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Preface

The 6th Advances in Tourism Marketing Conferenc ATMC) takes place in
Joensuu, Finland, on September-B80, 2015. Hosted by University of Eastern Finland
features the latest research on tourism marketing with special focus on engaging
consumersin 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: exeating 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.
4A4EA TATACAT AT O 1T &£ A AAOOET AGEI 180 Aii PAOEOE
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 fran their destination, and have become savvy decisiemakers.
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 -@veators of value?In other
words, how can operators and destination become a valuable and valued part of
Ol OOEOOOG AgPAOEAT AROe 7EAO AOA OEA AEAIIT AT
Although memaable experiences of recreation, sel€onsolidation, flow, learning and
happiness have been identified as the most important benefit of holiday tourism, what
EO OEA 1 PAOAOTI 060 OI 1T A ET OEAEO AiI 1 OOOOAOQEII
created and shared.

Besides cecreation 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-eommerce 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. Supp® from the Federation of Finnish Learned Societies, Cities of
Lieksa and JoensuuPKO, the Foundation for Economic Education, Josek, and the
Foundation of University of Joensuu has helped tremendously in organizing ATMC
2015. This conference would not hae 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. WLee
The University of Auckland Business School, Department of Marketing
Auckland, NewZealand
msw.lee@auckland.ac.nz

Introduction

Tourism is a trillion dollar industry that produces substantial economic and
employment benefits, increasing the wetbeing of both host and tourists, in tourism
sectors, and related areas such as constructionand telecommunications
(http://www2.unwto.org/content/why -tourism).

Camping, which involves living in a temporary shelter outdoors, is a popular
Ol OOEOO AAOEOEOU8S (1 xAOGAOh A OAAAT O OOAT Anh
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 sincglamping
minimizes the rugged outdoorsy features of camping and therefore may be construed
Au OIi A AAipPEIT ¢ AT OEOOEAOOO AO AARAEIic¢c O A
O1 AAOOOAT A AAI PAOO AT A CI Ai PAOOG AgGPAOEAT AA

Literature review

AuthAT OEAEOU EO OEA AACOAA O xE@Beerandl A EO
& Farrelly, 2010). It is a multidimensional constructthat can be applied in various
contexts, which makes it a contentious subject. What is consistent across the literature
EO OEAO AOOEAT OEAEOU AAT AA AOT AAT U AAEET A
OCAT OET A gEwhg, AllerDOENDE 8012Grayson & Martinec, 2003

Consumer researchers have explored authenticity in different contexts, such as
wine (Beverland, 2009h A EE A 06 O (Séhbuteh & Mea©rander, 1995 white-
water rafting (Arnould, Price, & Otnes, 1998 green consumption(Ewing et al., 2012,
tourism (Wang, 1999, and camping (Brooler & Joppe, 2013; Mannell & Is@hola,
1987). Consumers search for authenticity and enhance their personal wddeing by
resisting the market through events like mountain man rendezvous (Belk and Costa
1998) and Burning Man(Kozinets, 2009. 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, 2004Rose & Wood, 200k

Since MacCannell (1973) explored tourist motivations and experiences,
authenticity has been a fundamental element in tourism studiegWang, 1999.
Traditionally, authenticity was objectrelated, with strict and absolute standards
determining whether an experience was authentic or not. Sceven 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,
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socially constructed aithenticity argues that it is no longer important if a toured object
EO OI AEAACEOATI Ue AOOGEAT OEA 10 110N EO EO A
constructed beliefs of what is authentic. In this view, authenticity is not evaluated by
objects, hut 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 cereative form of tourism that has the potential
to enhance the weltbeing of all those who partake in the activity, it has not yet been
studied in relation to authenticity.

Methods

Primary data was derived from semistructured 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.

4EA ET OAOOEAxO OOAOOAA xEOE A CATAOAI AEO
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. Onlinéata 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, 200).

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. Secgndature and
AOAAPEOI AOA Ox1 OEOAI Al AT AT 00 ET AAI PAOOS
Third, their differing relationships with nature lead to contrasting modes of escapism,
and therefore two pathways to authenticity. As figure 1 indicates,amnpers experience
T AOOOA AO OEI OAOAAOI 06 AT A AOGAAPA OEOI OCE
OOPAAOAOI O6G6h AOAAPEI ¢ OEOI OCE A OZAEOU OAIl A
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FIGURE 1.
SEARCHFOR AUTHENTICITY IN CAMPING AND GLAMPING
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Discussion and Conclusions

Campers: Experiencing nature as an interactor

Campers experience nature as a eweative 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.

fAdventureodo Escapism

Being cbse to nature leads campers to two outcomes: SdMevelopment and Primitivity.
4EOI OCE OEAEO AgPAOEAT AAh AAIi PAOO AOAADPA OEAE
They are fully immersed in nature and face challenging experiences in a-ceeative quest for
authenticity.

Self-Development

Many interviewees spoke about selflevelopment in camping. Campers are independent,
making decisions; from planning, getting to the destination, pitching the tent, preparing meals
and so on. Through these activids, campers attain a sense adutonomy. Compared to
glamping where the itinerary is often predetermined.

Through decision making and organising, campers become se#fliant and independent.
Being away from the comforts of everyday life provides opportunies for challenging
AobAOEAT AAG8 4EOOh AU AAIiPETC ET A OOAAEOEII
achieve a sense of setfevelopment, 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 aimpler and
more relaxed lifestyle. One of our interviewees (Beth) suggests that primitive nature forces
EAO O OAAOAAEGS 1 OCARIOIAADABA AEOA OA EWNOA LE UIPERMA R Ol
OAOEAO OEAT OAI 88

Beth: ) OEETE OEAOGS8O0 ITA T A& OERO AIAIAOHEAEOOO @
AT UOEET ¢c8 910 EOOO EETA 1T A AA8 88 T7EA
iu PEITAnh )81 AOOAAEAA O EO AT A EO

s o~ N s

Glampers: Experiencing nature as a spectator

One important difference ketween glamping and traditional camping is luxury. With
luxury added, glampers differ in the way they perceive and experience nature. Compared to
AATl BPAOO xEI AOA OET OAOAAOQI 0066h cCcl Ai PAOO AOA
nature just as campersdo; except glampers desire the spectacle of nature without the
hardship. This arrangement is only possible with the addition of luxury, as indicated by Figure
p8 30AE |1 660U AT AAT AO ci Ai PAOO OI EAOA O&EOI1I

AiFairy Taledo 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 VIRgho have access to the best
viewpoint; without exposure to the harsher elements of nature. Therefore, glampers
AopAOEAT AA 1 AOOOA OEOI OCE A EETA 1T &£ O&AEOU 4A

Exclusivity

As a result, glampers achieve an authentic sense efclusivityfrom 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

OEA ET OAlh AOO EZ UI O60A cCci AIPET Cch OEAL

OEAOABOEA DPAT PI A j OOAUEI ¢ AO OEA OAOI 00
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whoaregld PET ¢ xEI 1 OEAA OEA AAIT Al h O Ul O
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 eptacle 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 a enchanted experience analogous to
Al TAOETC 11 '1AAAET 860 I ACEA AAOPAOh AAET ¢ OOA
ET O0OOET AAOO %l OAG6O 1 UOOEAAI EAA AAOOI A8 4EE
experiences within the realm of mythic &iry tales, where the protagonist often encounters a
sense of enchantment.

Escapism and Authenticity

-ATU ET OAOOEAXxAAO OOCCAOO OEAO OEAEO OAOA
i AATET c&EO1 AT A OAOOEAT OEA6 AOPDAOEAT @dfBxahdx AU A
reflect about their lives. In choosing a voluntary experience that is in line with their desires
AT A EAAAI Oh AT OE AAIi DAOO AT A Ci Al phuod sé&dAsdDA A
Furthermore, being away from what they are accustomedtand experiencing the grandness
I £/ 1TAOOOA EAI PO AT OE Clddadeb ferspadtivé ©®A A EOEGEEQO A
authenticity experience as their attention extends from a micro selentred focus to a macro
global one.

Overall, this researchexplores 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 seHdevelopment and primitivity; whereas
Cl Al DBAOS8O 111 ¢ £ O Al AgAl OOEOGA AT A AT AEAT OAA
of luxury.
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Image analysis of a tourist destination: Malaga, Spain
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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 plagn 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 Spainedi on the Costa del SoCpast of the Sun
a tourist area largely identified with seaside tourism. In recent years Malaga city has been
OOUET ¢ OI AEOOAT AA EOOAI £ /EOI T OEA 0001 AT A O
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 analys 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
I1TTE AO OEA OI OOEOO0OS6 AOOEOOAAO OI xAOAO - Al Ac
improve or design new differentA OET 1T OOOAOACEAO8 4EEO EO OEA ¢/
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 inhabitan@l@ 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 specializen urban and cultural tourism.

Literature review

Since mid1970s 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 andit 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 rarketing (Gallarza, Gil&Calder6n, 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 cdiy® 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 importat 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 aiialtveing:

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 cpgrenhto

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 : Mal aga does not have a distinguished i
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 grouggsationals and foreignerg in
order to enable a comprison 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 Martin, 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 aricom
other European countries. These respondents have not been randomly selected but by
incidental sampling. The surveys were undertaken over a short period of timgrom 14 April
to 28 April, 2014z and were distributed both on paper and online for thosegeographically
dispersed. 301 valid responses were achieved.

The questions in the survey were divided into four categories: (i) questions on soecio
demographic variables, (ii) questions on the cognitive component of the destination image,
(iif) on the affective component and (iv) on the motivational component. A 6ltem selfreport
guestionnaire has been designed and all items were measured by a fipeint 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 contacteAfter that, an inferential analysis
has been carried out using the noiparametric test of MannWhitney and finally, a factorial
analysis with VARIMAX rotation and Kaiser Normalization.

Results
According to data obtained these are the main results dfi¢ 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. (iihe
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

(i) Tourism products associatedwith Malaga. Respondents associated the city of
-A1l ACA xEOE OEA 0001 AT A OAT Ao O1 OOEOI h A1l
tourism and even further by cultural and heritage tourism. The comparative analysis (Mann
Whitney Test) only points outa statistically significant difference between those who have
OOAOGAT T AA OI OEA AEOU AT A OET OA xEI EAOA TA
segment: those who have been to the city associate even more the city with this segment than
those who havenever 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 (Martwhitney test).
0) 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 nospolluted environment and for seeing Malaga as a
city in fashion or a city which transmits modernity.
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Figure 2. Average rating for the attributes of the cognitive component

After application of the MannWhitney 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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(i) 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 consideantion 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
Al OAAAU | AT OET 1T AA8 | OECIT EZEAAT O-ARB&EEKigkl DA

AT A ET OEADOAAROARA®OAT OA8 )1 AT OE AAOAO OAODII

Malaga have given a higher score compared to those who have never been to the city.

Pleasant

Amusing

Relaxing

Exciting

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 amouwitdata,
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 tdeast 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.
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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
Malaga is the perfect place for hosting meetings
e WorkShops i i i i 0:536
Cl6 Malaga is a place that transmits modernity 0,750
C17 Malaga has goodccommodation infrastructures 0,594
Cc18 Malaga is a trendy place 0,640
Malaga has a good development of the gent
C19 infrastructures (transport, access roads, connecti 0,676
health, security, etc.)
c20 Ma.la.g.a has a wide variety ofcheduled events an 0,595
activities
Cc2 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 place 0,687
C6 Malaga has annique tradition and way of life 0,478
Cl1 Malaga has an interesting urban landscape 0,515
Cl4 Malaga offers cultural activities of great interest 0,674
Al 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 qualitg-price ratio 0,683
C13 Malaga has a goodeather 0,690
C5 Malaga has an unpolluted / nroongested 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
U Cronbach 0,805 0,808 0,694 0,671 0,554
Number of items 7 6 4 4 3

Bartlett ds 6%276)=2405893t(py0,0009 s t
KMO Index = 0,877
U Cr on btemsh=08R4 i

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

the validity of the analysis (Bartlett test and KaiseiMeyer-Olkin coefficient) show satisfactory
results. Factor 1 groups the attributes associated with infrastructure aml fashion, Factor 2
brings together the attributes related to the cultural environment and the particularity of the
destination, Factor 3is the one which includes the 4 attributes that form the affective image,
Factor 4includes attributes related to lifestyle and day to day aspects and the last onéactor
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 diviced into different dimensions, including clearly a cognitive and an affective
component.

(i) 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 ttiey 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 analysigMann-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 reas
for travelling to Malaga instead of cultural reasons.

Hypothesis 4: The descriptive analysis indicates that the city of Malaga is still identified
AO A 0001 AT A OAT A6 AAOOET AGET T h AAOPEOA OEA
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 contributesost 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, wean 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 beused 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 asseshé 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.

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

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 theview 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 thaburism 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, e 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 (Gursot 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 wheréhey 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 & Garcia, 2009).

The study of the attitudes of residentsn relation to the impacts of tourism development
has been investigated reaching some consensus that groups them: economic, sacilbural
and environmental impacts (Andereck et al., 2005; Diaz, 2010; Gursoy et al, 2002; Gursoy &
Rutherford, 2004). Some resarch 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 haveey explored the profile of residents in
Benalmadena 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 relationshipbetween the characteristics of residents and their perception
of environmental, sociecultural and economic impact of tourism Benalméadena.

Methods and materials

We have designed a 3%tem 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 soeio
demographic questions (e.g. age, gender, place of birth, marital status, years e$idents,
having children, education level, social participation and type of work) and an attitude scale
consisiting of series of items that asses the economic, sodaltural, and environmental
impacts of tourism (Table 1). The items of attitude scale wer prepared based on the

N s A ~ VN s A A s oA A~

I EOAOAODOOA 11 OAOCEAAT 660 AOOEOOAAO O xAOAO

#1 OOAT AGETT AT A 3033h O8pws8m O AT Al UOA NOAO

tests were conducted.

We carried out a case study fothe 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 Benalmadena. Paipiants were selected using
stratified random sampling. The Benalmadena 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 ofpopulation by strata, the sample was
affixed in each of them.
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Table 1. Questionnaire items corresponding with measured impacts

Economic

impacts

Positive aspects

Negative aspects

Tourism is the main economic activity in
Benalmadena

More roads and urbanizations are
constructed
Tourism Increases employment

opportunities

Tourism increasesthe price of housing
Tourism increases the cost of living

Tourism
instability

generates employment

Sociccultural impacts

Tourism improves the quality of life in
Benalmadena

There are more theaters, exhibitions with
the tourism

Tourism improves public services (health
centers, sports, etc.).
Tourism stimulates our
traditions (Easter, fairs, ...)
| relate to people who speak Spanish

| relate to Spanish people who speaks m
language

festivals and

Tourism increases drugs and alcohol
Tourism causes more crime

Tourism produces more congestion,
accidents and parkingproblems

Tourism generates loss or change of ou
festivals and traditions

Environmental impacts

There are more public gardens and parks
due to tourism

Tourism has improved and protected the
environment

Tourism increases
garbage, etc.

