling perceived quality, visitor 

satisfaction and behavioural intentions at the destination level. Tourism Management, 31 (4): 537-

546. 

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality and Value: A Means-End Model 

and Synthesis of Evidence. Journal of Marketing, 52 (3): 2-22. 

 

 



 

337 
 

Shifting Tourist Flows to Less Frequented Destinations: 

Opportunities and Challenges for Rural Tourism 

Murphy, P. and Chow, I.1 

 

 

Introduction 

Tourist flows are like regular tidal flows and as such have attracted the attention of academics 

and the tourism industry over a long period. Even though geographers Williams and Zelinsky 

(1970, p. 563) considered “once established, a stream of tourists has its own inertia, and one can 

predict future flows with considerable confidence” their subsequent attempts to explain 

international travel flows only had mixed success. Likewise, industry attempts to extend or divert 

such flows have met with mixed results. Butler and Mao (1997) have discussed the physical and 

cultural ‘push and pull’ factors behind tourists’ seasonal migrations and have noted the muted 

success of management’s ameliorating efforts, based on the record of differential pricing, special 

events and market diversification. It has been noted also that various governments around the 

world are having limited success in diverting visitors from their popular, and often overcrowded 

iconic destinations, into surrounding hinterland regions which possess considerable under-utilised 

tourist attractions and potential. 

The purpose of this paper is to explore the chances of diverting more tourists to such 

underutilised regions through additional examination of two different tourist surveys involving the 

appeal of Australia. These two studies have been re-examined in light of certain preferences that 

emerged from the initial analysis, which would indicate there is some potential for rural regions to 

tap into these two markets more extensively. 

 

Literature Review of Challenges and Opportunities 

There are numerous challenges involved in attempts to manipulate tides, besides those 

experienced by King Canute (Sommerville, n.d.). One of the biggest for tourism is to encourage 

more tourists, both international and domestic, to move beyond the traditional ‘honey-pots’ of urban 

destinations and to visit rural areas. Rural regions, which can contain country towns of some size 

and heritage significance, possess the landscapes, beauty and tranquillity of bygone eras, which 

many stressed urbanites are supposed to treasure in today’s hectic lifestyles. These same regions 

are struggling to diversify their economies and hold their young people, yet a tourism sector would 
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enhance their range of employment and amenities, and complement their current primary industry 

emphasis and seasonality. However, rural tourism can be viewed as “a panacea and a paradox” 

according to Knowd (2001), for its record is mixed. Carlsen and Getz (2001) postulate up to 90% of 

rural tourism businesses are small business operations, many of them family operated and 

seasonal. Many would see it as a piggyback or complementary side-line to the dominant primary 

industries, which needs to developed and managed carefully if it is not to interfere with the 

operation and competitiveness of those industries.  

Such a situation has generated a variety of suggestions with regard to more beneficial planning 

and management for rural tourism, as illustrated by the review articles of Long and Lane (2000) 

and Wilson, Fesenmaier, Fesenmaier and Van Es (2001). Long and Lane (2000, p. 304) see a 

positive future for rural tourism, but say the next phase will be “a much more complex one”. They 

offer a variety of suggested strategies which include more national parks, government initiatives, 

partnership building and more sophisticated marketing, product development and training. 

Likewise, Wilson et al.’s (2001) rural focus groups provided ten conditions for successful rural 

tourism development. Among them are suggestions like developing complete tourism packages, 

good leadership, strategic planning, and better coordination and cooperation between tourism 

entrepreneurs. In both of these published works the consumers’ interest in and willingness to 

pursue rural tourism experiences has been accepted as an article of faith. 

Modern business cannot assume consumers will automatically embrace what they have to offer; 

there needs to be more examination of consumers’ attitudes and opinions regarding the true 

appeal of their product and how it measures up to competing attractions. For rural tourism to 

develop its proposed future it will need to understand their customers’ motivations and priorities in 

a very competitive world for the discretionary tourism dollar.  

This paper is an attempt to focus on tourists’ expressed interest in rural tourism, not through a 

direct questioning with the attendant possibly of interviewer induced responses, but via data mining 

of two past surveys of distinctly different tourism situations where respondents have or have not 

mentioned rural tourism of their accord. As such it is felt we can gather a truer gauge of the 

potential interest in rural tourism and the features of which could be better planned and managed 

to attract more tourists of the type being examined in the initial studies.  

 

International and Domestic Tourist Case Studies 

International tourists are a prime attraction to most nations because they tend to be the biggest 

spenders and a successful visit can create a believable promoter for the visited country, based on 

the convincing testimony of friends and relatives, or even a return visit. However, international 

visitors are generally focused in the high season, only have short periods of time available to them 

and are more dependent on public transport (airline, train and coach travel) than most other 

groups. Therefore, they tend to cluster at gateway cities and when they do explore a country to be 
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channelled by the national transport network. To see whether such visitors are interested in getting 

away from the major urban icons and into the country we have selected for further examination 

those who have the most prescribed itinerary and schedule - members of Chinese tour group trips 

to Australia (Chow, 2008 & 2009). 

When the Chinese tour groups travelling to Australia were examined in terms of their travel 

activity preferences it became apparent that while the majority stuck to the urban-centred tour 

itinerary, some preferred ‘Rural Travel’ and ‘Participatory Travel’ (Chow, 2009). The study’s factor 

analysis of the 397 outbound tour group respondents successfully separated respondents into 

seven niche markets of Shopping (36% of the total variance explained), Entertainment (10%), 

Nature Travel (5%), Culture and Heritage (5%), Rural Travel (4%), Coastal Travel (3%) and 

Participatory Travel (3%). This analysis amalgamated a range of 63 individual variables into 7 

independent factors, while losing only 34% of the original variance.   

The Rural Travel segment was found to be fond of visiting farms, wineries and experiencing  

local country-side lifestyles, while the experience-seeking niche of Participatory Travel group 

preferred to participate in activities seldom available in China (their country of origin), including 

water activities, self-driving in Australia and visiting night markets (Chow, 2009). Both of these 

Chinese groups wished to shift at times from the usual urban tourist places to less frequented 

destinations and participate in activities that offer experiences of local lifestyles and cultures.  

These two segments may be small but they are growing. As China becomes more affluent and its 

overseas travellers more experienced we can expect a repeat of past international travel patterns, 

with a gradual move from cosseted tour group environment to that of a FIT status.  

Domestic visitors have been the main source of rural tourism because of their familiarity with the 

regions, the increased probability of family-friend contacts, the availability of a family vehicle, and 

the larger number of opportunities to visit. Thus, while they may not spend so much per day as the 

international visitor they are a larger, more accessible and reliable market. But this is not a 

homogeneous market and there are many cities, coastal and mountainous regions vying with the 

agricultural and forest areas for this national market. To see if a growing domestic segment could 

be tempted to undertake rural tourism the results of a national survey into Australian short-break 

holidays (Murphy, Niininen & Sanders, 2010) has been re-examined to determine what potential 

exists within this market for regional-country Australia destinations . 

As elsewhere (Boerjan, 1995; Lohmann, 1990), the Australian public used or would use short-

break holiday opportunities as a complement to their annual holidays and undertake two prime 

objectives – relaxation (54%) and/or undertaking specific special interests (46%). The relaxation 

objective along with the frequently expressed motivation of ‘getting away from routine’ fit well with 

the countryside’s reputation for tranquillity and a change of pace. As to the specific interests, two 

stand out. First, the importance of linking short-break holidays with visits to friends and relatives 

(30%) and the sort of activities that could be undertaken in country areas and towns, such as 
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outdoor nature activities (52%), visiting local attractions and tourist activities (31%) and sport or 

outdoor activities (28%). The results indicated that countryside and rural coastal areas were 

popular options for stressed urbanites and that their wide range of interests over a 1-4 night visit 

would allow a wide range of rural communities to become involved in this market, especially if they 

had good access to the big cities and were prepared to package their offerings to suit this specific 

market segment. 

 

Discussion 

The authors have data-mined two of their previous studies to see if there is potential to shift 

existing flows of tourists to new and under-utilised regions in the case of international visitors and 

domestic visitors. In the international case the potential for such a shift is low, because most of the 

respondents were first-time travellers to Australia and had pre-selected tours which focused on the 

usual tourism icons of capital cities. But even here there is some room for flexibility and a number 

of international tourists preferred travelling to rural regions and experiencing local cultures and 

lifestyles. We can expect more of these early tour group tourists to show increased interest in 

areas outside of the major destinations. The potential to shift domestic tourists, and in particular 

the short-break holiday maker, to less frequented destinations is much greater. First, a 

considerable number of Australians already select rural destinations for some of their short-breaks, 

with a 60 – 40 split in favour of coastal and country regions over capital cities. Second their 

interests are so diverse that many potential rural destinations have an opportunity somewhere in 

this market. Third there is a strong link with the VFR market which can encourage multiple visits 

over time. 

Possessing the potential, however, does not guarantee success. Many ‘potential destinations’ 

remain ‘less frequented’ because they have not put the effort into being discovered and 

appreciated. Tourism is a highly competitive business and has become more sophisticated as 

tourists have become more experienced and demanding. Old methods of development such as 

‘build it and they will come’ are doomed to failure if potential rural destinations do not undertake 

appropriate customer research and competitive analysis. Likewise, these same destinations must 

decide what to put on show and how to minimize the negative impacts on existing economic 

activity and social wellbeing. 

Possessing the knowledge and the will is often insufficient if rural destinations are lacking 

convenient access or a critical mass of attractions. However, if they are prepared to find ways to 

turn problems into assets and work with local communities to build up the required critical mass of 

attractions and support facilities they will find plenty of individual success stories worthy of 

duplication. 
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Conclusion 

While the shifting of an existing tourist flow is always difficult this paper suggests it is not 

impossible. In examining the preferences and motivations of two distinctly different tourist subsets 

it was found that both already possessed an undirected interest in rural destinations. However, to 

capture these markets rural destinations must acknowledge the specific interests and needs of 

such travellers and be prepared to provide the appropriate facilities and services. Furthermore, 

they should be realistic in their assessment of their competitive position in this highly competitive 

global market, and the degree to which their communities are prepared to accommodate an 

industrial sector known as an ‘agent of change’. 

 

  



 

342 
 

References 

Boerjan, P. (1995). Do we need a distinction between short and long holidays? The Tourist 

Review, 2 (1), 11-17 

Butler, R. & Mao, B. (1997). Seasonality in tourism: Problems and measurements. In P.E. 

Murphy (Ed.), Quality management in urban tourism (pp.9-23). Chichester: John Wiley and Sons 

Carlsen, J. & Getz, D. (2001). Cross-case analysis of family businesses in rural tourism. Paper 

presented at the Eleventh Australian Tourism and Hospitality Research Conference, Canberra: 

CAUTHE 

Chow, I. (2008). Prediction of travel behaviour using psychographic and demographic 

characteristics: Case study of Chinese tour groups travelling to Australia. Unpublished PhD Thesis: 

La Trobe University, Melbourne, Australia 

Chow, I. (2009). Potential niches in the Chinese outbound leisure market: Evidence from factor 

analysis. Paper presented at The 3rd International Conference on Destination Branding and 

Marketing, Macau, China 

Chow, I. & Murphy, P. (2011). Predicting intended and actual travel behaviours: an examination 

of Chinese outbound tourists to Australia. Journal of Travel and Tourism Marketing, 28(3), 318-330 

Knowd, I. (2001). Rural tourism: Panacea and paradox. Sydney: School of Environment and 

Agriculture, University of Western Sydney 

Lohmann, M. (1990). Evolution of short-break holidays in Europe. In W. Fache (Ed.), Short-

break holidays (pp.7-28). Rotterdam, Netherlands: Centre Parcs 

Long, P. & Lane, B. (2000). Rural tourism development. In W.C. Gartner and D.W. Lime (Eds.), 

Trends in outdoor recreation, leisure and tourism. Oxford: CAB International. 

Murphy, P., Niininen, O. & Sanders, D. (2010). Short-break holidays – A competitive destination 

strategy. Gold Coast, QLD: CRC for Sustainable Tourism. 

Sommerville, J. P. (n.d.). King Canute and the waves. Retrieved March 22, 2013, from 

http://faculty.history.wisc.edu/sommerville/123/Canute%20  

Williams, A. V. & Zelinsky, W. (1970). On some patterns in international tourist flows. Economic 

Geographer, 46 (4), 549-67. 

Wilson, S., Fesenmaier, D. R., Fesenmaier, J. & Van Es, J. C. (2001). Factors for success in 

rural tourism development. Journal of Travel Research, 40, 132-138. 

 

 



 

343 
 

Who’s This Space? : Clichés, Identities and Places 

Tomka, G.1 

 

 

Introduction 

Once the rise of mass tourism in many seaside areas of the world turned little fishing villages to 

multi-billion dollar resorts, the impact of tourism on local economies and cultures became strikingly 

obvious. Cities, villages and even landscapes have changed dramatically while spatial, social, 

economic and cultural changes have intertwined. In many places, we see the development of 

tourist spaces – spaces designed, maintained and developed for tourists only. However, most of 

tourism destinations are shared spaces by tourists and locals, and while many more cities and 

rural regions bet their developmental efforts on tourism, many destinations are trying to make their 

tourism activities more environmentally and culturally sustainable (Hall, 1996; Choi & Sirakaya, 

2006).  

The growing body of research related to sustainability is tied to changing identities of tourists, 

locals and destinations as a whole (Hall, 2000; Ratz, 2000; Davis & Marvin, 2004). Leisure time is 

growingly an arena for experimenting with identity and the ways it is being expressed (Wearing et 

al, 2010). Instead of having fixed ethnic, family or vocational identity, we choose our lifestyles (and 

those are easy to change) by making choices regarded to travel. Moreover, the way in which we 

choose various and often geographically remote values, habits and meanings and build them into 

our identities resembles the acts of tourists. This has lead Zygmunt Bauman to name the 

contemporary human condition as the tourist (Bauman, 1996; Franklin, 2003). In such sense, 

tourism has become a post-modern human condition.  

For years such condition has been stigmatized by many researches like Urry (2002). The basic 

premise was that tourists with their dollars and marks are corrupting and banalizing the local 

heritage and exploiting the authenticity of local cultures (Bhandari, 2008). However, the true 

question is: Were many local communities actually aware of their genuine cultural identity at all, 

before tourists came? This question, posed by Picard in late sixties disturbed a whole research 

field. While researching Balinese culture he argued that tourists often serve as a primary trigger for 

the process of cultural identity construction (Picard, 2008). Tourist culture is a reference point for 

the creation of local cultures. In many cases, tourism serves as catalysts of identity creation, and 

together with it as a catalyst of spatial, economic and social transformations.  
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Preservation of local cultures “as they used to be” is no more a goal. Changes inside the local 

communities are inevitable, but that very community has to have a strong voice inside the process 

(Tosun, 2000). To achieve the authentic experiences, tourism practitioners are reaching out for 

local narratives, idiosyncratic customs and traditions and rare places. In terms of marketing, those 

are the raw materials for weaving customized products (Pine & Gilmore, 1999; Lacy & Douglass, 

2002). In practice, this enables direct host-visitor contact, which, in turn, involves tourists both 

spatially and symbolically in the local everyday life. 

 

Methods and Materials 

In relation to the theoretical background outlined above, this research aims to analyze the 

foundation of local tourism offer and its embeddedness in spatial markers and local cultural 

identities. It questions the nature and the evolution of tourist spaces while analyzing the role of key 

stakeholders in constructing it: tourism industry, local communities and tourists.  

The research is based in the city of Novi Sad, northern provincial capital of Serbia. In recent 

years, the city has seen a rapid development of tourism. New accommodation and transportation 

facilities as well as a broad range of festivities (one of the biggest music festivals in Europe is 

based in the city), nightlife events and cultural content suggest a further growth of visitor numbers. 

Even though there hasn’t been any tourism related conflicts so far, cultural identity of Novi Sad 

inhabitants is arguably influenced by this influx of tourists. On the other hand, the question is 

whether tourism industry has been skillful enough to use all the cultural heritage and identity of the 

city in its promotion. The importance of this research lies in exploring the process as well as the 

hidden assets and places in the city. 

This research aims to question the way in which tourism industry, locals and tourists perceive 

and describe tourist spaces and how they link them to places in the city. Through a qualitative field 

research, paper aims to analyze the tripartite compliance of (a) current tourism offer of Novi Sad, 

(b) cultural identity expressed by the local community and (c) tourists’ experiences. The research 

offers a valuable insight into the relation of tourism sector and local community and maps possible 

conflicts and hidden cultural assets in several places of the city. 

The qualitative methodology has been chosen due to the exploratory nature of the inquiry. 

Several distinct data collection methods will be applied, with the goal to collect naturally occurring 

data. First, local inhabitants are asked to reflect on their local surrounding (the city) in terms of 

memories, customs and events tied to places they find most memorable and interesting in the city. 

They are asked to note their reflections in the diary with at least one entry per day. This indirect 

approach to the research enables the bypass of the cliché and desirable answers. In the second 

part, the same research object is analyzed – the city and its most important places – but from the 

point of view of tourism industry. As their voices, the research takes into account the descriptions 

of the city provided by hotels and accommodation facilities of the city. Since many hotels have very 
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scarce websites or don’t have them at all, the texts from hotel’s pages www.booking.com (the part 

about the city) are taken. Texts on Booking.com are promotional storytelling accounts and they 

reflect a certain identity of the city and often depict local places, inhabitants, their customs, values 

and beliefs and as such offer a solid ground for comparison with the personal narratives of locals. 

Third data collection method aims to collect accounts from tourists. Since the goal is to retrieve 

naturally occurring data (without the influence of the researcher), the texts are taken from location-

based social network Foursquare.com. By commenting, criticizing, promoting or recommending, 

tourists are constructing stories about the places and the city. Places which are to be analyzed 

from the tourist point of view are the ones in relation to which tourism industry and locals contest 

and disagree. 

 

Research 

Raw data is treated as narratives in order to recognize main interpretative repertoires (Ritchie & 

Lewis 2002) used by these three distinct groups in exploring and describing the city and its 

memorable places. These repertoires are analyzed twofold: according to their spatial links (the 

places in which they happen) and most distinct traits (relaxed, busy, cozy, grand…). All the data is 

then compared. The analysis offers a look into spatial preferences of these three groups. First it 

offers an overview of places offered and promoted by the industry, than loved by the locals, and 

finally experienced by tourists. Overlapping of places indicates shared places, while stark 

oppositions will indicate possible conflicts (locals refusing tourist only places) and the loss of 

authenticity, or discovery of alternative places not yet offered by the industry but loved by tourists 

and locals. Second analysis looks into the kind of places (not related to their location) that are 

experienced as “tourism places” by all three groups.  

 

Discussion and Conclusions 

Proposed research design points to the main mechanisms of offering a certain place as place 

for tourists and experiencing it as the “tourist place”. Results show that various places in the city 

fall into some of the categories: places for tourists only, places for locals only and shared places. It 

also shows that tourists do not enjoy many places designed for them because they are over 

touristified and artificial. The tourism industry often produces cliché offer to satisfy imaginary tourist 

while loosing the authenticity and forcing locals out of those places. It is also visible from the 

research that some places, which are now only experienced by locals can become future shared 

places.  

Important finding of the paper is that, contrary to common claims, tourists do not seek and enjoy 

places designed for them which are stripped of from the “excessive local culture“. They indeed 

enjoy numerous places originally not offered to them, but places which are enjoyed by locals as 

well. In many instances, tourists and locals are sharing a common space – the authentic space of 

http://www.booking.com/
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the constantly evolving, changing city. This space is dynamically and vividly experienced and 

shaped through the dialogue between tourists and locals. Thus, the paper accentuates that local 

tourism industry has to tap into this shared space and find ways of exploring and exploiting, but 

also safeguarding and further developing it for the sake of more memorable tourist experiences 

and more sustainable local development. 
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Relation between Features of Agglomeration and Tourism Flows: 

Example of European Countries 

Majewska, J.1 

 

 

Introduction 

Tourism flows concentrate in areas perceived by tourists as attractive. This attractiveness may 

stem from natural or anthropogenic features, providing the product core to support holiday tourism, 

spa tourism or any other specialized tourism form. Alternatively, attractiveness of a locality may lie 

in the features enabling fulfillment of other travel goals: shopping, business or pursuit of culture. 

Heterogeneity and density of tourism supply observed in agglomerated regions, in particular 

diversity of services such as transport and accommodation, infrastructure and facilities useful for 

leisure activities like eating and drinking or participation in cultural, social and sport events etc. may 

also play the role of tourist attractions. On the one hand locally based tourist resources attract 

foreign and domestic visitors, on the other hand the attractiveness of localities is one of the most 

powerful elements for the organization of the economic networks of tourism (Goodall & Asworth, 

1990). Thus, location is one of the most relevant elements in the development of tourist activities 

(Carreras, 1995).  

Firms concentrate around low-cost and/or high-demand locations (Baum & Haveman, 1997). 

According to the traditional localization theory beside factors of cost in location decisions important 

role play demand factors (large and growing market – feedback relationship between concentration 

of firms and market size). Besides the appeal of locality the second force driving the clustering of 

firms is the existence of agglomeration economies (agglomeration forces). Lower transaction costs 

and other effects of agglomeration, such as diffusion of knowledge, formation of firms offering 

complementary services, and formation of social and business networks, all contribute to the 

achievement of competitive advantage (Krugman, 1991; Ottaviano, 2011). 

The development of tourism agglomeration (Porter, 1998), with high degree of geographic 

concentration of tourism firms, should be seen as process due to the nature of business involved, 

but on the other hand – as a positive feedback mechanism between tourists’ demand and tourism 

product system (Yang, 2012, p. 1349). The co-location of directly and indirectly tourism enterprises 

adds value not only to the clustering firms’ diverse products but also to the tourists’ experiences 

(see “diagonal integration” in Poon (1993), “diagonal clustering” in Michael (2003, p. 138)).  
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Economic effects of tourism development in agglomerated areas – in terms of increased utility 

for the demand side and increased profitability for the supply sphere – can be explained in the light 

of Krugman’s “new economic geography” (1991). As often emphasised, the essence of Krugman’s 

theory is analysis of economic behaviour from a spatial (geographic) perspective (Yang, 2012).  

The location theory in tourism is particularly relevant to a tourism – such as business travel – 

whose development does not rely on natural or heritage resources (Matias, 2004). Tourism supply 

in urban agglomerations forms a dynamic system which evolves over time, especially when 

dramatic changes in demand take place. In this context nowadays the features of agglomeration 

which determine formation of tourism clusters and respectively tourism flows and the influence of 

spatial agglomeration processes on the functioning of the tourism destinations (and conversely) 

seems to be more and more crucial.  

We can assume that fundamental impact on agglomeration processes in tourist regions can be 

attributed to attractions types. In tourism destinations built upon their natural and anthropogenic 

resources (as the only reason why tourism has developed) the first thing that happens is 

concentration of tourism demand – the desire to increase utility. Supply, on the other hand, is 

locally focused and its productivity is low. By contrast, business and culture tourism emerges as a 

phenomenon secondary to agglomeration processes that has developed earlier as a result of 

general economic development, trade liberalisation and globalisation. Consequently, with the 

assumption of both collaboration and competition of firms, in such regions productivity and 

heterogeneity of supply (both tourism-related and total supply that contributes to attractiveness of a 

region) is much higher. Thus, the question arises how agglomeration processes (advancement and 

features of agglomerations) are related to the intensity and character of tourism flows.  

The aim of this study is twofold: 1) to learn how the features of agglomeration supporting 

diverse forms of tourist activity explain spatial concentration of tourism flows; 2) to examine the 

influence of agglomeration development on the tourism flows intensity. 

The study is intended: 1) to determine types of regions due to intensity of tourism flows 

(disaggregated by domestic and foreign tourists) and features of space (agglomeration) in 

European countries; 2) and to examine the causality between agglomeration development and 

tourism flows intensity in different regions distinguished due to the features of agglomeration and 

advancement of its development. 

 

Methods and Materials 

Research methodology refers to the study of impacts of agglomeration processes on regional 

tourism development (tourism flows and supply in tourism agglomerations). We use time series 

(which cover the period 2000-2010) of variables describing features of places (including tourism 

agglomerations) and tourism flows at the regional (NUTS-3) level. Data are derived from 

secondary sources, i.e. statistics collected by Eurostat.  
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As a dependent variable describing tourism flows we use tourism intensity indices (overnight 

stays per 100 inhabitants, tourists staying overnight per 100 inhabitants). On the other hand 

features of the place are described with the use of the variables like:  

 density of population in individual regions, 

 productivity in regional economy, 

 percentage of ICT service providers in the total number of businesses in a given region, 

 features of tourism agglomeration (density, structure and features of tourism supply like 

e.g.: percentage of tourism entities in all business entities registered in a region, percentage of 

hotels in total accommodation facilities, etc.), etc. 

The following research methods are used to determine the relationship between tourism flows 

and features of agglomeration: 

1. Spatial autocorrelation (Getis-Ord G*
i statistics) as a measure of a feature’s concentration in 

individual spatial units and in the neighbouring units. 

2. K-means cluster analysis to find out whether and how spatial units (regions) exhibit similarity 

by relationship between tourism flows and features of the agglomeration.  

3. Vector autoregression (VAR) econometric model and Granger causality test to examine 

whether and how development of agglomeration is the cause of tourism flows. 

Applying spatial autocorrelation method we pay attention to the spatial effects (spatial 

dependence and spatial heterogeneity) and location of regions due to tourism demand intensity. 

Using Getis-Ord G*
i statistics (Getis & Ord, 1995) we check whether there is a tendency of 

territorial units (NUTS-3 regions) showing similar high values of tourism flows to cluster. We show 

“areas of gravitation” – i.e. spatial distribution of those clusters in European regions. 

As a next step of our study we applied k-means cluster analysis in order to find types of regions 

grouped by similarities in features (in the relationship between tourism flows intensity and attributes 

of agglomerated or non-agglomerated areas). This is one of the methods of optimising the 

classification of objects, such as territorial units. It is an iterative method, as it consists in gradual 

approximation of the final result by variant grouping of k observations of a variable. 

As a main method of our study we employ cointegration analysis and Granger causality test in 

order to examine whether and how the specified data series of agglomeration development is the 

cause of the series of tourism flows. Vector autoregression (VAR) statistical model is used to 

establish the degree and nature of interdependencies between variables, and significance of 

lagged values for these relations. This is a multiple-equation linear model with n variables in which 

the current value of a variable is explained by own delayed values and current values of the 

remaining variables. The VAR model is used to apply a Granger causality test with the Wald 

variant. By determining Wald chi-square values in a causality test we can find if a given variable is 

a leading variable with respect to another, i.e. if changes in agglomeration characteristics 
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(exogenous variables) can explain changes in tourism flows (endogenous variable) and if they 

improve prediction of the latter. 

 

Research and Results  

We describe the spatial concentration patterns of tourism flows in European regions and 

compare them with the characteristics of places (types of tourism destinations due to 

agglomeration phenomenon). We distinguish clusters of tourism regions taking into consideration 

tourism intensity and density of tourism supply on the one hand and – on the other hand – features 

of the agglomeration, e.g. density of population or the share of ICT providers in all businesses and 

as a result – productivity level in the region’s economy. There are clusters refers to the urban 

tourism destinations and clusters refer to typical holiday tourism destinations. 

The research findings enable us to form general conclusion that agglomeration processes 

influence creation of business or culture tourism destinations. Development of agglomeration 

should be seen as a process of business networks formation (i.e. relations between supply-side 

entities) which stimulates tourism demand and allows tourism firms to have giant development 

stage resulting in the development of tourism agglomeration. 

The study findings have shown how tourism flows depend on whether or not tourist destinations 

are part of an agglomeration. The more advanced agglomeration processes the more significant its 

influence on tourism development. The growing importance of agglomeration forces in 

development of business and culture tourism should be a subject of extended follow-up studies 

based on spatial econometric methods. 

 

Conclusion and Implications  

Over the past decades, several attempts have been made using clustering and agglomeration 

theories to explain the development of tourism. The research attention is mainly focused on the 

role of tourism firm agglomeration for their innovation and contribution to tourism development (e.g. 

Go & Williams, 1993), as well as on the effects of tourism agglomeration on regional development 

or social welfare (Yang, 2012; Urtasun & Gutierres, 2006), etc. Many authors have studied effects 

of agglomeration, such as knowledge diffusion (e.g. Jackson & Murphy, 2006), or complementarity 

of services (Page, 2003; Michael, 2003). Formation of business and social networks in the context 

of tourism development is an issue which was a focus of attention for e.g. Tremblay (2000) and 

Hall (2005). This paper intends to extend the issue of the relationship between features of 

agglomeration and tourism development (both demand and supply side) by applying typology of 

European regions and causality analysis, in particular with regard to tourism agglomeration and 

tourism flows. 

The revealed spatial concentration patterns of tourism flows due to the less or more 

agglomerated regions in Europe are interesting from destination marketing point of view. Tourism, 
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as a phenomenon secondary to the earlier emerged agglomeration processes, gives new impetus 

to the development of agglomerations. Hence, tourism may be a prerequisite for marketing 

activities and building marketing strategies for agglomerated areas. 
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Questioning the Role of Traveling for Quality-of-Life 

Ponocny, I. and Zins, A. H.1 

 

 

Introduction 

Scholars in tourism and quality-of-life research reiterate to conclude that findings about the 

relationship between engaging in traveling and the traveler’s perception of life quality and 

subjective wellbeing are important for marketing practitioners. This study attempts to critically 

question this claim in view of the existing literature and findings and to contribute to the ongoing 

debate by the results of an own recent empirical research. 

To arrive at a better understanding of both streams of research it is worthy to grapple with the 

perspective of marketing and that of quality-of-life and happiness studies. Regularly, marketing 

perspectives address the prospective consumption value by asking consumers about the reasons 

behind preferences or decisions in favour of particular products and services. Usually, satisfaction 

research does not link the single consumption experience to long-term aspects such as subjective 

well-being.  

In contrast, the study of happiness (or perceived quality-of-life or subjective well-being) pursues 

to develop instruments for the measurement and explanations for the changes in overall affective 

evaluations of an individual’s life. Leisure appears as a distinct category in the majority of studies 

while vacation travel did not receive that explicit attention in the past (Dolnicar, Yanamandram & 

Cliff, 2011). 

Traditionally, the life domains have been addressed and reflected in a compound or holistic 

way. Yet, the majority of investigations about the relationship of leisure travel and quality-of-life 

focuses on a single event or incident (e.g. the most recent trip) (e.g. Neal, Uysal & Sirgy, 2007; 

Nawijn, Marchand, Veenhoven & Vingerhoets, 2010). Findings about this type of inquiry are 

divergent: no change in happiness after the vacation trip (Nawijn et al., 2010), very low effect sizes 

from travel experiences (Gilbert & Abdullah, 2004), low and partially insignificant impacts from 

travel experiences on satisfaction with life in general (Neal, Uysal & Sirgy, 2004; Neal et al., 2007; 

Sirgy, Kruger, Lee & Yu, 2011), strong positive appraisal (Dolnicar et al., 2011; Dolnicar, 

Lazarevski & Yanamandram, 2011). 

With the sketch of a theory on the relationship between leisure travel and quality-of-life Sirgy 

(2010) definitely bridged the two research perspectives emphasizing on principles of the goal 
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attainment theory focusing on the travelers’ underlying driving forces and personal contingencies 

and expectations that are associated with leisure travel.  

To uncover dynamic effects of traveling on motivation, expectations and well-being, cross-

sectional data and differences thereof are just weak replacements of panel data. Another common 

work-around is the direct measurement of perceived changes which incurs even more problems 

known as common-method biases (Podsakoff, MacKenzie, Lee & Podsakoff, 2003). Moscardo 

phrases concerns similarly related to methodological problems when she questions whether 

research in this field really captures eudaimonic satisfaction or rather short-lived hedonic pleasures 

(Moscardo, 2009).  

To find out if and how engaging in leisure traveling impacts on subjective wellbeing we propose 

applying a research method that is as unobtrusive as possible. Neither limitations to certain life 

domains nor travelling for whatever purpose as a questionnaire topic should be used as triggers 

avoiding the biases introduced through social desirability, the building of implicit theories, illusory 

correlations, or context-induced mood. 

 

Methods and Materials 

The observations are based on 500 1-hour semi-structured interviews which have been 

collected for a project about living conditions in 10 different regions in Austria (partly random, partly 

snowball sampling), ranging from small rural villages up to districts in Vienna. Trained interviewers 

asked people about their life, life conditions and subjective well-being and the corresponding 

driving factors. No question was explicitly targeted towards any life domains or towards traveling. 

Subjective satisfaction and happiness in life were assessed on a ten-point scale ranging from “1” 

(very satisfied, very happy) to “10” (very unsatisfied, very unhappy).  

A sample of 389 interview transcripts is used for the current study, coded along topics like 

vacation travel, positive and negative valences, biographical narratives, past events and their 

impacts on life, sustaining tempers, emotions and memories, important issues for the present 

situation, resources of energy, impacts on current mood, objectives already achieved, perceived 

appreciation and esteem, challenges and restrictions, responsibilities, social comparisons, money 

and possessions, unattained wishes, future objectives, meaning in life, happiness and life 

satisfaction, importance of key domains for subjective wellbeing, social and political role. 

 

Research and Results 

Respondents are 60% female and approximately uniformly distributed across the age groups. 

Satisfaction with life is quite high with an average score of 2.4 which parallels the measure for 

happiness (same scale range) with an average of 2.5. Both measures are highly and significantly 

correlated (Pearson corr. = 0.8; p < 0.001) but uncorrelated with age, sex and size of household. In 

general, places of residence score mostly similar, but with some exceptions.  
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23% of the respondents touched the topic of own leisure trips during the entire interviews with 

some positive appraisal, only 8% with a negative one. Most of the incidents occurred during the 

biographical narratives (10% of the cases) and the explanation which things are important for the 

subjective wellbeing (10%), talking about happiness and life satisfaction in general (9%), about the 

future objectives to follow and wishes to be fulfilled (6%) and during the flashback into the past as 

memorable events (7%). 

For respondents who reported about vacation trips in their past (predominantly in their 

childhood and youth) it is significantly more likely that they will bring traveling up as an important 

objective for the future (McNemar-test, p < 0.05). The correlation with future goals in life was 

definitely significant. Biographical narratives and the importance for subjective wellbeing revealed 

almost significant associations (p < 0.1). A clear significant and positive correlation turned out for 

income and positive tunes towards leisure trips. Almost all of the screened sub-fields where leisure 

travelling appeared in a positive appraisal were more frequently observed with respondents living 

in urban settlements. Only the category covering the topic of happiness and satisfaction and 

leisure travel appears to be uncorrelated with any of the socio-demographic variables inspected. 

Regarding the location in the interview, neither the more general observations (positive or 

negative appraisals of vacation travel anywhere during the interview) nor the more specific ones 

(e.g. future goals) exhibit higher or lower scores of happiness or life satisfaction. 

 

Conclusion and Implications  

From a marketing point of view the bottom-up spill over model has strong overlaps with the 

value framework outlined above. The extension towards a longer individual time horizon (from 

immediate satisfaction to satisfaction and happiness in life) leads to a societal perspective (Sirgy, 

2010: 247) that gains attention and relevance particularly in the era of sustainable management 

and social responsibility. However, are the more recent research findings on tourism and quality-of-

life unambiguously advocating the proliferation of travel activities for the sake of a better ‘world’? 

This paper advocates a more cautious interpretation and particularly a more rigorous approach of 

methods applied to research the addressed relationships. 

It is claimed that only by a method (here: semi-structured personal interviews) which is not 

suspicious to generate ‘important findings’ on the role of leisure traveling, the unbiased role of this 

type of leisure activities for satisfaction and happiness in life can be assessed. Previous attempts – 

particularly quantitative approaches – have not only ‘prescribed’ the life domains deemed to be 

somehow important for the quality-of-life but also tried to approximate long-term effects from a 

single travel incident on perceived life satisfaction. The research design of this study took a 

different avenue of inquiry: If leisure travels – individually and/or cumulatively – contribute to an 

improvement of perceived happiness and life satisfaction this should picked and addressed by 
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people in one or the other way when talking about life conditions, important domains in life and for 

subjective wellbeing. 

Out of the sample investigated only one quarter of the interviewed people mentioned vacation 

travel with a positive or negative valence. Yet, this sub-sample did not show evidence of higher 

self-assessed scores of happiness or life satisfaction.  

Overall, the data gathered from this large set of in-depth interviews do not support the 

hypothesis that leisure travels play an important role in the introspection of someone’s personal 

life. If leisure traveling appears in these in-depth interviews it is very commonly phrased as wish, 

desire or goal for the future. This was expressed quite generally (such as “want to travel a lot”) or 

with particular destinations in mind, exotic as well as common ones (in about every second case). 

One third of these comments also complain about restrictions in the possibility to travel for a part of 

the population tourism seems to create desires which cannot be satisfied. 

Nevertheless, if traveling is mentioned, then mostly as a positive source, such as a relaxation 

opportunity. Sometimes people attribute their current positive mood to a recent journey or 

anticipating one. Long-term positive effects refer less to relaxation than to personal growth due to 

experiences in other cultures or to pleasant remembrances (e.g. evoked by TV – “I have been 

there”). Traveling in general, however, is also considered as a part of good life, in particular as a 

source of emotional experience or of broadening the view of the world. 

In summary, memorable experiences from leisure trips mostly refer to others (accompanying 

persons or people met during the trip), to landscapes or culture and religion. Particularly these 

aspects of travelling are heavily used for promoting tourism. Reported aspects of these – obviously 

memorable – experiences were more beyond than under the control of marketing of a particular 

person or institution. Hence, it is difficult, if not impossible, to give recommendations to marketing 

practitioners out of the current findings of this study how to tune the phases and encounters of 

leisure trips to increase travelers’ quality-of-life. 

 

Acknowledgement 

This research was supported by Anniversary Fund of Austrian National Bank, Proj.nr. 14399. 

 

  



 

358 
 

References  

Dolnicar, S., Yanamandram, V. & Cliff, K. (2011). The contribution of vacations to quality of life. 

Annals of Tourism Research, 39(1), 59-83. 

Dolnicar, S., Lazarevski, K. & Yanamandram, V. (2011). Quality of life and tourism: A 

conceptual framework and novel segmentation base. Journal of Business Research, online. 

Gilbert, D. & Abdullah, J. (2004). Holidaytaking and the sense of well-being. Annals of Tourism 

Research, 31(1), 103-121. 

Moscardo, G. (2009). Tourism and quality of life: towards a more critical approach. Tourism and 

Hospitality Research, 9, 159-170. 

Nawijn, J., Marchand, M.A., Veenhoven, R. & Vingerhoets, A.J. (2010). Vacationers happier, but 

most not happier after a holiday. Applied Research Quality Life, 5, 35-47. 

Neal, J. D., Uysal, M. & Sirgy, M.J. (2004). Measuring the effect of tourism services on travelers’ 

quality of life: further validation. Social Indicators Research, 69, 243–277. 

Neal, J. D., Uysal, M. & Sirgy, M.J. (2007). The effect of tourism services on travelers’ quality of 

life. Journal of Travel Research, 46, 154-163. 

Podsakoff, P.M., MacKenzie, S.B., Lee, J. & Podsakoff, N.P. (2003). Common method biases in 

behavioral research: A critical review of the literature and recommended remedies. Journal of 

Applied Psychology, 88(5), 879-903. 

Sirgy, M.J. (2010). Toward a quality-of-life theory of leisure travel satisfaction. Journal of Travel 

Research, 49, 246-260. 

Sirgy, M.J., Kruger, P., Lee, D.-J. & Yu, G.B. (2011). How does a travel trip affect tourists’ life 

satisfaction? Journal of Travel Research, 50, 261-275. 

 

 

 



 

359 
 

Creative Tourism: A Preliminary Examination of Creative Tourists’ 

Motivation, Experience, Perceived Value and Their Revisit Intention 

Chang, L-L., Backman, K. F. and Huang, Y-C.1 

 

 

Introduction 

Cultural tourism is one of the main trends in the global tourism market and is viewed as a 

thriving industry. In generally, cultural tourism can bring the economy growth for the countries. 

However, nowadays, under the experiences economy, tourists are becoming more active and 

looking to involve new experiences and want to have holiday experiences that will change them 

rather than simply filling them with loose experiences (Richards, 2001). In addition, more and more 

managers of destinations simply borrow ideas from other destinations or models that have 

successfully developed, designed and wrapped their products. Growing competition is making it 

more difficult to succeed by developing undifferentiated cultural products (Richards, 2002). Thus, 

the development of culture tourism cannot assure the success of destination anymore.  

From those descriptions, it is clear that cultural tourism needs to have more interactivity and 

creativity to satisfy the needs and wants of contemporary consumers. In 2000, Richard and 

Raymond have pointed out the new direction for cultural tourism as creative tourism. They defined 

creative tourism as “tourism, which offers visitors the opportunity to develop their creative potential 

through active participation in learning experiences which are characteristic of the holiday 

destination where they are undertaken” (Richards, 2003: 65). As Richards (2002) contended, 

creative tourism is a new form of tourism that has the potential to change tourism development and 

make a significant contribution in differentiating and changing the tourism experience. Compared to 

other traditional forms of cultural tourism; creative tourism appears to meet the needs of tourists 

wishing to develop a more active and longer lasting form of experience (Richards & Wilson, 2006). 

Since the creative tourism market has shown an increasing trend, it is crucial for researchers 

and managers to understand the consumption psychology of tourists when they engage in creative 

tourism. Reviewing current literature, and despite increased attention being given to the conception 

of creative tourism, there has been little empirical work focused on the tourists’ consumption 

psychology of creative tourism. In other words, in order to develop products and provide services 
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which actually meet their needs and wants, there is still a need to explore and examine tourists’ 

consumption psychology when they visit creative tourism destinations. 

 

Revisit Intention 

For tourism proprietors, how to fully understand the purchasing behaviors of tourists and predict 

their future purchasing intentions is one of the main crucial tasks. According to a study by Wang 

(2004), the cost in attracting repeat visitors is less than new customers. In addition, compared with 

first-time visitors, repeat visitors tend to spend more money (Lehto, O’Leary, & Morrison, 2004) and 

stay longer (Wang, 2004). Thus, in order to sustain competitiveness, designing a memorable 

experience to attract tourists to revisit their destination year after year should be a key mission and 

significant measure for managers. Reviewing current literatures, there are some studies focused 

on exploring and predicting tourists’ revisit intention. However, there is still lacking a wide body of 

research to reveal and predict explain tourists’ intention to revisit creative tourism attractions. 

Tourist behavior is an aggregate term (Chen & Tsai, 2007). More specifically, from the 

perspective of the tourist consumption process, tourist behavior can be divided into three stages, 

including pre-, during- and post-visitation (Williams & Buswell, 2003). Reviewing the current 

literature, most of the studies that explored tourists’ revisit intention were focused on revealing the 

relationship between revisit intention and post-visitation influence factors and ignored the effect of 

pre- and during-visitation influence factors in the tourist decision-making process. Although several 

studies have focused on examining the relationship between pre-visitation influence factors and 

revisit intentions such as destination image (Baloglu & McCleary, 1999); motivation (Baloglu & 

McCleary, 1999; Huang & Hsu, 2009), or the effect of pre-visit motivation and post-visit satisfaction 

to tourists’ revisit intention (Huang & Hsu, 2009), there are still lacking studies which focus on 

exploring the relationship among pre-, during-, and post-visitation influence factors and revisit 

intention. Thus, this study is designed to fill this gap by examining the influence of motivation, 

experience, and perceived value to tourists’ revisit intention. 

 

Motivation 

As Crompton (1979) pointed out, “motivation is the only one of many variables which may 

contribute to explaining tourist behavior” (p. 408). In the current literature, there are a number of 

studies exploring motivations of people in engaging a diversity of behaviors. Motivation is not only 

useful for explaining tourist behavior, but also is demonstrated by some studies (Baloglu & 

McCleary, 1999; Huang & Hsu, 2009) which point out that travel motivation is a predictor of visit 

intention. However, in current literature, there is an absence of studies to explore tourists’ 

motivation to visit creative tourism attractions and to examine the relationship between tourists’ 

motivation and intention to revisit creative tourism attractions.  
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Experience 

Tourists’ experience during trips have mainly been concerned with visiting, seeing, learning, 

enjoying and living in different lifestyles (Stamboulis & Skayannis, 2003). Reviewing current 

literatures, experience has played as a main construct in travel and tourism (Oh, Fiore & Jeoung, 

2007). In addition, the positive relationship between tourist’s experience and revisit intention has 

been demonstrated by past studies. For example, in the study by Weed (2005), the author pointed 

out that sporting event participants who enjoy their sport tourism experience would like to repeat 

the experience in the future. However, there is still lacking research to explore tourists’ experience 

when they visit destinations of creative tourism and exploring the relationship between tourists’ 

experience about their visit to creative tourism destination as well as revisit intention.  

 

Perceived Value 

Since the 2000s, the conception of perceived value has received more attention by researchers 

in the field of tourism. As Chen and Tsai (2007) have pointed out, the positive impact of perceived 

value on both future behavioral intentions and behaviors has been revealed by some empirical 

research. Thus, it is easy to draw the conclusion that using perceived value to predict tourists’ 

revisit intention can lead to a better understanding of tourists’ after-decision-making behaviors. 

However, there are still lacking studies to explore tourists’ perceived value to creative tourism 

attractions and examine the relationship between tourists’ perceived value of visiting creative 

tourism destination and revisit intention. 

Therefore, in order to explain and predict tourists’ future behavior with regard to visiting creative 

tourism attractions, this study not only intended to reveal tourists’ intention to revisit creative 

tourism attraction, motivation, experience and perceived value to creative tourism attraction, but 

also attempted to examine separately the relationships between tourists’ motivation, experience, 

perceived value and their intention to revisit creative tourism attraction to find out the powerful and 

crucial influencing factors of revisit intention.    

