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Preface 
The 6th Advances in Tourism Marketing Conference (ATMC) takes place in 

Joensuu, Finland, on September 8-10, 2015. Hosted by University of Eastern Finland it  
features the latest research on tourism marketing with special focus on engaging 
consumers in the co-creation of well-being.  ATMC aims to bring together researchers, 
PhD candidates, policy makers and practitioners to provide a forum for the discussion 
and dissemination of themes related to marketing travel and tourism, and to critically 
evaluate how they may contribute to advancing knowledge and practices in the field. 

The conference theme "Tourism engagement: co-creating well-being" is based on 
two widely held convictions that have emerged as the practice of tourism matures in the 
21st century. Firstly, the wellbeing of tourists, destinations, and operators is paramount. 
4ÈÅ ÍÁÎÁÇÅÍÅÎÔ ÏÆ Á ÄÅÓÔÉÎÁÔÉÏÎȭÓ ÃÏÍÐÅÔÉÔÉÖÅ ÁÄÖÁÎÔÁÇÅ ÍÕÓÔ ÂÅÃÏÍÅ ÓÕÓÔÁÉÎÁÂÌÅȟ 
while the tourist deserves the best memorable experiences possible. 

Secondly, tourists are maturing and becoming more assertive. They create their 
own experiences by activating their own networks and resources. They easily find their 
way around to and from their destination, and have become savvy decision-makers. 
Smart and Internet technology allow tourists to rebalance the traditional information 
asymmetry between operator and tourist. Instead, they now turn up at destinations and 
often know more than the operator, about opportunities, prices, facilities, and 
competitors. 

The first challenge therefore is, what is wellbeing, how is it constructed as a 
process and a state, for tourist, destination and operator? How does it relate to quality, 
satisfaction, recreation and happiness? And what does this mean for the development of 
sustainable practices in the development and management of comparative and 
competitive advantages? 

The second challenge asks, what can tourism operators do to assist tourists in 
their creation of experiences and how can they become co-creators of value?  In other 
words, how can operators and destination become a valuable and valued part of 
ÔÏÕÒÉÓÔÓȭ ÅØÐÅÒÉÅÎÃÅÓȩ 7ÈÁÔ ÁÒÅ ÔÈÅ ÃÈÁÌÌÅÎÇÅÓ ÂÅÙÏÎÄ ÍÅÒÅÌÙ ÆÕÎÃÔÉÏÎÁÌ ÆÁÃÉÌÉÔÁÔÉÏÎȩ 
Although memorable experiences of recreation, self-consolidation, flow, learning and 
happiness have been identified as the most important benefit of holiday tourism, what 
ÉÓ ÔÈÅ ÏÐÅÒÁÔÏÒȭÓ ÒÏÌÅ ÉÎ ÔÈÅÉÒ ÃÏÎÓÔÒÕÃÔÉÏÎȩ &ÏÒ ÏÎÌÙ ×ÉÔÈ ÔÒÕÅ ÅÎÇÁÇÅÍÅÎÔ ÃÁÎ ÖÁÌÕÅ ÂÅ 
created and shared.  

Besides co-creation of well-being, the conference will cover a wide range of topics 
in tourism marketing from, innovation and service development, to tourist behavior and 
experiences, from quality management, marketing and branding to e-commerce and 
ICT, SMEs and community issues. The present proceedings provide a comprehensive 
overview of current research conducted in the field of tourism marketing. 

Altogether 119 submissions were received for the conference. The papers were 
double-blind reviewed and 72 papers will be presented at the conference. We are 
grateful for all the authors as well as all the members of the review board, scientific 
board, local organizing committee and all the partners for helping us to make this 
conference happen. Support from the Federation of Finnish Learned Societies, Cities of 
Lieksa and Joensuu, PKO, the Foundation for Economic Education, Josek, and the 
Foundation of University of Joensuu has helped tremendously in organizing ATMC 
2015. This conference would not have been possible without each piece of the puzzle. 
We hope that everyone enjoys the conference and the visit to Joensuu. 

 
Juho Pesonen & Raija Komppula, Juergen Gnoth & ATMC Scientific Board  
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Adventure Campers, Fairy Tale Glampers, and 
Authenticity  

 
Christie S. Ahn 

Michael S. W. Lee 

The University of Auckland Business School, Department of Marketing 
Auckland, New Zealand 

msw.lee@auckland.ac.nz 
 
 

Introduction  
Tourism is a trillion dollar industry that produces substantial economic and 

employment benefits, increasing the well-being of both host and tourists, in tourism 
sectors, and related areas such as construction and telecommunications 
(http://www2.unwto.org/content/why -tourism). 

Camping, which involves living in a temporary shelter outdoors, is a popular 
ÔÏÕÒÉÓÔ ÁÃÔÉÖÉÔÙȢ (Ï×ÅÖÅÒȟ Á ÒÅÃÅÎÔ ÔÒÅÎÄȟ ȬÇÌÁÍÐÉÎÇȭ ɉÇÌÁÍÏÒÏÕÓ ÃÁÍÐÉÎÇɊȟ ÄÉÆÆÅÒÓ ÆÒÏÍ 
conventional camping and provokes mixed opinions. It is admired as the perfect 
combination of nature and luxury, but also criticised as diminishing the authentic values 
of traditional camping.  

Glamping is interesting due to its juxtaposition of the natural and luxurious. In 
discussing glamping, we also deal with the notion of authenticity since glamping 
minimizes the rugged outdoorsy features of camping and therefore may be construed 
ÂÙ ÓÏÍÅ ÃÁÍÐÉÎÇ ÅÎÔÈÕÓÉÁÓÔÓ ÁÓ ÂÅÉÎÇ ȬÉÎÁÕÔÈÅÎÔÉÃȭȢ !Ó ÓÕÃÈȟ ÔÈÉÓ ÓÔÕÄÙ ÁÉÍÓ ÔÏ 
ÕÎÄÅÒÓÔÁÎÄ ÃÁÍÐÅÒÓ ÁÎÄ ÇÌÁÍÐÅÒÓȭ ÅØÐÅÒÉÅÎÃÅ ÏÆ ÁÕÔÈÅÎÔÉÃÉÔÙȢ 

 
Literature review  

AuthÅÎÔÉÃÉÔÙ ÉÓ ÔÈÅ ÄÅÇÒÅÅ ÔÏ ×ÈÉÃÈ ÏÎÅ ÉÓ ÔÒÕÅ ÔÏ ÏÎÅȭÓ ÉÎÔÅÒÎÁÌ ×ÏÒÌÄ (Beverland 
& Farrelly, 2010). It is a multidimensional construct that can be applied in various 
contexts, which makes it a contentious subject. What is consistent across the literature 
ÉÓ ÔÈÁÔ ÁÕÔÈÅÎÔÉÃÉÔÙ ÃÁÎ ÂÅ ÂÒÏÁÄÌÙ ÄÅÆÉÎÅÄ ÁÓ ÓÏÍÅÔÈÉÎÇ ÏÒ ÓÏÍÅÏÎÅ ÂÅÉÎÇ ȬÒÅÁÌȭȟ 
ȬÇÅÎÕÉÎÅȭ ÁÎÄ ȬÔÒÕÅȭ (Ewing, Allen, & Ewing, 2012; Grayson & Martinec, 2004).   

Consumer researchers have explored authenticity in different contexts, such as 
wine (Beverland, 2005)ȟ ÂÉËÅÒȭÓ ÃÏÍÍÕÎÉÔÙ (Schouten & McAlexander, 1995), white-
water rafting (Arnould, Price, & Otnes, 1999), green consumption (Ewing et al., 2012), 
tourism (Wang, 1999), and camping (Brooker & Joppe, 2013; Mannell & Iso-Ahola, 
1987). Consumers search for authenticity and enhance their personal well-being by 
resisting the market through events like mountain man rendezvous (Belk and Costa 
1998) and Burning Man (Kozinets, 2002).  Overall, consumers desire authenticity due to 
the phoniness prevalent in marketing practices (Grayson & Martinec, 2004), and 
authenticity is now regarded as a socially constructed concept which can be subjective 
to individual consumers (Grayson & Martinec, 2004; Rose & Wood, 2005). 

Since MacCannell (1973) explored tourist motivations and experiences, 
authenticity has been a fundamental element in tourism studies (Wang, 1999). 
Traditionally, authenticity was object-related, with strict and absolute standards 
determining whether an experience was authentic or not. So, even when tourists 
believed their experiences were authentic, their experiences could still be considered 
inauthentic if the toured objects were not original (MacCannell, 1973). In contrast, 

http://www2.unwto.org/content/why-tourism
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socially constructed authenticity argues that it is no longer important if a toured object 
ÉÓ ȰÏÂÊÅÃÔÉÖÅÌÙȱ ÁÕÔÈÅÎÔÉÃ ÏÒ ÎÏÔȠ ÉÔ ÉÓ ÁÕÔÈÅÎÔÉÃ ×ÈÅÎ ÉÔ ÃÏÒÒÅÓÐÏÎÄÓ ÔÏ ÔÈÅ ÔÏÕÒÉÓÔȭÓ 
constructed beliefs of what is authentic. In this view, authenticity is not evaluated by 
objects, but by activities. Many researchers further explore and develop the concept of 
existential authenticity (Wang, 1999), which is now accepted as the most significant 
conceptualisation of authenticity in tourism literature (Lew, 2011; Olsen, 2002; Kim & 
Jamal 2007; Steiner and Reisinger 2006) 

Even though camping is a highly co-creative form of tourism that has the potential 
to enhance the well-being of all those who partake in the activity, it has not yet been 
studied in relation to authenticity.  

 
Methods  

Primary data was derived from semi-structured interviews conducted at an office 
within a large metropolitan University. All interviews (lasting 90-120 minutes) were 
recorded and transcribed. Fifteen interviews were conducted before reaching 
theoretical saturation.  

4ÈÅ ÉÎÔÅÒÖÉÅ×Ó ÓÔÁÒÔÅÄ ×ÉÔÈ Á ÇÅÎÅÒÁÌ ÄÉÓÃÕÓÓÉÏÎ ÏÆ ÔÈÅ ÐÁÒÔÉÃÉÐÁÎÔȭÓ ÃÁÍÐÉÎÇ ɉÏÒ 
glamping) trip, and the interviewer probed to gain further information (Neimeyer, 
Anderson, & Stockton, 2001). Visual props (photos or comments on websites) were 
used to drive some conversations. Online data from 21 web pages, including various 
travel review websites were used to compliment primary data. 

Thematic analysis was conducted using NVivo 10. Generated themes were then 
discussed with two qualitative researchers to ensure trustworthiness (Cavana, 
Delahaye, & Sekeran, 2001). 

 
Results 

Figure 1 summarises our findings. First, campers and glampers are not two 
distinct groups, but rather, consist of outdoorsy holiday makers occupying a continuum 
from extreme bush craft enthusiasts to extravagant glampers. Second, nature and 
ÅÓÃÁÐÉÓÍ ÁÒÅ Ô×Ï ÖÉÔÁÌ ÅÌÅÍÅÎÔÓ ÉÎ ÃÁÍÐÅÒÓȭ ÁÎÄ ÇÌÁÍÐÅÒÓȭ ÅØÐÅÒÉÅÎÃÅÓ ÏÆ ÁÕÔÈÅÎÔÉÃÉÔÙȢ 
Third, their differing relationships with nature lead to contrasting modes of escapism, 
and therefore two pathways to authenticity. As figure 1 indicates, campers experience 
ÎÁÔÕÒÅ ÁÓ ȰÉÎÔÅÒÁÃÔÏÒÓȱ ÁÎÄ ÅÓÃÁÐÅ ÔÈÒÏÕÇÈ ÁÎ ȰÁÄÖÅÎÔÕÒÅȱȟ ×ÈÉÌÅ ÇÌÁÍÐÅÒÓ ÄÏ ÓÏ ÁÓ 
ȰÓÐÅÃÔÁÔÏÒÓȱȟ ÅÓÃÁÐÉÎÇ ÔÈÒÏÕÇÈ Á ȰÆÁÉÒÙ ÔÁÌÅȱȢ  
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FIGURE 1. 

SEARCH FOR AUTHENTICITY IN CAMPING AND GLAMPING 
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Discussion and Conclusions  
Campers: Experiencing nature as an interactor 

Campers experience nature as a co-creative participant; they are fully immersed in 
nature and are not afraid to experience the good and bad aspects of nature. For them, even the 
rugged side of nature adds to their experience.  

ñAdventureò Escapism 

Being close to nature leads campers to two outcomes: Self-Development and Primitivity. 
4ÈÒÏÕÇÈ ÔÈÅÉÒ ÅØÐÅÒÉÅÎÃÅȟ ÃÁÍÐÅÒÓ ÅÓÃÁÐÅ ÔÈÅÉÒ ÅÖÅÒÙÄÁÙ ÌÉÆÅ ÉÎ ÁÎ Ȱ!ÄÖÅÎÔÕÒÅȱ ÌÉËÅ ÆÁÓÈÉÏÎȢ 
They are fully immersed in nature and face challenging experiences in a co-creative quest for 
authenticity.   

Self-Development 

Many interviewees spoke about self-development in camping. Campers are independent, 
making decisions; from planning, getting to the destination, pitching the tent, preparing meals 
and so on. Through these activities, campers attain a sense of autonomy. Compared to 
glamping where the itinerary is often pre-determined. 

Through decision making and organising, campers become self-reliant and independent. 
Being away from the comforts of everyday life provides opportunities for challenging 
ÅØÐÅÒÉÅÎÃÅÓȢ 4ÈÕÓȟ ÂÙ ÃÁÍÐÉÎÇ ÉÎ Á ÔÒÁÄÉÔÉÏÎÁÌ ×ÁÙ ÁÎÄ ȬÉÎÔÅÒÁÃÔÉÎÇȭ ×ÉÔÈ ÎÁÔÕÒÅȟ ÃÁÍÐÅÒÓ 
achieve a sense of self-development, resulting in an authentic experience. 

Primitivity  

Traditional camping is based on the quest for primitivity (Canniford and Shankar, 2013). 
Being close to nature and pursuing primitivity allows respondents to enjoy a simpler and 
more relaxed lifestyle. One of our interviewees (Beth) suggests that primitive nature forces 
ÈÅÒ ÔÏ ȬÄÅÔÁÃÈȭ ÏÒ ÅÓÃÁÐÅ ÆÒÏÍ ÈÅÒ ÈÙÐÅÒ-ÃÏÎÎÅÃÔÅÄ ÅÖÅÒÙÄÁÙ ÌÉÆÅȟ ÔÈÕÓȟ ÁÌÌÏ×ÉÎÇ ÈÅÒ ÔÏ ȬÂÅȭ 
ÒÁÔÈÅÒ ÔÈÁÎ ȬÄÏȭȢ 

Beth: ) ÔÈÉÎË ÔÈÁÔȭÓ ÏÎÅ ÏÆ ÔÈÅ ÂÅÁÕÔÉÆÕÌ ÔÈÉÎÇÓ ÁÂÏÕÔ ÉÔȟ ÔÈÅÒÅȭÓ ÎÏ ÐÒÅÓÓÕÒÅ ÔÏ ÄÏ 
ÁÎÙÔÈÉÎÇȢ 9ÏÕ ÊÕÓÔ ËÉÎÄ ÏÆȟ ÂÅȢ ȢȢ 7ÈÅÎ ) ÁÍ ÁÒÏÕÎÄ ÔÈÅ ÉÎÔÅÒÎÅÔ ÁÎÄ )ȭÍ ÁÒÏÕÎÄ 
ÍÙ ÐÈÏÎÅȟ )ȭÍ ÁÔÔÁÃÈÅÄ ÔÏ ÉÔ ÁÎÄ ÉÔ ÉÓ ËÉÎÄ ÏÆ ÎÉÃÅ ÔÏ ÈÁÖÅ ÔÈÁÔ ÆÏÒÃÅÄ 
ÄÅÔÁÃÈÍÅÎÔȣ 

Glampers: Experiencing nature as a spectator 

One important difference between glamping and traditional camping is luxury. With 
luxury added, glampers differ in the way they perceive and experience nature. Compared to 
ÃÁÍÐÅÒÓ ×ÈÏ ÁÒÅ ȰÉÎÔÅÒÁÃÔÏÒÓȱȟ ÇÌÁÍÐÅÒÓ ÁÒÅ ȰÓÐÅÃÔÁÔÏÒÓȱ ÏÆ ÎÁÔÕÒÅȢ 'ÌÁÍÐÅÒÓ ÁÐÐÒÅÃÉÁÔÅ 
nature just as campers do; except glampers desire the spectacle of nature without the 
hardship. This arrangement is only possible with the addition of luxury, as indicated by Figure 
ρȢ 3ÕÃÈ ÌÕØÕÒÙ ÅÎÁÂÌÅÓ ÇÌÁÍÐÅÒÓ ÔÏ ÈÁÖÅ ȰÆÒÏÎÔ ÒÏ× ÓÅÁÔÓȱ ÁÓ ÁÕÔÈÅÎÔÉÃ ȰÓÐÅÃÔÁÔÏÒÓȱ ÏÆ ÎÁÔÕÒÅȢ  

ñFairy Taleò Escapism 

Glampers experience authenticity by escaping everyday life and being pampered like 
royalty. Glamping embodies a fantasy world; it is a perfect place with great scenery, delicious 
food, discerning service, and comfort. They become VIPs who have access to the best 
viewpoint; without exposure to the harsher elements of nature. Therefore, glampers 
ÅØÐÅÒÉÅÎÃÅ ÎÁÔÕÒÅ ÔÈÒÏÕÇÈ Á ËÉÎÄ ÏÆ Ȱ&ÁÉÒÙ 4ÁÌÅȱ ÅÓÃÁÐÉÓÍȢ 

Exclusivity 

As a result, glampers achieve an authentic sense of exclusivity from a glamping trip, as 
evidenced by the following quote where glampers were kept separate from ordinary tourists.  

Liz: Everyone else gets picked up from the airport on the coach which takes them to 
ÔÈÅ ÈÏÔÅÌȟ ÂÕÔ ÉÆ ÙÏÕȭÒÅ ÇÌÁÍÐÉÎÇȟ ÔÈÅÙ ÐÉÃË ÙÏÕ ÕÐ ÉÎ ÈÅÌÉÃÏÐÔÅÒ ÁÎÄ ÔÈÅÙ ÆÌÙ ÙÏÕ 
ÔÈÅÒÅȣÔÈÅ ÐÅÏÐÌÅ ɉÓÔÁÙÉÎÇ ÁÔ ÔÈÅ ÒÅÓÏÒÔɊ ×ÈÏ ÇÏ ÔÏ ÔÈÅ ÄÉÎÎÅÒ ÇÏÔ ÃÏÁÃÈ ÂÕÔ ÐÅÏÐÌÅ 
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who are glaÍÐÉÎÇ ×ÉÌÌ ÒÉÄÅ ÔÈÅ ÃÁÍÅÌȟ ÓÏ ÙÏÕ ÁÒÅ ËÅÐÔ ÓÅÐÁÒÁÔÅȣ ÙÏÕ ÄÏÎȭÔ ÍÉØ 
with the poor people (laughs).  

Enchantment 

In addition to exclusivity, another important aspect of glamping is enchantment. 
Glamping revolves around a fantastical scenario where the raw spectacle of nature is 
magically transformed, via luxury, into a more palatable and accessible experience.  In this 
regard, those seeking a glamping experience are both protected from the negative aspects of 
nature and mainstream tourism, and also privy to an enchanted experience analogous to 
ÆÌÏÁÔÉÎÇ ÏÎ !ÌÁÄÄÉÎȭÓ ÍÁÇÉÃ ÃÁÒÐÅÔȟ ÂÅÉÎÇ ÔÒÁÎÓÐÏÒÔÅÄ ÉÎ Á ÍÁÇÉÃÁÌ ÐÕÍÐËÉÎ ÃÏÁÃÈȟ ÏÒ ÒÅÓÉÄÉÎÇ 
ÉÎ 0ÒÉÎÃÅÓÓ %ÌÓÁȭÓ ÍÙÓÔÉÃÁÌ ÉÃÅ ÃÁÓÔÌÅȢ 4ÈÉÓ $ÉÓÎÅÙÅÓÑÕÅ ÓÕÂ ÔÈÅÍÅ ÓÉÔÕÁÔÅÓ ÇÌÁÍÐÅÒÓȭ 
experiences within the realm of mythic fairy tales, where the protagonist often encounters a 
sense of enchantment. 

Escapism and Authenticity 

-ÁÎÙ ÉÎÔÅÒÖÉÅ×ÅÅÓ ÓÕÇÇÅÓÔ ÔÈÁÔ ÔÈÅÉÒ ȰÅÓÃÁÐÅȱ ÆÒÏÍ ÅÖÅÒÙÄÁÙ ÌÉÆÅ ÇÉÖÅÓ ÔÈÅÍ Á 
ÍÅÁÎÉÎÇÆÕÌ ÁÎÄ ȰÁÕÔÈÅÎÔÉÃȱ ÅØÐÅÒÉÅÎÃÅȢ !×ÁÙ ÆÒÏÍ ÔÈÅ ÍÕÎÄÁÎÅȟ ÔÈÅÙ ÈÁÖÅ ÔÉÍÅ to relax and 
reflect about their lives. In choosing a voluntary experience that is in line with their desires 
ÁÎÄ ÉÄÅÁÌÓȟ ÂÏÔÈ ÃÁÍÐÅÒÓ ÁÎÄ ÇÌÁÍÐÅÒÓ ÈÁÖÅ ÁÎ ÁÕÔÈÅÎÔÉÃ ÅØÐÅÒÉÅÎÃÅ ÔÈÁÔ ÉÓ Ȱtrue to selfȱȢ 
Furthermore, being away from what they are accustomed to and experiencing the grandness 
ÏÆ ÎÁÔÕÒÅ ÈÅÌÐÓ ÂÏÔÈ ÇÒÏÕÐÓ ÔÏ ÓÅÅ ÔÈÉÎÇÓ ÉÎ Á Ȱbroader perspectiveȱȢ 4ÈÉÓ ÉÓ ÁÌÓÏ ÁÎ 
authenticity experience as their attention extends from a micro self-centred focus to a macro 
global one.  

Overall, this research explores how campers and glampers find authenticity through 
their experiences. First, nature is an important element for both campers and glampers, as it 
distinguishes them from other type of tourists. Second, escaping into nature, and away from 
everyday life, enables campers and glampers to have authentic experiences. However, despite 
these similarities, campers and glampers experience two very different types of escapism. 
Traditional campers escape their mundane life and embark on a quest for authenticity 
through an adventure like interactive tale of self-development and primitivity; whereas 
ÇÌÁÍÐÅÒȭÓ ÌÏÎÇ ÆÏÒ ÁÎ ÅØÃÌÕÓÉÖÅ ÁÎÄ ÅÎÃÈÁÎÔÅÄ ÆÁÉÒÙ ÔÁÌÅ ÅÓÃÁÐÅ ÔÈÁÔ ÉÓ ÆÁÃÉÌÉÔÁÔÅÄ ×ÉÔÈ ÔÈÅ ÈÅÌÐ 
of luxury. 
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Introduction  

The destination image is multidimensional in nature and the knowledge the individuals 
have of the destination and also their personal traits and opinions play an important role in it. 
Therefore, it is a complex construction in which the different information sources are decisive. 
Thus, the destination image plays a key role in both marketing and tourism location. 

The city of Malaga, located in Southern Spain, lies on the Costa del Sol (Coast of the Sun), 
a tourist area largely identified with seaside tourism. In recent years Malaga city has been 
ÔÒÙÉÎÇ ÔÏ ÄÉÓÔÁÎÃÅ ÉÔÓÅÌÆ ÆÒÏÍ ÔÈÅ ȰÓÕÎ ÁÎÄ ÓÁÎÄȱ ÔÏÕÒÉÓÍ ÓÅÇÍÅÎÔ ÁÎÄ ÉÔ ÈÁÓ ÃÈÏÓÅÎ ÔÏ ÐÏÓÉÔÉÏÎ 
itself as a cultural destination (Diario Sur, 2014; The New York Times, 2015). In this regard, 
the effectiveness of the image of Malaga differentiated from a seaside destination image is 
analysed in the present study. 

The main objective of this research is to perform an analysis of the current image of the 
city and of the target one. A detailed study of the obtained results will enable us to take a close 
ÌÏÏË ÁÔ ÔÈÅ ÔÏÕÒÉÓÔÓȭ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ -ÁÌÁÇÁ ÃÉÔÙ ÁÎÄ ÉÔ ×ÉÌÌ ÐÒÏÖÉÄÅ ÕÓ ×ÉÔÈ ÉÎÆÏÒÍÁÔÉÏÎ ÔÏ 
improve or design new differentiÁÔÉÏÎ ÓÔÒÁÔÅÇÉÅÓȢ 4ÈÉÓ ÉÓ ÔÈÅ ÆÉÒÓÔ ÁÃÁÄÅÍÉÃ ÓÔÕÄÙ ÏÎ -ÁÌÁÇÁȭÓ 
destination image. 

Malaga is a Spanish municipality in Andalusia and it is located, as already mentioned, in 
the Costa del Sol, beside the Mediterranean Sea. The city had 566,913 inhabitants (2014) and 
an accommodation supply of 9,598 bed places and nearly one million of tourists (2013). We 
decided to focus the research on Malaga city, on the Costal del Sol, Spain, a traditionally 
touristic place which in the recent years is trying to specialize in urban and cultural tourism. 

 
Literature review  

Since mid-1970s destination image has been studied but it still remains open to a 
further study and debate. The assessment and analysis of the destination image has been 
studied in academic literature and it has contributed to the understanding of tourist 
behaviour (Beerli & Martin, 2004). The complexity of the destination image concept has been 
studied from diverse scientific fields, such as psychology (Hanyu, 1993), anthropology, 
sociology, geography or marketing (Gallarza, Gil&Calderón, 2002), besides tourism 
(Baloglu&McCleary, 1999). The study of destination image has been a significant contribution 
to understanding the behavior of tourists (Beerli&Martin, 2004), and Hunt (1975) was one of 
the first to demonstrate its importance due to its ability to increase the number of tourists 
visiting a destination. According to a recent literature review carried out by Zhang Fu, Cai and 
Lu (2014),   most of the studies on destination image have focused on the cognitive image, but 
at the same time, in recent years the number of studies focused on the affective image is 
increasing. In addition, some authors (Bosque&Martin, 2008; Morais&Lin, 2010) believe that 
both cognitive and affective components are equally important and influential in creating a 
destination image, so they have decided to focus their researches on a model that brings 
together both components, as it is made in the present research. 
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The hypotheses proposed in the current research are the following: 

H1: The preconceived image of the tourist destination is a multidimensional concept 

composed of several dimensions, including cognitive and affective assessments. 

H2: Individuals who have been to Malaga have a more positive image of the city compared to 

those who have not travelled to Malaga. 

H3: Rest and relaxation are the main reasons for travelling to Malaga city rather than cultural 

or social motivations. 

H4: Malaga does not have a distinguished image from the ñsun and sandò tourism segment 

associated with the Costa del Sol.  

 
Methods and materials  

In the current research a descriptive and inferential analysis of the results has been 
made, as well as a comparative analysis between two groups ɀnationals and foreignersɀ in 
order to enable a comparison of the different opinions among them. Moreover, a factor 
analysis of the cognitive and affective components of the destination image has been 
conducted.  

This study is based on the questionnaires on the destination image previously developed 
by other authors (Baloglu&McCleary, 1999; San Martín, 2005). The survey is addressed to 
those who have visited Malaga before and to those who have never been to the city and, as 
stated previously, sample of foreign nationality has been collected: from America and from 
other European countries. These respondents have not been randomly selected but by 
incidental sampling. The surveys were undertaken over a short period of time ɀfrom 14 April 
to 28 April, 2014ɀ and were distributed both on paper and online for those geographically 
dispersed. 301 valid responses were achieved.  

The questions in the survey were divided into four categories: (i) questions on socio-
demographic variables, (ii) questions on the cognitive component of the destination image, 
(iii) on the affective component and (iv) on the motivational component. A 61-item self-report 
questionnaire has been designed and all items were measured by a five-point Likert -type 
scale. We have used SPSS v.20 to process and analyse the data collected. First, a descriptive 
analysis of the variables and the result has been contacted. After that, an inferential analysis 
has been carried out using the non-parametric test of Mann-Whitney and finally, a factorial 
analysis with VARIMAX rotation and Kaiser Normalization.  

 
Results 

According to data obtained these are the main results of the research: 
 
Descriptive analysis  
(i) The visit to the city. This question is important to create the profiles of the visitors 

and tourists and we found out that 49.5% of respondents have travelled to Malaga. (ii) The 
sources of information (graphic 1) from which respondents have obtained information about 
the city or about tourist products related to the city. Most respondents claim to have no 
information about the city of Malaga and those who do have some kind of information they 
obtain it from family and friends and from the Internet in third place. This statement could 
respond to a weak positioning of the destination, especially in America.  
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Figure  1. Average rating for the sources of information 

 
 
(iii) Tourism products associated with Malaga. Respondents associated the city of 

-ÁÌÁÇÁ ×ÉÔÈ ÔÈÅ ȰÓÕÎ ÁÎÄ ÓÁÎÄȱ ÔÏÕÒÉÓÍȟ ÆÏÌÌÏ×ÅÄ ÓÏÍÅ ×ÁÙ ÂÅÈÉÎÄ ÂÙ ÇÁÓÔÒÏÎÏÍÉÃ ÁÎÄ ×ÉÎÅ 
tourism and even further by cultural and heritage tourism. The comparative analysis (Mann-
Whitney Test) only points out a statistically significant difference between those who have 
ÔÒÁÖÅÌÌÅÄ ÔÏ ÔÈÅ ÃÉÔÙ ÁÎÄ ÔÈÏÓÅ ×ÈÏ ÈÁÖÅ ÎÅÖÅÒ ÂÅÅÎ ÔÏ -ÁÌÁÇÁȟ ÆÏÒ ÔÈÅ ȰÓÕÎ ÁÎÄ ÓÁÎÄȱ 
segment: those who have been to the city associate even more the city with this segment than 
those who have never travelled to Malaga.  

 
Analysis of the components of the image  
The cognitive and affective components of the target image of the city of Malaga have 

been analysed. To that end, we have followed the steps used before: a comprehensive 
descriptive analysis and a comparative analysis (Mann-Whitney test). 

(i)  Cognitive component. The climate in Malaga is highly appreciated by 
respondents, (graphic 2) as well as the nightlife and the hospitality of the residents. 
The lowest scores are for the non-polluted environment and for seeing Malaga as a 
city in fashion or a city which transmits modernity. 

 

 
Figure  2. Average rating for the attributes of the cognitive component 

 
After application of the Mann-Whitney test, statistically significant differences are 

revealed. Travellers who have visited Malaga have a more positive assessment of almost all 
the attributes of the city that those who have not travelled to the city before. 
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(ii) Regarding the affective component, measured by a semantic differential based on a 
five-point Likert -type scale (graphic 3), the results show that all factors are evaluated more 
positively than negatively. Malaga is considered, in the first place, as a pleasant destination 
and the consideration of Malaga as an exciting city has obtained the lowest results. The Mann-
Whitney test has been applied again in order to verify the differences between the two groups 
ÁÌÒÅÁÄÙ ÍÅÎÔÉÏÎÅÄȢ ! ÓÉÇÎÉÆÉÃÁÎÔ ÄÉÆÆÅÒÅÎÃÅ ÈÁÓ ÂÅÅÎ ÆÏÕÎÄ ÉÎ ÔÈÅ ȰÂÏÒÉÎÇ-ÁÍÕÓÉÎÇȱ Öariable 
ÁÎÄ ÉÎ ÔÈÅ ȰÕÎÐÌÅÁÓÁÎÔ-ÐÌÅÁÓÁÎÔȱ ÏÎÅȢ )Î ÂÏÔÈ ÃÁÓÅÓ ÒÅÓÐÏÎÄÅÎÔÓ ×ÈÏ ÈÁÖÅ ÁÌÒÅÁÄÙ ÔÒÁÖÅÌÌÅÄ ÔÏ 
Malaga have given a higher score compared to those who have never been to the city.   

 

 
Figure 3. Affective component 

 
Then, a factor analysis of these components (cognitive and affective) has been 

conducted, in order to identify possible underlying dimensions of perception in the set of 
attributes. This factor analysis of the components is used to reduce the large amount of data, 
by grouping together those attributes related to each other under the same dimension. For 
this purpose, the VARIMAX method of rotation with Kaiser Normalization has been used. Once 
the rotation is completed, the significant factors which explain at least one variable have been 
selected. Thus, among the 24 displayed attributed (Table 1), we have obtained five different 
factors which explain 53,42% of variance using factor analysis.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Depresing

Streful

Boring

Unpleasant Pleasant

Amusing

Relaxing

Exciting

Stressful 
 

Depressing 



Tourism engagement: co-creating well-being. Proceedings of the 6th Advances in Tourism Marketing Conference 

 

22 
 

Table 1. Factor analysis of destination image 
  Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 

C12 Malaga is a great place to go shopping 0,354     

C15 
Malaga is the perfect place for hosting meetings or 

workshops 
0,536     

C16 Malaga is a place that transmits modernity 0,750     

C17 Malaga has good accommodation infrastructures 0,594     

C18 Malaga is a trendy place 0,640     

C19 

Malaga has a good development of the general 

infrastructures (transport, access roads, connections, 

health, security, etc.) 

0,676     

C20 
Malaga has a wide variety of scheduled events and 

activities 
0,595     

C2 Malaga has an attractive local cuisine  0,737    

C3 Malaga has a diversity of attractions close to the city  0,601    

C4 Malaga has very interesting historical and cultural places  0,687    

C6 Malaga has an unique tradition and way of life  0,478    

C11 Malaga has an interesting urban landscape  0,515    

C14 Malaga offers cultural activities of great interest  0,674    

A1 Boring_amusing   0,561   

A2 Stressful_relaxing   0,695   

A3 Depressing_exciting   0,688   

A4 Unpleasnat_Pleasent   0,677   

C1 Residents in Malaga are hospitable and friendly    0,466  

C9 Malaga has an attractive nightlife and entertainment    0,648  

C10 Malaga has a good quality-to-price ratio    0,683  

C13 Malaga has a good weather    0,690  

C5 Malaga has an unpolluted / non-congested environment     0,686 

C7 Malaga offers personal safety     0,548 

C8 Malaga presents proper cleaning and general hygiene     0,646 

 % Variance 13,293 13,256 9,483 9,384 8,359 

 % Accumulated 13,293 26,549 36,032 45,416 53,416 

 Ŭ Cronbach 0,805 0,808 0,694 0,671 0,554 

 Number of  items 7 6 4 4 3 

 Bartlettôs Sphericity Test ɢ2 (276) = 2405,393 (p=0,000) 

 KMO Index = 0,877 

 Ŭ Cronbach (24 items) = 0,832 

 
One the analysis has been conducted, we observe that the indicators that demonstrate 

the validity of the analysis (Bartlett test and Kaiser-Meyer-Olkin coefficient) show satisfactory 
results. Factor 1 groups the attributes associated with infrastructure and fashion, Factor 2 
brings together the attributes related to the cultural environment and the particularity of the 
destination, Factor 3 is the one which includes the 4 attributes that form the affective image, 
Factor 4 includes attributes related to lifestyle and day to day aspects and the last one, Factor 
5, refers to the atmosphere of the destination that the individuals perceive. This shows that 
the destination image is multidimensional and that it is formed by a cognitive component, 
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which can be divided into different dimensions, including clearly a cognitive and an affective 
component. 

(iii) Motivational component. This component addressed the factors that would 
motivate respondents to travel to Malaga. In this latest analysis (graphic 4) significant 
differences between the two groups are shown. According to the results obtained, people who 
have already visited Malaga would be more willing to return to the city than those who have 
never been there. The main reasons which would make them go back to the city would be for 
relaxing, for adventures or for social grounds. On the other hand, they would not be so willing 
to return due to reasons related to knowledge, adventure nor to attend special events. 

 

 
Figure 4 . Motivational component 

 
 

Discussion and Conclusions 
The four initial hypotheses are demonstrated.  
Hypothesis 1: The factor analysis, as well as the other analysis carried out, highlights the 

multidimensional character of the image of destination. 
Hypothesis 2: The comparative analysis (Mann-Whitney Test) highlights the different 

behaviour of the two groups surveyed: Travellers who have visited Malaga have a more 
positive perception of the destination. 

Hypothesis 3: The descriptive analysis shows that rest and relaxation is the main reason 
for travelling to Malaga instead of cultural reasons. 

Hypothesis 4: The descriptive analysis indicates that the city of Malaga is still identified 
ÁÓ Á ȰÓÕÎ ÁÎÄ ÓÁÎÄȱ ÄÅÓÔÉÎÁÔÉÏÎȟ ÄÅÓÐÉÔÅ ÔÈÅ ÓÉÇÎÉÆÉÃÁÎÔ ÉÎÖÅÓÔÍÅÎÔÓ ÍÁÄÅ ÂÙ ÔÈÅ ÄÅÓÔÉÎÁÔÉÏÎ ÉÎ 
the cultural offer. 

 
The results obtained in the current study show that the destination image is a 

multidimensional phenomenon composed of several dimensions. These dimensions are of a 
cognitive and affective nature, and even if it is the first one that contributes most to the 
generation of the overall image of the destination, the affective component emerges clearly as 
a primary factor in the formation of the image, and the cognitive component also plays an 
important role when choosing a destination. Therefore, we can say that the perception of the 
destination is made by the cognitive assessments of the individuals on the characteristics of 
the destination and, at the same time, by their feelings and motivations for this place. These 
dimensions of perception will be used by tourists to discriminate between tourist destinations 
and to help them when choosing a place to visit. This statement is consistent with the opinion 
of those authors who opt for something more than the cognitive component concerning the 
destination image, since the perception of individuals plays a key role (Baloglu, 2000). 
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Introduction  
Tourism development and evolution along the time causes multiple impacts. Based on 

characteristic profiles of resident, these impacts may be assessed differently. The attitude of 
residents and the identification of profiles is a tool that allows to asses the status of 
destination and propose future strategies for improving the destination. This study aims to 
analyse the role of residents regarding the perception of tourism.  

Benalmádena is a Spanish municipality in the province of Málaga, in Andalusia region. It 
is located on the Costa del Sol, about 22 km southwest of the provincial capital. Benalmádena 
belongs to the metropolitan area of Málaga and the Costa del Sol. Benalmádena had 66,939 
inhabitants in 2014. It is the eighth largest city in the province.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
Literature review  
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The term "impact of tourism" has gained importance in the tourist literature. The 
assessment of these impacts can be done through the review of residents. In recent years 
numerous studies have examined the attitudes and perceptions of residents of the impact of 
tourism development in their community. The main reason for the growing interest in this 
type of study has been to consider that tourism development has positive and negative effects 
in local levels (Ko & Stewart, 2002; Lankford & Howard, 1994). Likewise, there are other 
reasons for this growing interest in understanding the attitudes of residents to the impacts of 
tourism (Akis, et al., 1996; Belisle & Hoy, 1980; Chen, 2000; Gutiérrz, 2010; Jurowski & 
Gursoy, 2004; Landford, 1994; Liu & Var, 1986; Long et al., 1990; Nunkoo & Gursoy, 2012); 
some of these reasons are: negative attitudes among residents which could be a handicap in 
the development and sustainability in tourism destinations (Belisle & Hoy, 1980; Butler, 
1980; Diedrich & Garcia, 2009; Harrill, 2004; Sirakaya et al., 2002). The success of this 
industry depends on the attractions and hospitality of local residents (Gursoy, et al., 2002). 
This behaviour could be a factor to restrain the tourism sector, through hostile behaviour 
towards tourists; or otherwise a friendly attitude could support tourism development. 
Generally, tourists tend to be reluctant to visit places where they do not feel welcome, that is, 
there is nothing more important for travellers than the way how they are treated by 
residents; and if not accepted, they will avoid visiting such places (Diedrich & García, 2009). 

The study of the attitudes of residents in relation to the impacts of tourism development 
has been investigated reaching some consensus that groups them: economic, socio-cultural 
and environmental impacts (Andereck et al., 2005; Diaz, 2010; Gursoy et al, 2002; Gursoy & 
Rutherford, 2004). Some research has focused on analysing these categories in relation to the 
attitude of residents and other studies such as this one focus on the search for a set of 
variables that help identify a profile of the resident. 

To the best of knowledge, no studies have yet explored the profile of residents in 
Benalmádena and their attitudes towards tourism and its impacts on economy, environment, 
and culture using a large stratified and representative sample. Thus, the purpose of this study 
was to explore the relationship between the characteristics of residents and their perception 
of environmental, socio-cultural and economic impact of tourism Benalmádena.  

 
Methods and materials  

We have designed a 39-item self-report questionnaire. All items were measure on five-
point Likert -type scale. Prior to the main survey, a pilot survey was conducted with 50 
residents to avoid ambiguity and enhancing survey clarity. The questionnaire included socio-
demographic questions (e.g. age, gender, place of birth, marital status, years of residents, 
having children, education level, social participation and type of work) and an attitude scale 
consisiting of series of items that asses the economic, socio-cultural, and environmental 
impacts of tourism (Table 1). The items of attitude scale were prepared based on the 
ÌÉÔÅÒÁÔÕÒÅ ÏÎ ÒÅÓÉÄÅÎÔȭÓ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ ÔÈÅ ÉÍÐÁÃÔÓ ÏÆ ÔÏÕÒÉÓÍȢ 7Å ÈÁÖÅ ÕÓÅÄ 0ÅÁÒÃÅ 
#ÏÒÒÅÌÁÔÉÏÎ ÁÎÄ 3033ȟ ÖȢρωȢπ ÔÏ ÁÎÁÌÙÓÅ ÑÕÅÓÔÉÏÎÎÁÉÒÅ ÄÁÔÁȢ 0ÅÁÒÓÏÎȭÓ ÃÏÒÒÅÌÁÔÉÏÎ ÁÎÄ !./6! 
tests were conducted.  

We carried out a case study for the city of Benalmadena, Costa del Sol. This town is 
representative of a mature tourist destination. The main data come from interviews and 
statistical sources of national and regional tourism. 

The sample consisted of 770 residents in Benalmádena. Participants were selected using 
stratified random sampling. The Benalmádena population was stratified proportionally 
according to: population composition (native or immigrant), gender, and age, on basis of a 
population of 63,788 in 2011. After classification of population by strata, the sample was 
affixed in each of them.  
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Table 1. Questionnaire items corresponding with measured impacts 

 

 
Results 

According to preliminary analysis these are the main results of research: 
Descriptive statistics  
Results showed acceptable alpha cronbach for all tourism attitude dimensions. 

Environmental Impact: .618, Socio-cultural Impact: .615, Economic Impact: .614. 
Correlations were computed between tourism attitude dimensions and socio-

demographic variables (Table 2).  
 
Table 2. Correlations between characteristics of residents, and tourist impact variables 

  Environmental Impact Socio-cultural Impact Economic Impact 

 
Economic impacts 

 
Positive aspects Negative aspects 

Tourism is the main economic activity in 
Benalmádena 

Tourism increases the price of housing 

More roads and urbanizations are 
constructed 

Tourism increases the cost of living 

Tourism increases employment 
opportunities  

Tourism generates employment 
instability  

 
Socio-cultural impacts 

 
Tourism improves the quality of life in 
Benalmádena 

Tourism increases drugs and alcohol 

There are more theaters, exhibitions with 
the tourism 

Tourism causes more crime 

Tourism improves public services (health 
centers, sports, etc.). 