Tourism  deteriorate
environment
There are
Benalmadena

pollution, noise,

the natural

too many people in

Results

Accordingto preliminary analysis these are the main results of research:

Descriptive statistics

Results showel acceptable alpha crobach for all tourism attitude dimensions.
Environmental Impact: .618, Sociecultural 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 Sociccultural Impact Economic Impact
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Age 13 .04 -.08*
Gender .04 .04 -.01
Civil status 0™ -.01 -.06
Having children 13" .07 -.03
Level of studies .04 18** 16**
Type of work .00 .04 -.064
Social Participation .01 -.02 o
Native condition ~ -.14** - 17** -.10**
Years of residence -.19** -.16** -.064

Note:dp < .10; *p<.05; *p< .01

Effects of sociedemographic factors on attitude towards tourismANOVA tests
showed a significant main effect of Age orEnvironmental Impact(F3 7700 = 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 daconomic Impactwas 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 ofCivil statuson Socio-cultural Impact was found Married residents (vs.
non-married) reported better perception on the effects of tourism on social life and culture
(Fa,770) = 3.98;p < .05).

It was found a significant main effect of having children on total attitudé€Fs,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 oLevel of studiesn Total attitude (F3,770) = 8.18;p
<.01). Attitude towards all effects of tourism improves progressively with the level of studies.

ANOVA analysis showed significant differences dafype of workon Economic Impact
(Fa,7700 = 3.07; p < .05). Residents working in induced employment of tourisninad 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 (37700 = 3.16; p < .05) on Sociecultural Impact. Posthoc 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 nen
tourism-related employment had the worst attitude.

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

Years of residence hada significant main effect on Total attitude towards tourism
(Fe,770) = 14.73;p < .01), with those living for more than ten years in Benalmadena 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 residencen Total Attitude was
found (F2,770) = 4.67;p < .01), with native residents living in Benalmadena for more than 10
years having the worst perception of all the effects caused by tourism, and foreigners living in
Benalmadena for less than five years hawyj the best perception.

Discussion and Conclusions

Natives and those who have been living more than 10 years in Benalmadena 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 thatesidents 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.929).

Attitudes towards tourism improve with educational level. Natives and nomative
residents who have spent more than ten years living in Benalmadena, and whose level of
education is low, show a more negative view of tourism. Therefore, thigofile 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 residets 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
O. ACEOA $AU8 T ECEO AA EAI p&OI ET DOIiI1T OETC
al., 1988). In addition, it could be of great interest to involve residents in decisionsleged 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 inngeniences 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 bent, it could
lead to the development of a strong opposition to tourism (Gursoy et al., 2002). For this

s N oA 0~ 2z

OAAOGTT OAOGEAAT O0O8 DHDAOOEAEPAOCEITT EIT DPIATTETC

future of destination (Dyer et al., 2007).
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Introduction

51 AAOOOAT AET ¢ OOAOAIT T AOOGS TT1ETA AAEAOET OO
aiming to stimulate online travel purchases. Travel has a compet online market, where
travel retailers compete among themselves as well as against traditional travel agencies.
+T T xET ¢ OEA AOEOET ¢ &£ OAAO OEAO AAOAOIET A 0O/
paramount for the successful implementation of nline 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. T OEET ¢ EO ET 1T x1 AAT OO OEA OAl AOEI
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 Behavio(iFPB)

(Ajzen, 1991), an extension of the former theory, has been largely overlooked &tdeed, 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 intentionsto 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, & Aldas,

2010; Lee et al., 2007; Morosan & Jeong, 2008). Tamre, as intentions are determined by
OEA PAOOGI T80 PI OEOEOGA 10 T ACAOEOA AOOEOOAAOG O

(vg )T AEOEAOAI 06 AOOEOOAA OiI xAOAOG TT1ETA O

purchase travel online.

Since subjetive norms have not performed well in explaining intentions (San Martin &
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 senskatt

people are more likely to book online and to frequently book travel online if they know that

I OEAO PATPI A AOA ATETC T EEAXxEOA j -1 00EOITh *E
the following hypothesis is formulated:

H2: Communicability pasively 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 (Bigré 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:

(xd )T AEOEAOAI 60 DPAOAAEOAA AAEAOEI OOAI ATl
influences intentions to purchase travel online.

Although no study has specifically examined the relationship betweethe 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 & éanone, 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:

(wvgd )T AEOEAQAIT Ob6 erdisAhdsitively rélaled b Anterion® fo Ipubchdse
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
I T DA udade Afts@ial 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 SquarBs$) 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 mfluence 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, & Aldas, 2010; Lee, Qu, & Kim,
2007; Morosan & Jeong, 2008)attitude was found to be significantly associated with
intentions to purchase travelonlinef  EM8 x ph DI n8mmpd8

Attitude

0.71
-0.02
_ Intentions to
R . Purchase Travel
\  SelfEfficacy ) 063" 017"~ Online
. > 4
bt TS = Perceived
------ Behavioural
e~ Control
|, Controllability
b 0.04
Social Media
Involvement
. 033
S 16 314 1 .
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Figure 1 7 PLS Results

The second hypothesis proposed that communicability influences intentions to purchase
OOAOGAT 111 ETA xAW®©02,1p+0@33).Glisbrasiilt@dt tdtally ynExpected, 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 nowxistent (Davis, Bagozzi, & Warshaw,
1989; San Martin & Herrero, 2012) It is possible that the influence of friends tends to
diminish as the purchase of travel online gets more widespad. 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. 'Eh
hypothesis was supported by thedataf( E mnm8pxh Hrn8nnmpqh AAET ET C
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
Ai 1T OEOOAT O xEOE OEA 40" AT A xEOE ,E AT A " OEA
which found that Internet traveller's self-assessment of their capabilities to purchase travel
online was positively associated with the likelhood 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 hep to better clarify these contradictory results, since few studies
have examined the role of perceived behavioural control in the context of online travel
shopping.

4EA [T AET AEI 1T &£ EUDPI OEAOGEO &£ 00 xAO O1 AgAIi
social media had an effect on intentions to purchase travel online. The hypothesis was not
statistically supported  E 18 1t T A possiBletexgapaijon for this is that travellers that
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purchase travel online do so mostly to save time and, thereforeyen 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 ©cial media websites, but then book at a
traditional travel agency asJun, Vogt, and MacKay (2007pund in their research.

Discussion and Conclusions

At a time when Internet use and online travel shopping are more prevalent, factors such
as perceivedbehavioural 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 atterdn to the
factors that contribute to a favourable attitude.' EOAT AOOEOOAAS8O EI Bl 00
intentions to purchase travel online,it is essential to examine the factors affecting attitude
formation. For example, pior 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 innovativenesge.g. Limayem, Khalifa, & Frini, 2000have been found to
affect attitude towards online shoing.

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 teal 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 aonvenience sampleawith only the Portuguese
population was used. Therefore, generalisation of the results must be made with caution. In
OPEOA 1T &£ OEA OOOAUBO 1 EI EOACETT Oh AAAAAIEA O
can take advantage of this study to better uretstand 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 valualifators of
tourists with disabilities (TwD) and the main objective is to identify which criteria exert an
influence in the cocreation process between tourists and hotel managersThe research
methodology for this study is the adoption of the Analytic Hirarchy Process (AHP). Three
stages in the value careation 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 impliations are provided.Our findings show that the service
encounters and usage encounters criterion are fundamental for the emeation process. If we
AT i pPAOA OEAOA OAOOI OO xEOE AEOAAI AA AOOOI i Ao
stage are the success factors for ereation, we can conclude that for careation between
clients and hotel staff, we need critical factors for the coreation process related with the
interactions as the relationship with the staff, the accessible environment and the
collaboration with the staff.
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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 motivatiémsthe
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 Bo#s (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 (Chong-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 & Pdbst-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 (Kastenhoz, 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 & Pimpédo, @14). Thus, the main aim of this study is to examine
0T OOOCOAOGA OiI OOEOGOOS DPOAEAOAT AAOG xEAT AEITT OEI
are crucial to support marketing strategies and for rural tourism development in Portugal.

This study begins witha 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 Parknd 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 esnomic problems.

Rural tourism activities may include lowimpact 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 fad0O 06 ET AT 1T A AT A AT 1 C
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).

2 AOAAOAE &I AOGOGET ¢ i1 OOOAI Oi OOEOOOGS hy i OEO
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 amdsh-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 expeence 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 rual tourism offers tourists multi-faceted activities,
and, consequently, there are many motivations to engage in rural tourism. This conclusion is
AAET AA ET A OAAAT O OOOAU OEAO AiT1T Al OAAOG OEAO
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 designewith 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 instnment. They were requested to clarify the items, and
ATiTTATO xEAOEAO OEA EOAT O xAOA TEEAI U O AA
and motivations. After their comments and suggestions were considered and incorporated
into the research design, gre-test was conducted on customers to further refine the list of
items.

The questionnaire was seHadministered and applied in several Portuguese cities,
where Portuguese tourists were asked to classify the importance of thE8 items usinga 5
point LKAOO OAAT A xEAOA p E O.10 AO Al1 EIi DBl OOAT (
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 38, 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 gendegre 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 a commonlaw
marriage and 43% and 37% have a monthlyEAT E1 U ET AT T A AAOxAAT p8c
I OAO ¢8uvmnmoh OAOPAAOEOAI US
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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.

Recreation room
Traditional games
Fireplace
Sale of regional product:
Tennis
Swimming pool
Picnics
Fishery
Walking trails
Horseriding
Nature observation
Mini golf
Internet
Theme parties
Jeep tours
Hunting
Bike/mountain bike
Bar

0 05 1 15 2 25 3 35
Figure1z) OAI 06 1 AAT OAIlI GAO

A factor andysis was conducted using the principal component method and varimax
rotation procedure in order to extract the sub dimensions of the items. The Kaisévieyer-
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, d@éms with a factor
loading above 0.5 were included.

A s 9~ SN = s o~ oA

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 Tablel.

Table 1 shows the weights of the variables on each factor. Factor 1, explaining 22.577%
I £/ OEA O1 OAI OAOEAT AAh EO Al i bPi OAA 1T £ OAOEAAI
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.

39



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

Table 1 - Rotated Component Matri®

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
i AEAOO8 4EA EEOOO ZAAOTI O EO OAI AGAA O1 OEA A&
amenities such as recreation room, bar and a fireplace. However, it is regardithe other
factors that rural tourism providers can distinguish themselves among other types of
accommodation. Indeed, the second and third factorsoutdoor sports and outdoor activitiesz
are factors that are valued by tourists. Rural Tourism has theleal 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
O1 OOEOOOE DPOAEAOCAT AAG EO AOOAT OEAI ET O1 OOEOI
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 factorsidentified can serve asa
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, sie 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 thatwas
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 imestigation 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 ecofriendly 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, 200Bpckage 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 thiaudy 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 packag 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 Gilmorg1999) 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 andqgaptions
that are acquired from the destination (Oh, Fiore, & Jeoung, 2007). Esthetic experience

AEI AT OETT OAEAOO O1T O1 OOEOOOGGE OAT AAT Au O1 OF
destination. The entertainment experience is related to events that amesa customer.
%OAAPDEOO OPEAOA 1T &£ AGPbAOEAT AAO 11 OEA 1T OEAO E

and to attempt something new and different. In this study experience economy concepts (four
realms of experience) which are extended by Oh et d2007) 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, $igseeing,
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 aatrip in a short period, to
have reliable and convenient servicegEnoch, 1996)

Individual services that make up the package tour determine whether tourists feel
satisfied or dissatisfied at the end of their trip(Xu. & Chan, 201Q) 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

Charg (2005) A1l 01 OOAOAA OEAO DPAAEACA Oi OOEOOOE O
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enjoyment impact their satisfaction. Satisfaction has also been thought as the balance
between expectation and experience and considered a 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 outcomeof 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 ofuglity of tourist experience is related
to overall tourist satisfaction (Cole & Scott, 2004; Kao, Huang, & Wu, 2008atisfaction from
overall experiences is affected by satisfaction with individual service€han, 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 premus 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
AGPbAOEAT AAO8 0 H1990) ekderfence @&cbnbnhy @dndefrs (escape, education,
entertainment and aesthetics) were adopted to define expeential 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
guestionnaire comprised package tour exerience dimensions, the second part consisted of
satisfaction ratings and third section included demographic and tripographic information.
Data was collected through a selfdministrated survey conducted on 120 respondents.
Collection of data took three weks between November and December, 2014 in old city
(Sultanahmet) district of Istanbul.