 

Methodology 

Data collection procedure 

The empirical study was carry out in three most popular creative tourism spots, Meinong, Shuili 

and Yingge, in Taiwan. The target populations for this study were the visitors who visited these 

creative tourism attractions. With the intention of collecting a representative sample of tourists, the 

on-site survey was conducted on both weekdays and weekends of March 2012. Self-administrated 

questionnaires were distributed to participants who were systematically selected at the main gate 

of the study areas. Furthermore, a systematic sampling procedure was used for data collection of 

this study. A total of 417 questionnaires were collected from the 483 visitors that were contacted. 
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After eliminating unusable responses, 395 questionnaires (82.2% usable response rate) were 

coded and used for data analysis. 

 

Variable Measurement 

Because variables in this study, including motivation, experience, and perceived value, are 

intangible, unobservable and cannot be accessed directly, they were all measured by multiple 

items which were adapted from prior studies. 

Creative tourists’ motivation in this study was measured by using Ryan and Connell’s (1989) 

Perceived Locus of Causality (PLOC) dimension which draws from Heider’s (1958) concept of 

perceived locus of causality. Four dimensions which are external regulation, introjected regulation, 

identified regulation and intrinsic motivation were included. Furthermore, the 4E tourist experience 

measurement scales as a framework which were developed by Oh, Fiore, and Jeoung (2007) were 

used to measure tourists’ experience. Twenty two experience economy questions were included in 

these four tourist experience scales, education, escapism, esthetics, and entertainment 

dimensions. For perceived value measuring, Sweeney and Soutar’s (2001) PERVAL scale was 

modified to measure creative tourists’ perceived value four dimensions, including emotional, social, 

quality and price, and sixteen question items from the PERVAL scale are included in this study.  

Tourists’ revisit intention in this study was operationalized by five items based on previous studies 

(Ajzen & Driver, 1991). 

 

Conclusion and Implications 

This study not only attempts to reveal tourists’ intention to revisit creative tourism attraction, 

motivation, experience and perceived value to creative tourism attraction, but also attempted to 

examine separately the relationships between tourists’ motivation, experience, perceived value and 

their intention to revisit creative tourism attraction. One of the main findings of this study revealed 

that the scales of motivation, experience, perceived value adopted from existing literature have 

been demonstrated with good reliability and validity.  In addition, by identifying the influence of 

motivation, experience and perceived value on creative tourists’ revisit intentions, the regression 

coefficients and t-test indicated that only experience was statistically significant in predicting 

creative tourists’ revisit intentions; neither motivation nor perceived values were statistically 

significant enough to explain tourists’ intentions to revisit creative tourism attractions. In other 

words, comparing with motivation and perceived value, experience was a more crucial construct 

and had more power to predict creative tourists’ revisit intentions to creative tourism attraction. 

Thus, if creative attraction owners would like to attract repeat tourists, the tourists’ experience was 

surely critical for developing service blueprints to meet the needs and wants of customers; they 

should pay more attention to understanding what tourists experience when they visit creative 

tourism attractions. Furthermore, the result of this study revealed that vast majority of tourists 
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within the sample had visited creative tourism attractions like the one they were visiting in this 

study before. Thus, for creative attraction owners, cooperation with other creative tourism 

attractions should be a way to attract tourists to visit their attractions.  
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Understanding the Value in Use of Multi-Segment Destinations: A 

Summer Season Case of the Swedish Mountain Resort Åre 

Chekalina, T., Lexhagen, M. and Fuchs, M.1 

 

 

Introduction 

The conceptualization of tourism destinations as both the suppliers of spatially located 

resources and providers of tourism services has been widely accepted in the tourism literature 

(e.g., Smith, 1994; Murphy, Pritchard & Smith, 2000; Fuchs, 2004; Cracolici & Nijkamp, 2009). 

Furthermore, there is common agreement, that the destination experience, defined as the outcome 

of destination visitation, is unique for each individual tourist and depends on tourists’ participation 

in service production processes at the destination. While the configuration of destinations’ and 

tourists’ own resources, as well as the consumption outcome is unique, tourists assemble, use and 

interpret destination resources and services and allocate their own resources, such as time, 

money, efforts and skills (Arnould, Price & Tierney, 1998; Fuchs, 2004; Gnoth, 2007; Mossberg, 

2007; Pettersson & Getz, 2009; Prebensen, Vitterso & Dahl, 2013). The purpose of and the benefit 

from resource integration for customers constitutes the value-in-use (Vargo & Lusch, 2004), which, 

for tourists is represented by the tourists’ state of being as the outcome of visiting the destination. 

According to Gnoth (2007), destination brands represent functional (i.e., basic needs), 

experiential (emotions and senses) and symbolic types of value that tourists are promised to 

receive by consuming the cultural, social, natural and economic resources (i.e., destination 

attributes), which places offer for tourism consumption (p. 348). However, development and 

management of tourism destinations’ brands is particularly challenging due to the complexity and 

multidimensionality of destinations compared to goods and services (Boo, Busser & Baloglu, 2009; 

Pike, 2009; Gartner, 2009). Nevertheless, Pike (2012) demonstrates that, although the 

combinations of relevant destination attributes vary greatly among individuals, the desired 

outcomes of destination visitation narrow down to a smaller number of commonly shared themes. 

Thus, it is particularly important for destination management organizations (DMOs) to identify such 

themes, since brand positioning strategies based on benefits and personal value, rather than on 

destination attributes, will appeal to a broader range of potential visitors (Pike, 2012). 
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Prior research (e.g., Pan & Ryan, 2007; Skår, Odden & Vistad, 2008; Raadik et al., 2010; 

Haukeland, Grue & Vestein, 2010) identifies both common and specific outcomes of destination 

visitation when it comes to different tourist segments. However, this observation, which is in line 

with the service provision model developed by Moeller (2010) within the premises of Service-

Dominant Logic (Vargo & Lusch, 2004, 2008), poses both a theoretical and a practical dilemma for 

destination brand development and management. More specifically, Moeller (2010) distinguishes 

between customers’ and providers’ resources and defines a service as an offering which “includes 

a transformation of customer resources” (ibid., p. 361). Thus, heterogeneity of customers’ 

resources often causes heterogeneity of the outcome of service provision processes, which, in 

turn, points to the particular importance of market segmentation (Moeller, 2010). 

The goal of the proposed study is to contribute to the further development of destination brand 

and destination experience models (Gnoth, 2007). More precisely, the present study aims at 

understanding both the common and specific outcomes of destination visitation in terms of value-

in-use for different tourist segments, which are simultaneously attracted by one destination and, 

thus, have access to a common pool of destination resources. Furthermore, the study empirically 

tests the perceived value-in-use scale adjusted to a specific multi-segment destination. 

 

Method 

The present study is divided into two stages. First, a qualitative study has been conducted at 

the Swedish mountain resort Åre in summer 2012 in order to generate a list of destination 

resources and visitation outcome items relevant to the main summer tourist segments (e.g., hikers, 

down-hill bikers, urban tourists, etc.). For this purpose, the laddering method as an in-depth one-to-

one interviewing technique has been employed to understand the means-end hierarchy between 

tangible, intangible and social destination resources (i.e., attributes) and the outcomes (i.e., 

benefits) for tourists visiting the Åre mountain summer resort (Gutman, 1982; Reynolds & Olson, 

2001). Moreover, in order to better understand co-creation dynamics, the effort has been made to 

uncover meaningful associations between tourists’ resources (Prebensen et al., 2013) and the 

outcomes of their summer vacation. More specifically, interviews have been divided into two parts: 

first of all, at the elicitation stage (Reynolds & Olson, 2001) the lists of destination-based and 

tourists’ own resources were retrieved by asking the following three questions: 

 Please, describe, which characteristics of Åre destination were important for your decision 

to come here; 

 Now, please, think about your interactions with other people during your stay, such as 

members of your travel group like family or friends, other tourists, staff in the service 

facilities or local residence. Please, describe, which social interactions are important part of 

your stay in Åre; 
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 Could you, please, describe, what was your personal contribution towards coming to Åre 

and staying here (such as money, time, effort, equipment and skills). If equipment and skills 

are mentioned, then: What type of equipment / skills? 

Subsequently, at the laddering stage, each of the elicited attributes has been discussed 

separately by first asking the question “Why are these characteristics/interactions/personal 

contributions particularly important to you?” and then continuing to ask the “Why is this important?” 

question, in order to reach the final valued state (i.e. not more than seven times). In total, 40 in-

depth interviews have been conducted. Interview results have been content-analyzed and codes 

for visitation outcomes were retrieved from Crompton (1979), Sheth, Newman and Gross (1991) 

and Holbrook (2006).  

Secondly, based on the list of the qualitatively identified destination-specific visitation outcomes, 

a questionnaire has been developed in order to collect structured data from summer tourists in Åre 

by using a web-based survey. More precisely, the identified outcomes have been matched against 

relevant items of the Perceived Value Scale (PVS) by Williams and Soutar (2009), complemented 

by the Recreational Experience Preference (REP) scale items used by Skår et al. (2008); 

Haukeland et al. (2010) and Raadik et al. (2010), as well as items of the Leisure Motivation Scale 

(LMS) in Pan and Ryan (2007). In total, 35 items were formulated in the form of statements and 

rated on a five point Likert agreement scale (i.e. 1=strongly disagree; 5=strongly agree). The 

questionnaire was available in English and Swedish. In December 2012 data has been gathered 

by using a web-based Email survey. 3,957 e-mails of tourists who visited Åre during the summer 

season 2012 were provided by the key destination stakeholders. In total, 620 respondents 

answered the value-in-use section of the questionnaire. First, as suggested by Hair et al. (2010) 

and Janssens et al. (2008), Exploratory Factor Analysis (principal axis factoring, orthogonal 

varimax rotation, and cases with missing values excluded pair-wise) was employed in order to 

examine the underlying factor-structure of the visitation outcome. Second, ANOVA analyses have 

been conducted in order to test hypotheses of difference related to the three emerging major 

tourist segments in Åre during summer season, namely hikers, mountain bikers and urban tourists. 

 

Results 

The most frequently mentioned destination attributes identified through content analysis of the 

data collected at the elicitation stage through qualitative interviews include nature, diversity of 

activities offered to tourists, the mountain as the main attraction and possibilities for hiking and 

down-hill biking, Åre village as the center of shopping, dining and entertainment, accessibility of the 

destination, fishing, spa and pool facilities and shopping. As the most important social interactions 

emerged those with the members of their own travel group and at the service encounters. 

Interactions with other tourists, local inhabitants and friends, who permanently live at the 

destination, were similarly mentioned. Time spent before trip for information search, planning and 
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booking, as well as investments into equipment is the most important input of own resources 

mentioned by interviewees. The outcome of destination visitation (i.e., value-in-use) identified at 

the laddering stage of the qualitative study includes various aspects of emotional, epistemic and 

social value (Sheth et al., 1991), such as “feeling good”, relaxation, fun, escape from routine 

environment, freedom, aesthetic value, challenge, sense of belonging, novelty and knowledge 

(including new knowledge and experience for children in the travel group), social interactions with 

family, friends and other tourists, as well as prestige. 

Explorative Factor Analysis of the web-based survey data, after removal of items with 

communalities below 0.4 and factor loadings above 0.4 on more than one factor, produced a six 

factor solution which explained 71.5% of the total variance. Factor loadings varied from 0.434 to 

0.901, communalities varied from 0.421 to 0.940. All six factors show high Cronbach’s alpha 

reliability scores, namely, “Relaxation and escape” (0.937), “Exercise and training” (0.924), 

“Knowledge and novelty” (0.907), “Social value” (0.893), “Prestige” (0,965) ad “Fun and 

excitement” (0.816) (Janssens et al., 2008). By analysing the answers to the multiple-choice based 

question about the “pull motivation” (i.e., “Which of the following activities have attracted you to Åre 

this summer?”), three major summer segments emerged, including “hikers” (40%), “down-hill 

bikers “ (29%) and “urban tourists” (i.e., interested in spa and pool facilities, shopping, sightseeing 

etc., 32%). ANOVA tests demonstrated significant differences between the three tourist segments 

for the majority of items: multiple comparisons by using the least significant difference (LSD) test, 

however, revealed that there is no significant difference in how “down-hill bikers” and “hikers” rate 

“Relaxation and escape” and “Knowledge and novelty” items, while both segments rate these items 

higher than “urban tourists” (except physical relaxation, which is highest among “hikers” and lowest 

among “down-hill bikers”). The scores for “Exercise and training” are highest among “down-hill 

bikers” and lowest among “urban tourists”. “Interaction with friends” items (“Social value” factor) 

and “Prestige” items are rated highest by “down-hill bikers”, while there is no significant difference 

in these scores between “hikers” and “urban tourists”. “Fun and excitement” scores are highest 

among “down-hill bikers” and lowest among “urban tourists”. 

 

Discussion 

The study at hand proposes a new value-in-use scale based on a destination-specific means-

end hierarchy between destination attributes as well as social and tourists’ resources, and the 

outcomes of destination visitation. A factor analysis of destination-specific visitation outcomes 

confirmed the structure of desirable outcomes for visitors in mountain destinations during summer 

season with particular focus on hiking and down-hill biking activities (Pan & Ryan, 2007; Skår et 

al., 2008; Raadik et al., 2010; Haukeland et al., 2010). However, the present study also 

demonstrates significant differences of how emotional, social and epistemological outcomes of 

destination visitation are perceived by various tourist segments, although the same destination is 
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providing a common pool of destination resources to visitors. The study confirms the heterogeneity 

of customers’ resources in service provision processes (Moeller, 2010). This observation is 

particularly relevant for marketers and managers of tourist destinations and creates implications for 

marketing strategy development and of monitoring the strength of the destination brand. However, 

as a major limitation, the paper presents only the first step of data analysis: thus, as an immediate 

next research step, a hierarchical value map (HVM) will be developed based on the qualitative 

study results in order to understand the co-creation process of value-in-use. Second, the value-in-

use is an integral part of both the destination experience model and the (more complex) model of 

Customer-based brand equity for tourism destination (CBDBE), which is the adequate tool for 

measuring the customers’ brand perceptions on different stages of the brand value co-creation 

(Chekalina, Fuchs & Lexhagen, 2013). Therefore, the next research effort is to integrate the here 

presented new measurement scales into a CBBE model, which, in turn, will be validated by using 

SEM (structural equation modelling). 
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Offline and Online Disintermediation: An Investigation of National 

and International Tourist Flows to Sardinia 

Del Chiappa, G. and Zara, A.1 

 

 

Introduction 

According to Internet World Stats (2011), there are currently 2.3 billion Internet users in the 

world, with significant penetration ratios in countries all over the world. The Internet has reshaped 

the way people plan for, buy and consume tourist products and services (Del Chiappa, 2013). 

Further, it has allowed companies to reach their customers directly in order to offer them 

promotions and sales (Law & Lau, 2005), thus rendering the role of traditional travel agencies 

questionable (what traditionally is referred to as disintermediation). However, prior research clearly 

showed that street agencies seem able to continue playing an important role in the marketing mix 

of a significant majority of hotels (Ku, Wu & Lin, 2011), at least to reach customers belonging to 

specific segments (e.g: business travelers) and/or to serve consumer looking for complex, high-

involvement products (e.g: honeymoon, intercontinental trips) (Grønflaten, 2011; Del Chiappa, 

2013). Further, in the internet era new forms of e-tourism intermediaries were born and gained 

market share against the direct sales that tourism businesses were, and are still, able to achieve 

via their official web-site (the so-called e-disintermediation). This explains why most industries and 

academic experts discuss the topic of e-reintermediation, a term that describes a situation where 

online traditional travel agencies (OTAs) are replacing “brick and mortar” travel agencies. 

Specifically, OTAs are currently exerting a pivotal role in influencing the consumers’ decision 

making (both in term of searching for information and booking) seen that they intermediate a 

relevant amount of hotel reservations (PhoCusWright, 2011) and are influencing tourists’ choices 

from the early stage of their information search, thus confirming that consumer decision-making 

frequently starts by looking at these sites (the so-called billboard effect: Anderson, 2009; Del 

Chiappa, 2013). Since tourists trust comments and reviews uploaded in OTAs more than content 

found within other Travel 2.0 applications (Del Chiappa, 2011; Yoo, Lee, Gretzel & Fesenmaier, 

2009), it could be argued that from an early stage of the search, tourists may decide to include or 

exclude a given hotel from their potential set of choices on the basis of the UGC they read within 

OTA web pages. Despite this, some recent research has reported consumers returning to 
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traditional travel agencies. A study by Forrester Research found that the percentage of leisure 

travelers who would be interested in using a traditional travel agent more then a website had risen 

to 28% in 2010 from 23% in 2008 (Jones, 2010). Based on the aforementioned considerations, it 

could be argued that tourists’ expectations/experiences about the destination where they will stay 

is highly influenced, in the offline and online domain, by service providers and tourism 

intermediaries.  

All that said, it could be argued that the debate around the topic of disintermediation (both 

offline and online) and reintermediation (both offline and online) is still open and needs further 

analysis. This paper was therefore carried out to deepen the understanding of knowledge related 

to the aforementioned topics. Specifically, it aims at investigating the extent of which tourists 

intermediate their buying decisions, if they do this using offline or online tourism intermediaries 

and, finally, if any differences can be found in their buying behavior based on sociodemographic 

characteristics (age, gender, country of origin, level of education, income, employment status), 

travel party, geographical haul of travelling (national, European and intercontinental), medium 

length of stay (short, medium, and long term stay), prior experience of travelling to the destination. 

 

Method and Materials 

This paper discusses findings of an empirical investigation on 1,461 national and international 

tourists who visited Sardinia during the period May-October 2012. Data was collected using an ad-

hoc questionnaire administrated face-to-face by 10 trained interviewers at airport and port areas 

(Cagliari, Olbia and Alghero/Porto Torres).  

Population for this study was defined as all national and international tourists older than 18 

years of age. The sample method used was a stratified random sampling (based on the tourism 

season 2010), with strata being the nationality (Italian versus international), time of tourists’ stay 

(low season: May-June, September-October – high season: July-August), gateway to the island 

(port and airport, in the latter distinguishing between low-cost and non low-cost airline companies).  

 

Research and Results 

The most part of respondents were male (51%), aged 36-50 (36%), with a university degree or 

PhD/Master (49%) and with a yearly family income between 30,000 and 60,000 euro (42%). The 

most part of them stayed in hotels and residences with hotel facilities (58%) and 27,24 visiting 

friends or relatives or staying in second-homes. 

The most part of respondents did not use any form of intermediation (64,4%). The remaining 

part declared having used an online or offline tourism intermediary (35,6%) The percentage of 

people relying on some form of tourism intermediary (online or offline) increases up to 39.6% if 

those respondents who were reported staying in a second-home are not considered in the sample.  
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Table 1 shows that significant differences in the way tourist use offline and online intermediaries 

do exist just based on nationality (X2 = 10.888, p<0.05), geographical haul (X2 = 10.436, p<0.05) 

and travel party (X2 = 14, 535, p<0.05) 

 

Table 1 - Offline and online intermediation by nationality, geographical haul, travel party 

Nationality Offline (N) % Online (N) % tot X2 

Italian 161 51,4 152 48,6 313 10.888* 

International 76 36,7 131 63,3 207 

 Subtotal 237 45,6 283 54,4 520 

 Geographical 

haul Offline (N) % Online (N) % tot X2 

National 161 51,3 153 48,7 314 10.436* 

European 72 37,1 122 62,9 194 

 Intercontinental 4 33,3 8 66,7 12 

 Subtotal 237 45,6 283 54,4 520 

 Travel party Offline (N) % Online (N) % Tot X2 

Alone 14 30,4 32 69,6 46 14.535* 

With partner  85 40,5 125 59,5 210 

 With family  110 54,7 91 45,3 201 

 Friends 27 43,5 35 56,5 62 

 Other 1 100,0 0 0,0 1 

 Subtotal 237 45,6 283 54,4 520 

  

Specifically, international tourists (63%) tend to use online intermediaries more than national 

tourists (49%). Quite surprisingly, the usage of an online intermediary is reported being higher 

when long-haul travelling is considered (67%), and lower when the number of people with whom 

the respondent is travelling with increases. As regards to this latter point, those people travelling 

with family were reported preferring offline intermediary (55%) more than all the others. These 

findings seem to disconfirm prior research which found Italian tourists preferring offline 

intermediary when travelling far from their country of residence (Del Chiappa, 2013), thus 

suggesting that cultural differences still exist in the attitude that consumers residing in different 

countries do express toward the offline and online intermediaries. One could also argue that 

families should prefer using online tourism intermediaries more than offline intermediaries given 

that the lower prices that the internet seems to offer to tourists allow consumers, at least in their 

own perceptions, to cope with the higher costs that the travelling with family generate. However, 

the fact that families tend to prefer offline tourism intermediary could be explained by the higher 
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complexity of the needed package, which results in a general need for a face-to-face consultant 

service. 

Table 1 shows that significant differences in the way tourist use offline and online intermediaries 

do exist just based on age (X2 = 11.040, p<0.05), level of education (X2 = 14.406, p<0.05) and 

employment status (X2 = 8,933, p<0.05) 

 

Table 2 - Offline and online intermediation by age, gender and level of education  

Age Offline (N) % Online (N) % Tot. X2 

18-24 26 51.0 25 49.0 51 11.040* 

25-35 50 36.8 86 63.2 136 

 36-50 89 45.4 107 54.6 196 

 51-65 50 48.1 54 51.9 104 

 >65 22 66.7 11 33.3 33 

 Subtotal 237 45.6 283 54.4 520 

 Level of education Offline (N) % Online (N) % Tot. X2 

Univeristy Degree. Master of 

PhD 29 70.7 12 29.3 41 14.406* 

superiore High School 112 47.5 124 52.5 236 

 Secondary school 96 39.5 147 60.5 243 

 Subtotal 237 45.6 283 54.4 520 

 Employment Offline (N) % Online (N) % Tot. X2 

Unemployed/retired  65 58.0 47 42.0 112 8,933* 

Employed 172 42.2 236 57.8 408 

 Subtotal 237 45.6 283 54.4 520 

  

Specifically, older and more educated people prefer to use offline intermediary more that 

younger people, whereas employed respondents tend to prefer an online tourism intermediary. No 

significant differences were found as regards to all the other variables considered in this study, that 

is: gender, income, medium length of stay and prior experience of travelling to the destination. 

 

Conclusion and Implications  

Overall, findings of the present study reported a quite huge number of tourists not using any 

form of intermediary (neither offline or online) to book their holidays in Sardinia, thus showing that 

a relevant part of them were buying directly from the service providers using their official web-site 

and/or any other form of direct channel. This could be explained also by the fact tourists that go to 

Sardinia are often repeaters (74% at least one time, 54% more than two times). When the 

preference for an offline or online intermediary is considered, our findings showed significant 
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differences do exist based on nationality, geographical haul, travel party, age, employment and 

level of education. Specifically, findings revealed that younger people, employed people and 

international tourists, especially those travelling far from their country of residence, tend to rely 

more on an online tourism intermediary. On the contrary, the usage of an offline intermediary is 

higher when the number of people with whom the respondent is travelling increases and when 

older and more-educated people are considered. These findings partially confirm prior research 

and at the same time ask for a need to deepen investigate, over time, the topic of offline and online 

disintermediation internationally and making cross-cultural comparison. Beside to the contribution 

to the body of knowledge that arise from the aforementioned conclusions, the findings of this study 

have a number of practical implications in marketing for tourism businesses, destination marketers 

and policy makers looking for a better way to promote, position and sell their services accordingly 

with the target that they would like to reach. Aside from the theoretical contribution of the study, as 

with all research, there are limitations. Even if a stratified sampling approach was used, findings 

cannot be generalized to other tourism destinations seen that it is highly site-specific. Further 

research is needed to investigate if those variable considered in the present study are able to 

differentiate the tourists’ preferences for the usage of online travel agencies or official web site of 

providers when buying tourism services.  
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Adventure Tourist: Are They Really Looking for Risky 

Experiences?: The Case of Scuba Divers* 

Fuchs, G., Reichel, A. and Shani, A.1 

 

 

Introduction 

Most adventure tourism and leisure studies focus on the consumer’s search for sensation, 

uncertainty and thrill. Swarbrooke et al. (2003) define adventure tourism when as voluntarily taking 

a path that leads to the unknown, where the tourist will face challenges and may find out or acquire 

something valuable in that experience. Adventure is synonymous with risk, fear, and action, and 

thus cannot be considered a passive experience. Scuba diving is considered adventure tourism, or 

even extreme sport tourism. It provides elements of risk and uncertainty, and a potential for unique 

and exciting experiences (Cater & Cater, 2007). Moreover, the recent renewed interest in 

evolutionary theory (Crouch, 2013) adds a supposedly contra- evolutionary argument to the act of 

Scuba divers by quoting Orians and Heerwagen (1992): “…[using an evolutionary approach, 

researchers] looked at the features of landscapes that influence exploration and information 

gathering. The general argument is that safe movements through the environment require a great 

deal of skill and knowledge. Landscape that aid and encourage exploration, way finding, and 

information processing should be more favored (p. 560). This implies that Scuba divers act against 

the Darwinism imperative, operating in a less favorable environment.  

On the other hand, despite the supposedly irrational quest for risk and fear, as well as the 

aforementioned anti- evolutionary tendency, adventure tourism has a “romantic” component 

connected to the natural environment, offering the potential for spiritual renewal via de-alienating, 

creative experiences and a feeling of a return to the (imagined) core qualities of pre-modern 

lifestyles (Varley, 2006 p.188), back to natural locations, close to flora and fauna. More recently 

Kler and Tribe (2012) reflected on this approach, emphasizing the eudaimonia aspects of the 

experience. 

The current study’s main dilemma: Is Scuba diving perceived as extreme activity involving risks, 

thrills and contra-evolutionary quest for seeking experiences in unknown landscapes, or is it a 
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predominately relaxation, comfort-seeking, eudaimonia, (“Shanti”) tranquil touristic and leisure 

activity? 

 

Methods  

The data for this study was obtained through open ended in-depth interviews with 19 

experienced Scuba divers. Each interview lasted between an hour and an hour and a half. The 

questions focused mainly on the “general experience of Scuba diving”, risk feelings and means for 

risk reduction. The data was analyzed according to triangulations based on the interpretive 

qualitative methodology of Denzin & Lincoln (2005); Hollinshead (2006); and Stewart 

(1998).Securing 19 participants for this study involved an active search among groups of Scuba 

divers in clubs in Eilat, and the snow-balling effects of word-of-mouth. 

 

Research and Results  

The major themes that emerged through the triangulations and contents analyses are the 

search for “Shanti”; perceived risks; means for risk reduction; the significant role of the “Buddy” and 

comparison with other adventurous or extreme activities. The search for “Shanti” is manifested in 

themes raised by interviewees including “relax”; “serenity”; “Yoga-like experience”; “self-control"; 

“meditation” ; “a feeling of disengagement…freedom and relaxation” and “ being far from daily 

worries: no noise, no telephones”. At the same time, the interviewees identified various risks 

associated with Scuba diving, pertaining to human, equipment, and environmental risks. Human 

related risks include “being bruised while diving”; “partner loss of control” ;“Hubris”; “panicking”; 

“Rupture of the Deep” and “accumulation of Nitrogen in the body”. Equipment risks involve 

problems with air supply and broken equipment. Finally, environmental risks include the presence 

of sharks, strong undercurrents, and schools of fish. 

Apparently, as often indicated in consumer behavior theory (Schiffman, Kanuk & Wisenblit, 

2010) the divers employ various means for risk reduction. The study identified three main 

categories: behavioral, equipment and the role of the”buddy”. Behavioral aspects include 

controlling the number of dives per day, avoiding consumption of alcohol, resting well, and drinking 

enough water. Moreover, behavioral measures included strictly following licensing regulations and 

safety instructions. Equipment risks were moderated by appropriate equipment maintenance and a 

careful examination of the diving equipment before taking a dive. One of the most interesting 

findings of this study involves the unfolding of the significant role of the required diving partner. It 

has become obvious that the “buddy” is a major source of trust and risk alleviation. Since the 

“buddy” is expected to be a major risk alleviation factor, a careful selection process is imperative. 

The main prerequisite for an appropriate “buddy” is “responsibility”. Consequently, most divers 

prefer to dive with a steady reliable “buddy”. When this “buddy” is unavailable, signals for trust and 

responsibility are hurriedly detected. For example, some divers look for clues, or “heuristics” rule of 
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thumbs, such as the person’s quality of maintaining the equipment or the way the potential “buddy” 

treats the equipment at the club (carefully, or carelessly). It should be noted, however, that a faulty 

choice may end up in creating unnecessary risks. For example, if the “buddy” loses control and 

sense of direction. Thus, a major source for risk reduction and comfort may turn out to be a risk of 

its own.  

 

Conclusions and Implications 

Our study clearly indicates that the experience of Scuba diving is described differently by 

different interviewees. Indeed, as noted by Varley (2006), adventure is a subjective experience, 

and may vary from person to person in its intensity of emotions, colors, textures, smells, tastes and 

sounds. Yet the current study reveals that there is a common denominator to most reported 

experiences. Specifically, the majority of the interviewees do not dwell on the risks involved. It 

seems that the divers employ risk reduction heuristics that help them achieve a feeling of 

relaxation, control, “eudaimonia” and “shanti”. Similar to our identification of risk reduction 

methods, Varley (2006) noted that “…people tend to turn to the licensed, risk-free marketplace 

products… a yearning for expert assistance and ‘professional’ guidance often extinguishes the 

possibility for personal experiment…” (Varley, 2006, 185-186)”. 

It seems that the search for pleasure derived from serenity is more powerful than the search for 

thrill or “rush”. Hence, one wonders about the true nature of adventure tourism in general, and 

scuba diving in particular. Our study indicates that at least in the case of Scuba diving the quest for 

risk is not a major component in the divers’ experience. In other words, if Scuba diving is indeed a 

type of adventure tourism, the adventure itself is carefully masked under a strong desire for 

serenity, relaxation (”shanti”), a sense of highly controlled adventure as well as the utilization of 

protective procedures. At least in this sample, no “risk-hunger” drive has been exhibited by either 

one of the participants. Indeed, most of the interviewees state their explicit preference for secured 

measures to alleviate risks involved in diving. Moreover, it is clear that they share a common 

rationalization that if one follows safety procedures adhere to the loyal “buddy system”---nothing 

bad or risky will happen. However, it be speculated that there is a secret bonding between them:” 

we should continue presenting ourselves as a select group of adventure tourists, extreme sports 

fans, unconcerned with risks, our impressive equipment and membership in special diving clubs 

attest to this special image”. Yet, in essence, this “bravado” is in essence who: soft adventure that 

involves activities with low level of real risk, which are mostly guided and suitable for “unskilled” 

travelers (Lipscombe, 1995). The commercialization process of adventure tourism (see: Cater, 

2006) entails presenting scuba diving as a risky and adventurous leisure activity, thus helping 

reinforce the mighty image. 

In sum, this study questions the meaning of risk as applied to adventure tourism in general and 

to Scuba diving in particular. The exploratory results raise the possibility that risk perception is 
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minimized in order to enjoy a non-threatening environment that allows reaching “shanti” and 

possibly “endomenia” and does not really disrupt the Darwinism approach. 
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Interpretations of the “Feelgood in Lapland” Holiday Experience 

Komppula, R. and Tapio, E.2 

 

 

Introduction 

The purpose of the work at hand is to elicit the images of existing clients of the hotel chain as to 

what kind of a Feelgood in Lapland product meets clients’ needs and desires. The product of the 

hotel chain entitled “Feelgood” has lacked a clear content even though it is claimed on the 

enterprise’s webpages to refer to wellness and fitness and to relaxation and feeling good. The 

study aims to ascertain what interpretations different clients make of the feelgood experience, by 

what means such an experience can be achieved, and in what sort of an ambience. Especially in a 

Nordic context the term wellbeing tourism is often used instead of wellness, referring to 

rejuvenating and pampering services from a wider scale than wellness tourism, not including any 

elements referring to luxury (Konu, Tuohino & Komppula, 2010). 

The hotel chain which is the subject of our case study is located in Finnish Lapland, which for 

Finnish people has a very special connotation. In literature and in all the songs the Finns know 

about Lapland it is associated with a certain mystique, magic or enchantment and reference is also 

made to being crazy about Lapland, a Lapland aficionado.  

In Finnish language, as also in German, there are two different words where in English there is 

only one, experience, making distinction between a ‘memorable’ and an ‘ordinary’ experience. An 

experience referring to knowledge and expertise gained after an event (German Erfahrung) might 

refer to an ‘ordinary’ experience and an experience referring to a process of undergoing and living 

through an event (Erlebnis) might refer to something extraordinary or memorable. Although several 

researchers have tried to capture the essence of the tourist experience no clear consensus on the 

conceptualization of what constitutes an experience or a ‘memorable’ experience has been 

reached. 

The findings of Komppula and Konu (2012) at a typical Finnish wellbeing destination showed 

that in the context of wellbeing tourism novelty was seen as the core component of a memorable 

experience, others referring to striking, emotional, exciting, and unexpected events or moments 

during the trip. This indicates that a memorable experience was seen more as a component of a 

holiday, rather than a holistic experience. Their findings also indicate that wellbeing tourists do not 

necessarily expect to experience anything extraordinary, indulging or memorable during their 

wellbeing holiday; more often they just expect to relax, enjoy the opportunity to escape from the 
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daily routine and have a physically activating break. This finding challenges the often cited notion 

of Pine and Gilmore (1999) stating that consumers quest for successful experiences, namely those 

that “a customer finds unique, memorable and sustainable over time” (1999, p. 12). Instead, the 

findings of Komppula and Konu (2012) are in line with those of Kim et al. (2012), who posit that not 

all tourist experiences are, and are not even expected to be memorable experiences. 

In this study the development of the elements of a Feelgood in Lapland product will be 

investigated in the a model of prerequisites of a customer-oriented tourist product, comprising 

three basic components: service concept, service process and service system (Komppula, 2005, 

2006). The service concept, expresses the idea of what kind of value the customer expects to 

experience, and is based on the needs and motives of the customer. The service process includes 

the steps and services through which the customer may consume services which lead to consumer 

experiences during the trip. The service system includes all those resources available to the 

service process, including e.g. the facilities of the service provider as well as the surroundings of 

the facilities. 

 

Methods and Materials 

As in this study we were particularly interested in clients’ own interpretations of a ‘dream 

Feelgood wellbeing holiday in Lapland’ a narrative approach was chosen, as it gives the narrators 

a voice to express their feelings openly. Data were gathered by sending emails to the Finnish 

clients on the enterprise’s client register (some 23,000) requesting the clients to send to the email 

address set up for the study their stories of the Lapland Feelgood holiday of their dreams. A total of 

362 responses was received, of which 74% were from women. On the basis of the narrative 

analysis and according to the interpretation made by the researchers nine new dream holiday 

stories were created for different target groups on the basis of their differing expectations.  

 

Findings 

Based on the preliminary comparison of the data it was found that the preference regarding 

travelling companions was one significant factor which constituted differences between different 

respondents. We therefore initially formed four separate groups according to whether a respondent 

preferred to travel with a spouse, family or friends, or alone. In these groups either being together 

with significant others or then having time to oneself were perceived to be an essential component 

of a wellbeing holiday, and these can be considered to be the purpose of a Feelgood holiday. Thus 

these stories were valid for those respondents who stressed the importance of being together or of 

having time to oneself. These four holiday dreams are 1. A romantic Feelgood holiday for a couple, 

2. A Feelgood holiday for the whole family, 3. Feelgood – being together with friends and 4. 

Feelgood-time to oneself. In addition, five other holiday types emerged in the narrative analysis, 

namely 5. A Feelgood fitness and hobby holiday, 6. A Feelgood wellness holiday, 7. A Feelgood 
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nature and hiking holiday, 8. A Feelgood wilderness holiday and 9. A Feelgood dream holiday for 

Lapland Aficionados.  

 

Conclusions and Implications 

The findings of this study show that clients may expect different things of a product with the 

same name. The interpretations of the different target groups of the Feelgood experience differed 

according to the respondents’ own wishes and needs. 

Stories one, two and three stressed the importance of being together, when the company of 

significant others appeared to be part of the Feelgood holiday, indeed, a most important part of the 

holiday, suggesting that such types of respondents are after social value, which may also serve as 

a motivating factor for the holiday. In the three first holiday dream stories the concept can be linked 

to being together and activities with significant other in addition to relaxation and getting away from 

it all. The togetherness type of value proposed by Komppula and Gartner (2013) would appear to 

be a key element of the Feelgood in Lapland service concept for these respondents. 

Those travelling with friends emphasized new shared experiences through trying out new 

activities, thereby rendering the holiday unforgettable. Hence novelty value was represented 

particularly in terms of expectations of the service process. Those travelling as a family for their 

part stressed the importance of activities specifically for children. The differences between the first 

three target groups emerge when we scrutinize matters pertaining to the service process and 

service system more closely. Family folk and those travelling with friends prefer self-catering 

apartments or chalet accommodation to hotels, as being accommodated in a chalet means that the 

entire party is together. In the formation of groups according to preferences regarding travelling 

companions the emphasis was that the choice of company had a major influence on very many 

other choices made. 

In contrast to togetherness, some of the respondents specifically desired time to themselves 

(story four). For those preferring to spend time by themselves during the holiday, the value of the 

Feelgood product is generated by escapism. To this can be added being in tune with one’s own 

thoughts and in certain cases spiritual experiences and self-improvement (see e.g. Smith & 

Puczko, 2009).  

The Feelgood fitness and hobby holiday (story 5) as a concept can be deemed to be good 

opportunities for fitness and hobbies according to the respondents’ own tastes. The Feelgood 

nature and hiking holiday (story 7) as a concept can be deemed to be wellbeing from Nature 

accompanied by a wide range of services. The Feelgood wilderness holiday (8) could be “back to 

nature” while the dream holiday of a Lapland aficionado (9) is specifically tied to Lapland and the 

environment, food, accommodation and especially culture associated therewith. According to the 

clients’ interpretations all these concepts can be perceived to be part of the Feelgood product 
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concept, thus it should be noted that for these nine disparate target groups the same word means 

something very different. 

The special character of Lapland as a place is stressed in two stories, which, however, differ 

almost totally in their content and atmosphere. While the dream story of a Lapland aficionado 

stresses the exoticism and fantasy associated with the natural attributes of Lapland, the magical 

evenings by the glowing embers and the light of the aurora borealis, in the Feelgood story of 

togetherness stresses the other aspect of Lapland: the lively socializing of the skiing centres and 

even uproarious nightlife. For the former Lapland at its best is uninhabited wilderness, and for the 

latter tourist centers throbbing with life. 

For many Finns Lapland also represents luxury for the mature traveller: In the Feelgood 

wellness story Lapland as a place exudes holistic pampering and the ambience of a well-appointed 

chalet. In other stories one finds the nature-related attributes more commonly associated with 

Lapland (tranquility, bleak fells, splendid scenery, fresh air, the trickling of the mountain stream, the 

Northern Lights), activities (hiking, reindeer sleds, downhill skiing, crosscountry skiing) and the 

delicious food based on the bounty of Nature. 

It has often been argued that tourists seek extraordinary and memorable sensations when 

travelling. In this study the respondents did not always explicitly expect anything special or 

extraordinary in terms of activities or conditions when describing their expectations of the Feelgood 

experience, yet they did use expressions such as unforgettable, appealing to all the senses, new 

experiences and also the notion that a wellbeing holiday is a contrast from the everyday routine. 

Thus the present study justifies the claim that it is specifically in Lapland that a Feelgood holiday 

makes a holiday an experience. 

According to Middleton & Clarke (2001) a tourism product offers the client value, which refers to 

those benefits which should correspond to clients’ needs and wishes. Given that tourism product 

development starts out from the development of a concept (Komppula, 2005), it is of paramount 

importance to try to ascertain exactly what things offer value to whom. According to Komppula 

(2005) differing value expectations create differing demands – also for the service process and 

service system of a tourism product. The findings of the present study represent an attempt to 

condense these differences into nine target group. 
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Shopping Tourism 

Vizjak, A., Komadina, S. and Vizjak, M.1 

 

 

Introduction 

Tourism today doesnt just mean to leave your home in order to spend the holidays somewhere 

else who in the summer mostly. Today man's can plan a month ahead because he does not work 

on a predictable and monotonous work place that is programmed. Such man is under stress and 

more often resort to vacation, and these vacations are shorter. We no longer travel without a plan 

since our free time is well designed. Travelling becomes thematic . So we usually have weekend 

trips organized by travel agencies in order to visit exhibitions, concerts, amusement parks, 

recreational trips (rafting, golf, hiking trips), visit some of the other current events (football matches, 

tennis tournaments, the Olympic Games) and to go shopping. All these tours are carefully 

designed  with well-planned routes and they gather people of similar interests. Well planned free 

time today is a desirable characteristic of todays' business man and therefore travel agencies work 

on that principle and listen to the nation „beat“and making deals that will satisfy them. To wait all 

year to go for 20 days of vacation and do nothing but swim in the sea and stay on the beach is no 

longer interesting. People who practice this usually have vacation homes and spend a vacation on 

the minimum budjet. While others who are not limited int his way will always choose a new 

destinations that will provide them with enough interesting contents-several times a year invest 

your money in order to experience something new and different. Today traveling is accessible to all 

of the middle class, and everyone chooses according to their ability, or assume the role of the 

agency in organizing the trip himself. One of these trips is a targeted shopping trip. 

 

Methods and Materials  

The methods used are: inductive,deductive, comparative  and descriptive, as well as methods of 

compilation while paraphrasing other authors' ideas. 

 

Research and Results  

Regarding the PH1: how is it that shopping has become a favorite hobby of the modern man 

and such a large number of people show desire and a daily habit of buying items they do not need 

(food items) such as luxury goods. A man travels with the aim of finding cheap luxury items.  
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PH2: what are the needs and desires of the modern consumer, based on which shopping 

destination with simple and fun luxury items shopping were created. 

This table shows how much is spent each year on shopping in strongest tourist destinations in 

the world in general, how many people go through them and how many square meters are 

occupied by shopping centers. 

 

Table 1 – Spenditure on shopping 

The most important shopping 
countries  

Square meters of 
shopping centre 

Luxury items 
sold in $ 

Number of 
visitors 

INDIA   
800 million $ 
per year 

  

JAPAN   
50%  luxury 
goods are sold 
in Japan 

7 milion visitors 
come to Hawai 
per year 
exclusivly for 
shopping 

CHINA       

RUSSIA 

GUM 64 000 m² 

600 milijuna $ 
per year 

  

Crocus 
City 

93 000 m² 

  Daslo employs 700 
people and 900 
external associates 

    

SOUTH AMERICA 

USA 
Los Angeles Rodeo 

Drive 
    

14 milion 
people per year 

  

Las Vegas 
Turn out of 10 - 12 
000$ per m² 

  

35 milion 
people per year 

MGM Mirage 257 000m² 
7 bilion $ per 
year 

Forum Shopy 15 000 m² 
7 bilion $ per 
year 

Venetain 45 000 m² 
1,5 bilion $ per 
year 

Encove 8 000 m² 
1,4 bilion $ per 
year 

  Desert Hill     
7 milion people 
per  year  

 

PH3:Which are the new markets? 
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Japan 

Analysts estimate that 20% of luxury goods are sold in Japan, and 30% of the goods are bought 

on trips. This means that the Japanese buy  50% of the luxury goods on the market. 40% of 

Japanese has bought at least one Vuitton product. 

Japanese are also very interested in duty free shopping so they have created special shops 

where you can shop only with a valid travel ticket and working hours are adjusted to passenger-

tourists 0-24 hours a day, and almost all the staff speaks Japanese. One of those shops is opened 

in Waikiki in  2001 on Kalakaua Avenue worth $ 65 million DFS (Figure 4) Gallery shopping center 

has 3 floors. 7 million people visit Hawaii per year among which 1.5 million Japanese and they tend 

to stay around 4, 5 days or for a long weekend and they only come to shop while tourism comes 

second on their list(Thomas 2009,84). 

China 

Hong Kong is the city with extremely developed shopping tourism. Most luxury brands have 

their production plants in the inland and design and marketing departments in Hong Kong. It is a 

city of about 6 million people without tourists, of whom approximately 750 000 * wealthy * people 

and therefore there are 9 Prada and 7 Gucci stores. Throughout China there are 14 main Louis 

Vitton stores (while in Paris there are only three stores), 50 Salvatore Ferragamo stores, 76 Armani 

stores, 120 Calvin Klein stores, 48 Givenchy stores, 9 Dior stores including 1240m ² store on the 

street of Beijing in Kowloon. Chinese really adore Amani. China is the fourth largest global 

economic superpower after the U.S., Japan and Germany. Luxury goods market was worth about 

1.3 billion dollars by 2005. 67% of the Chinese traveled usually from the inland of Hong Kong by 

2005, and their favorite activity is shopping. On each of the 100 sold items in China there are 150 

products sold to the Chinese overseas (Vencent 2006,82). 

Russia 

After the financial crisis of 1998. and the collapse of most banks, Russians acumulated  about $ 

50 million in cash. A long period of communism, poverty and scarcity, and the privatization of state 

companies in private ones made Russia  the land of  lots of newly rich people. Therefore, it is a 

society not in favor of savings and wanting changes eagrly so luxury goods market is worth about $ 

600 million, and therefore it is one the most attractive emerging markets, followed by India. 