Tourism produces more congestion, 
accidents and parking problems 

Tourism stimulates our festivals and 
traditions (Easter, fairs, ...) 

Tourism generates loss or change of our 
festivals and traditions 

I relate to people who speak Spanish  
I relate to Spanish people who speaks my 
language 

 

 
Environmental impacts 

 
There are more public gardens and parks 
due to tourism 

Tourism increases pollution, noise, 
garbage, etc. 

Tourism has improved and protected the 
environment 

Tourism deteriorate the natural 
environment 

 There are too many people in 
Benalmádena 
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Age .13** .04 -.08* 

Gender .04 .04 -.01 

Civil status .10** -.01 -.06 

Having children .13** .07ɖ -.03 

Level of studies .04 .18** .16** 

Type of work .00 .04 -.06ɖ 

Social Participation .01 -.02 -.11** 

Native condition -.14** -.17** -.10** 

Years of residence -.19** -.16** -.06ɖ 

Note: ɖ p < .10; * p < .05; ** p < .01 
 
 Effects of socio-demographic factors on attitude towards tourism ANOVA tests 

showed a significant main effect of Age on Environmental Impact (F(3,770) = 4.21, p < .05). 
Attitude towards the effect of tourism on local environment improves progressively with age, 
with seniors (older than 65) having the best attitude, and youngest residents (under 20) 
having the worst attitude. Also a significant main effect of Age on Economic Impact was found 
(F(3,770) = -2.75; p < .05). Population under 20 was the age group with better attitude towards 
the economic impact caused by tourism, whereas those between 45 and 64 showed the worse 
attitude.  

A main effect of Civil status on Socio-cultural Impact was found. Married residents (vs. 
non-married) reported better perception on the effects of tourism on social life and culture 
(F(1,770)  = 3.98; p < .05).  

It was found a significant main effect of having children on total attitude (F(3,770) = 4.52; p 
< .05). Residents with children showed a better attitude towards tourism compared to those 
with no kids. 

It was found a significant main effect of Level of studies on Total attitude (F(3,770) = 8.18; p 
< .01). Attitude towards all effects of tourism improves progressively with the level of studies. 

ANOVA analysis showed significant differences of Type of work on Economic Impact 
(F(3,770) = 3.07; p < .05). Residents working in induced employment of tourism had the best 
perception of the impact of tourism on local economy. Those who work in jobs indirectly 
related to tourism presented the worst perception. ANOVA analysis showed also significant 
differences (F(3,770) = 3.16; p < .05) on Socio-cultural Impact. Post-hoc t test showed that 
residents working in jobs indirectly related to tourism were the ones with better attitude 
regarding the tourism impact on social life and culture, whereas those working in non-
tourism-related employment had the worst attitude.  

Social participation had a significant main effect on Total attitude towards tourism 
(F(2,770) = 3.78; p < .05), with residents participating occasionally in social associations having 
the best attitude towards tourism and those participating regularly having the worst attitude.  
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Native condition had a significant main effect on Total attitude towards tourism (F(2,770) = 
11.41; p < .01), with natives having the worst attitude towards tourism and foreigners having 
the best attitude. 

Years of residence had a significant main effect on Total attitude towards tourism 
(F(2,770) = 14.73; p < .01), with those living for more than ten years in Benalmádena having the 
worst attitude towards all effects of tourism and those living for less than five years having 
the best attitude. 

A significant interaction of Native condition X Years of residence on Total Attitude was 
found (F(12,770) = 4.67; p < .01), with native residents living in Benalmádena for more than 10 
years having the worst perception of all the effects caused by tourism, and foreigners living in 
Benalmádena for less than five years having the best perception. 

 
Discussion and Conclusions  

            Natives and those who have been living more than 10 years in Benalmádena are 
the residents perceiving more adversely the impact of tourism. Similar results were found in 
the study by Davis et al. (1988). It is possible that residents in cities with high tourism 
development with time come to perceive the negative impacts of tourism rather than positive 
impacts, as they have lived with the problems created by tourism growth such as 
overcrowding, noise, and environmental degradation (Yoon et al., 1999). 

           Attitudes towards tourism improve with educational level. Natives and non-native 
residents who have spent more than ten years living in Benalmádena, and whose level of 
education is low, show a more negative view of tourism. Therefore, this profile of residents is 
the group that should receive more attention from planning and tourism policies, with the aim 
of improving their relationship and attitude to tourism. It would be necessary to invest in 
specific programs intended to educate residents on the benefits of tourism in mature touristic 
areas, whose first income comes from tourism. Education on the effects of tourism with native 
residents and residents living in the city for more than ten years would encourage a more 
positive attitude toward tourism issues (Stylidis, 2014). For example, special events such as 
Ȭ.ÁÔÉÖÅ $ÁÙȭ ÍÉÇÈÔ ÂÅ ÈÅÌÐÆÕÌ ÉÎ ÐÒÏÍÏÔÉÎÇ ÍÏÒÅ ÆÁÖÏÒÁÂÌÅ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄ ÔÏÕÒÉÓÍ ɉ$ÁÖÉÓ ÅÔ 
al., 1988). In addition, it could be of great interest to involve residents in decisions related to 
tourism development and management. The involvement of residents in these decisions 
would help them understand the importance of tourism in their towns and, once they feel part 
of the decision making, they would be more prompted to accept the inconveniences that come 
from tourism. 

            Therefore, it is necessary to know the opinion of residents in the planning process 
and governance of destinations. This fact must be taken into account from a technical point of 
view during the implementation of tourism plans (Liu et al., 1987) and, from a political point 
of view, during the development of local tourism policies (Manning, 1998). The tourist areas 
are transformed over time, and therefore the perceptions of residents and their support for 
tourism development are as well. Hence, the relationship between the attitudes of residents 
and modification of the destinations should be analyzed periodically (Stylidis, 2014). If the 
community does not support the tourism model and does not perceive its benefits, it could 
lead to the development of a strong opposition to tourism (Gursoy et al., 2002). For this 
ÒÅÁÓÏÎ ÒÅÓÉÄÅÎÔÓȭ ÐÁÒÔÉÃÉÐÁÔÉÏÎ ÉÎ ÐÌÁÎÎÉÎÇ ÁÎÄ ÄÅÓÔÉÎÁÔÉÏÎ ÍÁÎÁÇÅÍÅÎÔ ÉÓ ÃÒÕÃÉÁÌ ÆÏÒ ÔÈÅ 
future of destination (Dyer et al., 2007). 
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Introduction  

5ÎÄÅÒÓÔÁÎÄÉÎÇ ÔÒÁÖÅÌÌÅÒÓȭ ÏÎÌÉÎÅ ÂÅÈÁÖÉÏÕÒ ÉÓ ÔÈÅ ÃÏÒÅ ÉÎÔÅÒÅÓÔ ÏÆ ÏÎÌÉÎÅ ÔÒÁÖÅÌ ÐÒÏÖÉÄÅÒÓ 
aiming to stimulate online travel purchases. Travel has a competitive online market, where 
travel retailers compete among themselves as well as against traditional travel agencies. 
+ÎÏ×ÉÎÇ ÔÈÅ ÄÒÉÖÉÎÇ ÆÏÒÃÅÓ ÔÈÁÔ ÄÅÔÅÒÍÉÎÅ ÔÒÁÖÅÌÌÅÒÓȭ ÉÎÔÅÎÔÉÏÎÓ ÔÏ ÐÕÒÃÈÁÓÅ ÔÒÁÖÅÌ ÏÎÌÉÎÅ ÉÓ 
paramount for the successful implementation of online marketing strategies (Lee, Qu, & Kim, 
2007). 

In a recent literature review on factors affecting online travel shopping, Amaro and 
Duarte (2013) found that none of the studies had addressed recent developments such as the 
social media phenomena. .ÏÔÈÉÎÇ ÉÓ ËÎÏ×Î ÁÂÏÕÔ ÔÈÅ ÒÅÌÁÔÉÏÎÓÈÉÐ ÂÅÔ×ÅÅÎ ÔÒÁÖÅÌÌÅÒÓȭ ÕÓÅ ÏÆ 
social media and the purchase of travel online. In order to be able to respond to social media 
developments, travel marketers need to recognize if this relationship exists. 

This study thereby contributes to the current literature by examining if social media 
involvement affects intentions to purchase travel online. The model proposed is based on the 
Theory of Planned Behaviour (TPB). 

 
 

Literature review  
Although many studies have applied the Theory of Reasoned Action (TRA) (Fishbein and 

Ajzen, 1975) to understand online travel shopping, the Theory of Planned Behaviour (TPB) 
(Ajzen, 1991), an extension of the former theory, has been largely overlooked at. Indeed, few 
studies have applied this theory to examine the determinants of online travel shopping.  

The Theory of Planned Behaviour (TPB) (Ajzen, 1991) posits that peoples attitude, 
subjective norms and perceived behavioural control will affect intentions to perform a 
behaviour. In the travel context, several studies have evidenced that attitude towards online 
shopping positively influences intentions to purchase travel online (Bigné, Sanz, Ruiz, & Aldás, 
2010; Lee et al., 2007; Morosan & Jeong, 2008). Therefore, as intentions are determined by 
ÔÈÅ ÐÅÒÓÏÎȭÓ ÐÏÓÉÔÉÖÅ ÏÒ ÎÅÇÁÔÉÖÅ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ ÔÈÅ ÄÅÃÉÓÉÏÎ ÉÔ ÉÓ ÅØÐÅÃÔÅÄ ÔÈÁÔȡ 

 
(υȡ )ÎÄÉÖÉÄÕÁÌÓȭ ÁÔÔÉÔÕÄÅ ÔÏ×ÁÒÄÓ ÏÎÌÉÎÅ ÔÒÁÖÅÌ ÓÈÏÐÐÉÎÇ ÐÏÓÉÔÉÖÅÌÙ ÉÎÆÌÕÅÎÃÅÓ ÉÎÔÅÎÔÉÏÎÓ ÔÏ 

purchase travel online. 
 

Since subjective norms have not performed well in explaining intentions (San Martín & 
Herrero, 2012) this study suggests employing communicability, a different form of social 
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influence. Communicability is related to the influence of family and friends, in the sense that 
people are more likely to book online and to frequently book travel online if they know that 
ÏÔÈÅÒ ÐÅÏÐÌÅ ÁÒÅ ÄÏÉÎÇ ÌÉËÅ×ÉÓÅ ɉ-ÏÒÒÉÓÏÎȟ *ÉÎÇȟ /ȭ,ÅÁÒÙȟ Ǫ #ÁÉȟ ςππρɊȢ "ÁÓÅÄ ÏÎ ÔÈÉÓ ÆÉÎÄÉÎÇȟ 
the following hypothesis is formulated: 

 
H2: Communicability positively influences intentions to purchase travel online. 
 
Perceived behavioural control has clearly been underlooked at in the travel context, 

which makes its role unclear. The only study that used this theory in the context of online 
travel shopping (Bigné et al., 2010) found that perceived behavioural control did not affect 
intentions to purchase travel online, contradicting the TPB. However, the current study takes 
the TPB view that perceived behavioural control is held to contribute to intentions (Ajzen, 
1991), formulating the following hypothesis: 

 
(χȡ )ÎÄÉÖÉÄÕÁÌȭÓ ÐÅÒÃÅÉÖÅÄ ÂÅÈÁÖÉÏÕÒÁÌ ÃÏÎÔÒÏÌ ÏÖÅÒ ÐÕÒÃÈÁÓÉÎÇ ÔÒÁÖÅÌ ÏÎÌÉÎÅ ÐÏÓÉÔÉÖÅÌÙ 

influences intentions to purchase travel online. 
 

Although no study has specifically examined the relationship between the search for 
travel information on social media websites and intentions to purchase travel online, several 
studies have found that there is a relationship between online travel information search and 
online travel purchasing  (Jensen, 2012; Susskind & Stefanone, 2010). Based on these 
evidences, this study proposes that travellers with higher social media involvement will be 
more likely to purchase travel online than those with lower levels of involvement. Therefore: 

 
(ψȡ )ÎÄÉÖÉÄÕÁÌÓȭ ÓÏÃÉÁÌ ÍÅÄÉÁ ÉÎÖÏÌÖÅÍent is positively related to intentions to purchase 

travel online 
 

Social media use was operationalized with a construct termed social media involvement 
proposed by Amaro and Duarte (2015), conceptualized as a multidimensional construct based 
ÏÎ ÐÅÏÐÌÅȭÓ usage of social media (consumption and creation), their level of interest in social 
media and perceived enjoyment with the use of social media. 

 
Methods and material  

The data was collected with a questionnaire distributed online and was available in 
Portuguese. A convenience sampling technique was employed to collect the data, by sending 
e-mail invitations to colleagues, students, personal contacts, and other email contacts 
collected. A total of 1,339 responses were considered valid. Partial Least Squares (PLS) were 
then used to test the hypotheses proposed.   

The evaluation of the research model using PLS analysis consisted of two distinct steps. 
In the first step, the outer model was assessed and there was evidence to confirm its 
reliability and validity. In the second step, the inner model estimates  were examined to assess 
the hypothesized relationships among the constructs in the conceptual model (Hair, Sarstedt, 
Ringle, & Mena, 2012). 

 
Results 

The explained variance of intentions to purchase travel online was 67%, demonstrating 
a substantial predictive power. The path coefficients and significance levels are illustrated in 
Figure 1. The first hypothesis predicted that attitude would positively influence intentions to 
purchase travel online. Consistent with intention based models and with other studies 
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conducted in the online travel context (e.g. Bigné, Sanz, Ruiz, & Aldás, 2010; Lee, Qu, & Kim, 
2007; Morosan & Jeong, 2008), attitude was found to be significantly associated with 
intentions to purchase travel online ɉɼЀπȢχρȟ ÐЃπȢππρɊȢ  

 

 
 
Figure 1 ɀ PLS Results 
 

The second hypothesis proposed that communicability influences intentions to purchase 
ÔÒÁÖÅÌ ÏÎÌÉÎÅ ×ÁÓ ÎÏÔ ÓÕÐÐÏÒÔÅÄ ɉɼЀ-0.02, p=0.33). This result is not totally unexpected, since 
the influence of others to perform behaviours in volunteering settings - such as the purchase 
of travel online - has been found to be week or non-existent (Davis, Bagozzi, & Warshaw, 
1989; San Martín & Herrero, 2012). It is possible that the influence of friends tends to 
diminish as the purchase of travel online gets more widespread. Since online travel shopping 
is nowadays a widespread practice, knowing that others purchase travel online does not seem 
to influence the purchase of travel online. 

The third hypothesis was concerned with the role of perceived behavioural control. The 
hypothesis was supported by the data (ɼ Ѐ πȢρχȟ ÐЃπȢππρɊȟ ÅÃÈÏÉÎÇ ÔÈÅ ÐÏÓÔÕÌÁÔÉÏÎ ÏÆ ÔÈÅ 40"Ȣ 
Indeed, individuals that assess they have the capabilities and resources to purchase travel 
online will have higher intentions to carry out the purchase online. This conclusion is 
ÃÏÎÓÉÓÔÅÎÔ ×ÉÔÈ ÔÈÅ 40" ÁÎÄ ×ÉÔÈ ,É ÁÎÄ "ÕÈÁÌÉÓȭÓ ɉςππφɊ ÓÔÕÄÙ ÉÎ ÔÈÅ ÏÎÌÉÎÅ ÔÒÁÖÅÌ ÃÏÎÔÅØÔȟ 
which found that Internet traveller's self-assessment of their capabilities to purchase travel 
online was positively associated with the likelihood of purchasing travel online. However, a 
different study regarding the purchase of travel online (Bigné et al., 2010) found that 
perceived behavioural control did not affect intentions to purchase travel online. Therefore, 
the results of this study help to better clarify these contradictory results, since few studies 
have examined the role of perceived behavioural control in the context of online travel 
shopping.  

4ÈÅ ÍÁÉÎ ÁÉÍ ÏÆ ÈÙÐÏÔÈÅÓÉÓ ÆÏÕÒ ×ÁÓ ÔÏ ÅØÁÍÉÎÅ ÉÆ ÉÎÄÉÖÉÄÕÁÌȭÓ ÌÅÖÅÌ ÏÆ ÉÎÖÏÌÖÅÍÅÎÔ ×ÉÔÈ 
social media had an effect on intentions to purchase travel online. The hypothesis was not 
statistically supported (ɼ Ѐ πȢπτȟ ÐЀπȢςχɊ. A possible explanation for this is that travellers that 
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purchase travel online do so mostly to save time and, therefore, even though they may use 
social media websites and find them interesting, they do not spend much time using them, 
since this can be a time consuming task. On the other hand, it may also indicate that many 
travellers search for travel information on travel social media websites, but then book at a 
traditional travel agency as Jun, Vogt, and MacKay (2007) found in their research. 

 
Discussion and Conclusions  

At a time when Internet use and online travel shopping are more prevalent, factors such 
as perceived behavioural control with online travel shopping plays a small role. What really 
matters for Internet users to purchase travel online is having a favourable attitude towards 
online travel shopping. Therefore, online travel marketers need to pay close attention to the 
factors that contribute to a favourable attitude. 'ÉÖÅÎ ÁÔÔÉÔÕÄÅȭÓ ÉÍÐÏÒÔÁÎÃÅ ÉÎ ÅØÐÌÁÉÎÉÎÇ 
intentions to purchase travel online, it is essential to examine the factors affecting attitude 
formation. For example, prior experience with online travel purchases (e.g. Morosan & Jeong, 
2006), perceived playfulness (e.g. Morosan & Jeong, 2008), enjoyment (e.g. Hassanein & Head, 
2007) and personal innovativeness (e.g. Limayem, Khalifa, & Frini, 2000) have been found to 
affect attitude towards online shopping.  

From a theoretical perspective, it seemed reasonable to expect that a higher 
involvement with social media would lead to higher intentions to purchase travel online. Yet, 
the data in this study suggests that there is no relationship. It should be noted that hypotheses 
that are not confirmed convey important findings. For example, online travel providers can 
look for more profitable websites to advertise rather than social media websites.  

One of limitations of this study was that a convenience sample with only the Portuguese 
population was used. Therefore, generalisation of the results must be made with caution. In 
ÓÐÉÔÅ ÏÆ ÔÈÅ ÓÔÕÄÙȭÓ ÌÉÍÉÔÁÔÉÏÎÓȟ ÁÃÁÄÅÍÉÃ ÒÅÓÅÁÒÃÈÅÒÓȟ ÔÏÕÒÉÓÍ ÐÒÁÃÔÉÔÉÏÎÅÒÓ ÁÎÄ ÍÁÒËÅÔÅÒÓ 
can take advantage of this study to better understand the adoption of online travel shopping 
and consequently improve online travel distribution strategies.  
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Abstract  
 

The topic of our study deals with one of the challenges of the 2015 ATMC: what can 
tourism operators do to assists in their creation of experiences and how can they become co-
creators of value? Specifically, our study focuses on hotel managers as value facilitators of 
tourists with disabilities (TwD) and the main objective is to identify which criteria exert an 
influence in the co-creation process between tourists and hotel managers. The research 
methodology for this study is the adoption of the Analytic Hierarchy Process (AHP). Three 
stages in the value co-creation process constitute the main criteria: communication, use, and 
service (Payne et al., 2008). Each of these three criteria gives rise to a number of subcriteria. 
Both academic and managerial implications are provided. Our findings show that the service 
encounters and usage encounters criterion are fundamental for the co-creation process. If we 
ÃÏÍÐÁÒÅ ÔÈÅÓÅ ÒÅÓÕÌÔÓ ×ÉÔÈ ÄÉÓÁÂÌÅÄ ÃÕÓÔÏÍÅÒÓȭ ÐÏÉÎÔ ÏÆ ÖÉÅ× ×ÈÅÒÅ ÔÈÅ ÓÔÁÙ ÁÎÄ ÂÏÏËÉÎÇ 
stage are the success factors for co-creation, we can conclude that for co-creation between 
clients and hotel staff, we need critical factors for the co-creation process related with the 
interactions as the relationship with the staff, the accessible environment and the 
collaboration with the staff. 

 

  



Tourism engagement: co-creating well-being. Proceedings of the 6th Advances in Tourism Marketing Conference 

 

37 
 

Can Rural Tourism Satisfy Portuguese Tourist's Needs? 
Examining Portuguese Tourist's Preferences  

 
Joaquim Antunes 
Cristina Barroco 
Suzanne Amaro 

Polytechnic Institute of Viseu 
Center for Studies in Education, Technologies and Health 

Viseu, Portugal 
jantunes@estgv.ipv.pt 

 
Introduction  

Tourism is considered one of the fastest growing industries, assuming a central role in 
the economy of many countries. Over the past years, new tourism products have been 
launched and existent ones have been adapted, such as rural tourism. The motivations for the 
demand of these services are aimed at revitalizing physical and psychic balance, under stress 
caused by modern lifestyles.   

The importance of rural tourism has been stressed in several studies. For instance, 
according to Dong, Wang, Morais and Brooks (2013) rural tourism has been frequently 
mentioned as an alternative form of economic development in rural areas. Other studies have 
emphasized that it significantly contributes to the gross national product, wealth creation, 
employment generation (Choong-Ki, Var & Blaine, 1996; Borooah, 1999) and to regional 
development (Dredge, 1999). In a more recent study, rural tourism is considered as a 
diversification strategy that serves as a catalyst for economic growth in remote communities 
(Rid, Ezeuduji & Pröbst-Haider, 2014). 

In the Portuguese case, there is a low profitability of rural tourism and, therefore, it is 
crucial to identify market segments to create appropriate marketing strategies in order to 
increase the profitability of rural tourism (Kastenholz, 2002). Despite the importance of 
better understanding what motivates tourists to choose rural tourism, studies focusing on 
rural tourism in Portugal have been limited (e.g. Kastenholz, Davis & Paul, 1999;  Kastenholz, 
2005; Almeida, Correia & Pimpão, 2014). Thus, the main aim of this study is to examine 
0ÏÒÔÕÇÕÅÓÅ ÔÏÕÒÉÓÔÓȭ ÐÒÅÆÅÒÅÎÃÅÓ ×ÈÅÎ ÃÈÏÏÓÉÎÇ ÒÕÒÁÌ ÔÏÕÒÉÓÍ ÁÃÃÏÍÍÏÄÁÔÉÏÎȢ 4ÈÅ ÆÉÎÄÉÎÇÓ 
are crucial to support marketing strategies and for rural tourism development in Portugal. 

This study begins with a literature review of earlier studies concerning rural tourism, 
followed by the research methodology. In the fourth part, the results are discussed and finally, 
in the conclusions, some strategies are suggested as well as limitations of the study are 
presented. 

 
Literature review  

According to Cai and Li (2009) tourist activity in rural areas had a large increase after 
1970 in most developed countries and played a key role in the growth of rural areas 
economically and socially depressed. According to Park and Yoon (2009), just as in many 
other countries, rural tourism offered opportunities for generating and diversifying revenues 
for Korean farmers. It is an effective strategy for revitalizing rural communities that have 
experienced serious structural and economic problems. 

Rural tourism activities may include low-impact outdoor sports such as hiking or horse-
riding, as well as farm tours or opportunities to assist with farming tasks, depending on the 
season and type of farms. As it can really complement farmÅÒÓȭ ÉÎÃÏÍÅ ÁÎÄ ÃÏÎÔÒÉÂÕÔÅ ÔÏ ÌÏÃÁÌ 
economic development, rural tourism is increasingly being conceptualised as a business 
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model in terms of product diversification. In some regions, public sector tourism 
organisations are actively promoting rural tourism, although farmers may not always have 
the time, the capital and the necessary skills and knowledge to develop the tourism potential 
of their business (Page & Getz, 1997).  

2ÅÓÅÁÒÃÈ ÆÏÃÕÓÉÎÇ ÏÎ ÒÕÒÁÌ ÔÏÕÒÉÓÔÓȭ ÍÏÔÉÖÁÔÉÏÎÓ ÈÁÓ ÉÄÅÎÔÉÆÉÅÄ ÓÅÖÅÒÁÌ ÍÏÔÉÖÅÓ ÏÎ ×hy 
they search for this type of tourism.   In a study applied in Finland, Pesonen (2012) concludes 
that the most important motivations for rural tourists are to relax from the ordinary, getting 
refreshed and sense of comfort. Beautiful landscape, calm and rush-free atmosphere are 
among the most important destination attributes. A different study, applied in Korea, found 
that rural tourists are more likely to be interested in the role of agriculture and its associated 
culture, such as the agricultural experience and rural life (Park & Yoon, 2009). A study 
conducted by Kastenholz et al. (1999) revealed that rural tourists tend to be attracted by a 
peaceful atmosphere and nostalgia for old ways of life. Devesa, Laguna and Palacios (2010) 
segmented rural tourists based on their motivations and identified four segments: 1) a visitor 
looking for tranquillity, rest and contact with nature; 2) cultural visitors; 3) proximity -
gastronomic and nature visitor and 4) returning tourists.  

These studies demonstrate that rural tourism offers tourists multi-faceted activities, 
and, consequently, there are many motivations to engage in rural tourism. This conclusion is 
ÅÃÈÏÅÄ ÉÎ Á ÒÅÃÅÎÔ ÓÔÕÄÙ ÔÈÁÔ ÃÏÎÃÌÕÄÅÓ ÔÈÁÔ Ȱ2ÕÒÁÌ ÔÏÕÒÉÓÍ ÉÓ Á ÄÉÖÅÒÓÅ ÁÃÔÉÖÉÔÙ ÏÃÃÕÒÒÉÎÇ ÉÎ 
both natural and built rural environments, it takes numerous forms and, as a consequence, the 
reasons or motivations for participating in rural tourism are equally numerous (Jepson & 
Sharpley 2014, p.1). 

 
Methodology  

To carry out this study a questionnaire was designed with a set of 19 items related to 
rural tourism and the environment based on literature review. To assess the face validity of 
the items, experts who had been conducting prominent research in marketing and tourism, 
were asked to analyse the proposed instrument. They were requested to clarify the items, and 
ÃÏÍÍÅÎÔ ×ÈÅÔÈÅÒ ÔÈÅ ÉÔÅÍÓ ×ÅÒÅ ÌÉËÅÌÙ ÔÏ ÂÅ ÁÐÐÒÏÐÒÉÁÔÅ ÆÏÒ ÁÓÓÅÓÓÉÎÇ ÔÏÕÒÉÓÔÓȭ ÂÅÈÁÖÉÏÕÒ 
and motivations. After their comments and suggestions were considered and incorporated 
into the research design, a pre-test was conducted on customers to further refine the list of 
items. 

The  questionnaire was self-administered and applied in several Portuguese cities, 
where Portuguese tourists were asked to classify the importance of the 18 items using a 5 
point LikÅÒÔ ÓÃÁÌÅ ×ÈÅÒÅ ρ Ѐ Ȱ.ÏÔ ÁÔ ÁÌÌ ÉÍÐÏÒÔÁÎÔȱ ÁÎÄ υ Ѐ Ȱ%ØÔÒÅÍÅÌÙ ÉÍÐÏÒÔÁÎÔȱȢ ! ÔÏÔÁÌ ÏÆ 
138 respondents completed the questionnaire (error ± 8,33% and 95% reliability).  Data 
analysis was performed using SPSS 19.0 software. 

 
Results 

The 138 respondents were from 12 districts throughout Portugal. The age group with 
more number of responses was the age group 35-49, with 41% of the total of responses, while 
25% are aged over 50 and 23% are between the age 20 and 24. In terms of gender, there is a 
slight skew towards a higher proportion of female participants (62%). The sample seems to 
be composed by highly educated individuals, with approximately 49% of the respondents 
holding at least a college degree. Sixty eight per cent are married or in a common-law 
marriage and 43% and 37% have a monthly ÆÁÍÉÌÙ ÉÎÃÏÍÅ ÂÅÔ×ÅÅÎ ρȢςυπΌ ÁÎÄ ςȢτωωΌ ÁÎÄ 
ÏÖÅÒ ςȢυππΌȟ ÒÅÓÐÅÃÔÉÖÅÌÙȢ  
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Figure 1 presents the mean values of the 18 items related to rural tourism and the 
environment. Nature observation is the item with the highest score, followed by walking 
trails, swimming pool and fireplace.  

 
 

 
Figure 1 ɀ )ÔÅÍÓȭ ÍÅÁÎ ÖÁÌÕÅÓ 
 
A factor analysis was conducted using the principal component method and varimax 

rotation procedure in order to extract the sub dimensions of the items. The Kaiser-Meyer-
Olkin statistic (KMO) presented a value of 0.874 and the Bartlett test presented a level of 
significance equal to 0.000, indicating that the correlation matrices were suitable for factor 
analysis.   

A principal component extraction was used, after which the number of factors was 
determined by the number of eigenvalues greater than one. In addition, all items with a factor 
loading above 0.5 were included.  

4ÈÅ #ÒÏÎÂÁÃÈȭÓ ÁÌÐÈÁ ÖÁÌÕÅÓ ÉÎÄÉÃÁÔÅÄ ÔÈÁÔ ÔÈÅ ÒÅÌÉÁÂÉÌÉÔÙ ÏÆ ÅÁÃÈ ÓÃÁÌÅ ×ÅÒÅ ÇÏÏÄȟ ÓÉÎÃÅ 
the three factors presented a value above 0.80. The Principal Component Analysis produced a 
three-factor solution explaining 59.024% of the variance, as shown in Table1. 

Table 1 shows the weights of the variables on each factor. Factor 1, explaining 22.577% 
ÏÆ ÔÈÅ ÔÏÔÁÌ ÖÁÒÉÁÎÃÅȟ ÉÓ ÃÏÍÐÏÓÅÄ ÏÆ ÖÁÒÉÁÂÌÅÓ ÒÅÌÁÔÅÄ ÔÏ ÔÈÅ ÁÃÃÏÍÍÏÄÁÔÉÏÎÓȭ ÁÍÅÎÉÔÉÅÓȢ 4ÈÅ 
second factor, which explains 18.244% of the total variance, is related to outdoor sports and 
factor 3, which explains 18.203% of the total variance, is related to outdoor activities.  
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Table 1 - Rotated Component Matrixa 

 Component 

1 2 3 
Bar ,715   
Internet  ,666   
Theme parties ,656   
Recreation room ,654   
Fireplace ,627   
Traditional games ,609   
Sale of regional products ,572   
Hunting  ,818  
Fishing  ,751  
Jeep Tours  ,749  
Mini Golf  ,627  
Horse Riding  ,566 ,532 
Tennis  ,550  
Walking Trails   ,782 
Nature Observation   ,765 
Bikes/Mountain Bikes   ,612 
Swimming Pool   ,562 
Picnics   ,528 
Eigenvalues 4.064 3.284 3.277 
Variance (%) 22.577 18.244 18.203 
Cumulative Variance (%) 22.577 40.821 59.024 
Cronbach's Alpha 0.847 0.837 0.834 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 8 iterations. 

 
The three factors obtained can therefore serve as a support to strategic decisions 

ÍÁËÅÒÓȢ 4ÈÅ ÆÉÒÓÔ ÆÁÃÔÏÒ ÉÓ ÒÅÌÁÔÅÄ ÔÏ ÔÈÅ ÁÃÃÏÍÍÏÄÁÔÉÏÎÓȭ ÁÍÅÎÉÔÉÅÓȢ 4ÏÕÒÉÓÔÓ ÖÁÌÕÅ ÔÈÅ ÂÁÓÉÃ 
amenities such as recreation room, bar and a fireplace. However, it is regarding the other 
factors that rural tourism providers can distinguish themselves among other types of 
accommodation. Indeed, the second and third factors - outdoor sports and outdoor activities ɀ 
are factors that are valued by tourists. Rural Tourism has the ideal environment to provide 
tourists with nature and outdoor related activities and sports and should not be neglected by 
rural tourism managers.  

 
Discussion and Conclusions  

Rural tourism plays an important role in achieving not only economic and social 
development but also rural regeneration (Sharpley, 2002). In order to achieve such 
development, rural tourism providers need to increase occupancy rates. Understanding 
ÔÏÕÒÉÓÔÓȭ ÐÒÅÆÅÒÅÎÃÅÓ ÉÓ ÅÓÓÅÎÔÉÁÌ ÉÎ ÔÏÕÒÉÓÍ ÐÌÁÎÎÉÎÇ ÁÎÄ ÍÁÒËÅÔÉÎÇ ÅÆÆÏÒÔÓȢ  

This study has identified a number of factors that are considered important by tourists 
in choosing a particular accommodation. Rural tourism providers should consider these 
factors in order to adjust their supply to demand. The three factors identified can serve as a 
support to making strategic decisions. Indeed, the preferences found in this study show that 
tourists expect basic amenities, but also look for sport and nature related activities. Rural 
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tourism can easily compete with other types of accommodations, since it has the ideal 
environment to satisfy the needs of potential tourists. Rural tourism marketing strategies 
should be focused on showing tourists all they have to offer. 

One limitation of this study is related to the small sample size and the fact that it was 
conducted in one country. Therefore, generalizations should be made with caution. Future 
work should extend the preferences of tourists from other countries in order to promote 
Portuguese Rural Tourism in the International market. Another line of investigation could be 
examining the viability of niche segments to increase profitability. For instance, given that 
tourists choices are increasingly influenced by sustainability considerations (UNWTO, 2012) 
and that eco-friendly tourists earn more money (Dolnicar, Crouch & Long, 2008), rural 
tourism providers should adopt sustainable tourism practices in order to attract this segment. 
Given that other factors are crucial in developing and promoting rural tourism and involve 
more than just rural tourism managers competing by themselves (Wilson, Fesenmaier, 
Fesenmaier & Van Es, 2001), future research could also examine best practices in Rural 
Tourism and involve other stakeholders, such as local government and local businesses.  
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Introduction  
Tourists seek experiences which are different from their regular environment and daily 

routine life (Cohen, 1979; MacCannell, 1973). Various authors also argue that experiences 
result in positive customer behaviors such as satisfaction. However since it is intangible, 
measuring a vacation experience and its relationship with satisfaction are challenging tasks 
(Cetin & Dincer, 2014; Guzel, 2014; Neal & Gursoy, 2008).Package tours are also significant 
part of commercial tourism industry. However experiential characteristics of organized travel 
services have so far been neglected in the literature. The aim of this study is to present the 
relationships between experiential attributes of package tours and tourist satisfaction. 
Therefore the study tries to explore the answers of two main questions. First, what are the 
relationships between experiential factors and package tour satisfaction and second, how 
strongly these factors affect tourist satisfaction. 

 
Literature Review  

A substantial number of studies attempted to establish items that influence tourist 
experiences. According to Pine and Gilmore (1999) there are four dimensions of experiences: 
entertainment,educational, aesthetic, and escapist experiences. Education experiences are 
discussed as interactive engagement of body and mind on events, activities and perceptions 
that are acquired from the destination (Oh, Fiore, & Jeoung, 2007). Esthetic experience 
ÄÉÍÅÎÓÉÏÎ ÒÅÆÅÒÓ ÔÏ ÔÏÕÒÉÓÔÓȭ ÔÅÎÄÅÎÃÙ ÔÏ ÔÁËÅ ÐÌÅÁÓÕÒÅ ÆÒÏÍ ÂÅÁÕÔÙ ÁÎÄ ÈÁÒÍÏÎÙÉÎ ÔÈÅ 
destination. The entertainment experience is related to events that amuse a customer. 
%ÓÃÁÐÉÓÔ ÓÐÈÅÒÅ ÏÆ ÅØÐÅÒÉÅÎÃÅÓ ÏÎ ÔÈÅ ÏÔÈÅÒ ÈÁÎÄ ÉÎÃÌÕÄÅ ÔÏÕÒÉÓÔÓȭ ÓÔÒÏÎÇ ÄÅÓÉÒÅ ÆÏÒ Á ÃÈÁÎÇÅ 
and to attempt something new and different. In this study experience economy concepts (four 
realms of experience) which are extended by Oh et al. (2007) were modified and applied on 
package tourists. 

The package tour is an assembly of different products and services arranged by a tour 
organizer (e.g. tour operator) which includes services such as transportation, sight-seeing, 
food and lodging services. Tour organizers usually charge these services at an inclusive price 
(Bowie & Chang, 2005). Package tours particularly have become popular for specific tourism 
market segments (Mancini, 1996) such as cultural and heritage tourism as well as other 
special interest tours. A package tour is a reasonable and effective way for tourists to travel in 
a relatively safe way to other destinations, to visit various places on a trip in a short period, to 
have reliable and convenient services (Enoch, 1996). 

Individual services that make up the package tour determine whether tourists feel 
satisfied or dissatisfied at the end of their trip (Xu. & Chan, 2010). Poor service experiences 
such as late transfers, small rooms, limited food services and other below par touristic 
services could bring about an overall negative experiencefrom the destination. Bowie and 
Chang (2005) ÁÌÓÏ ÓÔÁÔÅÄ ÔÈÁÔ ÐÁÃËÁÇÅ ÔÏÕÒÉÓÔÓȭ ÓÅÒÖÉÃÅ ÅØÐÅÒÉÅÎÃÅÓ ÏÆ ÈÅÄÏÎÉÓÍ ÁÎÄ 



Tourism engagement: co-creating well-being. Proceedings of the 6th Advances in Tourism Marketing Conference 

 

44 
 

enjoyment impact their satisfaction. Satisfaction has also been thought as the balance 
between expectation and experience and considered as an important antecedent of future 
patronage and recommendation behavior (Pearce, 2005). However it is harder to define 
satisfaction solely based on experiences (Cetin & Walls, 2015). Satisfaction can be considered 
as an outcome of tourist experience but tourist do not travel just to be satisfied, there is a 
deep motivation for memorable experiences. Therefore experiences can also be regarded as a 
factor influencing satisfaction. 

Various researchers have argued that the role of quality of tourist experience is related 
to overall tourist satisfaction (Cole & Scott, 2004; Kao, Huang, & Wu, 2008). Satisfaction from 
overall experiences is affected by satisfaction with individual services (Chan, 2004). Moreover 
experiences also considered to create an additional value to the customer which is also 
referred to as experiential value (Cetin, Akova & Kaya, 2014). Despite there seems to be a 
close relationship between tourist experience and satisfaction, no previous study explored 
this relationship in a package tour setting. This study aims to analyze the package tour 
experiences and their impact tourist satisfaction. 

 
Methodology  

A questionnaire was developed based on a review of prior studies on tourist 
ÅØÐÅÒÉÅÎÃÅÓȢ 0ÉÎÅ ÁÎÄ 'ÉÌÍÏÒÅȭÓ (1999) experience economy concepts (escape, education, 
entertainment and aesthetics) were adopted to define experiential factors of a package tour. 
As experiences are also discussed as memorable perceptions (Cetin & Bilgihan, 2015), 
activities and feelings, memorability of experiences were also measured. The first part of the 
questionnaire comprised package tour experience dimensions, the second part consisted of 
satisfaction ratings and third section included demographic and tripographic information. 
Data was collected through a self-administrated survey conducted on 120 respondents. 
Collection of data took three weeks between November and December, 2014 in old city 
(Sultanahmet) district of Istanbul.  

 
Results  

Among the 120 subjects in the study, 113 (%94) valid questionnaireswere used during 
data analysis.  First descriptive statistics were obtained and frequencies were extracted. 60.2 
percent of the respondents were male. The majority of the respondents (41%) were between 
21 and 30 years of age. 43.4 percent had a household income between 10.000 and 50.000 USD 
per year and 75.2 percent were university graduates. They were mainly from Europe (45%), 
Fareast (24%), and North America (17%).  

In order to measure reliability Cronbach's alpha was calculated for the variables 
measuring experience (independent variable) and satisfaction (dependent variable) 
dimensions. Both experience (ɻ=0.92) and satisfaction (ɻ=0.82) items reliability coefficients 
×ÅÒÅ ÁÂÏÖÅ ÁÃÃÅÐÔÁÂÌÅ ÌÅÖÅÌȢ  4ÈÅÎ 0ÅÁÒÓÏÎȭÓ #ÏÒÒÅÌÁÔÉÏÎ ×ÁÓ ÕÓÅÄ ÔÏ ÅØÐÌÏÒÅ ÔÈÅ ÒÅÌÁÔÉÏÎÓÈÉÐ 
between experiential attributes and satisfaction. Table 1 reflects the relationship between 
package tour experience items and satisfaction. Considering satisfaction the most important 
ÐÁÃËÁÇÅ ÔÏÕÒ ÅØÐÅÒÉÅÎÃÅ ÉÔÅÍÓ ÁÒÅ ÁÓ ÆÏÌÌÏ×Óȡ Ȱthe package tour experience was highly 
ÅÄÕÃÁÔÉÏÎÁÌ ÔÏ ÍÅȱ ɉÒЀπȢυρɊȟȰÔÈÅ ÁÔÔÒÁÃÔÉÏÎÓ ×ÅÒÅ ÐÒÅÔÔÙ ÅØÃÉÔÉÎÇ ÄÕÒÉÎÇ ÔÈÅ ÔÏÕÒȱ 
ɉÒЀπȢυχɊȟȰÔÈÅ ÓÅÔÔÉÎÇÓ ×ÅÒÅ ÆÕÎ ÔÏ ÓÔÁÒÅ ÁÎÄ ×ÁÔÃÈ ÄÕÒÉÎÇ ÔÈÅ ÔÏÕÒȱ ɉÒЀπȢυπɊȟÁÎÄ Ȱtime flew by 
during the tour (r=0.44). All three items reflecting memorability of experiences were also 
found to be significantly related to satisfaction. 
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Table 1: Relationship between package tour experience and satisfaction  

Experiential Factors Mean Satisfaction 

Education Factors 
Package tour experience has made me more knowledgeable 

 
3.93 

 
0.28** 

I learned a lot during the tour 3.92 0.47** 

The package tour stimulated my curiosity to learn new things 3.96 0.44** 
The package tour experience was highly educational to me 3.73 0.51** 

The package tour experience really enhanced my skills 
Esthetics Factors 

3.44 
 

0.45** 

I felt a real sense of harmony during the tour 3.65 0,52** 

It was fun to meet and interact with others during the tour 3.88 0.36** 

Just being here was very pleasant during the tour 4.12 0.47** 

The attractions were pretty exciting during the tour 4.16 0.57** 
The settings were very attractive during the tour 4.01 0.49** 
The selection of sights, the hotels and restaurants really showed 
attention to detail 

3.69 0.47** 

The settings provided pleasure to my senses 
Entertainment Factors 

3.88 
 

0.38** 

Activities of others and the guides were amusing to attend 3.66 0.35** 
I really enjoyed watching the environment during the tour 4.20 0.27** 

The settings were fun to stare and watch during the tour 3.96 0.50** 
The physical settings was boring to watch during the tour 
Escapist Factors 

2.12 
 

0.40** 

I felt I played a different character during the tour 2.98 0.22** 
I felt like I was living in a different time or place 3.45 0.30** 

The experiencelet me imagine being someone else 3.03 0.29** 
I completely escaped from reality during the tour 3.19 0.17** 

I totally forgot about my daily routine during the tour 3.72 0.20** 
Time flew by during the tour 
Memory  

3.92 
 

0.43** 

I will have wonderful memories after the tour 4.19 0.63** 
I will remember many positive things after the tour 4.17 0.64** 

) ×ÏÎȭÔ forget my experiences after the tour 4.26 0.56** 
*Correlation is significant at p < 0.05 level (two tailed); **correlation is significant at p < 0.01 level (two 

tailed). 