Results

Among the 120 subijects in the study, 113 (%94) valid questionnaireswere used during
data analysis. First descriptive statistics were obtained and frequendewnere 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 graduatesThey 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. Bothexperience (=0.92) and satisfaction {=0.82) items reliability coefficients
xAOA AAT OA AAAADOAAT A 1 AOGAI 8 4EAT O0AAOOIT660
between experiential attributes and satisfaction. Table 1 reflects the relationship between
package tour experience items amh satisfaction. Considering satisfaction the most important
PAAEACA Oi 60 ADPAOEAT Ahk patkAgkitddr etp@iBncednds highlyi 1 1 x
AAOAAOQET 1T AI o]} i A6 j OEmM8upqhOOEA AOOOAAOQEITI
j OEnN8uxqhOOEAOIOAQIOEDOGAOOA ADIAA x AOAE Wby OEA
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 touexperience and satisfaction

Experiential Factors

Mean Satisfaction

Education Factors

Package tour experience has made me more knowledgeable

| learned a lot during the tour

The package tour stimulated my curiosity to learn newhings
The package tour experience was highly educational to me
The package tour experience really enhanced my skills

Esthetics Factors

| felt a real sense of harmonyluring the tour

It was fun to meetand interact with others during the tour

Just being here was very pleasamturing the tour

The attractions were pretty excitingduring the tour

The settings were very attractiveduring the tour

The selection of sights, the hotels and restaurants really showe

attention to detail

The settings provided pleasure to my senses

Entertainment Factors

Activities of others and the guides were amusing to attend
| really enjoyed watching the environmentduring the tour
The settings were fun to stare and watclkluring the tour
The physical settings was boring to watclduring the tour

Escapist Factors

| felt | played a different characterduring the tour

| felt like | was living in a different time or place

The experiencelet me imagine being someone else
| completely escaped from realityduring the tour
| totally forgot about my daily routine during the tour

Time flew by during the tour
Memory

| will have wonderful memories after the tour

| will remember many positive thingsafter the tour

)  x Ifofgét My experiencesafter the tour

3.93
3.92
3.96
3.73
3.44

3.65
3.88
412
4.16
4.01
3.69

3.88

3.66
4.20
3.96
2.12

2.98
3.45
3.03
3.19
3.72
3.92

4.19
4.17
4.26

0.28**
0.47**
0.44**
0.51**
0.45**

0,52**
0.36**
0.47**
0.57**
0.49**
0.47**

0.38**

0.35**
0.27**
0.50**
0.40**

0.22**
0.30**
0.29**
0.17**
0.20**
0.43**

0.63**
0.64**
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 satisfacbn 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. Thusservice providers and

DAAEACA O1 60

I OCAT EUAOO Al 01 A OOA OEA
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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 uniqie 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 tinerary 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 multrillion 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 incorporatgpa and wellness
activities into their travel plans that directly aim to enhance their sense of welbeing (Smith &
00AUEE&h ¢nmnmwgs8 4EAOCA EO A TAAA OF O1 AAOOGOAT A
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 weltbeing 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 tanderstand 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 welless tourists, including transcendence, physical health and
appearance, escape and relaxation, important others, and novelty;-establish, selfesteem,
and indulgence.

%P@DAOEAT AA EO AT 1 AADPOOAI EUAA AOG OEA AOQOOIT I
events that are staged by the company providing them in order to engage the consumer in a
PAOOITAl xAU jO0ETA O '"EIil OAh pwwwds8 Ja EO (
I OOATT A AEIATOEITO T &# AU EETA 1T &£ OAOOGEAAOG
-ACT1 0001 T h ¢nmyh DP8ppwags8 [/ Eh &ET OA AT A * AT OT C
model and developed an experience measurement scale consisting of four categw
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, & Iséhola, 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 welAAET ¢ EO AAZET AA AO OET OA PDPEATTIT AT,
emotional responses, domain satisfactions, and holistic decisions about life satisfaction
(Diener, Suh, Lucas, & Smith, 1999). Tourism literature has shown that various typeaswell-
AAET ¢ch ET A1l OAET ¢ DPEUOEAAI h AiTOETTAI AT A ODBEC
Sirgy, & Perdue, 2012)The major psychological benefits of leisure and tourism activities are
to allow tourists to escape from their routine stressfulenvironment and seek recreational
opportunities (Mannell & Iso-Ahola, 1987). It is reasonable to expect that the more positive
OEA AOOOI i1 AOBO OPA APPAOEAT Adng. OEA COAAOAO OE

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

Method

Sample

An online survey was adminstered 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 seklection 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 semescof a spa
within the last six months. The researchers did not distinguish between types of spa (e.g., day
ObAh OAOTI 06 OPAQ AOG OEAU xAOA ET OAOAOGOAA EI
motivations and experiences along with subjective welbeing 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 caprised of four measures (motivation, experience, subjective well N
AARET ¢ch 11T UAI Ouq AAAPOAA &EOI I DOAOGET OO -MAHOAAOA

that used Likert scales. Motivation consisted of twentjour items (Voigt, et al., 2011) that
asked respondents to indicate the importance of the reasons they chose to visit the spa
i Ascshool AA AO PAAAA xEOE 1 UOAI £#hd AT A OOT ¢
al., 2007) asked respondents to rate their level of agreement with statemedt 1 EEAhRh O

AZDAOEAT AR EAG [ AAA 1A (1 OA ETT xI AARCAAAT Aho .
OPA OE OE dsidg mdasuke combriséd three items representing emotional weteing
(McCabe & Johnson, 2012) where individuals were asked to rate thetemt to which their spa
OEOEOG AiTOOEAOOAA O OEADDET AGORG OI U DI-OEOEO
AAET ¢86 &ET Al 1Uh OEOAA 11 UAI OU EOAI O xAOA OOA
O0) x1T O A AOU AAAEGHRAIOAIZAD OT AOFAO WBHAG 60MIG 0O)
01 AOEAT AO85H

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. Compusireliabilities
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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: selinprovement
(SIM), shared/new experience (SNE), dsetress (DES), solitude (SOL), and setfdulgence
(SIN). The same exploratory factor analysis (EFA) procedures were used to identify th
AT i piTAT OO0 T £ OPA AOPAOEAT AAsS8 axi AlTiI DIl
AT A O, AAOT ET ¢ %l EAT AAT A1 &850

The initial run of the model showed adequate fit incces (normed?2 = 2.95; CFI = 0.87;
RMSEA = 0.07) except for the CFl as it was slightly below the suggested threshold of 0.90.

I £OAO AOI PPET C 1T1TA 11 OEOCAQGEITT EOAIh 0OO61T 1 OA
correlation with the remaining items of the castruct 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 ?2= 2.74, CFlI = 0.90; RSEA = 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 extractedAVEs) 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 signficant 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. Séfhprovement
motivation had a significant impact on Affetive Memory (0.37, p < .001) and Learning
Enhancement (0.39, p < .001) spa experiences. Shared/New experience and-selfilgence
motivations significantly influenced learning enhancement experience (p < .001). Bdress
motivation had a significant impad¢ on affective memorable experience (0.28, p < .01).
Affective memorable experience positively influenced emotional subjective wehieing (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.

e’\}\l
Al 00O

Discussion

This study contributes to the knowledge advancement in the toism 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 welbeing and loyalty, provilE T ¢ A AT I POAEAT OEOA 11
decision-making processes.

Perhaps the most important finding is that the memorable spa experience is a greater
predictor of loyalty than is the subjective weltbeing experienced by the spa patron.
Accordingly, spa maagers 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. Itfeasd
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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 welbeing and loyalty, spa managers iV 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 nessary to enhance the subjective welbbeing of
their customers and ultimately result in customer loyalty.
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Wellbeing in Wildlife Experiences: Feeling Good for the
Animals?
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Introduction

This abstract presents the explorative phase of a future study concerning wellbeing in
wildlife experiences. The objective is to expl OA OEA AT T AAPO 1T £ xAl 1 AAE
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 théourism 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 wheboth the consumer and the provider actively
participate (Prahalad & Ramaswamy, 2004; Grénroos, 2012). Within such a view, the value is
AOAAOAA OEOI OCE A ETET O DPOIi AAOO OEAO AAT AA
(Gronroos & 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 -@ite interactions of the
tourists/recreationist with the physical and socio-cultural context, and depending on the
toOOEOOT OAAOAAOQOET T EOOB8O OAO 1T &£ AiTAEOEITO AlCZC
physical, mental and emotional engagement (Mossberg, 2007; Binkhorst & Den Dekker, 2009;
Prebensen et al., 2014). The premise for facilitating this process is a good ergtanding 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 seHrealization (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
AOOOAAOGETT OI xAOAO OEA 1T AOOOAR A O1 00 -T & C
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; Bjork, 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
adivities 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 investigatedral
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 tour@himal interactions,
suggesting a conceptualization of the animals as active -coeators 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 animaincounters can be related to the ethic of
care tradition and the consideration of the animahuman relations within such tradition. The
ethic of care scholars mphasize 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 empatic. The empathic aspect of wellbeing in the context of
xEl Al ELZA AZPAOEAT AAO EO AAT 6O MEAAIT EI ¢ EADPDU
wellbeing and, at the same time, feeling that our behaviour contributes to such wellbeing.

The aim of this study § 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 watnbiis 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). Tle objective is to identify those reviews
containing elements that can be related to empathic wellbeing, in particular to the following
OEOAA OEAI AO A1 OAAAU Ai AOCAA ET DPOAOGEI 00 oOC
attentiveness to the animal wellbeimg, 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
xEAT AG6 AT 1T AEOCEIT AT A AAEAOEI OO0 AT A OAT A OF E
describeOEA xEAl AO8 AAOEOA AAEAOEI 6O AO A OOEI x68

#1 1 AAOT ET ¢ OEA AARAEAOEIT OOh OEA AT AT AT O 1T &£ OE
reviews concerning the possibility of the animals to swim away from the boat. This aspect is
related to the distance betweé OEA AT AO AT A OEA xEAI AO AT A
OAODPI 1 OEAEI EOU8 3AOAOAI OI OOEOOO AT I TATO 11 (
also on the importance to keep distance from them. On the other hand, the distance is often
gualified as shat 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 ofgédighlights 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 wellbeidgfuture study will
furt her investigate this issue:
i through deep interviews,
1 including the element of competence as a complementary aspect of attentiveness,
1 exploring how and to which extent the whaleAT AT 01 OAO EO OEAxAA
1 exploring the possible connection between thewhale encounter and the
ET AEOEAOAI 06 DPAOAAEOAA OAODPI T OEAEI EOUN
1 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

= 2 o~ £ A A

the Albergo Diffuso business model. Albergo Diffuso (AD) is translatableO OOAAOOAOAA
andEO OA DPAOOEAOI AO OUBPA 1T &£ EIT OAT AT TAAREOAA Oi
A OOOAI OEI 1T ACA 1T 0O A EEQGQNDDREBM 2008: 3) Alie @inAs td £ A
develop a conceptual framework for the purposeo further investigate the AD as a best
DOAAOGEAA | $AIl EBN,QAS). ¢cmpmtn 5. $0

The specific objective of this paper is twofold: integrate the serviedominant lodig (SD
logic) and the resourcebasedtheory (RBT), discuss the concept of business moded a tool

adoptable by hotels in relation to value cecreation 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 & Kylanen, 2011). Within this perspective and
following the SDlogic, different terms are used, e.g. service system, value network and
experience supply chain (Vargo & Lusch, 2004; Spohrer & Maglio, 2008; Lusch et alQ20
Gottfridsson, 2012; Tax et al., 2013).

In the tourism context, the Tourism Experience Network and the Experience Supply
#EAET 11T AAI O AOA OOAA O ZAOAI A OEA AOAAOQCEIT 1
role as valuecreators (Sfandla & Bjok, 2012). This aspect has been investigated in the hotel
sector, with emphasis on the employeeguests 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 circumstaas
of all the participants (p. 149). TheSB | CEA Al AOOEAZAZEAO OAOT OOAAO E
xEEAE Al 1T PAOAOCEIT EO DOl AGAAAR AT A O1 PAOAT O
operand resources to produce an effect (Vargo & Lusch, 2004)loreover, 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 whicmot all of existing resources can
AAAT T A OI OGOAAO T &2/ AI OE AT i bAOEOEOA OOOOEOET
advantage (Penrose, 1959; Barney, 1991; Peteraf, 1993). Productive resources to be
developed in order to produce competitive survivingAOA T 11 U OET OA xEEAE
(above the average performances) (Barney, 1991). Furthermore, Valuable resources should
be Rare (concentrated), Inimitable (difficult to duplicable), Nopsubstitutable (without
strategically-equivalent substitutive resouces) (VRIN).
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In line with both the SDlogic and RBT value emerges through a c@reation process
where VRIN resources are dynamically integrated within constellations of service systems.

Applying this perspective to the hotel sector has two implicationsFirstly, 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 ad cultural environment. This element is
outinedinthe SBI | CEA xEOEAI-h-ARDOADES OPDBAOART h ¢mnyn 6
Edvardsson et al., 2011).

Secondly, valugcreation 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 acces 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 coecreation processes supported by the AD.
Such benefits are understood as contributions to local development in the four directions of
the so-called 4Es model: equity, effectiveness, efficiency and esoistainability (Droli, 2010).

Business models and the cocreation 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 modeA AT AA AAOAOEAAA AO OOEA xAU EI
I OAAO O A1 OOOA EOO OOOOAET AAEI EOQUGS j $AI EI
AAl EOAOU OUOOAI AT A A 1 AAOT ET ¢368).UForQHk isgecific ) OA |
purposA T £ OEEO OOOAUh xA AATBPO OEA A 111 xETC
OAOCEITTAIT A AT A ET £#OAOOOOAOOOA 1T &£ EIT x Al 1 OCAI
(Osterwalder & Pigneur, 2010: 17).

Focusing on the hotel sector and wellbeing, 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 postmodern tourists (Fabris, 2003), and ethically acceptable (UN, 2002;
Gossling 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
DAOOEAOI AOI U Ai AARAAAA EI OEA 1171 AAI AT GEOT T
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 @®lements of the business model as
outlined by Osterwalder et al. (2005): keycustomer segments, value proposition, key
channels revenue streams, keyesources, customers relationships, kewctivities, key
partnerships and cost structure. Differently froma 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 strategyThe 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 suggesed in the literature in relation to the 4Es model. The business
models adopted by the ADs are investigated focusing on the 9 descriptive kelements
identified in the literature.

The cases are investigated through the collection of secondary data concig the
context and the specific ADs. Senstructured 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 als)pAO OEA AADPEOAIT 1T &£ OEA 000
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 keyspects of thebusiness model. Thanks to this, value in the form
of local heritage conservation and valorisation is careated.Also the external customers, to
whom the hotel services are directed, are, at least to a certain degree, active part of the
system, especially wen 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 duabre business model based on the
central idea of valuecreation as a complex and embedded process of local development.
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Introduction

This study deals with two foodrelated issues contributing to holiday weltbeing, namely
pre-trip food sourcing and the daily meals orsite. Indeed, food is an essential aspect of every
O O A O Anoliday @dihity. Food is a multifarious phenomenon effecting travellers in various
ways. Accordingly, food and eating carry psychsensorial value, convey social and symbolic
meanings, trigger emotional responses and drive cognitive processing affecting feoelated
behaviour on-site. Food is also asocid O1 OOOAIT Al AT AT O AAET ¢ PAOO |
heritage mirroring the local culture, its traditions and the natural environment (Long, 2004),
butzaboveallzEO EO A AAOEA EOI AT Al Asicdl ind psycBiEdficAIOE T C
well-being. The physical wellbeing 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 satisfaoh, like the pleasure that food stimulates
(Rozin, Kurzer, & Cohen, 2002) and the lived experiences they contribute withlévenTang &
Jones2005). AllinallzDAOO OAOAAOAE OODBDDPTI OO0 OEAO AAOOET A
contribute to overall holiday well-being (Kivela & Crotts, 2006Mason & O'Mahony2007).