India 

India unlike China and Russia, where the communist regime wiped out all social and economic 

class systems and cultural heritage, has always had a rich elite. About 22 million Indians enter 

middle class yearly, and for them, as for all others, products covered by logos of the luxury brands 

are the new symbols of wellbeing.Customers perception of himself is fixed by choosing a particular 

brand. India has about 5 million customers of luxury goods and they purchased approximately $ 

800 million of goods in 2010. 
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Conclusion and Implications  

All of this is a reflection of the new era in which men's aspirations are to subordinate all to 

himself and satisfy his needs. Users evaluate services through two dimensions: technical- the 

result or level of a service provided and through functional; process-oriented dimension of service 

offered  (Keillor, Hunt, Kandermir 2004.) Berry and Lampo mention a third, human dimension, 

which they describe as incentives that arise from people (Berry, Lampo 2004). Each man's conduct 

will result in the systematic analysis and thus creates marketig, market analysis and business 

strategy because every bussines wants to expand the offer and be the most effective. Thus 

bussines sometimes ignores the real meaning, ethics and morality. The goal of mass tourism was 

to change places because of relaxation and vacation. With time this vacation was enriched with 

various content as additional choices but nowadays they become the sole goal of travelling. To go 

on vacation just because of shopping serves to satisy human hedonistic desires and this was 

described through this paper and the main hyphotesis is also proven about shopping destinations 

as the raising ones as lots is invested in their growing number since the invested amount quickly 

pays off. Relaxation becomes a different type of vacation based on wellness spa hotels,active 

vacation such as skiing,cruising, national parks visits; but while doing all of the above you can also 

shop within the hotel,ship or resort. 

This paper covers the situation in India,China and Japan which proves the PH3: the new 

western markets wih a growing number of rich people and middle class that is approaching the rich 

one. There are more and more millionares and they consume „shopping tourism“ in vast quantities 

and with huge expenses. Growing middle class can and wants to afford a part of the luxury dream 

so they travel and buy suveniers- cheaper luxury goods and a piece of the „dream“. Brends 

nowadays are very commercilized and corporative so the offer is accesible to everyone. The most 

expensive items are jewlary,fur and some clothing lines. Less expensive but very visible signs of 

luxury are. Bags,shoes and regular clothing lines affordable to wealthier middle class. 

Belts.scarws,sunglasses,hats, parfums and cosmetics can be afford by everyone. Therefore there 

is a big offer of luxury brand and they are all located at the most attractive locations city centres, 

big shopping malls, luxury hotels close to some historic landmark; thus available at every 

sightseeing tour or a walk.thats how some streets became famous due to attractive stores and also 

parts of sightseeing tours; Rodeo Drive in Hollywood and artificial Grand Canal where tourists take 

pictures as they are a part of important history. This further confirms PH2: needs and desires of the 

modern consumer that are detected by observing the modern man-consumer-client amd his desire 

to go to shopping destinations where everything is subordinated to simple, and fun buying of luxury 

brand items. Very famous film scenes are helping creating this destinations since the are,not by 

chance, filmed at the very attractive locations and sets. 
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PH1: shopping as the most favorite past time activity of the modern man that becomes a daily 

habit. He does not shop for things he needs,such as grocery supplies but rather for luxury items. 

Elements on which buyers focus while chosing an item are: image and symbols and not products 

characteristics. The postmodern paradox of marketing rests on image thus the need to create 

symbols and it is based on experiences of the service/product used. Overlapping the self image 

and the product image, service or firm image.(Grgić 2007, 586-598). 
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Tequila Tourism as a Development Factor: A Strategic Vision in 

Mexico 

de la Torre, G. M. V., Ocerín, J. M. C., Fuentes, J. M. A. and Hidalgo, L. A.1 

 

 

Introduction 

Globalization is producing a similarity of tastes and trends; also it affect tourism, Recently new 

destinations are emerging as complementary pathways that generate wealth and new jobs. Thus, 

along with classic destinations such as cultural or rural, new ones are emerging, presenting 

innovative products that respond to the demand for certain segments of the population. These 

facts leads to the creation of tourist routes, among which are those of wine and tequila (mezcal 

wine). Thus, tequila and tourism (together with the local cuisine) appears as a perfect symbiosis so 

visitors can enjoy a distinct tourism product, promoting the economic development of the tequila 

producing regions, both through sales of its products in the wineries themselves and as new 

business opportunities arise. Thus, studies on the topic of tourism of tequila (González, 2008; 

Cabrales & González, 2009) suggest, and promote the idea that food and tequila, may be the main 

reason for traveling to a particular region and not necessarily a second trip activity. As these 

products become an instrument of promoting cultural tourism and gastronomic alternative to the 

tequila industry, providing an improved quality of life of its inhabitants and generating additional 

income 

Tourism linked to tequila presents a complete sensory experience: any tourist, regardless of 

their knowledge of tequila and wine, appreciate the palate of different tequilas, the smell of the 

wine, how to get a drink for a tequila tasting, the vision of a winery, sometimes centuries old, or the 

sound of opening a bottle of a hundred percent ‘agave tequila’. Thus a cultural trip becomes a 

journey of history, knowledge and tastings that increasingly attracts a more selective population 

eager to learn the production processes of these liquors. Also this situation originate the need to 

accommodate the particular demand, creating a new tourist offer with a professionalized and 

tourism marketing based on the needs of this sector (tourism and drink market). 

In this sense, the clustering of activities and attractions, and the development of tourist routes, 

encourages cooperation and relationship between different enterprises in rural areas. Thus, 

tourism is an alternative to carry out development strategies and economic and social regeneration 
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of rural areas. The tequila tourism, as a model of sustainable and inclusive economic development 

of certain areas, is able to boost the competitiveness of a territory, increase tequila production and 

increade its quality, not affecting the environment and improve the living conditions of citizens. 

This paper is intended to analyze the tequila tourism and present how it can organize rural 

settings in the geographic area of Jalisco (Mexico) in order to draw conclusions that may be useful 

to other similar geographic areas. 

 

Theoretical Framework 

The wine of mezcal (tequila), from the agave plant is a highly commercialized product from the 

point of view of tourism. It can be included in the wine tourism sector as it has these characteristics 

from the point of view of perception by the customer. 

The definition and conceptualization of the term wine tourism is not uniform and it can be 

analyzed from different perspectives, such as marketing, or, even motivation of travelers. 

Therefore, and according to Getz and Brown (2006), wine tourism is simultaneously a consumer 

behavior, a strategy to develop the geographic region and the wine market in that area, and an 

opportunity to promote the wineries to sell their products directly to consumers. In this sense, 

Mitchell and Hall (2006) identifies seven different fields in the study of wine tourism: tourism 

product itself and its development, regional development based on wine tourism, the size of the 

wineries to be visited, the segmentation of wine tourists , tourist behavior, analysis of the visitor 

experience, and a final field of research on the risks to visitors related to healthcare quality 

controls. 

However studies of tequila tourism are still scarce (Hernández, 2009; Gómez, 2010; Marmolejo, 

2011). In Mexico, the tequila industry has great importance as it can be considered a global 

industry that is strongly linked to the international economy through partnerships with importers 

and distributors throughout the world.  

The tourist activities emerges in the region of Tequila from 1997, when it took the initiative of 

creating the "Tequila Express", which constituted a pioneering product endorsed and operated by 

the National Chamber of Commerce, Transportation Services and Guadalajara tequila companies, 

during a train ride tour created for this purpose, which lasts nine hours (round trip) from 

Guadalajara to Tequila, tourists can enjoy the scenery Agavero (Heritage) of culture and cuisine of 

the area. This train is considered among the world's top five. However also there have been 

created tequila road routes that allow tourists the chance to meet the cultural, recreational and 

agave landscape of Jalisco on the foothills of the Tequila Volcano. 

 

Methodology for the Establishment of the Tequila Route in Mexico 

The developping of tourism in the Tequila area is a recent phenomenon that has increased 

since 2006 linked to the Unesco recognition of World Heritage under the Cultural Landscape 
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meaning "the Agave Landscape" and "Tequila old facilities," although production tequila goes back 

to the sixteenth century, with the arrival of Spanish that begin to distill the fermented juice of the 

agave plant. But it was not until 1959 when the National Chamber of the Tequila Industry (CNIT) 

was created. due to business interest of tequila producers to get together to face the challenges of 

the sector. The aims of these new tourism activities are to promote economic and social 

development of the territory, in a sustainable way, to get people to improve their quality of life. The 

objectives can be summarized as follows: 

• The increase of tourism and in the region of Tequila, identifying the evolution and dynamics of 

the tourism system based on the initiative of the agents involved. 

• The creation of wealth through a complementary activity to traditional local and visitor flows, 

qualifying, studying their spatial and temporal logics. 

• Improving the infrastructure of the geographical area, which ultimately will result in the quality 

of life of people living in these places. 

• Diversification and the correcting the seasonality of tourism. 

• Critically assess the impact of the activity on local development, with the incorporation of the 

economic, social, cultural and environmental. 

To achieve this objective, several agents involved in the development of Tequila's tourism have 

been consulted; among those, producers, hotel managers, companies dedicated to sales of tequila 

and to related products. Their opinion is necessary to gather information about their implication and 

opinion about the creation of tequila's tourist routes, and to formulate a SWOT analysis to evaluate 

the strengths, weaknesses, opportunities and treats involved in the process. This is necessary to 

establish a set of alliances between different companies responsible for providing appropriate 

services, because in the tourism industry, the traveler (consumer) only buys a single product 

(meeting a need through a trip), which complementary cultural and gastronomic alternative 

activities, while this unique product is sold by several suppliers (the hotelier, restaurateur and 

winemaker). It is therefore essential to establish bases, sometimes even legal, in order to close 

deals or alliances among all the suppliers. Using this methodology, some conclusions are reached, 

to enhance and increase the potencial of the product 'tequila's route'. 

 Once you have created the tourist route, the next step would be to promote the tourism product 

in order to reach the same potential applicant. Creating synergy between public and private 

interests that allow a future evolution in the tourist route. 

The methodology for the implementation of this type of tourism product involves three distinct 

phases: launch, development and consolidation. The launch phase begins when the different 

public and private entities involved in the tourism product (accommodation establishments, public, 

warehouses, and so on) create an entity to manage the route and the facilities of the 

establishments attached to the route.  
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The development phase begins once achieved the official certification as ‘Ruta del Tequila’. 

During this period, the management body launches detailed actions coordinated with the General 

Secretariat of Tourism. If the certification process ends with a satisfactory evaluation, the 

destination will maintain its certification as ‘Ruta del Tequila’ and move on to the next phase. If the 

process gives a negative assessment, it looses its certification. 

The consolidation phase is a continuous process of checking that the route remains the desired 

quality, both in terms of the number of associated establishments and in the actions of the 

management body. 

Currently Tequila routes are under development. For the understanding and enjoyment of the 

cultural values of the tequila industry, the industry has created programs like the ‘Tequila Express’ 

and the concept of ‘Mundo Cuervo’. The town of Tequila is promoting tourism in the so called 

‘magical villages’. 

Some activities include the recovery of old disused distillery to take advantage for cultural visits, 

catering, and old farms producers of tequila, guided visits to industrial facilities, tours of the agave 

landscape, ecotourism activity in the volcano of Tequila, handicraft production linked to the area, 

traditional cuisine and festivals. These present an untapped market niche for the strengthening of 

cultural tourism that the Secretary of Tourism of Jalisco is publicizing and promoting this region 

through the presentation of tequila in international tourism fairs. 

 

Conclusion and Implications  

The need to raise sustainable patterns of tourism in areas traditionally engaged in other 

economic activities, in order to avoid mistakes in the marketing of tourist areas, has the objective of 

determining exactly what and how the tourists want to consume in each specific destination. In this 

work we have undertaken an analysis of the situation of tourism tequila. Thus, we have proposed a 

methodology for conducting a study of tourism in the Tequila region and in the tequila routes. 

There is still no mass tourism because tourism promotion in the region of tequila agave 

production is very recent, and only tourists visit the place for a short period of time (usually less 

that a day). The main tourists come from the U.S., parting from the coastal area of Puerto Vallarta. 

The are not causing any environmental impacts that could affect the agave landscape. Some 

others came from Guadalajara and use the Tequila Express as a tourist attraction. 

To boost the number of overnight stays, it is necessary to rehabilitate the oldest tequila 

haciendas, the number of hotel roomes and to increase quality standards for international tourism. 

The recognition by Unesco, as a cultural landscape the agave region, has been the point of 

departure of visitors interested in knowing the ways of production of tequila. But the various 

initiatives to promote it are the "Tequila Express" and "Mundo Cuervo". These are bearing the 

major bulk flow of tourists, while "Tequila: Magic Town" and the "National Museum of Tequila" are 

virtually unnoticed by visitors. It is convinient to revitalize these two options, in order to configure a 
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range of cultural and balanced Tequila that benefits the residents of the areas. So far, the big 

winners are the tequila companies, as sales of its products in the winery have been increaded in 

recent years. 

The growing demand for tequila tourism, means that companies have a promising future, but to 

achieve a consolidation of such destinations, promotion must be properly undertaken both by the 

different public administrations as by the private companies themselves. 
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Women’s Strategies to Succeed in Golf: Portuguese Golf 

Professionals 

Reis, H., Correia, A. and McGinnis, L. P.1 

 

 

Introduction 

Women’s participation in golf becomes a topic of interest since they can contribute to the 

economic development of this sport by getting involved on a larger scale. Not many studies 

address the strategies women employ to handle golf bias (McGinnis et al., 2009), which is the 

ground motivation for our research: to probe women who can cope in golf, all the female 

professionals in Portugal were interviewed. Departing from the constraints women face when 

choosing a sport where masculine rituals prevail, McGinnis et al. (2009) advanced that to deal with 

discrimination, women “negotiated masculine rituals in golf” in three ways: (a) “accommodating”, 

meaning that some women recognize masculine rituals and work around them; (b) “unapologetic” 

referring to the ones that challenge male rituals attempting to create female inclusive alternatives; 

(c) “remaining unaware”, those who focus on golf as a sport and ignore/refuse its masculine 

hegemony (McGinnis et al., 2009: 19).  

The aim of the present study is to understand whether and to what extent life contexts and 

backgrounds of Portuguese women golfers influenced their choice for golf plus whether these 

women’s behaviors conform to the three types of strategies. Above all, we want to comprehend 

how negotiation strategies interact with leisure constraints, making this a unique contribution to the 

body of knowledge on this scant if not inexistent field.  

 

Methods and Materials  

This research is embedded on the Causal Historical Wave Woodside et al. (2007), the three 

dimensions of factors by Crawford & Godbey (1987) and the Constraints (Jackson, 1997) and 

Facilitators (Raymore, 2002) paradigm. This framework allows the analysis of the interviewees’ life 

contexts/background. The strategies these women used to excel in golf are outlined under the 

moderator effect of listing enablers and constraints they perceive. Therefore, we interviewed six 

Portuguese female golf professionals and champions. Even though the sample is very limited, it 

comprises the whole universe: four professionals (out of 110 only four are women) and the national 
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Pro and Amateur champions. Yet, as we only have six cases (that account for the total population), 

we couch this study under “the extended case study” method (Burawoy, 1991, 2009). Gounded on 

Burawoy’s (1991, 2009) ECM and by means of content analysis applied to these women’s 

interviews, we intend to confirm if the strategies chosen by each woman arose from the set of 

factors that mostly influence their decisions. Overall, the departing questions are as follows: What 

are the strategies women who excel in golf use in order to participate? Are these strategies 

moderated by their life contexts? Do the perceived facilitators and constraints moderate the 

adopted strategy?  

Considering that our population constitutes a “unique social situation” the extended case 

method “pays attention to its complexity, its depth, its thickness” (Burawoy, 1991: 281). Holt (2002) 

explains why he uses this approach in his notable studies: “The ECM is aligned with the 

sociological variant of cumulative theory building in that it seeks to build contextualized theoretical 

explanations of social phenomena” (Holt, 2002: 73).To achieve a holistic interpretation of the 

participants, their past and present contexts and to understand their participation decision, the in-

depth interview (Glaser & Strauss, 1967; Jennings, 2010; Ragin, 1994; Woodside et al., 2005) was 

used. A qualitative method of empirical material interpretation, the content analysis (Jennings, 

2010: 203, 211) was applied to the comparative study of these interviews. The interviewees’ 

verbalizations were interpreted through content analysis (Jennings, 2010), and by using “purpose 

software tools” (La Pelle, 2004), a theme codebook was created including the 3 dimensions and a 

set of factors that had emerged from the literature as the most important ones. Content analyses of 

the speeches provide detailed information that allows interpretation on various levels, according to 

different contexts. The factors that are more intensely perceived by each woman are more 

frequently verbalized, getting a higher number of instances. Consequently, the factors with lower 

number of instances indicate that even when they are aware of their relevance, women do not 

verbalize them so spontaneously. In order to answer our second presupposition, we also applied 

content analysis by building a theme codebook contemplating the definitions of McGinnis et al.’s 

(2009) strategies. 

 

Research and Results  

Results confirm that the participants’ contextual living moderates the strategies adopted that rely 

mostly in their positioning towards the game: “accommodating” (highest perception of interpersonal 

factors), “unapologetic” (structural) or “unaware” (intrapersonal) styles. 

By examining the lives of the six top female golfers in Portugal, we have drawn some 

conclusions: these women were educated in Portugal, in a society that values traditions, 

hierarchies and consensus (Hofstede’s cultural dimensions), which they accept almost 

unconditionally. They all learned how to play (and continue to play) golf with male members of their 

families (father, grandfather and husband) or in school groups with a male coach. These women 
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have strong determination to win and the inherent desire for competitiveness engrained in their 

attitudes. The interviewees accept unconditionally women’s lower status in the society, physically 

and socially, stating that women have to work harder to get similar recognition for their 

achievements. The participants perceive and admit the “double task” (ensuring their households’ 

wellbeing) but the single and younger women indicate that “family doesn’t always come first” which 

reflects a larger societal level change in Portugal, since presently, young women delay marriage 

and invest in their careers or interests more than the previous generations: - I intend to get married 

but I am not going to interrupt my career in golf and I don’t think it is easy to find a husband who 

accepts my position. I don’t plan to have children that would be too complicated! (Maria). 

On the intrapersonal level, the enabling factors (personality, motivation, self-esteem) clearly 

outnumber the inhibitors (lack of motivation or preference for another sport), which derives from the 

fact that these women are top competition players. In many ways, they follow male role models 

who inspired them so they understand competition in a masculine way. On the interpersonal level, 

the participants elect the group of friends or the family incentive and coaches as the drivers for 

their participation in a male-dominated leisure activity. Yet, almost on the same scale, they 

highlight the inhibitors that women in general have to face: the “ethics of care”, spousal interaction 

and missing social life are considered “the price you pay”. Again, younger and single women 

acknowledge the weight of these constraints but react against them, while the other interviewees 

reveal acceptance behaviors. All participants acknowledge gender differences at physical, mental 

and psychological level. Contrary to the intrapersonal dimension, the structural makes a residual 

mention of facilitators and a much higher number of restrainers to female involvement in golf: golf 

institutions, golf course policies and conduciveness, followed by cultural and social attitudes. 

Aware of the low number of women golfers, they assume that changes are needed in order to 

modify this situation. However, golf stakeholders oppose alterations on the grounds that those are 

not justifiable, since the female market is very limited (20%) and it is not likely to grow, due to the 

decreasing accumulated rate of about 25%, within 2005 and 2012 (EGA, 2012). 

 

Conclusions and Implications 

Embedded on Burawoy’s (1991, 2009) extended case method and by means of in-depth 

interviews, it was possible to confirm that all women clearly recognize most of these factors, even if 

at different levels of perception. As a consequence, they develop ways of dealing with the 

constraints. In order to play and stay in golf, the interviewees “negotiate” their participation in 

different ways: (a) two of the married players “accommodate” the current male hegemony, often 

deferring to their husbands’ wishes and playing by men’s rules, helping to perpetuate this status 

quo. Their main approach is to accept to be separated from men, coach separate teams and 

compete separately; (b) the second group is more defiant, denouncing cultural and social attitudes, 

speaking out openly against gender-biased policies and conduciveness, but still adapt to the game, 
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since golf is their passion; (c) the more competitive women prefer not to question golf policies, 

even if they perceive gender inequities, rather than not being accepted in the game. They love 

competing and do so on men’s grounds. Their main concern is “to stay in the game, no matter 

what”. One might assume that the accommodating strategy would be least used among 

experienced golfers, but our data suggests otherwise. In fact, findings imply that even among the 

most experienced and accomplished players, the three negotiation strategies are used. 

To the authors’ best knowledge, these strategic negotiations are still under-researched. The 

present study tested the tradeoff of these three strategies and attempted to contribute to the 

literature in several ways: to further develop gender theory in leisure and to conceptualize possible 

changes in golf that can induce women’s participation. First, and from a theoretical perspective, the 

application of the facilitators/constraints paradigm by comparing and illustrating the factors that 

influence women’s choice to participate in a male-dominated sport contributes to consolidate 

theoretical frameworks to study gender issues, considered by the authors the most powerful 

contribution. Second, understanding how women experience the game becomes increasingly 

essential to suggest changes marketers can introduce and for other women to find ways to 

facilitate their participation. Finally, the interaction between the 3D factors and the ritual based 

negotiation styles, offers new avenues on a research that persists to rely on listing constraints and 

facilitators or assessing ritual based negotiation styles. To articulate both paradigms helps to 

deepen research on how/why women adopt a specific strategy, which is critical on a theoretical 

level and fundamental to understand why gender differences persist along the centuries, as well 

as, to identify solutions women golfers found to persist in the practice. However, the research 

focuses only on Portuguese professionals, which is a limitation, so additional studies are needed 

among amateur players and within different cultural contexts and sporting activities. 
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Objectivism or Emotionalism? Shaping Visitors’ Satisfaction at a 

Museum 

Del Chiappa, G. and Gallarza, M. G.1 

 

 

Introduction 

Ritchie and Hudson (2009, p. 122) in a state-of-the-art on tourism consumer research, despite 

recognising an incredible wide and deep literature, rated as a major challenge for future research 

“to truly understand the “essence of the tourism experience”. Satisfaction has been viewed by 

years as a cornerstone of any experiential approach to consumer behaviour (Oliver, 1997), and 

within satisfaction research, emotions are considered key drivers (Westbrook & Oliver, 1991) for a 

holistic understanding of post consumption behavior.  

From an economic, management, and marketing perspective, it is important to investigate 

consumer’s motivation, satisfaction, and loyalty when visiting a destination to experience its 

cultural and museums heritage (Del Chiappa, Ladu, Meleddu & Pulina, 2013). That said, it could 

argued that museums experience can be understood as the combination of time and space within 

a tourism destination: it is a spatial activity where a cohabitation of tourists and residents exists, 

both of them in a search of authenticity.  

Once a consumer is visiting a museum, his/her satisfaction is not merely influenced by the 

technical aspect of the product itself, but also by the emotional, cognitive, and social values 

associated with it (Bigné, Mattila & Andreu, 2008). Accordingly with this view it could be argued 

that visitors who feel positive emotions will be more satisfied (Bigné & Andreu, 2004). This explain 

the reason why the conceptualization of the emotion construct as a segmentation variable has 

received considerable theoretical support (Bigné & Andreu, 2004; Bigné, Gnoth & Andreu, 2008). 

For example, Bigne and Andreu (2004) proposed pleasure and arousal being an adequate variable 

for visitor segmentation. However, it could be argued that further empirical studies are needed to 

demonstrate the use of emotions as a segmentation variable and to test their affinity with 

satisfaction (Liljander & Strandvik, 1997) by using an appropriate measurement instrument. As 

regard to this, previous empirical studies on consumer segmentation use a discrete approach 

(Oliver and Westbrook, 1993; Westbrook and Oliver, 1991). For example, Liljander and Strandvik 

(1997) find four consumer segments on the basis of seven affective attributes (happy, hopeful, 
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positively surprised, angry, depressed, guilty and humiliated) using the literature and previous 

studies of labor force bureaus. Bigné and Andreu (2004) measured emotions based on Russel’s bi-

dimensional approach (Russell, 1980) which reflects the degree to which different individuals 

incorporate subjective experiences of pleasure and arousal into their emotional experiences 

(Feldman, 1998). Bigné and Andreu (2004) propose emotions (pleasure and arousal) as an 

adequate variable for visitor segmentation.  

In this paper, the role of emotions in satisfaction are researched in the precise setting of 

museums. Specifically, following previous studies (e.g: Bigné & Andreu, 2004), this study aims at 

understanding the power of emotions as a segmentation tool for a better understanding of tourists 

satisfaction behavior with museums. Specifically, it aims at answering to the following research 

questions: 

RQ1: The level of overall satisfaction with the museum is different according to the level of 

emotions experienced at the museum? 

RQ2: Perceptions of attractiveness and uniqueness do differ between groups of guests, 

according to their higher o lower level of emotional behavior? 

RQ3: Customers with different demographics characteristics (gender, age, and educational 

level) have a similar emotional behavior towards the museum experience? And then, are emotions 

dependent on objective variables (such as age, gender and level of education), or do they belong 

to an uppermost level of abstraction where the objective traits of the consumer makes no 

difference? 

 

Method and Materials 

Empirical data were collected at the Sanna Museum (Sardinia, Italy) gathering relevant 

information from both residents and tourists. The museum as a tourism experience was chosen for 

two main reasons. First of all, it is a leisure product, which a priori are a source of stimuli for 

emotions. The second reason is its economic importance, representing a source of income from 

attracting tourists. A total of 410 interviews were successfully collected administering face-to-face 

the questionnaire in situ, immediately after the interviewee had visited the museum attraction. We 

decided to use a questionnaire based on prior research which supports the use of questionnaires 

for gathering consumption emotion information (Solomon, Bamossy, & Askegaard, 1999). The 

survey instrument, was developed based on prior literature (Bigné & Andreu, 2004; Paul, 2009; 

Russel 1980) and included socio-demographic variables, multiple-item scales of emotions (5-point 

Likert scale: 1= not at all, 5 = very much) and overall satisfaction (5-point Likert scale: 1= very 

unsatisfied, 5 = very satisfied). 

Descriptive statistics, show that typical visitor at the Sanna Museum are mainly regional 

residents (39%), with lowers percentages of national tourists (27%), European travellers (34%) and 

intercontinental travelers (4%). Further they are mainly female (54%), middle aged (30%), married 
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(54%), and employed (42.9%), with a high school diploma (49.6%) and an annual income of 

between 26,000-50,000 euro (42.5%).  

The identification of visitor segments necessitates the analysis of whether or not emotions are 

adequate for that purpose. This study includes using 12 feelings in a cluster analysis (Punj & 

Stewart 1983), with a dual process - hierarchical and non-hierarchical methods- in order to obtain 

benefits from each of them (Hair, Anderson, Tatham & Black 1995). By means of hierarchical 

cluster analysis using Ward’s method, the agglomeration schedule was obtained. Because the 

largest increases were observed in the step from one cluster to two (16.47%), the two-cluster 

solution was selected. The second step uses non-hierarchical techniques (e.g: K-means algorithm) 

to adjust the results from the hierarchical procedures. Using the initial seed points from the results 

in the hierarchical cluster, the K-means cluster defined two groups. Information essential to the 

interpretation and profiling stages is provided in Table 1, which shows the final cluster centers and 

provides the mean value (centroid) of each of the 12 emotional variables for each cluster. 

 

Table 1 – Segmenting visitor at a museum based on emotion  

 Group 1  

(N= 165) 

Group 2 

(N=245) 

t Sig. 

Have you felt lost or disoriented?  1,63 1,25 4,934 ,000 

Have you felt tired or discomfort?  1,54 1,25 4,173 ,000 

Have you lost the notion of time?  1,87 2,64 -6,473 ,000 

Have you felt bored?  1,70 1,18 7,598 ,000 

Have you learned something new?  3,18 4,04 -9,753 ,000 

Have you felt guided or directed? 2,04 3,24 -13,014 ,000 

Have you felt at ease and safe?  3,29 4,14 -9,638 ,000 

Have you been astonished by something?  2,68 3,83 -12,220 ,000 

Have you been tense or nervous?  1,44 1,09 5,723 ,000 

Have you had the sensation of being wasting your time?  1,46 1,04 7,059 ,000 

Have you experienced feelings of being enjoyable?  2,95 3,74 -10,347 ,000 

Did you have fun?  2,95 3,78 -10,128 ,000 

 

The evaluation of the profiles uncovers the emotional dimensions. Similar to the hierarchical 

method, the 12 cluster variables showed differences between the clusters confirming the 

hierarchical results. Looking at the final cluster centers, cluster 1 feels lower positive emotions in 

comparison to Group 2. These findings suggest that segmenting consumers according to 

emotional experiences is feasible. 

A series of chi-square was run to verify if significant differences do exist in the way visitors 

perceive the attractiveness and uniqueness of the museum based on the level of emotionalism 

they experienced during their visit. Overall, Table 2 shows that the visitors in cluster 2 perceive the 

attractiveness and uniqueness of the museum as being higher compare to those belonging to 
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cluster 1. Group 1 perceived a higher level of attractiveness (X2 = 5.488, p<0.05). However, Group 

2 offers higher values in perceiving the museum as a places that makes you think (X2 = 7.075, 

p<0.01), as a fascinating museum (X2 = 21.858, p<0.01), and authentic attraction (X2 = 3.190, 

p<0.05).  

 

Table 2 – Attractiveness/uniqueness of the experience at the museum by level of emotionalism  

 Group 1 

(n= 165) 

Group 2 

(n=245) 

X2 Sig. 

The museum is just a tourist attraction  57,5% 42,5% 5.488 0,019 

The museum is unique in the world  37,6% 62,4% 0.808 0.369 

The museum is a place that makes you think  38,3% 61,7% 7.075 0.008 

The museum is a way to describe an historical era 39,6% 60,4% 1.721 0.190 

The museum is a fascination attraction 35,5% 64,5% 21.858 0.000 

The museum is an authentic attraction 38,8% 61,2% 3.190 0.074 

 

Further, Cluster 1 and 2 show significant differences (t =-4.221, p<0.01) in the level of their 

overall satisfaction with their visit at the museum, with cluster 2 being more satisfied (Mean: 4.17) 

than cluster 1 (Mean: 3.74), thus confirming that the emotionalism do affect the level of 

satisfaction.  

Finally, a series of chi-square test was run to understand whether consumers with different 

demographics characteristics (gender, age, and educational level) have a similar emotional 

behavior towards the museum experience. Findings reveal that no differences do exist between 

the two cluster based on gender (X2 = 0.004, p=0.947), mean age (t= 0.873, p= 0,873), level of 

education (X2 = 0.579, p=0.965) and employment status (X2 = 4.176, p=0.841). This allow us to 

affirm that emotions are not dependent on objective variables (such as age, gender and level of 

education), and they that appear to belong to an uppermost level of abstraction where the objective 

traits of the consumer makes no difference. 

 

Conclusion and Implications 

Overall, the results confirm that emotions are adequate for consumer segmentation by using 

hierarchical and non-hierarchical cluster analysis. Specifically, two different segments were 

identified based on the level of emotionalism that they experienced during their visit. Specifically, 

the cluster with the higher positive feeling and emotionalism (cluster 2) was reported perceiving a 

different level of attractiveness and uniqueness and being more satisfied than the other one 

(cluster 1). Further, the fact that no significant differences were reported existing based on socio-

demographic characteristics seems to suggest that emotionalism do account more than 

objectivism in shaping visitor’ satisfaction at a museum, with emotions belonging to an uppermost 

level of abstraction where the objective traits of the consumer makes no difference. Beside to the 
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contribution to the body of knowledge that arise from the aforementioned conclusions, the findings 

of this study have a number of practical implications in marketing for those involved in attraction 

management and marketing. Marketing managers need to re-emphasize how customers feel about 

their experience of service delivery. Segmenting their visitors based on emotional feeling and 

tracking over time their emotions in the post-consumption phase, would constitute a relevant 

measure to assess visitors’ experiences and satisfaction. 
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Wedding-Based Tourism Development: An Exploratory Analysis in 

the Context of Italy 

Del Chiappa, G. and Fortezza, F.1 

 

 

Introduction 

Over the past two decades, there has been increasing scholarly interest and scientific research 

on an event being a relevant motivator of tourism, and figuring prominently in the enhancement of 

both the appeal and attractiveness of a destination (Getz, 2008). Weddings can be considered as 

belonging to the category of religious and/or civil and private events (Goldbatt, 2002). Destination 

wedding can be defined as a wedding ceremony that is celebrated outside of the bride and 

groom’s hometown (Daniels & Loveless, 2007; Shumann & Amado, 2010). According with 

Johnston (2006, p. 199) “The destination wedding entwines sexuality with a sensory appreciation 

of landscape”, thus representing a mean by which consumers shape and experience the 

destination identity. Wedding-based tourism can be defined as those tourist flows that arise from 

the participation to a destination wedding that is held in a place that is different from where both the 

bride and groom’s, or just one of them, live. Further, an exhaustive analysis of the tourism impacts 

generated by a wedding should consider also those people that visit a place because it is the 

hometown where the couple live and decide to celebrate the wedding.  

According with prior literature on event management and tourism, there are many, various 

economic (direct, indirect, and induced), social, environmental and marketing impacts and benefits 

that may potentially benefit the host destination in term of expenditure, increase in the number of 

visitors, enhancement of destination brand awareness and image, exploitation of local heritage, 

identity and authentic in its various evidence, promotion of local food and wine and “show casing” 

(Bowdin, Allen, O’Toole, Harris & McDonnel, 2006; Daniels & Loveless, 2007; Fortezza & Del 

Chiappa, 2012).  

Several reasons explain why destination weddings are becoming even more popular. On the 

one hand, we can consider the lower costs of travelling and the rising number of the worldwide 

wedding ceremonies and receptions (Schumann & Amado, 2010). On the other hand, destination 

weddings can be more affordable, exotic, intimate, unique and able to allow couples to escape any 

social and family obligation that is latent in the wedding as well as the couple's triangulation with 
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wedding officials and state, such as those that do not allow wedding among gay (Freeman, 2002; 

Johnston, 2006; Schumann & Amado, 2010). Further, destination weddings are usually cost saving 

due to the smaller number of people who are willing to travel to participate to the ceremony and/or 

the possibility of couples to combine their wedding with their honeymoon (Shumann & Amado, 

2010). Finally, they may allow the bride and the groom to enjoy their experience with participants, 

thus avoiding the anxiety or detachment that the couple could experience when leaving for their 

honeymoon (Ingraham, 1999). 

According with the Fairchild Bridal group (cited in Daniels & Loveless, 2007), 86% of couples 

would be willing to celebrate a destination wedding 16% of which opted for this solution. There are 

several tourism destinations that are currently creating package to promote and to position 

themselves as a wedding destination. Among them, we could cite Las Vegas, Hawaii, Caribbean, 

Mexico, Fiji, Jamaica, Europe (Daniels & Loveless, 2007), New York and New Zealand (Johnston, 

2006). Italy could be considered as still being in its early stage and has a great potential that needs 

to be exploited with a conscious strategy creating specific package and marketing activities. 

According with Nathan (International Journalism Observatory), 8% of the 44 million tourists visiting 

Italy do this are led by a “love reason” (wedding, honeymoon and anniversary). According to the 

same source, 7,000 weddings of foreign couples are celebrated each year in the Italian 

Municipalities. The main Italian wedding destinations are Verona, Venice, Florence, Rome, the 

Amalfi Coast and Capri.  

Some researchers analyzed the tourism and honeymoons (e.g: Jang, Lee & Hong, 2007; Kim & 

Agrusa, 2005), but very little research does exist around wedding-based tourism, despite it is 

growing importance in many destinations. This paper aims at contribut to the scientific debate 

around the topic by presenting some insights from the context of Italy.  

 

Method and Materials 

This study discusses the results of 15 in-depth interviews with Italian Wedding Planners 

belonging to the Italian Wedding Planner Association and, further, it briefly describes three case 

studies (Verona, Venice and Florence), based on in-depth interviews with representatives of the 

local institutions. 

The perspective of Italian Wedding Planners 

When promoting wedding-based tourism, tourism destinations need to understand the influence 

that wedding planners exert on couples selecting the place where they are going to celebrate their 

wedding. In this study 15 in-depth interviews were carried out to better understand the type of 

services that are needed to organize a destination wedding, to analyze the nature of the 

collaboration that could exist between wedding planners and local institutions and to assess the 

extent of which those planners influence the destination wedding selection.  
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Based on the aforementioned interviews, the process of planning a destination wedding can be 

shown as a wheel where the wedding event is at the centre and all the specialist suppliers (venue 

providers, transport operators, accommodations, photographer, wedding planners, catering 

providers, make-up, etc) are located on the spokes of the wheel, delivering the other “peripheral” 

services needed when organizing a wedding. The number and/or type of private and public 

stakeholders are different based on the type of wedding (e.g religious versus civil wedding) and of 

the needs, desires and cultural background of the bride and the groom. Wedding planners claim 

that a strong collaboration with the local institutions is pivotal especially in the case of civil 

wedding, and broadly, when it is necessary to know in advance if any specific rules can influence 

the organization of the wedding, for example in terms of permissions for celebrating the event in 

special venues. The offices with which the interaction is higher are those responsible for banns 

and/or to book days and places for the weddings. It is peculiar that any of the wedding planners we 

interviewed did not refer at all to some forms of collaboration (co-marketing) with offices 

responsible for the promotion of the destination. Indeed, it could be argued that wedding planners 

exert a pivotal role in influencing the site selection. When respondents were asked to assess how 

often, in their view, they are able to influence the final choice of site (never, almost never, 

sometimes, almost always, and always) the answers were as follow: 7 do this almost always, 6 

sometimes and 2 never. All this said, it emerges a somehow marketing myopia of local institutions 

toward the idea of weddings being a motivator of tourist flows and toward the relevant role that 

wedding planners exert in promoting wedding destinations.  

The marketing strategy of three Italian Wedding Destinations  

In the context Italy, Verona, Florence and Venice are three of the most important wedding 

destinations. We analyzed these case studies by interviewing the person responsible of the 

ceremonial office in each town.  

When the city of Verona is considered a total number of 941 wedding were celebrated in 2012 

of which 124 were of couples not residing in the city, of which the most part was anyway from 

Europe. It is interesting to note that a specific project (“Sposami a Verona”) and a specific tourism 

product club (“Wedding and Emotions in Verona”) do exist to promote the wedding-based tourism 

in the city leveraging on brand positioning that Verona owns, thanks to the myth of “Romeo and 

Juliet”, as a romantic place of love. Specifically, the wedding package include several proposals. 

The basic formula offers couples services related to the management of paperwork and rite. When 

the couples and/or the wedding planners would like to personalize the wedding, they are 

suggested to use one of the 11 offered venues (of which the House of Romeo and Juliet is 

certainly the most famous) and the services of businesses involved in the wedding tourism product 

club which includes several services such as, accommodation, restaurants, catering, musicians, 

travel agencies, event and entertainment agencies, etc. It is also interesting that the local institution 

proactively manage a certain type of “tourist guide” service that allow couples to discover, before 
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the wedding, the great potential of the city as a wedding destination by discovering the most magic 

and emotional myths and places of the area. 

In Venice destination weddings represent an interesting part of the total celebrated wedding. In 

2010 55.6% of civil weddings were celebrated for couples not residing in the city, of which 74.6% 

were related to Italian or European couples, 5% to American couples and 1% to Asian couples. 

Currently, Venice as a wedding destination seems to adopt mainly a service-oriented strategy 

which consist in delivering services to organize the event in an effective and efficient way. Among 

the offered services we could cite those needed to manage the paperwork and rite, venues and 

related rates, floral decorations, music, interpreter and the possibility to broadcast the ceremony on 

the website. It could be argued that at least at the moment Venice is not adopting any experiential 

and emotional marketing approach when promoting itself as a wedding destination. Recently the 

local institutions have started thinking about the possibility of developing a project to measure the 

economic and marketing impacts of wedding tourism over the city. 

Florence is at the early stage of the wedding-based of its tourism development. In 2012 a total 

of 902 weddings where celebrated of which 205 where celebrated for foreign couples (mostly 

American, Britain, Russian and Japan) and 159 for couples which the bride or groom were foreign. 

Overall the attention is currently given, similarly to what happens in Venice, to the offer of location 

and basic services. Further, the city is currently lacking a clear vision and strategy about the way it 

could position the city as a wedding destination and which type of segments it should target. 

 

Discussion and Implications 

This paper contributed to the ongoing debate on wedding-based tourism discussing the findings 

of 15 in-depth interviews with wedding planners and describing the marketing approach and 

strategy adopted by three of the most relevant Italian wedding destinations. Overall, findings seem 

to suggest that currently there is a certain type of marketing myopia in the way local institutions 

and DMOs are trying to consciously and proactively exploit such a type of market and monitoring 

its impacts over the host destination. It seems that wedding destinations are currently opting for a 

product/service oriented strategy when promoting them selfs with very little attention to a more 

appropriate experiential and emotional approach that would be definitely more appropriate to 

attract events (weddings) that are experiential and emotional in nature. Further researches are 

definitely needed to deeply analyze other international case studies, the role of wedding planners, 

the motivations that push couples to opt for specific destination weddings and, finally, the overall 

impact generated by this type of events. 
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The Pere-Lachaise Cemetery: Between Touristic Experience and 

Heterotopic Consumption 

Toussaint, S. and Decrop, A.1 

 

 

Abstract 

This video offers an interpretative analysis of the Père-Lachaise Cemetery, a major symbolic 

tourist site of Paris, in a postmodern consumption perspective. More precisely, the study focuses 

on the sacred and profane aspects of consumption. Of course, places such as cemeteries are 

sacred by nature, but in the Père-Lachaise, the profane effervescence of tourists and curious 

people has invaded the cemetery. Based on interviews and observations, the video describes the 

visitors’ profile and shows that they are motivated by touristic, spiritual, and relational drives, and 

even by fanatic contemplation. The findings also show how the sacred and profane dimensions of 

consumption become entangled through gestures, rituals and other behaviors that (re-)give the 

cemetery sacred meanings and contribute to make a “heterotopia” of it, that is a place out of time 

and space. 

Film trailer: http://vimeo.com/49009316 

 

Introduction 

The Père-Lachaise is the largest cemetery in Paris and is the final resting place for nearly a 

million souls, from the simple citizen to the rich and famous. Figures from the military and political 

worlds can be found here alongside philosophers, artists and writers (e.g. Delacroix, Chopin, Edith 

Piaf, Oscar Wilde, Simone Signoret and Yves Montand, Jim Morrison). The cemetery’s famous 

residents have helped put it firmly on the tourist map for the mildly curious as well as the die-hard 

fan. Art and history lovers also gather here, with carefully plotted routes ensuring that none of their 

preferred monuments get left out. As a result, the Père-Lachaise is now one of Paris’s leading 

tourist attractions, accounting for more than two millions visitors each year. For many, the Père-

Lachaise is more somewhere to come for a walk and escape the hustle and bustle of the city, than 

a place of remembrance. It is a kind of sacred, beautifully landscaped sanctuary where the visitor 

can go on a voyage of discovery. 
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This research aims at uncovering the motives for visiting the cemetery and the meanings given 

to such a tourist experience. At a more abstract level, this study was designed in order to explore 

the dialectic between the profane and the sacred in contemporary tourist consumption. The Père-

Lachaise Cemetery is a particularly appropriate site for investigating such an issue as local citizens 

intertwine with international travelers there, and the mourning pray meets the tourist gaze.  

 

Methods and Materials  

Data material has been gathered in a four year period (2006-2010). A series of twenty 

interviews have been conducted and videotaped in the Père-Lachaise Cemetery itself, while 

people were experiencing the place. Most of the interviews have been recorded or filmed directly 

on-site. In order to complete the data collection, a couple of observation sessions have been 

performed, and both researchers worked with field notes, took pictures and filmed the 

surroundings. They also accompanied visitors during their tour without any intrusion. Collected 

data have been analyzed through thematic inductive analysis following the principles of Grounded 

Theory (Glaser & Strauss, 1967; Strauss & Corbin, 1990), which help to generate theoretical 

propositions from the field through a systematic coding of the data. The analysis is also 

documented by existing literature (Belk, Wallendorf & Sherry, 1989; 1991) and through back and 

forth examinations of data and theory.  

 

Research and Results  

All over the film, the cemetery is portrayed as an open-air museum, rich in architectural styles 

and even receives comparisons with other prominent places of Paris (e.g. the Eiffel Tour or the 

Louvre Museum). As one of Paris’ leading tourist attractions, the obligatory guided tour is very 

much in evidence. Whether theme-based or simply offering a general overview, tours have 

become a key feature of the cemetery’s tourism activities and are available all year round (either 

from official guides or from passionate amateurs keen to share their knowledge). It is usual to see 

visitors taking photos or posing for one around most corners. Pictures become long lasting, 

tangible proofs that “they have been there.”  

Beyond discovery, the visit at the Père-Lachaise Cemetery is also interpreted as a pilgrimage. 

Given that this is still a cemetery, it is impossible to completely ignore the spiritual dimension of the 

place: it is a place to commune with oneself and others, or to pray for people who have passed 

away. Moreover, the cemetery is valued as a gathering nexus and promotes social interaction, 

especially between fans of famous “residents.” Such a bonding experience takes on visceral 

proportions when shared with others at one of the events organized to mark the anniversary of 

deceased stars such as Jim Morrison or Edith Piaf. 

Building on Durkheim (1915), Eliade (1965), and Belk et al. (1989;1991), this piece of research 

illustrates a series of properties related to sacred consumption. A visit to the Père-Lachaise 
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involves a certain emotional investment. Whether day-trippers or genuine fans, visitors mark their 

presence in a variety of ways, such as by leaving flowers or candles or even letters to the 

deceased. These artifacts provide a tangible link between them and their idol or beloved one. Such 

a form of ritualistic communication provides a proof of togetherness – an emotional or physical link 

– with the sacred and the place.  

Whilst many of the rituals carried out aim at preserving the sacred nature of the cemetery, the 

videography nevertheless highlights several features that drag this iconic place down to a rather 

more profane and mercantile level. The commercial outlets surrounding the cemetery and crowds 

that gather on certain days weaken the sense of the sacred. Other destructive practices carried out 

by some visitors such as graffiti and tags on the tombs are increasingly looked down on.  