 
Conclusion  

The purpose of this study was to examine how the package tour experiences affect 
tourist satisfaction. After analysis of data based on 113 responses, it was found that tourist 
experience dimensionsare positively and significantly correlated with satisfaction from 
package tours. To conclude this study strengthened the idea the hypothesis that package tour 
satisfaction is related to the quality of experiences acquired during the trip at the 
destinationand memorability of these perceptions are important.Thus, service providers and 
ÐÁÃËÁÇÅ ÔÏÕÒ ÏÒÇÁÎÉÚÅÒÓ ÃÏÕÌÄ ÕÓÅ ÔÈÅ τ%ȭÓ ÏÆ ÅØÐÅÒÉÅÎÃÅÓ ÔÏ ÃÒÅÁÔÅ ÍÅÍÏÒÁÂÌÅ ÓÅÒÖÉÃÅÓ ×ÈÉÃÈ 
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in turn would satisfy their clients. For example aesthetic dimensions of the tour might be 
emphasized by visiting natural and culturally unique places that offer esthetic beauty.Also, 
frontline employees (e.g. guides) of tour operators should be trained for information 
dissemination and social interaction which would edutain customers. Implying authentic 
details that represent locality in the itinerary would also trigger escapist experiences. This 
study is a preliminary study of a larger research that will involve a larger sample. The second 
stage of the study because it will involve a larger sample is planned to involve multivariate 
analysis that would better define the importance of factors that affect tourists, package tour 
experiences.  
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Introduction  
The spa and wellness industry is a multi-trillion dollar global industry that has expanded 

exponentially over the past decade and will continue to expand (Global Spa Summit, 2010).  
Research has revealed that tourists are increasingly opting to incorporate spa and wellness 
activities into their travel plans that directly aim to enhance their sense of well-being (Smith & 
0ÕÃÚËĕȟ ςππωɊȢ 4ÈÅÒÅ ÉÓ Á ÎÅÅÄ ÔÏ ÕÎÄÅÒÓÔÁÎÄ ÔÏÕÒÉÓÔÓȭ ÍÏÔÉÖÁÔÉÏÎÓ ÁÎÄ ÏÕÔÃÏÍÅÓ ÉÎ ÏÒÄÅÒ ÔÏ 
inform the industry how to better understand their clientele. Therefore, the purpose of this 
study was to develop and test a theoretical model of spa experience.  Based on a thorough 
review of the literature the model included: (1) spa motivations as the independent variable; 
(2) experience and well-being as both a mediating and dependent variable; and, (4) loyalty as 
the ultimate dependent variable.  

 
Literature Review  

Motivations are the initial stimuli that incite decision-making processes (Crompton, & 
McKay, 1997).  While much work has been done to understand the motivations for tourism 
destinations, very little work has focused on the spa and wellness industry. One exception is 
the work by Voigt, Brown, & Howat (2011). In their study, they found that there were six 
benefits factors for spa and wellness tourists, including transcendence, physical health and 
appearance, escape and relaxation, important others, and novelty; re-establish, self-esteem, 
and indulgence. 

%ØÐÅÒÉÅÎÃÅ ÉÓ ÃÏÎÃÅÐÔÕÁÌÉÚÅÄ ÁÓ ÔÈÅ ÃÕÓÔÏÍÅÒÓȭ ÅÎÊÏÙÍÅÎÔ ÏÆ Á ÓÅÒÉÅÓ ÏÆ ÍÅÍÏÒÁÂÌÅ 
events that are staged by the company providing them in order to engage the consumer in a 
ÐÅÒÓÏÎÁÌ ×ÁÙ ɉ0ÉÎÅ Ǫ 'ÉÌÍÏÒÅȟ ρωωωɊȢ )Ô ÉÓ ȰÔÈÅ ÓÕÍ ÔÏÔÁÌ ÏÆ ÔÈÅ ÆÕÎÃÔÉÏÎÁÌ ÁÎÄ ÅÍÏÔional 
ÏÕÔÃÏÍÅ ÄÉÍÅÎÓÉÏÎÓ ÏÆ ÁÎÙ ËÉÎÄ ÏÆ ÓÅÒÖÉÃÅȱ ɉ3ÁÎÄÓÔÒÏÍȟ %ÄÖÁÒÄÓÓÏÎȟ +ÒÉÓÔÅÎÓÓÏÎȟ Ǫ 
-ÁÇÎÕÓÓÏÎȟ ςππψȟ ÐȢρρψɊȢ /Èȟ &ÉÏÒÅ ÁÎÄ *ÅÏÕÎÇ ɉςππχɊ ÁÄÏÐÔÅÄ 0ÉÎÅ ÁÎÄ 'ÉÌÍÏÒÅȭÓ ÅØÐÅÒÉÅÎÃÅ 
model and developed an experience measurement scale consisting of four categories: 
education, entertainment, esthetic, and escapism. The researchers found a high positive 
correlation between experience and the other key marketing outcome variables such as 
satisfaction and loyalty (Oh et al., 2007).  

Existing tourism literature has examined the relationship between motivation and 
satisfaction from various perspectives (Dunn Ross, & Iso-Ahola, 1991; Oliver, 2010). Yoon and 
Uysal (2005) maintain that motivation indirectly affects loyalty through satisfaction. Similarly, 
other studies found a positive relationship between motivation and behavioral intention with 
the mediating effect of other evaluative variables such as destination image and past 
experience (Baloglu, 2000; Huang & Hsu, 2009).  Experience, conceptualized as a post-
consumption evaluative construct was significantly correlated with satisfaction (Oh, et al., 
2007). Given the significant relationship between motivation and satisfaction, it is proposed 
that motivation significantly affects loyalty through experience.  
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Subjective well-ÂÅÉÎÇ ÉÓ ÄÅÆÉÎÅÄ ÁÓ ÔÈÏÓÅ ÐÈÅÎÏÍÅÎÁ ÔÈÁÔ ÃÏÍÐÒÉÓÅ ÁÎ ÉÎÄÉÖÉÄÕÁÌȭÓ 
emotional responses, domain satisfactions, and holistic decisions about life satisfaction 
(Diener, Suh, Lucas, & Smith, 1999). Tourism literature has shown that various types of well-
ÂÅÉÎÇȟ ÉÎÃÌÕÄÉÎÇ ÐÈÙÓÉÃÁÌȟ ÅÍÏÔÉÏÎÁÌ ÁÎÄ ÓÐÉÒÉÔÕÁÌȟ ÃÁÎ ÂÅ ÅÎÈÁÎÃÅÄ ÂÙ Á ÔÏÕÒÉÓÔȭÓ ÔÒÉÐ ɉ5ÙÓÁÌȟ 
Sirgy, & Perdue, 2012). The major psychological benefits of leisure and tourism activities are 
to allow tourists to escape from their routine stressful environment and seek recreational 
opportunities (Mannell & Iso-Ahola, 1987). It is reasonable to expect that the more positive 
ÔÈÅ ÃÕÓÔÏÍÅÒȭÓ ÓÐÁ ÅØÐÅÒÉÅÎÃÅȟ ÔÈÅ ÇÒÅÁÔÅÒ ÔÈÅÉÒ ÓÕÂÊÅÃÔÉÖÅ ×ÅÌÌ-being.  

A model was developed based on literature review, which posits that spa motivations 
will have an impact on spa experience which, in turn, influences subjective well-being and 
loyalty towards the spa. Subjective well-being was also proposed to impact loyalty, as well. 

 
Method  

Sample  
An online survey was administered in September, 2013. A panel sample was selected 

using a database provided by Qualtrics. Qualtrics is an online survey building and distribution 
platform that enables researchers to create and distribute surveys to targeted respondents. 
Potential respondents are sent an email invitation informing them that the survey is for 
research purposes only, how long the survey is expected to take, and what incentives are 
available. Members may unsubscribe at any time. To avoid self-selection bias, the survey 
invitation does not include specific details about the contents of the survey.  For this study, 
respondents were drawn from a national database.  An email was sent to all the panel 
members who were required to be adults over the age of 18 and used the services of a spa 
within the last six months. The researchers did not distinguish between types of spa (e.g., day 
ÓÐÁȟ ÒÅÓÏÒÔ ÓÐÁɊ ÁÓ ÔÈÅÙ ×ÅÒÅ ÉÎÔÅÒÅÓÔÅÄ ÉÎ ÐÒÏÆÉÌÉÎÇ ÃÕÓÔÏÍÅÒȭÓ ÅØÐÅÃÔÁÔÉÏÎÓ ÏÆ ÔÈÅÉÒ 
motivations and experiences along with subjective well-being and loyalty in the spa service 
setting as a whole. Qualified participants were invited to take the survey via a link contained 
in the email. A total of 400 participants completed the survey within two weeks of data 
collection.  

Instrument  
The survey was comprised of four measures (motivation, experience, subjective well-

ÂÅÉÎÇȟ ÌÏÙÁÌÔÙɊ ÁÄÁÐÔÅÄ ÆÒÏÍ ÐÒÅÖÉÏÕÓ ÒÅÓÅÁÒÃÈȟ ×ÉÔÈ ÁÃÃÅÐÔÁÂÌÅ #ÈÒÏÎÂÁÃÈÓȭ ÁÌÐÈÁÓ ɉȢχπ-.90) 
that used Likert scales. Motivation consisted of twenty-four items (Voigt, et al., 2011) that 
asked respondents to indicate the importance of the reasons they chose to visit the spa 
ɉÅȢÇȢȟȰÔÏ ÂÅ ÁÔ ÐÅÁÃÅ ×ÉÔÈ ÍÙÓÅÌÆȟȱ ÁÎÄ ȰÔÏ ÔÒÅÁÔ ÍÙ ÂÏÄÙ ×ÅÌÌȢȱɊ 4ÅÎ ÅØÐÅÒÉÅÎÃÅ ÉÔÅÍÓ ɉ/Èȟ ÅÔ 
al., 2007) asked respondents to rate their level of agreement with statementÓ ÌÉËÅȟ ȰÔÈÅ 
ÅØÐÅÒÉÅÎÃÅ ÈÁÓ ÍÁÄÅ ÍÅ ÍÏÒÅ ËÎÏ×ÌÅÄÇÅÁÂÌÅȟȱ ÁÎÄ Ȱ) ÈÁÖÅ ×ÏÎÄÅÒÆÕÌ ÍÅÍÏÒÉÅÓ ÁÂÏÕÔ ÍÙ 
ÓÐÁ ÖÉÓÉÔȢȱ 4ÈÅ ×ÅÌÌ-being measure comprised three items representing emotional well-being 
(McCabe & Johnson, 2012) where individuals were asked to rate the extent to which their spa 
ÖÉÓÉÔ ÃÏÎÔÒÉÂÕÔÅÄ ÔÏ ȰÈÁÐÐÉÎÅÓÓȟȱ ȰÍÙ ÐÏÓÉÔÉÖÅ ÆÅÅÌÉÎÇÓ ÁÂÏÕÔ ÍÙÓÅÌÆȟȱ ÁÎÄ ȰÍÙ ÅÍÏÔÉÏÎÁÌ ×ÅÌÌ-
ÂÅÉÎÇȢȱ &ÉÎÁÌÌÙȟ ÔÈÒÅÅ ÌÏÙÁÌÔÙ ÉÔÅÍÓ ×ÅÒÅ ÕÓÅÄ ɉ"ÁÌÏÇÌÕȟ ςππςɊ ÓÕÃÈ ÁÓ Ȱ) ×ÏÕÌÄ ÒÅÖÉÓÉÔ ÔÈÅ ÓÐÁȟȱ 
Ȱ) ×ÏÕÌÄ ÂÕÙ ÁÄÄÉÔÉÏÎÁÌ ÐÒÏÄÕÃÔÓ ÏÒ ÓÅÒÖÉÃÅÓ ÆÒÏÍ ÔÈÅ ÓÐÁȟȱ ÁÎÄ Ȱ) ×ÏÕÌÄ ÒÅÃÏÍÍÅÎÄ ÔÈÉÓ ÓÐÁ 
ÔÏ ÆÒÉÅÎÄÓȢȱ  

Data analysis   
Exploratory factor analysis (EFA) was used to define the underlying structure of the 

motivations and spa experience measures. The procedures utilized were principal component 
analysis with varimax rotation, both the latent root and Scree Test criteria to identify the 
number of components (Hair et al., 2010). Structural equation modeling, using AMOS 20, was 
conducted to test the proposed measurement and structural model. Composite reliabilities 
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and validity measures were obtained, and nomological, convergent, and discriminant validity 
of the constructs were assessed. 

 
Results 

The motivations for spa benefits were factor analyzed using principal component 
analysis with varimax rotation.  Five motivation components emerged:  self-improvement 
(SIM), shared/new experience (SNE), de-stress (DES), solitude (SOL), and self-indulgence 
(SIN). The same exploratory factor analysis (EFA) procedures were used to identify the 
ÃÏÍÐÏÎÅÎÔÓ ÏÆ ÓÐÁ ÅØÐÅÒÉÅÎÃÅȢ  4×Ï ÃÏÍÐÏÎÅÎÔÓ ÅÍÅÒÇÅÄ ÁÎÄ ÌÁÂÅÌÅÄ ÁÓ Ȱ!ÆÆÅÃÔÉÖÅ -ÅÍÏÒÙȱ 
ÁÎÄ Ȱ,ÅÁÒÎÉÎÇ %ÎÈÁÎÃÅÍÅÎÔȢȱ  

The initial run of the model showed adequate fit indices (normed ʔ2 = 2.95; CFI = 0.87; 
RMSEA = 0.07) except for the CFI as it was slightly below the suggested threshold of 0.90. 
!ÆÔÅÒ ÄÒÏÐÐÉÎÇ ÏÎÅ ÍÏÔÉÖÁÔÉÏÎ ÉÔÅÍȟ ȰÔÏ ÏÖÅÒÃÏÍÅ ÈÅÁÌÔÈ ÐÒÏÂÌÅÍÓȱ ÂÅÃÁÕÓÅ ÏÆ Á ÌÏ× 
correlation with the remaining items of the construct and allowing a couple of strong error 
covariances within the same constructs as suggested by the modification indices and 
reasonably justified, the fit indices were acceptable based on the suggested threshold values 
(normed ʔ2 = 2.74, CFI = 0.90; RMSEA = 0.06). The study assessed convergent and 
discriminant validity based on the guidelines provided by Joreskog and Sorbom (1996) and 
Hair et al. (2010). The average variance extracted (AVEs) were above the 0.50 threshold 
except for emotional subjective well-being (SWB) which was slightly below (0.48) the 
suggested value. However, all AVE estimates exceeded the squared correlations between pairs 
of constructs, providing support for convergent and discriminant validity.  

All individual t values were significant with no offending estimates (Reisinger & Turner, 
1999). In addition, no sign of multicollinearity was detected that would adversely affect the 
accuracy of results (Grewal, Cote, & Baumgartner, 2004). The findings also showed strong 
support for nomological validity (Malhotra, 1999) as most path coefficients were significant 
(p < .05) and in the expected theoretical direction. 

Spa experience was strongly related to motivations for spa visits. Self-Improvement 
motivation had a significant impact on Affective Memory (0.37, p < .001) and Learning 
Enhancement (0.39, p < .001) spa experiences. Shared/New experience and self-indulgence 
motivations significantly influenced learning enhancement experience (p < .001). De-stress 
motivation had a significant impact on affective memorable experience (0.28, p < .01). 
Affective memorable experience positively influenced emotional subjective well-being (0.38, p 
< .001).  In return, both affective memorable experience (.54) and emotional SWB (.45) had a 
direct and positive impact on spa loyalty at 0.001 probability level.  The impact of affective 
memorable experience on loyalty was found to be greater than that of emotional subjective 
well-being.   

 
Discussion  

This study contributes to the knowledge advancement in the tourism literature and 
industry in two ways. First, it examines the motivations that drive individuals to purchase 
spa/wellness services. Second, the study explores the interrelationship among motivation, 
experience, subjective well-being and loyalty, providÉÎÇ Á ÃÏÍÐÒÅÈÅÎÓÉÖÅ ÌÏÏË ÁÔ ÃÏÎÓÕÍÅÒÓȭ 
decision-making processes. 

Perhaps the most important finding is that the memorable spa experience is a greater 
predictor of loyalty than is the subjective well-being experienced by the spa patron. 
Accordingly, spa managers should tailor their services to facilitate lasting memories for the 
guest. Staff should be trained to ask questions regarding the expected spa experience and then 
create a spa experience that meets or exceeds those communicated expectations.  It was found 
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that motivations influence the spa experience. Spa operators should ask customers the reason 
for their visit and the benefits sought. By understanding the relationship between motivation, 
experience, subjective well-being and loyalty, spa managers will be able to better tailor the 
goods and services provided in their businesses to meet and exceed the expectations of their 
clientele. Moreover, the relationship between and among these concepts may allow spa 
managers to create the type of experience necessary to enhance the subjective well-being of 
their customers and ultimately result in customer loyalty.  
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Introduction  

This abstract presents the explorative phase of a future study concerning wellbeing in 
wildlife experiences. The objective is to explÏÒÅ ÔÈÅ ÃÏÎÃÅÐÔ ÏÆ ×ÅÌÌÂÅÉÎÇ ÌÉÎËÉÎÇ ÔÈÅ ÔÏÕÒÉÓÔÓȭ 
wellbeing to the wellbeing of the involved animals.  

The motivation for studying this topic is related to the potential relevance that such an 
interconnected way of viewing wellbeing could have in terms of animal protection. The idea is 
to move from the view of animal protection as an element that limits the tourism experience, 
toward a more positive approach where animal protection is an enriching element.   

 
Literature Review  

The theoretical approach of this study is related to the view of the consumer experience 
value as emerging from a complex process where both the consumer and the provider actively 
participate (Prahalad & Ramaswamy, 2004; Grönroos, 2012).  Within such a view, the value is 
ÃÒÅÁÔÅÄ ÔÈÒÏÕÇÈ Á ÊÏÉÎÔ ÐÒÏÃÅÓÓ ÔÈÁÔ ÃÁÎ ÂÅ ÄÅÓÃÒÉÂÅÄ ÁÓ Á ȰÍÅÒÇÅÄ ÄÉÁÌÏÇÉÃÁÌ ÐÒÏÃÅÓÓȱ 
(Grönroos & Voima, 2013: 141). 

Such a perspective has been applied to tourism. Among other factors, the experience 
value has been here described as emerging from the on-site interactions of the 
tourists/recreationist with the physical and socio-cultural context, and depending on the 
toÕÒÉÓÔȾÒÅÃÒÅÁÔÉÏÎÉÓÔȭÓ ÓÅÔ ÏÆ ÃÏÎÄÉÔÉÏÎÓ ÁÎÔÅÃÅÄÅÎÔÓ ÔÈÅ ÅØÐÅÒÉÅÎÃÅ ÁÓ ×ÅÌÌ ÁÓ ÈÉÓȾÈÅÒ 
physical, mental and emotional engagement (Mossberg, 2007; Binkhorst & Den Dekker, 2009; 
Prebensen et al., 2014).  The premise for facilitating this process is a good understanding of 
the value associated to a specific experience. 

This study focuses on the value of wellbeing in wildlife experiences from the perspective 
of the tourists, and aims to gain a better understanding of this value in a direction that is here 
qualified as empathic. 

 
Experiencing wellbeing in natural environments  
The concept of wellbeing can be described referring to a hedonic aspect, i.e. 

experiencing pleasure and happiness, and a eudaimonic aspect, i.e. experiencing a sense of 
meaning and self-realization (Ryan & Deci, 2001). Scholarly contributions from various fields 
have qualified natural experiences as potential sources of wellbeing in both these senses 
(Kaplan, 1995; McDonad et al., 2009; Fredman & Tyrvainen, 2010; Little, 2012; Keninger et al. 
2013; Russel et al. 2013). Some scholars have highlighted the existence of an innate human 
ÁÔÔÒÁÃÔÉÏÎ ÔÏ×ÁÒÄÓ ÔÈÅ ÎÁÔÕÒÅȟ Á ÓÏÒÔ ÏÆ ȰÅÃÏÌÏÇÉÃÁÌ ÉÄÅÎÔÉÔÙȱ ÔÈÁÔ ÃÁÎ ÌÅÁÄ ÔÏ ÐÒÏ-
environmental attitudes and behaviours (Wilson, 1984; Nisbet et al., 2011).   

The hedonic and eudaimonic aspects of wellbeing have been commented in some 
tourism studies (Moscardo, 2009; Filep, 2013; Björk, 2014). Tourist wellbeing has been 
related also to specific values, among which stewardship (Filep, 2012). In this sense, 
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wellbeing in nature-based experiences can be associated to the feeling of engaging in 
something meaningful and having some responsibility towards the natural environment. 

In line with these reflections, it can be said that experiencing the nature during wildlife 
activities can promote wellbeing in a way that includes both hedonic and eudaimonic aspects. 
But wildlife experiences are also about experiencing the animals: how can wellbeing be 
conceptualized in relation to animal encounters? 

 
Animal encounters  
Human-animal studies is a growing discipline focused on the understanding of animals 

in the context of the human society (DeMello, 2012). Although the interest in discussing the 
use of animals is still scarce among tourism scholars, some studies have investigated animal 
encounters and some of them have adopted an experiential approach (Fennel, 2012). 

In the case of domesticated animals, the central role played by the animals has been 
discussed. Particular relevance has been recognized to the tourist-animal interactions, 
suggesting a conceptualization of the animals as active co-creators of tourism value 
(Mathinsen, 2013; Bertella, 2014; Eide & Mossberg, 2014). 

Shifting the focus on wild animals, some scholars have observed that also in this case the 
tourist -animal interactions can provoke profound emotions, including a sense of affinity 
and/or connectedness with the animals (DeMares & Krycka, 1998; Schanzel & McIntosh, 
2000; Beardsworth & Bryman, 2001; Webb & Drummond, 2001; Curtin, 2009; Smith et al., 
2011). 

 
The empathic aspect of wellbeing in wildlife experiences  
The hedonic and eudaimonic aspects of animal-encounters can be related to the ethic of 

care tradition and the consideration of the animal-human relations within such tradition. The 
ethic of care scholars emphasize the sense of connectedness between human and animals and 
the moral obligations that humans have towards animals (Donovan & Adams, 2007). In this 
perspective, the concept of empathy, i.e. the capacity to recognize and share the emotions felt 
by others (in this case the animals), is central. 

Applying these ideas to wildlife experiences, wellbeing can be experienced as a sense of 
connectedness, caring attitudes and responsibility towards the animals. Such a view of 
wellbeing can be qualified as empathic. The empathic aspect of wellbeing in the context of 
×ÉÌÄÌÉÆÅ ÅØÐÅÒÉÅÎÃÅÓ ÉÓ ÁÂÏÕÔ ÆÅÅÌÉÎÇ ÈÁÐÐÙ ×ÈÅÎ ÅØÐÅÒÉÅÎÃÉÎÇȾ×ÉÔÎÅÓÓÉÎÇ ÔÈÅ ÁÎÉÍÁÌÓȭ 
wellbeing and, at the same time, feeling that our behaviour contributes to such wellbeing.  

The aim of this study is to better understand the empathic aspect of wellbeing in wildlife 
experiences. The research question is: to which extent and how do wildlife tourists experience 
empathic wellbeing? 

 
Method  

A case study concerning whale watching is conducted. Whale watching is selected based 
on d the presumably high possibility to investigate the empathic dimension of wellbeing 
(Allen, 2014). 

The data collection concerns whale watching in northern Norway and is based on the 
content analysis of TripAdvisor reviews (124). The objective is to identify those reviews 
containing elements that can be related to empathic wellbeing, in particular to the following 
ÔÈÒÅÅ ÔÈÅÍÅÓ ÁÌÒÅÁÄÙ ÅÍÅÒÇÅÄ ÉÎ ÐÒÅÖÉÏÕÓ ÓÔÕÄÉÅÓ ÃÏÎÃÅÒÎÉÎÇ ÃÅÔÁÃÅÁÎÓȡ ÔÈÅ ÔÏÕÒÉÓÔÓȭ 
attentiveness to the animal wellbeing, sense of connectedness and responsibility.  
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Research and Results 
39 reviews were analysed. The findings show that the tourists are attentive to the 

×ÈÁÌÅÓȭ ÃÏÎÄÉÔÉÏÎ ÁÎÄ ÂÅÈÁÖÉÏÕÒ ÁÎÄ ÔÅÎÄ ÔÏ ÉÎÔÅÒÐÒÅÔ ÔÈÅÍ ÉÎ Á ÐÏÓÉÔÉÖÅ ×ÁÙȢ ! ÆÅ× ÔÏÕÒÉÓÔÓ 
describe ÔÈÅ ×ÈÁÌÅÓȭ ÁÃÔÉÖÅ ÂÅÈÁÖÉÏÕÒ ÁÓ Á ȰÓÈÏ×ȱȢ 

#ÏÎÃÅÒÎÉÎÇ ÔÈÅ ÂÅÈÁÖÉÏÕÒȟ ÔÈÅ ÅÌÅÍÅÎÔ ÏÆ ÔÈÅ ÁÎÉÍÁÌÓȭ ÉÎÔÅÎÔÉÏÎÁÌÉÔÙ ÉÓ ÏÂÓÅÒÖÅÄ ÉÎ ÔÈÏÓÅ 
reviews concerning the possibility of the animals to swim away from the boat. This aspect is 
related to the distance betweeÎ ÔÈÅ ÂÏÁÔ ÁÎÄ ÔÈÅ ×ÈÁÌÅÓ ÁÎÄ ÔÈÅ ÔÏÕÒÉÓÔÓ ÁÎÄ ÃÏÍÐÁÎÉÅÓȭ 
ÒÅÓÐÏÎÓÉÂÉÌÉÔÙȢ 3ÅÖÅÒÁÌ ÔÏÕÒÉÓÔÓ ÃÏÍÍÅÎÔ ÏÎ ÔÈÅ ×ÈÁÌÅÓ ÎÏÔ ÂÅÉÎÇ ÐÒÅÓÅÎÔ ȰÏÎ ÄÅÍÁÎÄȱȟ ÁÎÄ 
also on the importance to keep distance from them. On the other hand, the distance is often 
qualified as short and related to a positive visual experience. This is clearly a dilemma. 

Still in terms of responsibility within the tourism context, no tourist mentions the 
possible problems deriving from the sound of the engine or the movements and speed of the 
boat. Responsibility at the individual level was not mentioned neither. One review can be 
related to a collective responsibility in terms of protecting the whales as an endangered 
species. 

Only two reviews can be related to the theme of connectedness. One of these highlights a 
non-anthropocentric worldview.  

 
Discussion and Conclusions  

The results suggest that some aspects of the experience value concerning whale 
watching can be related, at least to a certain degree, to empathic wellbeing. A future study will 
furt her investigate this issue: 

¶ through deep interviews, 
¶ including the element of competence as a complementary aspect of attentiveness, 
¶ exploring how and to which extent the whale-ÅÎÃÏÕÎÔÅÒ ÉÓ ÖÉÅ×ÅÄ ÁÓ Á ȰÓÈÏ×ȱȟ 
¶ exploring the possible connection between the whale encounter and the 

 ÉÎÄÉÖÉÄÕÁÌÓȭ ÐÅÒÃÅÉÖÅÄ ÒÅÓÐÏÎÓÉÂÉÌÉÔÙȟ  
¶ exploring the reflections around debates concerning the wellbeing of the whales. 
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Introduction  
This study focuses on the creation of community wellbeing through the application of 

the Albergo Diffuso business model. Albergo Diffuso (AD) is translatable ÁÓ ȬÓÃÁÔÔÅÒÅÄ ÈÏÔÅÌȭ 
and ÉÓ ȬÁ ÐÁÒÔÉÃÕÌÁÒ ÔÙÐÅ ÏÆ ÈÏÔÅÌ ÃÏÎÃÅÉÖÅÄ ÔÏ ÐÒÏÖÉÄÅ ÔÏ ÔÈÅ ÇÕÅÓÔÓ ÔÈÅ ÅØÐÅÒÉÅÎÃÅ ÏÆ ÌÉÖÉÎÇ ÉÎ 
Á ÒÕÒÁÌ ÖÉÌÌÁÇÅ ÏÒ Á ÈÉÓÔÏÒÉÃÁÌ ÃÅÎÔÒÅ ÏÆ Á ÓÍÁÌÌ ÔÏ×Îȭ ɉUNDP-EBN, 2008: 3). The aim is to 
develop a conceptual framework for the purpose to further investigate the AD as a best-
ÐÒÁÃÔÉÃÅ ɉ$ÁÌÌȭ!ÒÁȟ ςπρπȠ 5.$0-EBN, 2008). 

The specific objective of this paper is twofold: integrate the service-dominant lodig (SD-
logic) and the resource-basedtheory (RBT), discuss the concept of business model as a tool 
adoptable by hotels in relation to value co-creation and community wellbeing.  

 
 Literature review  

The hotel sector and the co-creation of wellbeing  
This study views hotels as service providers belonging to groups of providers on which 

the value-creation depends (Saraniemi & Kylänen, 2011).  Within this perspective and 
following the SD-logic, different terms are used, e.g. service system, value network and 
experience supply chain (Vargo & Lusch, 2004; Spohrer & Maglio, 2008; Lusch et al., 2009; 
Gottfridsson, 2012; Tax et al., 2013). 

In the tourism context, the Tourism Experience Network and the Experience Supply 
#ÈÁÉÎ ÍÏÄÅÌÓ ÁÒÅ ÕÓÅÄ ÔÏ ÆÒÁÍÅ ÔÈÅ ÃÒÅÁÔÉÏÎ ÏÆ ÔÏÕÒÉÓÍ ÖÁÌÕÅ ÆÏÃÕÓÉÎÇ ÏÎ ÔÈÅ ÔÏÕÉÒÓÔÓȭ ÁÃÔÉÖÅ 
role as value-creators (Sfandla & Björk, 2012). This aspect has been investigated in the hotel 
sector, with emphasis on the employees-guests interactions (Shaw et al., 2011; Chathoth et al., 
2013). The focus of this study is different: we base our theoretical framework on those studies 
concerning mainly the supply side, its relation with the specific context and wellbeing 
creation. 

According to Vargo et al. (2008), the concept of service systems indicates the 
arrangement of resources done by organizations with the aim to improve the circumstances 
of all the participants (p. 149). The SD-ÌÏÇÉÃ ÃÌÁÓÓÉÆÉÅÓ ÒÅÓÏÕÒÃÅÓ ÉÎ ȬÏÐÅÒÁÎÄȭȟ ÉȢÅȢ ÒÅÓÏÕÒÃÅÓ ÏÎ 
×ÈÉÃÈ ÁÎ ÏÐÅÒÁÔÉÏÎ ÉÓ ÐÒÏÄÕÃÅÄȟ ÁÎÄ ȬÏÐÅÒÁÎÔȭȟ ÉȢÅȢ ÒÅÓÏÕÒÃÅÓ ÔÈÁÔ ÁÒÅ ÅÍÐÌÏÙÅÄ ÔÏ ÁÃÔ ÏÎ 
operand resources to produce an effect (Vargo & Lusch, 2004).  Moreover, operant resources, 
including the human, organizational, informational and relational ones, are identified as the 
building blocks of value creation (Madhavaram & Hunt, 2008; Vargo et al., 2008). 

This logic is coherent with the RBT, following which not all of existing resources can 
ÂÅÃÏÍÅ ÓÏÕÒÃÅÓ ÏÆ ÂÏÔÈ ÃÏÍÐÅÔÉÔÉÖÅ ÓÕÒÖÉÖÉÎÇ ÁÎÄ ȬÓÕÓÔÁÉÎÅÄȭ ɉÄÅÆÅÎÓÉÂÌÅɊ ÃÏÍÐÅÔÉÔÉÖÅ 
advantage (Penrose, 1959; Barney, 1991; Peteraf, 1993). Productive resources to be 
developed in order to produce competitive surviving ÁÒÅ ÏÎÌÙ ÔÈÏÓÅ ×ÈÉÃÈ ÁÒÅ Ȭ6ÁÌÕÁÂÌÅȭ 
(above the average performances) (Barney, 1991). Furthermore, Valuable resources should 
be Rare (concentrated), Inimitable (difficult to duplicable), Non-substitutable (without 
strategically-equivalent substitutive resources) (VRIN).  
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In line with both the SD-logic and RBT, value emerges through a co-creation process 
where VRIN resources are dynamically integrated within constellations of service systems.  

Applying this perspective to the hotel sector has two implications. Firstly, hotels are 
service systems embedded in the context where they operate in, both through the reciprocal 
relations they have with other actors and on the basis of their dependence on the resources 
strictly linked to the context, i.e. the natural and cultural environment. This element is 
outlined in the SD-ÌÏÇÉÃ ×ÉÔÈÃÏÎÃÅÐÔ ÏÆ ȰÖÁÌÕÅ-in-ÃÏÎÔÅØÔȱ ɉ6ÁÒÇÏȟ ςππψȠ 6ÁÒÇÏ Ǫ ,ÕÓÃÈȟ ςππψȠ 
Edvardsson et al., 2011).  

Secondly, valueɀcreation can be described as the processes through which hotels 
contribute to the wellbeing of the community in order to fit the environment (Vargo et al., 
2008). Such an understanding of wellbeing at the community level can be qualified as a form 
of adaptability and survivability in relation to the specific environment. Hotels access, adapt 
and integrate resources to survive, adapt and evolve together with other organizations within 
the community.  

Our study of wellbeing in the hotel sector focuses on the advantages that local 
communities gain from the participation to the co-creation processes supported by the AD. 
Such benefits are understood as contributions to local development in the four directions of 
the so-called 4-Es model: equity, effectiveness, efficiency and eco-sustainability (Droli, 2010). 

 
Business models and the co-creation of community wellbeing  
Business model is a concept indicating a relatively new field of research and several 

definitions can be found in the literature (Zott et al., 2011; Nenonen & Storbacka, 2010).  
A business model ÃÁÎ ÂÅ ÄÅÓÃÒÉÂÅÄ ÁÓ ȬÔÈÅ ×ÁÙ ÉÎ ×ÈÉÃÈ ÁÎ ÏÒÇÁÎÉÚÁÔÉÏÎ ÏÐÅÒÁÔÅÓ ÉÎ 

ÏÒÄÅÒ ÔÏ ÅÎÓÕÒÅ ÉÔÓ ÓÕÓÔÁÉÎÁÂÉÌÉÔÙȭ ɉ$ÅÍÉÌ Ǫ ,ÅÃÏÑȟ ςπρπȡ ςσρɊ ÏÒ ȬÁ ÐÒÏÆÉÔ ÍÏÄÅÌȟ Á ÂÕÓÉÎÅÓÓ 
ÄÅÌÉÖÅÒÙ ÓÙÓÔÅÍ ÁÎÄ Á ÌÅÁÒÎÉÎÇ ÓÙÓÔÅÍȭ ɉ)ÔÁÍÉ Ǫ .ÉÓÈÉÎÏȟ ςπρπȡ σφτ-365). For the specific 
purposÅ ÏÆ ÔÈÉÓ ÓÔÕÄÙȟ ×Å ÁÄÏÐÔ ÔÈÅ ÆÏÌÌÏ×ÉÎÇ ÄÅÆÉÎÉÔÉÏÎȡ ȬÁ ÂÕÓÉÎÅÓÓ ÍÏÄÅÌ ÄÅÓÃÒÉÂÅÓ ÔÈÅ 
ÒÁÔÉÏÎÁÌÅ ÁÎÄ ÉÎÆÒÁÓÔÒÕÃÔÕÒÅ ÏÆ ÈÏ× ÁÎ ÏÒÇÁÎÉÚÁÔÉÏÎ ÃÒÅÁÔÅÓȟ ÄÅÌÉÖÅÒÓ ÁÎÄ ÃÁÐÔÕÒÅÓ ÖÁÌÕÅȭ 
(Osterwalder & Pigneur, 2010: 17).  

Focusing on the hotel sector and wellbeing, a business model can be understood as the 
rationale and infrastructure of how hotels make business. In other words, how they are 
profitable, and how they manage to develop products that are authentic, in response to the 
expectations of post-modern tourists (Fabris, 2003), and ethically acceptable (UN, 2002; 
Gössling et al., 2010).  

A hotel business model presented as potentially relevant to the wellbeing of the host 
community is the one described by Bohdanowicz & Zientara (2008). This model is centered 
on the concept of Corporate Social Responsibility and is exemplified using an international 
hotel chain.  Differently from this model, the AD model has a horizontal structure and is 
ÐÁÒÔÉÃÕÌÁÒÌÙ ÅÍÂÅÄÄÅÄ ÉÎ ÔÈÅ ÌÏÃÁÌ ÅÎÖÉÒÏÎÍÅÎÔ ɉ$ÁÌÌȭ!ÒÁȟ ςπρπɊȢ "ÅÃÁÕÓÅ ÏÆ ÓÕÃÈ 
characteristics, the AD business model can be regarded as having great potentials in term of 
wellbeing. Our research question is:  

   
How does the AD business model contribute to the host community wellbeing? 
To investigate this question we focus on the 9 elements of the business model as 

outlined by Osterwalder et al. (2005): key-customer segments, value proposition, key-
channels revenue streams, key-resources, customers relationships, key-activities, key-
partnerships and cost structure. Differently from a traditional approach in business models 
studies that focuses on external customers, this research focuses on describing these nine 
key-elements in relation to the internal clients within the community. 
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Methods & materials  
We adopt a case study strategy. The geographical context is the inland town of 

Alberobello in the Italian region of Puglia. Our research focuses on two local ADs and their 
contribution to the community wellbeing. The latter aspect is operationalised using the 
indicators that are suggested in the literature in relation to the 4-Es model. The business 
models adopted by the ADs are investigated focusing on the 9 descriptive key-elements 
identified in the literature.  

The cases are investigated through the collection of secondary data concerning the 
context and the specific ADs. Semi-structured interviews with the AD management, executive 
staff and the business partners within the community are performed by telephone and face-
to-face. 

 
Research and results  

Alberello is a small town known also ÁÓ ÔÈÅ ÃÁÐÉÔÁÌ ÏÆ ÔÈÅ ȰÔÒÕÌÌÉȱ ɉÔÒÁÄÉÔÉÏÎÁÌ ÄÒÙÓÔÏÎÅ 
dwellings) and is included in the Unesco World Heritage List. The two ADs located in 
Alberobello and object of study are: Trullidea and Trulli Holiday.  

The preliminary results concern Trullidea AD. Here, the hotel services are sold 
exclusively to external customers, while the interactions with the residents happen in the 
form of supplier-buyer interactions. The AD creates job opportunities for the locals, whose 
competence is among the key-aspects of the business model. Thanks to this, value in the form 
of local heritage conservation and valorisation is co-created.Also the external customers, to 
whom the hotel services are directed, are, at least to a certain degree, active part of the 
system, especially when involved in light agricultural activities that respond to their search 
for authentic experiences and support the local livelihood. 

 
Discussion and conclusions  

The investigated AD seems to operate with a dual-core business model based on the 
central idea of value-creation as a complex and embedded process of local development.  
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Introduction  
This study deals with two food-related issues contributing to holiday well-being, namely 

pre-trip food sourcing and the daily meals on-site. Indeed, food is an essential aspect of every 
ÔÒÁÖÅÌÌÅÒÓȭ holiday activity. Food is a multifarious phenomenon effecting travellers in various 
ways. Accordingly, food and eating carry psycho-sensorial value, convey social and symbolic 
meanings, trigger emotional responses and drive cognitive processing affecting food-related 
behaviour on-site. Food is also a socio-ÃÕÌÔÕÒÁÌ ÅÌÅÍÅÎÔ ÂÅÉÎÇ ÐÁÒÔ ÏÆ ÔÈÅ ÄÅÓÔÉÎÁÔÉÏÎÓȭ ÃÕÌÔÕÒÁÌ 
heritage mirroring the local culture, its traditions and the natural environment (Long, 2004), 
but ɀ above all ɀ ÉÔ ÉÓ Á ÂÁÓÉÃ ÈÕÍÁÎ ÅÌÅÍÅÎÔ ÁÆÆÅÃÔÉÎÇ ÃÏÎÓÕÍÅÒÓȭ ÐÈÙsical and psychological 
well-being. The physical well-being relates not only to nourishing like food healthiness and 
nutrition, but also to food safety (Cohen & Avieli, 2004). Furthermore, psychological well-
being relates to safety, happiness and satisfaction, like the pleasure that food stimulates 
(Rozin, Kurzer, & Cohen, 2002) and the lived experiences they contribute with (Haven-Tang & 
Jones, 2005). All in all ɀ ÐÁÓÔ ÒÅÓÅÁÒÃÈ ÓÕÐÐÏÒÔÓ ÔÈÁÔ ÄÅÓÔÉÎÁÔÉÏÎÓȭ ÆÏÏÄ ÁÎÄ ÒÅÌÁÔÅÄ ÅØÐÅÒÉÅÎÃÅÓ 
contribute to overall holiday well-being (Kivela & Crotts, 2006; Mason & O'Mahony, 2007).   

For the means of holiday well-ÂÅÉÎÇ ÔÏÕÒÉÓÔÓȭ ÅÎÇÁÇÅ ÉÎ ÐÒÅ-trip information sourcing. An 
extensive body of research prove that information sourcing serves as a means to decrease the 
sense of risk (Quintal, Lee & Soutar, 2010). Hence, as the perception of quality and sense of 
safety contribute to well-being, travellers search for such information like weather forecasts, 
hotel standards and destination security. Indeed past research supports that also 
ÄÅÓÔÉÎÁÔÉÏÎÓȭ ÆÏÏÄ ÉÓ ÓÅÁÒÃÈÅÄ ÆÏÒȢ 2ÅÖÉÅ×ÅÄ ÓÔÕÄÉÅÓ ÓÈÏ× ÈÏ× ÔÒÁÖÅÌÌÅÒÓ ÃÏÌÌÅÃÔ ÉÎÆÏÒÍÁÔÉÏÎ 
ÁÂÏÕÔ ÄÅÓÔÉÎÁÔÉÏÎÓȭ ÆÏÏÄ ÃÕÌÔÕÒÅ ɉDu Rand & Heath, 2006), still, that activity has remained 
rather uncovered by past research. Hence, this study attempts to contribute to current food 
research within tourism by investigating pre-trip information sourcing and in particular the 
ÉÎÆÏÒÍÁÔÉÏÎ ÓÏÕÒÃÅÓ ÔÒÁÖÅÌÌÅÒÓȭ ÕÓÅ ÁÓ Á ÍÅÁÎÓ ÏÆ ÅÎÓÕÒÉÎÇ ÆÏÏÄ-related holiday well-being, 
the type of food-related information search for and the reasons explaining such sourcing.  

Another aspect of holiday, while on-site, is that food and acts of eating occur on regular 
basis structuring daily activities (Marshall, 2005) as up to three meals are consumed daily. It 
is well known that the underlying motivations for consuming food and having those meals 
vary (Henderson, 2009; Tikkanen, 2007), yet there is a scant number of studies discussing the 
meals tourists consume on vacation. Hence, this study also attempts to dig deeper into the 
role the daily meals has for ensuring holiday well-being.  

Based on the previous, three specific questions are set. In relation to food sourcing and 
well-being, 

 
1. What information sources are used?  
2. What information is searched for and why? 
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3. What is the ÒÏÌÅ ÏÆ ÔÈÅ ÄÁÉÌÙ ÍÅÁÌÓ ÆÏÒ ÔÒÁÖÅÌÌÅÒÓȭ ÈÏÌÉÄÁÙ ×ÅÌÌ-being? 
 