For the means of holidaywelA AET C  OT O OE O arp éforkatignsaukingEAn B OA
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 spprts that also
AAOOET ACET T 08 AT A EO OAAOAEAA £ 08 2A0EAxAA
AAT 60 AAOOET AOEDuIRaGm & Abath,A2008)&ll, théx@divity has remained
rather uncovered by past research. Hence, this studytatpts to contribute to current food
research within tourism by investigating pre-trip information sourcing and in particular the
ET £ Oi ACEIT O OOAAO OOAOGAI | Awelaed hOlidak wel-Beindd | AA
the type of foodrelated information search for and the reasons explaining such sourcing.

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

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. WhatistheOT I A T £#/ OEA AAEIT U | AAldng2El O O

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
concefts 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 travekemeing lured by
OEA AOOOAAOQEIT O1 AgPAOEAT AA OEA OATEIT Ui AT O 1
the study is grounded on past findings that show how information search precedes many
decisions as it serves as a means of risk reduction. leeld, different information sources are
consulted, and previous research also proclaims a correlation between interest in food and
the amount of information sought (Bjork & KauppinenRé&isdnen, 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
guestionnaire distributed to people visiting the biggest annual travel fairn Finland, MATKA.
For analysis, a sample of 243 is used. The findings reported are based on univariate analysis
and are mainly of descriptive nature (ttest, ANOVA, regression analysis). Collecting data at a
travel fair has its advantages and disadvantagesOn 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 inb consideration and controlled. Hence, the challenging
issue may be, is people visiting a travel fair different from noigoers? Notable is that the
sample used compared to the statistics of Finland, only varies in terms of gender distribution.
Hence, the ample analyzed for this study has an overepresentation for women, which must
be kept in mind interpreting the findings.

Results

2A0PI 1T AAT 006 AAI T COAPEEA b Ohg&Epebple (M2hn@@e@s U A
years) with a traveling history matchingthat 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

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 1 34 (14.0%)
annum
2 122 (50.2%)
3 52 (21.4%)
4 35 (14.4%)
Number of international leisure trips 1 16 (6.6%)
per annum
2 163 (67.1%)
3 52 (21.4%)
4 12 (4.9%)
&EOOOh OEA ££ET AET CO -trip fodiAsduicingQélated to DOiAtédei, | AOO
OOAOGAT 1T ACAUET Abh AOT AEOOAOh AT A COEAARAATTES8S )

official websites and tour agencies websites than turn to shared information as found on
travel blogs (mean = 2.15) and privatdlogs (mean = 1.95) (Table 2).

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

Top 6 Information Mean (s) Frequency*

sources
1 2 3 4

Internet 2.89 11.3 225 324 338
(1.003)

Destinations official 2.62 16.8 276 327 22.9

websites (1.018)

Tour operators website  2.54 20.0 25.1 35.8 19.1
(1.017)

Travel guides 2.38 20.1 348 317 13.4
(0.954)

Travel brochures 2.36 21.1 33.6 33.2 12.1
(0.948)

Tourism magazines 2.35 18.7 374 34.1 9.8
(0.895)
* 1 = Never, 2= Sometimes, 3 = Often, 4
Always
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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

&I T A ET £ Of A Mean(s) Frequency

1* 2 3 4

Recommended food places 2.68 9.0 329 395 18.6
(0.880)

Local food specialties 2.52 123 358 396 123
(0.862)

Local eating habits 2.48 11.0 40.2 38.8 10.0
(0.862)

Food traditions 2.45 150 347 408 94
(0.860)

The safety of local food 2.44 136 416 322 126
(0.879)

Local restaurants 2.43 126 409 37.7 8.8
(0.822)

Local ingredients 2.43 151 36.8 377 104
(0.871)

Price level of localfood 2.42 11.3 439 36.3 85
(0.802)

Local species 2.30 171 431 322 7.6
(0.841)

Third, the data demonstrate that such information sourcing behaviour is linked to
OOAOGAI 1 AOOGG CATOETA £ T A ET OAOAOO8 9AOh OOAE
safety as travellers search for food information in order to avoid surpriseélable 4).

Table 4. Reasons for collecting food information when travelling

&1 1T A ET £ Ol AOET 1 Mean (s) Frequency
1* 2 3 4

| am interested in food 2.62 (0.869) 9.2 36.4 37.8 16.6
| want to avoid surprises 2.60 (0.913) 13.6 29.0 41.6 15.9
| 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
| want to know how to behave 2.38 (0.916) 17.8 39.0 31.0 12.2
| am allergic 1.70(0.957) 58.3 194 15.7 6.5
My food preferences 1.67 (0.861) 54.2 28.3 13.2 4.2

| 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 14

* 1 = Never. 2 = Sometimes. 3 = Often. 4 = Always
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Finally, the data indicate thatthe daily meals are part of holiday weHbeing. A more fine
grain analysis of food and eating habits entour proves in particular the importance of
breakfast and dinner for wellbeing, and eventually also travel satisfaction. Interestingly,
lunch has a speial value-adding effect for those Finnish travellers, who have a strong interest
in food (Table 5).

Table 5. Meals for welkbeing on destinations

Meals Mean (s) Frequency

1* 2 3 4
Breakfast 2.54(0.804) 8.2 41.2 39.1 11.6
Lunch 2.39(0.750) 85 51.3 326 7.6
Dinner 2.80(=.817) 6.1 27.3 47.6 19.0
Supper 2.11(0.782) 20.7 53.2 21.1 5.1

Discussion and Conclusions

This study attempts to contribute to tourism research by providing insights to two food
related issues contributing to holiday weltbeing, namely pretrip food sourcing and the daily
meals onsite.

Pre-trip information sourcing is an essential behaviouralact and, when acknowledged
Au AAOOET AGET T 06 OOAEAET 1T AAOOh AAT AA OOAA O
The role of food characteristics such as originality, locality, authenticity, uniqueness, newness,
healthiness and potential safety dserve promotional attention. In a similar vein, daily meals
AAOGAOOGA AAOOET ACEIT OOAEAET T AAOOGS AOOAT OETT A
in particular serves various means and evidently contribute to holiday welbeing. For theory
development, this study advocates a more fingrained analysis on the food and tourism, in
particularly so if tourist insight is sought.
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Introduction

The importance of hostguest 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 staunexplored
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)dowed tourism resources
j - AA$ST AAIA O *ii11EEEAR c¢mmoQh A AOAT AET C AEI( A
to be discussed in relation to destination management (Dwyer et al., 2004) and sustainable
tourism development (Istoc, 2012). There aresome studies portraying a more complex
picture of the amalgamation of place generating tourist experiences. Long (2004), for
AoAi p1 Ah xET AT A1 UUAA OEA 0&i 1T AGAADPAG 1T &£ ! OE
Appalachian cuisine and food habits in régaurants 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 satisfactiorgnd the link there is between service oriented
organizations, weltbeing of the staff, and internal marketing (Kuskuvan et al., 2010). Less
studied is the influence of wellbeing of locals (residents) reflected in a welcoming attitude, on
tourist experiences although they, in terms of marketing, can be categorized as pdirne
i ACEAOAOO j As8&8 ' OET Ol 1T Oh pwwngs (1 OPEOAI EOU
OAAAEOA xEEI A OEOEOETI ¢ OEA AOAAS6h EO 1100 1 £C
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 weltbeing 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 thelens of tourist experiences and wetbeing 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 destation 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 touristexperiences
(Figure 1).

Well-being of ' Y
locals .
Destination

Tourist \ e
$ ) Competitiveness
Experiences

[Lut_:als at‘htunlies \_ y
towards tourists I

Figure 1. Local society based destination competitiveness model

The theoretical framework in use defines four key concepts, webleing, attitudes, tourist
experiences, and destination competitiveness, as follows:

Well-being, AAEZET AA A0 OAT ET AEGOHAGAE B TAANCOW 108
(Moscardo 2009, p.162), is a state of mind. Welleing is a personal, holistic state of mind
including aspects of seldevelopment in terms of life fulfillment (Gilbert & Abdullah,2004). It
EO AT ETTAO DPOI AAOGOh 110 OI 66 OEAOGAGHh A DPAOOI
work, leisure time, social relationships, achievements, growth, freedom etc. (Bjork, 2014).
$1T BAUBO jpwxuvuq EOOEOAOQE ikthereEis$ dedveen thaglechldddnd the OE A
Ol OOEOOORh AT A béing deteAnheEsAhkit afiithde towakds tourists (Ritchie &

Crouch, 2003; Brunt & Courtney, 1999; Diedrich & GarciBuades, 2008).

, T AAT 06 AOOEOOAADA OE A A1 @O bvakOQFEs®@«aopment
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 destinatiohospitality (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 recenstudy linked Quality of Life indictors of perceptions of
tourism among residents (Andereck & Nyaupane, 2011), but the welleing related items
x AOA OAOOOEAOAA Oi OEA OxAU 1 &£ 1EEAS 1T £ OEA C
how satisfied they were with their lives, subjective weltbeing (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). AtouE 00 A@DAOEAT AA EO OOEA OOAEAAOQEOA 1A
OAOOGEAA AT AT O1 OAOG6 /1 001 Q 2EOAEEA pwweh DB8pg
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, i
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 throbghe dissemination

of positive image through word of mouth (Sirgy & Samli, 1995). Nevertheless, clear
AOEAT A1 ET AGO AT A A OPEOEO 1T £ EI OPEOAI EOU AT E
Crouch, 2003).

Methods and material

Guided by thetheoretical 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 weHbeing, attitudes, tourist
experiences and pereption of destination competitiveness four sets of questions will be
developed. Wellbeing of localsAAT AA OEAxAA ET OAOI O T &£ 37"38
overall sense of wellbeing that can be captured through a variety of concepts such as life
satisfaction, positive\ negative affect, and overall happiness (Sirgy, 2010)Vell-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 godie. 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 amportant goal of society, andhere 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 yieldiinited increases in happlness (Layard 2006) Happlness
EO Ii100 AiiiiTii1u I AAOOOAA Au A OAOEAT O T &£ "O
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

N s e, oA A~ N

study merges th©A Ox1 OUDPAOC T £ OAAI A0 | " OhdigGad 60
, UOAT I EOOEU 3 O0OAEAAOEOA (ADPPET AOO 3AAT A A O E/
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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studies (Bahaee and Pisani, 2009; Ettenson and Klein, 2005; Huang et al., 2010; Nijssen and
Douglas, 2004) have established in different antexts 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 paticular 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 versuaffective 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 affectiveimage (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 nortourism context. Therefore,
the current study attempts tofill 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 intexction 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: stablg situational and
personal z national. Thus, country evaluations are basedn 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 onesize-fits-all manner in which measuring
instruments of animosity have beerused. 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 compent 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, althouyg this relationship is
assessed from a noftourism 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 agic 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, areequired.

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 -tepth 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 openrended questions, to list three countries toward 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 ptest the
animosity scale for Israel, identified as one of # 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 posing 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 z economic, people, political,
religious, historical and military z 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 opeanded questions, which shed information
on additional causes of animosity towards a particular country. Affective countrymage and
ET OAT OET 1T OI OEOEO xAOA AOAI OAOAA OOET ¢ OEA
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 largscale online questionnaire
based study, which is still ongoing.

75



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

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 5point Likert scale for all items).

The results also provide a more irdepth 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 reasodetermine 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 wights of the various animosity
components on the overall animosity construct are shown in Figure 1 below.

Affective
Country
Image

* p<0.001

Figure 1. Model of estimated relationships

The findings also support the influencing role of animosity towards @ountry such as
)y OOAAT 11 OEA ET AEOGEAOAI 60 ET OAT OET1 O1 OEOEOD
indirect, mediated by the affective country image component. Thus, this study confirms in the
Ol OOEOI AT 1T O0A@dO . AOthditilueAck 8 andnogitycomn pucclipseliniedidns 1 /E
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 urderlying components. While the results support the idea that
AT 1T 001 A0 ATEIT OEOU OI xAOAO A AT O1 60U EAO A OE
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 arplace
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 anstruct 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 Capo, 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 examinethe 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 thmost
influential factors in tourist image formation during the decisionmaking 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 reasomhat Govers and Go (2004)

i AT OETT OEA TAAA OO1 & Oi 61 AGA A DPI AT & O bOI
parts of a tourism development strategy. Dissonances or incongruities on emitted images can

have consequences on the image perceivdyy tourists (Camprubi 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 (Camprubi 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 differ&. 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 impressie and
AAT EAEO j wAEOT AO O 2EOAEEAh pwwon +1 01 A0 AO
same time, a subjective construction (that varies from person to person) and a social
AT T OOOOAOCEI T h AAOGAA 11 OEA EAAdnairé, #0054 p.778)A A OE (
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 fomation 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 id&tify a continuum of agents
that contribute to image formation of a destination. Each one of these agents represents one
IO Ii1TO0A OI OOEOO )3 xEEAE ET £ OAT AR OEOEOI 006
(2007) observe the controllable and uncoftrollable 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 wordof-mouth are one of the most influential IS (Fodness & Murray,
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1997; Llodra-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 Informaion 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 decisiormaking process. It is also positioned as a relevant
IS (Frias ¢ 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;
AT A 1T AOGAoOh ,E AO Ai8h jc¢mmwh BD8uudmaysthéngeA OE
DAOOEAEDPAT 0086 AAOOET AOGET1T EiIi ACAh DAOOEAOQI AOI
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 multiplechoice question in the questionnaire;
specifically, three online IS (official website, tourism blogs, search engines) and three offline
sources (brochures, mass media, and wordf-mouth).

I AAOOET AOET 160 DPAOAAREOAA EI ACA(DiRepi198AA Al
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 mostrepresentative.

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 Anotast 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, pehbc tests are also studied.

Results

Descriptive statistics on online IS showthat 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 1S, 42% use worebf-mouth, 12% use tourism brochures and 10% use mass
media information.

Reaults 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 weknown 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, whiwas globally the least selected image.

On one hand, considering the influence of online and offline 1S on the decisioraking
process, results show that the correlation between the number of online and offline IS used
and the number of pictures selecteds negative, corroborating the fact that tourists using less
online or offline IS select pictures related to wetknown destination attributes.

On the other hand, there is a positive correlation between the number of online and
offline IS used. However, th degree to which it correlates varies. These findings are related to
the concept of tourist image fragmentationCamprubi et al., 2014) meaning that when online
and offline 1S match, more similar are the images induced through these sources, and
therefore perceived by tourists. Inthe 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 ofltue, 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 decisionmaking process effects tb 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 wédhown attributes to a destination, in
contrast to tourists who have used a smaller numbeof 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 amowgrious projected
images exists in the different IS.