 

Discussion and Conclusion 

This work highlights the relationship between profane and sacred consumption, in the context of 

the Père-Lachaise Cemetery, a major tourist attraction of Paris. The concept of heterotopia 

(Foucault, 1967 [2001; 2009]), literally meaning “other spaces,” provides a useful theoretical 

background to interpret the Père-Lachaise Cemetery, which is prized for its insulation and for its 

blurred sacred-profane dialectic. Although the commercial and mundane has invaded a holy place 

such as a cemetery, with the ethical issues it raises, the study reveals how some tourist places are 

answering a postmodern demand of “re-sacralization.”  

The physical settings, the activities but also the meanings people give to the place lie at the 

core of consumers’ experience. Surprisingly, the secular positioning of the cemetery as a tourist 

venue does not undermine its sacred qualities. Visitors at the Père-Lachaise Cemetery perform a 

series of sacrifices and rituals, which are clearly part of the sacred properties. For visitors, such 

“absolutely different” places provide possibilities for self-place identification: heterotopias offer 

centers of symbolic and sacred consumption and help to make tourist experiences memorable and 

“extra-ordinary.”  

Heterotopias are considered as the source of transitory experiences that mark a person’s life. At 

the Père-Lachaise, it is the discovery of a very real place where the centuries mingle and merge 

together as one. Shut off from the outside world by its imposing walls, the symbolic and poetic 

cemetery offers an ever-changing, different kind of space and tourist experience.  
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Experience Tourism Destination in a 3D Virtual World and Its 

Impacts on Travel Intentions: An Exploratory Study 

Huang, Y-C., Backman, S. J. and Chang, L-L.1 

 

 

Introduction 

The emerging Internet technologies affect how destination-marketing organizations think about 

using new avenues to promote themselves (Doolin, Burgess & Cooper, 2002). Gretzel and 

Fesenmaier (2003) assert that destination marketers should use immersive virtual reality 

technology to integrate sensory experience into their communication strategies, utilizing 

experience-based internet marketing to support the tourist’s information search and decision-

making process. As technology is evolving, the information technology itself and Internet 

applications have shifted from the flat and web based interfaces to three-dimensional virtual world 

(Johnson, Vorderstrasse & Shaw, 2009). Currently, one of the most prominent 3D virtual 

environment platforms in business sectors is Second Life. Second Life not only provides rich 

communication channels for people to socialize and to participate in virtual communities but also 

offers a variety of different marketing applications such as brand building, product placement, and 

brand value enhancement (Barnes & Mattsson, 2008). 

As Hemp’s (2006) article of “Avatar Based Marketing” in the Harvard Business Review points 

out, online 3D virtual worlds such as Second Life are “unexplored marketing territories” and 

“conceiving of avatars and other online personae as a new set of potential customers, one that can 

be analyzed and segmented, provides a useful way to think about new marketing opportunities” (p. 

57). Recognizing the opportunities for conducting business, companies have begun to explore the 

applications of technology in 3D virtual worlds (Hay, 2008). Such companies include IBM, Toyota, 

Dell, Best Buy, Adidas, Cisco systems, Coca-Cola, and Sony. Second Life has also been used by 

the travel and tourism industry as a collaborative and commercial tool for communicating with 

travelers as well as tourism enterprises in the area of destination marketing (e.g. Tourism Ireland; 

St. Louis Convention & Visitors Commission; Starwood Hotels; Crowne Plaza; STA travel agents).  

Despite the fact that tourism marketers are utilizing 3D virtual worlds to provide an immersive 

environment and effective channels for interacting with customers and for communicating 
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marketing messages to tourists, few studies have been conducted to understand the tourist 

experience and its impacts on travel intentions in the context of 3D tourism destinations. Past 

studies suggested that the framework of hedonic theory could be applied in explaining the 

experience of new information technology (Nambisan & Nambisan, 2008) and tourist behavior 

(Grappi & Montanari, 2011) as well as consumption behavior (Russell & Levy, 2012). The hedonic 

research framework not only reflects the nature of entertainment in virtual reality technology but 

also captures the concept of the dual identity of consumers and technology users. A review of the 

literature suggests that the hedonic constructs of enjoyment, emotional involvement, positive 

emotions and flow experience (Holsapple & Wu, 2007; O’Regan, 2003; Skadberg & Kimmel, 2004) 

are important aspects for understanding virtual experience in studying human and computer 

interaction. Thus, the intent of the present study is to test the applicability of hedonic constructs in 

understanding the use of Second Life in destination marketing and its association to develop 

consideration and awareness for potential customers in their destination choice.  

 

Methods  

Primary data were obtained for this study through self-administered web questionnaires (Snap 

software) to collect information from participants. The Maasai Mara basecamp in Second Life was 

constructed and selected as the research site because of its potential to be engaging and 

informative. Aligning with past studies on user experience in virtual environments (Barr, Noble & 

Biddle, 2007), this exploratory study employed a convenience sampling method in a two-phase 

data collection procedure. The data collection was conducted in April, 2011, with 196 participants 

ranging from novice to experienced Second Life users. The novice Second Life users were 

recruited from students whose college major is Parks, Recreation and Tourism Management at a 

University in the Southeast region of the U.S. Experienced Second Life users were recruited using 

Second Life-related mailing lists (SL educators, SL non-profit, SL business, and SL healthcare) as 

well as via different SL virtual communities including Africa Live, Thothica SL, and the Institute of 

Electrical and Electronics Engineers (IEEE). Second Life discussion forums (SLUniverse Forums, 

Second Life discussion forum) were also used to announce the opportunity for participation in this 

study. 

For assessing participants’ subjective experience of enjoyment related to a given activity, the 

assessment of enjoyment was modified from the Intrinsic Motivation Inventory (Ryan, Mims & 

Koestner, 1983) to reflect the need of this study. The assessment of positive emotions, based on 

the Positive and Negative Affect Schedule (PANAS) developed by Watson, Clark and Tellegen 

(1988), was modified to measure the extent to which a person feels enthusiastic and active, 

including amusement, contentment, interest, joy, pride, cheerfulness, and delight. The 

measurement of emotional involvement was adapted from the scale developed by Saeed, Yang 

and Sinnappan (2009) to evaluate imaginative and emotional responses to engaging in a behavior 
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within the context of virtual worlds. This study adapted the construct of flow from the work of 

Trevino and Webster (1992), operationalizing it as a four-item scale. The assessment of behavioral 

intentions in this study was primarily based on the work of Ajzen and Driver (1992). All 

measurements were assessed on a seven-point Likert-type scale ranging from Strongly Disagree 

to Strongly Agree except the constructs of positive emotions, which were measured on a five point 

Likert scale. 

 

Results 

Confirmatory Factor Analysis (CFA) is conducted by using EQS software to examine the 

composite reliability of the factors for each construct and to assess the convergent and 

discriminant validity. The Maximum Likelihood estimation is used in CFA to estimate the difference 

between the observed and model implied variance-covariance matrix. Examining the goodness of 

fit index, the ratio of the chi-square to the degrees of freedom, (χ2/df = 2.1) the CFA model yielded 

a comparative fit with a Satorra-Bentler χ 2 = 414, NNFI = 0.94, CFI=0.95, RMSEA =0.077, 

indicating a good incremental model fit and a close absolute model fit (Byrne, 2006). Standardized 

factor loading and t-test were used to examine the convergent validity. Per Fornell and Larcker’s 

(1981) suggestions, the value of average variance extracted (AVE) and the correlation of the 

factors were used to assess the discriminant validity. The results of CFA suggested that the 

measurement scales have convergent and discriminant validity as well as good internal 

consistency. Further, a structural model was conducted to examine the relationship between 

hedonic constructs and behavioral intentions to visit the tourism destination. The results of the 

structural model, Satorra-Bentler χ 2= 349, P<0.01, NNFI = 0.94, CFI=0.95, RMSEA =0.065 

demonstrated acceptable fit (Byrne, 2006; Hu & Bentler, 1999). Four hedonic constructs account 

for 72.6 % of the variance in tourist’s behavioral intentions (R2
SMC =0.726). All the path coefficients 

were found to be significant except the path of positive emotions. The results of the structural 

model revealed that the positive relationship between enjoyment and behavioral intentions to take 

an actual trip is significant (β=0.186, P<0.05). The standardized regression coefficient for the 

relationship between positive emotion and behavioral intentions is not significant (β= 0.089, 

p>0.05). The standardized coefficient concerning the influence of emotional involvement on travel 

intentions was significant (β=0.175, P<0.05). The coefficient for the effect of flow on intentions to 

visit the destination was significant (β= 0.483, P<0.05).  

 

Discussion 

Second Life provides a rich environment with opportunities for destination marketing 

organizations to communicate with targeted markets as well as to create awareness of places to 

potential visitors. However, before communication can be effective, it is critical for tourism 

businesses to understand the experience of Second Life visitors in this virtual environment. This 
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study attempted to understand tourist experience in a 3D virtual tourism site and its impacts on 

developing awareness about future trip decision-making processes by examining the applicability 

of the Hedonic Theory. One contribution of this study is to validate the notion that the framework of 

hedonic theory is useful and practical for understanding tourists’ experience of virtual worlds in the 

context of travel and tourism. This hedonic experience research framework provides a new avenue 

for researchers to explain tourists’ experiences of 3D tourism destinations.  

This study focuses on exploring the role of hedonic experience in determining the potential 

tourist’s behavioral intentions. The results indicated that when navigating a 3D virtual tourism site, 

the hedonic experience of enjoyment, emotional involvement and flow has positive and significant 

influence on behavioral intentions, suggesting that enhancing a person’s enjoyment, immersive 

experience and emotional engagement in visiting a 3D tourism site can contribute to developing 

people’s travel intentions and awareness of destinations in their trip decision-making process. 

Such a finding is consistent with studies conducted in different contexts (e.g. Shen & Eder, 2009; 

Pohlmeyer & Blessing, 2011; Skadberg & Kimmel, 2004). However, no significant findings for the 

link between positive emotions and behavioral intentions emerged, which contrasts with prior 

studies in the context of tourist behavior such as those conducted by Gountas and Gountas (2007) 

and Grappi and Montanari (2011). Future studies should be dedicated to investigating why 

behavioral intention does not appear to be affected by the experience of positive emotions in 

visiting a 3D tourism destination.  

From the standpoint of the tourism practitioner, the findings of this study can be used as an 

input in developing productive and interactive tourism sites within 3D virtual worlds and in 

designing marketing strategies for enhancing positive virtual tourist experiences. By enhancing the 

hedonic aspects in the design and development of a 3D tourism site to provide enjoyment, 

emotional involvement and flow experience, customers are more likely to engage in the destination 

site to the extent that they will develop awareness and consideration in future trip decision-making. 

This study has several limitations, many of which provide a foundation for future studies to 

continue the investigation of how experience affects behavioral intentions within a 3D tourism 

context. The first limitation is the generalizability issue. This study investigated only the application 

of the virtual world of Second Life, and the Maasai Mara tourism destination specifically. Thus, the 

results may not be able to be generalized to other virtual world platforms. Additionally, due to the 

exploratory nature of this study, the samples used here were relatively small, and future studies 

could be based on a more diversified sample composed of a more diverse cultural background. 
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Introduction 

Research on experience in the co-creation processes, as envisaged in the service paradigm 

shift, is an emerging topic, and little studies have been dedicated to address issues related 

packaged offerings in tourism experience. The challenge of these packaged tourism experiences is 

the infusion of relational processes that alternatively support the flexibility of the value creation and 

co-creation in dynamic experience places (open atmospheric experiencescapes). This view can 

open up new windows that stimulate new ways of thinking vis-à-vis conventional tourism marketing 

theories. 

The term “experience” connotes to many people different things. Its integration in tourism is not 

new (McCannell, 1976; Urry, 1990; Cohen, 1979) and its conceptualisation lies in the scientific 

tradition, domain and perspectives (Carú & Cova, 2007; Mossberg, 2007; Csíkszentmihályi, 1997; 

and others). In general, experience has been understood in relation to the meaning in the daily life 

of the individual learning and self-development (e.g. subjective learning and well-being) (individual 

gives meaning to his/her life through lived-experiences) (Boswijk, Thijssen & Peelen, 2007), in 

contrast, experience is interpreted in term of service, travel and tourism to express positive 

moments, entertainments, enjoyments based-activities as non-ordinary experiences which differ 

from lived-experiences (Jafari, 1997; Aubert-Gamet & Cova, 1998). However these two 

approaches are inter-linked in various experiencescapes during the tourist’s journeys.  

Additionally, experience is gradually emerging in new service paradigm as an important 

construct to discuss value creation and co-creation in service experience (Vargo & Lusch, 2006; 

Grönroos, 2006; Helkulla, 2010) and in tourism experience marketing that embraces immersion in 

thematised settings (Mossberg, 2007; Ooi, 2002; Arnould, Price & Malshe, 2006; Carú & Cova, 

2007). In this, tourism experience has been analysed in a production and consumption of an 

experience place and space (e.g. market) (Carú & Cova, 2007; Pine & Gilmore, 1999; Ek et al., 
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2008) referred as ‘Disneyworld effect’ to highlight relational interactions and value co-creation 

between socio-economic actors (e.g. provider, tourists and others) (Vargo & Lusch, 2008). In this 

regard, the place of production and consumption became a place of co-production and co-

consumption of valuable experiences (e.g. memorable); a clear shift towards active participatory of 

actors in the co-creation of an experience place (Prahalad & Ramaswamy, 2004; Barons & Harris, 

2008; Arnould et al., 2006). Conversely, the analysis of experience in service (Tynan & McKechnie, 

2009; Helkulla, 2010) and in tourism marketing remain a challenge (Quan & Wang, 2003; 

Mossberg, 2007; Ritchie & Hudson, 2009; Otto & Ritchie, 1996) by embracing critical alternations 

in perspectives and approaches to theorise in tourism experience marketing (Carú and Cova, 

2007) in highlighting, for example, the relationship between meaningful and valuable experiences 

in interlinked experiencescapes.  

This theoretical analysis to tourism experience marketing, based on new service theories, is 

hence distinguished from conventional approaches on tourism offers as pre-arranged packages. In 

fact, this paper addresses tourism experience as interdisciplinary approach which associates with 

alterations in packaging tourism services. This is also consistent with the current tourism service 

organizations that call for revisits of service offerings and delivery processes (e.g. package) 

(Aubert-Gamet & Cova, 1998; Firat, Venkatesh & Dholakia, 1995). These offerings can, for 

instance, refer to tourism and travel packages (Urry, 1990; Uriely, 2005) in which the challenge is 

to argue against the notion of targeting consumers/tourists with pre-arranged and finished service 

packages, rather allowing tourists with their complexities in respect to their roles to create and co-

create freely their own experiences in co-productive experience thematised ‘supple’ settings (Firat, 

Venkatesh & Dholakia, 1995). Based on this theoretical analysis frame, the construct of 

experientization is introduced i) to elaborate on the term experience and ii) to broaden the concept 

of tourism experience in marketing. In this regard, I will attempt to explore the construct of 

experientization in which the process to infusing relevant relational course of activities related 

experience facilitator, tourists and other fellows that alternatively support the flexibility of packaging 

and facilitating changeable outputs/outcomes.  

 

Methods and Materials 

The experientization as a construct has been thus less elaborated, with links to existing tourism 

experience literatures, to which the concept is strongly related to co-creation of experiences in 

dynamic open experiencescape(s) over time. The construct is inherently studied with relationship 

to tourism and new service demarcation, a stream that acknowledges a progress in exploring new 

conceptualisation through literature review and metaphors (e.g. Mossberg, 2007). The tendency in 

reflecting on the concept of experientization challenges our thinking, and thus metaphors are 

adapted in this paper as a technique to interpret the processes. 
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Many researchers have used metaphors as a tool to imagine their theoretical ideas and present 

new perspectives on a specific topic (Baron, Harris and Harris, 2001). The use of metaphors in 

service studies is viewed as a creative process in which the results are a theory-based. For 

example, war, farm, landscape, and theatre metaphors (Prahalad & Ramaswamy, 2004; O’Dell, 

2007; Mossberg, 2007) have all emerged to explore and generate new approaches. Their 

terminologies differ significantly; yet, a concern has been expressed about the orthodoxy usage of 

metaphors (Monin & Monin, 1997). For instance, war metaphor in contrast to marriage metaphor 

employs terms such as battlefield etc. Taken the field of theatre semiotics (Pavis, 1993), which it 

has emphasized on the language of theatre in the drama literatures encourage the interpretations 

of terms used in a theatrical play. Consequently, the terms such as stage, scenes, actors, 

audiences and time interval etc. will be adapted, in this paper, to explore the construct of 

experientization in tourism experience marketing. 

 

Research and Results  

The experientization process is thus explored based on previous literatures and metaphors to 

broaden the concept of experience in tourism marketing theories. Many tourism marketing 

researchers call for more theoretical works that support marketers in their activities and processes. 

These researchers often claim that obtaining deeper understanding of how to create and co-create 

experiences in tourism marketing need to pursue the objectives of discovering innovatively new 

constructs and concepts that go with the changes and the conditions of the current organisation, 

and the society as a whole. In this paper, I have conceptualised experientization in broadened 

fashion as a relational processes in shifting traditional packaged tourism services towards tourism 

experience in current service marketing paradigm. Within this, packages are not pre-arranged 

targeting independent tourists but they are flexibly co-packaged and facilitated in the consumption 

processes for productive tourists and other fellows. Such type of packaged tourism experience has 

non-centric or hierarchical elements rather all elements are equally viewed and important in the co-

arrangement in a dynamic and open atmospheric experiencescapes. 

 

Conclusion and Implications  

This paper specifically attempts to explore the construct of experientization as relational process 

to revisit packaged tourism service offerings from the perspective of tourism experience marketing 

and put effort to establish a foundation for eventual future studies on experientization in tourism 

experience marketing. This is crucial for marketers to understand the relevant processes required 

in packaged tourism experiences in which the infusion of relational processes, flexibilities and 

volatilities in outputs/outcomes are key words in meeting the current independent tourists. 

Furthermore, interlinking between complementary research worldviews as well as between 

academics and professionals will contribute in harmonising tourism experience applications. Such 
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an approach of knowledge production within tourism experience practices will make managerial 

decisions more contemporary. 
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Revisiting Satisfaction and Loyalty of Tourists 
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Introduction 

The study of trip satisfaction and loyalty behaviour of tourists has resulted in an extensive 

literature. Originally, authors focused on the analysis of satisfaction as reflecting the performance 

of a destination (Murphy et al., 2000). Further, they concentrated on loyalty behaviour of visitors as 

the relevant outcome ensuring destination competitiveness (Kozak & Rimmington, 1999). As a 

result the characteristics of the tourism destination occupy a central role in this type of studies, with 

modeling strategies highlighting the role of tourism supply factors in leading tourist behaviour 

(destination attributes, image, supplies, etc.). 

In this paper we seek for extending the framework of analysis for satisfaction and loyalty in 

tourism. Our main focus is on gaining robustness of estimation results, and checking for the role of 

traditional and new variables in an enlarged setting. In doing so, we follow the subsequent steps: 

First, we include additional factors in the analysis, employing information on individual profiles and 

trip characteristics as relevant dimensions of tourists´ behaviour. Second, we run an empirical 

exercise for visitors of the Spanish Mediterranean coast. Visitors arriving to five competing 

destinations are included in our data set, so we can check for the relevance of destination 

attributes in a more comprehensive setting than those of previous contributions, adding new 

control variables in the model. We can also check for the influence of competition between 

destinations as a new relevant variable in this debate, as recently pointed out by novel 

contributions (Taplin, 2013). Third, we employ a quantitative methodology in testing for the role of 

all covariates in our model, by defining and estimating an ordered logit equation. In this way we 

extend the results based on correlations and other statistical tests informing many previous 

studies. The size of the data set, based on more than 120,000 questionnaires collected by a public 

statistical institution, and the use of an econometric technique in the analysis ensures higher 

robustness of the research results. Fourth, repeat visits of tourists conforming their loyalty 

behaviour are approached in the paper by focusing on “actual” data and not in “future 

expectations” of individuals. This is an important matter, given that contributions in the literature 

use to employ data on individual “expectations” about their future behaviour. As we expand our 
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data set along six years, with a big sample of individuals, we can check more extensively on 

factors influencing the “actual” loyalty behaviour of tourists, not the “expected” one, as 

recommended by some authors (Oom do Valle, Silva, Mendes & Guerreiro, 2006). Moreover, as 

we employ information on trip characteristics of visitors, we can check how these differences 

influence loyalty issues. Fifth, our extended framework of analysis allows better disentangling the 

relationship between satisfaction and loyalty dimensions of tourists´ behaviour. In this way, we can 

more carefully analyse the mediated relationship between destination attributes, satisfaction level 

and loyalty behaviour. 

 

Methods and Materials 

Our empirical exercise builds on data from the Tourism Expenditure Survey (EGATUR) of the 

Spanish Institute of Tourism Studies (IET). The sample comprises around 120,000 questionnaires 

characterizing foreign tourists visiting the Spanish Mediterranean coast (including Catalonia, 

Valencia, Murcia region, Andalusia and Balearic Islands) and participating in leisure holidays 

through the years 2004-2009. This geographical area is the most important destination for tourism 

in Spain, receiving annually more than 35 millions of tourists. The questionnaire provides 

information on socio-demographic profiles of visitors (gender, age, studies, occupation, etc.), 

features of the trip (length of stay, accommodation, activities developed during the stay), those of 

the destination itself, and specific questions on overall trip satisfaction and loyalty of tourists.  

The framework of analysis builds on two equations, one for tourists´ satisfaction and the other 

for loyalty behaviour. In the first equation we relate an index of overall trip satisfaction with a set of 

explanatory factors, including tourist profiles, features of the destination, and those of the 

vacational trip. In the loyalty equation we relate an index of loyalty to the destination (approached 

by the number of times a tourist have revisited one destination), with a similar set of explanatory 

factors than in the previous equation, plus an additional variable reflecting the declared trip 

satisfaction of the tourist. As recommended by literature we employ a definition of loyalty building 

on “realized” actions of the individuals, and not on “expected” future actions as in previous studies 

(Oom do Valle, Silva, Mendes & Guerreiro, 2006). Methodologically, and given that the dependent 

variable is defined as an ordinal scale of perceived satisfaction or loyalty of the tourist, we employ 

an ordered logit model in running the econometric exercise. 

Through this empirical model we test for five different hypotheses, regarding the factors 

influencing perceived overall trip satisfaction of tourists. These are the following ones: 

H1: Culture and origin of the tourist do not influence overall level of satisfaction. 

H2: Individual profile of the tourist does not influence the level of satisfaction.  

H3: Trip characteristics do not influence the tourist´s level of satisfaction.  

H4: Destination characteristics and attributes do not influence overall satisfaction.  
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H5: The activities developed in vacations do not influence the tourist´s overall level of 

satisfaction. 

In the case of the “loyalty equation” we add: 

H6: Overall satisfaction of tourists does not influence their loyalty behaviour. 

 

Research and Results 

Goodness-of-fit of satisfaction and loyalty equations are shown to be relevant, reaching high 

significance of both the joint model specification and single covariates in the model. For the 

satisfaction analysis results show that all of the explanatory factors specified in the equation 

appear to be influencing the overall perceived satisfaction of tourists. Particularly, the main 

covariates affecting the probability of a tourist to reach the highest levels of satisfaction with the trip 

are those of “destination characteristics”, “country of origin of the visitor”, and factors improving 

“knowledge or information” of the destination when planning the travel. All these variables appear 

as first order factors in the process, capturing the important role conferred by the literature to 

destination attributes, and cultural and individual idiosyncrasy of the tourist in driving their 

perceptions. As a general result, we can reasonably reject all five null hypotheses, H1 to H5, 

previously established in the investigation. Such an outcome highlights the importance of 

accounting for an enlarged setting when studying the variables influencing satisfaction of tourists, 

in line with our proposal.  

Results of loyalty model show the joint equation specification to be significant, with all fitting 

intervals of the ordered logit model (cuts) and satisfaction dummies appearing as individually 

significant as well. Estimation output shows that main covariates driving tourists´ loyalty seem to be 

those of “distance to destination”, “age of the tourist”, “having a second-home at destination”, and 

the “level of satisfaction” with it. In this respect, we can also reasonably reject H6 established in the 

model. Relationship between satisfaction and loyalty behaviour of tourists is also observed, with 

highly satisfied visitors developing a great level of attachment to the destination, which have 

revisited for 10 times or more. In this way, the model shows that tourists´ satisfaction level and 

destination attributes are important factors in promoting loyalty behaviour, although to a lesser 

extent than the three previous variables (age, distance to destination, and destination attachment 

measured by a second-home property). All these results have clear implications for destination 

management in terms of loyalty of tourists. 

Finally, as summary of the empirical results, we show how the modeling strategy pursued in this 

paper improves the analysis of satisfaction and loyalty of tourists. This table is usually computed in 

ordered logit exercises (see i.e. Greene and Hensher, 2012). In general we observe the model to 

improve the predictive capacity in both equations, although predictive gains are shown to be the 

highest in the case of the loyalty equation (around 40% in some cases). 
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Table 1 – Predictive capacity of the ordered logit model versus data distributional frequencies 

 

 

Conclusion and Implications  

Results of the investigation have shown how perceptions of trip satisfaction are so closely 

related to the idiosyncrasy of the destination, and that of the particular profile of tourists. This result 

reinforces main findings of the literature, where satisfaction analysis is addressed by focusing on 

destination image and attributes, and service quality approaches. In addition, we have also found 

that all information reducing uncertainty about the trip (internet, packages, proximity) clearly affects 

the level of satisfaction declared by tourists. Such evidence favors the use of the expectancy-

disconfirmation framework in the analysis of tourist satisfaction. Trip characteristics and activities 

also seem to play a role for satisfaction, although at a minor extent. In sum, the correct 

management of all these factors would afford for higher levels of satisfaction of visitors, achieving 

better performance of destinations. 

Results for factors influencing loyalty behaviour of tourists mainly point to the relevance of 

tourist profile (origin, age) and trip (vacational) characteristics (type of accommodation, activities) 

as main drivers. Distance to destination (transport costs, cultural distance), age of the tourist (time 

restrictions, familiarity with destination), and those variables capturing a sense of attachment to the 

place (property of a second-home, preference for some destinations) appear to be first order 

factors for loyalty behaviour. Particular destinations (attributes) create higher attachment feelings 

than others, although this variable does not appear to be as relevant as in the case of satisfaction. 

Furthermore, satisfaction influences loyalty, although it doesn´t seem to show the same 

explanatory power than previous variables. The resource to Internet and package tours is not 

promoting loyalty to destinations, instead they seem to encourage tourists to explore new ones.  

In general, the new setting we have defined for the analysis of satisfaction and loyalty of tourists 

has improved our knowledge on these relevant issues for tourism destination management. It has 

allowed to disentangling which are the main factors driving every process, while controlling for 

Satisfaction equation for the average tourist

p (0) p (1) p (2) p (3) p (4)

Prob. (osat=xi) ordered logit 3.0 11.0 39.2 26.9 19.8

Prob. based on frequencies 3.5 12.2 38.4 24.5 20.9

change in pred probabilities -14.3% -9.8% 2.1% 9.8% -5.3%

Loyalty equation for the average tourist

p (0) p (1) p (2) p (3)

Prob (loyalty=xi) ordered logit 8.9 21.2 31.7 38.1

Prob. based on frequencies 15.6 20.5 22.5 41.3

change in pred probabilities -43% 3.4% 41% -7.7%
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additional variables not included in previous studies. Our approach has also relied on a quantitative 

and rigorous methodology of analysis. 
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Tourist Destination Loyalty: A Multidimensional Perspective 

Peres, R. and Correia, A.1 

 

 

Keywords: Customer loyalty, Investment Model, Destinations loyalty. 

 

Purpose 

The purpose of this study is to discuss the construct of loyalty through a multidimensional 

perspective. Generally speaking, a conceptual model is proposed when the formative process of 

loyalty is depicted, through an antecedent – moderator - consequent paradigm. Grounded on the 

Investment Model (Rusbult, 1980a, 1983) this research introduces perceived value, service quality, 

switching-costs, motivations, satisfaction and commitment as antecedents/precursors of loyalty, 

whereas variety-seeking and demographics are part of, moderators of loyalty, and whilst behavior 

and attitudes are consequents of loyalty. 

 

Design / Methodology / Approach 

This conceptual research in its essence provides a literature review about loyalty in products 

and human behaviors, which then establishes the conceptual model to be proposed. This literature 

review follows the assumes the ethnography methods, whereby findings of previous research are 

analyzed during a time span namely from Copeland (1923) “Relation of Consumer’s Buying Habits 

to Marketing Methods” to Mckercher, Guillet and NG (2011) “Rethinking Loyalty”, this in order to 

uncover relationships that have not been explicitly spelled out in theoretical formulations.  

Wilson, William and Chaddha (2010) emphasize that ethnography ought to be used to generate 

hypotheses that can then be tested with quantitative data. Considering the extant literature review 

on loyalty, it is assumed that loyalty is a latent construct which is quite complex to define and with a 

great diversity of viewpoints concerning the conceptualization and measurement of this construct. 

Moreover the multi-dimensional perspective of loyalty will be adopted in the present study; this 

research pretends to provide a creative ethnographic research where secondary data is analyzed. 

It differs from the other literatures reviews as this research compares the main findings of previous 

research with theoretical supports, as well as by undertaking this along a timeline, aiming thus to 
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reflect a better knowledge and interpretation of the value chain of the process of loyalty formation 

and providing a critical overview that strengthens the conceptual model proposed.  

 

Findings 

The conceptual model proposed assumes that tourists are rational and consequently their 

loyalty attitudes are a new decision process that follows assumptions of maximum utility. Under 

this assumption it could be presumed that the investment model is the main base and which is 

illustrated in figure 1.  

 

Figure 1 – Hypothetical Model of the Structure and Antecedents of Tourist Destination loyalty. 

 

 

It is assumed that loyalty conceptualization has received many definitions and interpretations in 

the literature. The main accepted definition of loyalty, was defined by Oliver (1999, p.34) as “a 

deeply held commitment to rebuy or re-patronize a preferred product/service consistently in the 

future”. Nevertheless, this way of considering and measuring loyalty prevents any differentiation 

between loyal customers from those who usually buy a product or service.  

The criticism was that loyalty measures based on behavior only (purchase behavior) would not 

capture all the reasons and the attitudinal dimension alone would not tell us much about 

competitive effects, familiarity, and situational factors (Jarvis & Mayo, 1986, among others). So, a 

composite measure of loyalty (integrating the behavioral and attitudinal measurements) is the most 
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effective way to operationalize loyalty, as they have documented that loyalty toward a specific 

place (destinations) among tourist is viewed to be bi-dimensional: it has behavioral and attitudinal 

components (Backman & Crompton, 1991 and Oppermann, 1999; among others). 

Following the mainstream conceptualization in the marketing and tourism literature (Day 1969; 

Jacoby & Chestnut 1978, among others), the Investment Model (IM) may help explain the 

formation of the loyalty construct (Li, 2006). According with Le and Agnew (2003, p. 54) the utility 

of “(IM) is not strictly an interpersonal theory and can be extended to such areas as job 

commitment, persistence with hobbies or activities, loyalty to institutions, decision-making, and 

purchase behaviors.” 

The commitment determinants identified by the (IM) are reliable with extensive empirical 

evidence from marketing and tourism loyalty literature; as (IM) proposes satisfaction as a major 

determinant of commitment. In review, the satisfaction has been frequently identified as a major 

requisite of loyalty in marketing (Beerli, Martin & Quintana, 2004; among others) and tourism 

literature (Yoon & Uysal 2005; among others). The (IM) also suggests investment size as a key 

determinant of commitment, which is also consistent with the conceptualization of marketing and 

tourism researchers, who suggest that switching costs or investments serve as another precursor 

of loyalty (Beerli et al., 2004). Finally the quality of alternatives is also consistent with the marketing 

and tourism literature, in which perceived differences in travel service performance, is also an 

antecedent of tourist loyalty (Pritchard & Howard, 1997). Furthermore, perceived quality and 

perceived value, two of satisfaction´s related variables have also been proposed to either directly 

or indirectly influence customer loyalty. That is to say, that in tourism, the service quality-value-

satisfaction and commitment sequence has received special attention in attempts to explain loyalty 

(Gallarza & Gil, 2006). However, in a tourism context, the measurement of loyalty is particularly 

difficult, since the purchase of tourism product is a rare purchase (Oppermann, 1999) and it does 

not occur on a continuous basis but rather infrequently. So, the degree of loyalty and the 

underlying likelihood of tourists ever becoming loyal are still being debated. 

With this in mind, numerous factors have been suggested as antecedents of loyalty. Among 

them, satisfaction (Anderson & Srinivasan 2003, among others), switching costs and investments 

(Beerli et al., 2004), perceived quality (Baker & Crompton, 2000; among others), and perceived 

value (Agustin & Singh 2005; among others) have been found to be conceptually and practically 

most relevant.  

Service quality has been investigated in different studies which show that it is a precursor of 

satisfaction and loyalty (Bei & Chiao, 2001) and the literature strongly supports the modeling of 

service quality as a direct antecedent of loyalty. However, the indirect effect of service quality on 

loyalty through satisfaction has been shown in several contributions in the tourism sector (Alén & 

Fraiz, 2006; among others). In addition to the foregoing, convergent evidence suggests that 

service quality is a critical determinant of perceived value (Cronin et al., 2000, among others), 
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which, in turn, impacts on satisfaction in determining behavioral intentions and loyalty. Given the 

high correlation between perceived value and customer satisfaction, it may be assumed that 

switching costs may impose a similar impact on the relationship between customer-perceived 

value and loyalty as on satisfaction– loyalty linkage, assumed that previous studies have regarded 

switching costs as a moderator in the satisfaction– loyalty linkage. Nonetheless, Yang and 

Peterson´s (2004) found that the moderating effects of switching costs on the association of 

customer loyalty and customer satisfaction and perceived value are significant only when the level 

of customer satisfaction or perceived value is above average. 

A review of tourism literature reveals an abundance of studies on motivation and satisfaction, 

but the causal relationships with travel motivation, satisfaction, and destination loyalty have been 

only conceptually or superficially discussed. However, Yoon and Uysal (2005) proposed a 

structural model to test the effects of tourist motivation (‘pull’ and ‘push’) and satisfaction on 

destination loyalty. Their empirical findings revealed that motivation influences tourist satisfaction, 

which in turn affects destination loyalty.  

Several studies have analyzed the role of commitment in the loyalty process and in tourism 

services there is some empirical evidence about the influence of commitment on loyalty. According 

to the results from the study developed by Yen Liu and Tuan (2009) commitment is driven by 

satisfaction, indicating that visitors will be committed to a relationship with a service provider when 

they are satisfied with the service provider. Plus, Yen et al. (2009) confirms that satisfaction only 

leads to behavioral loyalty by commitment and also confirms the mediator effect of commitment 

between satisfaction and behavioral and attitudinal loyalty.  

As with satisfaction, the literature research established that satisfaction and loyalty are central 

objectives in consumer behavior, in which satisfaction has also been frequently identified as a 

major requisite of loyalty in the marketing (Beerli et al., 2004; among others) of leisure/tourism 

(Yoon & Uysal 2005, among others). Despite the intuitive appeal, the view that customer 

satisfaction positively determines loyalty is not without disagreement. Some researchers have 

argued that the strength of the relationship between satisfaction and loyalty may vary significantly 

under different conditions. Likewise, other variables have been investigated in the loyalty studies 

as moderators. The search for variety destinations and services is typical of the tourism consumer, 

influencing behavior patterns and therefore behavioral loyalty (Niininen et al., 2004), and is 

therefore being increasingly studied in tourism research because of its influence on loyalty (Riley et 

al., 2001). According to Godbey and Graefe (1991) a tourist’s search for variety is a voluntary 

activity which is directed at breaking with routine in decision making and can contribute to the 

repetition of the same type of holidays and/or the same destination (Niininen et al., 2004). 

Regarding the work of Barroso et al. (2007), the authors postulate a moderator effect of variety 

seeking propensity in the relationship between destination image, satisfaction, perceived quality 

and tourists ‘future behavioral intentions. Therefore, the relationship between variety seeking and 
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loyalty in services is an under-researched topic in the marketing literature. Finally, the relationship 

between consumer demographics characteristics and loyalty has been analyzed in the service 

literature. Chi (2011) study on the effects of the demographic variables, like gender, age, education 

and income level, on the destination loyalty model shows that travelers in different gender and 

education segments had different levels of image perceptions. Travelers with a lower level of 

education perceived the destination more favorably than those with a higher level of education, but 

they also exhibited comparable levels of satisfaction and loyalty across groups. These findings 

reflected the mixed results generated from prior research regarding the effects of demographic 

variables on consumer loyalty. 

Based on the above discussion, the conceptual model proposed seeks to gain an 

understanding of the structure and also the main precursors found in the literature of tourist 

destination loyalty from a multidimensional perspective.  

  

Research Limitations / Implications 

This conceptual research in its essence is limited by its essence, nevertheless conclusions are 

of outmost importance to frame and provide an overall overview of loyalty construct and the main 

precursors and moderators that are included in the tourist destinations loyalty process. 

 

Practical Implications 

By pinpointing the wide range of variables that pertain to tourist loyalty, we gauge the current 

level of knowledge about customer loyalty with critical review of the empirical studies on this topic. 

This critical review of findings that do not rely only in tourism literature, rather, cross-cut other 

areas of knowledge such as behavior, economics, psychology and sociology, which constitutes the 

basis for the model proposed where loyalty is regarded as a process, rather than the result of a 

behavior pattern. Finally, in establishing the boundaries of this construct on human and product 

perspective, tailor made strategies could be adapted; unveiling the mysticism that tourists and 

destinations relation will last forever. 

 

Originality / Value 

The literature has not yet provided a well-accepted and parsimonious explanation of loyalty 

formation. So, the main contribution relies on framing this construct within the boundaries of a 

multidisciplinary perspective. In this study the loyalty conceptualization is bi-dimensional combining 

behaviors and attitudes, to capture the “richness” of the loyalty construct, and differentiate between 

distinct loyalty types (tourists segments). Moreover our theoretical framework categorized two 

types of precursors to customer-loyalty (customer satisfaction and commitment) and service/ 

product-related factors (perceived value, service quality, switching-costs and motivations). 
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Results of this study provide potentially an important direction for a deeper understanding of 

tourist’s loyalty as a process, rather than as a single construct. 
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Tourists’ Consumption of Food and Beverage at the Airport 

Del Chiappa, G. and Pinna, M.1 

 

 

Introduction 

Over the past few decades, globalization has played a major role in modifying eating out habits, 

especially in Europe and USA (Warde, 2000). These trends are relevant also for companies 

managing Food & Beverage (F&B) services in airport area. Every year, more than 900 million 

people - including businessmen, commuters, tradesmen, occasional travelers and tourists - travel 

across the world. In 2010, non-aeronautical revenues worldwide made up 46.5% of the whole 

industry revenue. Specifically, they accounted for USD 35 billion, with F&B having a market value 

of USD 10 billion (The Foodie Report, 2011), thus generating higher profit margins than 

aeronautical activities. It is estimated that, by the year 2017, the amount of airport passengers may 

reach 7.3 billion, thus determining a significant increase in the F&B sector, which may be worth up 

to USD 18 billion in seven years’ time (The Foodie Report, 2011). According to ACI (FAB, 2011), 

such market may even double in size by 2027, reaching up to 11 billion passengers with an annual 

revenue of USD 35 billion.  

A huge number of tourism studies considered age, gender, education and income as 

moderating factors influencing travelers’ behavior. For example, business travelers were reported 

being different from leisure ones in relation to travel time (Martinez-Garcia, Ferrer-Rosell & 

Coedenders, 2012). Specifically, in order to use effectively their time, business travellers are 

interested in attributes such as punctuality, frequency, flexibility, and easy access to airports even 

though these may result in having to pay a higher fare. In contrast, leisure tourist were seen as 

less sensitive to time restrictions (Basar & Bhat, 2004). 

According to some scholars, shopping activities inside airports’ terminal buildings were mainly 

influenced by the length of stay prior to embark (Castillo-Manzano, 2010; Torres, Domìnguez & 

Valdés, 2005), emotions (Martinelli, 2012) and stress (Thomas, 1997). Prior studies pointed out 

that men are less likely to shop in terminal areas, unless boredom or a special atmosphere that 

drove them to shop (Geuens, Vantomme & Brengam, 2004). Further, tourists’ travel capacity 

(leisure vs business) was an irrelevant factor in terms of willingness to shop (Geuens et al., 2004), 
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but seemed to be highly correlated to the “on-site” product information search, with leisure tourists 

tending to prefer “pre- trip” information seeking (Chung, Wu & Chiang, 2013). 

Until now, very little research, examining the consumption of F&B in airport areas, was 

conducted (Geuens et al., 2004). With specific reference to the “on-the-go” consumption patterns 

of F&B in transit areas (airports and railway stations), previous studies showed that the purpose of 

travelling (Sacerdote, 2009) and socio demographic characteristics influenced tourists’ willingness 

to shop (Martinelli, 2012). For instance, business travelers generally prefer to consume their meals 

in fast catering formats, presumably because they have a higher interest to use their time 

effectively than leisure travelers (Dresner, 2006). Further, business travelers relatively care about 

the price, which, on the contrary, was the strongest predictor of buying behaviors among young 

and elderly passengers (Martinelli, 2012). Elderly tourists, for example, show specific consumption 

behaviors inside terminal areas owing to the fact that they were not confident with “help-yourself” 

sales formats (Castillo-Manzano, 2010). 

Empirical studies demonstrate that F&B services are more important in airports with a very high 

number of low cost carrier flights which do not offer free in-flight catering service (Appold & 

Kasarda, 2006; Graham, 2009). Further, recent research started to analyze consumers’ value 

experiences and perceptions toward the service provided. In particular, prior research examined 

the influence of service quality on overall satisfaction and revisit intentions to airline lounges and 

discovered that the quality of F&B was the strongest predictor of satisfaction and revisit intentions. 

However, it could be argued that knowledge, around the factors influencing tourists’ consumption 

of F&B at airport, still needs to be further investigated (Han, Ham, Yang & Baek, 2012).  

This study was therefore carried out to explore the consumption patterns of tourists inside 

airports’ terminal buildings. Specifically, it attempted at analyzing a) which were the most favorite 

F&B formats (bar, fast food restaurant, restaurant, retail shop and vending machine), based on the 

occasion of consumption (breakfast, lunch, break, dinner, and aperitif; b) whether consumers, 

relying on diverse catering formats and differently assessing the importance of each attribute of 

F&B services provided, can be differentiated based on the purpose of their travel (leisure versus 

business) and several socio-demographic characteristics (country of origin, gender, age, level of 

education and employment). 

 

Methods and Materials 

Data was collected through face-to-face interviews conducted by two trained interviewers 

directly supervised by one of the authors. Interviewees were approached among tourists in the 

terminal building and, especially, in boarding and check-in areas of Olbia-Costa Smeralda Airport. 

The data collection lasted from May to September 2012. As much as possible, the sampling 

process aimed at including respondents representative of all the various categories (gender, age, 

income, country of origin, gender, age, level of education and employment, purpose of travelling) 



 

450 
 

but only to the extent of making sure that all groups were adequately represented to facilitate 

statistical comparison. In the period of data collection, 1,000 questionnaire were given to 

passengers and 551 complete questionnaires were obtained (response rate 55,1%) representing a 

convenience sample with Italian travellers being dominant, as it is typical for the airport we 

selected as research site of our study. 

The questionnaire was built based on the items used in Martinelli (2012). The first part of the 

questionnaire focused on respondents’ socio-demographic characteristics. The second asked 

respondents to tell how frequently they relied on different retail formats (bar, fast food restaurant, 

restaurant, retail shop and vending machine), by using a 5-point Likert scale (1 = never, 2 = almost 

never, 3 = sometimes, 4 = almost always and 5 = always). In the third part respondents were 

asked to assess the importance they gave to a list of 13 attributes related to F&B services, when 

selecting a specific retail format. This process was carried out for each of the five types of retail 

formats we investigated, as identified above, and a 7-point Likert scale was used (1 = not at all 

important; 7 = very important). The questionnaire was then pilot tested with a sample of 30 tourists, 

in order to verify the validity of its content, the comprehensibility of the questions and the scale 

used to make the assessments. No concerns were reported in the pilot-tests. 

Data were coded and analyzed using SPSS (version 17.0). A series of descriptive statistics, 

ANOVA and t-tests were conducted, when appropriate, to indicate whether any significant 

difference existed in tourists’ attitudes and behaviors toward F&B services at the airport, based on 

the purpose of their travelling and socio-demographic characteristics. 

The majority of respondents were females (64.2%), whereas males accounted for 35.8% of 

respondents. Most respondents were reported being aged 25-35 (36.1%), being Italian travelers 

(72.6%), having a high school diploma (46.5%) and being employed as administrative workers 

(32.1%). Regarding the purpose of the travel, 69.3% of respondents were leisure, 14,3% business 

and 16,3% other purposes. 

Purpose of travelling and all the socio-demographic characteristics were reported discriminating 

the way tourists use different catering formats (Table 1: see appendix).  