Literature review  
To begin with, this study is based on the foundation that food is one ingredient of 

gastronomy; an upholder of culture (Hegarty & Mahony, 2001). Gastronomy is a holistic 
concepts that relates to the act of food preparation, cooking and eating, and issues of advices, 
rules and norms to what to eat and drink (Santich, 2004). Moreover, the study is based on 
past research proving that people travel for various reasons; some travelers being lured by 
ÔÈÅ ÁÔÔÒÁÃÔÉÏÎ ÔÏ ÅØÐÅÒÉÅÎÃÅ ÔÈÅ ȬÅÎÊÏÙÍÅÎÔ ÏÆ ÅØÃÅÌÌÅÎÔ ÆÏÏÄȭ ɉ3ÃÁÒÐÁÔÏȟ ςππςȟ ÐȢ ωτɊȢ &ÕÒÔÈÅÒȟ 
the study is grounded on past findings that show how information search precedes many 
decisions as it serves as a means of risk reduction. Indeed, different information sources are 
consulted, and previous research also proclaims a correlation between interest in food and 
the amount of information sought (Björk & Kauppinen-Räisänen, 2014). Yet, many issues 
related to information sourcing remains uncovered, some of which the current study deals 
with.  

 
Methods and material  

The population of interest for this study was Finnish people with an active interest in 
travelling issues. Therefore, data for this study was collected by a means of a structured 
questionnaire distributed to people visiting the biggest annual travel fair in Finland, MATKA. 
For analysis, a sample of 243 is used. The findings reported are based on univariate analysis 
and are mainly of descriptive nature (t-test, ANOVA, regression analysis). Collecting data at a 
travel fair has its advantages and disadvantages. On the positive side, a fair offers 
convenience, and, in this case when the fair attracts people from all over Finland, a possibility 
to generalize the findings. The negative aspect may relate to the bias in the sample 
framework, which is to be taken into consideration and controlled. Hence, the challenging 
issue may be, is people visiting a travel fair different from non-goers? Notable is that the 
sample used compared to the statistics of Finland, only varies in terms of gender distribution. 
Hence, the sample analyzed for this study has an over-representation for women, which must 
be kept in mind interpreting the findings.  

 
Results 

2ÅÓÐÏÎÄÅÎÔÓȭ ÄÅÍÏÇÒÁÐÈÉÃ ÐÒÏÆÉÌÅ ÐÏÒÔÒÁÙ Á ÓÁÍÐÌÅ ÏÆ ÍÉÄÄÌÅ-age people (mean age 45 
years) with a traveling history matching that of the Finnish population, i.e. two national and 
two international vacation trip annually (Statistics Finland) (Table 1).  
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Table 1. The demographic characteristics of the sample 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

&ÉÒÓÔȟ ÔÈÅ ÆÉÎÄÉÎÇÓ ÒÅÖÅÁÌ ÔÈÁÔ ÔÒÁÖÅÌÌÅÒÓȭ ÐÒÅ-trip food sourcing relates to the internet, 
ÔÒÁÖÅÌ ÍÁÇÁÚÉÎÅÓȟ ÂÒÏÃÈÕÒÅÓȟ ÁÎÄ ÇÕÉÄÅÂÏÏËȢ )ÎÔÅÒÅÓÔÉÎÇÌÙ ÔÒÁÖÅÌÌÅÒÓ ÒÁÔÈÅÒ ÕÓÅ ÄÅÓÔÉÎÁÔÉÏÎÓȭ 
official websites and tour agencies websites than turn to shared information as found on 
travel blogs (mean = 2.15) and private blogs (mean = 1.95) (Table 2). 

 
Table 2. Information sources used collecting food related information before travelling 
 

Top 6 Information 
sources 

Mean (s) Frequency* 

    1 2 3 4 
Internet  2.89 

(1.003) 
11.3 22.5 32.4 33.8 

Destinations official 
websites 

2.62 
(1.018) 

16.8 27.6 32.7 22.9 

Tour operators website 2.54 
(1.017) 

20.0 25.1 35.8 19.1 

Travel guides 2.38 
(0.954) 

20.1 34.8 31.7 13.4 

Travel brochures 2.36 
(0.948) 

21.1 33.6 33.2 12.1 

Tourism magazines 2.35 
(0.895) 

18.7 37.4 34.1 9.8 

 * 1 = Never, 2 = Sometimes, 3 = Often, 4 = 
Always 

 

Sample characteristics (n =  243)  

Gender Women 200 (82.3%) 
 Men 43 (17.7%) 
Age Mean = 45.68 (s = 15.17)   
   
Social status Unmarried 75 (31.5%) 
 Married 136 (57.1%) 
 Other 27 (11.3%) 
Education Elementary school 21 (8.7%) 
 High School/Vocational 122 (50.4% 
 University 99 (40.9%) 
Number of domestic leisure trips per 
annum 

1 34 (14.0%) 

 2 122 (50.2%) 
 3 52 (21.4%) 
 4 35 (14.4%) 
Number of international leisure trips 
per annum 

1 16 (6.6%) 

 2 163 (67.1%) 
 3 52 (21.4%) 
 4 12 (4.9%) 
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Second, the findings show that travellers search information related to food quality, 
namely about the local cuisine and regional specialities. They also search information about 
places - restaurants - potentially serving the specialities (Table 3).  

 
Table 3. Destination food information sought by tourists 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Third, the data demonstrate that such information sourcing behaviour is linked to 
ÔÒÁÖÅÌÌÅÒÓȭ ÇÅÎÕÉÎÅ ÆÏÏÄ ÉÎÔÅÒÅÓÔȢ 9ÅÔȟ ÓÕÃÈ ÂÅÈÁÖÉÏÕÒ ÉÓ ÁÌÓÏ ÅØÐÌÁÉÎÅÄ ÂÙ ÁÔÔÅÍÐÔÓ ÔÏ ÉÎÃÒÅÁÓÅ 
safety as travellers search for food information in order to avoid surprises (Table 4).   
 

Table 4. Reasons for collecting food information when travelling 

 

&ÏÏÄ ÉÎÆÏÒÍÁÔÉÏÎ ÉÓ ÓÏÕÇÈ ÂÅÃÁÕÓÅ ȣ Mean (s) Frequency 

  1* 2 3 4 
I am interested in food 2.62 (0.869) 9.2 36.4 37.8 16.6 
I want to avoid surprises  2.60 (0.913) 13.6 29.0 41.6 15.9 
I want to know the price level 2.54 (0.903) 13.6 33.8 38.0 14.6 
To save time 2.45 (0.938) 19.7 27.7 40.8 11.7 
Health reasons 2.42 (0.932) 17.4 36.6 32.4 13.6 
I want to know how to behave 2.38 (0.916) 17.8 39.0 31.0 12.2 
I am allergic  1.70 (0.957) 58.3 19.4 15.7 6.5 
My food preferences 1.67 (0.861) 54.2 28.3 13.2 4.2 
I am vegetarian 1.48 (0.801) 66.7 23.1 5.6 4.6 
My religion 1.27 (0.601) 79.2 15.6 3.8 1.4 
* 1 = Never. 2 = Sometimes. 3 = Often. 4 = Always 

 

&ÏÏÄ ÉÎÆÏÒÍÁÔÉÏÎ ÁÂÏÕÔ ȣ Mean (s) Frequency 

  1* 2 3 4 
Recommended food places 2.68 

(0.880) 
9.0 32.9 39.5 18.6 

Local food specialties 2.52 
(0.862) 

12.3 35.8 39.6 12.3 

Local eating habits 2.48 
(0.862) 

11.0 40.2 38.8 10.0 

Food traditions 2.45 
(0.860) 

15.0 34.7 40.8 9.4 

The safety of local food 2.44 
(0.879) 

13.6 41.6 32.2 12.6 

Local restaurants 2.43 
(0.822) 

12.6 40.9 37.7 8.8 

Local ingredients 2.43 
(0.871) 

15.1 36.8 37.7 10.4 

Price level of local food 2.42 
(0.802) 

11.3 43.9 36.3 8.5 

Local species 2.30 
(0.841) 

17.1 43.1 32.2 7.6 



Tourism engagement: co-creating well-being. Proceedings of the 6th Advances in Tourism Marketing Conference 

 

67 
 

Finally, the data indicate that the daily meals are part of holiday well-being. A more fine-
grain analysis of food and eating habits entour proves in particular the importance of 
breakfast and dinner for well-being, and eventually also travel satisfaction. Interestingly, 
lunch has a special value-adding effect for those Finnish travellers, who have a strong interest 
in food (Table 5). 

 
Table 5. Meals for well-being on destinations  

 
 
 
 
 
 
 

 
Discussion and Conclusions  

This study attempts to contribute to tourism research by providing insights to two food-
related issues contributing to holiday well-being, namely pre-trip food sourcing and the daily 
meals on-site.  

Pre-trip information sourcing is an essential behavioural act and, when acknowledged 
ÂÙ ÄÅÓÔÉÎÁÔÉÏÎÓȭ ÓÔÁËÅÈÏÌÄÅÒÓȟ ÃÁÎ ÂÅ ÕÓÅÄ ÓÔÒÁÔÅÇÉÃÁÌÌÙ ÔÏ ÒÅÁÃÈ ÖÁÒÉÏÕÓ ÔÙÐÅÓ ÏÆ ÔÒÁÖÅÌÌÅÒÓȢ 
The role of food characteristics such as originality, locality, authenticity, uniqueness, newness, 
healthiness and potential safety deserve promotional attention. In a similar vein, daily meals 
ÄÅÓÅÒÖÅ ÄÅÓÔÉÎÁÔÉÏÎ ÓÔÁËÅÈÏÌÄÅÒÓȭ ÁÔÔÅÎÔÉÏÎ ÁÓ ÎÏÔ ÏÎÌÙ ÆÏÏÄ ÉÎ ÇÅÎÅÒÁÌȟ ÂÕÔ ÔÈÅ ÖÁÒÉÏÕÓ ÍÅÁÌÓ 
in particular serves various means and evidently contribute to holiday well-being. For theory 
development, this study advocates a more fine-grained analysis on the food and tourism, in 
particularly so if tourist insight is sought.  
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Introduction  

The importance of host-guest interactions for customer satisfaction and loyalty is well 
documented in service marketing (Seth et al., 2005) and tourism literature (Eraqi, 2006) 
leaving activities and events in between service encounters on a destination most unexplored 
in terms of both existence (which are they) and importance (on what do they effect). For 
analyzing these blank spots, the mundane life of locals and their living environment, tourism 
research has come as far as to examine regional culture as, endowed tourism resources 
ɉ-ÁÃ$ÏÂÁÌÄ Ǫ *ÏÌÌÉÆÆÅȟ ςππσɊȟ Á ÂÒÁÎÄÉÎÇ ÄÉÍÅÎÓÉÏÎ ɉ/ȭ$ÅÌÌ Ǫ "ÉÌÌÉÎÇȟ ςπρπɊȟ ÁÎÄ ÁÓ ÁÎ ÁÓÐÅÃÔ 
to be discussed in relation to destination management (Dwyer et al., 2004) and sustainable 
tourism development (Istoc, 2012). There are some studies portraying a more complex 
picture of the amalgamation of place generating tourist experiences. Long (2004), for 
ÅØÁÍÐÌÅȟ ×ÈÏ ÁÎÁÌÙÚÅÄ ÔÈÅ Ȱ&ÏÏÄÓÃÁÐÅȱ ÏÆ !ÓÈÅÖÉÌÌÅȟ .#ȟ ÄÅÓÃÒÉÂÅÓ ÈÏ× ÖÉÓÉÔÏÒÓ ÍÅÅÔ ÔÈÅ 
Appalachian cuisine and food habits in restaurants and festivals, special events, but also in 
local grocery stores, alongside and in contact with the locals.   

There is an abundance  of research explaining the positive effects of friendly treatments 
in service encounters on customer satisfaction, and the link there is between service oriented 
organizations, well-being of the staff, and internal marketing (Kuskuvan et al., 2010). Less 
studied is the influence of well-being of locals (residents) reflected in a welcoming attitude, on 
tourist experiences although they, in terms of marketing, can be categorized as part-time 
ÍÁÒËÅÔÅÒÓ ɉÃȢÆȢ 'ÒĘÎÒÏÏÓȟ ρωωπɊȢ (ÏÓÐÉÔÁÌÉÔÙȟ ȰÔÈÅ ÇÅÎÅÒÁÌ ÆÅÅÌÉÎÇ ÏÆ ×ÅÌÃÏÍÅ ÔÈÁÔ ÔÏÕÒÉÓÔÓ 
ÒÅÃÅÉÖÅ ×ÈÉÌÅ ÖÉÓÉÔÉÎÇ ÔÈÅ ÁÒÅÁȱȟ ÉÓ ÍÏÓÔ ÏÆÔÅÎ ×ÈÁÔ ÉÓ ÒÅÍÅÍÂÅÒÅÄ ÁÆÔÅÒ ÒÅÔÕÒÎÉÎÇ ÈÏÍÅ ɉ-Éll, 
1990, p. 28). 

Tourist experiences, satisfaction and travel behavior are interlinked. On an aggregated, 
destination level positive tourist experiences are a source for competitive advantage. To this 
end, bringing the well-being and attitudes of locals, tourist experiences and destination 
competitiveness together a positive relationship is assumed. Falling back on the notion that 
this model has not been tested in previous research the aim of this study is to explain 
destination competitiveness through the lens of tourist experiences and well-being and 
attitudes of local residents. To accomplish this, four objectives are set: 

1) To present a local society oriented model of destination competitiveness.  
2) To develop instruments for measuring the selected key success factors in 
determining destination competitiveness.  
3) To empirically test and display findings arising from a first pilot study in Finland.  
4) Benchmark the new insight generated to existing destination competitiveness 
models and to explore issues for further research. 
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Literature Review  

Departing from service and tourism marketing literature this study devolves into the 
destination competitive literature emphasizing the role of locals for tourist experiences 
(Figure 1).   

 
 
 
Figure 1. Local society based destination competitiveness model 
 
The theoretical framework in use defines four key concepts, well-being, attitudes, tourist 

experiences, and destination competitiveness, as follows: 
Well -being, ÄÅÆÉÎÅÄ ÁÓ ȬÁÎ ÉÎÄÉÖÉÄÕÁÌȭÓ ÓÅÎÓÅ ÔÈÁÔ ÈÉÓ\ÈÅÒ ÌÉÆÅ ÏÖÅÒÁÌÌ ÉÓ ÇÏÉÎÇ ×ÅÌÌȭ 

(Moscardo 2009, p.162), is a state of mind. Well-being is a personal, holistic state of mind 
including aspects of self-development in terms of life fulfillment (Gilbert & Abdullah, 2004). It 
ÉÓ ÁÎ ÉÎÎÅÒ ÐÒÏÃÅÓÓȟ ÎÏÔ ȬÏÕÔ ÔÈÅÒÅȭȟ Á ÐÅÒÓÏÎÁÌ ÅØÐÅÒÉÅÎÃÅ ÔÏ ÂÅ ÌÉÖÅÄ ÔÈÒÏÕÇÈÏÕÔ ÏÕÒ ÄÁÉÌÙ ÌÉÆÅȠ 
work, leisure time, social relationships, achievements, growth, freedom etc. (Björk, 2014). 
$ÏØÅÙȭÓ ɉρωχυɊ ÉÒÒÉÔÁÔÉÏÎ ÉÎÄÅØ ÅØÐÌÁÉÎÓ ÔÈÅ ÃÌÏÓÅ ÌÉÎk there is between the locals and the 
ÔÏÕÒÉÓÔÓȟ ÁÎÄ ÈÏ× ÒÅÓÉÄÅÎÔÓȭ ×ÅÌÌ-being determines their attitude towards tourists (Ritchie & 
Crouch, 2003; Brunt & Courtney, 1999; Diedrich & Garcia-Buades, 2008). 

,ÏÃÁÌÓȭ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ ÔÏÕÒÉÓÔÓȢ 2ÅÓÉÄÅÎÔÓȭ ÁÔÔÉÔÕdes towards tourism development 
are often explained from a social exchange theory perspective. Resident attitude toward 
tourism development appears to depend on the perception of perceived benefits and costs 
(Sirakaya et al., 2002), and affects destination hospitality (Heuman, 2005). However, it is 
doubtful that such perceptions are accurate predictors of how people would feel once tourism 
industry has arrived and a destination moves from one phase of development to another 
(Kahneman et al., 1997). A recent study linked Quality of Life indictors of perceptions of 
tourism among residents (Andereck & Nyaupane, 2011), but the well-being related items 
×ÅÒÅ ÒÅÓÔÒÉÃÔÅÄ ÔÏ ÔÈÅ Ȭ×ÁÙ ÏÆ ÌÉÆÅȭ ÏÆ ÔÈÅ ÒÅÓÐÏÎÄÅÎÔÓ ÒÁÔÈÅÒ ÔÈÁÎ ÈÏ× ÔÈÅ ÒÅÓÐÏÎÄÅÎÔÓ ÆÅÌÔ ÏÒ 
how satisfied they were with their lives, subjective well-being (SWB).   

Tourist experiences  are individual, subjective, and relative; they depart in some way 
from everyday experiences (Uriely, 2005), and are made up of series of events or activities 
(Smith, 2003). A tourÉÓÔ ÅØÐÅÒÉÅÎÃÅ ÉÓ ȰÔÈÅ ÓÕÂÊÅÃÔÉÖÅ ÍÅÎÔÁÌ ÓÔÁÔÅ ÆÅÌÔ ÂÙ ÐÁÒÔÉÃÉÐÁÎÔÓ ÄÕÒÉÎÇ Á 
ÓÅÒÖÉÃÅ ÅÎÃÏÕÎÔÅÒȱ ɉ/ÔÔÏ Ǫ 2ÉÔÃÈÉÅ ρωωφȟ ÐȢρφφɊȢ )ÎÓÉÇÈÔ ÉÎ ÔÈÅ ÔÏÕÒÉÓÔ ÅØÐÅÒÉÅÎÃÅ ÃÏÎÃÅÐÔ ÈÁÓ 
been sought analyzing service quality dimensions linked to accommodation and 
transportation mainly (Quan & Wang, 2004). On the other hand, friendly interaction between 
host-guest in a destination is an important variable in facilitating higher quality tourism 
experiences and visitor satisfaction (Kusluvan, 2003).  

Destination competitiven ess refers to the ability of the destination to attract and 
satisfy tourists (Enright & Newton, 2004) and to deliver goods and services that perform 
better than those offered at other destinations (Dwyer & Kim, 2003). It is also associated with 
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the long-term economic prosperity of the residents of an area (Ritchie & Crouch, 2003), the 
ultimate goal of competitiveness being to maintain and increase the real income of the 
inhabitants (Dwyer & Kim, 2003). Tourism thrives on the pleasant attitudes of hosts, it is 
necessary to attempt to sustain that congenial social ambience. Without, it, the goals of 
developing tourism will be either not realized or will be accomplished at tremendous social 
costs. Indeed, friendly hosts may command even higher popularity through the dissemination 
of positive image through word of mouth (Sirgy & Samli, 1995). Nevertheless, clear 
ÆÒÉÅÎÄÌÉÎÅÓÓ ÁÎÄ Á ÓÐÉÒÉÔ ÏÆ ÈÏÓÐÉÔÁÌÉÔÙ ÅÎÈÁÎÃÅ Á ÄÅÓÔÉÎÁÔÉÏÎȭÓ ÃÏÍÐÅÔÉÔÉÖÅÎÅÓÓ ɉ2ÉÔÃÈÉÅ Ǫ 
Crouch, 2003).  

 
Methods and material  

Guided by the theoretical framework two  instruments for data collection has been 
constructed for piloting. The data will be collected in summer 2015 for analysis and 
presentation at the ATMC conference in September 2015. We aim for a two pronged data-
sampling procedure, one directed at the locals in designated destinations and one to measure 
tourist experiences and perceived destination competitiveness in the same area.  

Taking inspiration from previous studies on human well-being, attitudes, tourist 
experiences and perception of destination competitiveness four sets of questions will be 
developed. Well-being of locals ÃÁÎ ÂÅ ÖÉÅ×ÅÄ ÉÎ ÔÅÒÍÓ ÏÆ 37"Ȣ 37" ÄÅÁÌÓ ×ÉÔÈ ÒÅÓÉÄÅÎÔÓȭ 
overall sense of well-being that can be captured through a variety of concepts such as life 
satisfaction, positive\ negative affect, and overall happiness (Sirgy, 2010). Well-being is often 
described in terms of happiness and is used in different meanings. In classical philosophy, it is 
typically used as an umbrella term for various aspects of the good life. Social scientists used 
the word happiness as a synonym for subjective enjoyment of life. Psychologists formally 
refer to this construct as SWB while economists term it experienced utility (Kahneman et al., 
1997). 

Happiness has been recognized as an important goal of society, and there has been a 
growing interest in understanding what makes people happy (Lyubomirsky & Lepper, 1999). 
Happiness is sometimes more broadly defined as SWB, since improvements in objective 
circumstances have proven to yield limited increases in happiness (Layard, 2006). Happiness 
ÉÓ ÍÏÓÔ ÃÏÍÍÏÎÌÙ ÍÅÁÓÕÒÅÄ ÂÙ Á ÖÁÒÉÁÎÔ ÏÆ "ÒÁÄÂÕÒÎȭÓ ɉρωφωɊ !ÆÆÅÃÔ "ÁÌÁÎÃÅ 3ÃÁÌÅȟ ×ÈÉÃÈ 
measures the extent of positive emotions and the absence of negative emotions to determine 
levels of happiness. Happiness therefore can be considered to contribute to emotional 
(affective) SWB, whereas cognitive SWB is largely measured through inventories of 
satisfaction with life and positive functioning (McCabe & Johnson, 2013). Consequently, this 
study merges theÓÅ Ô×Ï ÔÙÐÅÓ ÏÆ ÓÃÁÌÅÓ ɉ"ÒÁÄÂÕÒÎȭÓ ÓÃÁÌÅ ÏÆ ÐÓÙÃÈÏÌÏÇÙ ×ÅÌÌ-being and 
,ÙÕÂÏÍÉÒÓËÙ 3ÕÂÊÅÃÔÉÖÅ (ÁÐÐÉÎÅÓÓ 3ÃÁÌÅ ÆÏÒ ÈÁÐÐÉÎÅÓÓȟ ÁÎÄ $ÉÅÎÅÒ ÅÔ ÁÌȢȭÓ 3ÁÔÉÓÆÁÃÔÉÏÎ ×ÉÔÈ 
Life Scale) adapts the scale items to be useful in a Finnish context. Destination 
competitiveness is in this study is measured as a tourist perception. 

 
Results  

Preliminary findings will be presented at the conference. 
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Introduction  

#ÏÎÓÕÍÅÒ ÁÎÉÍÏÓÉÔÙȟ ÉÎÔÒÏÄÕÃÅÄ ÂÙ +ÌÅÉÎȟ %ÔÔÅÎÓÏÎ ÁÎÄ -ÏÒÒÉÓ ÉÎ ρωωψȟ ÒÅÆÅÒÓ ÔÏ ȰÔÈÅ 
remnants of antipathy related to previous or ongoing military, politÉÃÁÌ ÏÒ ÅÃÏÎÏÍÉÃ ÅÖÅÎÔÓȱ 
ɉ+ÌÅÉÎ ÅÔ ÁÌȢ ρωωψȟ ÐȢ ωπɊ ÔÈÁÔ ÉÎÆÌÕÅÎÃÅ ÔÈÅ ÃÏÎÓÕÍÅÒÓȭ ÐÕÒÃÈÁÓÅ ÂÅÈÁÖÉÏÕÒȢ )ÎÄÅÅÄȟ ÓÅÖÅÒÁÌ 
studies (Bahaee and Pisani, 2009; Ettenson and Klein, 2005; Huang et al., 2010; Nijssen and 
Douglas, 2004) have established in different contexts the effect of animosity on buying 
intentions of the products originating from the country towards which this hostility is 
directed. Despite the increasing number of investigations dealing with this topic within the 
international marketing literatur e, there is a lack of research concerning the influence of 
animosity on the purchase of tourism products. While some studies (Alvarez and Campo, 
2014; Moufakir, 2014; Podoshen and Hunt, 2011) have suggested that animosity affects the 
decision to visit a particular country, to date there is a lack of research that thoroughly 
investigates this impact. 

The tourism literature has also investigated the effect of particular events on the image 
of the country, distinguishing between the effects on cognitive versus affective perceptions 
(Alvarez and Campo, 2014). According to previous research, specific events and incidents may 
provide additional information that influences perceptions regarding a place (Heslop, Lu and 
Cray, 2008), particularly in terms of affective image (Alvarez and Campo, 2014). Nes, Yelkur 
and Silkoset (2012) also investigate the mediating influence of affect in the relationship 
between country animosity and behavioural intentions in a non-tourism context. Therefore, 
the current study attempts to fill in a gap in the tourism literature and examine the effect of 
consumer animosity towards a particular country on the image of the place and on the 
intention to visit it. In particular, the influence of animosity on the affective dimension of 
country image is assessed. 

 

Literature review  
Existing studies in the international marketing literature have examined the 

characteristics of the consumer animosity construct, providing various instruments to 
measure it. In particular, the reasons behind this animosity are listed in the literature as 
including wars and military conflicts (Klein et al., 1998; Nijssen and Douglas, 2004), political 
incidents (Ettenson and Klein, 2005; Witowski, 2000), historical events (Nakos and 
Hajidimitriou, 2007), economic disputes (Klein and Ettenson, 1999) and interaction with the 
people from the country (Moufakkir, 2014; Nes et al., 2012). Jung et al. (2002) also distinguish 
between different types of animosity based on two dimensions: stable ɀ situational and 
personal ɀ national. Thus, country evaluations are based on personal or national experiences 
that may go back to the past or may be rooted in the present. However, authors such as Riefler 
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and Diamantopoulos (2009) have criticized the one-size-fits-all manner in which measuring 
instruments of animosity have been used. According to these authors, the construct is context-
specific and requires an understanding of the motives inspiring animosity, based on prior 
exploratory qualitative research. In addition, Riefler and Diamantopoulos (2009) also suggest 
that the reasons underlying animosity judgements need to be distinguished from the feelings 
per se. Thus, they call for the inclusion of additional items that encompass a more general 
affective-based evaluation of animosity in the scales used to measure this construct.   

Studies in social psychology have determined that feelings and emotions have a 
significant influence in the creation of stereotypes and attitudes (Macrae, Stangor and 
Hewston, 1996). In the tourism field, research has confirmed that the affective component of 
image is more important than the cognitive one in determining the overall image of a place 
(Kim and Yoon, 2003). Nes et al. (2012) also verify that affect plays a central role as a 
mediator between country animosity and purchase intentions, although this relationship is 
assessed from a non-tourism perspective. 

 
Methods and material  

Following this literature, the current study aims to apply the concept of consumer 
animosity towards a country to the context of tourism. Studies that provide a greater 
understanding concerning the formation of place perceptions and the influence that they have 
on the behaviour of tourists are vital. In particular, the influence that animosity has on 
affective image evaluations and on the decision to visit a country is a topic in need of research. 
Furthermore, new measuring instruments of the animosity construct that address the issues 
raised by Riefler and Diamantopoulos (2009) and are based on a greater understanding of the 
underlying reasons for animosity judgements, are required. 

The current research is part of an ongoing investigation to create and test a 
comprehensive measure of consumer animosity in the tourism context, and to determine the 
effect of the construct on the decision to visit a destination. First, an in-depth review of the 
literature was used to generate items for the animosity scale. This phase was supplemented 
with an initial survey to a convenience sample of Turkish respondents who were asked, 
through open-ended questions, to list three countries towards which they feel a greater 
animosity and the reasons behind it. Following this stage, an online preliminary survey to a 
convenience sample of 163 Turkish consumers was used to quantitatively pre-test the 
animosity scale for Israel, identified as one of the countries suffering from a greater animosity 
among the Turks. The study also aimed to investigate the potential influence of the construct 
on the affective image of Israel and on the intention to visit this country. The respondents 
were solicited by posting an invitation to participate in the research via social media networks 
and discussion forums on topics related to entertainment and leisure. 

In this preliminary study the animosity construct was measured based on five 
dimensions formed by the underlying causes of hostility ɀ economic, people, political, 
religious, historical and military ɀ followed by a general animosity component based on 
feelings towards the country. As explained above, this measure of animosity was created by 
generating items from the literature (Klein, 2002; Klein et al., 1998; Maher and Mady, 2010; 
Nes et al., 2012), and from the initial survey of open-ended questions, which shed information 
on additional causes of animosity towards a particular country. Affective country image and 
ÉÎÔÅÎÔÉÏÎ ÔÏ ÖÉÓÉÔ ×ÅÒÅ ÅÖÁÌÕÁÔÅÄ ÕÓÉÎÇ ÔÈÅ ÓÃÁÌÅÓ ÕÔÉÌÉÚÅÄ ÉÎ !ÌÖÁÒÅÚ ÁÎÄ #ÁÍÐÏȭÓ ɉςπρτɊ 
research. The results obtained from this survey are discussed in this paper and are used in 
order to support the subsequent stage of the research, a larger-scale online questionnaire-
based study, which is still ongoing. 
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Results 

According to the findings of descriptive statistics, the Turks exhibit a high level of 
animosity towards Israel. Items related to political, military and religious animosity show 
higher means, indicating a greater level of animosity in relation to these aspects. In addition, 
the means for the affective country image and the intention to visit the destination are 
extremely low (lower than 2.0 on a 5-point Likert scale for all items). 

The results also provide a more in-depth understanding of the dimensionality of the 
animosity scale and the relative weights of the various components on the overall construct. 
According to the research, in the case of Israel a variety of underlying reasons determine the 
high level of animosity that the Turks suffer against this country. In particular, people, 
political and historical animosity have a greater weight in the overall animosity component. 
The model of estimated relationships and the relative weights of the various animosity 
components on the overall animosity construct are shown in Figure 1 below. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. Model of estimated relationships 

 
 
The findings also support the influencing role of animosity towards a country such as 

)ÓÒÁÅÌ ÏÎ ÔÈÅ ÉÎÄÉÖÉÄÕÁÌȭÓ ÉÎÔÅÎÔÉÏÎ ÔÏ ÖÉÓÉÔ ÔÈÅ ÐÌÁÃÅȟ ÁÓ ÓÅÅÎ ÉÎ &ÉÇÕÒÅ ρȢ (Ï×ÅÖÅÒȟ ÔÈÉÓ ÅÆÆÅÃÔ ÉÓ 
indirect, mediated by the affective country image component. Thus, this study confirms in the 
ÔÏÕÒÉÓÍ ÃÏÎÔÅØÔ .ÅÓ ÅÔ ÁÌȢȭÓ ɉςπρςɊ ÍÏÄÅÌ ÏÆ the influence of animosity on purchase intentions 
through the mediating role of affective country evaluations. 

 
Discussion and Conclusions  

The study confirms the multidimensionality of the animosity construct and provides a 
greater understanding of its underlying components. While the results support the idea that 
ÃÏÎÓÕÍÅÒ ÁÎÉÍÏÓÉÔÙ ÔÏ×ÁÒÄÓ Á ÃÏÕÎÔÒÙ ÈÁÓ Á ÓÉÇÎÉÆÉÃÁÎÔ ÉÎÆÌÕÅÎÃÅ ÉÎ ÔÈÅ ÉÎÄÉÖÉÄÕÁÌȭÓ ÄÅÃÉÓÉÏÎ 
to visit the place for tourism purposes, it determines that the effect of animosity on the 
intention to visit is indirect, mediated by affective country image evaluations. Thus, the 
investigation extends the application of existing animosity related findings to tourism, 
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confirming the importance of the construct for subsequent analyses in destination and place 
research. 

 
The study thus contributes to a better grasp on how perceptions of places are 

constructed by individuals based on individual or national experiences, and how these in turn 
affect behavioural intentions. Within this context, the animosity construct needs to be better 
understood as it may provide a useful basis for tourism segmentation. The important role of 
affective country evaluations is also highlighted in this research, in support of previous 
tourism studies on the topic (Alvarez and Campo, 2014; Kim and Yoon, 2003). However, since 
this is a preliminary study based on a convenience sample and a relatively low sample size, 
the results obtained need to be further assessed through further studies. These future 
investigations may also examine the animosity construct and its different components for 
various countries. 
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Introduction  
Research has demonstrated the relevance of tourist image as a factor in understanding 

tourist behaviour, particularly during the decision-making process (Echtner & Ritchie, 1993). 
In this context, information sources (IS) have been postulated as one of the most 

influential factors in tourist image formation during the decision-making process (Dey & 
Sarma, 2010). Therefore, the tourist image is extremely strategic for creating, maintaining or 
increasing tourism demand for a destination. It is for this reason that Govers and Go (2004) 
ÍÅÎÔÉÏÎ ÔÈÅ ÎÅÅÄ ȰÔÏ ÆÏÒÍÕÌÁÔÅ Á ÐÌÁÎ ÆÏÒ ÐÒÏÊÅÃÔÉÎÇ ÔÈÅ ȬÒÉÇÈÔȭ ÉÍÁÇÅȱ ÁÓ ÏÎÅ ÏÆ ÔÈÅ ÅÓÓÅÎÔÉÁÌ 
parts of a tourism development strategy. Dissonances or incongruities on emitted images can 
have consequences on the image perceived by tourists (Camprubí et al., 2014; Govers & Go, 
2004). 

In this regard, several studies have contributed to understanding the extent to which 
each type of IS influences tourist behaviour (Fodness & Murray, 1999), and their contribution 
to image perception (Li et al., 2009). There are some insights into the analysis of image 
perception gaps (Govers & Go, 2004) and the image fragmentation of urban destinations in 
tourism brochures tourists (Camprubí et al., 2014). However, there are no studies that clearly 
relate the tourist perceived image of a destination and IS used, with the aim of finding out 
incongruences among the various IS used. When significant incongruences are detected, this 
is an indication that projected tourist image in the various IS is different. This shows, 
therefore, that tourist destination image is fragmented. 

 
Literature review  

A tourist image is conceived as a mental construction, where the visual component 
comes in second place, in front of previous knowledge of tourists, their impressions and 
ÂÅÌÉÅÆÓ ɉ%ÃÈÔÎÅÒ Ǫ 2ÉÔÃÈÉÅȟ ρωωσȠ +ÏÔÌÅÒ ÅÔ ÁÌȢȟ ρωωσɊȢ (Ï×ÅÖÅÒȟ ȰÔÈÅ ÔÏÕÒÉÓÔ ÉÍÁÇÅ ÉÓȟ ÁÔ ÔÈÅ 
same time, a subjective construction (that varies from person to person) and a social 
ÃÏÎÓÔÒÕÃÔÉÏÎȟ ÂÁÓÅÄ ÏÎ ÔÈÅ ÉÄÅÁ ÏÆ ÃÏÌÌÅÃÔÉÖÅ ÉÍÁÇÉÎÁÔÉÏÎȱ ɉ'ÁÌþ Ǫ $onaire, 2005, p.778). 
Therefore, any individual has images of tourism destinations in their mind, whether they have 
visited them or not (Gunn, 1988). The influential factors of these images are varied and 
several studies have tried to explain the image formation process (Baloglu & McCleary, 1999; 
Tasci & Gartner, 2007). In particular, Baloglu and McClearly (1999) identify three main issues: 
tourism motivations, socio-demographics, and various IS.  

Regarding IS, Gartner (1994) in his seminal contribution identify a continuum of agents 
that contribute to image formation of a destination. Each one of these agents represents one 
ÏÒ ÍÏÒÅ ÔÏÕÒÉÓÔ )3 ×ÈÉÃÈ ÉÎÆÌÕÅÎÃÅ ÖÉÓÉÔÏÒÓȭ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÔÈÅ ÄÅÓÔÉÎÁÔÉÏÎȢ 4ÁÓÃÉ ÁÎÄ 'ÁÒÔÎÅÒ 
(2007) observe the controllable and uncontrollable nature of these IS in tourist image 
projections, and how an image is perceived by tourists. We can see that some authors have 
tried to determine the influence of IS on tourism image components (Alvarez & Campo, 2011; 
McDowall, 2010), where word-of-mouth are one of the most influential IS (Fodness & Murray, 
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1997; Llodrà-Riera et al., 2015). Other authors have analysed information searches (Gitelson 
& Crompton, 1983; Schul & Crompton, 1983), including number and types of IS used. 

Related to Information and Communication Technologies, Buhalis and Law (2008) 
assert that Internet has revolutionised the search for information, and it is one of the 
significant factors in the purchase decision-making process. It is also positioned as a relevant 
IS (Frías et al., 2012; McCartney et al., 2008). Baloglu and McClearly (1999) concluded that 
offline IS influence both cognitive and affective evaluations in the image formation process; 
ÁÎÄ ÌÁÔÅÒȟ ,É ÅÔ ÁÌȢȟ ɉςππωȟ ÐȢυυɊ ÆÏÕÎÄ ÔÈÁÔ ȰÁÃÔÉÖÅ ÏÎÌÉÎÅ ÉÎÆÏÒÍÁÔÉÏÎ ÓÅÁÒÃÈ may change 
ÐÁÒÔÉÃÉÐÁÎÔÓȭ ÄÅÓÔÉÎÁÔÉÏÎ ÉÍÁÇÅȟ ÐÁÒÔÉÃÕÌÁÒÌÙ ÉÔÓ ÁÆÆÅÃÔÉÖÅ ÁÓÐÅÃÔÓȱȢ .ÅÖÅÒÔÈÅÌÅÓÓȟ ËÎÏ×ÌÅÄÇÅ 
about differences between the use of online and offline information search is scarce (Ho et al., 
2012). 

 
Methods and material  

A total of 594 tourists were interviewed in Palafrugell, Costa Brava (Spain), between 
April and September 2014. Questions about sources of information and perceived image were 
included in the survey.  

Six different IS were included in a multiple-choice question in the questionnaire; 
specifically, three online IS (official website, tourism blogs, search engines) and three offline 
sources (brochures, mass media, and word-of-mouth). 

! ÄÅÓÔÉÎÁÔÉÏÎȭÓ ÐÅÒÃÅÉÖÅÄ ÉÍÁÇÅ ÃÁÎ ÂÅ ÃÌÁÓÓÉÆÉÅÄ ÉÎ ÔÈÒÅÅ ÃÁÔÅÇÏÒÉÅÓ (Dilley, 1986; 
Santos, 1998): culture, heritage, and landscape. For each category, four pictures of the 
destination were shown. Each respondent had to select the picture in each category they 
thought that was the most representative. 

The number of sources of information and their typology are analysed in order to 
identify whether they are determinants for the image selection. Differentiation between 
online and offline IS, as well their number, are considered. An Anova-test was carried out in 
order to detect whether the number of IS varies according to the typology of the images. 
Additionally, since more than two categories of images exist, post-hoc tests are also studied. 

 
Results 

Descriptive statistics on online IS show that 52% of tourists use search engines, such as 
Google, 36% of tourists use the official website, and tourism blogs are used by 13% of tourists. 
From the offline IS, 42% use word-of-mouth, 12% use tourism brochures and 10% use mass 
media information. 

Results suggest that the number of IS used influences picture selection. Therefore, this 
means that IS have an effect on the perceived tourist image. In general, tourists who use less 
IS, tend to select more pictures showing well-known destination attributes. For instance, in 
the case of landscape, a picture of a beach was the image most selected, and this corresponds 
to the lowest average for the number of IS used. On the contrary, tourists with the highest 
average of IS used selected a botanical garden, which was globally the least selected image. 

On one hand, considering the influence of online and offline IS on the decision-making 
process, results show that the correlation between the number of online and offline IS used 
and the number of pictures selected is negative, corroborating the fact that tourists using less 
online or offline IS select pictures related to well-known destination attributes. 

On the other hand, there is a positive correlation between the number of online and 
offline IS used. However, the degree to which it correlates varies. These findings are related to 
the concept of tourist image fragmentation (Camprubí et al., 2014), meaning that when online 
and offline IS match, more similar are the images induced through these sources, and 
therefore perceived by tourists. In the opposite situation, when differences exist between 
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online and offline sources, there is a higher dissonance or fragmentation in projected images. 
This means that the images are differently perceived by tourists, depending on the IS used. 

In this study, both online and offline IS are highest correlated in the landscape category, 
while the correlation in culture is the lowest. Therefore, selected pictures in the landscape 
category are similar whether using online or offline IS. However, in the case of culture, there 
are notable differences between the two types of IS used. 

 
Discussion and Conclusions  

Considering the relevance of IS in the image formation process, this study concludes that 
the number of IS used during the decision-making process effects the perceived image. 
Consequently, a higher number of IS imply that the tourist has a deeper knowledge of the 
destination, and therefore he or she associates less well-known attributes to a destination, in 
contrast to tourists who have used a smaller number of IS.  

At the same time, we can see that tourists perceive different tourist images depending 
on the IS they have used. Online and offline IS with various categories of pictures show 
different behaviour, concluding that, in these cases, incongruence among various projected 
images exists in the different IS. 

For decision-makers in tourism destinations it is extremely useful to know, if 
fragmentation of the tourism image exists. The reasons are twofold: firstly, to determine if the 
attributes transmitted by specific IS are in accordance with the destination strategy; and 
ÓÅÃÏÎÄÌÙȟ ÉÔ ÈÅÌÐÓ ÄÅÔÅÒÍÉÎÅ ÔÈÅ ÁÐÐÒÏÐÒÉÁÔÅ ÉÍÁÇÅ ÓÔÒÁÔÅÇÙ ÁÎÄ ÄÅÆÉÎÅ ÔÈÅ ȰÉÍÁÇÅ ÍÉØȱȢ 4ÈÉÓ 
refers to the continuum of factors that need to be taken into account to decide which agents 
will intervene in the formation of the tourist image, as well as the amount of money budgeted 
for image development, characteristics of target markets, demographic characteristics and 
timing (Gartner, 1994).  

For academic literature, this study deepens knowledge about tourism image 
fragmentation and its possible influence on tourist image perception. 
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Introduction  

Universities are becoming increasingly significant within the corpus of research on 
tourism destination development and management, with research considering topics such as: 
the local economic contribution of sports events and conferences held on campus; the 
contribution of university events and activities to constructing place identity and 
representations of universities in popular culture (See Woodward, 2013, for an overview of 
recent research in these areas). Work has also been done on the role of university students in 
place-making (Shaw & Fincher, 2011).   What is evident from the research carried out to date 
is that often the presence of students is part of the overall experience consumed by visitors, 
whether these are encountered in an informal fashion (e.g. as fellow customers in a bar or 
café, or more formally where students are acting as tour guides to a historic campus. Thus the 
presence of tourists on a university campus where they are able to engage with both the built 
environment but also the faculty and students who are present, represents an interesting but 
so far little explored aspect of the co-creation of values in a destination, where these values 
reflect not only what Smith (2006) might refer to as the Authorised Heritage Discourse (AHD) 
of that institution but also more the personal perspectives and values of the different 
stakeholders. 

Despite many internationally renowned universities such as Harvard or UVa in the USA 
or Oxford, Durham and Cambridge in the UK, running regular tours that attract tens of 
thousands of tourists per annum onto campus, this topic of students as tour guide, presenter 
and interpreter of university ceremonial practices, heritage and institutional ambition, 
remains under-researched.  