For decisionmakers 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
OAATT AT Uh EO EAI PO AAOAOIET A OEA ADPDPOTI DPOEAOA
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 campugiet
contribution of university events and activities to constructing place identity and
representations of universities in popular culture (SeeéWoodward, 2013, for an overview of
recent research in these aregs Work has also been done on the role of univsity 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 encouatered 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 cecreation of values in a destination, where these values
reflect not only what Smith (2006) might refer to as the Authorisal 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 UKmunning 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
OAAAT O UAAOO 11 OEA Oi1T A 1T &£ OGEA OI OOEOI COEA,
are frequently seen as ambassadors, possessing unique local knowledge which thegress
within the professional frame of an increasingly globalised discourse (Salazar, 2005, p. 631).

10 OIEOAS AT A O1 POAAEAOAAI A ET OAOPOAOAOOR <¢O
OA1l AGET T OEEBPh AT A OEA OI OOe g@ioéams o simarBOET T O
therefore, the focus of the research is on student guides as mediators andaeators (with

their audiences) of a campus tourism experience. Our theoretical approach to the work
OAEI AAOO Al OE 31 EOEGOEBARA B EODEAOOAOEDOBERDA
O 1 A6 AT A Al O AOAxET C 11 3A1I AUAO AAT OA AT A +
todel AEAAOEGENROGA GG OPAAA | +AOUh pwywmeég AO
for themselves and thers.
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Methods and material

This project forms part of a fuller study looking at how historically significant and
I OEAOxEOA A1l EOA Ol EOAOOEOEAO xEEAE AOA Al O1 7
student body. In this paper we focus on an aspect of this studythe role of the historic tour.
Semistructured 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 becanfse
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 z that of Outstanding Universal Vale (OUV)z 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
DAOOT T Al AOGOT AEAOQCET T ngittlelaid intaBghle Aetirdyd, Arid BEavEhis &1 OO 6
shared with visitors in the co-creation of the visitor experience.

Results

AEEO OAOAAOAE ££EI AOOAO 11 OEEOOI OEA OI 00036
OODOAAT 6O AT A EO E Osedtburs it Aud dnquityAs situbit€dl] ratt@ritéan ik A
tours that target potential applicants.

7EOQOEET OOAE OI 6006 OEAOA EO AT AT AT AT O T &£ O
perform this often prestigious role with individual students interpreting the site from their
own perspective within the parameters of approved topics. Thus mythologies of place,
AAOAT TTEAT OEOAO AT A OOPAOOOEOGETT O AOA Al AT A}
own journey through the university.

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

Our results show that whilst student guides are expected to impart the OUV and indeed
1($ AT CciAh AO OEEO EO xEAO EO Ei bi OOAT 6 &EOI i
report that at least as much inteest 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 employerz the host institution z and
the expectatins 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 thegaides 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 typeg this too means that at times
they move away from the conventional narrative expected of them by the Univetg.

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 pesent 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 timg
generally 3 yearsz 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 toursf 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 tlee-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, &ole, 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
Ol OOEOI AAOEOEOU O OEA OAOEAAT 6006 1/that EAO
investigates the QOL of these residents has revealed that tourism may have negative impacts
on some QOL domaing e.g. congestion, some kinds of pollution but is likely to have high
positive impacts on several other QOL domains, such as preservatiohnatural 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 infludnA OEA OAOEAAT 008
concerning the tourism impact on their QOL. Some determinants of this impact already
investigated are sociedemographic factors (e.g. age, gender, education, marital status,
employment) (Khizindar, 2012), seasonal factors (Jew, Kang, & Desmarais, 2014), place of
residence (Andereck et al., 2007; Chancellor et al., 2011) and quality of the tourism
AAOOET AGET 1T O ¥ CHED IAG& A 1Bbric) d0B4NA kB ABncounters between local
residents and tourists are considered a 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). Encanters 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 nOAOAAQETT O 11 OEA OAOEAAT 006 DPAOAADPOEITO
greatly ignored. The few studies that examine the influence of hesburist interaction
(Andereck & Nyaupane, 2011; Nawijn & Mitas, 2012) in this context suggest that thisntact
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 hadith tourists had a positive
Ei PAAO 11T OEA DPAOAADPOEIT 1T &£ PAOOTTAI AAT AEEOC
(2012) study shows that, in Palma de Mallorca, the residents who consider the hesurist
interaction positive, tend to perceive a higler QOL in several domains family, neighborhood,
self, services and infrastructure. However, the impact of both, specific types of contacts with
O1 OOEOOO AT A 1T &£ OAOGEOEAAQEIT xEOE OEAOA Ai 1T OA
not been propelly 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 hosttourist interactions, and of satisfaction with these interactions, on seve

OAOEAAT 60686 1/, AT i AET O j OAA &EGCOOA p AT A (UDI
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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 Novg located in the municipality of ilhavo in the
Central Region of Portugal. The questionnaire addresses, apart from the&& AAT OO
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

PDOI

level of agreement, using a -point Likert-type OAAT A A£O0T 1 p OAT 1 DI AOA]

OAT I b1 AOAT U ACOAASG xEOE ¢¢q¢ OOAOAI AT OO OAIl A

OAA

OAOEAAT 0066 1/,8 4EA OOAOAI AT OO OOAA AAOEOAA

OFl OOEOI 11 OEA gOhdeiedk Atlal 0®7; Anbereckj&MNgaupane, 2011). To
AOOAOGO OEA OAOGEAAT OO6 ET OAOAAOGEIT xEOE OE
frequency with which they had some types of interaction (14 types) with visitors, identified
based on a lierature review (e.g. De Kadt 1979; Eusébio & Carneiro, 2012; Reisinger &
Turner, 1998), using a T ET O , EEAO0OO OUDPA OAAI A £EOI I
Furthermore, residents were also invited to mention their level of satisfaction with the
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contac with visitors in their community, using alsoa 7Dl ET O , EEAOO OUDPA OA,
Ol OAOEOEEAAS O1T x OOAOU OAOEOEEAAGS

The survey was undertaken with personal administration of the questionnaire in the
two communities in May 2012, using a quota sanling 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. Descriptve statistics were adopted to identify the socieeconomic profile
of respondents. Two Principal Component Analyses (PCA) were carried out to identify
AEI ATOETTO 1T &£ O1I AEAl Ai 1 OAAO xEOE OEOEOI 00 A]
several domairs 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).

2A001 O06 AEOAOOOEIT AT A Al1TAI OOEITO

The sample was composed by 55% o&spondents who lived inCosta Novaand 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 &1 OOAET T A 1T TOEI U TAO ETATTA 11«xA
respondents have a job related to tourlsm and about 64% lived in th|s community for more
than 5 years.

Three interaction dimensions emerged from the PCA of interaction items: (i¢lose
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 seveaint
Likert type scale), being especially low regarding close contacts (e.dhasing meals with
visitors and exchanging gifts with visitors), corroborating other studies that also reveal a brief
and superficial social hosttourist interaction (Eusébio & Carneiro, 2012; Reisinger & Turner,
1998). However, residents reveal a high satfaction with that interaction (5.81 in a seven
point Likert type scale

Table 1: Measurement statistics of Hostourist interaction construct

Awerage

s . Standard Indicator Composite ; Discriminant
Host-tourist interaction Mean Deviation Loadings t-value® reliability Variance valicity
Extracted
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 211 164 0.86 37.10
Exchanging gifts with visitors 1.75 147 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 331 2.07 0.77 26.41
Residents' satisfaction with host-tourist interaction 5.34 1,382 1 i 1 i i

2t-values were obtained with the bootstrapping procedure (5000 samples) and are significant at the 0.001 level (two
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&1 60 ATiIT AET O 1T &£ 11,

perceptions of tourism impacts on their QOL: (i) economic and social relationship

Al AOCAA EOIT I

OEA

opportunities; (i) calm & safety (iii) public facilities & servicesand (iv) positive feeling (Table
2). Residents perceive high tourism impacts on all of their QOL domains (higher than 4.8 in a
sevenpoint Likert scale) and on their overall QOL (5.26 in the same scale). The tourism
impacts were particularly high on the psychological domain fostive feelingg and on the
improvement of the environmental context public facilities & services

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

A
Composite

verage

Residents perceptions of tourism impacts on their QOL Mean S:T;?c:(rj\ Il_rl)c:((;?ntgrs t-value? reliability Variance DIS\CﬂrIIiZ:It;am
Extracted
Economic & social relationship opportunities 0.92 0.63 Yes
Having opportunity to carry on recreational activities 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 activities 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 activities 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
Living in an unpolluted environment 4.98 1.78 0.88 53.06
Feeling safe 5.11 1.71 0.85 36.26
Living without traffic jams and people 4.24 1.89 0.78 20.41
Living 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 531 154 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 5.19 171 0.95 58.02
Residents perceptions of tourism impacts on their overall QOL 5.26 1,646 1 i 1 i

2t-values were obtained with the bootstrapping procedure (5000 samples) and are significant at the 0.001 level (two

Confirming the reliability and validity of the measures used to represeng¢ach 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 an@). 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 causéect

relationships.

4EA OI AEAT ET OAOAAOQEITI
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 hfluence. 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
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perceived by residents. All the domains of the QOL have arsifgcant positive influence on the
overall QOL perceived. The results highlight the relevance of stimulating social interaction

AAOxAAT OAOGEAAT OO AT A OEOEOI OO ET 1T OAAO Oi EI
QOL. Considering the important roleof interaction with visitors in the perceived impact of
01 OOEOI 11 OAOEAAT OO 1/, AT A OEA OAI OAAI A

culture, activities that promote encounters between residents and visitors should be
encouraged. Moreover, a higlinvolvement 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

Indirect effects Total effects
Construct R? Hfects significance significance
Direct Indirect Total tvalues J val ueales | val
Host-tourist interaction
Close Interaction i 0.036 0.036 0.793 0.428 0.793 0.428
Interaction at work i 0.246 0.246 5.461*** 0.000 5.461*** 0.000
Interaction in attractions & facilities T 0.066 0.066 1.422 0.155 1.422 0.155
Satisfaction with host-tourist interaction 0.026 0.222 0.248 4.673*** 0.000 4.183%** 0.000
Tourism impacts on residents' QOL
Economic & social relationship opportunities 0.159 i 0.159 i i 1.803* 0.071
Calm & safety 0.130 i 0.130 i i 2.221** 0.026
Public facilities & services 0.271 i 0.271 i i 3.567*** 0.000
Positive feelings 0.285 ) 0.285 T T 3.907*** 0.000
Residents overall QOL 0.50 ) i ) i ) ) )

**x 1 <0.001 **) <0.05 *1 <0.1 (two-tailed test)
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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
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 locahmunity 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 evelopment (Helliwell & Huang, 2008), gender nor
economic level (Orviska et al. 2014). Governance policies should involve citizens in tourism
AAGAT I pi AT O OI &O1I £EI 1 ET OAOT AGET 1T Al O OOEOOO
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).

/T OEA 1T OEAO EAT Ah OEA Opv@adl atcoidify taddcademic® O O 6
and policy makers (Murray et al., 2010; Kao et al., 2008). In tourism, the quality of service
AGDAOEAT AA OAlI AGAG Oi Of OOEOO008 AZEEAAOEOA OAO
dimensional measure that assessepersonal reactions and feelings in response to a tourist
service (Otto and Ritchie, 1996).

47 OOEOI 1 EOAOAOGOOA EAO 110 OOOAEAA Ci OAOT Al
is a key stakeholder for destination management. Qualitative techniqueseausually employed
to interview tourism stakeholders from the supply side (Konstantinos, 2002; Kirby et al.,

2011; Aretano et al., 2013).

4EA [T AET AT 1 OOEAOQOOEIT 1T &£ OEEO PAPAO EO OIi
governance and its link withOT OOEOOO8 NOAI EOU 1T £/ OEA OAOOGEAA
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. Wgosit that there
may be differences between North Mediterranean and South Mediterranean destinations.
3AATTAn xA Agbpi i1 OA OEA T ETE AAOxAAT AAOOET AOI
experience. As far as we know, destination governance has rmen assessed by tourists in
DOAOET 6O OAOAAOAE 110 EOO EIT & OATAA 11 O1 O0EOC
are the two main contributions of the current paper.

! This reseach is funded by the EU, Projdot 1B/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 Loffler, 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, establistent 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 innotiae tools in order to improve tourism
development, sustainability and participation in decisioamaking. Tourism demand is high
and increasing, so the problems that may arise in tourism management need to be
systematically tackled by all parties concernedYuksel et al., 2005; Pulido et al., 2013).

Previous research has found that destination governance reflects specific local and
Al 01 Oou AT T AEOCEITO js$6!'TCAITA AO Al 8h ¢mpmnds

RQ1: There are different governance trictures 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

O0OCCAOO OEAO c¢i OAOT AT AA EI PAAOO 11 OI OOEODOOS
et al., 2011; Teare et al., 2013). Thus, we propose our second research question:

RQ2: Th®oA EO A bPi OEOEOA AAZEAAO 1T £ AAOOET AOGEIT 1
experience.

Methods & materials

In order to achieve our objectives, we follow a quantitative approach on the basis of a
OOOOAOOOAA NOAOOEITT1T AEOA ETAI OAET ¢ NOAOOEITO
guality of service experience and other classification items such as genderuotry 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), Oristar (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), statanagers,
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
AAAT OAET ¢ OiF O1 OOEOOOG6 pphididdahed @itaie lagents AEiteO O O A O
were measured on a Epoint Likert -type scale fromstrongly disagreq1) 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

93



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

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 researdi|
items were measured on a Spoint Likert-type scale fromstrongly 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
Tafilah Tyre Maamoura Oristano Latina Sicily Cullera
(Jordan) (Lebanon) (Tunisia) (Italy) (Italy) (Italy) (Spain)
SAMPLE
155 202 200 208 200 201 199
Total southern Mediterranean Total northern Mediterranean
n =557 n =808
Total sample 1362 tourists
Geographical Mediterranean Sea basin
scope
Data Seltreport questionnaire
collection
method
Sampling Non-probabilistic method: convenience sampling
procedure

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 toism
Ci OAOT AT AA AT A O1 OOEOOOGE NOAI EOU 1T &£ OEA OAOOE

Discussion and conclusions

The Mediterranean welcomes huge numbers of tourists each year, which greatly affects
surrounding countries. Planning and managing Mediterranean tourism igherefore 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 (Baggo 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 appreciatiorof the distinguishing and unique
AEAOAAOAOEOOEAO 1T &£ OI OOEOOOS AgGPAOEAT AAOG (1
Ol OOEOOOG6 NOAI EOU 1T &£ OAOOEAA AgGPAOEAT AA AO AA

The current research expects to make two significant contributions. First, inakes a
comparison of governance issues in North and South Mediterranean destinations according to
Ol OOE0OOOG6 DPAOAAPOEIT 08 3AAITTAn EO Agbi T OAO OE
service experience. To our knowledge, there is lack of reselr regarding these issues using
guantitative 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 ic@ OE OO 06
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 followg tourists guidelines.