For example, when the purpose of travelling was considered, significant differences were 

reported in relation to F&B consumption in bars for lunch (t=-2.453, p<0.05) and dinner (t=-2.154, 

p<0.05). People travelling for work purposes, in fact, tended to consume lunch (M=2.23, 

SD=1.044) as well as dinner (M=1.79, SD=0.972) in bars more often. When the country of origin 

was considered (Italian versus International travelers), the study found only one significant 

difference when considering fast food restaurant as a place to enjoy an aperitif (t=-1.977, p<0.05), 

with foreign travelers using this format more often (M=1.20, SD=0.580) than Italians (Mean=1.11, 

SD=0.471). Significant differences were also observed based on gender, with males using bars for 

breakfast more (M=2.90, SD=1.093) than females (M=2.69, SD=1.179) (t=2.101, p<0.05). Further, 

males were reported assessing the entertainment more than females do (bar: t=2.646, p<0.01; 
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fast-food: t=2.730,p<0.01; restaurants: t=3.040, p<0.01; retail shops: t=2.231, p<0.01). Several 

differences exist also based on age and level of education. Specifically, tourists aged 25-35 or 36-

45 tend to use more frequently different catering formats if compared to the other consumers. For 

instance, they were reported preferring fast foods at lunch (F=6.843, p<0.01). Moreover, 

consumers having a post-degree were reported to use bars at lunch (t=2.748, p<0.05), at break 

time (t=5.060*, p<0.01) and for the aperitif (t=4.334, p<0.01). 

The purpose of travelling and all the socio-demographic characteristics were reported 

discriminating the way tourists use different catering formats (Table 1). Purpose of travelling and all 

the socio-demographic characteristics were also reported discriminating the way tourists assess 

the different attributes of F&B services (Table 2: see appendix). 

Based on purpose of travelling, business and leisure travelers differed significantly in the way 

they assessed location/distance when selecting bars (t=2.230, p<0.05), fast food restaurants 

(t=2.008, p<0.05) and retail shops (t=2.097, p<0.05). Specifically, for leisure travelers it was of high 

importance that shops were located near the boarding gate. Further, business and leisure travelers 

showed significant differences in the way they assessed the importance of “quick service”, when 

consuming F&B at airport (t=2.008, p<0.05) with business travelers giving a higher assessment 

(M=6.05, SD=1.677) than leisure travelers (M=5.59, SD=1.964). Males were found differently 

evaluating the diverse attributes of F&B consumption when eating at restaurant. Specifically, they 

gave higher rank of importance to food presentation (t= 2.261, p<0.05), peculiarity (t= 2.423, 

p<0.05), variety of food (t= 2.040, p<0.05) and overall atmosphere (t= 2.165, p<0.05). Tourists 

aged 25-35 assessed higher importance to good cleanliness (t=2.478, p<0.05), quick service 

(t=2.865, p<0.05) and staff courtesy (t=2.470, p<0.05), when selecting bars. When the different 

attributes are considered, the good price is ranked differently in the case of retail shops (F=3.099, 

p<0.05), with lower educated travelers considering this attribute as being more important. Finally 

significant differences were observed also based on the type of employment. For example, the 

executives were reported considering the presentation of food as being a significantly more 

important attribute (F=3.501, p<0.01), if compared to other consumers. 

 

Conclusion and Implication 

Findings reveal that major distinctions occur in the catering format chosen by respondents 

based the occasion of F&B consumption. For example, bars are considered the best place to have 

breakfast, lunch and at break time. Results also reveal that consumers consider cleanliness, staff 

courtesy and the quick service as being the most important attributes while selecting a specific 

catering format. Finally, the study highlights that significant differences, based on the purpose of 

travelling and socio-demographic characteristics (age, gender, level of education, employment, 

and country of origin), do exist in the way tourists use the different catering formats and assess the 

importance of the different attributes of the F&B service.  
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Findings of the present study are relevant for both academia and industry. Consistently with 

previous literature (Martinelli, 2012) broadly focusing on “on-the-go” consumption patterns of F&B 

in transit areas, they reveal that the tourists’ consumption of F&B at the airport is highly influenced 

by the purpose of their travelling and socio-demographic characteristics, both in terms of the most 

preferred catering format and in terms of the importance that consumers give to different attributes 

of F&B services. On the other hand, findings provide interesting managerial implications and 

suggestions for the airport businesses. Specifically, it could be argued that airport managers 

aiming at maximizing business returns from non-aeronautical activities should reduce at the 

minimum level the time passengers spend in checking-in and security checks, thus increasing as 

much as possible the time they can be involved in shopping activities. Moreover, they should try to 

periodically modify the aesthetics of the terminal in order to make it more appealing and alleviate 

the boredom of waiting in a familiar environment (both for business and leisure travelers) (Geuens 

et al., 2004). Findings also suggest various ways in which airport managers should focus their 

financial and human resources efforts in order to improve the quality of their catering facilities and 

related F&B services, based also on the type of passengers/travelers (leisure and/or business) 

they target the most. For example, findings highlight that business travelers consider of high 

importance the “quick service” variable, whereas leisure travelers are more concerned with the 

location of the catering format within the airport area (Dresner, 2006; Martinelli, 2012). 

Furthermore, people travelling for work purposes tend to consume lunch as well as dinner in bars 

and restaurant more often than leisure travelers, thus expressing different expenditure patterns 

and price sensitivity, owing to the fact that they are usually refunded by the firm they work for. As a 

consequence, airport managers could/should personalize their marketing strategy to take 

advantage of these differences. Although this study helps to fill a gap in existing knowledge in 

literature, limitations still remain. For instance, a convenience sample from a single and small 

airport was considered, thus findings cannot be generalized. 
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Appendix 

 

Table 1 – Frequency of usage of different catering formats (Indipendent t-test - *significant at 

0.05 level; **significant at 0.01 level)  

 Breakfast Lunch Break Dinner Aperitif 

Purpose of travellling 

Bar - 1.307 - 2.453* - 1.805 - 2.154* -1.93 

Restaurant - 2.219* - 3.741** - 2.486* - 3.127** - 2.496* 

Vending machine 0.693 - 0.825 3.169** 1.017 0.025 

Nationality 

Fast food restaurant -0.893 -0.353 -1.118 0.737 -1.977* 

Gender 

Bar 2.101
* 

1.591 -1.665 1.280 0.432 

Age 

Bar 1.408 5.428** 1.447 2.923* 1.910 

Fast food restaurant 1.673 6.843** 3.066** 5.810** 3.007* 

Retail Shop 1.182 3.287** 3.627** 2.108 1.105 

Vending Machine 2.410* 2.545* 7.126** 1.945 2.846* 

Level of education 

Bar 2.748* 6.472** 5.060** 5.230** 4.334** 

Restaurant 8.630** 4.665** 9.495** 4.495** 14.334** 

Vending Machine 1.759 1.993 2.668* 1.844 2.134 

Income 
     

Bar 1.901 1.946 2.811* 0.853 2.808* 

Fast food restaurant 1.100 5.084** 2.212* 4.657** 1.152 

Restaurant 2.240* 2.299* 1.454 3.213** 2.739* 

Vending Machine 2.850** 2.482* 4.771** 2.196* 1.749 

 

Only catering format reporting significant differences are shown 
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Table 2 – The importance of food & beverage selection criteria in airport areas (Indipendent t-

test, * significant at 0.05 level, ** at 0.01 level)  

 Bar Fast food 

restaurant 

Restaurant Retail shop Vending 

machine 

Purpose of travelling      

Location/distance 2.230* 2.008* 1.943 2.097* 1.835 

Quick service -0.664 -0.077 - 2.213* 0.423 -0.064 

Gender      

Food presentation 0.785 1.302 2.261* 0.606 1.602 

Peculiarity of the food served 0.795 1.209 2.423* 1.003 1.869 

Variety of choice 0.746 1.180 2.040* 0.377 0.626 

Overall appearance 0.829 1.526 2.165* 0.463 0.910 

Entertainment 2.646** 2.730** 3.040** 2.231* 1.505 

Age      

Good price 6.127** 13.557** 6.577** 8.353** 12.228** 

Quality 4.394** 14.139** 6.232** 8.173** 10.723** 

Food presentation 5.138** 13.089** 4.570** 6.481** 9.488** 

Peculiarity of the food served 3.007* 10.805** 4.115** 5.109** 8.869** 

Variety of choice 6.453** 12.563** 3.897** 6.746** 10.876** 

Good food/good price 5.929** 12.546** 4.332** 8.910** 12.157** 

Location/distance 2.396* 6.238** 1.584 4.888** 6.208** 

Overall appearance 2.420* 9.724** 3.721** 7.953** 5.236** 

Atmosphere inside 3.407** 14.778** 3.710** 8.025** 7.453** 

Staff courtesy 2.470* 13.339** 3.651** 5.754** 5.112** 

Quick service 2.865* 13.712** 2.696* 5.400** 4.717** 

Clean and comfortable premises 2.478* 11.864** 3.600** 7.234** 7.336** 

Entertainment 4.955** 8.408** 5.784** 6.536** 3.575** 

Level of education      

Good price 0.875 1.411 0.822 3.099* 0.555 

Quality 1.572 2.254 0.172 2.862* 1.342 

Peculiarity of the food served 0.398 2.267 0.695 2.994* 1.093 

Variety of choice 0.050 4.184** 1.049 2.178 2.013 

Good food/good price 0.980 2.968* 1.005 2.573* 0.975 

Location/distance 3.582** 2.740* 3.208* 4.019** 2.933* 

Entertainment 2.114 4.324** 3.224* 5.252** 1.288 

Income      

Good price 2.703* 9.139** 5.360** 7.348** 7.406** 

Quality 1.515 7.903** 2.940** 5.239** 5.778** 

Food presentation 2.449* 8.138** 3.501** 4.303** 4.044** 
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Peculiarity of the food served 1.691 5.230** 2.569* 2.820** 3.369** 

Variety of choice 1.743 7.043** 3.091** 4.138** 4.738** 

Good food/good price 3.543** 9.804** 4.629** 5.460** 5.190** 

Location/distance 2.173* 3.107** 2.200* 3.069** 3.491** 

Overall appearance 0.746 6.028** 2.376* 3.084** 2.599* 

Atmosphere inside 1.380 6.914** 2.199* 3.568** 3.216** 

Staff courtesy 0.812 7.006** 2.013* 3.324** 2.847** 

Quick service 1.250 6.936** 1.978 3.804** 2.937** 

Clean and comfortable premises 1.049 8.744** 2.167* 4.699** 4.252** 

Entertainment 3.710** 4.263** 4.513** 4.181** 1.970 

 

Only attributes reporting significant differences are shown 
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Does Perceived CSR Prompt Quality, Satisfaction and Loyalty to 

Tourism Destination? 

Zanfardini, M., Simó, L. A. and Alcañiz, E. B.1 

 

 

Introduction 

According to the ATMC 2013 theme, place implies interaction between individuals and the 

physical location. Focusing on this interaction, our research analyze to what extent tourists 

perceive a tourism destination (TD) as a social responsible place. In turn, we analyze the effects of 

this social responsibility association on destination perceived quality, satisfaction and loyalty with 

the destination. 

In the tourism destination context, Corporate Social Responsibility (CSR) is the means of 

adopting open and transparent business practices that are based on ethical values. CSR aims to 

deliver sustainable value to society, as well as to shareholders, for the long-term benefits (WTTC, 

2006). Due to the variety of stakeholders who take part in tourism destinations, CSR is a complex 

issue and requires further research. Our focus here is to analyze whether the association of a TD 

with a CSR initiative affect to perceived quality, satisfaction and attitudinal loyalty towards the TD. 

 

Conceptual Framework 

CSR is defined as “context-specific organizational actions and policies that take into account 

stakeholders’ expectations and the triple bottom line of economic, social, and environmental 

performance” (Aguinis, 2011, p. 855). To conceptualize tourist’s perceptions about CSR initiatives 

at tourism destination, we follow Brown and Dacin’s CSR associations that are defined as those 

that “reflect the organization’s status and activities with respect to its perceived societal obligations” 

(1997, p. 68). In terms of tourism places, CSR associations refer to the tourist perception toward 

how the destination performs in social, economic, and environmental initiatives. 

The subjective approach to quality defines quality as the consumer´s global attitude to the 

superior nature of the product/service (Parasuraman, Zeithaml & Berry, 1988). The positive effects 

of CSR on perceived quality have been supported in other contexts (Lai, Chiu, Yang & Pai, 2010; 
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Swaen & Chumpitaz, 2008) but not at the tourism TD level. Extending these results to our study, 

we expect a higher level of perceived quality when the tourists have strong associations of the 

destination to CSR activities. Therefore, the following hypothesis is proposed: 

H1: The perceived social responsibility in a TD positively affects the TD’s perceived quality. 

Alvarado et al. (2010) confirmed that the gap between expectations and perceptions of CSR 

affects cognitive satisfaction of consumers. Bigné et al. (2011) confirmed that CSR associations 

have a positive effect on cognitive and affective satisfaction. It is expected then that to higher 

levels of CSR associations, higher levels of satisfaction with the destination.  

H2: The perceived social responsibility in a TD positively affects tourist satisfaction with the 

destination. 

The marketing literature has highlighted two aspects of the loyalty to a brand: behavioral loyalty 

and attitudinal loyalty. Behavioral loyalty consists of repeated purchases of the brand, while 

attitudinal brand loyalty includes a degree of dispositional commitment in terms of some unique 

value associated with the brand (Chaudhuri & Holbrook, 2001). The CSR-attitudinal loyalty 

relationship was supported by Marin, Ruiz and Rubio (2008) in other contexts. Extending this view, 

we propose the following hypothesis:  

H3: The perceived social responsibility in a TD positively affects attitudinal loyalty to the 

destination. 

Tourist satisfaction has been defined as an emotional response that follows from cognitive 

responses to service experience (e.g., quality or value perceptions) (Zabkar, Brenoic & Dmitrovic, 

2010). This positions the satisfaction as a consequence of the service quality. Besides, the 

consumer behavior literature has proved that loyalty is an immediate consequence of satisfaction. 

This relationship has also been proven in tourist destinations settings (Alén-González, Rodríguez-

Comesaña & Fraiz-Brea, 2007; Bigné, Sánchez & Sánchez, 2001; Zabkar et al., 2010). This chain 

of effects arise the following hypotheses: 

H4: The perceived quality of a destination positively influences satisfaction with the TD. 

H5: The satisfaction with the destination positively influences loyalty to the TD.  

 

Figure 3 – Conceptual model 
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Methods and Materials 

To test our conceptual model (Figure 1), in August 2012 we conducted an online survey about 

Spain as tourism destination. 357 tourists who have visited Spain during the last two years were 

chosen. In order to avoid origin bias, only Argentineans were considered. Research constructs 

were operationalized using several items adapted from previous research, using five-point Likert 

scales. The questionnaire was pretested with academics and students of a tourism degree. The 

psychometric properties were analyzed, resulting with Cronbach’s alpha and composite reliability 

higher than 0.73; a discriminant analysis among the construct showed good results. The 

conceptual model was tested via EQS 6.1.  

 

Research and Results 

As predicted in H1, the perceived social responsibility in a tourism place has a positive and a 

strong influence over perceived quality. This means that if tourists perceive high (low) levels of 

CSR’s associations, their evaluations of the destination quality are also high (low). The results also 

supported the influence of CSR’s associations on attitudinal loyalty (H3). The respondents show 

better loyalty levels when they perceive the tourism place as a responsible one. The H2 was not 

supported, which means that CSR’s associations do not have direct influence over satisfaction.  

The chain of effects “perceived quality-satisfaction-attitudinal loyalty” was confirmed (H4 and 

H5). The respondents show higher levels of satisfaction when they have high perceived quality, 

and higher levels of satisfaction produce high levels of attitudinal loyalty. Thus, the influences of 

CSR’s associations indirectly reach tourists satisfaction mediated by perceived quality. As 

perceived quality is affected by CSR’s associations, the tourists satisfaction is indirectly also 

affected.  
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In summary, the perceived social responsibility in a TD has positive and direct effects over 

perceived quality and attitudinal loyalty and indirect effects to satisfaction through perceived 

quality.  

 

Table 1 – Consequences of the perceived social responsibility in a tourism place: hypothesis 

and path coefficients 

Hypothesized Relationship Stand. beta t value Conclusion 

1 CSR’s AssociationsPerceived quality .659 ** 7.770 Supported 

2 CSR’s AssociationsSatisfaction .172 1.772 Not Supported 

3 CSR’s AssociationsAttitudinal loyalty .331 ** 5.073 Supported 

4 Perceived qualitySatisfaction .348 ** 3.660 Supported 

5 SatisfactionAttitudinal loyalty .580 ** 9.291 Supported 

 

Note: Fit indices: 2 (85) = 195.062 p<.05; RMSEA (90% CI) = .065 (.053, .077); CFI=.951; NFI= 

.917 

* p<0.05; ** p<.0.01 

 

Conclusion and Implications  

As tourism business strongly depends on natural and cultural heritage as well as on the efficient 

articulation of a complex stakeholders’ network, this research provides empirical support for 

justifying and encouraging the adoption of socially responsible tourism practices. We have 

empirical evidences that perceived social responsibility in tourism destinations enhances its 

performance by the increasing tourists’ perceived quality level and loyalty to them. If responsible 

tourism generates opportunities to detent a competitive advantage (Porter & Kramer, 2006), 

destination managers must not only implement responsible programs taking into account 

stakeholders expectations, but also communicate their implementation to the different publics, and 

especially to the travelers.  

This work shows that the reflection of responsible tourism actions directly influences the TD 

quality assessment and the attitudinal loyalty of tourists. As the chain of effects quality-satisfaction-

loyalty was also confirmed, the perceived social responsibility in a TD indirectly influences the 

tourists´ satisfaction with it. This confirm Zabkar, Brnoic and Dmitrovic (2010) suggestion about 

quality evaluation as a predominantly based on a cognitive processing mechanism, and 

satisfaction as an outcome derived from experience, that is, an emotional response that follows 

from cognitive responses to the experience. In this work we found that CRS’s association directly 

influence over cognitive constructs (as quality) but not over the emotional responses as 

satisfaction, which also depends of other variables beyond TD’ control, such as climate conditions 

or social group interactions (Lee, Petrick & Crompton, 2007). 
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Accordingly, destination managers must encourage the inclusion of stakeholders’ social, 

economic and environmental expectations in the destination quality standards, and involve 

tourism-service providers in this task.  

CSR’s impact on the loyalty to the destination is particularly interesting for destination 

managers. Long-term relationships with tourists embody not only a high level of brand 

performance, but also financial benefits. The destination managers find in this relationship the most 

visible support about the convenience of implementing responsible tourism. 

This study has limitations that can be addressed in future research. Even though this study is 

applied in the context of Spain as a tourism destination, it may be interesting to develop a study 

with other destinations in order to generalize the results. Secondly, our model is only focused on 

the influence of the perceived social responsibility in perceived quality, satisfaction and attitudinal 

loyalty. Another interesting line of research could be analyzing the influence of the perceived social 

responsibility in other variables such as brand equity, and word of mouth.  
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Gastronomy Tourist’s Proneness to Nostalgia: A Logistic 

Regression Analysis 

Vale, V. T. and Brito, P. Q.1 

 

 

Introduction 

Nostalgia, Nostalgia Proneness 

In general terms Nostalgia can be seen as an universal experience, which can encompass all 

persons, with different ages, genders, ethnicities or social classes (Sedikides, Wildschut & Baden, 

2004). More particularly, it can be defined as a self-relevant emotional reflection of the past, 

serving the following four specific psychological functions (Sedikides et al., 2004, 2006): Nostalgia 

can be understood as a repository of positive feelings. Wildschut et al. (2006) found that nostalgia 

reflects more positive than negative emotions thus leading to a more positive rather than negative 

mood; It can contribute to self-positivity and self-esteem (Wildschut et al., 2006); It may strengthen 

social connectedness. In their study, Wildschut et al. (2006) found that participants who have 

written more about nostalgia experiences also revealed greater personal security as well as 

confidence in their interpersonal relationships; Finally, and regarding an existential dimension, 

nostalgia can provide a perception of the meaning of life (Wildschut et al., 2006). 

The nostalgic feeling can be triggered by several topics, such as anxiety, loneliness and 

pessimistic mood (Sedikides et al., 2008), sensory inputs – e.g. tastes and odors, or events – e.g. 

anniversaries, weddings, vacations (Wildschut et al., 2006; Routledge & Arndt, 2005). The triggers 

may, on the other hand, activate memories reflected by what is known as “objects of nostalgia”. 

Examples of these objects of nostalgia can be persons, events, certain periods of life, animals, 

food, tangibles or past selves (Wildschut et al., 2006). 

However, despite the existence of different triggers and different objects of nostalgia, the 

psychological characteristics of a person are a critical aspect that can make him more or less 

prone to nostalgic experiences. This means that there are some psychological profiles that can 

characterise a person as more nostalgic prone (Iyer & Jetten, 2011). 

Consequently, individuals who are more prone to nostalgic experiences also tend to 

buy/consume some types of products/services in order to revive and to preserve memories of a 

pleasant past. However, it is also a fact that consumers differ on the degree of their proneness to 

embrace nostalgia experiences (Holbrook, 1993; 1994).  
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Although consumer psychological characteristics are an important element that influences the 

intensity of nostalgia proneness, there are also others that can have similar impacts, such as the 

product type, the context or the interaction between both. 

We can thus presume that travel, holidays and leisure are social experiences with plenty of 

personal pleasure, which can constitute a nostalgia trigger. 

Also, due to the fact that food is considered as a nostalgia trigger (as aforementioned) and 

nostalgia is an experience (Sedikides et al., 2004), we can assume that gastronomy festivals can 

be seen as tourist events, providing short-term nostalgic experiences. 

 

Therefore, the purpose of this study is twofold: identify and analyze the main determinants of 

nostalgia proneness of gastronomy tourists. In order to achieve this goal, we did a survey to 

tourists attending a gastronomy festival held in Santarém (Portugal). This survey intended to 

collect data with special emphasis in attributes related with nostalgia proneness, motivation to visit 

a gastronomy event, hedonic motivation, involvement with gastronomy phenomena, health 

concerns as well as more generic information. 

 

Methods & materials 

Sample and questionnaire design 

In order to determine which factors influence tourist nostalgia proneness, we used data from a 

survey conducted at the Portuguese Gastronomy Festival, held in Santarém (Portugal, 2011). This 

data was collected by means of a questionnaire applied inside the event arena. A total of 421 

questionnaires were collected by five qualified interviewers, with 400 considered as usable. For the 

purpose of this study, we conceptualize the gastronomy tourist as the one that has developed 

special interests for gastronomy issues. 

The questionnaire contained five variables that were measured. The nostalgia proneness 

measure was adapted from the work of Routldege et al. (2008), which used an eight items subset 

of Time Perspective Inventory (Zimbardo & Boyd, 1999). Tourists’ motivation to go to a gastronomy 

event/festival was assessed by an eleven items scale. Another variable that we analysed concerns 

to the tourist involvement with gastronomy issues. It was measured through an eight items scale. 

Finally, we used ten items scales in order to measure the hedonic dimension of the motivation and 

the tourists’ health concerns. 

On table 1 it is showed the demographic characteristics for all the respondents. 

Demographically the sample composition were: 50,3% females, the sample age varied from 18 to 

86, with a significant sample on 26-35 and 46-55 years old and 52,8% having a secondary school 

degree. Only 0,8% were tourists attending the festival all by themselves. 

 

Table 4 – Demographics characteristics 
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 N % 

   

Gender   

Male 199 49,8 

Female 201 50,3 

   

Age   

<25 21 5,3 

26-35 107 26,8 

36-45 57 14,3 

46-55 114 28,5 

56-65 53 13,3 

>65 48 12,0 

   

Civil Status   

Married 284 71,0 

Single  72 18,0 

Divorced 27 6,8 

Widow 17 4,3 

   

Companion with…   

Husband 84 21,0 

Wife 67 16,8 

Partner and Kids 42 10,5 

Kids 2 ,5 
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Other relatives 37 9,3 

Friends 117 29,3 

Members of the excursion 

group 
48 12,0 

Alone 3 ,8 

   

Academic qualifications   

Primary School 69 17,3 

Secondary School 211 52,8 

Graduate School 99 24,8 

Post-Graduate School  21 5,3 

 

Research and Results 

A Logistic regression was employed in order to identify the determinants of gastronomy tourists' 

Nostalgia Proneness. The logistic regression has been shown to be an effective technique to 

discriminate between two groups in a marketing research context (Akinci, Kaynak, Atilgan & Aksoy, 

2007). In our study, the objective of a logistic regression is to establish the probability of a tourist 

belong to one of two variables (the dependent variable) given other variables (the determinants or 

independent variables) (Field, 2000). In this paper, the dependent variable is Nostalgia Proneness. 

Bearing in mind that logistic regression requires two groups in the dependent variable, gastronomy 

tourists were classified as ‘less nostalgic’ and ‘more nostalgic’. 

The determinants or independent variables are thus the 11 factors that reflect the tourists’ 

motivation to go to a gastronomic festival; 10 factors reflecting the tourists’ hedonic motivation; 7 

factors that are indicative of the tourist involvement and 10 factors representing the tourist health 

concerns. The categorical variables are gender and academic qualifications. 

Logistic regression works by comparing two models: one that includes only the constant in the 

regression equation (so all determinants are omitted) and one including all the determinants (Field, 

2000). Afterwards the two models are compared and it is from this comparison that we analyse 

whether the determinants make a significant contribution to explain the dependent variable. 
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Table 5 – Characteristics of the model 

Gastronomic Tourists (N=400) 

  

Value 

 

Df 

 

p 

Initial -2 Log likelihood (χ
2
) 349,139   

Final -2 Log likelihood (χ
2
) 245,201   

    

NegelKerke R
2
 0,446   

    

Initial Classification Group 60,4 %   

Less Nostalgic 100 %   

More Nostalgic 0%   

    

Initial Classification Group 75,4%   

Less Nostalgic 82,8%   

More Nostalgic 64,1%   

    

Model Coefficient (χ
2
) 103,938 43 0,000 

    

Hosmer and Lemeshow 

goodness-fit test 
3,907 8 0,865 

 

The Omnibus Tests of Model Coefficients tell us that the model chi-square value is 103,938. 

In this model we reject the null hypotheses because the p-value of the test is inferior to any 

significance level. Therefore, we can conclude that the set of independent variables improves the 

prediction of the outcome.  

According to Nagelkerke R Square test we can say that the model accounts for about 44,6% of 

the variance. 
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The Hosmer and Lemeshow Test inform us about whether the predicted probabilities match 

the observable probabilities. The p-value of this test is ≈ 0.865 which  is non-significant, so 

we do not reject the null hypotheses of predicted and observable probabilities match. 

The final classification group assess how well the model classifies cases in these two 

categories of the nostalgia proneness variable. The overall predictive accuracy is 75, 4%. Similarly, 

the model predicted equally well for both those less nostalgic and those more nostalgic (82,8% and 

64,1% respectively).  

If we recall the initial classification group, without considering any further information (gender 

and educational qualifications) the probability of a correct prediction is 60, 4% regarding this 

sample. Comparing the improvement of the predictive accuracy to 75, 4% we find it meaningful. 

After validating our model, we analysed the estimates for the predictors of the nostalgia 

proneness. Two values are presented in the table 2: p-value and Exp(β). The p-value is a relevant 

statistic because it gives us the factors that are considered as determinants and have a predictive 

effect on Nostalgia Proneness. 

 

Table 6 – Determinants of the Nostalgia Proneness 

 p-value Exp(β) 

Variables in Equation (considered significant) 

(MOT.11) Because I heard about the festival/event and it seemed to me 

amusing. 

0,004* 
0,308 

(HEDMOT.1) A gastronomic festival is a truly entertainment occasion. 0,072*** 1,381 

(HEDMOT.3) I keep going to gastronomic events because I enjoy socializing 

with my friends. 

0,012** 
1,764 

(HEDMOT.7) I have fun in those festivals because I like their atmosphere. 0,083*** 0,504 

(HEDMOT.8) While I am in a gastronomic festival I forget my problems. 0,034** 1,755 

(INV.2) What is the probability of visiting a Gastronomic Festival? 0,084*** 0,729 

Constant 0,289 0.066 

 

*p-value < 0,01  ** p-value< 0,05  ***p-value<0,10 

 

As we can infer from the Variables in the Equation table above, the null hypotheses is rejected 

due to the fact that the β coefficients are equal to zero. Thus, they are statistically significant and 

predictive of the nostalgia proneness.  
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Consequently, the results suggest that there are 6 determinants that contribute to explain the 

level of nostalgia proneness. From these six determinants, according to Exp(β) value, the 

“HEDMOT.3 – I keep going to gastronomic events because I enjoy socializing with my friends” 

emerges as the most important determinant (1,764). This value means that an increase in the 

“HEDMOT.3” increases 1,764 times the probability of a gastronomy tourist be a more nostalgic 

prone one. In descending order of importance, the other significant determinants are the 

“HEDMOT.8 – While I am in a gastronomic festival I forget my problems” (Exp(β) of 1,755); then 

“HEDMOT.1 –A gastronomic festival is a truly entertainment occasion” with an Exp(β) of 1,381; the 

next one was “INV.2 – What is the probability of visiting a Gastronomic Festival?” (Exp(β) of 

0,729), “HEDMOT.7 – I have fun in those festivals because I like their atmosphere” with an Exp(β) 

of 0,504; and finally the “MOT.11 – Because I heard about the festival/event and it seemed to me 

amusing” (Exp(β) of ,308). 

 

Discussion 

The results indicate that the nostalgia proneness level of tourists is influenced by several 

factors, especially the ones related to the hedonic dimension of motivation. In addition, the results 

also suggest that nostalgia proneness is influenced by one involvement factor: “the act of buying 

gastronomy products”. 

We consider that our study can contribute to help festivals/events managers to make strategic 

decisions in order to increase gastronomy tourists’ pleasure, based on a better understanding of 

the reasons behind differential levels of nostalgia proneness. Also by improving other areas 

considered as relevant, such as the event environment. 
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Exploring Loyalty Hotel Chain Program Effects 

Pimpão, P., Correia, A., Duque, J. and Zorrinho, C.1 

 

 

Introduction 

Loyalty programs have become an important component of firms’ customer relationship 

management (CRM) strategy (Liu, 2007) and one of the most familiar marketing strategies: “If you 

have a good idea, copy it” (Dowling & Uncles, 1997). Today, loyalty programs and CRM systems 

were designed not only to pursue revenues and receipts growth; but also to increase the 

intimacy/identification of customers with brands (Uncles et al., 2003). The adoption of these 

strategies increased over the last years. Through these programs, firms can retain their customers 

with the purpose of having a deeper understanding of their preferences and motivations. 

Therefore, these strategic fundamentals are evolving to personalized services, announcing the 

future of the advanced CRM systems (Liu, 2007; Buhalis & Law, 2008).  

In this light, CRM involves a two-way interactive and dynamic communication which ensures the 

relationship that should happened between customers and hotels (Buhalis, 2003). These dynamic 

communications highlight what hotels have to offer and consequently enhance customers’ 

perception in relation to such offer (Reichheld, 1993; Dowling & Uncles, 1997; Bolton, Kannan & 

Bramlet, 2000; Liu, 2007), as the way to improve customers’ loyalty. Yet, loyalty programs, 

supported in dynamic processes, tend to value the more loyal customers, through points rewards 

systems or special offers, whose tangible outcome relies on rewarding the frequency of visit/level 

of services usages. This evidence leads this research to assess loyalty effectiveness of hotel chain 

programs from a behavioral perspective (Liu, 2007; Reichheld, 1993; Sharp & Sharp, 1997). This is 

a recent topic, in particular in what concerns tourism (Dowling & Uncles, 1997; Liu, 2007). 

Generally speaking, this research aims to study the long-term effectiveness of a hotel chain 

loyalty program along customers’ behavioral attitudes. Attitudes are assessed in a temporal and 

geographical context. Temporal context is used to account for the loyalty persistence, as proposed 

by Liu (2007), whereas geographical context comprises the chain effect of this program across the 

different kinds of hotels of the group. This research grounds on Sharp & Sharp (1997) work who 

argues that loyalty programs have an effect on repeat-purchase. They argue that repeat-purchase 

effect follows a Dirichlet distribution, which is developed in order to estimate several key 
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performance measures (e.g. penetration, frequency of purchase, repeat-buying, 100% loyal) for a 

normal and competitive repeat-purchase market. 

More specifically, this research aims to assess hotel brand’s market shares positioning within 

hotel chain, that are geographical and type of hotel penetration rates estimated. Yet this research 

is a step forward to assess hotels chain competitiveness within the new commercial challenges. 

 

Methods and Materials 

This research is based on data drawn from a hotel chain’s loyalty program (CRM systems) and 

covers purchases during the first two years of the program. Program membership is free. For each 

euro spent, the program reverts ten points for a silver card and twelve points for a gold card as well 

as other offers are included. According to the research proposal, data related to cards issued in the 

first year – 2011 was considered, in particular the cards with more than two purchases. Cards with 

less than two purchases were discarded since the persistence effect is not present. Furthermore, 

the first purchase may be allied with the novelty effect of having a card. Data were analyzed using 

Dirichlet.xls software (Kearns, 2009), after a previous validation.    

The Dirichlet Model is a single statistical model and is able to describe the various performance 

patterns; and in that sense, it also helps explain and predict them (Ehrenberg, Uncles & 

Goodhardt, 2004). This model allows to explain number of purchases over a time span, as well as 

what brand is bought at each occasion (Goodhardt, Ehrenberg & Chatfield, 1984), so that it 

describes purchase frequency and brand choice simultaneously (Ehrenberg et al., 2004). 

In this sense, iterative estimation method adapted from Bassi’s Technical Note (2011) assumes 

geographical and chain effects. This study’s specification derives from Goodhardt’s (1984) and 

from Bassi’s (2011) works, which indicate n customers making purchases in a market (loyalty 

program) with g brands. The present work considers g geographical brands the ones belonging to 

the hotel’s group2. Thus, given the Dirichlet assumptions and in line with Goodhardt (1984) and 

Bassi (2011), our model is based on five assumptions. The first aims to specify the probability 

vector of the ith customer card making any specific combination {    of reservations in the j=1,...,g 

types of hotels with the length T (succession of reservations). It can be modeled by a multinomial 

distribution with parameters r,        : 

                
  
  

   
 

 

   

 

where r is the amount of reservations (quantity) made with card i in year 1.  

The second assumption considers that the probabilities   vary among customers’ cards 

according to a Dirichlet distribution with parameters   ,…,  , i.e., 

                                                             
2
 We consider 81 hotels (34 “historical & cultural”; and 47 “resorts”) belonging to the same hotel’s 

group.  
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                    =
           

            
  
    …    

      
                   

Successive reservations by the ith customer card are independent. As third assumption, the 

number of reservations    made by ith customer card in each of a succession of equal non-

overlapping periods of length T, follows a Poisson distribution with mean   T. The four assumption 

considers a Gamma distribution with parameters m and K, which characterizes the variance 

between mean purchasing rates and each customer card. As for the last assumption, customers’ 

hotel-choice probabilities and average-purchase-frequencies are distributed independently over the 

loyalty program customers. 

The model follows a negative-binomial distribution with mean mT and exponent k, from that of 

Bassi’s (2011) work: the number of reservations of the hotel category made by all customers, in a 

certain time period; and the number of reservations a customer makes of each of the g 

geographical types of brands in a period of time T. This is called the NBD-Dirichlet Model: 

            
         =                  

                      = 

        

         
  

 

   
 
 
    

 

   
 
             

         
 
   

 
  

          

        

 
    

Therefore, Goodhardt, Ehrenberg & Chatfield (1984) proposed an iterative method for model 

estimation which requires summary statistics as input values and, such as hotel penetrations   and 

average purchase rates   .  

Finally, to activate the model, g+2 reservations need to be estimated: m, k,   ,…,   . With the g 

observed per card purchase rates    , the iterative estimation procedure calculates the hotel 

category purchase rate as   =    
 
    and equals the theoretical and observed hotel chain market 

shares:  

  

   
 
   

 
  

   
 
   

 

 

As the hotel chain market shares must add to 1, there are g-1 equations to be solved. 

Parameter K is calculated by fitting NBD model to the distribution of reservations of the hotel 

category. 

The iterative procedures based on the approach by Goodhardt, Ehrenberg and Chatfield (1984) 

follow in the present work and by Bassi (2011) require only aggregated data as input.   

There are two aspects of consumer diversity in Dirichlet Model included in this work, namely 

how customers differ from each other in: (a) their purchasing rates; and (b) their brand choice 

preferences (Goodhardt et al., 1984). Thus, this methodology follows the Dirichlet Model basic 

lines, which directly or indirectly describes the buying patterns and also tries to analyse differences 

in customers’ preferences of eighty one brands at the same chain group.  
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Research and Results 

The results suggest that hotel chain loyalty program plays a role on customers’ loyalty behavior 

over time. Furthermore, results suggest that this loyalty program has contributed to the proliferation 

of Polygamous Loyalty, as called by Dowling and Uncles (1997) to present the hotel’s customer as 

a member of more than one loyalty scheme hotel (“Historical & Cultural” and “Resort”). 

Results also suggest that the average purchase frequency for all customers increase when 

compared to their initial frequency, although in heterogeneous patterns. And that increases in 

purchase frequency for “Resort” customers will be significantly higher than that of “Historical & 

Cultural” customers. It is also expected that the increase in loyalty among “Historical & Cultural” 

customers (already loyal) will be slower than that of “Resort” customers. 

One desirable effect of this specific loyalty program would be to increase the average amount 

bought in each reservation occasion. However, one factor which may inhibit general 

encouragement to spend more on each occasion would be a lack of customer knowledge of the 

point’s barriers (Sharp & Sharp, 1997). 

Because claiming a reward is an extra step that customers need to take to make use of the 

benefits of the loyalty program, their decision to do so will reveal their level of interest in the loyalty 

program (Liu, 2007). The findings will support the conclusion that the change in customers’ 

behavior was indeed a result of the loyalty program.  

 

Conclusions and Implications 

By their very nature, loyalty programs are one-to-one programs (Liu, 2007). How much a 

consumer can benefit from such program depends on his or her “investment” in the relationship 

with the firm (Dick & Basu, 1994; Liu, 2007).  

Changing the fundamental repeat-purchase patterns of markets is very difficult. However, it is 

clearly possible to alter repeat-purchase patterns, at least to a small degree, and loyalty programs 

are probably the only marketing effort which deliberately focuses on bringing about such change 

(Sharp & Sharp, 1997). In this work, these changes in patterns by the hotel loyalty program is 

achieved for “chain loyalty”, through the willingness of the hotel to institute loyalty programs that 

consist of a village-type networking of consumers. By developing a system tailored to that group’s 

particular needs, the hotel makes it possible and economical viable to keep these customers 

(Reichheld, 1993). In this sense, it is also very important to argue that hotels should be capable of 

cross-selling other products or services, because maintenance of a database and of regular 

communication with large numbers of these customers can be costly (Dowling & Uncles, 1997). 

Finally, this research will provide tools for hotels to better understand loyalty programs, and to 

be more effective in managing such programs. The most important contribution of this work is the 

analysis provided by the Dirichlet Model, which combine purchasing rates and purchasing brand 
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behavior, into a long-term geographical brand analysis function of a hotel chain loyalty program. It 

also provides ways for future research. 

Further research should also analyse the attitudinal loyalty behavior toward an entity (brand or 

service) in order to provide a stronger indication of repeat patronage. Therefore, research could 

test attitudinal loyalty variables, such as trust, commitment and satisfaction and quality relationship, 

by conducting a study that specifically contributes to customers’ loyalty. 
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FIA World Rally Championship - Sardegna: Driving Repeat Tourists 

Del Chiappa, G., Tinaz, C. and Turco, D. M.1 

 

 

Introduction 

In general, the impacts associated with sport events include economic, socio-cultural, 

environmental (Fredline, 2005; Ritchie & Smith, 1991; Solberg & Preuss, 2007; Wood, 2005), 

physical, political, and psychological as well as touristic. Sport tourism activities around and during 

sport events leads to economic activity. Hence sport tourism has increased as a destination 

marketing strategy for many European communities. The expansion of interest in sport events 

occurred during the last decades leaded has brought major changes destination marketing 

strategies and event operations to maximize tourism impact. Sport event tourists are one of three 

sport tourist market segments along with participatory and celebratory sport tourists (Turco, Riley & 

Swart, 2001). In this scenario motorsport events have long been a vehicle for sport tourism 

development. Burns, Hatch, and Mules’ (1986) comprehensive study of the Adelaide Grand Prix 

remains the seminal work on sport event tourism assessment. Prior research focusing on rally 

events has analyzed the spectators/visitors’ overall customer satisfaction with the event and the 

services provided, their intention to return and to recommend to others, and the values and image 

associations they express toward the World Rally Championship (WRC) brand image. There is 

evidence in related literature that the willingness of the spectators to visit the event repeatedly is 

highly depended on their level of satisfaction and satisfied people are more willingly to promote the 

event (Szwarc, 2005). 

Sport event organizers, as well as sport organizations have several types of customers; 

spectators, competing athletes or teams, sponsors, suppliers and the communities in which they 

operate. This study focuses on different types of spectators. Sport spectators and fans are usually 

not a homogenous group of consumers and therefore their expectations and expenditures differ 

significantly (Quick, 2000).  

This study was carried out to assess and compare the consumer behaviors of first time and 

repeat sport event tourists to the FIA WRC - Sardegna in 2012. Considerable attention has been 

devoted in tourism literature to the differences between repeat and first time visitors. Several 
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scholars have concluded that first-timers stay longer and spend more money per night per capita 

than repeaters.  

Few studies have investigated the consumer behaviors of first time and repeat sport tourists, 

and no published study has precisely examined first timers and repeaters to a motor sport event. 

For destinations relying on recurring sport events to attract tourists, understanding the consumer 

behaviors of first time and repeaters is important economically and for target marketing. Consumer 

behavior is strictly linked to the level of consumer satisfaction. According to Kotler (2009) 

consumer satisfaction occurs when the requirements and the expectations of the customers are 

met or even better surpassed with the product or the service. As Gerson (1993) states, satisfied 

consumers usually purchase more goods and services, and do so more frequently. Therefore it is 

expected that the repeat visitors of Rally Sardinia are satisfied with the offered services. Repeat 

visitors could therefore contribute to the event in a positive way by stating their satisfaction in their 

home or other social environments. As word-of-mouth communication is a significant source of 

information, statements of repeaters can increase the awareness and attendance levels of the 

event. The power of customer recommendation as a marketing opportunity has gained greater 

salience because of the social communication alternates that modern technology offers to the 

community. Kotler (2009) states that when negative word of mouth is spread, even big advertising 

campaigns are not going to save the company’s reputation. In their widest sense the objectives set 

for this research were as follows a) to analyse the socio-demographics of the spectators b) to 

reveal the tourist characteristics of WRC spectators in Sardegna c) to compare the spending 

behavior of first time versus repeat visitors to Sardinia and WRC and d) to verify if the level of 

satisfaction of the spectators is different based on the fact that they are first timers (a spectator 

who has not participated at the event before) or repeaters (a spectator who has participated at the 

same event before). 

 

Method and Materials 

This research uses empirical data from a WRC motorsport event to examine various 

approaches to measuring first time and repeat spectator expectations, levels of satisfaction and 

consumer behavior. Established in 1973, the Federation Internationale de l’Automobile (FIA) World 

Rally Championship (WRC) features rallies across 13 countries including Sardegna, Italy. WRC 

events typically include 15 to 25 special stages run on closed roads. WRC involves four-cylinder 

production cars modified and supercharged to 300bhp. Competitors drive to and from each stage 

on normal roads with a navigator alerting the driver to road conditions. Most WRC rallies are 

scheduled with two days of reconnaissance (Tuesday and Wednesday) to enable the drive and 

navigator to check the route, Thursday practice, followed by competition on Friday, Saturday, and 

Sunday. Sardegna has hosted Italy’s FIA WRC since 2004. The 2013 rally will be held 20-23 June 

2013. Sardegna’s rugged geology, rivers, coastlines, flora, and Mediterranean ecosystem offer a 
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contrasting stage to the carbon-fueled mechanical muscle of its WRC. Reportedly FIA has been 

struggling with its global broadcasting strategy and has experienced a recent decrease in fan 

interest levels.  

The survey used was developed based on prior literature and structured based on closed 

questions, dichotomic and multichotomic, with simple and multi-choice answers. Sport tourist 

survey data were coded and entered into a computer statistical program for analyses to facilitate 

the purpose of the study. The empirical research that underpins this survey was conducted on-site 

during the 2012 FIA WRC – Sardegna Rally with a sample of 210 subjects representative of over 

600 visitors. 

 

Research and Results  

For the most part, respondents were male (67.9%), in the age group 25-34 (34.2%) or 35-44 

(22.5%), with technical college (33.9%), employee (24.2%), and married (35%). They were 

primarily domestic or international visitors (57.8%) whereas 42.2% resided in Sardinia (42.2%). 

National and international visitors were mostly non repeaters (69.8%) who decided to visit Sardinia 

because of the rally (92.7%), and 75.4% of them had already taken part in WRC at least once. Fifty 

percent of them spent 3-4 days in Sardinia, and were travelling with friends (53.3%) or their family 

(26.2%). Specifically, national and international respondents reported travelling in Sardinia with an 

average of 3.51 people. Approximately half (50.1%) of respondents were “very satisfied” with the 

event, and most would suggest their friends and relatives have an holiday in Sardinia (49.6%), and 

recommend the WRC (81.7%).  

Table 1 and 2 shows the spending behavior of first time visitors/repeat visitors to Sardinia and 

WRC. Table 3 compares the mean level of visitor satisfaction toward a set of features related to 

the event. 