Nonetheless, there has of course been a considerable amount of published work in 
ÒÅÃÅÎÔ ÙÅÁÒÓ ÏÎ ÔÈÅ ÒÏÌÅ ÏÆ ÔÈÅ ÔÏÕÒÉÓÍ ÇÕÉÄÅ ÁÓ ÍÅÄÉÁÔÏÒ  ×ÈÅÒÅ Ȭ,ÏÃÁÌȭ ÁÎÄ ÎÁÔÉÏÎÁÌ ÇÕÉÄÅÓ 
are frequently seen as ambassadors, possessing unique local knowledge which they express 
within the professional frame of an increasingly globalised discourse (Salazar, 2005, p. 631). 
!Ó ȬÌÉÖÅȭ ÁÎÄ ÕÎÐÒÅÄÉÃÔÁÂÌÅ ÉÎÔÅÒÐÒÅÔÅÒÓȟ ÇÕÉÄÅÓ ÏÆÆÅÒ ÖÁÒÙÉÎÇ ÎÁÒÒÁÔÉÖÅÓ ÁÃÃÏÒÄÉÎÇ ÔÏ ÔÈÅÉÒ 
ÒÅÌÁÔÉÏÎÓÈÉÐȟ ÁÎÄ ÔÈÅ ÔÏÕÒ ÇÒÏÕÐȭÓ ÒÅÌÁÔÉÏÎÓÈÉÐȟ ×ÉÔÈ ÔÈÅ ÓÉÔe and locality. To summarise, 
therefore, the focus of the research is on student guides as mediators and co-creators (with 
their audiences) of a campus tourism experience. Our theoretical approach to the work 
ÒÅÆÌÅÃÔÓ ÂÏÔÈ 3ÍÉÔÈȭÓ ÉÄÅÁ ÏÆ ÔÈÅ !ÕÔÈÏÒÉÓÅÄ (ÅÒÉÔÁÇÅ $ÉÓÃÏÕÒÓÅ ÁÓ ÔÈÏÓÅ ÓÔÏÒÉÅÓ ÔÈÁÔ ȬÍÕÓÔ ÂÅ 
ÔÏÌÄȭ ÁÎÄ ÁÌÓÏ ÄÒÁ×ÉÎÇ ÏÎ 3ÁÌÁÚÁÒ ÁÂÏÖÅ ÁÎÄ +ÁÔÚȭ ×ÏÒË ÏÎ ÔÈÅ ×ÁÙ ÔÈÁÔ ÇÕÉÄÅÓ ÃÁÎ ÂÅ ÄÅÅÍÅÄ 
to de-ÏÂÊÅÃÔÉÖÉÓÅ ÏÒ ȬÄÅ-ÎÅÕÔÒÁÌÉÓÅȭ ÓÐÁÃÅ ɉ+ÁÔÚȟ ρωψυɊ ÁÓ ×ÅÌÌ ÁÓ ÐÅÒÓÏÎÁÌÉÚÉÎÇ ÔÈÅ ÅØÐÅÒÉÅnce 
for themselves and others. 
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Methods and material  

This project forms part of a fuller study looking at how historically significant and 
ÏÔÈÅÒ×ÉÓÅ ÅÌÉÔÅ ÕÎÉÖÅÒÓÉÔÉÅÓ ×ÈÉÃÈ ÁÒÅ ÁÌÓÏ 7(3ȭȟ ÃÒÅÁÔÅ Á ÓÅÎÓÅ ÏÆ ÐÒÉÄÅ ÁÎÄ ÐÒÉÖÉÌÅÇÅ ÉÎ ÔÈÅÉÒ 
student body. In this paper we focus on an aspect of this study ɀ the role of the historic tour. 
Semi-structured interviews were held with 7 student guides working in two such elite and  
historic universities; University of Virginia in the USA and the University of Durham in the UK, 
in order to provide rich qualitative data (Long, 2007) (Veal, 2011).  

One reason for selecting these two case study locations is that parts of both campuses 
have been awarded World Heritage Site status by UNESCO, the former principally because of 
its associations with Thomas Jefferson and the latter because of the political, religious and 
educational significance of the key buildings within the WHS boundary.  As a result, there is an 
additional layer of value ɀ that of Outstanding Universal Value (OUV) ɀ that has to be 
negotiated as well as those values associated with student life and tourist expectation.  Only 
by interviewing respondents at length were we able to understand the refined nature of 
ÐÅÒÓÏÎÁÌ ÁÓÓÏÃÉÁÔÉÏÎ ×ÉÔÈ ÔÈÅ ÅÓÔÁÂÌÉÓÈÍÅÎÔÓȭ ÔÁngible and intangible heritage, and how this is 
shared with visitors in the co-creation of the visitor experience. 

 
Results 

4ÈÉÓ ÒÅÓÅÁÒÃÈ ÆÏÃÕÓÅÓ ÏÎ ȬÈÉÓÔÏÒÉÃ ÔÏÕÒÓȭ ÇÉÖÅÎ ÔÏ ÔÏÕÒÉÓÔÓ ÁÎÄ ÌÏÃÁÌ ÖÉÓÉÔÏÒÓ ÂÙ ÃÕÒÒÅÎÔ 
ÓÔÕÄÅÎÔÓ ÁÎÄ ÉÔ ÉÓ ÉÎ ÔÈÅÓÅ ȬÃÏÍÍÕÎÉÔÙȭ ÂÁsed tours that our enquiry is situated, rather than in 
tours that target potential applicants.  

7ÉÔÈÉÎ ÓÕÃÈ ÔÏÕÒÓ ÔÈÅÒÅ ÉÓ ÁÎ ÅÌÅÍÅÎÔ ÏÆ ȬÂÁÔÏÎ ÐÁÓÓÉÎÇȭ ÁÓ ÎÅ× ÇÅÎÅÒÁÔÉÏÎÓ ÏÆ ÓÔÕÄÅÎÔÓ 
perform this often prestigious role with individual students interpretin g the site from their 
own perspective within the parameters of approved topics. Thus mythologies of place, 
ÃÅÒÅÍÏÎÉÁÌ ÒÉÔÅÓ ÁÎÄ ÓÕÐÅÒÓÔÉÔÉÏÎÓ ÁÒÅ ÂÌÅÎÄÅÄ ×ÉÔÈ ÈÉÓÔÏÒÉÃÁÌ ÄÅÔÁÉÌ ÁÓ ÐÁÒÔ ÏÆ ÔÈÅ ÓÔÕÄÅÎÔȭÓ 
own journey through the university.  

The tour guides reflect the notion of a student community united in their pride of place. 
Crucially, student-led historic tours are an interesting example of the co-creation of a tourist 
experience as they combine both the experience of the guide him or herself, and the 
expectation of the visitor.   

Our results show that whilst student guides are expected to impart the OUV and indeed 
!($ ÁÎÇÌÅȟ ÁÓ ÔÈÉÓ ÉÓ ×ÈÁÔ ÉÓ ÉÍÐÏÒÔÁÎÔ ÆÒÏÍ ÔÈÅÉÒ 5ÎÉÖÅÒÓÉÔÙȭÓ ÃÏÒÐÏÒÁÔÅ ÐÅÒÓÐÅÃÔÉÖÅȟ ÔÈÅÙ 
report that at least as much interest is shown by tour participants in the more mundane, 
prosaic areas of student life in these prestigious buildings.  Thus the guides need to become 
expert in mediating between the requirements of their employer ɀ the host institution ɀ and 
the expectations of the guest.  Since positions as campus tour guides are seen as prestigious, 
there is an additional burden on the guides to perform well and meet the aspirations of both 
parties, creating at times a tension in what they feel able to impart.  Thus these guides appear 
quickly to move away from the delivery of set scripts towards the presentation of a more 
personal story that blends their own relationship with the university and its campus with the 
much longer traditions and heritage of the institution. 

We also found that student guides become very adept, very quickly, at recognizing the 
types of anecdote that will appeal to different audience types ɀ this too means that at times 
they move away from the conventional narrative expected of them by the University. 

 
Discussion and Conclusions  

Our findings demonstrate that student tour guides occupy a unique role within the 
broader guiding community as they are interpreting and sharing their own experience within 
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an educational institution that expects them to present a particular world view on heritage 
that presents the organization in the most favourable light possible. Moreover, because they 
are generally only active as guides within the institution for a relatively short period of time ɀ 
generally 3 years ɀ there is the potential for an almost continual reinvention of the visitor 
experience as new cohorts of guide retain institutional memory in some areas, but build their 
own ideas as well. 

This thus leads to a dynamic and complex situation where tourist tours of a historic 
university campus are almost continually reinvented since neither the audience nor the guide 
remain the same for long.  As such, this paper neatly encapsulates a key theme of the 6th 
Advances in Tourism Marketing (ATMC) Conference, namely the co-creation of values around 
a visitor experience in a heritage setting. It also fits with Marketing tourism places and spaces 
and indeed the notion of sustainability in the tourist experience. 
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Introduction and literature review  

In the last decades, a growing interest on Quality of Life (QOL) can be noticed in the field 
of tourism (e.g. Chancellor, Yu, & Cole, 2011; Kim, Uysal, & Sirgy, 2013; Nawijn & Mitas, 2012). 
A high number of the studies undertaken focus on the effect of tourism on the QOL of tourists 
(e.g. Dolnicar, Lazarevski, & Yanamandram, 2013; Eusébio & Carneiro, 2014). Nevertheless, 
one of the main objectives of tourism development is to improve the QOL of the residents of 
tourism destinations (Yu, Cole, & Chancellor, 2014). The analysis of the contributions of the 
ÔÏÕÒÉÓÍ ÁÃÔÉÖÉÔÙ ÔÏ ÔÈÅ ÒÅÓÉÄÅÎÔÓȭ 1/, ÈÁÓ ÂÅÅÎ ÈÉÇÈÌÙ ÎÅÇÌÅÃÔÅÄȢ 4ÈÅ ÒÅÓÅÁÒÃÈ that 
investigates the QOL of these residents has revealed that tourism may have negative impacts 
on some QOL domains ɀ e.g. congestion, some kinds of pollution - but is likely to have high 
positive impacts on several other QOL domains, such as preservation of natural and cultural 
heritage, increase of recreation opportunities, increase of job opportunities and income 
(Andereck & Nyaupane, 2011; Andereck, Valentine, Vogt, & Knopf, 2007; Yu et al., 2014).  

Few researches have analyzed the factors that influenÃÅ ÔÈÅ ÒÅÓÉÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ 
concerning the tourism impact on their QOL. Some determinants of this impact already 
investigated are socio-demographic factors (e.g. age, gender, education, marital status, 
employment) (Khizindar, 2012), seasonal factors (Jeong, Kang, & Desmarais, 2014), place of 
residence (Andereck et al., 2007; Chancellor et al., 2011) and quality of the tourism 
ÄÅÓÔÉÎÁÔÉÏÎÓ ɉ,ÉÐÏÖéÁÎȟ "ÒÁÊĤÁ-¼ÇÁÎÅÃȟ Ǫ 0ÌÊÁÎÅÃ-Borié, 2014). The encounters between local 
residents and tourists are considered an important component of the tourism activity. It is 
also recognized that this contact may differ on several factors such as the place where it 
occurs, the type of activities involved and the intensity of contact undertaken (Eusébio & 
Carneiro, 2012). Encounters between tourists and hosts can take place when tourists 
purchase goods and services, when tourists ask for information or, simply, when tourists and 
hosts go to the same place (De Kadt, 1979). Nevertheless, the potential influence of host-
tourist inÔÅÒÁÃÔÉÏÎÓ ÏÎ ÔÈÅ ÒÅÓÉÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÔÏÕÒÉÓÍ ÉÍÐÁÃÔÓ ÏÎ ÔÈÅÉÒ 1/, ÈÁÓ ÂÅÅÎ 
greatly ignored. The few studies that examine the influence of host-tourist interaction 
(Andereck & Nyaupane, 2011; Nawijn & Mitas, 2012) in this context suggest that this contact 
and the satisfaction with it are likely to lead to perceptions of a more positive impact of 
tourism on QOL. The research of Andereck and Nyaupane (2011) reveals that, in the case of 
the residents of Arizona, the amount of contact that residents had with tourists had a positive 
ÉÍÐÁÃÔ ÏÎ ÔÈÅ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÐÅÒÓÏÎÁÌ ÂÅÎÅÆÉÔÓ ÔÈÅÙ ÏÂÔÁÉÎÅÄ ÆÒÏÍ ÔÏÕÒÉÓÍȢ .Á×ÉÊÎ ÁÎÄ -ÉÔÁÓȭ 
(2012) study shows that, in Palma de Mallorca, the residents who consider the host-tourist 
interaction positive, tend to perceive a higher QOL in several domains - family, neighborhood, 
self, services and infrastructure. However, the impact of both, specific types of contacts with 
ÔÏÕÒÉÓÔÓ ÁÎÄ ÏÆ ÓÁÔÉÓÆÁÃÔÉÏÎ ×ÉÔÈ ÔÈÅÓÅ ÃÏÎÔÁÃÔÓȟ ÏÎ ÔÈÅ ÓÅÖÅÒÁÌ ÄÏÍÁÉÎÓ ÏÆ ÒÅÓÉÄÅÎÔÓȭ 1/, ÈÁÓ 
not been properly investigated yet. This paper aims to fill these gaps by carrying out an 
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empirical study, in two Portuguese coastal communities, that assesses the impact of several 
types of host-tourist interactions, and of satisfaction with these interactions, on several 
ÒÅÓÉÄÅÎÔÓȭ 1/, ÄÏÍÁÉÎÓ ɉÓÅÅ &ÉÇÕÒÅ ρ ÁÎÄ (ÙÐÏÔÈÅÓÅÓɊȢ 

 

 
Figure 1: 0ÒÏÐÏÓÅÄ ÍÏÄÅÌ ÏÆ ÓÏÃÉÁÌ ÃÏÎÔÁÃÔ ÁÎÄ ÉÍÐÁÃÔ ÏÆ ÔÏÕÒÉÓÍ ÏÎ ÒÅÓÉÄÅÎÔÓȭ 1/, 

 
H1 ɀ The social contact with visitors in several contexts has a positive effect on the 

ÒÅÓÉÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ tourism impact on several domains of their QOL 
H2 ɀ The social contact with visitors in several contexts has a positive effect on the 

ÒÅÓÉÄÅÎÔÓȭ ÓÁÔÉÓÆÁÃÔÉÏÎ ×ÉÔÈ ÔÈÅ ÓÏÃÉÁÌ ÃÏÎÔÁÃÔ ×ÉÔÈ ÖÉÓÉÔÏÒÓȢ 
H3 ɀ 4ÈÅ ÒÅÓÉÄÅÎÔÓȭ ÓÁÔÉÓÆÁÃÔÉÏÎ ×ÉÔÈ ÓÏÃÉÁÌ ÃÏÎÔÁÃÔ ×ÉÔÈ visitors has a positive effect on the 

ÒÅÓÉÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÔÏÕÒÉÓÍ ÉÍÐÁÃÔ ÏÎ ÓÅÖÅÒÁÌ ÄÏÍÁÉÎÓ ÏÆ ÔÈÅÉÒ 1/,Ȣ  
H4 ɀ 2ÅÓÉÄÅÎÔÓȭ ÓÁÔÉÓÆÁÃÔÉÏÎ ×ÉÔÈ ÓÏÃÉÁÌ ÃÏÎÔÁÃÔ ×ÉÔÈ ÖÉÓÉÔÏÒÓ ÈÁÓ Á ÐÏÓÉÔÉÖÅ ÅÆÆÅÃÔ ÏÎ ÔÈÅ 

ÒÅÓÉÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÔÏÕÒÉÓÍ ÉÍÐÁÃÔÓ ÏÎ ÔÈÅÉÒ overall QOL. 
H5 ɀ 2ÅÓÉÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÔÏÕÒÉÓÍ ÉÍÐÁÃÔÓ ÏÎ ÓÅÖÅÒÁÌ ÄÏÍÁÉÎÓ ÏÆ ÔÈÅÉÒ 1/, ÈÁÓ Á 

positive effect on perceptions of tourism impacts on their overall QOL. 
 

Methods and material  
To accomplish the objectives of this paper a questionnaire was directed to residents of 

two coastal communities - Barra and Costa Nova ɀ located in the municipality of Ílhavo in the 
Central Region of Portugal. The questionnaire addresses, apart from the reÓÉÄÅÎÔÓȭ ÐÒÏÆÉÌÅȟ 
their perceptions about impacts of tourism on their QOL, social interaction with visitors and 
their level of satisfaction with that interaction. The residents were invited to indicate their 
level of agreement, using a 7-point Likert -type ÓÃÁÌÅ ÆÒÏÍ ρ ȰÃÏÍÐÌÅÔÅÌÙ ÄÉÓÁÇÒÅÅȱ ÔÏ χ 
ȰÃÏÍÐÌÅÔÅÌÙ ÁÇÒÅÅȱ ×ÉÔÈ ςς ÓÔÁÔÅÍÅÎÔÓ ÒÅÌÁÔÅÄ ÔÏ ÔÈÅ ÉÍÐÁÃÔ ÏÆ ÔÏÕÒÉÓÍ ÏÎ ÓÅÖÅÒÁÌ ÄÏÍÁÉÎÓ ÏÆ 
ÒÅÓÉÄÅÎÔÓȭ 1/,Ȣ 4ÈÅ ÓÔÁÔÅÍÅÎÔÓ ÕÓÅÄ ÄÅÒÉÖÅÄ ÆÒÏÍ Á ÌÉÔÅÒÁÔÕÒÅ ÒÅÖÉÅ× ÁÂÏÕÔ ÔÈÅ ÉÍÐÁÃÔÓ ÏÆ 
ÔÏÕÒÉÓÍ ÏÎ ÔÈÅ ÒÅÓÉÄÅÎÔÓȭ 1/, ɉÅȢg. Andereck et al., 2007; Andereck & Nyaupane, 2011). To 
ÁÓÓÅÓÓ ÔÈÅ ÒÅÓÉÄÅÎÔÓȭ ÉÎÔÅÒÁÃÔÉÏÎ ×ÉÔÈ ÖÉÓÉÔÏÒÓȟ ÔÈÅ ÒÅÓÉÄÅÎÔÓ ×ÅÒÅ ÒÅÑÕÅÓÔÅÄ ÔÏ ÒÅÐÏÒÔ ÔÈÅ 
frequency with which they had some types of interaction (14 types) with visitors, identified 
based on a literature review (e.g. De Kadt 1979; Eusébio & Carneiro, 2012; Reisinger & 
Turner, 1998), using a 7-ÐÏÉÎÔ ,ÉËÅÒÔ ÔÙÐÅ ÓÃÁÌÅ ÆÒÏÍ ρ ȰÎÅÖÅÒȱ ÔÏ χ ȰÖÅÒÙ ÆÒÅÑÕÅÎÔÌÙȱȢ 
Furthermore, residents were also invited to mention their level of satisfaction with the 
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contact with visitors in their community, using also a 7-ÐÏÉÎÔ ,ÉËÅÒÔ ÔÙÐÅ ÓÃÁÌÅȟ ÆÒÏÍ ρ ȰÖÅÒÙ 
ÕÎÓÁÔÉÓÆÉÅÄȱ ÔÏ χ ȰÖÅÒÙ ÓÁÔÉÓÆÉÅÄȱȢ  

The survey was undertaken with personal administration of the questionnaire in the 
two communities in May 2012, using a quota sampling approach, based on gender and age. In 
order to analyse the validity and reliability of the questionnaire used, a pilot test was 
conducted in the communities under analysis. A total of 308 responses were considered valid 
for further analyses. Descriptive statistics were adopted to identify the socio-economic profile 
of respondents. Two Principal Component Analyses (PCA) were carried out to identify 
ÄÉÍÅÎÓÉÏÎÓ ÏÆ ÓÏÃÉÁÌ ÃÏÎÔÁÃÔ ×ÉÔÈ ÖÉÓÉÔÏÒÓ ÁÎÄ ÒÅÓÉÄÅÎÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÔÏÕÒÉÓÍ ÉÍÐÁÃÔÓ ÏÎ 
several domains of their QOL. Further, a Partial least squares structural equation modelling 
(PLS_SEM), using the SmartPLS 3.0 programme, was adopted to test the research model 
proposed (Figure 1). 

 
2ÅÓÕÌÔÓȭ ÄÉÓÃÕÓÓÉÏÎ ÁÎÄ ÃÏÎÃÌÕÓÉÏÎÓ 

The sample was composed by 55% of respondents who lived in Costa Nova and 45% in 
Barra. The sample is balanced in terms of gender (48% female), there is a great diversity in 
terms of level of education, a dominance of residents between 25 and 60 years old (66%) with 
low incomes (60% have a ÈÏÕÓÅÈÏÌÄ ÍÏÎÔÈÌÙ ÎÅÔ ÉÎÃÏÍÅ ÌÏ×ÅÒ ÔÈÁÎ ρπππΌɊȢ !ÂÏÕÔ ςχϷ ÏÆ 
respondents have a job related to tourism and about 64% lived in this community for more 
than 5 years.  

Three interaction dimensions emerged from the PCA of interaction items: (i) close 
interaction; (ii) interaction at work; and (iii) interaction in attractions & facilities (Table 1). 
The social contact was very low in all the contexts analysed (lower than 4 in a seven-point 
Likert type scale), being especially low regarding close contacts (e.g. sharing meals with 
visitors and exchanging gifts with visitors), corroborating other studies that also reveal a brief 
and superficial social host-tourist interaction (Eusébio & Carneiro, 2012; Reisinger & Turner, 
1998). However, residents reveal a high satisfaction with that interaction (5.81 in a seven-
point Likert type scale 

 
Table 1: Measurement statistics of Host-tourist interaction construct  

 
 

Host-tourist interaction Mean
Standard 

Deviation

Indicator 

Loadings
t-value

 a
Composite 

reliability

Average 

Variance 

Extracted

Discriminant 

validity

Close interaction 0.91 0.68 Yes

Inviting visitors to one's home 2.03 1.70 0.84 32.43

Practising sports with visitors 1.98 1.49 0.74 14.08

Participating in parties with visitors 2.68 1.84 0.83 32.23

Sharing meals with visitors 2.11 1.64 0.86 37.10

Exchanging gifts with visitors 1.75 1.47 0.84 26.41

Interaction at work 0.85 0.65 Yes

Contacting with visitors in the workplace 3.52 2.44 0.81 27.76

Providing visitors information about the municipality 4.74 1.74 0.80 25.04

Interacting with visitors when providing them goods and services 3.45 2.23 0.82 28.09

Interaction in attractions & facilities 0.86 0.56 Yes

Contacting with visitors in the beach 4.16 1.96 0.77 32.43

Contacting with visitors in events 3.30 1.80 0.64 14.08

Contacting with visitors in food and beverage establishments 4.71 1.76 0.76 32.23

Contacting with visitors in other commercial establishments 4.09 1.80 0.80 37.10

Contacting with visitors in discos, clubs and bars 3.31 2.07 0.77 26.41

Residents' satisfaction with host-tourist interaction 5.34 1,382 1 ï 1 ï ï

a
 t-values were obtained with the bootstrapping procedure (5000 samples) and are significant at the 0.001 level (two-tailed test)
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&ÏÕÒ ÄÏÍÁÉÎÓ ÏÆ 1/, ÅÍÅÒÇÅÄ ÆÒÏÍ ÔÈÅ 0#! ÏÆ ÉÔÅÍÓ ÒÅÐÒÅÓÅÎÔÉÎÇ ÔÈÅ ÒÅÓÉÄÅÎÔÓȭ 
perceptions of tourism impacts on their QOL: (i) economic and social relationship 
opportunities; (ii) calm & safety; (iii) public facilities & services; and (iv) positive feelings (Table 
2). Residents perceive high tourism impacts on all of their QOL domains (higher than 4.8 in a 
seven-point Likert scale) and on their overall QOL (5.26 in the same scale). The tourism 
impacts were particularly high on the psychological domain (positive feelings) and on the 
improvement of the environmental context (public facilities & services). 

 
Table 2: Measurement statistics of tourism impacts on residents' QOL construct 

 
 
Confirming the reliability and validity of the measures used to represent each construct, 

assessment criteria such as composite reliability (> 0.7), outer loadings (> 0.6), average 
variance extracted (0.5) and discriminant validity (heterotrait-monotrait ratio of correlations 
<0.9), clearly satisfy the requirements (Tables 1 and 2). As for the inner model, the estimates 
were examined to assess the hypothesised relationships among the constructs in the 
conceptual model. The standardised path coefficients and significance levels provide evidence 
of the inner model's quality, with t-values being obtained with the bootstrapping procedure 
(5000 samples). The indirect and total effects of the independent constructs on the dependent 
ones were also examined, since they provide useful information regarding cause-effect 
relationships.  

4ÈÅ ÓÏÃÉÁÌ ÉÎÔÅÒÁÃÔÉÏÎ ÈÁÓ Á ÓÉÇÎÉÆÉÃÁÎÔ ÉÍÐÁÃÔ ÏÎ ÔÈÅ ÒÅÓÉÄÅÎÔȭÓ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÔÈÅ 
tourism impacts on their QOL (Table 3). However, this impact differs according to the type of 
interaction, being interaction at work the type of interaction with highest influence. Moreover, 
satisfaction with interaction influences positively all the domains of the QOL and is the 
construct with the second greater total effect on the tourism impacts on overall QOL 

Residents´perceptions of tourism impacts on their QOL Mean
Standard 

Deviation

Indicator 

Loadings
t-value

 a
Composite 

reliability

Average 

Variance 

Extracted

Discriminant 

validity

Economic & social relationship opportunities 0.92 0.63 Yes

Having opportunity to carry on recreational activ ities 5.30 1.46 0.82 29.48

Having more job opportunities 5.27 1.71 0.79 26.16

Having opportunities to get more financial resources 5.13 1.62 0.78 25.09

Having oppotunity to participate in cultural activ ities 5.21 1.50 0.83 32.06

Having opportunities for socialising 5.53 1.39 0.83 39.82

Having opportunities of contacting with people of different cultures 5.80 1.28 0.71 17.60

Having diversity of economic activ ities 5.49 1.43 0.81 30.10

Calm & safety 0.93 0.72 Yes

Having a healthy life 5.26 1.67 0.85 40.39

L iving in an unpolluted environment 4.98 1.78 0.88 53.06

Feeling safe 5.11 1.71 0.85 36.26

L iving without traffic jams and people 4.24 1.89 0.78 20.41

L iving in a quiet environment 4.64 1.84 0.87 48.50

Public facilities & services 0.91 0.62 Yes

Having facilities to promote mobility/accessibility 5.40 1.60 0.80 26.82

Having access to health services 5.20 1.83 0.79 23.72

Having access to good transport 5.52 1.59 0.84 32.15

Preserving natural environment 5.35 1.49 0.80 29.41

Preserving cultural heritage 5.31 1.54 0.82 33.81

Having restaurants and other commercial establishments 5.89 1.27 0.68 12.74

Positive feelings 0.78 0.64 Yes

Feeling proud to live in this place 5.72 3.36 0.62 3.62

 Having positive feelings 5.19 1.71 0.95 58.02

Residents´perceptions of tourism impacts on their overall QOL 5.26 1,646 1 ï 1 ï ï

a
 t-values were obtained with the bootstrapping procedure (5000 samples) and are significant at the 0.001 level (two-tailed test)
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perceived by residents. All the domains of the QOL have a significant positive influence on the 
overall QOL perceived. The results highlight the relevance of stimulating social interaction 
ÂÅÔ×ÅÅÎ ÒÅÓÉÄÅÎÔÓ ÁÎÄ ÖÉÓÉÔÏÒÓ ÉÎ ÏÒÄÅÒ ÔÏ ÉÎÃÒÅÁÓÅ ÔÈÅ ÉÍÐÁÃÔÓ ÏÆ ÔÏÕÒÉÓÍ ÏÎ ÔÈÅ ÒÅÓÉÄÅÎÔÓȭ 
QOL. Considering the important role of interaction with visitors in the perceived impact of 
ÔÏÕÒÉÓÍ ÏÎ ÒÅÓÉÄÅÎÔÓȭ 1/, ÁÎÄ ÔÈÅ ÖÁÌÕÁÂÌÅ ËÎÏ×ÌÅÄÇÅ ÏÆ ÒÅÓÉÄÅÎÔÓ ÒÅÇÁÒÄÉÎÇ ÔÈÅ ÌÏÃÁÌ 
culture, activities that promote encounters between residents and visitors should be 
encouraged. Moreover, a high involvement of the local community in the supply of tourism 
services (e.g. as tour guides, as story tellers, as handicraftsmen communicating with visitors) 
should be stimulated by those responsible for tourism development. 

 
Table 3: R2, direct, indirect and total effects on residents' overall QOL 
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Introduction  

Higher competition and globalization in tourism has increased rivalry between 
destinations (Go and Govers, 2000). Destinations are amalgams of tourism products which 
offer an integrated experience to consumers (Buhalis, 2000). Tourism destinations include a 
cluster of interrelated stakeholders embedded in a social network (Scott et al., 2008). These 
destination stakeholders include private and public agents such as accommodation 
businesses, tour companies, government agencies, representatives of the local community and 
residents, among others.  

Governance is a key concept in politics and public policy that is increasingly utilised in 
tourism (Hall, 2011). Research has found governance as a key element in wellbeing with 
differences according to the level of development (Helliwell & Huang, 2008), gender nor 
economic level (Orviska et al. 2014). Governance policies should involve citizens in tourism 
ÄÅÖÅÌÏÐÍÅÎÔ ÔÏ ÆÕÌÆÉÌÌ ÉÎÔÅÒÎÁÔÉÏÎÁÌ ÔÏÕÒÉÓÔÓȭ ÄÅÍÁÎÄÓ ÏÆ ÁÎ ÁÕÔÈÅÎÔÉÃ ÅØÐÅÒÉÅÎÃÅ ɉ4ÅÁÒÅ ÅÔ ÁÌȢȟ 
2013). Differences in the governance of tourism destinations may imply differences in the 
effectiveness of joint stakeholder interactions and hence to diverse destination 
competitiveness (Beamount and Dredge, 2010).  

/Î ÔÈÅ ÏÔÈÅÒ ÈÁÎÄȟ ÔÈÅ ÓÔÕÄÙ ÏÆ ÔÏÕÒÉÓÔÓȭ ÅØÐÅÒÉÅÎÃÅ ÉÓ pivotal according to academics 
and policy makers (Murray et al., 2010; Kao et al., 2008). In tourism, the quality of service 
ÅØÐÅÒÉÅÎÃÅ ÒÅÌÁÔÅÓ ÔÏ ÔÏÕÒÉÓÔÓȭ ÁÆÆÅÃÔÉÖÅ ÒÅÓÐÏÎÓÅÓ ɉ#ÈÅÎ ÁÎÄ #ÈÅÎȟ ςπρπɊȢ )Ô ÉÓ Á ÈÏÌÉÓÔÉÃȟ ÍÕÌÔÉ-
dimensional measure that assesses personal reactions and feelings in response to a tourist 
service (Otto and Ritchie, 1996). 

4ÏÕÒÉÓÍ ÌÉÔÅÒÁÔÕÒÅ ÈÁÓ ÎÏÔ ÓÔÕÄÉÅÄ ÇÏÖÅÒÎÁÎÃÅ ÆÒÏÍ ÔÈÅ ÔÏÕÒÉÓÔÓȭ ÐÏÉÎÔ ÏÆ ÖÉÅ× ÄÅÓÐÉÔÅ ÉÔ 
is a key stakeholder for destination management. Qualitative techniques are usually employed 
to interview tourism stakeholders from the supply side (Konstantinos, 2002; Kirby et al., 
2011; Aretano et al., 2013).  

4ÈÅ ÍÁÉÎ ÃÏÎÔÒÉÂÕÔÉÏÎ ÏÆ ÔÈÉÓ ÐÁÐÅÒ ÉÓ ÔÏ ÁÎÁÌÙÚÅ ÔÏÕÒÉÓÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÄÅÓÔÉÎÁÔÉÏÎ 
governance and its link with ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÔÈÅ ÓÅÒÖÉÃÅ ÅØÐÅÒÉÅÎÃÅ ÕÓÉÎÇ Á ÂÉÇ ÓÁÍÐÌÅ ÏÆ 
Mediterranean tourists.  

The objective of this paper is twofold. First, we analyze the governance of Mediterranean 
destinations according to the perception of a key stakeholder: tourists. We posit that there 
may be differences between North Mediterranean and South Mediterranean destinations. 
3ÅÃÏÎÄȟ ×Å ÅØÐÌÏÒÅ ÔÈÅ ÌÉÎË ÂÅÔ×ÅÅÎ ÄÅÓÔÉÎÁÔÉÏÎ ÇÏÖÅÒÎÁÎÃÅ ÁÎÄ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÓÅÒÖÉÃÅ 
experience. As far as we know, destination governance has not been assessed by tourists in 
ÐÒÅÖÉÏÕÓ ÒÅÓÅÁÒÃÈ ÎÏÒ ÉÔÓ ÉÎÆÌÕÅÎÃÅ ÏÎ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÓÅÒÖÉÃÅ ÅØÐÅÒÉÅÎÃÅȢ 4ÈÅÒÅÆÏÒÅȟ ÔÈÅÓÅ 
are the two main contributions of the current paper.  
                                                 
1
 This reseach is funded by the EU, Project No. IB/1.3/561 Newcimed: New Cities of the Mediterranean Sea Basin. The 

UE is not responsible of the content of this paper. 
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Literature review  

The concept of governance applied to tourist destinations consists of setting and 
developing rules, mechanisms and also business strategies by involving all private and public 
institutions and individuals related to that destination (Beritelli et al., 2007). This is an 
inclusive process, as each stakeholder incorporates qualities, skills and significant resources 
to the system. In this process, are important building and maintaining trust, commitment and 
negotiation (Bovaird and Löffler, 2003).  

In this sense, tourism, being a product of the territory and not just of the business, needs 
the joint governance of all tourism supply stakeholders, with the aim of ensuring the effective 
implementation of the processes that must be carried out: reception, establishment of an 
integrated, sustainable, accessible and profitable territorial offer; and the creation of the 
environmental and infrastructure conditions needed for the provision of a quality service. The 
objective is, therefore, to establish a series of innovative tools in order to improve tourism 
development, sustainability and participation in decision-making. Tourism demand is high 
and increasing, so the problems that may arise in tourism management need to be 
systematically tackled by all parties concerned (Yüksel et al., 2005; Pulido et al., 2013). 

Previous research has found that destination governance reflects specific local and 
ÃÏÕÎÔÒÙ ÃÏÎÄÉÔÉÏÎÓ ɉ$ȭ!ÎÇÅÌÌÁ ÅÔ ÁÌȢȟ ςπρπɊȢ 4ÈÕÓ ×Å ÐÒÏÐÏÓÅ ÏÕÒ ÆÉÒÓÔ ÒÅÓÅÁÒÃÈ ÑÕÅÓÔÉÏÎȡ  

RQ1: There are different governance structures in North and South Mediterranean 
destinations.  

One of the first sound works on the quality of service experience in tourism is by Otto 
and Ritchie (1996). Quality of service experience holistically and subjectively assesses 
ÔÏÕÒÉÓÔÓȭ ÐÅÒÓÏÎÁÌ ÅØperiences and reflects their affective responses. Although some authors 
ÓÕÇÇÅÓÔ ÔÈÁÔ ÇÏÖÅÒÎÁÎÃÅ ÉÍÐÁÃÔÓ ÏÎ ÔÏÕÒÉÓÔÓȭ ÅØÐÅÒÉÅÎÃÅȟ ÔÈÅÙ ÄÏ ÎÏÔ ÓÕÒÖÅÙ ÔÈÉÓ ÉÓÓÕÅ ɉ+ÉÒÂÙ 
et al., 2011; Teare et al., 2013). Thus, we propose our second research question: 

RQ2: TheÒÅ ÉÓ Á ÐÏÓÉÔÉÖÅ ÅÆÆÅÃÔ ÏÆ ÄÅÓÔÉÎÁÔÉÏÎ ÇÏÖÅÒÎÁÎÃÅ ÏÎ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÓÅÒÖÉÃÅ 
experience.  

 
Methods & materials  

In order to achieve our objectives, we follow a quantitative approach on the basis of a 
ÓÔÒÕÃÔÕÒÅÄ ÑÕÅÓÔÉÏÎÎÁÉÒÅ ÉÎÃÌÕÄÉÎÇ ÑÕÅÓÔÉÏÎÓ ÒÅÇÁÒÄÉÎÇ ÄÅÓÔÉÎÁÔÉÏÎ ÇÏÖÅÒÎÁÎÃÅȟ ÔÏÕÒÉÓÔÓȭ 
quality of service experience and other classification items such as gender, country of origin, 
education and other demographical data.  

The context of our research is based on subjective data obtained through surveys of 
tourists in seven cities of the Mediterranean basin: Tafilah (Jordan), Tyre (Lebanon), 
Maamoura (Tunisia), Oristano (Italy), Latina (Italy), Sicily (Italy) and Cullera (Spain). The first 
three cities belong to the Southern Mediterranean arch, and the remaining four to the 
northern arch. Respondents were tourists who had just finished their visit to a tourist site. 
The survey yielded 1362 valid responses. 

Previous research on destination governance has employed qualitative techniques such 
as case studies. Further, they usually interview internal stakeholders  like residents 
(Andriotis, 2002; Aretano et al., 2013), owners of lodges (Kirby et al., 2011), state managers, 
local managers, community leaders and consultants (Ariza et al., 2014, D´Angela et al., 2010; 
Baggio et al., 2010; Beritelli et al., 2007). In our research, we assess destination governance 
ÁÃÃÏÒÄÉÎÇ ÔÏ ÔÏÕÒÉÓÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓ ÏÆ ÉÓÓÕÅÓ ÒÅÇÁÒÄÉÎÇ public and private agents. All items 
were measured on a 5-point Likert -type scale from strongly disagree (1) to strongly agree (5).  

In order to gather information about the quality of service experience, we used the scale 
by Otto and Ritchie (1996). They propose six original dimensions integrating the service 
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experience, however, after an empirical field work, the scale is reduced to 23 items grouped in 
four dimensions: hedonics, peace of mind, involvement and recognition. In our research, all 
items were measured on a 5-point Likert -type scale from strongly disagree (1) to strongly 
agree (5). Data analysis includes multivariate analysis. 

 
Table 1. Characteristics of the sample 

Universe  Tourists at seven cities in the Mediterranean Sea basin  
 
 
SAMPLE  

Tafilah  
(Jordan)  

Tyre  
(Lebanon)  

Maamoura 
(Tunisia)  

Oristano 
(Italy)  

Latina  
(Italy)  

Sicily  
(Italy)  

 

Cullera  
(Spain)  

155 202 200 208 200 201 199 

Total southern Mediterranean  
n = 557 

Total northern Mediterranean  
n = 808 

Total sample   1362 tourists  

Geographical 
scope 

Mediterranean Sea basin 

Data 
collection 
method  

Self-report questionnaire 

Sampling 
procedure  

Non-probabilistic method: convenience sampling 

 
Research and results  

We expect to confirm the two research questions proposed in this paper. Consequently, 
we expect to find different governance perceptions by tourists in North and South 
Mediterranean destinations. Additionally, we expect a positive relationship between tourism 
ÇÏÖÅÒÎÁÎÃÅ ÁÎÄ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÔÈÅ ÓÅÒÖÉÃÅ ÅØÐÅÒÉÅÎÃÅȢ  

 
Discussion and conclusions  

The Mediterranean welcomes huge numbers of tourists each year, which greatly affects 
surrounding countries. Planning and managing Mediterranean tourism is therefore important 
to minimize tourism negative effects and enhance its positive impacts. Destination 
governance can be a strategic mechanism for adapting tourist agents and policies to changing 
demands while maintaining integrity and functionality (Baggio et al., 2010). 

Faced with growing competition, it has become imperative for destination marketers to 
understand the symbolic value and experiential qualities of tourism destinations. Successful 
tourism marketing strategies should rest on an appreciation of the distinguishing and unique 
ÃÈÁÒÁÃÔÅÒÉÓÔÉÃÓ ÏÆ ÔÏÕÒÉÓÔÓȭ ÅØÐÅÒÉÅÎÃÅÓ ɉ(ÏÓÁÎÙ ÁÎÄ 'ÉÌÂÅÒÔȟ ςπρπɊ ÉÎ ÏÒÄÅÒ ÔÏ ÉÍÐÒÏÖÅ 
ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÓÅÒÖÉÃÅ ÅØÐÅÒÉÅÎÃÅ ÁÔ ÄÅÓÔÉÎÁÔÉÏÎÓȢ 

The current research expects to make two significant contributions. First, it makes a 
comparison of governance issues in North and South Mediterranean destinations according to 
ÔÏÕÒÉÓÔÓȭ ÐÅÒÃÅÐÔÉÏÎÓȢ 3ÅÃÏÎÄȟ ÉÔ ÅØÐÌÏÒÅÓ ÔÈÅ ÌÉÎË ÂÅÔ×ÅÅÎ ÇÏÖÅÒÎÁÎÃÅ ÁÎÄ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ 
service experience. To our knowledge, there is lack of research regarding these issues using 
quantitative data from tourists at Mediterranean destinations.  

Our findings regarding governance differences in North and South Mediterranean 
destinations suggest which aspects should be improved in each area according to tÏÕÒÉÓÔÓȭ 
perceptions of the role of different tourist agents: local authorities, employees, residents, and 
some policies on the destination promotion and the protection of natural resources, among 
others. Thus destination governance can be improved following tourists guidelines.  

&ÉÎÄÉÎÇÓ ÒÅÇÁÒÄÉÎÇ ÔÈÅ ÐÏÓÉÔÉÖÅ ÌÉÎË ÂÅÔ×ÅÅÎ ÇÏÖÅÒÎÁÎÃÅ ÁÎÄ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÓÅÒÖÉÃÅ 
experience would underline the relevance of a good planning and coordination between the 
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agents involved in destination management. As suggested by Beritelli et al. (2015), 
governance structures and networks should be actively managed in order to create better 
ÃÏÎÄÉÔÉÏÎÓ ÔÏ ÓÕÃÃÅÓÓ ÁÎÄ ÅÎÈÁÎÃÅ ÔÈÅ ÔÏÕÒÉÓÔȭÓ ÅØÐÅÒÉÅÎÃÅȢ 

There are additional managerial implications. A better understanding of the overall 
tourist experience can help companies enhance their delivery of current services and also 
inspire innovation. Tourist services should emphasize elements regarding the emotional side 
of the overall experience. In fact, many tourist organizations are increasingly boosting the 
participation of the public in their policies and programs (Gilmore and Rentschler, 2002) in 
line with recent co-creation policies. Successful tourist innovation should consider aspects 
ÆÒÏÍ ÔÈÏÓÅ ÄÉÍÅÎÓÉÏÎÓ ÏÆ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ Ïf service experience which are valued by tourists. 
Qualitative market research would be very helpful for this task.  