&ET AET O OACAOAET ¢ OEA DPi OEOEOA 1 ETE AAOxA/
experience would underline the relevance of a good planning and coordination between the
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agents involved in destination management. As suggest by Beritelli et al. (2015),
governance structures and networks should be actively managed in order to create better
AT TAEOETTO O OOAAAOGO AT A AT EAT AA OEA O1 OOEOO

There are additional managerial implications. A better understanding of the verall
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 arencreasingly 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
AOT I OET OA AEI Al OET fisévicé eEpefehc® oHich Hed@luedl iy AourStO U |
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, politicaéconomy, the dyadic and the network
perspectives, as well as the validation of the findings for other countries and cultural settings.
&OOOEAO EIiIi PI EAAOCEITO 1T &£ ¢l 6AOT ATAA AT A Ol OOE
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
Dol OAAO OI OOEOOOS DOl OAAOGETT 1T &£ OEA mpaigDAOEA
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 lucklyaw 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 weltkknown for creating happiness for human beings,
and, as such, an integral part of welbeing/wellness industries. Therefore, and in this way, the
patronage of hot spring resort has become a way of obtaining welleing as a core component
of tourist experiences.

The combi AGETT T &£ AT A AT A OOAOGAI AAT 110 1T1I
quality of life but further increase the welkbeing. In fact, food is an essential attraction of hot
spring tourism, while well-being is identified as a psychological indicator diiealth 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 weltbeing. Hotels enjoy the reputaibn of being seen as the mother of
the tourism industry. As such, this research aims to examine perceived wdleing, tourist
motivation, food perception and experiences of hot spring resorts.

This research intends to use the mixed method to collect datapnducting 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 freelisting 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 quatitative approach will be used in an attempt to understand and to examine
the model of the perceived weHbeing, tourist motivation, and food experiences in using hot
spring hotels.

The expected academic contributions include the adoption of integratetheories 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 theetical 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
AT A EIi bl Al AT OAQGET 1001 BOIAAIOEGAIOABO " Odcdan sratagy OT h
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, 199). Cultural tourism business opportunities have been a pathway in
bringing minority communities into mainstream tourism development (Sofield & Li, 1998.
/ITA T /&£ OEA EIi bi OOAT O AEI OIi 0 T &£ AOI OOD®IAG 8 Ol @®OIER
tourism is defined as that form of tourism where the cultural exoticism of natives is the main
tourist attractant (Van den Berghe, 1999 In advance, according to the previous studyhere
are two types of ethnic tourism. One of them is genealogy tourism (also refer to root tourism)
AT A OEA T OEAO EO OI OOEOI xEOE OEA DpOODPI OA 1T £
background from an authentic approach(Csap6, 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, Guangdongangxi, 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 mio-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, 20)3Sin® 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 docuntse
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 remb of basic information
about births, marriages and deaths is linked together to form a family tree. Writing the
Ul 0 AOA T EOOET C 100 11 fastastAgowirlg@abby (Taylr, 08 x1 O
2AOAAOAEET ¢ UT 60O EAIEI U EEOOTOU EO A ET OOT AL
actually visited your ancestral homeland (Novelli, 2007). Recently, the tracing of our
ancestors has become a major preoccupatiangenealogy as one of the most popular subjects
on the internet(Gilchrist, 2000). Genealogy tourism, also cl@ld personal heritage tourism
(Timothy, 1997)h OT 1T 0O O1T OOEOIi h AT AAOGOOAT OI OOEOGI 10

98



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

EAIl £&xAU6 DI DOI AOEIT O xEI OT EI 001 Avaldngan®de OEAE
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 Ch{pae, 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 peopl¢hey 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 thathey 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 Hakk#ki, 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 offerhie services that genealogy writer and provide offspring to
find their ancestors. Such as Ancestry.corfAncestry, 2012, and Taiwan @nealogy 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 valeducational 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 wholy moE OAOAA AU OEA 1T AAA O OA
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 Sibi 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 woitthss standing
and its Hakka culture has had a great influence upon the world.uo, 2008. Shibi, Ninghua is
the cradle and originating area of ldkka 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, 201). Ancestral tourism is a gowing 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 opportuniés for businesses right across the country
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to benefit (Zhan, 2014. Hakka Cultural tourist area $ 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, 201]). 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 kkas
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 curiousrad 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 participatingy some ancestral
research if it was of a very general nature such as a clan tour. These tourists were known as
incidental ancestral tourists.
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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 stragges: 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 genéagy 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 Interne{Christian, 2002, the
recognition of the role of techndogy 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 incentivestructure
and had profound effects on the behavior of community member@ai, 2007).

Search for Identity (Enhance Ancestral Connection)

Search for identity is a form of heriage 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 avirtAl OAAIT EOU A@PAOEAT AA AOO AO
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). Welldeveloped genealogy tourism
is the completely postmodern foms 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 persmal identification (Hughes, 1999.

Genealogy

4 N )
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Tourism Genealogy

Infrastructure Tourism
AN J J ,
Recreation Tourism

4 N\ I

Potential Enhance

Genealogy Ancestral

Tourism Connection

\_ VAN J
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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
Oi OEAEO Oi1 0O6bh Es8A8 OEA OOAOOET ¢ bBI AAAh OEA
academic discussion. The Scottish Executive (2000) identified four keglements 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) Promabn in specialist expat 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 Hakkaultural 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 traveles 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 tofacilitate 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 chacteristics of the receivers of information? The aim of
this study is to investigate what international tourists need when they ask local people for
AEOAAOGEIT T O Oi O1 ZAT E1 EAO AAOOET AOEI 108 4EEO
gender, culural 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. Thguestwayfinding task involves taveling
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 theirdestination.

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 touristexperiencing 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 ght 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 athe 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 locasion
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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, 201@viéus
studies have also confirmed that the quality of directions given and ceived 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 preferencder 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 internatial
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 backgroub@% 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 forgnh 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 socieeconomic and
cultural backgrounds, nationality, English andChinese 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 wes 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 pointand distance (40%),
landmarks (36%), and cardinalpoints 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 cros©O AA AT A312199€ ©-0.G02), 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, considerationr®uld 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 pople 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 performedwell 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 crosstab result for direction descriptors preferred by locals and tourists

Dlrect_lon Local people Tourists Total
descriptors

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 wayfindingtrategy,
gender and cultural backgrounds showed significant preference for wayfinding direction
descriptors provided by local people. The tourists who used a route strategy shed 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 wayfindingstrategy perspective normally involves sing a firstperson
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 thirdperson spaial 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 stulies.

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 wayinding strategies (e.g., Honda & Nihe2004; Lawton & Kallali,
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 Wésrn tourists in the use of spatial
terms. Again, some studies explained this difference by addressing a person's wayfinding
DAOOPAAOEOA AOO 1 OEAO OOOAEAO &I AOOAA 11
such as the street layout. For example gople 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 Asiause 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 mer
comfortable with landmark direction descriptors.

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

Wayfinding Gender Culture

strategy

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%
2 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 GPSvigation systems,
paper-based travel maps, internetbased 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 tthe 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 inbrmation 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 leftright descriptors when addressing listeners who adopted a route
perspective rather than aOOOOAU DAOOPAAOEOA8 (OT A AO Al 8
flexibility in people's spatial descriptors.

In summary, the present findings reveal that tourists with different cultural
backgrounds, wayfinding perspectives and gender have different preferees 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 destinationSeveral 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%ge & 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 decisiommaking process.

Perceived risk plays an important role in a trave AO6 O A gbAdhdckd GET T  /
destination for international tourism market. The perceived risk of travelling has an intuitive
ApPpAAIh AT A EO EO DPAOOOAOGEOA ET Agpbpl AETET C
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 inboun® 1 OOEOOOS OOAOAT ET ¢ OAOEOAAAOQEI
obligation and responsibility to provide accurate and sufficient information about travelling
risks. So understanding how international youth travelers perceive risk of traveling in Taiwan
canimprove 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 exising between tourists with Eastern and Western cultural
background. Through this study, | 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

4EA PAOAARAEOAA OEOE EO Al ET AEOEAOAI 60 OOAER
OEI A j (AAAT AEh pwwoQqs8 ,TTEETC¢C AO Al ETAEOEAOA
insights can be gained from psychology Gilchrist, Povey, Dickinson, & Poveyl995) or
decisiornrmaking sciences (Jia, Dyer, & Butler, 1999). Each individual perceives as a risk may
OAOU COAAOI U AAAAOOA ET AEOGEAOAI 60 PAOAADPOEITI
demographics, techmmlogy 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 purclka 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, psychologial risk, satisfaction risk, social risk,
and time risk. In the earliest studies of travel and risk, Moutinho (1987) reviewed marketing
I EOAOAOOOA AT A Al AOCOEZEAA O1 OOEOOOS8 DPAOAAEOAA
psychological risk.One research (Tsaur, Tzeng & Wang, 1997) categorizes traveling risks into
seven aspectsvhich are Transportation, Law and Order, Hygiene, Accommodation, Weather,
Sightseeing Spot and Medical Support. These seven traveling risk aspects would affect
b AT Pwillkhgnéss while deciding to travel or not.

2AOAAOAEAOO 11 AEOAOOOEI C EIT x AEAEEAOAT O
behavior have developed in the past and provided solid suggestions toward different
marketing strategies on customers with dferent 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 tourCOEAAO8 | CAET O0EUAI AT A *ATTC jpwwedd
behavior is perceived to be different by nationality and suggested that using cultural approach
O AAOECT O1 600 AAT Al EAT ABue ©lthérOtte GtOpiopoSe0 A OA T |
one Study Hypothesis: People with different culture background have significant difference on
their perceived travel risk evaluations.

p>]

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
guestionnaire, 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 sh 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 p@rticipants 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 rearch. 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 soeexonomic background,
personal traveling characteristics, trip characteristics, traveling motivation (Ballantyne,
Packer & Beckmann, 1988; Gnoth, 1997and perceived traveling risks (Chao2008; Tsaur,
Tzeng,and Wang, 1997) There were 23 items used to measure their perceived travelling
risks by using fivepoint 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
DAOOEAEDPAT OO EAOA 1 OAOOAAO OOAOGAI ETC AGPAOE!
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 traved 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 nosignificant
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 fivgoint
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; thRigher 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. ®0A1T 1 h OOOAU DPAOOEAEDPAT C
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 liketo build up for Taiwan tourism industry. There are four
items related weather and natural disasters such as earthquakésunamis and volcanoes,
which were considered as travelling risks in Taiwan. In fact, Tsunamis and volcanoes never
happen in Taiwan. Agin 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 Wesern and Eastern tourists. According to table 1, seven
items of 22 items showed significant differences between two parties. Tourists witkastern

AOlI OO0OAI AAAECOI OT A OAT OAA EECEAO 11 AEAAI ETC
OACOI AOETAIOGBUQCE MTAODOAAOEAAOG6h O4EA AEITTEIC
EO CiiTAdh O4EAOA AOA 11 Ai1OAGCEI OO AEOAAOAOQOGI

OAOGEAAT 6O AOA xEIT1ETC OI DOl OEAA AOOEOOAT A
professionAl 6 h O4EA xAAOEAO EO OOAAI Aoh AT A O4EA
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 andurope areas,

very far away from Asia.
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Table 1. Traveling risk perceptions by cultural background.

Total Cultural background
| feel safe because .......... in Taiwan Western | Eastern | T value

Public transportation system is safe 4.04 4.07 4.01 0.729
Drivers obey the traffic safety| 3.92 3.64 4.16 -4.750"
regulations
Public telephones can be accessg 3.76 3.70 3.83 -1.223
easily
Fire escape gear is available in hotels | 4.09 4.18 4.03 1.839
Rescue equipment is available i 4.11 4.19 4.05 1.637
hotels

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| 3.94 3.93 3.97 -0.362
assistancefor any accidents

Local people are friendly 4.12 4.14 4.08 0.591
Crime rates are low 3.78 3.68 3.86 -1.856
Quiality 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 medica| 3.77 3.85 3.69 1.243
treatment is convenient
Recreational facilities in scenic spotg 4.08 4.09 4.07 0.247
are well controlled
Interpreters  in  attractions are | 4.05 4.02 4.10 -0.823
professional
Interpreters in scenic spotsare 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 faurtsm industry are
provided. Apparently, tourists with Western cultural background have more concerns
regarding nature disasters especially they might not have any experience of earthquakébis
incorrect image towards destination could be shaped by thdd 1 AT AT OO 1T £ Al
accumulated experiences, information reorganizing, and affectiong he destination image
could be changed with continuing and proper marketing promotion activities (Gunn, 1988)
because tourism promotion is the process of commuoation 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 @ 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 eqity, 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 desination 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). Particulaly, the majority of tourism destination brand equity studies (e.g.,
"1T1T AO Aish ¢nnmwn +1TAATEE AT A ' AOOT AOh c¢mnmy
+A1T 1T AOBO jpwwaq AT 1T Aldaped@and dfuit(OBBE)] whichHeriked otni | A O
the field of cognitive psychology and focuses on multdimensional 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 adoptiorf 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 impleneentvith
OEi 1 A OPAT AT A DPAPAOS ET OOO0OI AT 66h AT A AAT
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 corstructs. Consequently, in the absence of a customkased 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 stue and
utilised scales, respectively. Therefore, by directly transferring the produebased CBBE
model without conceptual refinements and further development according to destination
specific dimensions, there is a risk for tourism destination managemémesearch 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 diagpstic 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 industryspecific dimensions that drive
brand value.
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Hence, the resears 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
ATTBDITATO T £ OEA OAOGEOAA #" "% 11 AA1T &£ O Ol OOE
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
(Grénroos, 2009; Vargo & Lusch, 2008).