 

Table 1 Spending behavior (euro, family group): First time visitors vs repeat visitors to Sardinia 

 Firt time visitors to Sardinia Repeat visitors to Sardinia 

 Min. Max Mean Min. Max Mean 

Hotel 35 200 87.50 30 300 84.98 

B&B 25 150 90.75 20 50 26.43 

Rented apartement 20 25 22.50 15 35 25.33 

Friends or relatives - - - 100 100 100.00 

Hostel - - - - - - 

Local transportation 8 200 54.04 10 200 45.75 

Food and beverages 15 200 76.37 7 200 70.25 

Souvenirs 5 600 87.50 10 1200 122.69 

Pharmacy/health - - - 20 20 20.00 
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Tour guide services - - - 20 20 20.00 

Renta car services 50 50 50.00 10 200 70.00 

 

Table 2 Spending behavior (euro, family group): First time visitors vs repeat visitors to WRC  

 First time visitors to WRC Repeaters visitors to WRC 

 Min. Max Mean Min. Max Mean 

Hotel 30 300 83.48 30 180 77.00 

B&B 20 98 41.77 25 150 75.00 

Rented apartement 15 60 29.00 25 25 25.00 

Friends or relatives 50 100 75.00 - - - 

Hostel 30 30 30.00 -  - 

Local transportation 10 200 48.45 8 100 51.55 

Food and beverages 7 200 60.09 10 200 71.62 

Souvenirs 5 600 57.05 5 1200 145.00 

Pharmacy/health 1 1 1.00 20 20 20.00 

Tour guide services 10 50 22.50 - - - 

Renta car services 10 200 61.43 40 150 80.00 

 

Table 3: Level of satisfaction toward the event: first time visitors versus repeat visitors 

 Repeaters First time 

Items (5-point likert scale) M. S. D M. S.D 

Atmosphere at the event 4.62 .586 4.41 1.001 

General appearance of the event 4.60 .778 4.43 .912 

Safety of the event 4.50 .847 4.41 .776 

Entry to the area 4.30 1.043 3.95 1.034 

Moving around in the area 4.20 .883 3.85 1.088 

Spectator direction in the area 4.27 .960 4.18 .980 

Number of restaurants in the area 4.30 1.244 4.18 1.390 

Selection of products of the restaurants in the area 4.45 1.108 4.30 1.293 

Amount of related events / entertainment in the area 4.50 1.519 4.36 1.573 

Quality of related events / entertainment in the area 4.48 1.585 4.35 1.573 

Number of toilets in the area 3.80 1.870 3.71 1.876 

Cleanliness of toilets in the area 3.71 1.902 4.06 1.803 

Overall satisfaction with the event (7-point likert scale) 5.62 1.354 5.70 1.091 

 

First visitors reported spending more than repeat visitors to the region and WRC, especially 

when the cost of accommodation was considered thus confirming prior research. Further, they also 

expressed a higher mean level of satisfaction toward different characteristics of the event and 

toward the event as a whole (Mean: repeaters, 5.62 – first timers: 5.70) probably because the 
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event/destination fulfilled their expectations in prior editions of the event, thus pushing repeat 

visitors to come back with even higher expectations.  

 

Conclusion and Implications 

For destinations relying on recurring sport events to attract tourists, understanding the 

consumer behaviors of first time and repeaters is important economically and for target marketing. 

Our findings contribute to the body of knowledge highlighting that differences do exist in the 

spending behavior and level of satisfaction of event first timers and repeaters. Specifically, first 

timers reported spending more and being more satisfied than repeaters thus suggesting that policy 

makers, destination marketers and event organizers would need to manage the event as whole 

and the related marketing activities in order to attract new visitors each year and/or to increase the 

standard level of quality to be delivered to repeat spectator so that their perceived quality is higher 

than the one they expected based also on prior experience at the event. 
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Abstract 

Nowadays, tourists are increasingly informed, demanding and interested in booking hotels on 

the internet. Moreover, the number of customers who prefer and trust in sites with amateur reviews 

is increasing. The research model proposed will follow a website based approach in the context of 

online hotel reservations. Beyond highlighting the online reviews as an important and reliable 

source of information for tourists, this research incorporates antecedents of e-satisfaction and their 

implications on the e-WOM activity. The model additionally considers the moderating effect of 

perceived value of the hotel that has been booked on-line. With this research, we expect to 

contribute for future qualitative and quantitative investigations, in order to explain this important 

current trend of consumer behavior.  

 

Introduction  

Electronic word-of-mouth (e-WOM), seen and addressed as a new ramification of WOM, is an 

increasingly important topic of research, as evidenced by the growing number of publications in top 

level marketing journals in the last decade (Breazeale, 2009). In comparison with other types of 

communication, WOM is associated with high levels of credibility, implying high impact in the 

decision-making process, particularly in the tourism context (Kastenholz, 2002).  

Tourism marketers are very keen to devise strategies to manage EWOM, bearing in mind the 

intangible characteristics, the emotional influences and the high risks involved in this process 

(Litvin, Goldsmith & Pan, 2008). On the other hand, tourism products are both seasonal and 

perishable, operate in very competitive markets, and some competitive advantages can be 

achieved with online interpersonal influence (Litvin et al., 2008).  

Indeed, “the Internet has created a huge community of unconstrained consumer voices” 

(Bronner & De Hoog, 2010, p. 15). Thus, another important business concern, especially in an e-
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commerce perspective, is customer satisfaction, due to the low percentage of website visitors that 

purchase from a site during a visit.  

Customer satisfaction is an evaluation based on their personal experience. It drives profitability 

and can be seen as an important complement to traditional measures of performance (Storbacka, 

Strandvik & Grönroos, 1994). In the online environment context, customer satisfaction is 

sometimes labeled as e-satisfaction, even in the tourism field (Kim, Ma & Kim, 2006).  

Therefore, understanding the consumer’s emotional and cognitive responses toward a website, 

and how e-satisfaction contributes to e-WOM, is very important (Ha & Im, 2012). A website is not 

just an information system, but also an interface with a vendor (Gefen, Karahanna & Straub, 2003), 

that is a potentially relevant relationship marketing tool. 

 

Online Reviews (Usefulness and Credibility) 

The decision-making process is strongly influenced by WOM. For instance, online 

recommendations can influence the product’s sales (Hu, Liu & Zhang, 2008). In this process, 

anything reducing the perceived risk of purchase of highly involving products, which cannot be 

tested before consumption, and occurring at a frequently geographical, time and even cultural 

distance (Kastenholz, 2010), should be most influential. 

Positive online reviews can significantly increase the number of bookings at a hotel. According 

to the findings (Ye, Law & Gu, 2009), a 10% improvement in reviewers’ ratings can increase sales 

by 4.4%, and a 10% increase in review variance can decrease sales by 2.8%. Therefore, overall, it 

is expected that a tourist may feel more satisfied with a website that shows useful online reviews. 

So, we propose: 

• H1. Perceived usefulness will have an impact on e-satisfaction; 

The number of customers preferring and trusting in sites with amateur reviews is increasing 

(Schmallegger & Carson, 2008). However, not all e-WOM may deserve the same trust. Tourists' 

reviews available on the web will only be accepted if perceived as credible by the reader (Wathen 

& Burkell, 2002). Internet users are vulnerable to the inaccuracy of web-based information and 

need to evaluate it critically to avoid misinformation (Iding & Crosby, 2009). The fictitious reviews 

are problematic, especially for websites that offer advice to its readers/ users. In some tourism 

websites, the main concern is to ensure the credibility of those travel reviews (Jeacle & Carter, 

2011). Therefore we believe that the expertise, trustworthiness and reliability of those who left 

reviews, will have an impact on the website satisfaction. 

Hence: 

• H2. Source credibility will have an impact on e-satisfaction; 
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Website quality 

Website quality can be seen as the consumer’s judgment about a site’s overall excellence and 

fitness for use (Polites, Williams, Karahanna & Seligman, 2012). Researches indicated that both 

emotional and cognitive evaluations about the website influence satisfaction (Ha & Im, 2012).  

Some authors address website quality in terms of system quality (i.e. website design and 

usability) and information quality, which should both be recognized important determinants of e-

satisfaction (Polites et al., 2012). Website design influences consumer emotions and perception 

about the website content (product information). However, the perceptions of information quality 

may play a more important role in satisfaction and WOM generation for experience goods (Ha & 

Im, 2012). 

Therefore: 

• H3. System quality will have an impact on e-satisfaction  

• H4. Information quality will have an impact on e-satisfaction 

 

E-WOM as the Outcome 

As addressed, consumers search for information before the purchasing process, in order to 

reduce uncertainty and perceived risks. Moreover, people also like to post their own opinions on 

review sites or virtual communities, not only for information or entertainment purposes. There are a 

myriad of reasons or motivations for generate E-WOM (Bronner & De Hoog, 2010), and they differ 

according to the type of the site used. 

“Satisfied online shoppers are more likely to recommend the web site to others than dissatisfied 

shoppers” (Ha & Im, 2012) p91. In fact, several researches confirm the significant effect of 

satisfaction on WOM. (eg. (Matos & Rossi, 2008). Therefore, the satisfaction level regarding the 

online booking website may influence the tendency to write online reviews, in order to share the 

experience and advice other tourists, for instance. 

So, it is expected that: 

• H5. E-satisfaction will have an impact on e-WOM activity. 

 

Perceived Value of the Hotel (Moderator) 

Perceived value has an influence on WOM, and it has been addressed as a predictor of and 

has a correlation with the WOM activity, especially in the service context (Matos & Rossi, 2008). 

The real value, or the post-purchase perceived value, arises after the consumption of the 

product (Sánchez, Callarisa, Rodríguez & Moliner, 2006). So, tourists will compare the information 

gathered with their own experience at the destination in order to see if the expectations were 

achieved (Seabra, Abrantes & Lages, 2007). Thereby, when a hotel exceeds the customers’ 

expectations, it is likely that they feel motivated to share their own positive experience with other 
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tourists. The online environment can also be ideal for customer revenge (Park, Lehto & Park, 

2008).  

Therefore, the perceived value of the hotel may influence the tendency to leave comments on 

the web. In fact, the hotel is the product sold by an online booking agency. Therefore, in our model 

(Fig. 1), arises as a moderator variable.  

 

Figure 1 – Research model 

 

 

So: 

 H6. The perceived value of the hotel will mediate the effect of e-satisfaction on e-WOM 

activity. 

 

Methods and Materials 

Polites and their peers addressed the e-satisfaction concept as "overall satisfaction with an e-

vendor’s website” (Polites et al., 2012, p. 2). The research model proposed follows a similar 

approach, i.e., a website based approach, in the context of online hotel reservations. 

Beyond highlighting the online reviews as a reliable and important source of information for 

travelers, with possible implications in their booking decisions, this research has other important 

objectives. First of all, we would like to test some e-satisfaction antecedents, and understand which 

ones exert more influence: the website characteristics or the online reviews usefulness and 

credibility. Second, we will test if the degree of satisfaction regarding the website influences the 

posters, i.e., those tourists who post comments on different websites regarding their own 

experiences. Finally, we also would like to test if the perceived value of the hotel may mediate 

this relationship, or, if not, understand their role in this process. 

 

Conclusions and Implications 

The extraordinary growth in the E-WOM phenomenon is an indicator of the perceived 

usefulness, credibility and independence of the tourist's opinions transmitted on-line, compared to 

traditional tourist information sources. The diversity of research in the last decade highlights the 
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increasing importance of these issues for researchers in different contexts and perspectives. 

However, “a comprehensive WOM model that incorporates antecedents of satisfaction has not 

been extensively explored” (Ha & Im, 2012, p. 83). 

The research model proposed incorporates antecedents of e-satisfaction and implications of e-

satisfaction on the e-WOM activity, using a website based approach in the context of online hotel 

reservations. The model additionally considers the moderating effect of perceived value of the 

hotel that has been booked on-line and experienced in reality. We expect that the model proposed 

might contribute to better explain this important phenomenon. 

The online travel market is of considerable size, and continuing growth is predicted over the 

coming years (Fesenmaier & Cook, 2009), so new avenues and opportunities may arise for 

research. 
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Motivation and Involvement in International Tourism 

Seabra, C., Silva, C., Abrantes, J. L. and Vicente, M.1 

 

 

Introduction 

One of the main aspects in consumer behavior comprehension (Broderick & Mueller, 1999) and 

in the decision processes’ understanding is the concept of involvement because it influences the 

decision rules used by tourists to reach the final decision (Sirakaya & Woodside, 2005). 

Involvement is a key issue to explain what attracts consumers to products and also can help 

organizations to define strategies to influence consumers’ decisions. 

Research on involvement has been neglected in services context, especially in tourism. Also, 

research should focus on what influences involvement, namely motivations, an important issue in 

tourists’ behavior. Is not possible to make future decisions in marketing and promotion plans 

without evaluating what motivates tourists to travel and how those strengths influence their 

involvement on buying decision. So, is our main goal to develop a model for measuring the 

importance and the influence of motivations on involvement in an international tourism context. 

 

Research & Materials 

Tourists are becoming more demanding in their travel behavior, which makes its study more 

complex. Also, the tourism products purchasing process has some peculiarities (Gursoy & Gavcar, 

2003):  

a) consumers buy and consume the products outside the places where they live (Sirakaya, 

McLelland & Uysal, 1996);  

b) the decision-making process used is longer than in much of the tangible products 

(Gursoy & Gavcar, 2003);  

c) more often tourists don’t receive anything tangible in return for their investment (Seabra, 

Abrantes & Lages, 2007);  

d) tourists deal with a high level of perceived risk due to their personal investment of time, 

effort and money (Teare, 1990);  
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e) consumers plan and save money over a long period of time to be able to travel 

(Moutinho, 1987), which leads them to have a greater level of involvement in the decision making, 

selection and purchase of such products (Gursoy & Gavcar, 2003). 

The purchase of tourism products requires highly involving decision making processes, 

generally implying multiple phases as well as impacted by a variety of variables (Swarbrooke & 

Horner, 1999), with the final decision being a result of the combined influences of personal, social 

and commercial variables (Seabra, Abrantes & Lages, 2007). 

 

Motivation 

Motivation is the set of internal forces that push people to undertake certain actions to achieve 

an end, so it explains why individuals decide to do something, for how long and with which 

commitment. In short, they represent the internal forces that lead individuals to action (Schiffman & 

Kanuk, 1997). 

Motivations are an important dimension in tourism research. Is a central concept in the 

comprehension of consumer and in the tourism decision process. In so far, tourism research 

reveals a growing interest in this topic study (Ross & Iso-Ahola, 1991).  

Many key questions related with tourism activity can be answered trough motivation study, 

namely why people travel, why do they visit some destinations and choose certain activities. This 

question understanding helps to justify the higher or lower investment that tourists imply in their 

trips. Motivation measuring allows identifying and categorizing tourists, also to understand and 

analyze trips patterns (Fodness, 1994). 

Travelling motivations can be divided in three major groups: knowledge (cultural and education 

motivations), utilitarian (escape from the daily life); and social motivations (Fodness, 1994). In this 

study we considered four main motivations: knowledge, relax, sensations seek and social 

motivations (Fodness, 1994; Moutinho 1987).  

 

Involvement 

Involvement is the degree of commitment in which consumers are committed in different 

aspects of the process of consumption: product, demand for information, decision making and the 

purchase (Broderic & Mueller, 1999; Zaichkowsky, 1985). It is the basis of the decision to purchase 

(Zaichkowsky, 1986) and affects profoundly the perceived value of products and its evaluation 

(Bolton & Drew, 1991). 

Tourist products are by nature highly engaging, especially in what regards to the destination 

choice since high-involvement processes are required, due to its intangibility and inseparability 

(Swarbrooke & Horner, 1999). The decision structure is cognitive and sequential. When consumers 

are involved, they give attention, perceive the importance and behave in a different way than when 
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they are not (Zaichkowsky, 1986). Involvement is related to all stages of purchase, since the pre-

purchase standards to the subsequent evaluations (Shaffer & Sherrell, 1997). 

In this study the concept of involvement is considered in all stages of the tourist buying process, 

according to the Theory of Information Processing (Bettman, Luce & Payne, 1998) where the 

process is understood as an optimal alternative individual choice by a series of rational steps 

(Chen, 1997), since the pre-purchase stage, trough the decision, consumption and evaluation or 

post-purchase. 

 

Conceptual Model 

Motivations that underlie a trip have a significant influence on tourists’ behaviors (March & 

Woodside, 2005). Accordingly, the intrinsic forces that motivate tourists to travel (push factors) will 

have a significant impact on consumers’ behaviors from planning to evaluation and consumption of 

tourist products (Moutinho, 1987). 

Involvement and motivation are very close concepts since involvement is defined by many as 

interest in something or like a motivational state. Involvement is a motivational state observable 

induced by an association between an activated attitude and the consumer ego concept. It is 

considered as an intermediate step in the explanation of the relationship between consumers’ 

individual characteristics and behaviors (Bloch, 1982). 

Consumers’ specific characteristics are considered as background to the consumer 

involvement. The individuals’ system of values, experiences and motivations determine their 

greater or lesser degree of involvement with a product (Zaichkowsky, 1986). Involvement with a 

particular product or class of products relates strongly with motivational aspects related to the 

purchase (Dholakia, 2001).  

As said before, involvement is a set of stages, related between them, since the involvement with 

the product to its evaluation: 

a) Involvement in pre-purchase or with the generic product: involvement occurs at the 

individual level and results of his interaction with products (Zaichkowsky, 1985). The focus in this 

research area is on the relevance or importance that a product has for consumers. More 

specifically, the relevance that products have to the consumers’ needs and values (Zaichkowsky, 

1986). 

b) Involvement with the decision to purchase the product: is the commitment to the 

decisions regarding the purchase or simply with the buying act. It is conceptualized as the behavior 

that occurs when consumer faces the situation of acquisition or consuming as personally relevant 

or important. When the buying is considered as important, consumers will spend more efforts to 

obtain information in order to reduce uncertainty (Zaichkowsky, 1986). Tourists use various 

amounts and types of information sources in response to internal and external contingencies to 

facilitate trip planning decisions for primary and secondary decisions (Fodness & Murray, 1997). 
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c) Involvement with the product’s consumption: tourism involvement level can be faced 

from the perspective of affection, in that it can be defined as “the intensity level of interest or 

motivation" (Ratchford & Vaughn, 1989, p.28) with a specific tourism product and with certain 

consequences. This perspective assumes that involvement can be measured, directly or indirectly, 

by its consequences (Lehto, O'Leary & Morrison, 2004). 

d) Involvement in product evaluation or post-purchase: involvement is strongly correlated 

with the product evaluation activities. Several empirical studies have confirmed the influence of 

involvement in the processes of post-purchase. Products are evaluated in a deeper way, if the 

consumer is highly involved (Richins & Bloch, 1991). The overall assessment in the post-purchase 

tourist experience includes the experience of travel or stay during the perceived quality, perceived 

value and overall satisfaction with the intentions of future behavior (Bolton & Drew, 1991). 

In line with the above we propose the following model: 

 

Figure 1 – Conceptual Model 

 

 

We collected the final data in loco across 3 international airports: Madrid/Barajas, Lisbon/Portela 

and Milan/Malpensa. Only tourists who had undertaken an international trip were interviewed. The 

questionnaires were self-administrated, which allowed us to ensure that the data was not biased. 

We obtained a final sample of 600 valid responses, equally divided among the 3 international 

airports. 

 

Research and Results 

The conceptual framework was simultaneously estimated in a structural equation model using 

FIML estimation procedures in LISREL 8.54. Specifically, this model contains four constructs, 19 

observable indicators, measurement and latent variable errors, and intercorrelations between the 

latent constructs. The fit indices suggest a good fit of the model to the data (CFI= 0.89, IFI= 0.90, 
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TLI=.89, RMSEA=0.89). The hypotheses relating the constructs fixed in the CFA model were 

tested. The following are the results (see Figure 2) through measures of standardized coefficients 

and t-values. 

 

Figure 2 – Final Model 

 

 

Discussion 

In this work we undertook a literature revision of two important concepts in tourism study: 

motivation and involvement, namely in natural areas study. An exploratory analysis was made in 

order to build a measure instrument and explore the connections between the two constructs. 

Results indicate that motivations are effectively related with involvement. Also, involvement can 

be related with some phases of consumer behavior decision.  

From this study results we can draw some main conclusions: 

 Motivation to relax influences involvement with the pleasure to travel and with the trip 

planning. Motivation to relax implies personal involvement with the product in the pleasure 

dimension. When tourists travel motivated to relax, they face the tourism product as a gift that they 

buy with careful implying extra efforts in the planning stage namely searching for information. 

Relaxation is an important motivation that leads tourists to prepare and plan their trips in a more 

committed way. 

 It was demonstrated also the existence of a significant and positive relationship between 

involvement with the pleasure to travel with trip evaluation involvement. When tourists are involved 

with tourism products and when they faced them as something with great meaning to them, they 

will be more critic in evaluation. 
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 The results confirmed also the significant relationship between involvement with the trip 

planning and trip evaluation involvement. When tourists prepare their trips in an extensive way, 

they create high expectations. So, they will be more involved in the trip evaluation. 

The selection of a strategy for tourism depends on how tourists connect with products and 

destinations. It is expected that through the understanding of how motivation and involvement are 

connected, tourism organizations may better understand the type of connection that tourists 

establish with tourism and what its impact on tourists’ decision making. They may, as a 

consequence, use a framework to develop and implement strategies to increase the value 

associated with destinations and their services. These results may provide some guidance on how 

to better pursue an information-oriented business strategy. By identifying tourists’ levels connection 

with tourism it becomes possible to make choices regarding the best marketing strategies to 

address, such as identifying different market segments and corresponding differentiated strategies, 

or improving the destination’s positioning. Finally, the model developed here can be an important 

basis for the segmentation of a tourist market. 
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International Tourists and Terrorism Risk 

Seabra, C., Abrantes, J. L. and Kastenholz, E.1 

 

 

Introduction 

In today’s global economy, the effects of terrorist acts are affecting the society and the economy 

in general. However, no other industry in the world is so affected by a crisis caused by terrorism, 

than the tourism industry. The exposure of this industry to terrorist incidents and the consequent 

vulnerability is recognized by investigators and was visible during the terrorist events that have 

been marked the first decade of the twenty-first century (Evans & Elphick, 2005). The destinations 

that are exposed to this kind of danger have to manage the crisis, but should also begin marketing 

efforts to rebuild its damaged image, and restore tourism (Sönmez, 1998). The challenge 

embodies understanding how organizations should act to win back consumer’s confidence. This is 

possible only understanding how tourists think and react to effective terrorism risk, or its 

perception. 

In this study we try to analyze the terrorism contact and risk perception as an antecedent of 

involvement with the product buying, also what are the consequences of involvement, specially 

safety’s importance.  

 

Methods and Materials 

The purchase of tourism products requires highly involving decision making processes, 

generally implying multiple phases as well as impacted by a variety of variables (Swarbrooke & 

Horner, 1999), with the final decision being a result of the combined influences of personal, social 

and commercial variables (Sönmez & Graefe, 1998b). 

When the consequences of travel decision are uncertain, this process is perceived as 

containing risk. Decision makers compare costs and benefits and choose the less risky alternative. 

The inputs of the perception of risk and ways to respond to their existence vary depending on 

many factors, such as situational, tourists’ characteristics and the way consumers relate to the 

product (Sirakaya & Woodside, 2005). 

In the conceptual model there are three major groups of factors related to each other in 

explaining the importance of safety for international travel: 
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 Antecedents of Risk Perception: Contact with Terrorism, Interest and Attention to 

Terrorism in the Media, Contact with Crime in the daily life. 

The perceived risk that tourists associate with destinations and international travel is based on a 

variety of factors ranging from their experiences, the context in which incidents occur, to how the 

media spread those events and kept them alive in people's minds (Fletcher & Morakabati, 2008). 

Therefore, the concept of terrorism was analyzed from two different perspectives: the direct or 

indirect contact with terrorist attacks and the interest that tourists have on the news about it. 

Previous exposure to crime influences also the general sense of security and safety for travelers, 

more specifically, tourists who are exposed to crime before their trips have higher risk perceptions 

(Milman & Bach, 1999). 

 

 Perceptions of Risk in International Travel: Risk Perception and Unsafety Perceptions. 

Tourists are seen as rational consumers who compare costs and benefits when choosing a 

tourist destination (Sönmez, 1998). Generally, tourists do not travel to seek risk. This factor is 

rather perceived as negative, a threat or possible disaster to be avoided when on holidays (Law, 

2006). Risk perception in this study was defined as the amount and types of risk associated with 

travel by tourists and international tourism. This perception was measured with two subscales: 

generic types of perceived risk and unsafety perceptions. 

 

 Purchase Involvement, analyzed in the four stages of the buying decision of tourism 

products: Involvement in Pre-purchase or the product, with the Decision to Purchase, Consumption 

and the Post-Purchase. 

Involvement is the degree of commitment in which consumers are committed in different 

aspects of the process of consumption: product, demand for information, decision making and the 

purchase (Broderick & Mueller, 1999; Zaichkowsky, 1985). It is the basis of the decision to 

purchase (Zaichkowsky, 1986a) and affects profoundly the perceived value of products and its 

evaluation (Bolton & Drew, 1991). In this study the concept of involvement is considered in all 

stages of the tourist buying process, according to the Theory of Information Processing (Bettman, 

Luce & Payne, 1998) where the process is understood as an optimal alternative individual choice 

by a series of rational steps.  

Risk perception determines if the potential tourist feels safe on his trip. Individuals who 

associate high levels of uncertainty to the trip feel less secure (Reisinger & Mavondo, 2005), so the 

perception of risk is one of the main predictors of safety sense (Sönmez & Graefe, 1998b) and 

concerns about safety increases the perceived risk levels (Sönmez & Graefe, 1998a). Tourists 

consider safety and their personal integrity to be a major factor in their travel behaviors, especially 

when they perceive that the situation may involve any risk (Kozak, Crotts & Law, 2007).  
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When concerns with safety are introduced in travel decisions, it becomes a major factor 

changing and conditioning the buying decision models contexts. When the individual feels that the 

product is highly related to their ego, self-concept and values, in other words when he is highly 

involved with the product he will take extra care with their decisions and will be motivated to ensure 

right decisions and actions (Dholakia, 2001). Moreover, the decision process involvement of a 

tourist product will lead consumers to spend more efforts into the cognitive elements of risk 

consideration, like the safety importance. Thus, a greater involvement with the buying decision will 

lead the consumer to have a greater perception of safety, especially on international trips. 

Also, there is a strong relationship between perceived risk and involvement (Dholakia, 2001), 

yet no study, to our knowledge, has examined the perceptions of specific risks, such as terrorism, 

on the tourists’ purchasing decisions involvement. Several researches concluded the existence of 

a chain reaction to terrorism (Enders, Sandler & Parise, 1992), particularly in the buying decision 

behavior and safety concerns (Sönmez & Graefe, 1998a, 1998b). We propose the following model: 

 

Figure 1 – Conceptual Model 

 

We collected the final data in loco across 3 international airports: Madrid/Barajas, Lisbon/Portela 

and Milan/Malpensa. Only tourists who had undertaken an international trip were interviewed. The 

questionnaires were self-administrated, which allowed us to ensure that the data was not biased. 

We obtained a final sample of 600 valid responses, equally divided among the 3 international 

airports. 

 

Research and Results 

The conceptual framework was simultaneously estimated in a structural equation model using 

FIML estimation procedures in LISREL 8.54. Specifically, this model contains four constructs, 27 
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observable indicators, measurement and latent variable errors, and intercorrelations between the 

latent constructs. This model has a chi-square of 1925.78 (319 df, p<.00); the fit indices suggest a 

good fit of the model to the data (CFI= 0.92, IFI= 0.92, TLI=.91, RMSEA=0.92). The hypotheses 

relating the constructs fixed in the CFA model were tested. The following are the results (see 

Figure 2) through measures of standardized coefficients and t-values. 

 

Figure 2 – Final Model 

 

 

Discussion 

From this study results we can draw some main conclusions: 

 Terrorism influences the perceptions of risk that tourists associate with international 

travel. However, and surprisingly, we could not confirm that the direct or indirect contact has a 

significant impact on risk perceptions. It has been demonstrated, however, that the interest and 

attention on terrorism in media is an antecedent of risk perception. This relationship confirms the 

important effect of mass media on tourists’ perceptions (Taylor, 2006). 

 It was demonstrated also the existence of a significant and positive relationship between 

Perceived Risk and Involvement in International Travel, but only at the level of the buying decision, 

namely in information search. The perceived risk is usually higher in tourist buying decisions, which 

suggests that tourists are more involved in seeking information to reduce the uncertainty involved 

in this purchase. The greater the perceived risk by tourists, the more they seek information and 

become more rational in decision making process. 

 It was likewise established the hypothesis that the involvement in tourists purchase 

decision could have a positive impact on the safety importance perception in international travel. 

The results confirmed the significant relationship between these two constructs reinforcing other 

studies that considered the importance of safety in travel decisions (see Dholakia, 2001; George, 

2003; Pearce, 1988). 
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 Finally, we settled several hypotheses of direct links between terrorism, risk perceptions 

in international travel and involvement with the safety importance perception. The results revealed 

that the interest and attention to terrorism on media and involvement in the purchase decision has 

a significant and positive impact on the safety importance perception by international tourists, 

demonstrating again the critical importance of that factor. 

 

The selection of a strategy for tourism depends on how tourists perceive the risk and the contact 

that they had with terrorism. It is expected that through the application of this model results, in the 

context of market studies, tourism firms may better understand the type of contact tourists have 

with terrorism and its impact on tourists’ decision making. They may as a consequence use a 

framework to develop and implement strategies that might reduce perceived risk and increase the 

value associated with destinations and their services. 

Our model gives an extended and integrated vision of the tourists’ risk perception of terrorism in 

tourist involvement and safety importance. When marketers understand how consumers react to 

risk perception of terrorism, they can create more effective campaigns to influence consumers’ 

expectations and decisions. 

Tourist organizations must understand that the image that tourists have about destinations can 

be influenced by incidents in other regions. Also they must consider the media as an important 

indicator of their own image. Tourists search extensively for information when they feel risk, 

organizations must invest in good communication materials that must be able to limit risk. Safety is 

a major concern for tourists. Organizations and destinations must be able to give this feeling. 

From a theoretical perspective, to our knowledge, no study exists with a focus on the impact of 

the perceived risk of terrorism, depending on the levels of involvement and the consequently in the 

motivation for safety of international tourists. The intention of this study is to help close this gap. 

Also this study analyzed the antecedents of risk perception acquired on media, a topic that has 

been neglected in literature.  
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Residents’ Perceptions of Mountain Destinations 

Silva, C., Kastenholz, E. and Abrantes, J. L.1 

 

 

Introduction 

Some tourism destinations have powerful symbolic features that exert a strong influence on 

destination image formation, such as mountain places (Silva, Kastenholz & Abrantes, 2013).  

Mountains are cultural, natural, social and physical spaces (Robertson & Hull, 2001). But they 

are also socially, cognitively and emotionally constructed sites (Evernden, 1992; Greider & 

Garkovich, 1994; Cronon, 1995; Soper, 1995), made up of ideas and perceptions that exist in the 

minds of individuals and partly shared with others (Robertson & Hull, 2001). 

Until very recently, tourism studies concerned with mountain places mainly focused on physical, 

ecological and environmental perspectives (Smethurst, 2000). A perspective of mountain tourism 

within the corresponding image context is therefore most interesting. Furthermore, residents are an 

important part of the tourism system, which are many times ignored. Residents have a distinct 

image of their own place, which could and should be measured and taken into account when 

promoting mountain tourism (Andriotis, 2005). 

Therefore, the study aims to analyze, in a holistic and multi-disciplinary approach, residents’ 

images of mountain destinations. The aim is to develop the RMDI Residents’ Mountain Destination 

Image Scale - in order to assess a wider set of cognitive and affective mountain destination image 

parameters.  

Based on a extensive literature review on destination image (125 studies) and on social and 

cultural meanings of mountains overtime, the conceptual model was developed integrating seven 

destination image dimensions regarding mountain places: (1) Mystique/ Sacred, (2) Natural/ 

Ecological, (3) Historic-Cultural, (4) Social and Prestige, (5) Sport and Leisure, (6) Facilities and 

Infrastructures, and (7) Affective. 

 

Methods and Materials 

The here presented study combines quantitative and qualitative survey techniques. The 

variables used to assess the cognitive destination image in the survey instrument developed are 
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selected from most used items used by other studies, as a result of the mentioned literature review 

related to the constructs of destination image and the social/ cultural meanings attributed to 

mountains. In total, 103 studies, in cognitive destination image and 22 in affective destination 

image have been reviewed and pre-established scale items are integrated into the developed 

measurement instrument. The initial scales were adjusted to the reality of local residents being 

inquired as well as to the specificity of the mountain destinations being studied (Serra da Estrela/ 

Portugal, Alps / France, Austria and Switzerland and the Peaks of Europe / Spain). 

Residents were asked to rate the mountain place as a tourism destination on each of a list of 

forty-nine attributes on a five-point Likert-type scale ranging from one (offers very little) to five 

(offers very much). The affective dimension of tourism destination image is measured by nine 

semantic differential scales, based on a literature review with twenty-two studies. Additionally, 

respondents are asked to answer open-ended questions and to suggest three adjectives related to 

their subjective mountain perceptions. This approach helps identify other holistic or unique 

characteristics associated with the mountain destination. 

The validation of the proposed conceptual model of cognitive and affective mountain destination 

image by residents was achieved through exploratory factor analysis (EFA), aiming at determining 

the relationship between the observed and latent variables. Once the variables that represent each 

factor and the number of factors are identified, a confirmatory factor analysis (CFA) is applied 

using full-information maximum likelihood (FIML) estimation procedures in LISREL. In order to 

assess nomological validity, measures are tested with respect to some other construct to which 

destination image constructs are theoretically related, such as residents’ perceptions of tourism 

impacts. For this purpose, data processing and analysis were performed using the programs SPSS 

and LISREL, in their latest versions. Finally, an additional content analysis helped identify and 

measure the frequencies of adjective words revealing specific mountain destination associations, 

with the most frequent ones treated as dimensions of the destination image construct. 

 

Research and Results 

Results from a survey of 315 residents of three European Mountains Destinations – Serra da 

Estrela (Portugal), Alps (France, Austria and Switzerland) and Peaks of Europe (Spain) - indicate 

that tourism mountain perceptions held by residents correspond to the dimensions: 1) mystique/ 

sacred, (2) historic-cultural (3) life and health and (4) affective. 

The first dimension reflects the fact that, since the most remote times, mountains are source of 

legends and myths (McCool, 2002). This seems to be particularly embraced by local mountain 

communities. Mountains are perceived as sacred places and source of spiritual renewal (Jokinen & 

Veijola, 2003), an image reflected in their designation as "cathedrals of the world" (Mathieu, 2006).  

The second dimension mirrors the meaning of mountains as genuine guardians of a historic and 

cultural heritage that are a part of local people’s identities and thereby presenting a strong touristic 



 

509 
 

value (Goeldner et al., 2003). They are perceived as singular, alternative and prestigious places to 

visit (Vengesayi & Mavondo, 2004), an image which residents identify with.  

Literature confirms that mountains are regarded as places with clean air, pure water, medical 

plants which makes them a privileged area for enhancing the residents’ and visitors’ physical and 

psychological well-being (Liniger, Weingartner & Grosejean, 1998; Messerli & Ives, 2007), as also 

visible in the responses of residents interviewed for this study. 

Last, but not least, mountains are perceived as affective places inducing strong feelings and 

emotions to those who live there. 

 

Conclusion and Implications 

Discussion is focused on theoretical and practical implications of these findings for tourism 

destination planning, marketing and management. Particularly, these findings could contribute to 

Tourism Mountain destinations implementing innovative positioning strategies, targeted to distinct 

markets and simultaneously supported by the mountain’s communities, as corresponding to their 

place identity. Specifically, new product development options may arise by, for example, theming 

the mountain destination experience as a “sacred/ mystic” or “cultural” experience, a theme that 

might require co-creation integrating residents as “cultural brokers” (Cohen, 1988), and thereby 

addressing tourists who are increasingly looking for meaningful and memorable experiences during 

their holidays (Richards & Wilson, 2006). Thereby not only the mountain experience may be 

enhanced for tourists, improving marketing effectiveness, but simultaneously better integrate the 

views of the mountain populations yielding a more sustainable destination development and 

potentially improved quality of life for all involved (Nepal & Chipeniuk, 2005). 

However interesting the possible managerial implications, we have to recognize some 

limitations of the study. First, and from a theoretical standpoint, despite the extensive literature 

review, the study might omit and therefore not consider other specific relevant mountain image 

dimensions that a more thorough in-depth qualitative study might suggest. On the other hand, the 

application of the conceptual model proposed and validated with a limited sample, as an image 

measurement instrument to all mountain destinations, which is not possible, though. Still, the 

replication of this study and corresponding extension of the model to other mountain destinations, 

particularly out of Europe, would be most interesting for a more general validation. Finally, tourism 

destination image is a dynamic concept because images are not static but change overtime 

(Gartner & Hunt, 1987; Gallarza et al., 2002). Therefore it would seem desirable to carry out 

longitudinal studies that deal with the process of the formation and changes in image over longer 

time periods. 
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The Moderator Effect of Expectations on the Formation of 

Behavioral Intentions in the Cross-Border Area of Nicosia 

Díaz-Sauceda, J., Palau-Saumell, R., Forgas-Coll, S. and Sánchez-García, J.1 

 

 

Introduction 

The aim of this investigation is to analyze the drivers that lead to behavioral intentions towards 

the cross-border area in Nicosia and the moderator effect exercised by the expectations of the trip. 

A cross border space or place can be consumed for tourists too. This space can be the main 

motivation or the principal attraction of their trip (Butler, 1996). For these reasons, analyzing the 

tourism behavior in these spaces can be relevant for researchers. Previous studies conducted in 

the demilitarized zone between North and South Korea suggested the lack of consumer behavior 

in cross-border areas (Lee, Yoon & Lee, 2007).  

Expectations can be defined as wishes or, more specifically, what tourists think a product or a 

service must or should be. Expectations are formed using several sources of information: 

advertising and commercial communication, word of mouth, and prior experiences. Even guests or 

tourists who do not have experience in a product or service also form expectations (McGill & 

Iacobucci, 1992). Previous researchers have used expectations as a moderator effect within the 

customer satisfaction formation process (Yi & La, 2003). In consequence, expectations will 

moderate the hypotheses proposed in the model.  

Oliver (1999) conceptualized loyalty in 4 different stages, from lesser to greater commitment: 

cognitive, affective, conative and action. Favourable behavioral intentions frequently represent the 

conative stage of loyalty and researchers have named them “behavioral intentions” (Chen & Chen, 

2010). This study focuses on word-of-mouth, willingness to recommend and willingness to revisit 

(Chen, Lee, Chen & Huang, 2011) as specific forms of behavioral intentions. 

Regarding to motivations, tourists are involved in leisure activities to satisfy their needs for 

relaxation, knowledge and escape, and also to strength social relationships (Crompton, 1979). 

Previous studies (Lee, 2009) have proved the relationship between motivation and satisfaction. 

Also the relationship between motivation and behavioral intentions has been dealt with.  

The fourth construct to be analysed in the proposed model is crowding. It can be defined as the 

result of physical, social and personal factors that sensitize a person because he/she is in a 
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situation of shortage of space (Stokols, 1972). When the density in a physical space restricts or 

interferes with the activities of those who are present, people perceive that the space is full of 

people (Machleit, Eroglu & Mantel, 2000) and this is perceived by a consumer as an unpleasant 

sensation (Noone & Mattila, 2009). Hui & Bateson (1991) identified negative relationships between 

crowding and customer emotions when the public perceives lack of control or excessive crowding 

in waiting areas. Consequently, taking into account the above literature, if crowding negatively 

affects satisfaction (Machleit et al., 2000) and behavioral intentions (Grewal, Baker, Levy, & Voss, 

2003), a contrary effect will occur if the levels of crowding in the cross-border area are reasonable.  

The role of the image is a key factor in destination marketing (Lee, 2009). Image can be 

described as the sum of beliefs, thoughts and impressions that a tourist may have about a 

destination (Crompton, 1979) and also an overall evaluation of a destination’s attributes (Han, Hsu 

& Lee, 2009). According to Lee (2009), tourism image influences satisfaction with the holiday 

experience.  

Last construct in our research is the Overall satisfaction, which has been defined as the overall 

evaluation of the performance offered by a supplier up to a certain date (Johnson & Fornell, 1991). 

Previous literature has proved the relationship between satisfaction and behavioral intentions 

(Zabkar, Brencic & Dmitrovic, 2010). Hence we propose the following conceptual framework with 

the causal relationship and its hypotheses: 

 

Figure 1 – Conceptual Model 
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Materials and Methods 

The survey questionnaire was developed on the basis of a literature review. For the Motivation 

measurement we followed Lee (2009) and Kerstetter, Hou & Lin (2004). For Image: Rodríguez & 

San Martín, (2008). For perceived Crowding: Machleit et al., (2000) and Grewal, Baker, Levy, & 

Voss (2003). For Satisfaction: Chiou, Droge & Hanvanich (2002). Finally, for Behavioral Intentions: 

Grappi & Montanari (2011). To refine them, qualitative interviews were carried out with tourism 

experts. Furthermore, a pre–test with 40 personal interviews was carried out to test the items of the 

questionnaire. All this allowed the improvement of the wording of some of the items. The items 

were valued by means of a 5 point Likert scale. A total of 1,401 personal interviews were carried 

out in Ledra Street, at the beginning of the UN area. A convenience sampling strategy was used.  

 

Regarding the moderator effect of expectations, a four-item scale, based on the work of De 

Rojas & Camarero (2008), was tested using confirmatory factor analysis and cluster analysis. Two 

groups were obtained. The first, with a low level of expectations was made up of 896 cases. The 

second, with a high level of expectations contained 505 cases. For the study of the data, structural 

equation models were used by means of a multi-group analysis.  

 

Research and Results 

The model was estimated from the matrices of variances and covariance by robust maximum 

likelihood estimation with EQS 6.1 statistical software. First, we carried out a study of the 

dimensionality, reliability and validity of the scale to ensure that we were measuring the construct 

that it was intended to measure. This analysis also permitted us to refine the scale, eliminating 

non-significant items. Also, the invariance of the instrument of measurement was verified, in order 

then to be able to compare the regression coefficients of each of the samples. Prior to this 

comparison, we determined the causal relationships for the whole sample in order to test 

hypotheses 1 to 6. 

The results indicate support for the hypotheses except H2, as shown in table 1.  

 

Table 1 – Structural model relationships obtained  

Hypothesis Path   Parameter   t  

H1 Motivations → Satisfaction 0.10 3.08  

H2 Motivations → Behavioral Intentions  0.01 0.21  

H3 Crowding → Satisfaction 0.06 2.50  

H4 Crowding → Behavioral intentions 0.14 2.11   

H5 Image → Satisfaction 0.42 5.99  

H6 Satisfaction → Behavioral intentions 0.49 5.33 
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Note: Fit of the model: Chi-squared=83.5127, df=77, P=0.28635; RMSEA=0.008;  

CFI= 0.986; NNFI=0.983.  

 

The existence of significant differences in the causal relationships was estimated to analyze the 

moderating effect exercised by the different groups. The expectations moderate the model 

proposed, as shown in table 2. So, hypothesis H7 was confirmed. 

 

Table 2 – Relationships obtained, moderated by expectations (H7) 

 Path Low expectations High expectations 

  Parameter t Parameter t Δ χ2 p   

 Motivations → Satisfaction 0.01 1.16 0.11 4.25 10.64  0.00  

 Motivations → Behavioral Intentions 0.06 1.75 0.35 6.22 11.94 0.00  

 Perceived Crowding → Satisfaction 0.37 3.76 0.10 2.90 15.12 0.00  

 Perceived Crowding → Behavioral Intentions 0.35 17.08 0.16 2.83 15.36

 0.00  

 Image → Satisfaction 0.51 9.98 0.87 14.06 12.40 0.00  

 Satisfaction → Behavioral Intentions 0.52 19.22 0.84 19.87 17.56 0.00  

 

Note: Fit of the model: Chi-squared=185.3979, dF=176, P=0.29887; RMSEA=0.018; CFI= 

0.983; NNFI=0.975.  

Simultaneously latent variables test: Δ χ2= 60.395; Δdf=6; p=0.000<0.05 

 

Discussion 

Within the results we can observe direct relationships between motivation, crowding and image 

with satisfaction, and from satisfaction and behavioral intentions. Indirectly, satisfaction acts as a 

mediator of behavioral intentions between crowding, image and motivations. 

This research confirms also, through a multigroup analysis, the differences caused by the 

moderator effect of expectations on the conceptual model and especially on the formation of 

satisfaction (Yi & La, 2003). This study, due to its novelty, makes an important contribution in the 

cross-border tourism context. Furthermore, the results indicate that the strongest relationships, in 

the group of tourists with lower expectations visiting the cross-border area of Nicosia, are the ones 

between perceived crowding and satisfaction, and between perceived crowding and behavioral 

intentions. All this can mean that with reasonable levels of crowding the feelings of human density 

and lack of space are bearable and affect less those tourists with higher expectations who 

expected lower crowding levels. Tourists with higher expectations show stronger effects in the 

relationships between motivations and satisfaction, between image and satisfaction, and between 

satisfaction and behavioral intentions. When the perception of the destination meets the prior 
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expectations, the strong perception of the Cognitive Image logically affects satisfaction and 

behavioral intentions more strongly, and results can be interpreted in that sense. As results 

suggest, any improvement of the traffic flow will influence tourists with lower expectations more 

than tourists with higher expectations. Therefore, their satisfaction and behavioral intentions will be 

improved. Consequently, this improvement would affect more strongly the impact of satisfaction 

and behavioral intentions among the tourists with higher expectations. 
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Resident’s Perceptions of Impacts of Ship Tourism and Their 

Preferences toward Different Types of Tourism 

Del Chiappa, G. and Melis, G.1 

 

 

Introduction 

When studying the tourism phenomenon, it is pivotal to analyze the interactions between 

tourists and host’s places and to evaluate the impacts that those tourist flows generate over the 

destination, objectively and as perceived by residents. A significant number of published papers 

aim to analyse the several impacts (both positive and negative) that cruise activity can produce on 

the host destination from an economic, environmental, political and socio-cultural point of view 

(e.g: Brida & Zapata, 2010; Dwyer & Forsith, 1998). According with the principles of tourism 

sustainability, the perceptions of the local community, its expectations and its attitude towards the 

impact of proposed tourism development model should be taken into account when planning the 

future of any tourism destination (Mowforth & Munt, 2003). This explains the reason why recently 

academic research has also been devoted to the perceptions and attitudes of residents toward 

cruise tourism development (Brida, Riaño & Zapata-Aguirre 2011); Brida, Del Chiappa, Meleddu & 

Pulina, 2012a, 2012b; Hritz & Cecil, 2008). Prior literature categorized the factors affecting 

residents’ attitude toward tourism into extrinsic and intrinsic factors. The former refers to the 

characteristics of the location with respect to its role as a tourist destination while the latter refers to 

characteristics of host community member (Faulkner & Tideswell, 1997). When studying the 

tourism sustainability of a destination, a relevant issues emerge, that is to study how far the views 

of stakeholders who most influence the local tourism development converge with each other and 

whether they are able to keep up with those of local residents (Del Chiappa, 2012). Recent 

research started to investigate this topic contextualizing the analysis also around the topic of cruise 

tourism development in Valencia, Spain (Del Chiappa, Gallarza & Zaragoza-Viguer, 2013). 