Further research in the field of destination governance must address the integration of 
theories, for example, the agency theory, political economy, the dyadic and the network 
perspectives, as well as the validation of the findings for other countries and cultural settings. 
&ÕÒÔÈÅÒ ÉÍÐÌÉÃÁÔÉÏÎÓ ÏÆ ÇÏÖÅÒÎÁÎÃÅ ÁÎÄ ÔÏÕÒÉÓÔÓȭ ÑÕÁÌÉÔÙ ÏÆ ÓÅÒÖÉÃÅ ÅØÐÅÒÉÅÎÃÅ ÃÁÎ ÁÌÓÏ ÂÅ 
studied. 
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Abstract  

To date, experiencing hot spring and food have become a vital part of travel and leisure 
marketing. By using the WOW bear as the travel endorser, ROC Tourism Bureau is trying to 
ÐÒÏÔÅÃÔ ÔÏÕÒÉÓÔÓȭ ÐÒÏÔÅÃÔÉÏÎ ÏÆ ÔÈÅ ÅØÐÅÒÉÅÎÃÅ ÂÙ ÕÎÄÅÒÔÁËÉÎÇ Á ÐÒÏÍÏÔÉÏÎÁÌ ÃÁmpaign 
including presenting featuring a map that authenticates of various hot spring spots 
throughout the island as well as the good hot spring and food carnival in Taiwan from the 
beginning of October 2014 to January of 2015. The grand prize of the lucky draw is two 
round-trip airline tickets in between Taipei and Osaka, Japan. Experiencing the hot spring is 
one type of health tourism, involving the pursuit of both wellness and holiday enjoyment. 
Tourism and hospitality industries, are well-known for creating happiness for human beings, 
and, as such, an integral part of well-being/wellness industries. Therefore, and in this way, the 
patronage of hot spring resort has become a way of obtaining well-being as a core component 
of tourist experiences.  

The combiÎÁÔÉÏÎ ÏÆ ÆÏÏÄ ÁÎÄ ÔÒÁÖÅÌ ÃÁÎ ÎÏÔ ÏÎÌÙ ÉÍÐÒÏÖÅ ÂÏÔÈ ÒÅÓÉÄÅÎÔÓ ÁÎÄ ÔÏÕÒÉÓÔÓȭ 
quality of life but further increase the well-being. In fact, food is an essential attraction of hot 
spring tourism, while well-being is identified as a psychological indicator of health and quality 
of life. However, the relevant studies are scant, in particular those using integrated 
approaches in exploring the relation among food experiences, motivations of experiencing hot 
spring and perceived well-being. Hotels enjoy the reputation of being seen as the mother of 
the tourism industry. As such, this research aims to examine perceived well-being, tourist 
motivation, food perception and experiences of hot spring resorts.  

This research intends to use the mixed method to collect data, conducting analysis, 
explaining and integrating findings of qualitative and quantitative data. To illustrate further, 
the progress of the research for the first part aims to collect secondary data, conducting 
literature reviews, administering qualitative approaches including free-listing and in-depth 
interview methods by using both the qualitative software package of statistics: Anthropac and 
the content analysis so as to meet the requirements of triangulation. As for the progress of the 
second part, a quantitative approach will be used in an attempt to understand and to examine 
the model of the perceived well-being, tourist motivation, and food experiences in using hot 
spring hotels. 

The expected academic contributions include the adoption of integrated theories of 
tourist motivation, tourist food experiences i.e., neophobic and neophylic, perceived well-
being so as to obtain and develop a concrete understanding of the profiles and perceptions of 
tourists of hot spring resorts. In turn, a gap between theoretical and practical fields could be 
filled. As for the practical contributions, the findings of this research expect to provide 
references for both industries and governmental departments in enacting relevant policies 
ÁÎÄ ÉÍÐÌÅÍÅÎÔÁÔÉÏÎ ÏÆ ÍÁÎÁÇÅÍÅÎÔ ȰÂÅÓÔ ÐÒÁÃÔÉÃÅÓȱȢ "Ù ÄÏÉÎÇ ÓÏȟ Á ÂÅÔÔÅÒ ÂÌÕÅ-ocean strategy 
and a competitive model can be created for hot spring resorts and related hot spring 
recreation districts. 
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Introduction  
The modern tourism market seems increasingly characterized by a multiplicity of 

demand for alternative cultures, entertainments and attractions, and stimulating new tourism 
segments (Novelli, 2007). It has long been recognized that cultural tourism develops rapidly 
within global movement societies and countries. Researchers recently have started to focus 
explicitly on tourism and cultural heritage management (Du Cros, 2001; Silberberg, 1995; 
Zeppel & Hall, 1991). Cultural tourism business opportunities have been a pathway in 
bringing minority communities into mainstream tourism development (Sofield & Li, 1998). 
/ÎÅ ÏÆ ÔÈÅ ÉÍÐÏÒÔÁÎÔ ÆÏÒÍÓ ÏÆ ÃÕÌÔÕÒÁÌ ÔÏÕÒÉÓÍ ÍÁÙ ÂÅ ÃÌÁÓÓÉÆÉÅÄ ÁÓ ȰÅÔÈÎÉÃ ÔÏÕÒÉÓÍȱȢ %ÔÈÎÉÃ 
tourism is defined as that form of tourism where the cultural exoticism of natives is the main 
tourist attractant (Van den Berghe, 1992). In advance, according to the previous study, there 
are two types of ethnic tourism. One of them is genealogy tourism (also refer to root tourism) 
ÁÎÄ ÔÈÅ ÏÔÈÅÒ ÉÓ ÔÏÕÒÉÓÍ ×ÉÔÈ ÔÈÅ ÐÕÒÐÏÓÅ ÏÆ ÇÅÔÔÉÎÇ ÔÏ ËÎÏ× ÏÔÈÅÒ ÐÅÏÐÌÅȭÓ ÄÉÆÆÅÒÉÎÇ ÃÕÌÔÕÒÁÌ 
background from an authentic approach (Csapó, 2012). The genealogy tourism market 
opportunities presented in this study confirm that niche tourism can be defined in relation to 
its multitude of factors interacting and responding to a changing tourism demand and market 
trends. In Chinese, Hakka is a special ethnic group. The Hakka people are one branch of the 
Han Chinese who lives predominantly in the provinces of Taiwan, Guangdong, Jiangxi, and 
Fujian in China. The whole Hakka history is the Hakka migration history. While certain niche 
segments, such as cultural heritage, sport and adventure tourism, are widely known and 
easily recognizable, there are others listed under newly born micro-niches, such as 
photographic, genealogy and research tourism. Genealogy (Zupu in Chinese) is the history of 
Chinese families. Genealogy has been widely used for the tracing of their lineages and history 
(Chang, Chao, & Wu, 2013). Since Hakka is one of the Chinese ethnic minority groups. Tracing 
of their lineages and family history is a powerful emotion for Hakka people. 

 
Genealogy Tourism  

Family history can be a very interesting and as a research field has not yet been much 
explored. The Genealogy is one kind of family history record. In previous study, Liaw (2003) 
provides extensive discussions of genealogy, overview of genealogical documents 
reorganization, antiquarianism, as well as the genealogy of the contribution. As more and 
more people become interested in researching their family roots, this study presents new and 
exciting commercial opportunities. In the past, genealogy is the record of basic information 
about births, marriages and deaths is linked together to form a family tree. Writing the 
genealogy is a journey of discovery ɀ ÉÆ ÙÏÕ ÈÁÖÅÎȭÔ ÓÔÁÒÔÅÄ ÒÅÓÅÁÒÃÈÉÎÇ ÙÏÕÒ ÆÁÍÉÌÙ ÔÒÅÅ ÙÅÔȟ 
ÙÏÕ ÁÒÅ ÍÉÓÓÉÎÇ ÏÕÔ ÏÎ ×ÈÁÔ ÍÕÓÔ ÂÅ ÔÈÅ ×ÏÒÌÄȭÓ fastest growing hobby (Taylor, 2002). 
2ÅÓÅÁÒÃÈÉÎÇ ÙÏÕÒ ÆÁÍÉÌÙ ÈÉÓÔÏÒÙ ÉÓ Á ÊÏÕÒÎÅÙ ÏÆ ÄÉÓÃÏÖÅÒÙ ÔÈÁÔ ÉÓÎȭÔ ÏÖÅÒ ÕÎÔÉÌ ÙÏÕ ÈÁÖÅ 
actually visited your ancestral homeland (Novelli, 2007). Recently, the tracing of our 
ancestors has become a major preoccupation ɀ genealogy as one of the most popular subjects 
on the internet(Gilchrist, 2000). Genealogy tourism, also called personal heritage tourism 
(Timothy, 1997)ȟ ÒÏÏÔÓ ÔÏÕÒÉÓÍȟ ÁÎÃÅÓÔÒÁÌ ÔÏÕÒÉÓÍ ÏÒ $ÉÁÓÐÏÒÁ ÔÏÕÒÉÓÍȟ ÒÅÆÅÒÓ ÔÏ ȰÒÅÓÔÌÅÓÓ ÏÒ 
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ÈÁÌÆ×ÁÙȱ ÐÏÐÕÌÁÔÉÏÎÓ ×ÈÏ ÓÏÊÏÕÒÎ ÂÁÃË ÔÏ ÔÈÅÉÒ ÈÏÍÅÌÁÎÄ ÔÏ ÅÎÇÁÇÅ ÉÎ ÔÈÅ ÒÅ-making and de-
making of their identities (Ross, 2010). 

 
Hakka Genealogy Development  

The Hakka people are one branch of the Han Chinese who lives predominantly in the 
provinces of Taiwan, Guangdong, Jiangxi, and Fujian in China (Xie, 2007). Hakka is one of the 
oldest Chinese ethnic groups. Hakka people have a strong preservation of the culture, 
heritage, particularly in the dialect. Instead of living in the same region, the history of the 
Hakka is one migration and conflicts with the people they lived around and competed with for 
land. There were many difficulties in migration of Hakkas. Hakkas have been consciousness 
that not afraid of predicaments and courageous spirit. The reason for Hakkas special attention 
to the genealogy records is that they leave hometown frequently. Hakka genealogy contents 
include migration process of the family, genetically related, marital status, Family 
Instructions, and so on. The nature of Hakkas owe to ancestors. It will affect the emphasis on 
their genealogy. Hakka genealogy is an important part of Hakka culture. The family rules and 
regulations in the genealogy, which are the crystallization of their ancestors' philosophies and 
experiences of life, represent the values of the Hakkas (Li, 2006). Liaw (2003) also noted that 
there are important historical value of genealogy include economic, demographic, educational, 
ethnic and religious, etc (Liaw, 2003). Nowadays, several studies indicated that genealogy as 
the critical reference because of their potential to disentangle complex population histories 
(Kuhner, 2009; Meskill, 1970; Zatloukal & Harvey, 2004). In the past, genealogy often consists 
of a family or a clan as a unit and writing in the paper. Various social and environmental 
factors, such as war, natural disasters and migration lead genealogies has been damaged or 
disappeared. Several sites offer the services that genealogy writer and provide offspring to 
find their ancestors. Such as Ancestry.com (Ancestry, 2012), and Taiwan Genealogy Online 
(National Central Library, 2012). 

 
Business Opportunities of Shibi Hakka Homeland  

New niche marketing strategy, like developing business opportunities of genealogy 
tourism services or taking advantage of ancestral resources produced by Hakka homeland, 
could with creative thinking arise over the traditional services of tourism industry. Genealogy 
is an important resource of ancestral tourism, as well as ancestral tourism is beneficial to 
develop genealogy. Hakka culture has high experience value, enjoying value, educational value 
and scientific values in genealogy development, which was not only preserving ancient Hakka 
culture, but also integrating local cultural industry. Genealogy tourism in this study defines as 
a visit to Hakka homeland partly or wholly motÉÖÁÔÅÄ ÂÙ ÔÈÅ ÎÅÅÄ ÔÏ ÒÅÃÏÎÎÅÃÔ ×ÉÔÈ ÆÁÍÉÌÙȭÓ 
ancestors or roots. Hakka homeland in China is the town of Shibi of Ninghua. Ninghua is a 
county of Sanming, in western Fujian province, People's Republic of China, bordering Jiangxi 
to the west. The town of Shibi of Ninghua is well known as the cradle of the Hakka. Shibi bills 
itself as the cradle of the Hakkas for its place in Hakka history. Shibi Village of Ninghua 
County, Fujian Province, which is acclaimed as the homeland of Hakkas, the cradle of Hakkas 
and the pilgrimage center of the Hakkas all over the world, possesses a world-class standing 
and its Hakka culture has had a great influence upon the world (Luo, 2008). Shibi, Ninghua is 
the cradle and originating area of Hakka and is the common home of Hakka in the world. As 
the ancient field of Hakka, Shibi has rich Hakka culture resources, which are important 
resources of tourism developing (Huang, 2011). Ancestral tourism is a growing and important 
niche market for Hakka homeland. With over 100 million people across the globe able to lay 
claim to Hakkas ancestry, the scope and potential of this market for Hakkas tourism is huge, 
and the good news is that there are real opportunities for businesses right across the country 
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to benefit (Zhan, 2014). Hakka Cultural tourist area is an important tourism area of Fujian 
province. Hakka homeland culture is an important part of the tourist line in Northwest of 
Fujian province. It has an important position and role of the cultural tourism development in 
Fujian province (Yu, 2011). Since 1995, the leaders of overseas Hakka, all friends of the 
enthusiastic support and active participation of the World Hakka ancestral homeland ancestor 
worship ceremony has been successfully held 20 years, attracting more than millions Hakkas 
around the world. 

 
The Ancestral Tourist Segments  

Tourist segmentation is a very popular and broadly accepted way of increasing market 
profitability (Dolnicar & Leisch, 2003). Understanding the attractiveness of ancestral heritage 
to different tourist segments is a prerequisite to effective marketing strategy implementation. 
According to the genealogy curious and return intention to homeland, there are four kinds of 
ancestral tourists, see Figure 1. First, these tourists were fully supportive of the ancestral 
tourism experience and were known as return visitors. Secondly, there were tourists who 
were mildly curious about their ancestral heritage and were described as supplementary 
ancestral tourists. Supplementary ancestral tourists would research their family history while 
visiting homeland for other reasons. Thirdly, there were tourists who were highly curious 
about their ancestral heritage, however, had never been to homeland for low return intention. 
These tourists were known as potential ancestral tourists. Fourth, there were tourists who 
had been to homeland for other reasons but would consider participating in some ancestral 
research if it was of a very general nature such as a clan tour. These tourists were known as 
incidental ancestral tourists. 

 

 
Figure 1. Ancestral Tourist Segments 

 
The Genealogy Tourism Marketing Matrix  

The Strategic Marketing Matrix for Genealogy Tourism makes travel agents and senior 
managers to think about the intersection of genealogical connection and tourism attraction. 
The Genealogy Tourism Marketing Matrix has four alternatives of marketing strategies: well-
developed genealogy tourism, enhance ancestral connection, improve tourism infrastructure 
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and potential genealogy tourism. Responding to this, this study proposed four key enablers 
can be identified that have facilitated the development of genealogy tourism, included 
information communication technology, resources, search for identity, and postmodern forms 
of tourism (Novelli, 2007).  

Information Communication Te chnology (Potential Genealogy Tourism)  
The role of the Internet has enhanced the growth in family history research and 

information technology can be credited for simplifying writing genealogy (Clifford, 2001; 
Howells, 2001). It is easy to find the genealogy on the Internet (Christian, 2002), the 
recognition of the role of technology and the increasing use of the internet for genealogy 
development, has offered new opportunities to sell accommodation and other tourism related 
products. 

Resources (Improve Tourism Infrastructure ) 
The growth in family history has been accelerated by the increasing provision of various 

key online resources. The substantial development aid, mainly used to improve tourism 
infrastructure and to provide job opportunities, shaped the fundamental incentive structure 
and had profound effects on the behavior of community members (Tai, 2007).  

Search for Identity (Enhance Ancestral Connection)  
Search for identity is a form of heritage tourism and a cultural component which can be 

used to make ethnic identity. In a sense the internet has enabled vicarious journeys to 
homelands and has provided a virtual sense of identity for the researcher. This virtual 
homecoming may provide a virtuÁÌ ÒÅÁÌÉÔÙ ÅØÐÅÒÉÅÎÃÅ ÂÕÔ ÁÓ ÓÕÃÈ ȬÉÓ ÍÏÒÅ ÌÉËÅÌÙ ÔÏ ÐÒÏÖÉÄÅ Á 
spur for the real thing (Brown, 2000). 

Postmodern Forms of Tourism (Well -Developed Genealogy Tourism)  
The role of heritage in postmodern tourism is examined, particularly built heritage, 

which is at the heart of cultural tourism (Nuryanti, 1996). Well-developed genealogy tourism 
is the completely postmodern forms of tourism. The complex relationships between tourism 
and genealogy are revealed in the tensions between tradition and modernity. Despite 
globalization and the global diffusion of consumer capitalism, individuals continue to exercise 
strategies of personal identification (Hughes, 1995). 

 

 
Figure 2. Genealogy Tourism Marketing Matrix 
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Discussion and Conclusions  
Considering then that the ancestral tourist is going back both spatially and emotionally 

ÔÏ ÔÈÅÉÒ ÒÏÏÔÓȟ ÉȢÅȢ ÔÈÅ ÓÔÁÒÔÉÎÇ ÐÌÁÃÅȟ ÔÈÅ ÔÅÒÍ ȬÁÎÃÅÓÔÒÁÌ ÔÏÕÒÉÓÔȭ ÃÁÎ ÁÔ ÌÅÁÓÔ ÂÅ ÁÐÐÌÉÅÄ ÉÎ 
academic discussion. The Scottish Executive (2000) identified four key elements in the 
development of genealogy tourism (Scottish, 2000): included (1)Linking genealogy websites, 
(2)Developing the promotional potential of genealogy tourism overseas, (3)Introducing 
tactical direct marketing campaigns, (4) Promotion in specialist ex-pat publications. There are 
several challenging issues in linking genealogy and tourism are discussed: interpretation, 
marketing built genealogy, planning for genealogy, and the interdependencies between 
genealogy tourism and the Hakka cultural industry.  
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Introduction  

When people travel to new places they can easily feel lost in the strange surroundings 
and unfamiliar environments, requiring them to ask for directions to find their way around. 
This does not only happen to local residents traveling within their own country but also to 
international travelers who are visiting a country for the first time or on repeated visits. Due 
to language barriers and the unfamiliar environment, international travelers may encounter 
certain challenges and difficulties when wayfinding in another country. Tourists sometimes 
seek the wayfinding information they need from the local people to reduce the possibility of 
getting lost. 

Often people rely on verbal directions to facilitate wayfinding, particularly when 
searching for unfamiliar destinations such as tourist sites. What sort of descriptive language 
do people use when giving directions? In what ways might these features vary across 
cultures? Do they depend on the characteristics of the receivers of information? The aim of 
this study is to investigate what international tourists need when they ask local people for 
ÄÉÒÅÃÔÉÏÎÓ ÔÏ ÕÎÆÁÍÉÌÉÁÒ ÄÅÓÔÉÎÁÔÉÏÎÓȢ 4ÈÉÓ ÓÔÕÄÙ ×ÉÌÌ ÁÌÓÏ ÉÎÖÅÓÔÉÇÁÔÅ ×ÈÅÔÈÅÒ ÔÈÅ ÔÏÕÒÉÓÔÓȭ 
gender, cultural background and wayfinding strategy preferences affect their preference for 
direction descriptors. 

 
Literature Review  

Wayfinding is a purposeful, directed and motivated means of moving from the point of 
origin to a given destination (Xia et al., 2008). Allen (1999) identified three types of 
wayfinding tasks: commute, explore and quest. The quest wayfinding task involves traveling 
from the familiar place of origin to an unfamiliar destination. The traveler has not previously 
visited that destination. Without stored knowledge, the traveler might need a map, visual 
references or a verbal description to find their way to their destination.  

Sometimes, directions are helpful because there are enough details to effectively guide 
a person from place to place. At other times, directions that may have actually misleading or 
have too many details to remember, especially for tourists experiencing language barriers. 
According to previous studies, everyone has different ways of using spatial information and 
also have different preferences for how information is given; they may like to be given 
landmarks, distances, directions, left or right turns, cues, walking distance, etc. (Golding, 
Graesser & Hauselt, 1996; Wright, Lickorish, Hull & Ummelen, 1995; Denis, Pazzaglia, 
Cornoldi & Bertolo, 1999). In giving directions, some people provide only the most basic 
instructions, such as "Right at the last section", whereas others provide more information, 
such as distances, landmarks, or clear street names. Directions could be different for different 
communicators as a function of frames of reference (Levinson,. Kita & Rasch, 2002). 

There are marked individual differences in the frequency with which each cue is given 
(Denis et al., 1999). Previous research has found that there are striking cultural differences in 
frames of reference and associated spatial terms used to describe geographical locations. 
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Until now, the subject of cultural differences in describing spatial factors has been ignored 
(Hund, Haney & Seanor, 2008; Pazzaglia, Meneghetti, DeBeni & Gyselinck, 2010). Previous 
studies have also confirmed that the quality of directions given and received would be 
affected by the receiver's culture, wayfinding strategy, sense of direction, familiarity with the 
local environment, gender and age, etc.(Saucier et al., 2002).  

This study examined two hypotheses: 1)Significant differences in preferences for how 
directions are given (such as orientation, left/right turns, distance, landmark, etc.) exist 
between tourists and local people; 2) tourists who have different wayfinding strategies 
(route/orientation strategy), gender and cultural background would have different 
preferences for how directions are given. 

 
Methods and Materials  

The data was collect in major attractions, Taiwan. The 287 study participants included 
154 international tourists; and 133 local residents who had experience helping international 
tourists find the way to the attraction sites. Of the participants, 57.5% were female and 42.5% 
were male. Further, 53.7% were international tourists and 46.3% were local Taiwanese 
people. The average age was 32 years. In terms of cultural background, 52% claimed to have 
been brought up in an Eastern culture and 48% had a Western background. Being able to 
speak the same language is essential for interaction to take place between tourists and locals. 
English is considered to be the most widely used foreign language in Taiwan. The average 
score for English proficiency is 8.49 out of ten for international tourists; 5.13 for local 
Taiwanese people. The questionnaire collected information about socio-economic and 
cultural backgrounds, nationality, English and Chinese proficiency, and preferred methods for 
receiving directions. The possible direction descriptors were landmarks, cardinal points; 
left/right turns, time taken to walk the distance, actual distance, or various methods 
combined. The ten questions were designed to identify wayfinding strategy preferences 
according to the suggestion in Lawton's study in 2002 by using Likert scale. 

 
Results 

Three most widely used types of information are: cardinal points and distance (40%), 
landmarks (36%), and cardinal points only (24%). The study results confirm the findings of 
many previous studies that most common reference frames involve cardinal point directions 
and precise distances/names of streets (Taylor & Tversky, 1996). Landmarks are the second 
most favorable descriptors tourists would like to be used in wayfinding directions. 
Landmarks are very useful because they provide environmental features as points of 
reference and keep people connected to the point of origin and the destination along the 
route (Allen, 2000). They also provide a visual model of the environment (Tom & Denis, 
2004). According to the results of the cross-ÔÁÂ ÁÎÁÌÙÓÉÓ ɉʔ2=12.978, p=0.002), the local 
Taiwanese people preferred the direction descriptors together with cardinal points and 
distances when they require the help from others. The international tourists in Taiwan 
actually prefer the information to include landmarks when they need the assistance of local 
people (Table 1). From the perspective of the international tourist, consideration should be 
given to the fact that directions including information about landmarks would be easier to 
follow than cardinal points. For example, in Taiwan most street name still do not give 
information about cardinal points. It would be very challenging for people to identify cardinal 
points if they were not familiar with the local road planning system. However some studies 
mentioned the possible risk of using landmark information to give directions to destinations. 
It was claimed that the people who performed well using landmarks for wayfinding had a 
better memory, especially for remembering details given for the end of the routes.  
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Table 1. The cross-tab result for direction descriptors preferred by locals and tourists 

Direction 
descriptors 

Local people Tourists Total 

Cardinal+Distance 51% 31% 40% 
Cardinal only 17% 30% 24% 
Landmarks 32% 39% 36% 
Total 100% 100% 100% 

 
The result of H 2 is shown in Table 2. The tourists with different wayfinding-strategy, 

gender and cultural backgrounds showed significant preference for wayfinding direction 
descriptors provided by local people. The tourists who used a route strategy showed a strong 
preference for receiving information about landmarks from local people but tourists who 
used a survey strategy more often liked information that included cardinal points and 
distances. A route wayfinding-strategy perspective normally involves using a first-person 
spatial perspective as the frame of reference and includes left and right turns and also 
landmark descriptions to navigate the environment (Hund et al., 2012). On the other hand, a 
survey perspective involves adapting a third-person spatial perspective to identify the entire 
environment. The person using this strategy prefers to know the whole layout of wayfinding 
environment, likes to know the cardinal points and also precise distances. My study results 
were consistent with previous studies.  

The results indicate that males prefer to be given both cardinal points and exact 
distances; females show a strong preference for landmark information. Previous studies have 
found gender differences in wayfinding strategies (e.g., Honda & Nihei, 2004; Lawton & Kallai, 
2002; Saucier et al., 2002). More men than women prefer survey strategies that provide more 
cardinal descriptions; more women than men prefer route strategies that provide more 
landmark information (Honda & Nihei, 2004; Hund et al., 2008; Lawton & Kallai, 2002). 

Tourists from Eastern background prefer cardinal points and distance information; 
tourists from Western background like to be given information that includes landmarks. This 
study found major difference between Eastern and Western tourists in the use of spatial 
terms. Again, some studies explained this difference by addressing a person's wayfinding 
ÐÅÒÓÐÅÃÔÉÖÅ ÂÕÔ ÏÔÈÅÒ ÓÔÕÄÉÅÓ ÆÏÃÕÓÅÄ ÏÎ ÐÅÏÐÌÅȭÓ ÅØÐÅÒÉÅÎÃÅÓ ÉÎ ÔÈÅÉÒ ÄÁÉÌÙ ÅÎÖÉÒÏÎÍÅÎÔȟ 
such as the street layout. For example, people from the USA Midwest/West provided cardinal 
directions more frequently. This is because, due to the grid system, the property boundaries 
and road systems are very regular. This could explain the results in this study. Most of the 
major cities in Asia use a grid system for their street design. In many parts of Europe and in 
certain areas of the USA, the property boundaries and roads have less regular patterns (Hund, 
et al., 2012). This explains why tourists with Western cultural background would be more 
comfortable with landmark direction descriptors.  

 
Table 2. The cross table result of direction descriptors by different variables 

 
Wayfinding 
strategy 

Gender Culture 

Route Survey Male Female Eastern Western 
Cardinal+Distance 29% 42% 40% 25% 48% 29% 
Cardinal only 23% 30% 21% 27% 20% 33% 
Landmark 48% 28% 39% 48% 32% 38% 
ʔ2 6.781 6.916 13.500 
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Discussion and Conclusion  
Firstly, due to the unfamiliar environment and foreign language, tourists might have a 

greater need for  assistance from the local people. The information about what descriptors are 
most effective for wayfinding can be used to develop more effective GPS navigation systems, 
paper-based travel maps, internet-based map/rout-planning services and also the local 
signage system. Secondly, some tourists prefer local people to use landmarks as direction 
descriptors. However the local people should pay attention to the number of landmarks used 
when they give directions because tourists may not be able to remember too many landmark 
descriptors, especially those given for the end of the wayfinding routes. It would be better for 
the locals to write down the landmark information for the international tourists in order to 
decrease the need to memorize too many landmarks. Thirdly, the local people should be 
educated to be more flexible when providing help to others. For example, Hund et al. (2012) 
found that US participants provided more cardinal descriptors when addressing listeners 
adopting a survey perspective rather than a route perspective. However, they gave more 
landmark and left-right descriptors when addressing listeners who adopted a route 
perspective rather than a ÓÕÒÖÅÙ ÐÅÒÓÐÅÃÔÉÖÅȢ (ÕÎÄ ÅÔ ÁÌȢȭÓ ÓÔÕÄÙ ÒÅÖÅÁÌÅÄ ÒÅÍÁÒËÁÂÌÅ 
flexibility in people's spatial descriptors.  

In summary, the present findings reveal that tourists with different cultural 
backgrounds, wayfinding perspectives and gender have different preferences for descriptive 
features of the wayfinding route. Again, giving and receiving directions are dynamic processes 
that are dependent on complex interactions between the local people and tourists. 
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Introduction  
Tourism image is the way people feel about something or impression can describe the 

impact people have on others. Therefore, if people travel with positive impressions, this will 
contain high possibility for them repeatedly travel back to the destination. Several studies 
have illustrated that destination images do, indeed, influence tourist behavior (Hunt, 1975; 
Pearce, 1982). Travelling exposes people to varying degree and types of risk and security 
issues (Bentley & Page, 2006; Page, Bentley & Meyer, 2003; Page & Meyer, 1996). The 
personal perceived travelling risk is an influence factor to affect how an individual perceives 
one country's destination image and towards its traveling decision-making process.  

Perceived risk plays an important role in a traveÌÅÒȭÓ ÅØÐÅÃÔÁÔÉÏÎ ÁÎÄ choice of 
destination for international tourism market. The perceived risk of travelling has an intuitive 
ÁÐÐÅÁÌȟ ÁÎÄ ÉÔ ÉÓ ÐÅÒÓÕÁÓÉÖÅ ÉÎ ÅØÐÌÁÉÎÉÎÇ ÃÏÎÓÕÍÅÒȭÓ ÂÅÈÁÖÉÏÒ ɉ(ÁÌÅÓ Ǫ 3ÈÁÍÓȟ ρωωρɊȢ 
Majority of tourists would avoid negative travelling experience and prefer going to a 
destination with positive perceptions or tourism image. So what the tourists want is to 
maximize their travelling satisfaction by minimizing the perceived travelling risk during the 
same time. To increase inbound ÔÏÕÒÉÓÔÓȭ ÔÒÁÖÅÌÉÎÇ ÓÁÔÉÓÆÁÃÔÉÏÎÓȟ 4ÁÉ×ÁÎȭÓ ÇÏÖÅÒÎÍÅÎÔ ÈÁÓ ÔÈÅ 
obligation and responsibility to provide accurate and sufficient information about travelling 
risks. So understanding how international youth travelers perceive risk of traveling in Taiwan 
can improve travel policies and the travel environment. 

This study has two research goals: 1) To investigate the safety awareness and traveling 
risk awareness from the perspectives of international tourists; and 2) To identify any 
significant difference existing between tourists with Eastern and Western cultural 
background. Through this study, I could examine how international tourists perceive Taiwan 
and whether or not Taiwan creates a positive image intern of a safe destination to travel to.  

 
Literature Rev iew  

4ÈÅ ÐÅÒÃÅÉÖÅÄ ÒÉÓË ÉÓ ÁÎ ÉÎÄÉÖÉÄÕÁÌȭÓ ÓÕÂÊÅÃÔÉÖÅ ÁÓÓÅÓÓÍÅÎÔ ÏÆ ÔÈÅ ÒÅÁÌ ÒÉÓË ÐÒÅÓÅÎÔ ÁÔ ÁÎÙ 
ÔÉÍÅ ɉ(ÁÄÄÏÃËȟ ρωωσɊȢ ,ÏÏËÉÎÇ ÁÔ ÁÎ ÉÎÄÉÖÉÄÕÁÌȭÓ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÒÉÓË ÏÒ ÒÉÓË ÔÁËÉÎÇ ÐÒÏÐÅÎÓÉÔÙ 
insights can be gained from psychology (Gilchrist, Povey, Dickinson, & Povey, 1995) or 
decision-making sciences (Jia, Dyer, & Butler, 1999). Each individual perceives as a risk may 
ÖÁÒÙ ÇÒÅÁÔÌÙ ÂÅÃÁÕÓÅ ÉÎÄÉÖÉÄÕÁÌȭÓ ÐÅÒÃÅÐÔÉÏÎ ÃÏÕÌÄ ÂÅ ÉÎÆÌÕÅÎÃÅÄ ÂÙ ÔÈÅ ÓÏÃÉÅÔÙ ÓÕÃÈ ÁÓ ×ÅÁÌÔÈȟ 
demographics, technology and the media (Slovic, 1990). In travel industry, a traveler or 
tourist might have overall perception of any tourism destination based on his or her previous 
travelling experience, information from relatives or friends, advertisement, and different 
information sources. Attempts to integrate perceived risk concepts into destination 
management are important because perceived risks that potential travelers associate with 
specific destinations, not actual risks, directly affect their purchasing and purchase intentions. 

In the attempt to investigate the relationship between the risk perceptions of tourist and 
pleasure travel, Roehl and Fesenmaier (1992) have categorized tourist risk into seven items: 
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equipment risk, financial risk, physical risk, psychological risk, satisfaction risk, social risk, 
and time risk. In the earliest studies of travel and risk, Moutinho (1987) reviewed marketing 
ÌÉÔÅÒÁÔÕÒÅ ÁÎÄ ÃÌÁÓÓÉÆÉÅÄ ÔÏÕÒÉÓÔÓȭ ÐÅÒÃÅÉÖÅÄ ÒÉÓËÓ ÁÓ ÆÕÎÃÔÉÏÎÁÌȟ ÐÈÙÓÉÃÁÌȟ ÆÉÎÁÎÃÉÁÌȟ ÓÏÃÉÁÌȟ ÁÎÄ 
psychological risk. One research (Tsaur, Tzeng & Wang, 1997) categorizes traveling risks into 
seven aspects which are Transportation, Law and Order, Hygiene, Accommodation, Weather, 
Sightseeing Spot and Medical Support. These seven traveling risk aspects would affect 
ÐÅÏÐÌÅȭÓ willingness while deciding to travel or not.  

2ÅÓÅÁÒÃÈÅÒÓ ÏÎ ÄÉÓÃÕÓÓÉÎÇ ÈÏ× ÄÉÆÆÅÒÅÎÔ ÃÕÌÔÕÒÅ ÏÒ ÎÁÔÉÏÎÁÌÉÔÉÅÓ ÉÎÆÌÕÅÎÃÅ ÔÏÕÒÉÓÔȭÓ 
behavior have developed in the past and provided solid suggestions toward different 
marketing strategies on customers with different culture or nationality background. Pizam 
and Sussmann (1995) investigated how nationality affects tourist behavior and suggested that 
many more differences than similarities in the behavior of the four tourist nationalities were 
perceived by tour ÇÕÉÄÅÓȢ !ÇÁÉÎ 0ÉÚÁÍ ÁÎÄ *ÅÏÎÇ ɉρωωφɊȭÓ ÓÔÕÄÙ ÁÌÓÏ ÃÏÎÆÉÒÍÅÄ ÔÈÁÔ ÔÏÕÒÉÓÔȭÓ 
behavior is perceived to be different by nationality and suggested that using cultural approach 
ÔÏ ÄÅÓÉÇÎ ÔÏÕÒÓ ÃÁÎ ÅÎÈÁÎÃÅ ÔÏÕÒÉÓÔȭÓ ÔÒÁÖÅÌÌÉÎÇ ÓÁÔÉÓÆÁÃÔÉÏÎȢ Due to that, the study proposed 
one Study Hypothesis: People with different culture background have significant difference on 
their perceived travel risk evaluations.  

 
Methods and Materials  

The data were collected from July to October in 2013 in two locations, Taoyan 
international airport of Taiwan and Nova Scotia, Canada. There are two versions of 
questionnaire, one is in Chinese and the other is in English. The study sample size consisted of 
300 participants; among of whom, 149 people (49%) are from Asia countries such as Korea, 
Japan, China, Indonesia, and the rest 151 people (51%) are from other countries including, 
Africa, France, German, Luxemburg and Canada. All of them never visited Taiwan before or 
just arrived in Taiwan International Airport. Of them, 47% of participants considered them 
grew up with Western cultural background and 51% grew up with Eastern cultural 
background. However, there are 2% of people either in Western nor Eastern cultural 
background; thus, this 2% study samples are excluded from this research. In gender aspect, 
there are 156 female (52%) participants and 144 male (48%) participants. And age of under 
30 (including 30) occupies more than half (87%) of all the participants which also have 
influence on their traveling behavior. 

A questionnaire was used to collect data such as their socio-economic background, 
personal traveling characteristics, trip characteristics, traveling motivation (Ballantyne, 
Packer & Beckmann, 1988; Gnoth, 1997), and perceived traveling risks (Chao, 2008; Tsaur, 
Tzeng, and Wang, 1997). There were 23 items used to measure their perceived travelling 
risks by using five-point Likert scale to measure their agreement level towards those items 
from 1 (Strongly disagree) to 5 (Strongly agree). 

 
Results 

In total, the data from 300 study participants were used for data analysis such as 
frequencies, Independent sample T test and Cross Tab analysis. Over 81% of the 243 
ÐÁÒÔÉÃÉÐÁÎÔÓ ÈÁÖÅ ÏÖÅÒÓÅÁÓ ÔÒÁÖÅÌÉÎÇ ÅØÐÅÒÉÅÎÃÅ ÁÎÄ ÍÁÊÏÒÉÔÙ ÏÆ ÐÁÒÔÉÃÉÐÁÎÔÓȭ ÔÒÁÖÅÌÉÎÇ 
purpose is taking a vacation (71%) while other purposes (29%) are such as business, visit 
friend and relatives, study, working holiday and some are simply either to experience 
different lifestyle or to broaden the horizon. Over 75% of participants have traveled to 
overseas more than one time (including one time). Study participants with Eastern cultural 
background (39%) havet higher percentage on traveling overseas every year than study 
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participants with Western cultural background (37%). However, there is no significant 
difference in traveling frequency regarding to cultural background (P > .05). 

This paper attempts to examine any significant difference existing on tourist's 
perceptions towards traveling risk among tourists with different cultural background. The 
study listed 22 items to measure their perceived travelling risk in Taiwan by using five-point 
Likert scale. The "1" refers to strongly disagree with the statement; and the "5" refers to 
strongly agree with the statement. The bigger the number is; the higher level of agreement, 
the participants have towards the statement. Of 22 items, nine items have mean score above 
four; 11 items have average score between 3.5 and 4; and two items have mean value less 
than 3.5. No item has a score higher than 4.2. OvÅÒÁÌÌȟ ÓÔÕÄÙ ÐÁÒÔÉÃÉÐÁÎÔÓ ÐÅÒÃÅÉÖÅÄ 4ÁÉ×ÁÎȭÓ 
dining, food and beverage industry have high quality in hygiene and very clean. Besides 
majority considered that the local people is very friendly, which matched the image Taiwan 
Tourism Bureau office would like to build up for Taiwan tourism industry. There are four 
items related weather and natural disasters such as earthquake, tsunamis and volcanoes, 
which were considered as travelling risks in Taiwan. In fact, Tsunamis and volcanoes never 
happen in Taiwan. Again the perceived traveling risks are not real or absolute risk. Some risks 
are developed based on incorrect or insufficient information. 

Then the independent sample T test was used to measure any difference on perceived 
traveling risk existing between Western and Eastern tourists. According to table 1, seven 
items of 22 items showed significant differences between two parties. Tourists with Eastern 
ÃÕÌÔÕÒÁÌ ÂÁÃËÇÒÏÕÎÄ ÓÃÏÒÅÄ ÈÉÇÈÅÒ ÏÎ ÆÅÅÌÉÎÇ ÓÁÆÅ ÁÂÏÕÔ Ȱ$ÒÉÖÅÒÓ ÏÂÅÙ ÔÈÅ ÔÒÁÆÆÉÃ ÓÁÆÅÔÙ 
ÒÅÇÕÌÁÔÉÏÎÓȱȟ Ȱ'ÅÎÅÒÁÌ ÈÙÇÉÅÎÅ ÐÒÁÃÔÉÃÅÓȱȟ Ȱ4ÈÅ ÄÉÎÎÉÎÇ ÅÎÖÉÒÏÎÍÅÎÔ ÉÓ ÃÌÅÁÎȱȟ Ȱ&ÏÏÄ ÈÙÇÉÅÎÅ 
ÉÓ ÇÏÏÄȱȟ Ȱ4ÈÅÒÅ ÁÒÅ ÎÏ ÃÏÎÔÁÇÉÏÕÓ ÄÉÓÅÁÓÅÓȱȟ Ȱ7ÈÅÎ ÁÃÃÉÄÅÎÔÓ ÈÁÐÐÅÎȠ ÔÈÅ ÇÏÖÅÒÎÍÅÎÔ ÁÎÄ 
ÒÅÓÉÄÅÎÔÓ ÁÒÅ ×ÉÌÌÉÎÇ ÔÏ ÐÒÏÖÉÄÅ ÁÓÓÉÓÔÁÎÃÅȱȟ Ȱ4ÈÅ ÉÎÔÅÒÐÒÅÔÅÒÓ ÉÎ ÓÃÅÎÉÃ ÓÐÏÔÓ ÁÒÅ 
professionÁÌȱȟ Ȱ4ÈÅ ×ÅÁÔÈÅÒ ÉÓ ÓÔÁÂÌÅȱȟ ÁÎÄ Ȱ4ÈÅÒÅ ÁÒÅ ÒÁÒÅ ÅÁÒÔÈÑÕÁËÅÓ ÁÎÄ ÔÓÕÎÁÍÉȱ 
compared to study participants with Western cultural background. Study participants with 
Eastern cultural background are the people from Asia region and share similar geographical 
and weather condition. Besides Taiwan is also located in Asia, closer to other Asian countries. 
This might help participants coming from other Asia countries have better understanding 
about Taiwan travelling environment than participants coming from USA and Europe areas, 
very far away from Asia. 
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Table 1. Traveling risk perceptions by cultural background. 

I feel safe because ..........in Taiwan 
Total 

Cultural background 
Western Eastern T value 

Public transportation system is safe 4.04 4.07 4.01 0.729 
Drivers obey the traffic safety 
regulations 

3.92 3.64 4.16 -4.750* 

Public telephones can be accessed 
easily 

3.76 3.70 3.83 -1.223 

Fire escape gear is available in hotels 4.09 4.18 4.03 1.839 
Rescue equipment is available in 
hotels 

4.11 4.19 4.05 1.637 

Hygiene practices are well developed 4.14 4.07 4.22 -1.589 
Dinning environment is clean 4.15 4.07 4.25 -2.102* 
Food hygiene in Taiwan is good. 4.09 4.00 4.20 -2.202* 
No contagious diseases 3.85 3.79 3.91 -1.174 
Local government will provide 
assistance for any accidents 

3.94 3.93 3.97 -0.362 

Local people are friendly 4.12 4.14 4.08 0.591 
Crime rates are low 3.78 3.68 3.86 -1.856 
Quality of medical facilities is good 3.95 3.88 4.01 -1.234 
Medical facilities are easily accessible 3.92 3.86 3.98 -1.411 
Location of emergency medical 
treatment is convenient 

3.77 3.85 3.69 1.243 

Recreational facilities in scenic spots 
are well controlled 

4.08 4.09 4.07 0.247 

Interpreters in attractions are 
professional 

4.05 4.02 4.10 -0.823 

Interpreters in scenic spots are enough 3.99 4.03 3.97 0.630 
The weather is stable. 3.53 3.17 3.91 -6.688* 
Earthquakes rarely happens 3.32 2.61 3.97 -

10.580* 
Tsunamis rarely happens 3.44 2.73 4.07 -

10.927* 
Volcanoes rarely happens 3.52 2.94 4.03 -9.136* 

 
Discussion and Conclusion  

The findings of present study have shown that culture differences in various traveling 
safety and risk do exist, especially in weather and nature disasters, medical support system 
and also traffic aspects. Based on the study result, some suggestions for tourism industry are 
provided. Apparently, tourists with Western cultural background have more concerns 
regarding nature disasters especially they might not have any experience of earthquakes. This 
incorrect image towards destination could be shaped by the ÅÌÅÍÅÎÔÓ ÏÆ ÁÎ ÉÎÄÉÖÉÄÕÁÌȭÓ 
accumulated experiences, information reorganizing, and affections. The destination image 
could be changed with continuing and proper marketing promotion activities (Gunn, 1988) 
because tourism promotion is the process of communication between suppliers of a tourism 
product or their intermediaries through distribution channels to potential tourists (Mill & 
Morrison, 1985). With more understanding of the perceived traveling risks from tourists, 
Taiwan Tourism Bureau would be able to adjust marketing strategies to cope with the 
perceived traveling risk of international tourists. 
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Introduction  
Since tourism destination branding was introduced in the early 2000s, destination 

brand equity measurement and tracking has become one of the main research streams in the 
field of destination marketing (Pike, 2009). However, from a theoretical point of view, the 
concept of brand equity, which is a measure of the power of the brand and the link between 
marketing efforts and future destination performance, remains insufficiently elaborated, 
especially for the tourism destination context (Gartner, 2009). 