Literature review

This paper adopts the approach towards CBDBE modelling, which is particularly
Ai T OEOOAT O xEOE '1TOEGO jqgmmxq AT T AADPOOAI EUA
representation of the functional, emotional and symbolic values of the destination, as well as
the benefits, whid tourists are promised to receive as a result of visiting the destination.

AEAOAEI OAh AT I PITAT OO 1T &£ OEA bDOI BT OAA 11 AA
AOAT A OA1 AGET 1 OEED &EOAI AxT OEh AT T OEOO 1T £ OEA
inOAOI O T £ OOAT O&I Oi ET ¢ &£01 AOCET T Al h ET OAT CEAI £
value-in-use (Vargo & Lusch, 2008; Palmer, 2010; Zabkar et al., 2010; Moeller, 2010).
&OOOEAOI T OAh OEA Dl OEOCEOA OAI AGEIT 1 SitatoP and A Ox A,
valuefor-l TT AU OAOGAATI &6 OEA EITPOO 1T £ OtrdOELROGRS 1 x|
delivery process (Boo et al.,, 2009). In addition, destination brand awareness affects the
evaluation of the destination promise (e.g., Pike et al.,, 2016ladou and Kehagias, 2014),
xEEAEh ET 0OO0OT h AAOAOIETAO O1 OOEOOOE AAEAOEIT O
2009; Kim et al., 2009; Pike et al., 2010).

Moreover, as suggested by de Chernatony et al. (2004), in a service context satisfaucti
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)
EO T ET EAA O OEA -bdinginOdtatod fo e Hallay Heltinafion lan is xhiid, |
an important measure of destination attractiveness.
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Figure 1. Custometbased brand equity model for tourism destination (CBDBE)
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1 101 AAO T &£ DPOAOEI OO Ol OOEOI OOOAEAO Al
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, 200kerCand Tsali,
¢nmnxnN #EE AT A 10h ¢mnyq ATT £ZEOI OEAO 1 OAOAII
behaviour. Finally, Kim et al. (2009) and Chen and Myagmarsuren (2010) emphasize the
relationship between brand equity and tourist satisfaction. Tierefore, the study proposes
OAOEOEAAQEIT O1T AA A #"$"% I 1TAAT AT T OOOOAONK
perception of destination resources, valuen-use and valuefor-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 Are in the summer season. First, the operationalizationf the destination
resources and the valuen-use dimensions pertaining to the CBDBE model reflects a
destination-specific meansend hierarchy between destination recourses and valué-use
deduced from 40 semistructured interviews conducted in Are in Jly 2012 (Gutman, 1982).
Accordingly, the list of functional, intangible and social destination resources related to
summer season vacation in Are served as input for the attribute satisfaction scale reflecting
the destination resources construct (Likertscale 1-5). Furthermore, in order to measure the
value-in-use, the destinationspecific benefits have been formulated based on scales used in
prior tourism studies (e.g., Williams and Soutar, 2009; Skar et al., 2008; Pan and Ryan, 2007).
Finally, the list of measurement items (15 agreement Likert scale) describing destination
awareness, valugfor-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 4., 2009).

The guestionnaire was available in English and Swedish. In December 2012 data was
collected by using a wekbased Email survey. 3,957 -nails of tourists who visited Are during
the summer season 2012 were provided by key destination stakeholderdn total, 522
respondents completed the questionnaire. The underlying suldimensionality of the model
constructs destination resources and valuén-use has been examined using exploratory
Factor Analysis (VariMax). Missing values were substituted by mear(&ield, 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
expectedand 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 valuein-use and valuefor-money mediate the relationship béween
destination resources (i.e., nature, mountain village setting, intangible attributes and
interaction with other tourists) and satisfaction. Furthermore, satisfaction mediates the
relationships between valuein-use, valuefor money and destination lolty. Finally, the
transformation of destination resources into valuein-use representing the promised
destination-OPAAEZEA AAT AEEOO 1T &£ O1 OOEOOOGE OOAU
AobAOEAT AA6 AT A OAGAOAEOAGQ Eidndof ditifudinal dogatyi T CA O
towards the destination.
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Discussion and Conclusions

Therefore, the model empowers destination managers to combine and inteelate
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 valum-use can be clearly
identified and communicated through the brand (Gnoth, 2007; Vargo & Luscl2004). For
instance, based on the present study, the destination management of Are can identify the
attributive dimensions behind the valuein-use of destination visitation and destination
loyalty for the summer tourism product. Finally, and probably mos importantly, also the
crucial dimensions for cecreating destination valuein-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 2004Binkhorst, 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 (Timén, 2004), thus the cocreation should not be understood ofy 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-ceation.
This way, can represent the aggregain factor for the cocreation of a tourism destination as
an integral product. The way as the value is ecreated within a set of relationships between
stakeholders is an unexplored topic (Jaakkola & Hakanen, 2013), although it is noted as the
"new frontier" of knowledge about cecreation. The companies represent the linkages in
platforms collective commitment, being the new paradigm of careation (Ramaswamy &
Ozcan, 2014).

This paper conducts an analysis of governance mechanisms and their results on tie
creation of the destination "City ofFoz do Iguacl, located at south of Brazil in a tAborder
region between Brazil, Argentina and Paraguay. Note that this is one of the main tourism
destinations in the three countries, where the Iguagu waterfalls & located.

This analysis was based primarily on technical work developed in 2011, entitled 7 AU O
of the Future: Developing the destination we wédntresulting from a participatory planning
process in that destination. The results of this technical workre reviewed on a perspective of
value ccAOAAOET T AT AT CATT OOh A& AOOET CRamaswadfed OOA
Ozcan, 2014)

Theoretical Foundation

Traditionally, the value cocreation 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, 2011Ramaswamy & Ozcan, 2094

Binkhorst (2005) considers that the concept of cecreation 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 mulitude of components (Timém, 2004; Buhalis, 2000),where the territory
becomes in part of the product by the tourism process that occurs in the sarnt@®mith, 1994).
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When a system considers legitimate the integrated management, the governance arises.
O+ & rew style of government, different of the hierarchical control model, characterized by a
greater degree of cooperation and interaction between state and rstate actors embedded in a
joint decision network publiorivated j - AUT OUh ¢nnmnQgs

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 levelsf
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 interdependere and shared
OAODPI 1T OEAEI EOU ACOAAI A1 006 8

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 tothe achievement of common goals. Romero & Molina
(2011) add that in collaborative networks there is a high potential for value careation,
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 careation (Borys & Jemison1989).

Jaakkola & Hakanen (2013), suggest that the value arises when the actors are integrated
using resources jointly(Gummesson & Mele, 2010; Vargo & Lusch, 2018nd that this value
is determined on the basis of the benefits and sacrifices perceived in the process or the results
of the interaction (Ravald & Grénroos, 1996).

In base of this theoretical background, thenain proposition of this work was to verify
how the concept of value cecreation 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 heoretical development about the value c@reation 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, ebking the
association between theory and realityKrippendorff, 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 strategigarticipatory
assessment with objective to find in him the use of concept of value -coeation. The
diagnostic process analyzed occurred in two phases: (1) situational analysis; (2) propten,
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:

1 97 documents relatedto tourism planning in the region;

i 05 in-depth interviews with local stakeholders;

1 Secondary data collected for the period 2002011,

i 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 theseposals
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using as criteria the ability to cocreate 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 staténat 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.

Figure 1: Actors involved in the governance of the
sector in the destination.

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 guoer
towards a perspective of creating value to the customer showing that the value-coeation is
present in their proposals.
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Figure 2: Elements of generating
customer value
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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 impiment 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 remarch 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 caereation of value, thus they were
considered indirectly related.

Discussion and conclusions

The use of governance as a platform for value @veation for destination occurred in an
emerging way rather than intentional, because the technical work was not developed based
on value cacreation concept, but in the governance and strategic planning. The reformulation
of the tourism product and suggestionsreceived 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 cacreation.

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 -coeation. On
the other hand, Ramaswamy & Ozcan (2014) indicate @veation of value from the
DAOOPAAOGEOA 1T &£ OEA AAOI 0080 1T AOxT OEh ET xAOAO

The technical report noted that governance facilitates publiprivate coordination,
however, requires better definition of the role of the actors to a careation approach. This
approach would coincide better with the theory, which indicates that the value creation is not
a linear function, but a ceevolutionary collaboration between alied 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, 2004

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 participan of the
public, private and including participants of the three countries bordering. These facts are
important, becauseFoz do Iguacwcity is one of the Mercociudade% a term given to cities
belonging to the network created in 1995, covering municiglities in the Mercosur that
contribute the exchange and cooperation between the economic bloc countries.

We conclude that governance inFoz do Iguacuis propelling the value networking,
contributing to innovation and the strategic positioning of the destnation, therefore, acts as a
facilitator for the value co-creation. However, their competitiveness can grow more with
planning from the perspective of cecreation.

Acknowledgement: This research had support of CAPES Foundation, Ministry of Education
of Brazil, Brasilia, DF, through of a scholarship for Student Phd.
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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), puttirtge 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
OAOOGEAAR AOO 110 xEOE AiT OETT 08 ' OAOUAI h &AOA
arguing that understanding the emotims 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.

O O1T AAA 11 DI AAOOOA 2000A1IT jc¢cmnmuvh DP8poQds8
pleasure as emotion, where the latter is a conterfull intentional state. Pleasures as emotions
entail attitudes, priorities, and vales; and so the pleasures we have reveal the persons we
AOA G 8 thisAstudyAaims 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 demotsted by
30AAT AT j¢mmngh DP8opyq OET AEOEAOAI O xEI EAOA O
developed significant relationships with other residents as well as with physical attributes of
OEA bpI AAAG S

The survey was applied in the summer of 201 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. Anrder 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 negatvely, 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
AEAT T AT cCA OEA OI OOEOGOOS bPI AUAOO O1T EAAD 11T 160

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 exptaplace
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 uncomfity between what
individuals say and what they do (Correia and Tao, 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 estate 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

o1l AAA AOOAAEI AT O AAT AA AAZET AA AO OOEA Ai
ATl TOETTATTU AT A AOI OOOAI 1T U AOOCAAEAAG j!'1 Oi Al
that people create with places (Raymond et al., 2010; Scannell & Giffor2)10) 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)nd dependence (Stokols and Shumaker,
1981). Research about this topic has not been consensual with some authors stating that
OEAOA AEAEAZAOAT O AEI ATOETTO T &£ I AAA AOA ET AT (
1991) and other arguing that these dinensions 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 20ph D8ocpyq OOAOAO OEAO OEAAOI OO OE
(i.,e. Place attachment) are also likely to have implications for cognitive and behavioral
OAl AOET T OEEDPO j E8s8A8 bl AAA EAAT OEOU AT A bl AA
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 connectiorlated
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 tathment tourists
demonstrate with the place (Scannell & Gifford, 2010), and this may be measured by a
guantitative variable z the duration of the relation with a certain place, as it is the case of this
research Stdeman & Jorgensen (2006).

Place attachmen is also explained by emotional traits (Altman and Low 1992).
Emotions are frequently conceptualized as the consequence of the appraisal of events or
I AEAAOO AT 1 AAOT ET ¢ OE ANieBdnthdf OHEraué 2013, lard ar€ afterOD O 6
marked by a behavioral reaction as an expression of, positive or negative, feelindgfosany &
Prayag, 2013. Kleinginna Jr and Kleinginna (1981)posits that the definition of emotionE O1 & O
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, 199€ohen, Pham, & Andrade, 2@). Mood is associated
to deep affective feeling as opposed to emotions that are provoked by events, objects or
persons (Cohen et al., 2008Hosany & Prayag, 203). 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 instingte and simple way to distinguish
emotions (Huang, 2003 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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ET OAOT Al OOAOA OEAO EO AAOEOAOAA xEOE AEOEAO
valenceisded OEAAA AO OEA ObPiI AAOGAT 66 AT A OO1 I AAOGAI
grounds in Pleasure Arousal Dominance (RA-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,
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-0$ AOOET AOET T %l -i(Hosahy| 2013 foAtheA | $ %
PleasureArousal-Dominance (RA-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 researchintends 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 SefOADPT OO OI OOEOO AiT OEIT 11T AAT AOOAOOGAO O
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: Sociedemographic characteristics of the tourists influence the duration of the
relation with the Algarve.

This study uses a quantitative approach wih non-experimental design for which a
guestionnaire-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, agencome, 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 surwey 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 ammum 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 ghhvalue
(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 thé& 3énsitive to
sample size.

Table 1: Results of order probit regressionthrough the established seven variables of
12 emotional states defined in the PAD model.

Destination attachment Coef. Std. Err. z P>z [95%
Contf. 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 estimateddemonstrates 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 rafion 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, Fascinaton and Surprise, suggesting that tourism stakeholders face a challenge: In
order to retain tourists in the destinations they need to develop strategies to overwhelm
Ol OOEOOOG6 APbAAOAOEITT O8

H2 has mixed effects since the majority of the negative emotiondnhappy was-0.44 (p
< .05), Disappointed-0.595 (p < .05), Unsatisfied0.071 (p < .05), Melancholic0.505 (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 addibn 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 relaton 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
T ACAOEOA ET &£ OATAA 11 OEA OI OOEOOOS OAOAT OEIT I
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 kk Disappointment or
-ATATAETT U T AU EAOGA AT 1 pbi OEOA ET &£ OAT AA 11

4EAOA OAOOI 0O POO A COAAO DPOAOOOOA EIT O ¢
directed related to overwhelming their expectations.

From a practical perspecive 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 becomeone of the most
effective marketing tools in corporate marketing since the 1980gTanner, 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 weknown ITB
Berlin and the World Travel Market in London represent the largesstcale travel fair in the
global market, while in the newlyemerged market, there are several travel fairs growing fast.
The vigorous tourism development in China has advanced the rapid growth of travieade 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 /exhitions, the
effectiveness and sustainale 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 developmentes on the satisfactory outputs of
participation of a fair for various exhibitors and attendees includinghotels, travel agencies,
tour operators and DMOs ([estination ManagementOrganizations). A better understanding of
factors affectingthese fair stakehdders participate in travel fairs would help fair organizers
AT A 11T AAl AOOEI OEOEAO Oi AAOOAO PI AT h DPOIiT OA
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 inpuutput results. However, systematic
OAOAAOAE 11 OAPAAO AQGEEAEOI 008 1T AAAO ATfA Ao
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 firdtand data colected 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),
x EEAE EAI Acapiid citytabritdll AN 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 comprehensivéDAOEAx 11 AGBEOOEI C | EOAOA
decision-making process.For example Dickinson and Faria (1985) confirmed the factors
affecting potential exhibitors to attend an exhibition or not included audience sizggroportion
of professional audien@s from the target markets; booth location; number of booth visitors;
AT A T OCdrkétidrenges. The study conducted by Kijieski, Yoon and Young (1993)
indicated that the actual performance ofthe exhibition, the marketing mix, the exhibition
environment, and participation cost were the major concerns affecting exhibitorsdecisions
Similarly, Yuksel and Voola (2010)summarized that exhibitors have emphasized great
importance to the reputation/image of the fair; professional audience availability; finess to
target market; past experience of exhibition attendance exhibition costs; number of
exhibitors, the quality of service provided during the exhibition.