However, most of studies investigating the residents’ perceptions and attitudes and preference 

toward the cruise tourism development focus on tourism destinations located in the arctic/polar 

area and/or they rarely take into account the residents’ attitudes toward cruise tourism comparing 

them with those toward other segments of tourism development (Del Chiappa & Abbate, 2012; 

Pulina, Meleddu & Del Chiappa, 2013). It could be argued that knowledge of residents’ attitudes 
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toward cruise activity still needs to be further expanded to investigate in detail the topic in the 

context of the Mediterranean area, also making a comparison between different segments of 

tourism development. This paper explore this somewhat neglected area of tourism research by 

discussing findings of an empirical investigation on 1.039 residents living in Cagliari, a port-of-call 

in the South of Sardinia (Italy) the second largest island in the Mediterranean Area.  

 

Method and materials 

Cagliari was chosen as the researched site of this study for several reasons. Firstly, Sardinia is 

the second largest island in the Mediterranean Sea. Secondly, Cagliari is 11 miles away from the 

line Gibraltar-Suez thus representing one of the key points for the transshipment activities on the 

western Mediterranean. The number of cruise passengers increased from 16.607 in 2001 to 

232.300 in 2011, thus making Cagliari the eleventh cruise tourism destination in Italy. In this study 

we adopted the questionnaire used in (Brida et al., 2012a, 2012b). Specifically, the questionnaire 

included 49 questions and was divided into three sections. The first one focused on 

sociodemographic information (17 items, 9 of which were used in this study). The second section 

listed 26 items concerning residents’ perceptions toward the impacts generated by cruise tourism 

development. Finally, the third part asked respondents to express to what extent they agree or 

disagree with a list of 5 statements specifically chosen to investigate their attitude towards further 

cruise tourism development. A 5-point Likert scale was used (1 = completely agree; 5 = completely 

disagree) to indicate their answers. The third part also asked respondents to what extent they 

would support different types of tourism (cruise tourism, sport tourism, cultural tourism and sea, 

sun and sand tourism) by using a 5-point Likert (1 = not at all, 5 = very much). The majority of 

respondents were male (51.4%), whereas females accounted for 48.6% of respondents. Data was 

coded and analyzed using SPSS (version 17.0), then a series of non parametric test (Mann-

Whitney: U, and Kruskal-Wallis: H) were applied, where appropriate, to identify whether there were 

any significant differences in residents’ perceptions, attitude and preferences based on gender, 

age, reliance on cruise-related employment, level of education, geographical proximity to tourist 

areas and port, length of residency and frequency of interaction with tourists 

Most respondents reported not being economically dependent on cruise tourism (95.7%), 

having a secondary school qualification (51.3%) and being administrative workers (27.1%). The 

majority of residents belonged to the 18-25 age group and reported a length of residency above 31 

years (48 %) and living 3-5 km away from the main tourist area (33.2%) and the port (39.8%). 

Table 2 shows that respondents think that, on the whole, cruise tourism is bringing more benefits 

than costs (M = 3.54, SD = 1.135). Respondents reported a positive attitude toward the idea of a 

further cruise tourism development and they particularly ask for local institutions incentivizing this 

kind of tourism through subsidies, tax cuts (M = 4.34, SD = 1.146) and trough a revitalization of the 

city center (M = 3.94, SD = 1.146) However, cruise tourism is not the favorite type of tourism 
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development they would support. Local community would rather prefere historic/cultural tourism (M 

= 4.32; SD = .882) followed by sea, sun and sand tourism (M = 4.05, SD = .994), sport tourism (M 

0 3.49, SD = 1.118), cruise tourism (M = 3.40, SD = 1.155) and sport tourism (M = 3.16, SD = 

1.360). 
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When the statement “Overall, cruise tourism brought more benefits than costs” is considered, 

significant differences were found based on gender (U = 124963.5, p<0.05) employment reliance 

(U = 13909,500, p < 0.01), geographical proximity to the tourism area (X2 = 11.620, p < 0.05) and 

to port (H = 11.261, p < 0.05). Specifically, female (mean rank = 538.55, Sum of ranks = 271966.5) 

cruise-related employed residents (Mean rank = 663.52, Sum of ranks = 28531.50) and those 

living closer to the tourism area (Mean rank = 492.72) and port (Mean rank = 481. 82) assess the 

balance between positive and negative impacts more positively then non cruise related employed 

residents (Mean rank = 497.41, Sum of ranks = 480004,50), and those living far away from the 

tourism area (Mean rank = 492.72) and port (Mean rank = 534.54). Further, the analysis reveals 

that all the sociodemographic variables considered can be taken to be a discriminator of residents’ 

perceptions and attitude toward cruise tourism development. When the different statements used 

to investigate to what extent residents would support further cruise tourism development are 

considered, all but two of the sociodemographic variables (level of education and geographical 

proximity to port) were found to discriminate the residents’ perceptions. Finally, all but four of the 

sociodemographic variables (gender, geographical proximity to tourism area and port, length of 

residency) were found to discriminate the extent by which respondents would like to support the 

four types of tourism we considered in the study. For example, middle aged residents (36-56 years 

old) were reported supporting sport tourism more (Mean rank =548.58) than those aged 18-35 

(Mean rank= 515.43) or older than 57 years old (Mean rank = 441.11) (H = 15.319, p<0.01) 

 

Discussion 

Findings show that residents express an overall positive attitude toward cruise tourism 

development even if it is not the most preferred when compared to others type of tourism (cultural 

tourism, sport tourism and sun and sea tourism). Further, they highlight that significant differences 

based on socio-economic and demographic characteristics (age, gender, reliance on cruise-related 

employment, level of education, geographical proximity to tourist areas and port, length of 

residency and frequency of interaction with tourists) exist in residents’ perceptions and attitudes 

toward cruise tourism development and should be considered when running internal marketing 

operations (Brida et al., 2012a, 2012b).  
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Hospitality Servicescapes Seen By Visually Impaired Travelers 

Raissova, A.1 

 

 

Introduction 

The paper sets out to illustrate how hospitality servicescape offer unequal opportunities to the 

different groups of people. Servicescapes are physical surroundings in which services are 

rendered (Bitner, 1992). Visually impaired travelers are taken as an example to critically access 

“mass-customized” servicescapes. The role of visually impaired persons (VIPs) is twofold: they are 

hotel guests and travelers.  

The research project merges three brands of theories: theory on servicescape (Bitner, 1992), 

time-geography model (Hägerstrand, 1970), and mobility tactics (De Certeau, 1984). The concept 

“mobility” is chosen as a systematized to link theory with empirical data or to connect idea with 

facts (Adcock & Collier, 2001). Thereby, this study analyses micro-mobility of visually impaired 

travelers in hospitality servicescapes.  

The focus is on VIPs’ mobility in servicescapes since this have been shown to be essential to 

service provision and to service consumers. How hospitality servicescapes affect mobility of VIPs? 

is a question of this paper discussion. 

 

Methods and Materials 

To address the research goal, the data collection and processing has followed a qualitative 

methodology based on individual interviews, focus group interviews, and go-along observations. 

There are several reasons for the choice of focus group methodology. First is that focus group 

meeting help participants develop their responses based on other responses and more than likely 

come up with new ideas. Second, this method is quick and comparatively easy for collecting 

research data (interview includes 6-10 participants). Third, the moderator encourages participants 

to share their views and discuss taboo topics (Steele, 1999). Some data and insights would be 

probably less accessible if the researcher only conducted individual one-on-one interview. Fourth, 

group discussion help to increase courage by supplying mutual support by the group participants, 

plus it gives an opportunity “to involve” everyone to share their point of view, and encourage those 

who think that they have nothing to say. Finally, this method does not discriminate as it gives a 

chance for people to talk with other people who share a similar experience. Participants can check 

and balance each other and identify any errors or extreme views (Kitzinger, 1995).  

                                                             
1 Alma Raissova, Department of Service Management, Lund University, Sweden. E-mail: Raissova.Alma@ism.lu.se 
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Go-along technique was chosen because its methodology can combine interview and 

observation with moving alongside participant(s) (Jones, Bunce, Evans, Gibbs & Hein, 2008; 

Kusenbach, 2003). That is, go-along methodology provides understanding on why observed 

people do act by the certain way (Carpiano, 2009). This mobile technique assists in collecting 

unexpected data when the informant is placed in an alien territory (Kusenbach, 2003). This depth 

qualitative methodology (Carpiano, 2009) gives a good chance for the researcher to understand 

how the observant use and experience different spaces (Jones, et al., 2008). Finally, there is no 

need for the researcher to apply oral imagination of the physical place, because go-along 

technique act artlessly in the field (Jones, et al., 2008). 

The empirical focuses are on Synskadadens riksforbund Fritid in Helsingborg, Sweden and on 

travelers, members of Republican Library for Visually Impaired People, Kazakhstan. Work as an 

escort person to SRF allowed me to investigate how VIPs practice hospitality servicescapes. The 

data was collected during two years (November 2010 - August 2012) in Sweden and Kazakhstan. 

Research participants were blind and visually impaired people older than 18 years. 

In the meantime I have conducted two focus group interview with eight and six participants 

respectively, interviewed thirteen VIPs, developed four observation reports on traveling with VIPs 

as escort person (Helsingor, Denmark, 1 day with five VIPs; Solhaga, Sweden, 3 days with thirteen 

VIPs; Schwerin, Germany, 4 days with six VIPs; Almaty, Kazakhstan, 2 days with one VIP). In total 

I have interviewed or/and observed 52 visually impaired travelers.  

 

Research and Results 

Service management researches on action of VIPs in tourism and hospitality arena mostly 

discuss their behavioural response to physical surroundings of service encounters. Placing 

attention on considering space and time dimensions suggests another angle for analysis of VIPs’ 

mobility in hospitality servicescapes. 

Three dimensions portray servicescapes: ambient, design, and social (Baker 1997). Ambient 

factors include air quality, ventilation, noise, scent, cleanliness - everything what becomes “visible” 

when lacking them. Design factors include architect, color, materials, texture, layout, pattern and 

etc. Social factors are interactions with the personnel and other customers in servicescapes. 

Time-geography model depicts physical mobility of blind individuals in space of consumption 

(Hägerstrand, 1970). Among varied mobile modes a time-space diaries help to identify what 

respondents are doing in every moment, where it happens, and how do they move (Urry, 2007). 

Inseparability of time and space allow to position a person in time-space coordinates (Peet, 1998, 

p.151). Time-geography model illustrate the difference between mobilities of blind and sighted 

guests in hospitality servicescapes. 
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When hospitality space “permits” or “constraints” (Dale & Burrell, 2008, p.32), blind guests 

resist. De Certeau (1984) notion of tactics is taken to understand VIPs’ resistance to 

inconveniences offered by hospitality servicescapes.  

The research findings are referring to mobility tactics, which VIPs develop and practice in 

hospitality servicescapes. Three dimensions of servicescape are taken for classifying “individual 

pieces of data” (Rubin & Babbie, 2011, p.480). The cases analyze how ambient, design, and social 

factors hinder or/and aid mobility of VIPs.  

The data was classified into five types of VIPs’ resistance to service space: “the present”, “to 

discrete”, “the phatic”, “I feel good here”, “to be other and to move toward other” (De Certeau, 

1984). In fact, VIPs’ tactics depend on time and are sized by opportunities. 

The findings are divided by three servicescape stations: lobby, accommodation, and eating 

place. Firstly, the findings illustrate that VIPs have mobility barriers in accommodation area of 

hospitality servicescapes. There is no case identified on mobility tactic classified as “I feel good 

here”. Preliminary results suggest that accommodation area is mostly oriented on average 

customer, who is not blind. Another interesting point is that different VIPs differently accept similar 

barriers. Secondly, eating area of hospitality servicescapes hinder and aid visually impaired 

guests. However, public food places tend to be the most convenient place for VIPs’ socializing. 

Thirdly, mobility of VIPs in hotel’ lobby, corridor, and store area were more hindered rather than 

aided. While travelling VIPs often develop mobility tactics to save time and benefit from travelling.  

 

Conclusion and Implications 

Servicescapes remain imperfectly studied, though, since research on servicescapes tends to 

ignore major advances in the understanding of space as something social. In particular how space, 

and thus servicescapes, affect customers’ physical mobility. 

Apparently sighted people have a wrong understanding of blindness. Public space is poorly 

designed for VIPs. Mass-customized servicescapes offer unequal opportunities for different groups 

of customers. 

The study makes couple major contributions. Its first major contribution lies on the significance 

of time and space dimensions in discussing hospitality servicescapes. The second major 

contribution deals with the finding that, overall, visually impaired customers resist to the power of 

hospitality servicescape by developing different mobility tactics. Customers may suffer or may 

enjoy by visiting hospitality servicescapes. Nevertheless, acceptance behaviour of visually 

impaired guests is most often convoyed by resistance to the various hinders of servicescapes.  

The findings of this research cast doubt the assumption that servicescapes are produced for all 

customers. Instead, the findings show that not all customers are welcoming in the same manner by 

the hospitality environment. While one group of guests (sighted) experience supports from the 

servicescapes, the other do not. 
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Though the findings on how VIPs’ practice hospitality servicescapes have few limitations. First is 

these findings are based solely on observations and interviews of visually impaired customers, but 

not service providers. Second is that research field was framed by three hospitality servicescapes 

stages: lobby and corridors, accommodation and public toilets, and breakfast places. No research 

done on VIPs’ practice of hotel’ sport and entertainment spaces such swimming pools, gym, 

sauna, and night clubs.  
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Motivations to Visit Sacred Places as Tourism Destinations 

Silva, C., Abrantes, J. L. and Herstein, R.1 

 

 

Introduction 

Travel and tourism literature considered the importance of know why people travel and why they 

choose a particular destination - important stages of the travel decision-making process. The 

actual context of globalization and fast and successive society’s changes implies to reassess those 

two questions (Harrill & Potts, 2002). 

Some places have powerful symbolic qualities with strong influence on tourism destination 

choice, such as sacred places. They are often described as centers of the earth (Eliade, 1959), 

and places of creation, devotion, and power. (Mazumdar & Mazumdar, 2004). And tourists are 

attracted to those sites because they offer quiet space, a place to pay, someone to talk about or 

the opportunity to get information about faith (Shackley, 2005), in a sacred atmosphere and 

closeness to God (Eliade, 1981). 

The present research project seeks to analyze, in a holistic and multi-disciplinary approach, 

tourists’ motivations toward sacred places. The aim is to develop a scale - SPMotiv - that measure 

motivation factors driving the choice of sacred places as tourism destinations.  

 

Methods and Materials 

This paper presented a conceptual model of tourism motivation to sacred places as tourism 

destinations. The variables considered for the survey instrument – the questionnaire – have been 

developed based on a literature review on motivation, religious tourism and sacred places. Since 

that motivation is a multidimensional concept and tourists seek to satisfy not one single need but a 

number of distinct needs simultaneously (Baloglu and Uysal, 1996). Sixty attributes were 

specifically used to assess tourists’ motivations to visit sacred places. A seven-point Likert-type 

scale was used as the response format for the motivation variables, with assigned values ranging 

from 1, “Not important at all” to 7, “Extremely important”. A pre-test sample of 50 tourists was used 

in order to refine the questionnaire and to test the reliability of the scales through Cronbach alpha 

(Cronbach, 1951). 
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The developing of conceptual model based on literature review resulting in nine motivations 

dimensions to visit sacred places as tourism destinations: (1) Historical-Cultural, (2) Social and 

Leisure, (3) Prestige, (4) Faith (5), Adventure, (6) Identity (7) Appealing, (8) Educational and (9) 

Commercial. 

The validation of the proposed conceptual model was achieved through exploratory factor 

analysis (EFA), aiming at determining the relationship between the observed variables and latent 

variables. Once defined the variables that represent each factor and the number of factors, a 

confirmatory factor analysis (CFA) was applied using full-information maximum likelihood (FIML) 

estimation procedures in LISREL (Jöreskog & Sörbom, 1993). In this sense, the analysis and data 

processing were performed using the programs SPSS and LISREL. 

Even though not all religious sites are sacred places (Riviera, Shani & Severt, 2009), the study 

was conducted in three religious tourism destinations considered also sacred places: Fátima 

(Portugal), Santiago de Compostela (Spain) and Jerusalem (Israel).  

 

Research and Results 

Based on the conceptual model and insights from an empirical study of 300 tourists in each one 

of those destinations - Fátima (Portugal), Santiago de Compostela (Spain) and Jerusalem (Israel) - 

we obtained a multi-dimension scale that incorporates three motivation dimensions to visit sacred 

places as tourism destinations: Faith, Identity and Appealing.  

Sacred places are places of prayer and veneration where rituals of faith are an important part of 

the tourist experience. Can be conceived also as places where Gods and spirits reside (Bowen, 

2002) and where individuals are attracted to feel more closeness to them. On the other hand for 

the believer tourist, sacred places help in learning of identity and the self (Mazumdar & Mazumdar, 

2004). 

Instead of treating motivation as a unidimensional construct, various measurement units for 

each of the three constructs were presented. SPMotiv is presented as a model with three first-

order motivations constructs. 

 

Conclusion and Implications 

The development of this measurement instrument may contribute to an improved understanding 

of tourists’ motivations, decision-making process and consumer behavior. Particularly, these 

results could be important for destination management to implement effective positioning and 

marketing segmentation strategies. This paper could be a decisive contribute to understand 

tourists’ peregrines behavior. In that sense, could be important for tourist organizations in the use 

of the correct marketing variables that are significantly valued for those types of tourists, thereby 

contributing to its success. 
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There are still some limitations to be considered. The study might omit and therefore not 

consider other specific relevant motivations dimensions. Despite the advantages of flexibility and 

facility of use and codification of structured techniques, there is the risk of omitting important 

constructs and of using constructs that are not the most important to respondents. It should 

therefore be useful to apply additional methodologies, particularly of a non-structured nature, that 

may permit the collection of richer motivation data sets. 

The study of the motivations’ differences between distinct tourist groups could and should be 

analyzed. People establish different relations to places, depending on their cultural values, 

interests, individual experiences and living contexts, making them more or less attached to places. 

Therefore, an analysis of the relation between motivations and sense of place or ‘place-

attachment’ as designated in the environmental psychology literature (Kyle, Graefe, Manning & 

Bacon, 2004), could be interesting within the tourism context focus on sacred places. 

 

  



 

535 
 

References 

Baloglu, S., & Uysal, M. 1996. Market segments of push and pull motivations: A canonical 

correlation approach. International Journal of Contemporary Hospitality Management, 8(3), 32-38. 

Bowen, J. (2002). Religions in practice: An approach to the anthropology of religion. Boston, 

MA: Allyn & Bacon. 

Cronbach, L.J. (1951). Coefficient alpha and the internal structure of tests. Psychometrika, 

16(3), 297-334. 

Eliade, M. (1981). The sacred and the profane; the natüre of religion. New York: Harcourt Brace 

and World. 

Harrill, R. & Potts, T. (2002). Social psychological theories of tourism motivation: Exploration, 

debate and transition. Tourism Analysis, 7(2), 105-114. 

Jöreskog, K. G. & Sörbom, D. (1993). LISREL 8: Structural equation modelling with the 

SIMPLIS command language. Hillsdale NJ: Lawrence Erlbaum Associates. 

Kyle, G., Graefe, A., Manning, R., & Bacon, J. (2004). Effects of place attachment on users’ 

perceptions of social and environmental conditions in a natural setting. Journal of Environmental 

Psychology, 24, 213-225. 

Mazumdar, S., & Mazumdar, S. (2004). Religion and place attachment: A study of sacred 

places. Journal of Environmental Psychology, 24, 385-397. 

Riviera, M.A., Shani, A. & Severt, D. (2009). Perceptions of service attributes in a religious 

theme site: an importance-satisfaction analysis. Journal of Heritage Tourism, 4(3), 227-243. 

Shackley, M. (2005). “Service deliverity” at sacred sites potential contribution of management. 

European Journal of Science and Theology, 1(4). 33-40. 

 

 



 

536 
 

Characterization of the Decision Making Process of the Purchase of 

an Air Travel Ticket 

Almeida, C. R., Costa, C. and Ferreira, J. M.1 

 

 

Introduction 

Mobility is one of the characteristics of modern society. The movement of people can be 

explained by the increase of population, the development of the tourism sector, the reorganization 

of production processes, the increasing volume of trade exchanges and the dispersion among 

urban peripheries, giving rise to an increase in movements of people and goods. The world today, 

despite the uncertainties brought by globalization is an interconnected reality of networks, whether 

physical or virtual. 

The way we buy, or make a booking can be determined by the availability of services or 

products in a physical or virtual world. This process can be triggered by a need or an innate desire 

to perceive a particular image from a commercial advertisement or a description of a friend or 

family. 

 

Methods and Materials 

In this article we will review in detail the intrinsic process regarding the booking of an air travel 

ticket. The initially approach considered the model proposed by Kotler in 1967, which after the 

appropriate adjustments for the study at hand would allow us to assess each phase and build a 

questionnaire that would shed some light on the fundamental process of making a purchase.  

The purchase decision making model was initially proposed by Kotler in 1967, who studied this 

subject from the sixties onwards, and subsequently applied it to different sectors of activity (Kotler 

& Keller, 2006). The initial model is based on a sequence of five steps which together allow an 

easier identification of the factors that a person has in mind when making a purchase or booking 

for a particular good or service. 

The analysis of this process allows a company to better know their customers, understand the 

factors that influence their selection process and subsequent purchase, as well as taking the 

correct action at key moments. Other people’s views and attitudes, unpredictability or risk may 

affect this decision and consequent satisfaction levels (Kotler & Keller, 2006). 
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Kotler's model has been used by other researchers to evaluate different services, namely: (i) 

online shopping (Park, Ekinci & Cobanoglu, 2002; Kohli, Devaraj & Mahmood, 2004), (ii) selecting 

a holiday destination (Fodness Murray, 1999; Oppermann, 1999; Tapachai & Waryszak, 2000; 

Jeng & Fesenmaier, 2002; Kang, Hsu & Wolfe, 2003; Wang et al, 2004), (iii) purchase of a second 

home in a tourist destination (Grupo I, 2006; Almeida, 2009). 

As no model was found that would incorporate the variables necessary to make a thorough and 

detailed analysis of the purchase decision making process of an air travel ticket, the central theme 

of our research, it was necessary to devise a model that would reflect the theoretical concepts 

gained from the literature review as well as the data gathered from our field survey (Figure 1). 

 

Figure 1 – Model for the decision making process of the purchase of an air travel ticket 

 

Source: Own elaboration from Kotler, 1967 in Kotler & Keller (2006) 

 

The various steps of this model were an important element in the design of the questionnaire 

which aimed to, but not exclusively: 

(i) determine a profile of the respondents who usually travel by air; 

(ii) To ascertain which model of the purchase decision process is associated with the purchase 

of an air travel ticket; 

(iii) Understand the main motivations of respondents to purchase an air travel ticket. 
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Given the various steps suggested in the proposed model in Figure 1, were outlined issues are 

integrated in each step sequentially (Figure 2). 

 

Figure 2 – Integration of the questionnaire questions with the model for the decision making 

process of the purchase of an air travel ticket 

 

Source: Own elaboration from Ferreira & Costa (2005); IET (2005); Observatório de Turismo de 

Lisboa (2006) and Almeida (2009) 

 

Once the questionnaire was ready, the data sample was defined. It was considered, at first, to 

use a defined population that would allow for a simple random sample, however, and considering 

the fact that the data obtained could be very restricted to the population in question, the hypothesis 

was suggested to make a more extended and more comprehensive study, using a non-probability 

sample of convenience, which let us identify the characteristics of a set of representative elements. 

The questionnaire was then assembled using the application Lime survey and placed online. So 

as to make it available to a large number of people we used the social networking site Facebook to 

promote the study and invite people to complete the questionnaire. Email messages were sent at 

later stage to people within the network of researchers and students of higher education institutions 

where the authors teach. Data we have collected between 2 and 18 March, and total of 1849 

responses were obtained of which 1581 were validated. 
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After collecting and entering the data into SPSS, the data was treated in order to gather 

information that could support the discussion of the results. 

For our analysis we used univariate and bivariate techniques. The first step was to run 

descriptive statistics namely, frequency and mean tables. The second step was to run the Chi-

square test. This test allowed us to ascertain the existence of the relation of dependence between 

variables (Pestana & Gageiro, 2003). 

 

Research and Results 

The questionnaire allowed us to gather 1849 responses and validated 1581. Of these, 70.7% 

were related to respondents who usually travel by plane, and answered all the questions in the 

questionnaire, the remaining 29.3% of respondents usually do not travel by plane, having only 

answered questions concerning the intention of booking and profile of the respondent. For this 

analysis we will only present the results for respondents who usually travel. 

The data collected is presented according to the steps of the model of the purchase decision 

making process of an air travel ticket introduced earlier. 

What follows is a summary of all the data entered into the model of the purchase decision 

making process of an air travel ticket (Figure 3). 
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Figure 3 - Main findings from the questionnaire in line with the model for the purchase of and air 

travel ticket. 

 

Source: Own elaboration based on data from the questionnaire 

 

Conclusions and Implications 

Although recognizing the importance that air travel has for greater mobility of people and goods, 

there is also little research conducted in order to establish what factors lead a particular passenger 

to choose one airline over another, or even what kind of information that person is searching for 

during the purchase decision making process. 

For this reason we present this article which aimed to identify the purchase decision making 

process of an air travel ticket, and doing so by implementing a questionnaire between 2 and 18 

March 2013 and collect 1581 complete and valid questionnaires. 
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The main conclusions consider that the respondents seem familiar with new technologies, using 

such technologies during the decision process to search for information about the airline, fees and 

other additional services, and to search for information about the arrival and departure airports. 

Similarly, during the post travel evaluation stage of the decision making process, the respondents 

choose to post reviews, photos and videos on social networks, demonstrating some interactivity 

with others. 

Since there are still few studies on this issue, this paper presents an interesting opportunity to 

open a line of research to further study some aspects of the decision making process in more 

detail and that could be used by companies as reference market data. 
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Achieving Consistency in Destination Personalities: A Tripartite 

Personality Congruity Theory Focused on Industry Professionals 

Lam, V. and Dioko, L.1 

 

 

Introduction 

Brand personality has been considered as an emotional link between a branded destination and 

its visitors (Ekinci, 2003). Because of increasing competition, distinctive brand personality can help 

emphasize the uniqueness of a destination and differentiate it from other competitors (Ekinci & 

Hosany, 2006). The self-congruity theory has become popular in tourism destination studies. 

Previous studies exclusively focused on the match between visitor’s own personality and 

destination personality (Sirgy & Su, 2000; Usakli & Baloglu, 2011). However, there is a lack of 

investigation centered on Tourism Industry Professionals’ (TIPs) self-assessed personality and 

their perception of destination personality. The objective of this study is to assess the congruity 

between TIPs self-assessed personality, their perceived brand personality of Macau as a 

destination as well as their assessment of the brand personality of their tourism/hospitality-related 

organizations. 

 

Methods  

In order to obtain a deeper understanding of TIPs perceptions, a pilot study that combines 

qualitative and quantitative methodology was employed in this study. A survey was conducted 

among 41 TIPs followed by in-depth-interviews with 7 senior TIPs. All interviews ranged from 45 

minutes to 1.5 hours and were conducted in Chinese. The Ten Item Personality Inventory (TIPI) 

scale (Gosling, Rentfrow & Swann, 2003) was utilized to measure the Big Five Personality traits of 

TIPs’ self-personality, their perceived personality of Macau as a destination and the organizations 

for which they work. Paired samples t-tests were used to examine mean differences across the 

self, destination and organizational brand personality.  

 

Research and Results  

The purpose of this study is to assess the congruity between TIPs self-assessed personality, 

their perceived brand personality of Macau as a destination as well as their assessment of the 

brand personality of their organizations. Findings of the study reveal that respondents rated their 

self-personality, perceived Macau personality and organization personality higher than average 
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(Table 1). Their ratings of the five TIPI dimensions on their self-personality and organization 

personality are relatively higher than their perceived Macau personality. It indicates that TIPs 

perceived that they and their organizations have a stronger personality than Macau. The top two 

Big Five dimension scores rated by TIPs on self-personality and organization personality are the 

same and they are “Openness” (5.74 and 5.44 respectively) and “Conscientiousness” (5.67 and 

4.98 respectively). For Macau personality, their highest rating of dimension scores are 

“Agreeableness” (4.67) and “Emotional Stability” (4.62), the lowest is “Conscientiousness” (3.83). 

These initial findings reveal that TIPs tend to match their personality with their organizations but 

neither their own nor their organizations’ personality matches their perceived brand personality of 

Macau. Results from the paired samples t-test indicate that Big Five personality dimension scores 

“Extraversion”, “Conscientiousness” and “Openness” was found significantly higher in TIPs self-

personality and the brand personality of their organizations compared to the brand personality of 

Macau. This study provides empirical evidence which may suggest to Macao policy makers to 

further develop branding strategies through strengthening its brand personalities.  

 

Table 1 – Mean scores of TIPs’ self-personality, their perceived Macau personality, organization 

personality (n=41) 

  

TIPs’ self-personality 

 

 

TIPs’ perceived 

Macau personality  

 

 

TIPs’ perceived 

organization 

personality 

 

TIPI Dimensions Mean (SD) Mean (SD) Mean (SD) 

1. Extraversion 4.85 (1.14) 4.11 (1.26) 4.83 (1.14) 

2. Agreeableness  4.89 (0.90) 4.67 (0.91) 4.87 (0.91) 

3. Conscientiousness 5.67 (0.97) 3.83 (1.40) 4.98 (1.09) 

4. Emotional Stability 4.76 (1.53) 4.62 (1.04) 4.82 (1.24) 

5. Openness 5.74 (0.80) 4.13 (1.62) 5.44 (1.29) 

 

Figure 1 – TIPs’ self-personality, their perceived Macau personality, organization personality  



 

545 
 

 

 

Conclusion and Implications  

Results of this preliminary study suggest tourism policy makers to reinforce the destination 

brand personalities of Macau in order to increase its uniqueness and differentiate it among other 

destinations. Furthermore, the incongruity of personalities between Macau and its stakeholders 

imply that there is a need for tourism policy makers to form a consistent destination brand by 

considering the values and characteristics of the people who work for the brand. Finally, the 

findings of this initial study indicates a need for destination branding efforts to achieve internal 

consistencies as a prior necessity before external marketing consistencies regarding destination 

brand is achieved. 

Although the small survey population of respondents cannot generalize the results accurately or 

reliably to the total population, the qualitative analysis from the in-depth interviews helped explain, 

elaborate on the quantitative data and that provided a more refine understanding of the research 

problem. The current promising results call for a larger scale study on this topic with a more 

representative and generalizable sample size. In addition, this study only focused on TIPs’ 

perspectives, future research can study visitors’ perceived personality of Macau in order to draw 

substantial implications for destination branding strategies. 
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Towards a Convergence of Business and Leisure Traveler Behavior 

Díaz-Bernardo, R.1 

 

 

Introduction 

The tourism and hospitality industry tend to make a strong difference between the behavior of 

the business traveler and the leisure traveler (Yavas & Bakus, 2003; Kashyap & Bojanic, 2000). 

From hospitality to transportation, the tourism sector has always assumed that the business 

traveler behaves and makes traveling related choices that are fundamentally different than the 

ones made by the leisure traveler, especially when it comes to their selection criteria for choosing 

where to stay (lodging) or how to get there (transportation). Yavas and Bakus (2003) suggest that 

leisure travelers and business travelers exhibit different characteristics and evaluate attributes of 

product and service differently based on the purpose of travel. 

The tourism industry and the academia assume that the purchase motivations of the leisure 

traveler are very different from the ones of the business traveler placing different weights on 

dimensions of service and price (Yavas & Bakus, 2003). It is assumed for example that consumers 

traveling for business purposes show far less concern about the value they get for the price they 

pay than they do individuals traveling for pleasure, and it is also assumed that business stravelers 

value more quality of public hotel areas while leisure travelers place more importance on quality of 

the room and price (Kim, 2009).  

This different behavior and purchase motivation has been reported by Yesawitch (2003) and by 

Yoo and Lee (2002) that have analyzed the different behavior and choosing criteria of the business 

traveler and the leisure traveler for the hotel selection and the airline selection respectively.  

Yesawitch (2003) using date from the U.S. National Travel Monitor, found that the most 

influential factors for hotel selection among the leisure travelers were ranked: 1st value for the 

price; 2nd location of the hotel, 3rd room rate; 4th previous experience with hotel or chain; 5th 

reputation of hotel or chain. While the most influential factors for the business travelers the ranking 

was: 1st location of hotel; 2nd previous experience with hotel chain; 3rd reputation of hotel chain; 4th 

value for the price; 5th room rate.  

Yoo and Lee (2002) studied airline choice for international flights and found that the most 

important attributes for the leisure traveler were: 1st air fare; 2nd convenience of flight schedule; 3rd 

on time performance; 4th seat availability. For the business traveler the ranking was different: 1st 

convenience of flight schedule; 2nd on-time performance; 3rd frequent flyer program; 4th air fare. 

                                                             
1  Ramon Diaz-Bernardo, Professor of Marketing, IE Business School, Madrid, Spain – IU University. E-mail: 

ramon.diaz@ie.edu 
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People with less than a college education placed higher importance on in-flight service. Travelers 

with higher income placed higher importance on reputation and image of airlines. Passengers with 

middle income placed higher importance on safety. Females and older travelers placed higher 

importance on recommendations and experiences.  

Concerning the airline of choice there also seems to be a divide in the market between the 

business traveler and the leisure traveler, we tend to assume that low cost airlines are basically for 

leisure travelers and network carriers are for business travelers, Mason (2001) studied business 

traveler decision making in the UK and found that only 32% of the business travelers have a 

positive attitude towards low cost airlines. Turner (2003) analyzed the profile and airline choice of 

passengers of a low cost carrier (EasyJet) and a network carrier (Bristish Airways) founding that 

the low cost passengers fly mostly on leisure, are younger, come from a diversity of occupations, 

do not participate so much in frequent flyer programs, and are less frequent flyers. While the 

network carrier passengers fly mostly on business, are older, are business men, participate in 

frequent flyer programs and are frequent flyers. The reasons for choosing the low cost airline were: 

1st price, 2nd flight timings; 3rd frequency. The reasons for choosing the network carrier were: 1st 

flight timings; 2nd frequent flyer program; 25% reliability/punctuality; interestingly 33% of them did 

not know how much their ticket cost. 

 

Towards a Convergence of the Business Traveler and the Leisure Traveler Behaviors 

The supposed different behavior of the business traveler and the leisure traveler might have 

been true during the generous early 1990s and mid 2000s when most Western countries were 

enjoying a buoyant and growing economy with strong corporate profits and large traveling expense 

accounts that were not subject to a very detailed examination. But today the situation has changed 

radically and now companies and institutions are drastically reducing corporate traveling expenses 

in a general trend towards cost reduction and improved efficiency both in private companies and 

public institutions (AMEX Global Business Travel Report 2012). 

Our hypothesis is that today things have changed and we face a traveling industry where 

individuals whether traveling for business or leisure have become far more price sensitive and 

value for money is becoming probably the most important thing when traveling.  

Value for money is present from the moment of choosing a destination to spend their vacation, 

to the decision of the airline to get there, to the choice of the hotel to stay for business purposes or 

the resort to enjoy a holiday, to the restaurant. As a consequence we hypothesize that in a context 

of a strong economic crisis the purchase motivations of business travelers and leisure travelers are 

becoming quite similar and the individuals tend more and more to behave in the same way when 

traveling for business and when traveling for leisure. 

The concept of value has become central in the marketing literature, in tourism and in any other 

industry the best performing firms are those that constantly find new ways to deliver products or 
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services with a better perceived value (Parasuraman, 1977). The value of a product or service for a 

traveler is determined by the extent to which it helps the traveler achieve desired ends as well as 

the importance of these ends (Kashyap & Bojanic, 2000). Value is the consumer’s overall 

assessment of the utility of a product based on perceptions of what is received and is given 

(Zeithaml, 1988, p. 14). Buyer’s perception of value represent a tradeoff between the quality of the 

perceived benefits they perceive in the product relative to the sacrifice they perceive by paying the 

price (Monroe, 1990, p.46).  

This trend towards a convergence in the business and leisure traveler behavior looking for value 

is probably also a consequence of traveling cost like airline tickets or hotel rates being much more 

transparent and easier to compare on the internet. 

The trend towards a convergence of behavior between the business traveler and the leisure 

traveler that we are researching in this project should be also understood as part of the fact that 

they are finally the same person. The same individuals travel sometimes for business purposes 

and sometimes for pleasure so it is not so strange that their criteria for making traveling decisions 

like choosing an airline or an accommodation tend to go in the same direction independently from 

the reason for the trip.  

In a study called “Portrait of Affluent Travelers” (Yesawitch, 2006) we can see how among the 

affluent travelers (those who enjoy an annual household income higher than US$150,000) 

preferences for lodging brand do not vary by the primary purpose of their trip: business or 

pleasure. The top five preferred lodging brands both for business traveling and leisure traveling 

are: Hyatt, Ritz-Carlton, Four Seasons, Starwood, and Marriott. 

Along this line of convergence between the business traveler and the leisure traveler we have 

found that finding a product proposal that is appealing at the same time for the business traveler 

and the leisure traveler is one of the main objectives of all the big players in the traveling and 

hospitality industry (Adams, 2004). Finding a convergence in the needs and likes of business 

travelers and leisure travelers would make the market bigger for them. The economic downturn 

that we are facing in Europe and in the US is affecting the traveling spending habits of companies 

and business travelers, both the frequency of travels and the average spending per business 

traveler has been reduced in the US and in Europe according to a study of American Express 

(2012) business trips in the US have dropped by 22% since 2000. But in the same study we found 

that the leisure segment has held up comparatively well. That’s why attracting leisure travelers to 

traditionally business oriented hotels have become very important to many hotel brands. About this 

topic, hotel industry executives like David Greydanus, senior v.p. for Hilton Hotels Corp said that 

“Every hotel company targets leisure as a segment because the biggest impact has been from the 

fall-off in business travelers. While many companies have cut travel, the American public is loath to 

give up its travel opportunities, especially domestic travel. Leisure is not more attractive in terms of 

profitability, but it’s more stable” (Adams, 2004). 
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Research Design and Methodology 

In this study we would try and figure out if there is really a convergence between the business 

traveler and the leisure traveler behavior and decision making criteria. In order to figure that we will 

conduct a survey among Spanish business travelers trying to develop a profile of them when 

traveling for business purposes and for leisure purposes and analyzing their traveling decision 

making criteria and the factors affecting their decisions of transportation and accommodation.  

For this study a quantitative research design has been selected using an online Likert scale 

survey questionnaire to collect data regarding business traveler behaviors, and traveling decision 

making criteria as well as profiles and demographic attributes. Multiple choice questions for the 

demographics would be included in the survey. We will take a sample of 1,000 business travelers 

in Spain. The survey would be administered initially in March 2013 as a pilot study to establish 

reliability and validity. Recent studies about the use of internet based respondent pools indicate a 

trend towards acceptance of these pools for sampling. Lawton (2005) researched using the 

internet as a tool to increase accessibility and survey populations, construction of online surveys, 

and the reliability of their results. These studies conclude that online surveys are acceptable as 

long as survey constructions followed the same research principles as old fashioned paper 

surveys. Further, the addition of a pilot survey step to validate the instrument, and inclusion of 

criterion through a two-step self-selection process to complete the survey provide a level of validity 

on representativeness of the sample population to the selected target population. The e-mail 

addresses of the potential participants were generated by Zoomerang respondent pool of over 

million individuals.  

The pool represents a cross-selection of people in all categories of demographics. These 

individuals self-screened in or out of the survey by indicating acceptance to complete the survey 

answering yes to having traveled at least three times on business in the last year. The survey 

would be conducted in April 2013. The sample would be segmented according to geography to 

cover the five first Spanish regions by GDP (Madrid, Cataluña, Valencia, Pais Vasco and Balearic 

Islands). 

The questionnaire would cover first the demographic questions, and then the questions related 

to traveling behavior and choice criteria when traveling for business purposes and for leisure 

purposes. 

Demographics (multiple choice questions): 

1. Gender 

2. Age 

3. Salary 

4. Job position 

5. Company size (small, medium, large) 
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Traveling behavior (multiple choice questions) 

1. Number, frequency and length of stay of business travels and leisure travels 

2. Destination of the trip (national or international) of business travels and leisure travels 

3. Mixing business and leisure travel in the same trip. 

Decision making criteria (Likert scale questions) 

1. Who does the selection of flights and hotels for business travels and leisure travels. 

2. What are the criteria for choosing airline and hotel when traveling for business vs. 

leisure. 

3. The effect of internet consumer generated content, word of mouth, customer reviews, 

and travelers opinions when traveling for business vs. leisure.  

 

Expected Results and Findings 

Considering the strong downturn in the economic situation of Spain, the market we are using to 

do this field research, we anticipate a convergence of the behavior, motivations and choosing 

criteria of the business traveler and the leisure traveler.  

Results would be segmented and cross analyzed by the different demographics considered in 

the sample: by age, by gender, by salary, by job position and by company size. Concerning the 

traveling behavior we anticipate different behaviors by segmenting the sample of business 

travelers by frequency of traveling (Brown, 2004) into frequent travelers (those spending more than 

23 nights a year in hotels), moderate travelers (between 6 and 22 nights a year in hotels and light 

travelers (between 1 and 5 nights a year in hotels). We also expect the results to differ when 

considering international travelers vs. local travelers but once again we expect a convergence of 

business travelers and leisure travelers towards value for money. 

Concerning the decision making criteria we expect to see an effect of who is making the 

traveling decisions. According to Mason (2003) we should observe different decision making 

criteria when the traveler selects airline and hotel by himself, than when the traveler’s secretary 

selects, than when a travel department makes the selection. Also attitude towards low cost airlines 

and hotel attributes would be analyzed when traveling for business and leisure purposes.  

Finally the effect of internet consumer generated content, word of mouth, customer reviews, and 

travelers’ opinions are expected to impact the travelers’ decision making both for business 

travelers and leisure travelers. According to Kim (2009) the purpose of travel influences how 

customers respond to word of mouth finding that business travelers were more responsible to 

negative word of mouth than leisure traveler, we will also tests this with our sample. 

 

Conclusions and Implications 

Overall, this study will contribute to the existing literature by investigating how business travelers 

and leisure travelers make their traveling related decisions. By developing scales to measure 
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traveling behavior and traveling decision making criteria we will contribute to the literature on 

business travelers vs. leisure travelers. Finally we will test our hypothesis related to a convergence 

in the business traveler vs. leisure traveler behaviors, motivations and decision making criteria and 

we will provide possible explanations for this trend and potential future research lines. 
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Segmenting International Resident Tourists According to Their 

Shopping Styles 

Garau, J. B. and Juan-Vigaray, M. D.1 

 

 

Introduction 

Tourism continues to be one of the most dynamics sectors of the economy. However, the 

traditional tourism industry is facing a process of quick structural change brought about by the 

transformations in the international environment, the preferences of tourists, and their behaviours 

(Alegre & Cladera, 2006). The population ageing, the increase in disposable income, new 

lifestyles, new ways of organising work and leisure time, the possibility of investing in property 

located in other countries, and the appearance of low-cost airlines have led to many people buying 

or renting homes in other countries to spend long stretches of time in areas with a better climate 

than their place of origin (Munar, 2010). This form of tourism has been called ‘residential tourism’2, 

but it also has significant migration (O’Reilly, 2007) and property investment elements (Van 

Noorloos, 2011). 

Residential Tourism is showing an important growth, especially in traditional tourism 

destinations such as Spain, which is second in number of International Residential Tourist 

(hereinafter referred to as IRT) after the USA, and in Europe it is ahead of countries like France, 

Germany, Italy, or Greece (Taltavull & Ramón, 2005). In 2010, there were 1.9 million holiday 

homes in Spain owned by non-residents in the country, and some of these communities may 

account for up to 40% of the population of some towns (INE, 2013) and generate an estimated 

total expenditure of 40,000 million euro in 2001 (36.7% of the total expenditure by foreign tourists) 

(SEGITUR, 2011).  

This form of tourism has a strong impact on the area where it takes place (Casado-Díaz, 1999), 

and it has an effect on its economy because communities of people of different nationalities appear 

and become part, semi-permanently, of the consumer base in each tourist destination. Therefore, 

companies operating in these destinations may consider the suitability of differentiating their 

offerings to IRT.  