More specifically, tourism destination brand equity studies mainly attempt to directly 
transfer conceptualization and measurement approaches, which have been developed and 
tested for product brands, especially consumer packaged goods (Christodoulides and de 
Chernatony, 2010). Particularly, the majority of tourism destination brand equity studies (e.g., 
"ÏÏ ÅÔ ÁÌȢȟ ςππωȠ +ÏÎÅÃÎÉË ÁÎÄ 'ÁÒÔÎÅÒȟ ςππχȠ 0ÉËÅ ÅÔ ÁÌȢȟ ςπρπɊ ÁÄÏÐÔ !ÁËÅÒȭÓ ɉρωωρɊ ÁÎÄ 
+ÅÌÌÅÒȭÓ ɉρωωσɊ ÃÏÎÃÅÐÔÕÁÌÉÚÁÔÉÏÎ ÏÆ ÃÕÓÔÏÍÅÒ-based brand equity (CBBE), which derives from 
the field of cognitive psychology and focuses on multi-dimensional memory structures, such 
as awareness, image, quality, value and loyalty (Christodoulides and de Chernatony, 2010). 

The positive aspect of this effort exerted by previous research is in adoption of brand 
equity measurement approaches, which, particularly, employ a holistic view of the brand, 
focus on the development of reliable, valid, parsimonious and theoretically sound 
measurement constructs. Hence, the adopted approaches can easily be implemented with 
ÓÉÍÐÌÅ ȰÐÅÎ ÁÎÄ ÐÁÐÅÒȱ ÉÎÓÔÒÕÍÅÎÔÓȟ ÁÎÄ ÄÅÍÏÎÓÔÒÁÔÅ ÈÉÇÈ ÍÁÎÁÇÅÒÉÁÌ ÕÓÅÆÕÌÎÅÓÓ ÁÓ Á 
diagnostic tool capable of identifying the areas for improvement of how the brand is 
perceived by customers (Christodoulides and de Chernatony, 2010). 

Nevertheless, tourism literature has not yet developed a broad theoretical discussion on 
how the characteristics of tourism defined as a service industry are shaping the 
dimensionality of the tourism destination CBBE model and causal relationships between the 
model constructs. Consequently, in the absence of a customer-based brand equity theory 
adapted specifically to the peculiarities of tourism destinations, the tourism literature exhibits 
a lack of agreement on the composition of the CBBE model dimensions, model structure and 
utilised scales, respectively. Therefore, by directly transferring the product-based CBBE 
model without conceptual refinements and further development according to destination-
specific dimensions, there is a risk for tourism destination management research to draw the 
focus away from the core essence of destination branding and its value and, as a result, lose 
the managerial relevancy of the model. Furthermore, as suggested by Christodoulides and de 
Chernatony (2010), in order to enhance the diagnostic capacity of the model as a tool for 
successful brand development, the selection of CBBE model constructs should align with the 
brand category (i.e., product type) and incorporate industry-specific dimensions that drive 
brand value. 



Tourism engagement: co-creating well-being. Proceedings of the 6th Advances in Tourism Marketing Conference 

 

115 
 

Hence, the research study at hand aims at contributing to further development of the 
CBBE concept in a tourism destination context. More precisely, it is proposed that the core 
ÃÏÍÐÏÎÅÎÔ ÏÆ ÔÈÅ ÒÅÖÉÓÅÄ #""% ÍÏÄÅÌ ÆÏÒ ÔÏÕÒÉÓÍ ÄÅÓÔÉÎÁÔÉÏÎÓ ɉ#"$"%Ɋ ÉÓ ÁÂÏÕÔ ÃÕÓÔÏÍÅÒÓȭ 
evaluation of the destination promise in terms of the transformation of destination resources 
into value-in-use for the tourist, which discloses the purpose and benefits of consumption 
(Grönroos, 2009; Vargo & Lusch, 2008). 

 
Literature review  

This paper adopts the approach towards CBDBE modelling, which is particularly 
ÃÏÎÓÉÓÔÅÎÔ ×ÉÔÈ 'ÎÏÔÈȭÓ ɉςππχɊ ÃÏÎÃÅÐÔÕÁÌÉÚÁÔÉÏÎ ÏÆ ÔÈÅ ÄÅÓÔÉÎÁÔÉÏÎ ÂÒÁÎÄ ÖÉÅ×ÅÄ ÁÓ Á 
representation of the functional, emotional and symbolic values of the destination, as well as 
the benefits, which tourists are promised to receive as a result of visiting the destination. 

4ÈÅÒÅÆÏÒÅȟ ÃÏÍÐÏÎÅÎÔÓ ÏÆ ÔÈÅ ÐÒÏÐÏÓÅÄ ÍÏÄÅÌ ɉ&ÉÇȢ ρɊȟ ×ÈÉÃÈ ÆÏÌÌÏ×Ó +ÅÌÌÅÒȭ ɉςππωɊ 
ÂÒÁÎÄ ÒÅÌÁÔÉÏÎÓÈÉÐ ÆÒÁÍÅ×ÏÒËȟ ÃÏÎÓÉÓÔ ÏÆ ÔÈÅ ÃÕÓÔÏÍÅÒÓȭ ÅÖÁÌÕÁÔÉÏÎ ÏÆ ÔÈÅ ÄÅÓÔÉÎÁÔÉÏÎ ÐÒÏÍÉÓÅ 
in ÔÅÒÍÓ ÏÆ ÔÒÁÎÓÆÏÒÍÉÎÇ ÆÕÎÃÔÉÏÎÁÌȟ ÉÎÔÁÎÇÉÂÌÅ ÁÎÄ ÓÏÃÉÁÌ ÄÅÓÔÉÎÁÔÉÏÎ ÒÅÓÏÕÒÃÅÓ ÉÎÔÏ ÔÏÕÒÉÓÔÓȭ 
value-in-use (Vargo & Lusch, 2008; Palmer, 2010; Zabkar et al., 2010; Moeller, 2010). 
&ÕÒÔÈÅÒÍÏÒÅȟ ÔÈÅ ÐÏÓÉÔÉÖÅ ÒÅÌÁÔÉÏÎÓÈÉÐ ÂÅÔ×ÅÅÎ ÖÉÓÉÔÏÒÓȭ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÔÈÅ ÄÅstination and 
value-for-ÍÏÎÅÙ ÒÅÖÅÁÌÓ ÔÈÅ ÉÎÐÕÔ ÏÆ ÔÏÕÒÉÓÔÓȭ Ï×Î ÒÅÓÏÕÒÃÅÓ ÉÎÔÏ ÔÈÅ ÃÏ-created service 
delivery process (Boo et al., 2009). In addition, destination brand awareness affects the 
evaluation of the destination promise (e.g., Pike et al., 2010; Kladou and Kehagias, 2014), 
×ÈÉÃÈȟ ÉÎ ÔÕÒÎȟ ÄÅÔÅÒÍÉÎÅÓ ÔÏÕÒÉÓÔÓȭ ÂÅÈÁÖÉÏÕÒÁÌ ÉÎÔÅÎÔÉÏÎÓ ÔÏ×ÁÒÄÓ ÔÈÅ ÄÅÓÔÉÎÁÔÉÏÎ ɉ"ÏÏ ÅÔ ÁÌȢȟ 
2009; Kim et al., 2009; Pike et al., 2010). 

Moreover, as suggested by de Chernatony et al. (2004), in a service context satisfaction 
is hypothesized to be a relevant CBBE model dimension. Particularly, satisfaction is an 
important outcome of destination visitation, which, according to Cracolici and Nijkamp (2009) 
ÉÓ ÌÉÎËÅÄ ÔÏ ÔÈÅ ÔÏÕÒÉÓÔȭÓ ÆÅÅÌÉÎÇ ÏÆ ×ÅÌÌ-being in relation to the holiday destination and is, thus, 
an important measure of destination attractiveness. 

 
 
Figure 1. Customer-based brand equity model for tourism destination (CBDBE) 
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! ÎÕÍÂÅÒ ÏÆ ÐÒÅÖÉÏÕÓ ÔÏÕÒÉÓÍ ÓÔÕÄÉÅÓ ÃÏÎÆÉÒÍÅÄ ÔÈÁÔ ÃÕÓÔÏÍÅÒÓȭ ÅÖÁÌÕÁÔÉÏÎ ÏÆ 

destination attributes positively influences satisfaction, which Oliver (1999), particularly, 
defines as pleasurable fulfilment of needs, desires, goals, etc. (Chi & Qu, 2008; Chen & Tsai, 
2007). Moreover, a vast body of tourism research (e.g., Yoon and Uysal, 2005; Chen and Tsai, 
ςππχȠ #ÈÉ ÁÎÄ 1Õȟ ςππψɊ ÃÏÎÆÉÒÍ ÔÈÁÔ ÏÖÅÒÁÌÌ ÓÁÔÉÓÆÁÃÔÉÏÎ ÄÉÒÅÃÔÌÙ ÉÎÆÌÕÅÎÃÅÓ ÔÏÕÒÉÓÔÓȭ ÌÏÙÁÌÔÙ 
behaviour. Finally, Kim et al. (2009) and Chen and Myagmarsuren (2010) emphasize the 
relationship between brand equity and tourist satisfaction. Therefore, the study proposes 
ÓÁÔÉÓÆÁÃÔÉÏÎ ÔÏ ÂÅ Á #"$"% ÍÏÄÅÌ ÃÏÎÓÔÒÕÃÔȟ ×ÈÉÃÈ ÉÓ ÐÏÓÉÔÉÖÅÌÙ ÉÎÆÌÕÅÎÃÅÄ ÂÙ ÃÕÓÔÏÍÅÒÓȭ 
perception of destination resources, value-in-use and value-for-money, and, in turn, is a direct 
antecedent of destination loyalty. 

 
Methods and material  

By implementing a web survey and using a linear structural equation modelling 
approach, the proposed model is empirically validated for the leading Swedish mountain 
destination of Åre in the summer season. First, the operationalization of the destination 
resources and the value-in-use dimensions pertaining to the CBDBE model reflects a 
destination-specific means-end hierarchy between destination recourses and value-in-use 
deduced from 40 semi-structured interviews conducted in Åre in July 2012 (Gutman, 1982). 
Accordingly, the list of functional, intangible and social destination resources related to 
summer season vacation in Åre served as input for the attribute satisfaction scale reflecting 
the destination resources construct (Likert-scale 1-5). Furthermore, in order to measure the 
value-in-use, the destination-specific benefits have been formulated based on scales used in 
prior tourism studies (e.g., Williams and Soutar, 2009; Skår et al., 2008; Pan and Ryan, 2007). 
Finally, the list of measurement items (1-5 agreement Likert scale) describing destination 
awareness, value-for-money, satisfaction and loyalty is derived from prior brand equity 
studies (Chen and Tsai, 2007; Konecnik & Gartner, 2007; Lehman, Keller and Farley, 2008; 
Boo et al., 2009). 

The questionnaire was available in English and Swedish. In December 2012 data was 
collected by using a web-based Email survey. 3,957 e-mails of tourists who visited Åre during 
the summer season 2012 were provided by key destination stakeholders. In total, 522 
respondents completed the questionnaire. The underlying sub-dimensionality of the model 
constructs destination resources and value-in-use has been examined using exploratory 
Factor Analysis (VariMax). Missing values were substituted by means (Field, 2005). After 
completion of the data preparation processes, the proposed CBDBE model was empirically 
tested by a linear structural equation model (SEM). 

 
Results 

Most hypothesised relationships between the CBDBE model constructs behave as 
expected and are significant. The only exception is the direct relationship between destination 
resources and tourist satisfaction, which has not been confirmed. Nevertheless, the results 
demonstrate that value-in-use and value-for-money mediate the relationship between 
destination resources (i.e., nature, mountain village setting, intangible attributes and 
interaction with other tourists) and satisfaction. Furthermore, satisfaction mediates the 
relationships between value-in-use, value-for money and destination loyalty. Finally, the 
transformation of destination resources into value-in-use representing the promised 
destination-ÓÐÅÃÉÆÉÃ ÂÅÎÅÆÉÔÓ ÏÆ ÔÏÕÒÉÓÔÓȭ ÓÔÁÙ ɉÉȢÅȢȟ ȰÒÅÌÁØÁÔÉÏÎ ÁÎÄ ÅÓÃÁÐÅȱȟ ȰÓÕÍÍÅÒ 
ÅØÐÅÒÉÅÎÃÅȱ ÁÎÄ ȰÅØÅÒÃÉÓÅȱɊ ÈÁÓ ÔÈÅ ÓÔÒÏÎÇÅÓÔ ÅÆÆÅÃÔ ÏÎ ÔÈÅ ÆÏÒÍÁtion of attitudinal loyalty 
towards the destination. 
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Discussion and Conclusions  

Therefore, the model empowers destination managers to combine and inter-relate 
various silos of knowledge referring to the fulfilment of the destination promise to tourists. 
This, in turn, is directly linked to destination loyalty as the major target of destination 
marketing. Moreover, the link between destination resources and value-in-use can be clearly 
identified and communicated through the brand (Gnoth, 2007; Vargo & Lusch, 2004). For 
instance, based on the present study, the destination management of Åre can identify the 
attributive dimensions behind the value-in-use of destination visitation and destination 
loyalty for the summer tourism product. Finally, and probably most importantly, also the 
crucial dimensions for co-creating destination value-in-use can now be reliably identified by 
destination management. 
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Introduction  
The Tourism sector has the challenge of redesign their products and restructure its 

strategic management for adapt in a market that the competitiveness can be given by co-
creation (Prahalad & Ramaswamy 2004; Binkhorst, 2005). This redesign requires a great 
effort of coordination between all involved in the tourism sector in order to create a network 
that creates value (Mariotti 2002). The tourist understand the destination like integral 
product (Timón, 2004), thus the co-creation should not be understood only as the 
relationship between one company and its customers, but as the relationships between all 
stakeholders of the destination. 

Shared management of a tourism destination can act positively on the value co-creation. 
This way, can represent the aggregation factor for the co-creation of a tourism destination as 
an integral product. The way as the value is co-created within a set of relationships between 
stakeholders is an unexplored topic (Jaakkola & Hakanen, 2013), although it is noted as the 
"new fronti er" of knowledge about co-creation. The companies represent the linkages in 
platforms collective commitment, being the new paradigm of co-creation (Ramaswamy & 
Ozcan,  2014). 

This paper conducts an analysis of governance mechanisms and their results on the co-
creation of the destination "City of Foz do Iguaçu", located at south of Brazil in a tri-border 
region between Brazil, Argentina and Paraguay. Note that this is one of the main tourism 
destinations in the three countries, where the Iguaçu waterfalls are located.  

This analysis was based primarily on technical work developed in 2011, entitled Ȱ7ÁÙÓ 
of the Future: Developing the destination we want", resulting from a participatory planning 
process in that destination. The results of this technical work are reviewed on a perspective of 
value co-ÃÒÅÁÔÉÏÎ ÅÎÄÏÇÅÎÏÕÓȟ ÆÏÃÕÓÉÎÇ ÏÎ ÔÈÅ ÓÔÁËÅÈÏÌÄÅÒȭÓ ÅØÐÅÒÉÅÎÃÅÓ ɉRamaswamy & 
Ozcan, 2014). 

 
Theoretical Foundation  

Traditionally, the value co-creation has been understood as process involving 
interactions between the company and its customers. It is a corporate process for the creation 
of goods, services and experiences in close cooperation with the experience and creativity of 
consumers (Romero & Molina, 2011; Ramaswamy & Ozcan, 2014). 

Binkhorst (2005) considers that the concept of co-creation is very adequate for 
application in tourism, because it adds value for both, visitors and visited, contributing to the 
destination's uniqueness. In this regard, note that a destination is a systemic relationship 
between a multitude of components (Timóm, 2004; Buhalis, 2000), where the territory 
becomes in part of the product by the tourism process that occurs in the same (Smith, 1994).  
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When a system considers legitimate the integrated management, the governance arises. 
ȰɍȣɎa new style of government, different of the hierarchical control model, characterized by  a 
greater degree of cooperation and interaction between state and non-state actors embedded in a  
joint decision network  public-private ȱ ɉ-ÁÙÎÔÚȟ ςπππɊȢ 

The destination tourism is very suited for governance's dynamic. In this regard, WTO, 
established the concept as follows: "Tourist Governance is a practical measurement of 
susceptible government, aimed at efficiently direct the tourism sector at various levels of 
government, through forms of coordination and collaboration between them to achieve the 
goals shared by networks of actors involved in the sector, in order to achieve solutions and 
opportunities, based on sustained in the relationship of interdependence and shared 
ÒÅÓÐÏÎÓÉÂÉÌÉÔÙ ÁÇÒÅÅÍÅÎÔÓȱȢ 

Meanwhile, Buhalis (2000) argues that the governance and the participatory planning 
contribute to that tourism benefits are equally distributed among stakeholders, minimizing 
situations that could be detrimental to the achievement of common goals. Romero & Molina 
(2011) add that in collaborative networks there is a high potential for value co-creation, 
giving companies access to new knowledge, resources and shared risks, as well as a 
complement the skills/abilities and technologies. Additionally, the joint venture induces the 
innovation, which is a source for the value co-creation (Borys & Jemison 1989). 

Jaakkola & Hakanen (2013), suggest that the value arises when the actors are integrated 
using resources jointly (Gummesson & Mele, 2010; Vargo & Lusch, 2011), and that this value 
is determined on the basis of the benefits and sacrifices perceived in the process or the results 
of the interaction (Ravald & Grönroos, 1996).  

In base of this theoretical background, the main proposition of this work was to verify 
how the concept of value co-creation is immersed in the participatory process for the 
development of a tourism destination, promoted by a system of local governance planning. 
This analysis aims to contribute to theoretical development about the value co-creation inside 
the networking of tourism organizations, because it is an area of knowledge still incipient. 

 
Methods and materials  

This work is exploratory, developed through of a documentary research, where the 
analysis and validation of results is conducted through the pairing with previous studies and 
theoretical frameworks related. The use of pairing is justified when the objective is find 
understanding of the phenomenon studied on a theoretical perspective, checking the 
association between theory and reality (Krippendorff, 1980). 

The technical report, used in this work, collects the set of prioritized and validated 
proposals by local stakeholders of tourism destination. Thus, the present research analyzed 
the technical document, which was result from this process of strategic-participatory 
assessment with objective to find in him the use of concept of value co-creation. The 
diagnostic process analyzed occurred in two phases: (1) situational analysis; (2) proposition, 
validate and prioritization of actions. The validation of proposals was conducted through a 
strategic seminar with stakeholders. This process required to collect important information 
about the destination through, among others: 

¶ 97 documents related to tourism planning in the region; 
¶ 05 in-depth interviews with local stakeholders; 
¶ Secondary data collected  for the period 2006-2011; 
¶ The conclusions of the Focus Group developed by 37 local experts. 

Between the results of the intervention, the participants created a total of 21 proposals 
divided in three strategic areas: Planning, management and control; Marketing and 
innovation; Quality and Competitiveness. This study analyzes and classifies these proposals 
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using as criteria the ability to co-create of value according to the principles contained in this 
concept, in which   highlighted the ability to add value from a customer perspective. 

 
Research and results  

The analysis executed allows us to state that this destination has an organizational level 
in terms of legitimized governance in tourism. The figure 1 shows the actors involved in the 
planning and management of the sector according to those intervening in the process. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Gandara et al (2011) [Adapted from Buhalis, 2000] 
 
 
The participants establishing proposals to redirect the destination strategy, in order to 

generate benefits and responsibilities to all involved. Of these proposals, 19% are directly 
related with value co-creation; 28% are related indirectly; and 53% not related at all with this 
paradigm. 

The figure 2, extracted from the analyzed report shows how this platform congregate 
the elements, in a feedback process from the perspective of creating value for the producer 
towards a perspective of creating value to the customer showing that the value co-creation is 
present in their proposals. 
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Source: Gandara et al (2011) 
 
The first strategic line contains 8 proposals, in which 2 act directly to generate the value 

co-creation, namely: (1) to create a core of knowledge of tourism in order to develop research 
and socialize information on demand, supply and impacts; (2) to implement a system of 
information management in the governance structure to articulate all stakeholders. The 
second strategic area resulted in 6 proposals, which 2 also contribute directly to value co-
creation for the destination: (1) to develop a consumer research at the destination; (2) to 
expand the use of new ICT tools for marketing and interaction with the clients. Finally, the 
third area presented 6 proposals related with a redesign of the destination, so they need of 
the information obtained from the proposals presented in the other two areas, specifically the 
information generated on proposals focused in co-creation of value, thus they were 
considered indirectly related.  

 
Discussion and conclusions  

The use of governance as a platform for value co-creation for destination occurred in an 
emerging way rather than intentional, because the technical work was not developed based 
on value co-creation concept, but in the governance and strategic planning. The reformulation 
of the tourism product and suggestions received were based on the tourism experience 
observed from the market and from interactions informal between companies of this 
destination and your customers. This mean that no based on tools developed with the aim of 
promote the value co-creation. 

The expertise of the participants in the network, which by virtue of their experience in 
the sector, made possible understand better the destination from the point of view of the 
consumer. While this contributes more to the planning process, that the value co-creation. On 
the other hand, Ramaswamy & Ozcan (2014) indicate co-creation of value from the 
ÐÅÒÓÐÅÃÔÉÖÅ ÏÆ ÔÈÅ ÁÃÔÏÒÓȭÓ ÎÅÔ×ÏÒËȟ ÈÏ×ÅÖÅÒ ×ÉÔÈ ÆÏÃÕÓ ÉÎ ÃÏÎÓÕÍÅÒ ÐÁÒÔÉÃÉÐÁÔÉÏÎȢ 

The technical report noted that governance facilitates public-private coordination, 
however, requires better definition of the role of the actors to a co-creation approach. This 
approach would coincide better with the theory, which indicates that the value creation is not 
a linear function, but a co-evolutionary collaboration between allied actors and their 
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customers. To get a "value constellation" is fundamental the reconfiguration of role of the 
players (Normann Ramirez 1993; Ramaswamy & Ozcan, 2014). 

These plans were developed in 2011, but in the following years, we observed by the 
national monitor that fate has improved its rankings of competitiveness. Tourism governance 
in this destination shows a degree of advanced consolidation, with wide participation of the 
public, private and including participants of the three countries bordering. These facts are 
important, because Foz do Iguacu city is one of the "Mercociudades",  a term given to cities 
belonging to the network created in 1995, covering municipalities in the Mercosur that 
contribute the exchange and cooperation between the economic bloc countries. 

We conclude that governance in Foz do Iguaçu is propelling the value networking, 
contributing to innovation and the strategic positioning of the destination, therefore, acts as a 
facilitator for the value co-creation. However, their competitiveness can grow more with 
planning from the perspective of co-creation. 
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Introduction  
Theory on place attachment helps us to understand the nature of the relationships 

between individuals and place. Place attachment is a result of a combination of emotional, 
cognitive, social, cultural and behavioral factors (Pruneau et al., 1999), putting the discussion 
on a multidisciplinary field. This is particularly relevant in domestic tourism, as it represents a 
form of valuing a destination that incorporates both functional and emotional meanings.  
Caldwell (2002); De Ruyter et al.(1997); Harrison & Shaw (2004), among others present 
sounded research about place attachment, correlating this with satisfaction and quality of 
ÓÅÒÖÉÃÅȟ ÂÕÔ ÎÏÔ ×ÉÔÈ ÅÍÏÔÉÏÎÓȢ 'ÒÅÔÚÅÌȟ &ÅÓÅÎÍÁÉÅÒȟ &ÏÒÍÉÃÁȟ Ǫ /ȭ,ÅÁÒÙ ɉςππφɊ ÌÁÕÎÃÈÅÄ ÔÈÉÓȟ 
arguing that understanding the emotions that arouse from tourism experiences is an 
important challenge for tourism planners, researchers and practitioners.  

It is under the acknowledge need for further research in place attachment (Gu & Ryan, 
2008) and the role of emotions in relation with the place that this research arouses.  

'ÒÏÕÎÄÅÄ ÏÎ ÐÌÅÁÓÕÒÅ 2ÕÓÓÅÌÌ ɉςππυȟ ÐȢρσɊȢ Ȱ$ÉÓÔÉÎÇÕÉÓÈÅÓ ÐÌÅÁÓÕÒÅ ÁÓ ÓÅÎÓÁÔÉÏÎ ÆÒÏÍ 
pleasure as emotion, where the latter is a content-full intentional state. Pleasures as emotions 
entail attitudes, priorities, and values; and so the pleasures we have reveal the persons we 
ÁÒÅȱȢ (ÅÎÃÅ this study aims to assess how emotions are related to and influence the 
attachment with a destination. The empirical study took place in the Algarve region, one of the 
most important tourist destinations in Portugal representing 22% of the national guests 
(3147.2 million in 2013), both nationals and foreigners, since it attracts every year an 
increasing number of tourists (Turismo de Portugal, 2014). This research focus on domestic 
tourists more prone to be engrained with  the holiday destination, as demonstrated by 
3ÔÅÄÍÁÎ ɉςππςȟ ÐȢσρψɊ ȰÉÎÄÉÖÉÄÕÁÌÓ ×ÈÏ ÈÁÖÅ ÒÅÓÉÄÅÄ ÌÏÎÇÅÒ ÉÎ Á ÐÌÁÃÅ ÁÒÅ ÍÏÒÅ ÌÉËÅÌÙ ÔÏ ÈÁÖÅ 
developed significant relationships with other residents as well as with physical attributes of 
ÔÈÅ ÐÌÁÃÅȱȢ  

The survey was applied in the summer of 2011 in August, considered to be the high 
season in Portugal and the highest rates of domestic tourism demand  therefore it increases 
the questionnaire response rate.  The sample is representative as it comprises 1538 data, 
make feasible generalizations. An order probit model were estimated to depict the role of 12 
emotional states in the relation with the Algarve. Positive emotions rely in the level of 
outstanding influencing positively the relation with the Algarve, whereas negative emotions 
influence negatively, being all of these states superlative. The most prominent emotions 
contributing to prolong this relation with the south of Portugal are delight, fascination and 
surprise. These results also suggest that the outstanding value of holidays in the south 
ÃÈÁÌÌÅÎÇÅ ÔÈÅ ÔÏÕÒÉÓÔÓȭ ÐÌÁÙÅÒÓ ÔÏ ËÅÅÐ ÏÎ ÏÖÅÒ×ÈÅÌÍÉÎÇ ÔÏÕÒÉÓÔÓ ÅØÐÅÃÔÁÔÉÏÎÓȢ  

The contributions of this research rely on theoretical, methodological and empirical 
level. At theoretical level this is one of the first studies to introduce emotions to explain place 
attachment, Further this research explain place attachment from an observed variable instead 
of introducing declared statements about place attachment, with all the withdraws that 
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revealed preference may has. One of the most common is the unconformity between what 
individuals say and what they do (Correia and Tão, 2014). In this research the duration of the 
relation with the Algarve are assumed as a proxy of place attachment. 

At the methodological level this is one of the first researchers to estimate the moderator 
role of intangible variables with an order probit model more robust in its fits. At the empirical 
level this drove the discussion of the policy strategies of the destination to the immaterial side 
of the tourism experiences. 

 
Literature r eview  

0ÌÁÃÅ ÁÔÔÁÃÈÍÅÎÔ ÃÁÎ ÂÅ ÄÅÆÉÎÅÄ ÁÓ ȰÔÈÅ ÅÎÖÉÒÏÎÍÅÎÔÁÌ ÓÅÔÔÉÎÇÓ ÔÏ ×ÈÉÃÈ ÐÅÏÐÌÅ ÁÒÅ 
ÅÍÏÔÉÏÎÁÌÌÙ ÁÎÄ ÃÕÌÔÕÒÁÌÌÙ ÁÔÔÁÃÈÅÄȱ ɉ!ÌÔÍÁÎ Ǫ ,Ï×ȟ ρωωςȟ ÐȢ υɊȢ  )Ô ÏÆÔÅÎ ÒÅÆÅÒÓ ÔÏ ÔÈÅ ÌÉÎË 
that people create with places (Raymond et al., 2010; Scannell & Gifford, 2010) and it 
frequently arises from the idea that people will value a place as they get to know it. Different 
dimensions of place attachment are outlined: place identity (Proshansky, 1978; Proshansky et 
al., 1983), place attachment (Altman and Low, 1992) and dependence (Stokols and Shumaker, 
1981). Research about this topic has not been consensual with some authors stating that 
ÔÈÅÓÅ ÄÉÆÆÅÒÅÎÔ ÄÉÍÅÎÓÉÏÎÓ ÏÆ ÐÌÁÃÅ ÁÒÅ ÉÎÃÌÕÄÅÄ ÉÎ ÔÈÅ ÃÏÎÃÅÐÔ ÏÆ ȰÓÅÎÓÅ ÏÆ 0ÌÁÃÅȱ ɉ3ÈÁÍÁÉȟ 
1991) and other arguing that these dimensions are actually part of place attachment. This lack 
of consensus were put forward by  Hernandez, Martin, Ruiz and Hidalgo (2010) that 
attributes this to the imprecise definitions and measurement of this construct. Accordingly 
Stdeman & Jorgensen (200φȟ ÐȢσρψɊ ÓÔÁÔÅÓ ÔÈÁÔ ȰÆÁÃÔÏÒÓ ÔÈÁÔ ÁÆÆÅÃÔ ÅÍÏÔÉÏÎÁÌ ÔÉÅÓ ÔÏ Á ÐÌÁÃÅ 
(i.e. Place attachment) are also likely to have implications for cognitive and behavioral 
ÒÅÌÁÔÉÏÎÓÈÉÐÓ ɉÉȢÅȢ ÐÌÁÃÅ ÉÄÅÎÔÉÔÙ ÁÎÄ ÐÌÁÃÅ ÄÅÐÅÎÄÅÎÃÅȟ ÒÅÓÐÅÃÔÉÖÅÌÙɊȱȢ 0ÌÁÃÅ ÉÄÅÎÔÉÔÙ ÉÓ 
considered as the set of beliefs, perceptions or thoughts that an individual draws about a 
spatial environment and their symbolic connections (Prohansky, Fabian, & Kaminoff, 1983, 
Williams, et al., 1992). Whereas place dependence refers to the dynamic connections related 
to a physical setting as a result of the conditions provided to a specific purpose (Schreyer, 
Jacob, &White, 1981, Williams, et al., 1992). Whether it would be place attachment 
measurement model adopted the most important issue is the level of attachment tourists 
demonstrate with the place (Scannell & Gifford, 2010), and this may be measured by a 
quantitative variable ɀ the duration of the relation with a certain place, as it is the case of this 
research Stdeman & Jorgensen (2006). 

Place attachment is also explained by emotional traits (Altman and Low 1992). 
Emotions are frequently conceptualized as the consequence of the appraisal of events or 
ÏÂÊÅÃÔÓ ÃÏÎÃÅÒÎÉÎÇ ÔÈÅ ÉÎÄÉÖÉÄÕÁÌ ÏÒ ÇÒÏÕÐÓȭ ÇÏÁÌ (Niedenthal & Brauer, 2012), and are often 
marked by a behavioral reaction as an expression of, positive or negative, feelings (Hosany & 
Prayag, 2013). Kleinginna Jr and Kleinginna (1981) posits that the definition of emotion ÉÓÎȭÔ 
consentaneous, most of the produced research validate that emotions are divided in: 
subjective experience, expressive component and physiological arousal. 

In tourism research, emotions appears as an antecedent or consequent of affect and 
mood, (Bagozzi, Gopinath, & Nyer, 1999; Cohen, Pham, & Andrade, 2008). Mood is associated 
to deep affective feeling as opposed to emotions that are provoked by events, objects or 
persons (Cohen et al., 2008; Hosany & Prayag, 2013). Positive and negative expressions of 
feelings may occur for example when a tourist visits a destroyed heritage site or when he 
experience a warm welcome by the residents of a specific destination.  

The dimensional approach of emotions is an instinctive and simple way to distinguish 
emotions (Huang, 2001; Larsen & Diener, 1992). It outlines a group of affect dimensions to be 
used in order to distinguish from one another particular emotions. Affective valence and 
arousal are the two primal dimensions used within this approach. Arousal symbolizes an 
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ÉÎÔÅÒÎÁÌ ÓÔÁÔÅ ÔÈÁÔ ÉÓ ÁÃÔÉÖÁÔÅÄ ×ÉÔÈ ÅÉÔÈÅÒ ÐÅÒÉÏÄÓ ÏÆ ȰÅØÃÉÔÅÍÅÎÔȱ ÁÎÄ ȰÑÕÉÅÔÎÅÓÓȱȢ -ÏÒÅÏÖÅÒ 
valence is desÃÒÉÂÅÄ ÁÓ ÔÈÅ ȰÐÌÅÁÓÁÎÔȱ ÁÎÄ ȰÕÎÐÌÅÁÓÁÎÔȱ ÅØÐÅÒÉÅÎÃÅ ÕÎÄÅÒÔÁËÅÎȢ 4ÈÉÓ ÁÐÐÒÏÁÃÈ 
grounds in Pleasure Arousal Dominance (P-A-D) (Russel, 1980) being this model one of the 
utmost common model used in consumer behavior research, and in tourism.  

In line with the above mention model the consumption emotion scale, Pearce & Coghlan 
(2010) have developed 60 emotional items (e.g., happy, pleased, irritated, worried, depressed, 
sad and lonely etc.) based on this model in order to their application on the analysis of tÏÕÒÉÓÔȭ 
emotions and its relation to travel motivation, activities emotions and satisfaction levels. 
Some other models were developed including variables such as tourists' emotional 
experiences toward destinations - Ȭ$ÅÓÔÉÎÁÔÉÏÎ %ÍÏÔÉÏÎ 3ÃÁÌÅ ɉ$%3Ɋ - (Hosany, 2012), or the 
Pleasure-Arousal-Dominance (P-A-D) model Literature which outline 12 emotional states, 
within 3 dimensions such as, Pleasure (Happy/Unhappy; Melancholic/Contented; 
Annoyed/Pleased; Unsatisfied/Satisfied), Arousal (Sluggish/Frenzied; Calm/Excited; 
Unaroused/Aroused) and Dominance (Controlled/Controlling; Guided/Autonomous; 
Influenced/Influentional; Submissive/Dominant),  considered in this research. 

 
Methods and material  

This research intends to analyze how the emotions of domestic tourists arise from their 
relationship with the place influencing their attachment with a destination like the Algarve. 
The Self-ÒÅÐÏÒÔ ÔÏÕÒÉÓÔ ÅÍÏÔÉÏÎ ÍÏÄÅÌ ÁÓÓÅÓÓÅÓ ÔÏÕÒÉÓÔÓȭ ÅÍÏÔÉÏÎÁÌ ÒÅÁÃÔÉÏÎÓȟ ÂÁÓÅÄ ÏÎ 
subjective feelings. Positive and negative emotions were included in the questionnaire 
throughout a dichotomous scale, derived from the literature. The ordinal scale comprises 12 
emotional states from: Happy/Unhappy; Melancholic/Contented; Annoyed/Pleased; 
Unsatisfied/Satisfied; Sluggish/Frenzied; Calm/Excited; Unaroused/Aroused; 
Controlled/Controlling; Guided/Autonomous; Influenced/Influentional; 
Submissive/Dominant. This emotional states were converted in dummy variables and 
incorporated in an order probit model to explain the duration of the relation with the Algarve 
together with socio-demographic variables. 

The hypothesis were defined as follows: 
H1: The positive emotional states influence positively the duration of the relation with 

the Algarve 
H2: The negative emotional states influence negatively the duration of the relation with 

the Algarve  
H3: Socio-demographic characteristics of the tourists influence the duration of the 

relation with the Algarve.  
This study uses a quantitative approach with non-experimental design for which a 

questionnaire-based approach was considered adequate. The instrument consists of 60 items, 
using precoded factual, likert scales, and numerical uncoded questions.  The following 
variables were considered: gender, age, income, employment status. The questionnaire was 
pilot tested by a panel of 50 domestic tourists visiting the Algarve Region, in order to 
ascertain its validity and coherence. Results showed that the respondents deemed the items 
included in the final survey relevant. The final version of the survey was applied to a total of 
1500 domestic tourists spending their vacation in the Algarve during the summer of 2014, 
from which 1358 were considered valid. The data collection was obtained with the support of 
the principal municipalities of this region linked to the major tourism areas and with no 
stratification arranged. Tourists were invited to answer voluntarily in the course of their stay 
both on the beach and in the city centre. The selection criteria was a minimum of two prior 
visits with the purpose to engage in leisure activities. 
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Results 
According to the results all of the hypotheses were considered show significant beta 

weights (p < .05). Nevertheless, it seems relevant to refer that age has obtained a high value 
(0.044) showing that this value is not quite as significant. The Likelihood Ratio (LR) test of the 
13 independent variables for a sample of 1538 is 185.65 (p < .05) due the X2 sensitive to 
sample size. 

 
Table 1: Results of order probit regression through the established seven variables of 

12 emotional states defined in the PAD model. 

Destination attachment  Coef.   Std. Err. z P>z     [95% 
Conf. Interval] 

Unhappy -0.43742 .401744 -3.58 0.000 
Satisfied  -.3255305 .0795479 -4.09 0.000 
Disapointed -0.595102 .4052356 -3.94 0.000 
Unsatisfied -0.071035 .1970085 -5.44 0.000 
Amazed .2096627 .0860829 2.44 0.015 
Fascinated .7038663 .1418197 4.96 0.000 
Melancolic -.5050722 .2096777 -2.41 0.016 
Awkward  .7168316 .2701571 2.65 0.008 
Delighted .2721321 .0865741 3.14 0.002 
Suprised .5372502 .1126299 4.77 0.000 
Employment Status .0058347 .0019078 3.06 0.002 
Household monthly income -.0036328 .0013183 -2.76 0.006 
Age .0081193 .0040384 2.01 0.044 

 
The positive or negative beta weights estimated demonstrates how the variable 

influence the relation with the destination. 
H1 has a mixed effect since some the emotional states satisfaction did not register a 

positive score, Satisfied (-0.325), whereas Delighted (0.209), Fascinated (0.704), Amazed 
(0.272), Surprised (0.537), present a positive effect in the duration of the relation with the 
destination. The results seem to indicate that average services are not enough to influence 
positively, services must be superlative.  

The set of emotions that by far contribute to an increased relation with the region are 
Delight, Fascination and Surprise, suggesting that tourism stakeholders face a challenge: In 
order to retain tourists in the destinations they need to develop strategies to overwhelm 
ÔÏÕÒÉÓÔÓȭ ÅØÐÅÃÔÁÔÉÏÎÓȢ  

H2 has mixed effects since the majority of the negative emotions: Unhappy was -0.44 (p 
< .05), Disappointed -0.595 (p < .05), Unsatisfied -0.071 (p < .05), Melancholic -0.505 (p < .05), 
present negative values, which shows that negative emotional felling have a direct effect in 
diminishing the relation with the Algarve. On the other hand Awkward is positive (0.717, p < 
.05) suggesting that tourists are hostages of the destination. 

Finally, the results support H3, suggesting tourists with an inferior Household monthly 
income will express a lower level of relation. In addition the older the tourists are the more 
likely they are to increase their relation with the Algarve. This positive direct effect reflects 
also on Professional or Employment Status. This reveals that socio demographics have also a 
mixed effect on the relation with the south of Portugal. 
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Summing up, whereas the superlative emotions such as Delight, Fascination, and Amaze 
exert a positive influence in retaining tourists, Disappointed, Melancholic, Awkward provoke a 
ÎÅÇÁÔÉÖÅ ÉÎÆÌÕÅÎÃÅ ÏÎ ÔÈÅ ÔÏÕÒÉÓÔÓȭ ÒÅÔÅÎÔÉÏÎ. 

 
Discussion and Conclusions  

Having sustained these proposed hypotheses, this paper aims to provide some evidence 
of the relation between people and places through the emotions evoked by their experiences.  

Results suggest that as long as the Algarve keeps to exerting superlative positive feelings 
such as Delightedness, Fascination, Amazing on tourists these feelings are more likely to 
exercise a positive influence in retaining tourists. However, feelings like Disappointment or 
-ÅÌÁÎÃÈÏÌÙ ÍÁÙ ÈÁÖÅ ÁÎ ÏÐÐÏÓÉÔÅ ÉÎÆÌÕÅÎÃÅ ÏÎ ÔÈÅ ÔÏÕÒÉÓÔÓȭ ÒÅÔÅÎÔÉÏÎȢ   

4ÈÅÓÅ ÒÅÓÕÌÔÓ ÐÕÔ Á ÇÒÅÁÔ ÐÒÅÓÓÕÒÅ ÉÎ ÔÏÕÒÉÓÍ ÁÕÔÈÏÒÉÔÉÅÓȟ ÓÉÎÃÅ ÒÅÔÁÉÎ ÔÏÕÒÉÓÔÓȭ ÉÓ 
directed related to overwhelming their expectations.  

From a practical perspective these results highlight the need for a new approach when 
discussing policy strategies of the destination since the immaterial side of the tourism 
experiences can no longer be ignored.  
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Background  

Functioning as an efficient trading platform, exhibition has become one of the most 
effective marketing tools in corporate marketing since the 1980s (Tanner, 1996). Specific to 
the tourism industry, Travel Fairs have increasingly played its significance in boosting 
tourism-related trade, promoting destinations and attractions. As a result, international travel 
fairs and exhibitions have emerged in different parts of the world. The most well-known ITB 
Berlin and the World Travel Market in London represent the largest-scale travel fair in the 
global market, while in the newly-emerged market, there are several travel fairs growing fast.  
The vigorous tourism development in China has advanced the rapid growth of travel trade in 
the country, which breeds the travel fair business and a few of the travel fairs /exhibitions 
have started to draw attention both form the industry and academic aspects.  