417 A1l OEAE OEA OOOAUBO AAAAAI EA AAOEOh OEA
tradition al marketing researchtheory on customers repeat purchasebehavior. For example
$1 AAOG sjugy desmpnGtrated that the pre-evaluation on products, and comparison with
substitute products would be key factors affecting the final decision making of a pcinase. 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 fo
attending an exhibition, but they do not contribute much in their decision for repeating
attendances.

The questionnaire include 6 items, & E E A Bp&dei@e0 dalue, satisfaction, loyal, band
preference,cost to changeand 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 theourism 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 aboe, 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 organizée first
author of the paperhasled a research goup and traced the exhibition since its early stage.
The research group has worked forthe BITE consistentlyin measuting and monitoring
AGEEAEOI 006 1T AAAOG AT A OAOE O/&AAA OBiloimémbérsf theA OOE A
project who involved in OE A A A O IreSeardh AvArlo Bade 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 aboutA @ E E A tiaégranaudnformation.
AEEO Al O AOOEOOAA OEA OAOAAOAE CcOi OP8O AAAA
communication with the exhibitors.

Specifically for this research, with the assistare the BITE organizing body Beijing
Tourism Development Committe@, questionnaires were distributed to international
exhibitors who had attended BITE more than two times in the past 5 years via their
registration email addresses. Aotal of 200 questionnares 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.
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Research Process and Results

The respondents forthis study were the exhibitors at 20082013 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 embasses 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
AEEAAOCET ¢ OAODPI T AAT 60086 AAAEOEIT 11 OAPAAOET C
released six factors that contributed to their decision of repeat participation of thexhibition,
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
OEA 1 AOOAO Oxi AT 1T OOEAOOAA OIECEOI U 1 AOO8 4i
decisionrmaking, 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 omxisting literature
researchon exhibition and the results released from the current study.

Essentials Moderating
: : factors
Perceivedralue Brandpreference
Decision on
Satisfaction Exhibition Shift cost
' repeating :
participation

Need for
Diversification

Figure 1: Model of Exhibition Repeat Participation

Another result released was that the different types of exhibitors viewed differently on
the affecting factors. Goernmental 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 satisfactianof 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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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
AGEEAEOI 006 TAAAO AT A AoPAAOAOEIT 1T Oh DAOOEAOQI 4
reasons why exhibitors choose to participate the same exhibition repeatedly. Strategies that
can capture and meet these needs and expectations would bermulated and promoted
accordingly to attract exhibitors be loyal. Measures to maintain loyal exhibitors would be also
proposed.To achieve a longerm sustainable relationship with exhibitors, organizers need to
put specific efforts on understanding ancenhancing 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 peference; 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.Bjequent
communication with these clients during offfair period would be one of the #rategies
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 wetpared
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, whideads 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 wetbeing, so by examining the relationship between the
customer value and motivational factors or attributes of wellness hotels this research
achievesA AT 1 OOEAOOETT O1T OEA 1 O0AOCAIT ATT ZAOAT AA
perspective of customer value in wellness hotels, so results highlight important issues in this
relationship which may enable improvements in hostguest 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, befaural
intentions (Hutchinson et al., 2009). The second approach focuses on dimensions of customer
value (Jamal et al., 2011; Nasution and Mavondo, 2008; Petrick, 2002; Sanchez 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 (Sanchez et al., 2006; Sheth et al., 1991;
Sweeney and Soutar, 2001; Williams and Soutar, 2009), transaction and acquisitioue(Al-
Sabbahy et al., 2004; Petrick and Backman, 2002), muiimensional 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; Holbrodk006) 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
AO A AOOOIT I A0S O bA OAVaEaioh Af thDso BreBiAc Atiribuitks, afiibdie AT A
DAOAI Oi ATAAG AT A AT 1T OANOAT AARO AOEOEIT ¢ &O01i1 O
goals and purposes in use situations (Woodruff, 1997, 142). Product attributes in the context
of tourism may be treatad 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 distin guishes 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
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.
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Methods and material

I OO0OO0AU &I AOOGAA 11 OI OOEOOOS EAAI OEU 1 EEAO
May through June in 2013 in 15 wellness hotels situated in Republic of Croatia. Datas
collected through seltcomplete questionnaire. The questionnaire consisted of 15 questions
which were divided into four sections: 1) attitudes regarding healthy lifestyle, 2) perceived
AOOOI I A0 OAI OAh oq OOAOAT 1171 OE Rlestibnnahre wag] OA (
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 fiy@oint Likert scale
was used. For the purpose of thisgper only pull motivational factors were taken into account
j ' TAOEEAHAOE¢ AT A "AOOI 1 OBAEh ¢nmtn "ATTAOO A
Kaufmann, 2001; Pesonen et al., 2011). Items measuring customer value were based on
theory of consumption value (Sanchez 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 cusimer 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 regresson 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 respondes 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 sedmployed and about 14%
were managers. Most of them were from Austria (23%) and Germany (23%))Jnaost 11%
were from UK and about 10 % from Italy. The most frequent monthly net income was
AAOxAAT Ophmnnnm AT A Ochnnn j oybQs

To examine multidimensionality and internal reliability of the perceived value and
travel motivation factor analyses were done. Thre 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 ad 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 coeffcients 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**
BreuschzPagan test 20,58*** 5,08* 3,18 23,44%**

.1 OAq cOEGCTIEAZEAAT O AO 4 E nm8nA® gcPEgGBEAERAAT O AO
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 letween 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 wa
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 Rjsare 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 qualitydnd 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 exi@ 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 copared 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.

1

)T OAT CEAT A xAT11TAOO0 xAO OECI EAXAEAAT O OAOEA

feeling and hotel quality, suggesting that those intangible aspects like atmosphere, hgstest
interaction etc. increase positive perception of value. Extra wellnessas 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 \ariables 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 touristrituals (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, gnificant 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). Sut a difference may emanate from traditions or cultural imperatives. For example, in
*ADAT h AdnyagC A0 @&EAI ET U T ATl AAOOh EOEAT AOh AT £
travelling. Actually, gifts and souvenirs constitute a significant part of thes 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 invitesto travel around the world of tourist souvenirs, considering
more specifically material souvenirs, i.e., all the objects that are bought, pickeg in the
natural environment, or received from a significant person (e.g., a local) during the vacation
experience. We gcluded 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. Qur 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 co8i AOO ménOAq O
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. Thushé things that surround us are inseparable
AOT I x ET (Csikhzerin@hAlgi & RochbergHalton, 1981: 16). Such a strong attachment
may also stem from the sacred status of these special possessions as opposed to the profane
OOAOOO 1 £ 1 OE A oObjedtsAateAsbed @sl, mySicaA povdful, and deserving of
reverential behaviour, as opposed to the ordinary, common, and mundane behaviour
AAAT OAAA O1 Dol £ZAT A AT 11 1T AEOE A Gawevgr,7dadpite At AT O A&
importance for selfidentity 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. Theytraditionally 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)he
current research aims at filling such gapsSpecifically, 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 questins, we chose a naturalistic interpretive approach. The goal of
such approach is taunderstand the occurrence of natural phenomenéan 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 hme and we observed their
souvenirs in the home context. Furthermore, we participated in a onereek package tour in
Portugal during which we observed fortytwo Belgian tourists and their souvenir buying
behavior and we interviewed 20 of them in depth. Nofparticipant 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 thraagh 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 emermng findings. These are supported with
guotes, 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 collectionpargain hunting, gift, or need to reciprocate a favor or
a gift) are developed.

Second, a typology of four types of symbolic souvenirs, including tourist trinkes,
destination stereotypes, paper mementoes, and pickedp objects is presented.Tourist
trinkets involve small trinkets or gadgets (e.g., mugs, key rings, and tshirts) that are bought
for a cheap price in souvenir shops anywhere in the worldThe secom type, destination
OOAOAT OUPAOKh AT OAEI O OEGAOE®R AEARE HOAO OEgEMtAEEAA ORI
papyrus, Eiffel Towers, andRussian dollg. Although tourists are aware that such mass
produced objects are not unique, they continue to buyhem 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 leaflgtg)ally,
picked-up objectssuch as stonessand, 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 uniquein 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
emphasizesfive functions souvenirs may fulfil in terms of consumer identity construction:
connection, integration, socialization, selexpression, and sacralizationWhen purchasing and
consuming souvenirs, tourists can be connected witha 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 selexpression and egeenhancement
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
i AATET ¢cO O1 OisGitmEpto@des a deépCuAderstanding of the motives and
meanings for buying and consuming such souvenirsTherefore, 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 inonsumer identity
construction is emphasized as well. Finally, tourist souvenirs seem to be theenbect
illustration of a hierophany (" AT Eh 7A1 1 AT AT O&h Q 3EAOOUh pwwpC
intrinsically related to the story of the object for his/her owner.

As material agents or messengers of meaning, tourist souvenirs can ease the transitio
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 experien@nd their ubiquity in every
corner of the world. 0317 OOAT EOO EAOA AQGEOOAA &I O OEIT OOAT .
AT 1T OET OA O1 OOAOGAT h OEAU xEI1l ATT OET Ghansdi AA
& Timothy, 2012: 497).
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Introduction

3AO0OEAA NOAI EOthe dbrdl AMOVAET BEAAQRARTOG AAT OO A
excellence or superiority (Zeithaml, 1988, p3). It is characterized by botha technical and a
functional dimension (Gronroos 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; Ryglovg 6 A E é T Ard [Sérha2013;
Talib and Rahman,2012; Tari 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
Ol T AOAOOGA AT A AOAI OAOAh 1 AAAET C O1 O1 AAOOAEI
and Berry, 1985). Therefore, quality signals, such as labels, are used to improve the perceived
service quality (Akerlof, 1970; Armstrong, NagardAssayag, Kotler and Lardinoit, 2010;
Marcotte, Bourdeau and Leroux, 2012; Merasli, 2004; PriAllaz, Ricard, Courvoisier, Dreyer
Khadir and Poggi, 2008). Over the past decade, a multiplication of quality labels Hasen
observed across Europe, such a¥allonie Destination Qualitén Belgium.

4AEEO DPADPAOGO | Astdy thé impokahde BiQualityHabels®TAT T OO AOOG
DOAEZAOAT AAOG8 -1 OA OPAAEAEAEAAI T Uh xA AOOkhepO OI
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 theam results will be
DOAOAT 6AA8 &ET AT T Uh xA xEiI1 AEOADOOO OAOGHI 60O
limitations and suggestions for future research.

Literature review

Consumer preferences

During a decisionmaking process, consumers evaluate 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 pr&xisting 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 noncommercial sources. Once the evaluation process is over,
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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). Preferene 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

I NOAT EOU 1 A AABign which infArksBBdutsgecifigu@lity@imensions, in any
form whatsoever, of a product or a service and emanating from an organization different from
the company that produces products and servieé€hameroyand Chandon 2010, p5). It is
essential to make a distinction between a lzel 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 undethe 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.

Impor t ance of quality | abels in consumer so

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 labeldacilitate the decisionmaking 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, Ricardet al, 2008), which leads to our first hypothesis:

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

P

Of course, the brand is also a major quality signal inloOAA ET AT 1 001 AOO

making process, infering ideas of quality and consistency (Armstron@jagard-Assayaget al.,
2010). However, the classification and the label are generally valued by consumers stronger
than commercial information issued by the ompany, as they appear to be more neutral and
credible because they emanate from an independent third partyQhameroyand Chandon,
2010). Therefore, we suggest that:

H 2: The relative importance of theLabel 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

Al AOGOEZEAAQGEITTh xA Al O xAl OAA O ET OAOOECAOA

a quality label may infllence its relative importance in a choice task. On the one hand, a

ObAAEAZEA NOAI EOU 1 AAA1T OET OI A AA PAOAAEGAA AC

making process (Courvoisierand Courvoisier, 2005; CRIOC2004; 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), whicleads 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 theLabel attribute is higher when corsumers have a
positive attitude towards labels in general.

Finally, the relative importance of quality labels may be influenced by moderating
OAOEAAT AO ET Al OAET ¢ OEA OUPA 1T &£ O1 OOEOI AAOQE
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 theLabel attribute is higher in the accommodatian
sector than in the tourist attraction sector.

H 6: The relative importance of theLabel 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 teeduce 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
ET ACAAOGA AT 1 O01I AOOG OAdl ©EG pWdhdse) decsion (RdthAchildi OAT E
1984; Zaichkowsky, 1985; Zaichkowsky, 1986). Similarly, the unusual purchase of a
POI AOAOT OAOOEAA j1 T x DOOAEAOA MEOANOAT Auqgq ET AC
involvement. According to these argumentsye assume that:

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

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

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

above.
o GODF.R.-\TI.\'G \'ARI.-\BID
ATTRIBUTES OF THE
TOURISM SERVICE
H5  Type of tourism activity
Attitude towards labels in Relative importance of (Accommodation/Attraction)
general H4 classification
H ¢ / H6 Purchase decision
| - involvement
> Relative importance of é/
uality label
quality labe \ -
2 e ; " H2 § Risk aversion
Perceived credibility of the
specific label Relative importance of

S~
brand \
\ / HS Purchase frequency

Figure 1. Research model
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Method

Two data collection techniques were used in a survey: a conjoint analysis task and a
guestionnaire. Conjoint analysis measures consumer preferences (Luce antukey, 1964)
through the estimation of partial utilities that helps to compute the relative importance of a
attraction deals based on combinations of determining attribute levels (Table 1 onjoint
Designerhelped usgenerate 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 obnsumer
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 faceto-face to Frenchspeaking
Belgians livingin 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 witiConjoint Linmapand
SPSS 16.0.

Results

Conjoint analysis results

In the accommodation sectog, 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-tests, the difference betweenLabel and Classification(t = -
5.936, df = 192, p = 0.000) and betweehabeland 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 hypothesesl and 2.
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