Recent research (De Juan-Vigaray et al, 2012) proved that the majority of IRT´s show low levels 

of acculturation, which means that most of the IRT do not generally assimilate the culture and the 

                                                             
1 Joan B. Garau, Faculty of Economics, Universitat de les Illes Balears, Spain. E-mail: Joan.garau@uib.es 

Maria D. De Juan-Vigaray, Faculty of Economics, Universidad de Alicante, Spain. E-mail: mayo@ua.es 

2
 There are two types of residential tourism: national (by citizens of a country that spend a period longer than 24 
hours in a home at their disposal) and international (by citizens of other countries that spend long stretches of 
time in the host country). The present study focuses on the latter. 



 

556 
 

shopping and consumption patterns to the ones of the host community. Therefore it may seem 

reasonable to further research into their shopping behaviours in order to be able to develop 

appropriate segmentation strategies. A better knowledge about this specific market niche may help 

implementing specifically designed marketing approaches to better satisfy IRT in their tourism 

destination.  

Consumer decision-making styles (in short, shopping styles), like lifestyles and values, are 

prominent areas of interest in consumer behaviour studies. The studies in this area focus on 

consumer decision-making with the aim of identifying general orientations towards shopping and 

buying, in other words, they sort consumers into shopping style dimensions. One or more specific 

shopping style dimensions may influence consumer-shopping choices, and these influences are 

relatively enduring (Sproles & Kendall, 1986).  

Shopping styles are important to marketing because they determine consumer behaviour, are 

relatively stable over time and thus are relevant for market segmentation. In general terms, the 

styles describe the most basic mental characteristics of a consumer’s decision making, which are 

directly linked to consumer choice behaviour.  

Interest in this field is considerable as it can be seen on the large amount of articles published in 

the last decades, however, most of the research conducted has paid attention to the shopping 

styles in specific cultures such as those of young adult Chinese (Fan & Xiao, 1998) or the 

comparison of the shopping styles between United States and Korean young consumers 

(Hafstorm, Chae & Chung 1992).  

Despite the growing importance of IRT, there is hardly any literature concerning the study of 

shopping styles among residential tourists. Therefore, this research surveying the consumer styles 

of IRT in Spain, is aimed to further extend the shopping value theory to the fast growing niche 

segment of the residential tourists, and examine its implications for consumer behaviour. 

Furthermore, the outcomes of this research are aimed to help tourism marketing destination 

managers and practitioners to improve their ability to enhance the commercial attractiveness of the 

destinations in general and the retailing-mix offer in particular.  

 

Research Objectives 

Over half a century ago, Stone (1954) maintained the existence of shopping lifestyles which he 

considered “shoppers’ styles that place emphasis on certain activities in particular. Other 

researchers (Shim & Gehrt, 2006) have suggested the need to take into account more specific 

questions such as the lifestyles related to shopping, and the consumer’s interests and opinions. 

This wide diversity reflects that shopping is a complex phenomenon with personal, economic, 

social and hedonistic elements. 

From the literature review several dimensions, that may shape the shopping styles of the 

consumers, have been identified. Information attainment (Dickerson & Gentry 1983); Uniqueness 
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seeking (Eastlick & Feinberg, 1999); Browsing (Dawson et al 1990) and Price attainment and 

Convenience seeking (Eastlick & Feinberg, 1999). Some authors such as Noble, Griffith and Adjei 

(2006) proposed 21 items, measured on a five-point Likert scale, to measure the different shopping 

styles. All this previous work enables us to develop a specific measurement scale addressed to 

measure the shopping styles of the IRT. 

In this framework, the objectives of our research are summarized as follows: 

1. To review the literature and discuss the various dimensions of the shopping styles to be 

included into a measurement scale. 

2. Segment the IRT according to their shopping styles 

3. Profile the IRT segments according to their socio-demographics characteristics and 

unveil significant differences. 

4. Determine whether shopping styles influence shopping stores selection.  

5. Discuss further implications for tourism destinations and local and international retailers. 

 

Methods and Materials 

Data were obtained in two of the most important destinations for IRT in Spain Alicante and 

Mallorca. Both destinations are especially relevant with respect to the research since Mallorca 

attracted more than 9 million international visitors in 2011 and Alicante is the second most visited 

region by international tourists, with over 5.7 million visitors (IET, 2012). Both tourist destinations 

show the highest percentage of foreign population in Spain: 21.69% (242,000 IRT) and 24.15% 

(466,000 IRT), respectively. 130,000 and 293,000 out of those IRT come from the European 

Union, the main source of inbound tourism to both regions (INE, 2013). British citizens make up the 

largest IRT community in Alicante, while Germans in Alicante outnumber other nationalities. 

 

Research and Results 

Two market research companies were in charge of data collection, one in each tourist 

destination. Respondents were selected through the random route method on all days of the week, 

and the interviews were conducted in the respondents’ home or in places where they usually go, 

although supermarkets, cafés and bars were avoided. 400 questionnaires were completed (200 in 

each destination) with quotas set for country of origin, age and sex/gender (table 1 shows the 

sample distribution). 

 

Table 1 – Sample used in the study 

Variables Sample (n=400) 

Age 

25–39 

40–59 

60 or over 

 110 (27.5%) 

180 (45.0%) 

110 (27.5%) 
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Variables Sample (n=400) 

Sex 
Man 

Woman 

208(52.0%) 

192(48.0%) 

Destination 
Mallorca  

Alicante 

188 (47.09%) 

212 (53.0%) 

Country of origin 
United Kingdom 

Germany 

239 (59.7%) 

161 (40.3%) 

 

In order to segment the IRT according to their shopping styles, the scale of measurement 

proposed by Noble et al. (2006) has been adapted and tested its reliability with a Crombach Alpha 

analysis. Subsequently an a posterior factor-cluster segmentation method has been adopted. A 

posteriori segmentation is one in which the technique, a factor-cluster analysis, delineates the 

existing segments based on a selected set of attitudinal or behavioural variables. Once the 

segments are delineated, a profile of segments is completed with respect to selected variables. 

The literature is replete with segmentation studies that have employed this approach.  

Once differentiated segments have been identified and profiled, one way ANOVAs have been 

conducted to unveil significant differences among segments with respect to sociodemographic 

variables. 

  

Conclusion and Implications 

The paper discusses the reliability of a measurement scale of the shopping styles of the IRT. It 

is also an attempt to segment the fast growing IRT niche market according to their shopping styles.  

Specifically in this study, the statistical analysis results show that at least 5 different 

independent groups of IRT can be identified. These segments are different from each other in a 

variety of ways showing significant differences with respect to sociodemographic variables such as 

sex, age, origin, length of residence and income.  

Finally, the paper presents, out of the results obtained, a discussion on how they can affect both 

the destination in general and its retailing offer in particular.  
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Segmentation by Motivation in Hunting Tourism: A Case of Finnish 

Hunters 

Suni, J.1 

 

 

Introduction 

Hunting tourism and its possibilities for tourism development in rural areas have received more 

attention in Finland during recent years (Keskinarkaus & Matilainen, 2010; Nygård & Uthardt, 

2011). Hunting tourism is defined as an activity where the hunter travels outside of his/her own 

hunting area or place of residence to hunt (Nygård & Uthardt, 2011). In increasing numbers, 

contemporary hunters live in urban areas and have to travel longer distance to participate in 

hunting activities. This change is one of the reasons for increasing demand for commercial hunting 

services (Keskinarkaus & Matilainen, 2010). According to Toivonen (2009), Finnish hunters spend 

annually over 60 million euro on hunting related travelling expenses. 

Previous studies and reports on regular hunting (Boulanger, Hubbard, Jenks & Gigliotti, 2006; 

Floyd & Gramann, 1997; Hofer, 2002; Schroeder, Fulton, & Lawrence, 2006) have shown that 

there are different types of hunters that have various motivations to hunt. Floyd and Gramann 

(1997) have suggested that linking desired hunting experiences to certain surrounding preferences 

would work as a useful tool for marketing hunting. 

This study takes an exploratory approach and aims to bring new information on hunting tourism 

related motivations. The purpose of this study is to explore differences between regular hunting 

and hunting tourism motivations, and what travel motivations push and pull Finnish hunters to go 

on hunting trips outside their regular hunting grounds. Based on these findings, hunters are 

segmented into groups to gain understanding which type of hunting tourists would exist within the 

Finnish hunter population. 

 

Methods and Materials 

Data collection 

Data for the study was collected during September-November 2011 with a web survey. 

Announcements about the survey were placed on the websites of Finnish Game Management 

Centre (FGMC), Finnish Hunters’ Association and in the official hunting magazine of FGMC, 

“Metsästäjälehti”. Also an invitation was sent via e-mail to approximately 450 registered hunting 

clubs or hunting parties. By the end of November 2011, 557 respondents had taken part of the 
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survey. In this study, hunting tourism is defined as hunting activity where the hunter travels outside 

of his own hunting area or his place of residence to hunt. 467 respondents answered that they had 

been on a hunting trip that required an overnight stay outside their regular hunting grounds, and 

are therefore considered as hunting tourists in this study. These respondents are considered as a 

focus group and are used in the analysis. 

 

Data analysis 

Principal component analysis (PCA) with varimax rotation was used to analyze the data on 

travel motivation variables. PCA was followed by cluster analyses (hierarchical and K-means). The 

mean values of regular hunting and hunting trip motivations were compared with Wilcoxon signed-

rank test for differences. Statistically significant differences in destination attributes between 

segments were inspected with Kruskal-Wallis H test. 

 

Research and Results 

The first PCA run produced a solution with six components. Component eigenvalues were 

greater than 1, accounting for 62.147% of total variance. Kayser-Meyer-Olkin (KMO) measure of 

sampling adequacy was .884 and Bartlett’s test of sphericity was .000. Values received from both 

tests indicated that used variables were fit for analysis. 5 out of 32 used variables were discarded 

because of their low loading values (below .5) during the PCA runs. One variable was discarded 

for cross-loading strongly on two different components. The final PCA run produced a six-

component solution with 27 variables, eigenvalues greater than 1, explaining 67.31% of total 

variance. The KMO measure of sampling adequacy had value of .873 and Bartlett’s test of 

sphericity was .000. Cronbach’s alphas were calculated and all components received values 

greater than .6. 

Principal components were named on the basis of the motivational push variables that had the 

strongest loadings: (1) Competence-Mastery, (2) Family togetherness, (3) Novelty, (4) 

Achievement, (5) Relaxation, (6) Social. The received factor points from PCA were saved to use 

them in cluster analysis. 

Hierarchical cluster analysis with Ward’s method was used to examine what would be the fitting 

amount of clusters, since there was no prior knowledge likely amount of clusters for the outcome. 

Observations made from the dendogram, suitable amount of clusters with the data was between 

three and five. All three cluster solutions were created with K-means cluster analysis and evaluated 

by closer inspection. The four-cluster solution proved to be most practical. Clusters were labelled 

accordingly with the most important or the most separating principal component: (C1) Relaxation 

seeking hunting tourists, (C2) Less-engaged hunting tourists, (C3), Novelty seeking hunting 

tourists, (C4) Social hunting tourists. 
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Importance of destination attributes in segments 

Hunters were also asked to evaluate 27 hunting tourism destination related attributes with 

question, ”how important do you consider the following attributes of a hunting destination, when 

you are planning a hunting trip outside of your regular hunting grounds?”. Similar to travel 

motivation question, 5-point Likert scale was applied.  

Based on the statistical significance values only a few items had no evident differences between 

segments. Easily acquired hunting licenses are important for all segments. None of the segments 

considers ‘vicinity of services’, ‘other arranged activities at the destination’ or ‘the accessibility of 

hunting grounds’ clearly important. For Relaxation seeking hunting tourists, the low amount of 

other hunters in the area is important. Less-engaged hunting tourists consider possibility to see 

new animal species important, but shooting them is not mutually important. Novelty seeking 

hunting tourists are looking for possibility to acquire the game meat, to practice various forms of 

hunting in the same area and to see new animal species. The costs of the hunting trip, the price of 

licenses, accommodation and travelling expenses are more important to them than the others. 

Social hunting tourists pay more attention to hunting related items in the destination, such as the 

diversity of the game, possibility to see and shoot new animal species. They are also interested to 

learn of new cultures. 

 

Summary of the segments 

Demographically segments share many similarities. All segments are male-dominant, which 

corresponds to the Finnish hunter population (94.2% male, 5.8% female) according to the latest 

report by Finnish Game and Fisheries Research Institute (2012). Respondents tend to live in a 

relationship (>86% in all segments) and most of them have children (>62% in all segments).  

To sum up each found segment, a typical member of Relaxation Seeking Hunting Tourist is a 

40-49 years old male, who goes on hunting trips to relax, enjoy nature and experience new 

sceneries and landscapes. He does not consider hunting related motivations important and he is 

not looking for other activities during the hunting trip.  

 

Less-engaged Hunting Tourist is a 50-59 years old male, who is motivated to go on a hunting 

trip mainly to be in nature and challenge him/herself, but these motivations are not evidently 

strong. This might indicate that there are other reasons for him to travel, but only items considered 

important within this group are enjoying nature and hunting with a dog.  

 

Novelty Seeking Hunting Tourist is a male, the age of 40-49, likely to have an upper secondary 

education. He is mainly motivated by experiencing new landscapes and sceneries, still relaxation is 

also important. He is looking to challenge himself, improve his hunting skills and learn about 
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animals and nature. He is more interested in teaching hunting to others and sharing the activity 

with his family than hunting tourists in other segments.  

 

Social Hunting Tourist is a male, 30-39 years old, who has started hunting under the age of 18. 

He takes self-arranged hunting trips more than once a year to Finland or to neighbouring countries, 

Estonia and Sweden. He goes on a hunting trip to be together with hunting companies and meet 

new people. He also buys a hunting trip as a product more than the hunters in other segments. 

Achievement related activities, such as catching game, acquiring the meat and trophies are 

important for him. As for destination attributes, he is interested in the diversity of game, larger 

amount of game than in regular hunting grounds, and he is looking to see and shoot animals that 

are new to him. 

 

Conclusion and Implications 

The objective of this study was to examine and explore possible motivations for Finnish hunters 

to take hunting trips. Based on found motivations, segments were created to map possible hunting 

tourist identities within Finnish hunter population. 

Findings of this study show similar characteristics in regular hunting motivations as have been 

found in previous studies, such as nature enjoyment (Boulanger et al., 2006; Floyd & Gramann, 

1997; Toivonen, 2009), escaping every day routines (Floyd & Gramann, 1997), hunting with a dog 

(Schroeder et al., 2006; Toivonen, 2009) and social interaction (Floyd & Gramann, 1997; 

Schroeder et al., 2006).  

As the same motivational statements were used for hunting tourism context, several differences 

were found. Comparison between regular hunting and hunting tourism showed that Finnish hunters 

are more eager to be alone and hunt with a dog in their regular hunting. Also, regular hunting is 

more important for keeping physically fit and regulating animal populations. Nature, relaxation and 

skill improvement are as important in hunting tourism trips, but especially important is novelty, 

experiencing something new, like new landscapes and sceneries, seeing new animal species, 

learning new forms of hunting and meeting new people. Social contacts are considered important, 

but family related social interactions are not considered as important as being with hunting 

companions or meeting new people. 

By observing the overall mean value of each component, the components that respondents did 

not consider to be important are family togetherness and achievement. For most segments, 

relaxation and especially nature and novelty related items are important. Interestingly, the segment 

Less-engaged does not consider relaxation as important. Also this segment did not evaluate any 

motivational push or pull items to be highly important. As the segment is older by average age, this 

might indicate that as hunters get older and more experienced their interest to the hunting activity 

lessens, like Hunt, Haider and Bottan (2005) have suggested. The segment, Social Hunting 
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Tourists who tend to be younger compared to other segments, considered achievement related 

items more important. 

Similar to findings by Hofer (2002) and Komppula and Suni (2013), hunters in all segments are 

motivated to take hunting trips to experience new landscapes and sceneries, and to enjoy nature 

as a whole. As the segments are compared with the hunting tourist types identified by Komppula 

and Suni (2013), the most achievement-oriented hunting tourists are the social hunting tourists of 

this study as they have more interest in catching game, acquiring meat and trophies. 

 

  



 

566 
 

References 

Boulanger, J. R., Hubbard, D. E., Jenks, J. A. & Gigliotti, L. M. (2006). A typology of South 

Dakota muzzleloader deer hunters. Wildlife Society Bulletin, 34(3), 691-697.  

Floyd, M. F. & Gramann, J. H. (1997). Experience-based setting management: Implications for 

market segmentation of hunters. Leisure Sciences, 19(2), 113-128.  

Hofer, D. (2002). The lion's share of the hunt.Trophy hunting and conservation: A review of the 

legal Eurasian tourist hunting market and trophy trade under CITES. Brussels: TRAFFIC Europe.  

Hunt, L. M., Haider, W. & Bottan, B. (2005). Accounting for varying setting preferences among 

moose hunters. Leisure Sciences, 27(4), 297-314.  

Keskinarkaus, S. & Matilainen, A. (2010). The social sustainability of hunting tourism in Finland. 

In A. Matilainen, & S. Keskinarkaus (Eds.), The social sustainability of hunting tourism in Northern 

Europe (pp. 29-56). Seinäjoki, Finland: Ruralia Institute. 

Komppula, R. & Suni, J. (2013). Identifying hunting tourist types - An exploratory case study 

from Finland. Tourism Review, 68(1), 48-61.  

Nygård, M. & Uthardt, L. (2011). Opportunity or threat? Finnish hunters' attitudes to hunting 

tourism. Journal of Sustainable Tourism, 19(3), 383-401.  

Schroeder, S. A., Fulton, D. C. & Lawrence, J. S. (2006). Managing for preferred hunting 

experiences: A typology of Minnesota waterfowl hunters. Wildlife Society Bulletin, 34(2), 380-387.  

Toivonen, A. L. (2009). The Finnish hunter 2008. Game and fishing industry – Reports 19/2009. 

Helsinki: Finnish Game and Fisheries Research Institute.  

 

 



 

567 
 

Diversity in Socializing Patterns: Segmenting the Rural Tourist 

Market Based on Social Interaction 

Kastenholz, E., Carneiro, M. J. and Eusébio, C.1 

 

 

Introduction 

Tourism is a social phenomenon and social interaction has been identified as a fundamental 

dimension of the tourist experience, in general (Eusébio & Carneiro, 2012; Pizam et al., 2000; 

Reisinger & Turner, 1998), particularly valued in rural tourism (Kastenholz & Sparrer; 2009; Tucker, 

2003; Kastenholz et al., 2013, Zhang et al., 2006). This interaction refers to several socializing 

contexts, associated with distinct motivations. Most important is the travel party itself, the group of 

individuals the tourist has chosen to travel with, being the wish of togetherness, of refreshing and 

deepening existing bonds a most relevant tourist motivation when travelling, but also the sharing of 

new experiences with friends and family, people one trusts and likes to be with, is an important, 

reassuring factor decreasing perceived risk and increasing the potential enjoyment of the 

unfamiliar. Another aspect is the opportunity of getting to know new people, of socializing and 

bonding with other tourists, eventually permitting the development of new friendships or even more 

romantic bonds. For some this is a (not always conscious or admitted) reason for travelling, for 

others it might be an unplanned outcome of a journey. Last, but not least, similar new bonds may 

arise through the contact with the local population, being those involved in the tourism industry or 

not. But also, less close relationships, just interesting and pleasant encounters and exchange may 

occur amongst tourists, as well as between tourists and local residents. According to De Kadt 

(1979) the personal encounters between visitors and hosts can occur when visitors obtain goods 

and services, when both use the same tourism facilities and attraction and exchange information 

and ideas. In rural tourism, it has been argued that an exchange between hosts and guests is 

frequently sought, due to the tourists’ interest in getting to know something about the “rural way of 

life”, about the visited place’s culture, in a more “authentic” way, and frequently in a context of 

familiar rural tourism accommodation units, where the owners sometimes play the role of “cultural 

brokers” (Kastenholz & Sparrer, 2009; Kastenholz et al., 2013; Tucker, 2003). Hosts of rural 
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tourism destinations play a crucial role in tourist experience providing relevant information (Garrod 

et al., 2006), influencing, both visitors’ satisfaction and their intention to return (Eusébio & Carneiro, 

2012; Kastenholz et al., 2013; Reisinger & Turner, 2003). On the other hand, an overview of 

previous studies about social contact in tourism reveals that several factors (e.g. travel motivation, 

type of tourism destination, interpersonal attraction, perceived costs and benefits of the social 

contact and cultural background of both contact participants) may determine the intensity and 

nature of encounters both between visitors and hosts and between visitors and other visitors of this 

destination (Eusébio & Carneiro, 2012). 

The majority of studies published on the interaction between tourists and hosts focus on the 

view of residents (e.g. Andereck et al., 2005; McNaugton, 2006; Sinkovics & Penz, 2009). A limited 

number of studies analyze the social contact in tourism from the viewpoint of tourists (Eusebio & 

Carneiro, 2012). The present study extends research in two areas. First, the focus of the study is to 

assess the interactions that visitors have with other visitors and with hosts of the rural tourism 

destination during their trip. Second, this research presents a segmentation study of rural visitors, 

based on the type of interaction with hosts and other visitors of rural tourism destinations. The way 

these socializing experiences are lived, the contexts in which they occur, the kind of relationships 

developed, all shape the experience lived at the destination and is analyzed in the here presented 

study in the context of a rural tourism experience, lived in three Portuguese villages (Linhares da 

Beira, Janeiro de Cima and Favaios). 

 

Methods and Materials  

The results of the study analyzed here are part of a larger research project on the “overall rural 

tourism experience and sustainable local community development”, which was implemented with 

both a qualitative and a survey approach, addressing all living or conditioning this experience 

(tourists/ excursionists, local agents of supply and tourism development and residents) in three 

Portuguese villages in Central and Northern Portugal2.. All three villages had received public 

intervention in restoring buildings and the village’s core area, given the particular cultural and 

historical heritage identified. All villages are integrated in village networks (Linhares - Historical 

Villages of Portugal, Janeiro de Cima - Schist Villages, Favaios -Wine-producing Villages) created 

in the North and Central Regions of Portugal, aiming at stimulating development of both the 

villages and their surrounding territories, partly based on tourism. 

We will here focus on the quantitative approach, i.e. on the results of a survey directed at 

visitors of the villages. The questionnaire addressed, apart from the visitors’ profile, their travel 

behaviour (accommodation used, length of stay, products purchased), dimensions of the tourist 
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experience lived (particularly social interaction) and loyalty to the destination. The questions used 

were derived from literature review (Eusébio & Carneiro, 2012; Reisinger & Turner, 2003). The 

survey was undertaken with personal administration of the questionnaire in the villages over a one-

year period, in a cluster-sampling approach, defined in space and time (on specific previously 

determined days in several months, on distinct week days, but mostly coinciding with days of more 

affluence, such as weekend and holidays, with all visitors encountered being addressed for 

participation, yielding a response rate of about 85%), yielding an approximately representative 

visitor sample for the villages, considering seasonality.  

Descriptive analyses were used to profile the respondents. An exploratory Principal Component 

Analysis (PCA) of items representing types of visitors’ interaction with hosts and with other visitors 

was run and factor scores were used as input data for a hierarchical cluster analysis to identify 

homogenous segments of rural visitors concerning their social interaction. ANOVA analyses and 

chi-square tests were applied to test the existence of statistically significant differences among the 

segments regarding socio-demographics, travel behaviour, experience dimensions, satisfaction 

and loyalty to the destination. All the assumptions of chi-square and ANOVA analyses were tested, 

and only analyses meeting assumptions are considered. 

 

Research and Results  

A total number of 847 valid responses were collected and used for statistical analyses with 

SPSS. The distribution of responses from the three villages was approximately balanced. The 

sample comprises 53% of tourists (staying overnight), 37% of same-day visitors and 10% of 

residential tourists (owning a second home in the villages) and a total of 19.7% international 

travellers. 

PCA led to two factors of interaction: one representing interaction with residents (e.g. visiting the 

residents’ home, having meals with residents, practising sports with residents) and other 

corresponding to the interaction with other visitors (e.g. getting to know other tourists, having meals 

with them, obtaining information through other tourists, activities with other tourists).  

From the factor-cluster approach three clusters emerged. Cluster 1 - “The introvert” - 

corresponds to visitors who have less interaction with others. They are those who participate less 

in activities, reveal less emotions during the visit and lower degrees of satisfaction. This cluster, 

besides including the visitors with the highest education, is that including a higher proportion of 

people travelling for holidays/leisure purposes and a higher proportion of visitors for whom the 

village is only a destination where they are passing by, being not the main destination of the trip. 

This last feature may partially explain the low degree of interaction that these visitors establish with 

village residents. 

Cluster 2 - “The tourist focused interactors” - integrates the visitors who interact more with 

other visitors. These visitors are those revealing a more arousing and pleasant rural tourism 
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experience and who, during that experience, are more likely to “feel a different person” and “feel 

living in a different place”. This cluster is that which includes a higher proportion of people travelling 

in organised trips and, together with cluster 1, of people travelling with friends.  

Cluster 3 - “The resident focused interactors” - represents the visitors with more interaction 

with residents. These visitors are those who, while in the village, participate more in activities 

(including walking on trails, rural activities and challenging activities), feel more calm and relaxed, 

although sometimes feeling some boredom; they search more the “authentic” of the rural 

community, buy more local products, feel more emerged in the local culture and are also very 

delighted with the village. This cluster includes a higher proportion of people visiting friends and 

relatives (despite also including many people travelling with other purposes), of foreigners and of 

people for whom the village was the main destination of the trip. These are also the most satisfied 

visitors, showing most loyalty to the village, being most likely to visit it again and to recommend it 

to others. 

 

Conclusion and Implications  

The results suggest that, interestingly, foreign tourists and visitors to whom villages are the main 

destinations of the trip are more likely to interact with residents. The research reinforces the 

importance of creating opportunities for visitors’ interaction with residents and other visitors in rural 

villages, given that these interactions seem to increase the pleasantness of the tourist experience, 

tourist satisfaction and loyalty as well as favouring destination development. Especially the contact 

with the local community is most important (for example through tourists’ participation in cultural 

and agricultural activities), since it contributes to more pleased, satisfied and loyal visitors and to 

the economic development of rural destinations, enhancing the tourists’ likelihood to buy local 

products.  

However, managers should also recognise the need of having different types of offerings in the 

villages, since the study reveals the existence of different rural tourist segments, some seeking 

contacts with other tourists and others seeking the authentic of the villages, wishing to emerge in 

rural life and especially fond of contacting with rural residents. Others, finally, are mainly by-

passers, not seeking social interaction, but just the main tourist attractions and services, to whom 

the offer must be addressed distinctly. 
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Modelling Ferry Passenger Numbers and Tourist Overnights 

Marcussen, C.1 

 

 

Introduction 

Although transportation is a necessary part of any leisure or business tourism trip, the 

transportation aspect is rarely in focus in tourism related studies, and the possibilities for exploiting 

transportation data to gain further insight into tourist behaviour, preferences and choices are 

under-utilized.  

The first purpose of this paper is to use historical time series of ferry passengers and ferry 

roundtrips per day to make suggestions for future ferry schedules for an island – in this case 

Bornholm. 

The second purpose of this paper is to use historical time series of ferry passengers per day 

and monthly overnight statistics to estimate the unknown daily and weekly number of overnights for 

an island – in this case Bornholm  

The perspective of the study is a destination marketing/management perspective – including 

(daily) demand modelling and optimisation of supply (ferry roundtrips per day) based on the same 

model as developed to explain demand (daily passenger numbers).  

 

Literature Review  

In tourism, demand modelling/forecasting generally use months, quarters or years as the time 

units. Papers in tourism journals rarely involve the modelling of daily or even weekly demand. 

However, exceptions are Bartolomé, McAleer, Ramos and Rey-Maquieira (2007) and Divinoa and 

McAleer (2010), both of which include the daily level. But modelling the number of ferry 

passengers, and the optimization of ferry capacity, involves further layers of seasonality in addition 

to monthly variations (i.e. between days of weeks, and intra-day, and intra-holiday variations). 

Scheduling models for ferries can be quite complex, notably under alliances (Yan, Chen, Chen & 

Lou 2007). The relationship between transport and tourism has been in focus in a number of 

papers involving Dr. Gui Lohmann: Lohmann (2003), Lohmann and Duval (2011), Lohmann and 

Pearce (2010), Lohmann and Pearce (2012), Lohmann and Trischler (2012). Literature on public 

utility demand modelling/forecasting – for products and services such as gas, electricity and water 

consumption - may be relevant for modelling the number of ferry passengers (Ismail, Jamaluddin & 
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Jamaludin, 2008; Nationalgrid, 2012). The discipline of revenue management, which is applied 

within passenger transport industries including airlines and ferry lines as well as the 

accommodation sector including hotels and holiday rentals, is concerned with modelling demand at 

the daily level and even the within-day level. Revenue management systems are being offered to 

ferry operators by several software suppliers (Amadeus, Anite, Versonix, cf. respective websites). 

Dynamic Pricing is being integrated with these systems. Ferry transportation is a Public Service 

Obligation for some destinations, notably some islands. Therefore strictly commercial principles of 

pricing and profit optimization may not necessarily apply. However, being able to model daily ferry 

passenger numbers and tourism overnights would be useful for the tourism industry, hereunder for 

cottage rental agencies which let out cottages and other holiday accommodations on a weekly 

basis. The number of references about “revenue management”, in a “tourism” context, and 

including the term “daily” is high. Thus sciencedirect.com returns 265 references in Tourism 

Management, 147 in International Journal of Hospitality Management, 138 in Annals of Tourism 

Research, Cornell Hotel and Restaurant Administration Quarterly (72), and with additional 

references in Journal of Air Transport Management and Journal of Transport Geography. 

According to the same source, the number of references about “revenue management” + “ferries” 

is only a single one (Anguera, 2006), which is not concerned with the daily, weekly or even monthly 

number of passengers, but only annual numbers. Searching "revenue management" + ferries + 

daily + tourism on Google Scholar returned 102 results.  

 

Methods and Materials 

The number of ferry passengers is modelled, based on a unique 5 year series of daily 

departures and passenger statistics. The model includes at least 4 sets of variables: Weekdays, 

months, years, and holiday periods. – To code the weekdays requires 7-1=6 dummy variables. To 

code the months requires 12-1=11 dummy variables. To distinguish between 5 historical years 

requires 4 dummies. And 7 holiday periods require 6 dummies. – Normally, dummy variables are 

pure 0-1 variables, hence the name dichotomous variables. To improve the explanatory power of 

the model, instead of 0-1 variables, 0-“fractions of 1” is used in the specific days within the different 

holiday periods. – Furthermore, the interaction between weekday and summer-holiday is included 

as a variable, specifically Saturdays in the summer holiday, i.e. the variable “Saturdays” and the 

variable “summer holiday” including all of July are multiplied. – Residuals are analyses during the 

process of finalizing the model of ferry passengers per route per day, notably for the main route, 

and/or for all routes.   

 

Research and Results 

Figure 1 shows that the following may be taken into account as determinants of the daily 

number of ferry roundtrips: weekdays, with Tuesday as basis; Saturdays in July, Saturdays in June 
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and August; months, with January as basis; Easter; Great Prayers Day; Christ's Ascension Day; 

Pentecost; The part of June and August which is summer holiday in Denmark; Autumn holiday 

(week 42, in Denmark); Christmas holiday; the annual level of roundtrips per day, with 2012 as 

basis. 

 

Figure 4 – Graphical illustration of the algorithm for establishing the number of roundtrips per 

day on the route Rønne-Ystad 2012, 2013, 2014 

 

 

The difference between model 1 and model 2 can be explained as follows, as illustrated by the 

variations in number of roundtrips within each holiday period, with Easter as example, cf. Figure 2. 

The busiest day during the Easter period is Wednesday before Maundy Thursday (i.e. the day 

before the day before Good Friday). Good Friday is the slowest day among the Easter days, in 

Denmark, as far as number of ferry rounds between Bornholm of Denmark and Ystad of Sweden 

are concerned. In model 1 all days within a given holiday period are coded the same, as 1 as 

opposed to 0 for all other days. However, for example during the 11 days before during and by the 

end of the Easter holidays, each day is somewhat more busy or somewhat less busy than the 

average. Therefore the dummy variable 0-1 is varied in such a way, that the “1” is smaller than “1” 

for the relatively slow days and larger than “1” for the relatively busy days. “1” is varied until the 

estimated number of roundtrips per day fits with the actual number of roundtrips per day, in this 

example each day during Easter. Due to this varying of the dummy variable, R2, the explanatory 

power, of model 2 is greater than R2 for model 1. Specifically, R2 increases from 0.747 in model 1 

to 0.773 in model 2 with roundtrips as the dependent variable, and alternatively from 0.837 to 

0.868 in models with passengers as the dependent variable, based on the route Rønne/Bornholm-

Ystad/Sweden. Arguably, if the purpose is to transfer the variations in passengers to variations in 

total arrivals at the island of Bornholm, which subsequently may be translated into variations in 

number of overnights, all three routes to/from the island should be modelled under one, rather than 

just the main route Rønne/Bornholm-Ystad. 
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Figure 5 – Graphical illustration of the transition from model 1 to model 2 regarding number of 

passengers and roundtrips for the route Rønne at Bornholm island-Ystad – here for Easter 

 

 

Figure 6 – Number of passengers per week per route to/from Bornholm 2012  

 

Note: The numbers on the horizontal line are week numbers.  

 

It is possible to show the estimated vs. actual total number of passengers per day 2012 – as 

well as to make forecasts per day 2013-2016, based on a known calendar and assumed level of 

economic activity. The daily number of passengers can be aggregated to weekly number of 

passengers. A percentage split of annual number of passengers into individual week numbers may 

be shown. – If number of overnights per night or per week is not known, the number of passengers 
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per day or per week may be used as indicator, thus allowing to a splitting of monthly overnights 

into certain dates and weeks.  

 

Conclusion and Implications 

A model of ferry passengers per day (per route) is developed. – The same model, i.e. the same 

set of variables which can explain the number of passengers can be used to model the number of 

roundtrips per day, based on the assumption that the ferry schedules of the past were sensible in 

the sense that high capacity is offered when expected demand (number of passengers) is high.  

If the number of passengers per day is known, for example for the past 5 years, for a given 

destination, this can be used as one of the inputs for estimating the historical split of monthly 

overnights into overnights for the night of each day, and then aggregate those estimates into 

weeks, if this is desirable. Similarly, for the current year and for the next few years, with known 

calendar (including moving religious holidays) and known expected level of aggregate economic 

growth, daily passenger numbers can be forecast. This can be used as one of the inputs for 

estimating overnights per day, per week and per month. – One problem with sub-national overnight 

statistics in Denmark is that overnights for holiday cottages, one of the main categories of 

overnights in most of the Danish provinces outside of the capital, only are published on a monthly 

basis down to the NUTS2 level, i.e. for the 5 regions only. So, different methods can be used to 

estimate holiday cottage overnights at the NUTS3 level. In this respect is the model of ferry 

passengers per day one of the helpful tools. Other indicators of the split of the holiday cottage 

overnights per week is the weekly price calendars for holiday cottage rentals, i.e. prices tend to be 

high when demand is expected to by high. Additional inputs for making estimates of weekly or 

monthly overnights, given a known annual total, are the statistics for the other types of 

accommodation by origin markets, for the same destination. If needed, the ferry passenger model 

may be used to split the monthly overnights into nightly and weekly number of overnights. 

One arguably inventive feature of the approach used in this study is the development of 

adjusted dummy-variables for the holiday periods. – The idea is that each day within each holiday 

period is different in terms of the expected number of passengers, tourists if you like, and therefore 

the normal 0-1 variables for each holiday period is adjusted so that the value for each day within 

the holiday is modified so that the busy days get a value over 1 and visa verse. This is done in 

such a way that the average remains 1 for each holiday period, but each day within each holiday 

period gets a value which is proportional to the historical average number of passengers for each 

respective day. – The explanatory power of the ferry passenger model (which is a linear multiple 

regression model) increases when the holiday dummy variables are varied as described. 

Furthermore, the t-values of almost every variable in the model increases, i.e. not only do the t-

value of holiday variables increase, but so do the rest of the variables. This indicates that the 

analysis is sharper, and the model can arguable better predict the optimal number of roundtrips 
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which should be scheduled for any future day within the next few years. Also, the model can be 

used to suggest minor adjustments to ferry plans which are already being presented. 
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Problems in Assessing the Economic Impacts of Rural Cycle Ways: 

A Case Study of the Hauraki Cycle Trail 

Ryan, C., Minghui, S., Li, P. and Trinh, T.1 

 

 

Introduction 

On 27th July 2009 the New Zealand Prime Minister, John Key, announced the construction of 

seven cycleway routes as part of New Zealand’s tourism portfolio at the annual Local Government 

New Zealand conference then hosted in Christchurch. It should also be noted that John Key is also 

the Minister of Tourism for New Zealand, and thus his role has been important in the developments 

described below. In his speech he noted that the seven tracks were predicted to create 300 jobs 

rising to more than 500 within a year of operation. In February 2010 a further 13 cycle ways were 

announced as part of a national trail on which NZ$50 million would be spent. Later in the same 

year on September 23rd – International Tourism Day - he further announced that work would start 

on 5 more trails involving an expenditure of NZ$13.9 million. The vision is that over the years a 

national chain of cycle trails extending for over 2,500 kilometres will be completed permitting riders 

to experience the New Zealand landscape.  

The motivations for these initiatives appear to have been primarily economic. In 2009 in the 

immediate aftermath of the Global Financial Recession the government hosted a ‘National 

Employment Summit’ seeking ideas from and consulting with industry, social welfare agencies and 

other interested stakeholders as the New Zealand Treasury forecasts for 2009 indicated a rise in 

the unemployment rate to 8%. Given that in March, 2008, New Zealand’s unemployment rate was 

less than 4% this represented a potential doubling of unemployment. By January 2009 

unemployment had indeed climbed to 7%, but, as ever, this statistic in itself was only part of the 

story. Youth unemployment climbed much more rapidly than the national average and for those 

aged between 15 to 24 years unemployment climbed to approximately 27% as employers tended 

to ‘hoard’ existing labour but did not recruit school leavers. The creation of cycle ways was one of 

the very few ideas that emanated from the Employment Summit and, being largely credited to the 

Prime Minister, was one idea the government sought to implement.  
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Two questions of importance thus arise. Was there evidence to support the notion that cycle 

trails create employment and jobs prior to these decisions, and now that trails have been in 

operation, what evidence exists to endorse these decisions? 

The purpose of this paper is therefore to initially assess what evidence exists as to the 

economic impacts of trails with specific reference to New Zealand, and to discuss the problems in 

deriving such evidence. Second, it will describe the results derived from the study of one specific 

trail, the Hauraki Rail Trust Cycle Trail in North Island, New Zealand, and use this as a case study 

illustrating the problems of calculating cyclist expenditures.  

The academic literature on cycle trails is relatively limited, especially compared with many other 

forms of tourism, and hence the need for this special edition of the journal. In the New Zealand 

context early work was undertaken by Ritchie (1998) in his study of cyclists touring South Island 

New Zealand on various routes. In Ritchie’s sample the cyclists were young and spent on average 

over 50 days in South Island using cycles as one of their modes of transport and often using 

existing tramping routes. The following year Hall and Ritchie (1999) examined the economic 

impacts of cycle tourism in South Island, having repeated the earlier study, and thereby were able 

to report data from 588 respondents derived from 2 summers of data collection. They estimated 

that there was a daily personal spend of NZ$64 and a total holiday expenditure per person of 

NZ$3021 due to the extended duration of holidaying. Drawing on data relating to visitor numbers to 

South Island New Zealand they concluded with an estimate of a direct economic impact of NZ$76 

million into the South Island economy based on sectoral input-output matrices, which figure was 

generated by 25,200 cyclists. Adding indirect effects due to multipliers the final economic impact 

was estimated as being NZ$160 million.  

This is not to say, however, that the New Zealand government launched its initiative without 

reference to more recent research. In 2009 it commissioned a report from Tourism Resource 

Consultants. They noted a 5.3% increase in recreational road cycling since 1997/8 and concluded 

that there were 219,000 domestic cycle tourists in New Zealand, and 51,000 international such 

tourists. They estimated there existed a trip expenditure by domestic tourists of NZ$378 per 

person, and NZ$4,391 by international cycle tourists, with a combined total spending of NZ$394 

million per annum. They also identified a series of sources of growth that together could generate 

an extra NZ$83 million by the domestic market and NZ$150 million by the international market 

place. They noted these estimates as being ‘conservative’ (Tourism Resource Consultants, 2009, 

p. ix).  

In terms of Australian based research Faulks, Ritchie, Brown and Beeton (2008) undertook 

studies of cyclists resident in Victoria and Southern Australia, having a sample of 564 respondents. 

Of their sample it was found that two-thirds had undertaken a cycling based holiday in the 12 

months immediately prior to completing the questionnaire. With reference to the spending the 

authors noted: 
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Respondents spent an average of $2,289.13 each ($2,148.11 for respondents to the minor 

survey), with this expenditure covering an average of 1.9 people (2.3 people for respondents of the 

minor survey). Based on this data it can be estimated that each cycle tourist spends an average of 

$1,231.54 during their cycle tourism holiday ($920.62 for respondents of the minor survey). This 

compares favourably to Roy Morgan data, which indicated an average trip spend of $1,944.40 per 

cycle tourist surveyed, and Hall and Ritchie (1999) who indicated NZ$3,021 per touring cycle 

tourist trip in the South Island of New Zealand. The spending is for an average of 13.4 days 

(Faulks, Ritchie, Brown & Beeton, 2008, p. 21). 

 

Methods and Materials 

The Hauraki Rail Trust Cycle Way commenced operations in September 2012 although 

anecdotal evidence suggested informal use by local residents as pedestrians and cyclists had 

started prior to this date. Indeed this initial ‘informal’ period had some uses in terms of planning 

when it was found that motor cyclists also used the trail, thus leading to the establishment of a 

series of fixed gated access points to deter motor bikes, while some issues about walkers with 

dogs off their leashes also had to be addressed as the Trail runs through private farm land in 

places.  

The Trail runs from Thames in the Coromandel, North Island New Zealand to Te Aroha in the 

south - a distance of approximately 53 kilometres. At Paeroa a spur from the Trail leads eastwards 

and from September 2013 will access Waihi, a distance of 20 kilometres. The web site, 

http://www.haurakirailtrail.co.nz, identifies three easy rides across these nodal points, but the Te 

Aroha to Thames stretch represents some of the easiest cycling among the cycle trails in New 

Zealand, and in practice many cyclists if they wished to cycle the total distance could do so in two 

days. Currently the primary users may be described as leisure cyclists comprising family groups 

and friends, and in 2012/3 52% of users of the Trail cycled for less than 3 hours. In terms of other 

classifications of cyclists such as those who seek a challenge, much of the route would be 

relatively easy and any challenge would be in terms of seeing how quickly one could complete the 

route. As yet no major events such as ‘Big Bike Days’ have been promoted and the web site’s lists 

of activities primarily describes places of interest to see. 

The data in this paper come from a study commissioned by the Hauraki Rail Trail Trust at the 

end of the first summer of operation in March 2013. 

The sample comprised 611 cyclists. In terms of data collection the economic data collected 

covered expenditure of petrol sales, food purchases, accommodation and other purchases 

associated with the cycle trail itself such as bike hire, guided tours and the specific purchase of 

‘pick up and drop off’ shuttle bus services. Such data is relatively easy to collect, but there are 

issues even here. These include: 

a)  Have cyclists actually completed their cycle trips at the time of data collection? 
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b)  Does the data relate to individual purchases, or to purchases of the group of which they 

are member? 

c) Is the data accurately recalled? 

 

Research and Results 

Data were asked about group expenditure and the composition of the group was carefully 

noted. This permitted an assessment of personal expenditures when it came to assessing total 

expenditure – but more of this below. All but two groups interviewed were family or small groups of 

friends and thus the data were easily captured. In terms of assessing the accuracy of the recall, the 

research team had access to various prices for accommodation in the area and from observation 

of practices at local cafes etc, and apparent outliers of high sums of money could be queried to 

ensure that it generally complied to expected ranges. In addition a statistical software program 

such as SPSS will also generate reports for adjusted samples where the top and bottom 2.5% of 

the sample can be included or excluded, thereby permitting comparisons between results to 

ensure consistency in reporting.  

While this appears to be an obvious problem, there are other, less apparent issues. First, there 

is a question of “Is it known how many cyclists actually cycled the trail?”  

 

Figure 1 – Locations of Trail Counters 
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A further issue is does the count data only relate to cyclists? Again, when actually looking at the 

record of data capture that is evidently not the case. Thus for example over the period of the study 

between September 2012 and the end of March 2013 the counter at Karangahake Gorge recorded 

well in excess of 100,000 separate entries. This arose because the sensitivity of the counters was 

such that it included pedestrians and hikers in addition to cyclists. Observation at the Gorge clearly 

showed that the historical significance of the Gorge plus the fact that there were industrial buildings 

to be viewed attracted not only those on the trail but also passing motorists who used a nearby car 

park. At the same time observation of the trail at other less frequented count points also showed 

that, for example, the trail was used by local residents for the purposes of walking their dogs and 

similar recreational pursuits in addition to cycling.  

 

Figure 2 – Distribution of Distances Cycled by Respondents 
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What does this all mean for the estimation of economic impact? In practice the calculation of 

actual expenditure figures for the sample was not overly difficult, and it generated the individual 

cyclist expenditure under different classifications as shown in Table Three. 

The actual expenditure on petrol, accommodation and other activities were easily assessed and 

it is evident that currently the main net additional income for the area comes from residents of 

Auckland who come to cycle in the area and require overnight accommodation in the region. For 

many of the minor expenditure items median and modal expenditures were zero, reflecting high 

usage by local residents. Assessing the total net additional income generated for the trail meant 
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drilling down into the patterns of cycling activity and proportions of the total that each market 

segment counted for – and the eventual estimate was that a net annual increment to the region 

was worth approximately NZ$1.8 million.  
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