Given the increasing scales of business initiated from travel fairs /exhibitions, the 
effectiveness and sustainable development of a fair have been particularly significant not only 
for exhibition organizers, but for local, or even regional development.  To some extent, the key 
for such an effective and sustainable development lies on the satisfactory outputs of 
participation of a fair for various exhibitors and attendees including hotels, travel agencies, 
tour operators and DMOs (Destination Management Organizations). A better understanding of 
factors affecting these fair stakeholders participate in travel fairs would help fair organizers 
ÁÎÄ ÌÏÃÁÌ ÁÕÔÈÏÒÉÔÉÅÓ ÔÏ ÂÅÔÔÅÒ ÐÌÁÎȟ ÐÒÏÍÏÔÅ ÁÎÄ ÏÐÅÒÁÔÅ ÔÈÅ ÆÁÉÒÓȟ ÔÏ ÍÁØÉÍÉÚÅ ÔÈÅÉÒ ÃÌÉÅÎÔÓȭ 
exhibition outcome. On the other hand, modern marketing theories have generally recognized 
that repeat customers own fundamental importance in business by providing a major and 
stable customer sources, more effective marketing input-output results. However, systematic 
ÒÅÓÅÁÒÃÈ ÏÎ ÒÅÐÅÁÔ ÅØÈÉÂÉÔÏÒÓȭ ÎÅÅÄÓ ÁÎÄ ÅØÐÅÃÔÁÔÉÏÎÓ ×ÅÒÅ ÒÁÒÅȟ ÁÎÄ ÔÈÅÉÒ ÄÅÃÉÓÉÏÎÓ Ïf 
participation a particular exhibition repeatedly was unknown.  Therefore, this paper will 
examine the factors which affecting international exhibitors repeatedly participated in a 
travel fair in China. It is expected that based on the first-hand data collected form the repeated 
international exhibitors of the fair, specific determinant factors that affect international 
companies decisions of repeated participation of an exhibition be identified and categorized. 
The results would not only benefit fair organizers, but also be useful for international 
exhibitors in terms of a better preparation for the exhibition activities during the fair period 
and beyond.   The data of the study collected from Beijing International Travel Expo (BITE), 
×ÈÉÃÈ ÈÅÌÄ ÉÎ #ÈÉÎÁȭÓ capital city annually since 2004.  It has been a major travel fair with 
growing popularity in China and the Far East /Asia Pacific market.   
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Methods and Data Sources 
The study started from a comprehensive ÒÅÖÉÅ× ÏÎ ÅØÉÓÔÉÎÇ ÌÉÔÅÒÁÔÕÒÅ ÁÂÏÕÔ ÅØÈÉÂÉÔÏÒÓȭ 

decision-making process. For example, Dickinson and Faria (1985) confirmed the factors 
affecting potential exhibitors to attend an exhibition or not included audience size; proportion 
of professional audiences from the target markets; booth location; number of booth visitors; 
ÁÎÄ ÏÒÇÁÎÉÚÅÒÓȭ marketing ranges. The study conducted by Kijieski, Yoon and Young (1993) 
indicated that the actual performance of the exhibition, the marketing mix, the exhibition 
environment, and participation cost were the major concerns affecting exhibitors decisions. 
Similarly, Yuksel and Voola (2010) summarized that exhibitors have emphasized great 
importance to the reputation/image of the fair; professional audience availability; fitness to 
target market; past experience of exhibition attendance, exhibition costs; number of 
exhibitors, the quality of service provided during the exhibition. 

4Ï ÅÎÒÉÃÈ ÔÈÅ ÓÔÕÄÙȭÓ ÁÃÁÄÅÍÉÃ ÂÁÓÉÓȟ ÔÈÅ ÁÕÔÈÏÒÓ ÁÌÓÏ ÒÅÖÉÅ×ÅÄ ÌÉÔÅÒÁÔÕÒÅ ÒÅÌÁÔÅÄ ÔÏ 
tradition al marketing research theory on customers repeat purchase behavior. For example, 
$ÏÄÄÓȭ ɉρωωρɊ study demonstrated that the pre-evaluation on products, and comparison with 
substitute products would be key factors affecting the final decision making of a purchase. By 
online questionnaire surveying with 616 exhibition clients, Thomas, Gruena and Andrew 
(2006) held that communications about the perceived values of exhibition and 
recommendations among peer customers significantly influence their first decision of 
attending an exhibition, but they do not contribute much in their decision for repeating 
attendances. 

The questionnaire include 6 items, eØÈÉÂÉÔÏÒÓȭ perceived value, satisfaction, loyal, brand 
preference,cost to change and diversity need. Some items come from above literature, others 
come from our observation and the advice of the exhibition industry expert. In order to get 
the accurate answer from the interviewers, we refined the 6 items into 29 questions 
according to the feature of the tourism fair.  

This study adopted a descriptive research design. The data for the study was collected 
through questionnaire surveys with international exhibitors for Beijing International Tourism 
Expo (BITE) during 2008 to 2013 in Beijing. As reported above, BITE has been developed as 
an annual travel exhibition for travel and tourism industry with the increasing influences in 
China and the nearby areas. As the research consultant invited by BITE organizer, the first 
author of the paper has led a research group and traced the exhibition since its early stage. 
The research group has worked for the BITE consistently in measuring and monitoring 
ÅØÈÉÂÉÔÏÒÓȭ ÎÅÅÄÓ ÁÎÄ ÓÁÔÉÓÆÁÃÔÉÏÎÓ ÏÆ ÐÁÒÔÉÃÉÐÁÔÉÎÇ ÅØÈÉÂÉÔÉÏÎ ÆÏÒ ÙÅÁÒÓ. Two members of the 
project who involved in ÔÈÅ ÅÁÒÌÙ ÙÅÁÒÓȭ research work have joined the BITE organizing 
company (after graduation from their postgraduate study, where the research project 
undertaken) and continued their supporting roles for this research project, which benefit the 
project more from providing enriched information about ÅØÈÉÂÉÔÏÒÓȭ background information. 
4ÈÉÓ ÁÌÓÏ ÁÓÓÉÓÔÅÄ ÔÈÅ ÒÅÓÅÁÒÃÈ ÇÒÏÕÐȭÓ ÁÃÃÅÓÓÉÂÉÌÉÔÙ ÏÆ ÉÎÔÅÒÎÁÌ ÓÔÁÔÉÓÔÉÃ ÄÁÔÁ ÁÎÄ ÅÆÆÅÃÔÉÖÅ 
communication with the exhibitors.  

Specifically for this research, with the assistance the BITE organizing body (Beijing 
Tourism Development Committee), questionnaires were distributed to international 
exhibitors who had attended BITE more than two times in the past 5 years via their 
registration email addresses. A total of 200 questionnaires were sent in April 2013and 188 
completed copies returned, which represented a relatively high (94%) response rate. The 
data was then input into SPSS software package for next stage analysis usage.  

 

 



Tourism engagement: co-creating well-being. Proceedings of the 6th Advances in Tourism Marketing Conference 

 

133 
 

Research Process and Results 
The respondents for this study were the exhibitors at 2008-2013 BITE travel exhibitions. 

Regards to the distribution of the respondents, tour operators and travel agencies 
proportioned the major sector (60.1%), while the governmental organizations (e.g. NTOs and 
local embassies in Beijing) followed (19.2%). About 16.0% respondents were from hotels and 
resorts, theme parks, or attractions.   Airline companies counted for 4.7% of all respondents in 
the data. 

Exploratory Factor analysis (EFA) was conducted to summarize the major factors 
ÁÆÆÅÃÔÉÎÇ ÒÅÓÐÏÎÄÅÎÔÓȭ ÄÅÃÉÓÉÏÎ ÏÎ ÒÅÐÅÁÔÉÎÇ ÁÔÔÅÎÄÁÎÃÅ ÏÆ ÔÈÅ ÅØÈÉÂÉÔÉÏÎȟ ÔÈÅ %&! ÒÅÓÕÌÔ 
released six factors that contributed to their decision of repeat participation of the exhibition, 
namely: perceived value of the exhibition; satisfaction on exhibition services; loyalty; cost for 
shift; (exhibition) brand preferences; and needs for diversification.  The results reported that 
the former four factors contributed more on their decisions of repeating participation while 
ÔÈÅ ÌÁÔÔÅÒ Ô×Ï ÃÏÎÔÒÉÂÕÔÅÄ ÓÌÉÇÈÔÌÙ ÌÅÓÓȢ 4Ï ÂÅÔÔÅÒ ÕÎÄÅÒÓÔÁÎÄ ÔÈÅ ÆÁÃÔÏÒÓ ÁÆÆÅÃÔÉÎÇ ÅØÈÉÂÉÔÏÒÓȭ 
decision-making, and to present the result in a more clear way, this paper proposed a model 
(in Figure 1) to represent the possible relationships. It was based on existing literature 
research on exhibition and the results released from the current study.  

Another result released was that the different types of exhibitors viewed differently on 
the affecting factors. Governmental organizations ((e.g. NTOs and local embassies in Beijing) 
valued more on the perceived benefits of participation, while tour operators and travel 
agencies pay more attention to the real outcomes of attending the exhibition (sales and 
contracts generated during the event). Hotels, resorts, and attractions held that loyalty to the 
exhibition was important when considering of repeatedly participation in the exhibition.  It 
was also found that independent exhibitors put more importance on satisfactions of related 
services and the perceived values of attending the exhibition, while group exhibitors 
concerned more about the possible cost of shift from one exhibition to another.  
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Figure 1: Model of Exhibition Repeat Participation     
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Discussion and Implementation  
As an early attempt of study on the repeated exhibitors, authors of the study wish the 

work can bring more academic attention to this filed. In practice, the results of this study 
would be useful for travel fair/exhibition organizers in term of better knowing potential 
ÅØÈÉÂÉÔÏÒÓȭ ÎÅÅÄÓ ÁÎÄ ÅØÐÅÃÔÁÔÉÏÎÓȟ ÐÁÒÔÉÃÕÌÁÒÌÙȟ ÉÔ ÍÁÙ ÂÅÎÅÆÉÔ ÏÒÇÁÎÉÚÅÒÓ ÃÏÍÐÒÅÈÅÎÄ ÔÈÅ 
reasons why exhibitors choose to participate the same exhibition repeatedly. Strategies that 
can capture and meet these needs and expectations would be formulated and promoted 
accordingly to attract exhibitors be loyal. Measures to maintain loyal exhibitors would be also 
proposed.To achieve a long-term sustainable relationship with exhibitors, organizers need to 
put specific efforts on understanding and enhancing the real benefits brought to exhibitors.  

According to the research findings, the following measures should be token by the 
organizers. 1) For different types of exhibitors, should supply different type of product and 
service according to their preference; 2) the organizers should enhance the development of 
credibility and improve the value of the exhibition brand, bring up fidelity of their customers; 
3)Invite more quality trade visitors, improve the perceived value of the exhibitors and make 
more business opportunities for all the participants; 4) Build up the professional and accurate 
clients service system, bring different experiences to different customers.5)Frequent 
communication with these clients during off-fair period would be one of the strategies 
organizers can follow.  

 Results of the study also could be significant for international travel operators who are 
to expand new business in China or the Far East market. It is suggested that well-prepared 
exhibition strategies which highlighting long-term, consistent development are necessary 
when foreign travel businesses tend to explore the China market.    

This Study focused on factors affecting repeating attendance of travel exhibition in China. 
Previous research on this aspect was rare, which leads to a limited source of literature for the 
current study. Meanwhile, the study only took samples from one travel exhibition in China, 
the results therefore may not reflect situations other exhibitions have.    
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Introduction  
Customer value presents an excellent concept for marketing in tourism. Wellness 

tourism is focused on achieving well-being, so by examining the relationship between the 
customer value and motivational factors or attributes of wellness hotels this research 
achieves Á ÃÏÎÔÒÉÂÕÔÉÏÎ ÔÏ ÔÈÅ ÏÖÅÒÁÌÌ ÃÏÎÆÅÒÅÎÃÅ ÔÈÅÍÅȢ 4ÈÉÓ ÒÅÓÅÁÒÃÈ ÆÏÃÕÓÅÓ ÏÎ ÇÕÅÓÔÓȭ 
perspective of customer value in wellness hotels, so results highlight important issues in this 
relationship which may enable improvements in host-guest interactions. 

 
Literat ure review  

There are two main approaches in research concerning customer value in tourism. The 
first approach defined customer value from utilitarian point of view and focuses on 
relationship among customer value and other variables e.g. satisfaction, behavioural 
intentions (Hutchinson et al., 2009). The second approach focuses on dimensions of customer 
value (Jamal et al., 2011; Nasution and Mavondo, 2008; Petrick, 2002; Sánchez et al., 2006) 
taking into account characteristics of services and tourism.  

Works on dimensions of customer value can be divided into five categories based on 
initial theoretical approach: consumption value (Sánchez et al., 2006; Sheth et al., 1991; 
Sweeney and Soutar, 2001; Williams and Soutar, 2009), transaction and acquisition value (Al-
Sabbahy et al., 2004; Petrick and Backman, 2002), multi-dimensional scale for measuring the 
perceived value of a service (Nasution and Mavondo, 2008; Petrick, 2002), consumption 
experience (Gallarza and Saura, 2008; Gallarza and Gil, 2008; Holbrook, 2006) and 
combination of various theoretical approaches (Gallarza and Saura, 2006; Jamal et al., 2011; 
Lee et al., 2007). 

Woodruff (1997) links customer value to product attributes by defining customer value 
ÁÓ Á ÃÕÓÔÏÍÅÒȭÓ ÐÅÒÃÅÉÖÅÄ ÐÒÅÆÅÒÅÎÃÅ ÆÏÒ ÁÎÄ Åvaluation of those products attributes, attribute 
ÐÅÒÆÏÒÍÁÎÃÅÓ ÁÎÄ ÃÏÎÓÅÑÕÅÎÃÅÓ ÁÒÉÓÉÎÇ ÆÒÏÍ ÕÓÅ ÔÈÁÔ ÆÁÃÉÌÉÔÁÔÅ ÁÃÈÉÅÖÉÎÇ ÔÈÅ ÃÕÓÔÏÍÅÒȭÓ 
goals and purposes in use situations (Woodruff, 1997, 142). Product attributes in the context 
of tourism may be treated as motivation factors (Lubbe, 2003). Lubbe (2003) links tangible 
and intangible attributes of tourist product to push and pull motivation factors.  

The theory of push and pull motivations is the most widely applied motivation theory in 
tourism. It distinguishes between push factors, which refer to internal forces that motivate or 
create a desire to satisfy a need to travel, and pull factors, which are recognized as destination 
attributes (Kozak, 2002; Lubbe, 2003). It is also applied in analysis of wellneÓÓ ÔÏÕÒÉÓÔÓȭ ÔÒÁÖÅÌ 
motives (Bennett et al., 2004; Hallab, 2006; Konu and Laukkanen, 2009; Mak et al., 2009; 
Mueller and Lanz Kaufmann, 2001).  

The goal of this paper is to determine the relationship between dimensions of customer 
value and attributes of wellness tourist product presented as pull motivation factors. 

mailto:tezak@iptpo.hr
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Methods and material  

! ÓÔÕÄÙ ÆÏÃÕÓÅÄ ÏÎ ÔÏÕÒÉÓÔÓȭ ÈÅÁÌÔÈÙ ÌÉÆÅÓÔÙÌÅ ÁÎÄ ÃÕÓÔÏÍÅÒ ÖÁÌÕÅ ×ÁÓ ÃÏÎÄÕÃÔÅÄ ÆÒÏÍ 
May through June in 2013 in 15 wellness hotels situated in Republic of Croatia. Data was 
collected through self-complete questionnaire. The questionnaire consisted of 15 questions 
which were divided into four sections: 1) attitudes regarding healthy lifestyle, 2) perceived 
ÃÕÓÔÏÍÅÒ ÖÁÌÕÅȟ σɊ ÔÒÁÖÅÌ ÍÏÔÉÖÅÓ ÁÎÄ τɊ ÒÅÓÐÏÎÄÅÎÔÓȭ ÃÈÁÒÁÃÔÅÒÉÓÔÉcs. Questionnaire was 
originally designed in Croatian and then back translated into English, German, Italian, Russian 
and Slovenian. 

For measuring the travel motives and perceived customer value a five-point Likert scale 
was used. For the purpose of this paper only pull motivational factors were taken into account 
ɉ!ÎÄÒÉÊÁĤÅÖÉç ÁÎÄ "ÁÒÔÏÌÕÃÉȟ ςππτȠ "ÅÎÎÅÔÔ ÅÔ ÁÌȢȟ ςππτȠ -ÁË ÅÔ ÁÌȢȟ ςππωȠ -ÕÅÌÌÅÒ ÁÎÄ ,ÁÎÚ 
Kaufmann, 2001; Pesonen et al., 2011). Items measuring customer value were based on 
theory of consumption value (Sánchez et al., 2006; Sheth et al., 1991; Sweeney and Soutar, 
2001) but other approaches were also taken into account.  

Regression analysis was used for testing the relationship between travel motives 
(explanatory variables) and dimensions of customer value (dependant variables). Prior to the 
regression analysis, factor analysis (principal axis factor analysis and direct oblimin rotation 
with an eigenvalue of 1.00 or more), internal reliability computation (Cronbach's alpha) and 
appropriate regression diagnostics were done. The models were corrected using robust 
standard errors.  

 
Results 

A total of 548 responders were taken into analysis. The proportion of female responders 
(56%) was slightly higher than that of male (44%) The majority of responders were between 
35 and 54 years of age (48%). Most of the responders obtained higher education (68%). 
Generaly the responders were employees (45%), 16% were self-employed and about 14% 
were managers. Most of them were from Austria (23%) and Germany (23%), almost 11% 
were from UK and about 10 % from Italy. The most frequent monthly net income was 
ÂÅÔ×ÅÅÎ Όρȟπππ ÁÎÄ Όςȟπππ ɉσψϷɊȢ 

To examine multidimensionality and internal reliability of the perceived value and 
travel motivation factor analyses were done. Three factors representing travel motivation 
formed clear factors structures. They jointly accounted for 58.85% of accumulated variance 
and were labelled as basic wellness, intangible wellness and extra wellness (Cronbach's alpha 
coefficients were 0.91, 0.80 and 0.88 respectively). Four factors representing customer value 
formed clear factors structures. Jointly they accounted for 64.43% of accumulated variance. 
They were labelled as personnel, prestige, value for money and hotel quality (Cronbach's 
alpha coefficients were 0.92, 0.86, 0.92 and 0.91 respectively). Composite variables were 
calculated as a mean value for each respondent. 
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Table 1: Results of regression analysis 

Variables  Model 1 Model 2 Model 3 Model 4 

Constant 2,763***  2,085***  2,185***  3,064***  
Basic wellness -0,031 0,053 0,055 0,015 
Extra wellness 0,053 0,278***  -0,013 -0,019 
Intangible wellness 0,335***  -0,031 0,377***  0,287***  

F statistics  18,45***  22,98***  30,027***  11,51***  
R2 0,126 0,118 0,142 0,113 
RESET test 2,45 3,19*  2,00 5,19**  
BreuschɀPagan test 20,58***  5,08*  3,18 23,44***  

.ÏÔÅȡ ɕÓÉÇÎÉÆÉÃÁÎÔ ÁÔ ɻ Ѐ πȢπυȢ ɕɕÓÉÇÎÉÆÉÃÁÎÔ ÁÔ ɻ Ѐ πȢπρȢ ɕɕɕÓÉÇÎÉÆÉÃÁÎÔ ÁÔ ɻ Ѐ πȢππρ  
Source: Data processed by authors 

 

The relationships between motivation factors and dimensions of customer value was 
tested using regression analysis (Table 1). A total of four models were analysed. The first 
model analysed the relationship between motivation factors and personnel, the second model 
considered the relationship between motivation factors and prestige, the relationship 
between motivation factors and value for money was analysed in the third model while in the 
fourth model the relationship between motivation factors and hotel quality was examined. 
Intangible wellness was significant in relation to personnel, value for money and hotel quality, 
while extra wellness was significant in the context of prestige. The heteroscedasticity was 
present in the first, the second and the third model so they were corrected. RESET test was 
statistically significant for the second and the fourth model indicating that important 
variables were omitted. The overall regression models had low adjusted R square varying 
from 0.11 to 0.14, but f statistics was significant. 

 
Discussion and Conclusions  

Three groups of pull travel motives (basic, intangible and extra wellness) and three 
factors of functional value (personnel, value for money and hotel quality) and one factor of 
social value (prestige) were determined. Basic wellness included aspects like massage, sauna; 
intangible wellness encompassed various items that correspond to intangible aspects of 
tourist product e.g. atmosphere, interactions; while extra wellness included attributes like 
detoxification, Tai Chi, ect. Personnel included various items related to interaction of hotel 
staff with guests and their knowledge about various services; value for money covered items 
like appropriateness of prices compared to the services; factor hotel quality focused on 
consistency and quality level of hotel, while prestige included items like status symbol, 
opinion regarding how other people perceive the guest. 

)ÎÔÁÎÇÉÂÌÅ ×ÅÌÌÎÅÓÓ ×ÁÓ ÓÉÇÎÉÆÉÃÁÎÔ ÖÁÒÉÁÂÌÅ ÉÎ ÒÅÌÁÔÉÏÎ ÔÏ ÐÅÒÓÏÎÎÅÌȟ ȰÖÁÌÕÅ ÆÏÒ ÍÏÎÅÙȱ 
feeling and hotel quality, suggesting that those intangible aspects like atmosphere, host-guest 
interaction etc. increase positive perception of value. Extra wellness was important in relation 
to prestige. These findings confirm importance of experience in the context of tourism 
(Gallarza and Saura, 2008; Holbrook, 2006).  

Customer value literature usually examines various dimensions of customer or 
relationships among variables like satisfaction, quality, repurchase intention, loyalty, price 
etc., but relationship between product attributes and customer value is usually theorized.  
This research examines the latter relationship and determines influence of attributes on 
dimensions of perceived customer value confirming the relationship between motivation and 
value (Komppula and Gartner, 2013).    
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Introduction  
A question frequently obsesses consumers when they travel or are on vacation: what 

will I bring from my trip back home? Shopping is entirely part of the tourist experience and 
one of the predominant contemporary tourist rituals (Belk, 1997). It is also a major business 
for tourist destinations nowadays. According to the American Office of Travel and Tourism 
Industries (OTTI), 91% of all international leisure travellers are concerned with shopping 
(OTTI, 2011). However, significant cultural differences exist in shopping behavior. Asian 
tourists spend up to 61% of their budget to shopping including tourist souvenirs, whereas 
Western tourists devote between 30 and 37% of their total travel budget on this (Timothy, 
2005). Such a difference may emanate from traditions or cultural imperatives. For example, in 
*ÁÐÁÎȟ ÂÕÙÉÎÇ ÁÎ Ȱomiyageȱ ÆÏÒ ÆÁÍÉÌÙ ÍÅÍÂÅÒÓȟ ÆÒÉÅÎÄÓȟ ÁÎÄ ÃÏÌÌÅÁÇÕÅÓ ÉÓ ÈÉÇÈÌÙ ÖÁÌÕÅÄ ×ÈÅÎ 
travelling. Actually, gifts and souvenirs constitute a significant part of these tourist 
expenditures (Lehto et al., 2004; Littrell et al., 1994). To bring back souvenirs is as old as 
travelling itself when upper-class European young men collected art pieces in order to 
immortalize their Grand Tour. 

Our videography invites to travel around the world of tourist souvenirs, considering 
more specifically material souvenirs, i.e., all the objects that are bought, picked-up in the 
natural environment, or received from a significant person (e.g., a local) during the vacation 
experience. We excluded specialty goods (e.g., clothing, perfumes, or jewelry) bought by 
tourists from the scope of this research because our informants do not consider them as 
tourist souvenirs. Our research goal is to understand better and more deeply the motives and 
meanings associated with the purchase and consumption of souvenirs.  

 
Literature Review  

Consumers may feel a strong attachment towards their souvenirs and consider them as 
special possessions (McCracken, 1988; Wallendorf & Arnould, 1988; Wallendorf, Belk & 
Heisley, 1988). According to Belk (1988) and McCracken (1988), consumers attribute 
importance to their possessions because they encompass a part of themselves, they belong to 
their self, and reveal their identity. Possessions contribute to define who consÕÍÅÒÓ ÁÒÅȡ Ȱmen 
and women make order in their selves (i.e., retrieve their identity) by first creating and then 
interacting with the material world. The nature of such a transaction will determine, to a great 
extent, the kind of person that emerges. Thus the things that surround us are inseparable 
ÆÒÏÍ ×ÈÏ ×Å ÁÒÅȱ (Csikszentmihalyi & Rochberg-Halton, 1981: 16). Such a strong attachment 
may also stem from the sacred status of these special possessions as opposed to the profane 
ÓÔÁÔÕÓ ÏÆ ÏÔÈÅÒ ÏÂÊÅÃÔÓȡ ȰÓÁÃÒÅd objects are seen as mystical, powerful, and deserving of 
reverential behaviour, as opposed to the ordinary, common, and mundane behaviour 
ÁÃÃÏÒÄÅÄ ÔÏ ÐÒÏÆÁÎÅ ÃÏÍÍÏÄÉÔÉÅÓȱ ɉ7ÁÌÌÅÎÄÏÒÆ ÅÔ ÁÌȢȟ ρωψψȡ υςωɊȢ  However, despite its 
importance for self-identity development, the field of tourist special possessions has been 
under-studied in consumer research. In addition, extant studies on tourist souvenirs lack 
depth (Swanson & Timothy, 2012) and fail to explore both their functional and symbolic 
dimensions. They traditionally focus on the types, uses, and functionalities of souvenirs 
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(Gordon 1986), rather than on the meanings given to them (Love & Sheldon, 1998). The 
current research aims at filling such gaps. Specifically, the following research questions are 
addressed through the film: What are the motives for buying and consuming souvenirs? 
Which meanings are associated with souvenirs? Which functions do souvenirs fulfil in terms 
of consumer identity construction? 

 
Methods and Materials  

To address these questions, we chose a naturalistic interpretive approach. The goal of 
such approach is to understand the occurrence of natural phenomena in situ (Lincoln & Guba, 
1985). To get such an idiosyncratic understanding, immersing oneself in the field is needed to 
achieve thick descriptions (Geertz, 1973). In total, thirty -nine Belgian tourists were 
interviewed. Specifically, we interviewed nineteen informants at home and we observed their 
souvenirs in the home context. Furthermore, we participated in a one-week package tour in 
Portugal during which we observed forty-two Belgian tourists and their souvenir buying 
behavior and we interviewed 20 of them in depth. Non-participant observations were also 
conducted in other tourist sites such as New York, Turkey and Egypt. The collected data 
included interview transcripts, field notes, and visual materials (i.e., pictures and videos). 
They were analyzed and interpreted through Grounded Theory, which is an inductive and 
systematic way to generate theoretical insights from empirical data through different layers 
of coding (Glaser & Strauss 1967; Strauss & Corbin, 1990). 

 
Results 

The core of our film is constituted of our emerging findings. These are supported with 
quotes, interview excerpts, pictures, and videos and are divided in three sections. Firstly, the 
motives for buying and consuming souvenirs are considered. Two major motives, i.e., 
remembrance and enduring involvement, as well as more specific motivations (i.e., utility, 
hedonism, improvement of a collection, bargain hunting, gift, or need to reciprocate a favor or 
a gift) are developed.  

Second, a typology of four types of symbolic souvenirs, including tourist trinkets, 
destination stereotypes, paper mementoes, and picked-up objects is presented. Tourist 
trinkets involve small trinkets or gadgets (e.g., mugs, key rings, and tee-shirts) that are bought 
for a cheap price in souvenir shops anywhere in the world. The second type, destination 
ÓÔÅÒÅÏÔÙÐÅÓȟ ÅÎÔÁÉÌÓ ÔÏÕÒÉÓÔ ÏÂÊÅÃÔÓ ÄÅÐÉÃÔÅÄ ÁÓ ȰÔÈÅ ÓÐÅÃÉÁÌÔÙ ÏÆ ÔÈÅ ÐÌÁÃÅȱ ɉÅȢÇȢȟ Egyptian 
papyrus, Eiffel Towers, and Russian dolls). Although tourists are aware that such mass-
produced objects are not unique, they continue to buy them because they stand for the 
destination. In addition, before and during the vacation experience, tourists collect and keep 
all types of paper mementoes (e.g., city maps, entrance tickets, books, and leaflets). Finally, 
picked-up objects such as stones, sand, seeds, and coral are the type of souvenirs mentioned 
by tourists with the greatest enthusiasm. Tourists often bring back something for free from 
the natural environment in order to escape the market or simply to have something more 
typical and unique in their eyes. Rather than a monetary or intrinsic value, a strong affective 
or symbolic value is conferred to these objects. 

Thirdly, our film examines the meanings given to souvenirs. In addition to the 
private/individual or public/cultural meanings att ached to souvenirs, this final section 
emphasizes five functions souvenirs may fulfil in terms of consumer identity construction: 
connection, integration, socialization, self-expression, and sacralization. When purchasing and 
consuming souvenirs, tourists can be connected with a person, a particular destination, a 
memorable vacation event, or a significant anecdote. They can also tend to affirm their 
integration within a group of travellers or within the broader tourist sub-culture. Moreover, 
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souvenirs may be a way to communicate and socialize with other people. In addition to the 
social functions, souvenirs may help consumers to express their personal taste and to affirm 
their status as tourists. In other words, they may fulfil self-expression and ego-enhancement 
functions. Finally, souvenirs may become sacralized. Proofs of the sacred are found in 
collection rituals, commitment, objectification, symbolic contamination, and shrines made of 
souvenirs. 

 
Discussion and Conclusion  

Tourist souvenirs are a typical example of special possessions that may convey deep 
ÍÅÁÎÉÎÇÓ ÔÏ ÔÏÕÒÉÓÔÓȭ ÌÉÖÅÓȢ This film provides a deep understanding of the motives and 
meanings for buying and consuming such souvenirs. Therefore, it contributes to consumer 
research and tourism marketing. In contrast with previous research on souvenirs, our study 
explores the functional and symbolic dimensions of souvenirs through a naturalistic 
interpretive approach. It also underlines the power of souvenirs as messengers of deep 
meanings. It shows that these meanings can be individual or cultural, private or public 
(Richins, 1994). The significant role of tourist special possessions in consumer identity 
construction is emphasized as well. Finally, tourist souvenirs seem to be the perfect 
illustration of a hierophany ("ÅÌËȟ 7ÁÌÌÅÎÄÏÒÆȟ Ǫ 3ÈÅÒÒÙȟ ρωωρɊ ÁÓ ÔÈÅ ÓÏÕÖÅÎÉÒȭÓ ÓÁÃÒÅÄÎÅÓÓ ÉÓ 
intrinsically related to the story of the object for his/her owner. 

As material agents or messengers of meaning, tourist souvenirs can ease the transition 
from the tourist experience, which is often related to something extraordinary, sacred, and 
unique, to everyday life, often described as ordinary, profane, and mundane. Our videography 
concludes on the significance of souvenirs in the tourist experience and their ubiquity in every 
corner of the world. Ȱ3ÏÕÖÅÎÉÒÓ ÈÁÖÅ ÅØÉÓÔÅÄ ÆÏÒ ÔÈÏÕÓÁÎÄÓ ÏÆ ÙÅÁÒÓȟ ÁÎÄ ÁÓ ÌÏÎÇ ÁÓ ÐÅÏÐÌÅ 
ÃÏÎÔÉÎÕÅ ÔÏ ÔÒÁÖÅÌȟ ÔÈÅÙ ×ÉÌÌ ÃÏÎÔÉÎÕÅ ÔÏ ÂÅ ÁÎ ÉÍÐÏÒÔÁÎÔ ÅÌÅÍÅÎÔ ÏÆ ÔÈÅ ÅØÐÅÒÉÅÎÃÅȱ (Swanson 
& Timothy, 2012: 497). 
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Introduction  

3ÅÒÖÉÃÅ ÑÕÁÌÉÔÙ ÉÓ ÄÅÆÉÎÅÄ ÁÓ Ȱthe consuÍÅÒȭÓ ÊÕÄÇÍÅÎÔ ÁÂÏÕÔ Á ÐÒÏÄÕÃÔȭÓ ÏÖÅÒÁÌÌ 
excellence or superiorityȱ (Zeithaml, 1988, p 3). It is characterized by both a technical and a 
functional dimension (Grönroos and Shostack, 1983). Technical quality refers to the result of 
what is delivered to the consumer, while functional quality refers to the way in which the 
service is delivered. In recent decades, the functional dimension has become an issue of 
increasing importance, especially in a context of technological advance, growing competition 
and behavioral changes (Decrop, 2010; Milea, 2012; Ryglová, 6ÁÊéÎÅÒÏÖÜ and Sacha, 2013; 
Talib and Rahman, 2012; Tarí Heras-Saizarbitoria and Dick, 2012). 

Quality is a determining attribute when consumers evaluate a tourism activity 
(Weiermair, 2000; Wong and Kwong, 2004). Due to its intangible nature, a service is difficult 
ÔÏ ÏÂÓÅÒÖÅ ÁÎÄ ÅÖÁÌÕÁÔÅȟ ÌÅÁÄÉÎÇ ÔÏ ÕÎÃÅÒÔÁÉÎÔÙ ÉÎ ÃÏÎÓÕÍÅÒÓȭ ÍÉÎÄ ɉ0ÁÒÁÓÕÒÁÍÁÎȟ :ÅÉÔÈÁÍÌ 
and Berry, 1985). Therefore, quality signals, such as labels, are used to improve the perceived 
service quality (Akerlof, 1970; Armstrong, Nagard-Assayag, Kotler and Lardinoit, 2010; 
Marcotte, Bourdeau and Leroux, 2012; Merasli, 2004; Prim-Allaz, Ricard, Courvoisier, Dreyer-
Khadir and Poggi, 2008). Over the past decade, a multiplication of quality labels has been 
observed across Europe, such as Wallonie Destination Qualité in Belgium. 

4ÈÉÓ ÐÁÐÅÒȭÓ ÍÁÉÎ ÏÂÊÅÃÔÉÖÅ ÉÓ ÔÏ study the importance of quality labels in ÃÏÎÓÕÍÅÒÓȭ 
ÐÒÅÆÅÒÅÎÃÅÓȢ -ÏÒÅ ÓÐÅÃÉÆÉÃÁÌÌÙȟ ×Å ÁÔÔÅÍÐÔ ÔÏ ÍÅÁÓÕÒÅ ÃÏÎÓÕÍÅÒÓȭ ÓÅÎÓÉÔÉÖÉÔÙ ÔÏ Á ÑÕÁÌÉÔÙ label 
when they choose an accommodation or a tourist attraction. In order to reach these 
objectives, a literature review of theories around consumer preferences and quality labels will 
be developed. Next, the methodology of the empirical research and the main results will be 
ÐÒÅÓÅÎÔÅÄȢ &ÉÎÁÌÌÙȟ ×Å ×ÉÌÌ ÄÉÓÃÕÓÓ ÒÅÓÕÌÔÓ ÁÎÄ ÐÒÅÓÅÎÔ ÔÈÅ ÓÔÕÄÙȭÓ ÍÁÎÁÇÅÒÉÁÌ ÉÍÐÌÉÃÁÔÉÏÎÓȟ 
limitations and suggestions for future research. 

 
Literature review  

Consumer preferences 

During a decision-making process, consumers evaluate a series of choice alternatives, 
which are part of their consideration set (Engel, Blackwell and Kollat, 1968). The evaluation 
can be performed according to a categorization process or follow a more analytical process 
attribute by attribute and/or alternati ve by alternative. The evaluation can be internal or 
external. An internal evaluation is based on pre-existing evaluations resulting from direct or 
indirect past experiences with the product/service, whereas an external evaluation involves 
the construction of new evaluations resulting from information stored in memory or gathered 
from commercial and non-commercial sources. Once the evaluation process is over, 



Tourism engagement: co-creating well-being. Proceedings of the 6th Advances in Tourism Marketing Conference 

 

145 
 

consumers should be able to identify their preferred alternative and to make a decision. So, 
preference is usually defined as the predisposition of choosing one product alternative over 
the other. It implies taking a position that is the result of a comparative process. Comparison 
may be explicit (ranking objects) or implicit (rating objects). Preference is a special case of a 
broader construct, i.e. attitudes, which has been one of the most popular topic in the 
consumer behavior literature so far (Fishbein and Ajzen, 1975). 

Quality labels 

! ÑÕÁÌÉÔÙ ÌÁÂÅÌ ÉÓ ÄÅÆÉÎÅÄ ÁÓ Ȱa sign which informs about specific quality dimensions, in any 
form whatsoever, of a product or a service and emanating from an organization different from 
the company that produces products and servicesȱ (Chameroy and Chandon, 2010, p 5). It is 
essential to make a distinction between a label and neighbour concepts such as brand, 
certification and classification. First, the brand emanates from the company itself, whereas the 
label emanates from an independent third party. The brand is specific to the company, while 
more brands may be under the umbrella of one and the same label. Second, the certification is 
governed by more strict regulatory measures than the label. Most of the time certifications are 
mandatory, while labels are voluntary. Finally, the classification aims at categorizing a 
tourism activity in a series of groups or classes (i.e., stars or suns) according to criteria related 
to its importance, value or quality. It pertains to the technical dimension of service quality, 
whereas the label relates to its functional dimension. 

Importance of quality labels in consumersô preferences 

The major objective of this study is to compare the relative importance of three 
attributes that may be used as quality signals in tourism choices, i.e., label, brand and 
classification. Quality labels facilitate the decision-making process when consumers choose a 
tourism activity ( Marcotte, Bourdeau et al., 2012). An empirical study has shown that 
classification is valued above the brand and the label when consumers choose a tourism 
activity (Prim-Allaz, Ricard et al., 2008), which leads to our first hypothesis:  

H 1: The relative importance of the Classification attribute is higher than the Label 
attribute when consumers choose a tourism activity. 

Of course, the brand is also a major quality signal invoÌÖÅÄ ÉÎ ÃÏÎÓÕÍÅÒÓȭ ÄÅÃÉÓÉÏÎ-
making process, infering ideas of quality and consistency (Armstrong, Nagard-Assayag et al., 
2010). However, the classification and the label are generally valued by consumers stronger 
than commercial information issued by the company, as they appear to be more neutral and 
credible because they emanate from an independent third party (Chameroy and Chandon, 
2010). Therefore, we suggest that: 

H 2: The relative importance of the Label attribute is higher than the Brand attribute 
when consumers choose a tourism activity. 

In addition to comparing the relative importance of a quality label versus brand and 
ÃÌÁÓÓÉÆÉÃÁÔÉÏÎȟ ×Å ÁÌÓÏ ×ÁÎÔÅÄ ÔÏ ÉÎÖÅÓÔÉÇÁÔÅ ÈÏ× ÃÏÎÓÕÍÅÒÓȭ ÐÅÒÃÅÐÔÉÏÎ ÁÎÄ ÁÔÔÉÔÕÄÅ ÔÏ×ÁÒÄÓ 
a quality label may influence its relative importance in a choice task. On the one hand, a 
ÓÐÅÃÉÆÉÃ ÑÕÁÌÉÔÙ ÌÁÂÅÌ ÓÈÏÕÌÄ ÂÅ ÐÅÒÃÅÉÖÅÄ ÁÓ ÃÒÅÄÉÂÌÅ ÉÆ ÉÔ ÉÓ ÔÏ ÉÎÆÌÕÅÎÃÅ ÃÏÎÓÕÍÅÒÓȭ ÄÅÃÉÓÉÏÎ-
making process (Courvoisier and Courvoisier, 2005; CRIOC 2004; Larceneux, 2004). A few 
studies demonstrated that the perceived credibility of a quality label has a positive influence 
on the perceived quality and the purchase intention of a labeled product/service (Moussa and 
Touzani, 2008), which leads to formulate the following: 

H 3: The relative importance of the Label attribute is higher when the quality label is 
perceived as more credible by consumers. 

On the other hand, the literature suggests that consumers have a positive attitude 
towards labels in general (Chameroy and Chandon, 2010), which leads them spontaneously to 
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limit their consideration of choice alternatives to labeled products/services (Blackwell, 
Miniard and Engel, 2006; Decrop, 2010). Therefore, we assume that: 

H 4: The relative importance of the Label attribute is higher when consumers have a 
positive attitude towards labels in general. 

Finally, the relative importance of quality labels may be influenced by moderating 
ÖÁÒÉÁÂÌÅÓ ÉÎÃÌÕÄÉÎÇ ÔÈÅ ÔÙÐÅ ÏÆ ÔÏÕÒÉÓÍ ÁÃÔÉÖÉÔÙȟ ÃÏÎÓÕÍÅÒÓȭ ÌÅÖÅÌ ÏÆ ÒÉÓË ÁÖÅÒÓÉÏÎȟ ÌÅÖÅÌ ÏÆ 
involvement and the purchase frequency of tourism services. Quality signals in the 
accommodation sector are used for a longer time than they are in the tourist attraction sector. 
Morever, accomodation choices are assumed to involve consumers more strongly than 
attraction choices due to a higher cost and the higher complexity of the purchase process 
(Blackwell, Miniard et al., 2006; Sirakaya and Woodside, 2005). This leads to these two 
hypotheses: 

H 5: The relative importance of the Label attribute is higher in the accommodation 
sector than in the tourist attraction sector.  

H 6: The relative importance of the Label attribute is higher when consumers are 
involved more strongly in the purchase decision of a tourism activity.  

A consumer who shows a strong risk aversion tends to reduce the perceived risk and to 
be more sensitive to quality labels in his/her choice (Larceneux, 2004). A stronger risk 
aversion when purchasing a product/service leads to a stronger involvement, which may 
ÉÎÃÒÅÁÓÅ ÃÏÎÓÕÍÅÒÓȭ ÓÅÎÓÉÔÉÖÉÔÙ ÔÏ ÔÈÅ ÑÕÁÌÉÔÙ ÌÁbel in the purchase decision (Rothschild, 
1984; Zaichkowsky, 1985; Zaichkowsky, 1986). Similarly, the unusual purchase of a 
ÐÒÏÄÕÃÔȾÓÅÒÖÉÃÅ ɉÌÏ× ÐÕÒÃÈÁÓÅ ÆÒÅÑÕÅÎÃÙɊ ÉÎÃÒÅÁÓÅÓ ÃÏÎÓÕÍÅÒÓȭ ÐÅÒÃÅÉÖÅÄ ÒÉÓË ÁÎÄ ÌÅÖÅÌ ÏÆ 
involvement. According to these arguments, we assume that: 

H 7: The relative importance of the Label attribute is higher when consumers show a 
stronger risk aversion when purchasing a tourism service. 

H 8: The relative importance of the Label attribute is higher when consumers have a 
lower purchase frequency. 

Figure 1 presents our full research model, including the eight hypotheses formulated 
above. 

 

 
Figure 1. Research model 
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Method 

Two data collection techniques were used in a survey: a conjoint analysis task and a 
questionnaire. Conjoint analysis measures consumer preferences (Luce and Tukey, 1964) 
through the estimation of partial utilities that helps to compute the relative importance of a 
ÐÒÏÄÕÃÔȾÓÅÒÖÉÃÅȭÓ ÁÔÔÒÉÂÕÔÅÓ ɉKemperman, 2000). We designed prototypical hotel and tourist 
attraction deals based on combinations of determining attribute levels (Table 1). Conjoint 
Designer helped us generate two sets of 16 deals and we asked respondents to rank one of 
these two sets in decreasing order of preference. In addition to the estimation of consumer 
preferences through the conjoint task, we designed a short survey in order to measure the 
independent and moderating variables of our research model. 

The survey was administered electronically or in face-to-face to French-speaking 
Belgians living in the Walloon Region, who did stay or go for a recreational excursion. The 
non-random quota sampling technique was used in order to build up a sample representative 
of the target population as to accompaniment, province of residence and occupation. After 
cleaning the data, the final sample included 193 respondents, i.e., 96 in the accommodation 
sector and 97 in the tourist attraction sector. Data were analyzed with Conjoint Linmap and 
SPSS 16.0. 

 
Results 

Conjoint analysis results 

In the accommodation sector, hotel classification results to be the attribute to which 
respondents give the highest importance, followed by price, convenience and label (Table 1). 
In contrast, brand is the attribute with the lowest relative weight. In the tourist attraction 
sector, classification also appears to be the most important attribute, followed by price, label 
and the type of attraction. Again, brand is the least important attribute.  

Based on paired samples t-tests, the difference between Label and Classification (t = -
5.936, df = 192, p = 0.000) and between Label and Brand (t = 2.255, df = 192, p = 0.025) are 
significant. The relative importance of the label attribute is lower than the classification 
attribute and higher than the brand attribute, confirming our hypotheses 1 and 2. 
  












































































































































































































































































































































































































